
C ivilians, people who don’t think the 
toppling of a sitting american president 
with newspaper articles is one of human-

kind’s lasting achievements, will read encomi-
ums to Ben Bradlee like this one and wonder: 
What’s the big deal?

after all, he didn’t cover the Watergate 
story for his Washington Post, he picked the 

reporters. it’s not as if he wrote the 
articles, he edited them. But jour-
nalists are people who will go where 
they are pointed, and Mr. Bradlee 
generally pointed to important, 
consequential subjects. People who 

worked for him went through walls to bring 
back those stories, some of which revealed the 
true course of american history and some of 
which altered it.

The newspaper business can be a grand en-
deavor, but most of the people who commit jour-
nalism would never be mistaken for larger than 
life. Journalists are bystanders who chronicle 

the exploits of people who actually do things.
But Ben Bradlee did things. He went to 

war, loved early and often, befriended and took 
on presidents, swore like a sailor, and partied 
like a movie star. now that he is gone — he 
died on Tuesday at the age of 93 at his home in 
Georgetown — it is tough to imagine a news-
paperman ever playing the kind of outsize role 
that he once did in Washington. newspapers, 
and people’s regard for them, have shrunk 
since he ran The Post.

He took over an also-ran paper and turned 
it into a formidable fighting ship like the one on 
which he served in World War ii. Once the news-
paper he oversaw gained steam, there was only 
the relentless effort to beat the competition, to 
find and woo talent, to pursue targets that The 
Post deemed worthy.

in the more than quarter-century that he 
helped lead the newsroom, from 1965 to 1991, he 
doubled its staff and circulation, and multiplied 
its ambitions. He would have been a terrible 
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life

BETTMANN/CORBIS

Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.

Workers Get
Solar Energy
At Cut Rate
As New Perk

From First Business Page

An effort that links an
environmental group
with mainstream
corporate America.

By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life
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Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.

Workers Get
Solar Energy
At Cut Rate
As New Perk
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An effort that links an
environmental group
with mainstream
corporate America.

By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life

BETTMANN/CORBIS

Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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An editor who took
an also-ran paper
and turned it into a
fighting ship. 

tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.
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N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life
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Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.

Workers Get
Solar Energy
At Cut Rate
As New Perk
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An effort that links an
environmental group
with mainstream
corporate America.

By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.

Nxxx,2014-10-23,B,004,Bs-BW,E1B4 N BUSINESSTHE NEW YORK TIMES THURSDAY, OCTOBER 23, 2014

Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life
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Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.
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By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life

BETTMANN/CORBIS

Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.

Workers Get
Solar Energy
At Cut Rate
As New Perk

From First Business Page

An effort that links an
environmental group
with mainstream
corporate America.

By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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newspaperman in the current context — buy-
outs, reduced print schedules, timidity about 
offending advertisers — but he was a perfect 
one for his time.

“i had a good seat,” he told The american 
Journalism Review in a 1995 interview. “i came 
along at the right time with the right job and i 
didn’t screw it up.”

Mr. Bradlee had the attention span of a gnat 
— anecdotes of him walking away 
from a conversation he ceased to 
find interesting were common 
— but he was completely hypno-
tized by the chase of a good story.

His own life and persona 
make for a pretty fair tale: Bos-
ton Brahmin, junior naval officer 
in World War ii, Paris in the ’50s, 
friend of the Kennedys, tormen-
tor of nixon. He was Zelig-like in his ability to 
appear at critical junctures in american history.

i knew him in the mid-’90s, when he was 
vice president at large of The Post, but he was 
still large, still engaged, perpetually on the hunt 
for political gossip or newsroom intrigue. He 
was a decent, if relentlessly loyal, source when 
i covered The Post as the editor of the Washing-
ton City Paper. But even though i barely knew 

him, he was hilarious to bump into.
“i like your paper a lot,” he’d deadpan, 

“whenever it doesn’t have its,” insert sailor 
adjective, “finger in my eye.” Cue big roar of 
laughter, dancing eyes, deep pleasure at his 
own riposte.

anybody who has ever watched Mr. Bra-
dlee enter a room knows that whatever “it” 
is, he had a lot of it. There was the smile, a 

flash of white teeth matching the 
white collar of the custom striped 
shirts he wore without fail, and 
a voice that was a mix of gravel 
and gravitas that had a hearty 
(and generally profane) word for 
everybody. in a town notorious 
for big entrances — Bill Clinton, 
Marion Barry, Ronald Reagan, 
you name it — Mr. Bradlee tilted 

a room just by being himself.
“He was one of those people who could 

make you feel like a superstar just by being in 
the same room with him,” David von Drehle, a 
longtime Post writer now at Time, told me by 
phone on Tuesday. “Every woman in the room 
wanted to be with him, and every man in the 
room wanted to be him.”

He was a durable celebrity in Washington 
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life
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Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.

Workers Get
Solar Energy
At Cut Rate
As New Perk
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An effort that links an
environmental group
with mainstream
corporate America.

By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life

BETTMANN/CORBIS

Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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An editor who took
an also-ran paper
and turned it into a
fighting ship. 

tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.
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By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life
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Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.

Workers Get
Solar Energy
At Cut Rate
As New Perk
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An effort that links an
environmental group
with mainstream
corporate America.

By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life
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Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.
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By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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Civilians, people who don’t
think the toppling of a sitting
American president with news-
paper articles is one of human-
kind’s lasting achievements, will

read encomiums to
Ben Bradlee like this
one and wonder:
What’s the big deal?

After all, he didn’t
cover the Watergate
story for his Wash-

ington Post, he picked the report-
ers. It’s not as if he wrote the arti-
cles, he edited them. But journal-
ists are people who will go where
they are pointed, and Mr. Bradlee
generally pointed to important,
consequential subjects. People
who worked for him went
through walls to bring back those
stories, some of which revealed
the true course of American his-
tory and some of which altered it.

The newspaper business can
be a grand endeavor, but most of
the people who commit journal-
ism would never be mistaken for
larger than life. Journalists are
bystanders who chronicle the ex-
ploits of people who actually do
things.

But Ben Bradlee did things. He
went to war, loved early and
often, befriended and took on
presidents, swore like a sailor,
and partied like a movie star.
Now that he is gone — he died on

Tuesday at the age of 93 at his
home in Georgetown — it is
tough to imagine a newspaper-
man ever playing the kind of out-
size role that he once did in
Washington. Newspapers, and
people’s regard for them, have
shrunk since he ran The Post.

He took over an also-ran paper
and turned it into a formidable
fighting ship like the one on
which he served in World War II.
Once the newspaper he oversaw
gained steam, there was only the
relentless effort to beat the com-
petition, to find and woo talent, to
pursue targets that The Post
deemed worthy.

In the more than quarter-cen-
tury that he helped lead the
newsroom, from 1965 to 1991, he
doubled its staff and circulation,
and multiplied its ambitions. He
would have been a terrible news-
paperman in the current context
— buyouts, reduced print sched-
ules, timidity about offending ad-
vertisers — but he was a perfect
one for his time.

“I had a good seat,” he told The
American Journalism Review in

a 1995 interview. “I came along at
the right time with the right job
and I didn’t screw it up.”

Mr. Bradlee had the attention
span of a gnat — anecdotes of
him walking away from a conver-
sation he ceased to find interest-
ing were common — but he was
completely hypnotized by the
chase of a good story.

His own life and persona make
for a pretty fair tale: Boston
Brahmin, junior naval officer in
World War II, Paris in the ’50s,
friend of the Kennedys, tormen-
tor of Nixon. He was Zelig-like in
his ability to appear at critical
junctures in American history.

I knew him in the mid-’90s,
when he was vice president at
large of The Post, but he was still
large, still engaged, perpetually
on the hunt for political gossip or
newsroom intrigue. He was a de-
cent, if relentlessly loyal, source
when I covered The Post as the
editor of the Washington City Pa-
per. But even though I barely
knew him, he was hilarious to
bump into.

“I like your paper a lot,” he’d
deadpan, “whenever it doesn’t
have its,” insert sailor adjective,
“finger in my eye.” Cue big roar
of laughter, dancing eyes, deep
pleasure at his own riposte.

Anybody who has ever
watched Mr. Bradlee enter a
room knows that whatever “it”
is, he had a lot of it. There was the
smile, a flash of white teeth
matching the white collar of the
custom striped shirts he wore
without fail, and a voice that was
a mix of gravel and gravitas that
had a hearty (and generally pro-
fane) word for everybody. In a
town notorious for big entrances
— Bill Clinton, Marion Barry,
Ronald Reagan, you name it —
Mr. Bradlee tilted a room just by
being himself.

“He was one of those people
who could make you feel like a
superstar just by being in the
same room with him,” David Von
Drehle, a longtime Post writer
now at Time, told me by phone on
Tuesday. “Every woman in the
room wanted to be with him, and
every man in the room wanted to
be him.”

He was a durable celebrity in
Washington and beyond, partly
because he was the rare person
who became more handsome as
he grew older. A photo from just
two years ago that ran with a
Post piece shows a remarkably
good-looking 90-plus-year-old, a
patrician pirate. Few journalists
could suggest that they were bet-
ter looking than the movie stars
who played them, as Jason
Robards portrayed Mr. Bradlee
in the film about Watergate, “All
the President’s Men,” but Mr.
Bradlee could have claimed as
much. He was more Clark Gable
than Clark Kent.

By some estimations, including
his own, his most enduring ac-
complishment had nothing to do
with the Pentagon Papers or Wa-
tergate. After he became editor of

The Post, he watched with envy
as The New York Herald Tribune
and magazines like Esquire and
Playboy were using a different
vocabulary, a so-called New Jour-
nalism, to expand the ways in
which stories were told.

So in 1969, he conjured Style, a
hip, cheeky section of the news-
paper that reflected the tumult of
the times in a city where fashion
and discourse were rived with a
maddening sameness. The effect
on the business was profound, as
if Chuck Berry had walked into a
Glenn Miller show and started
playing guitar. He expanded the
vernacular of newspapering, en-
abling real, actual writers to shed
the shackles of convention and

generate daily discourse that
made people laugh, spill their cof-
fee or throw The Post down in
disgust.

He had nothing of the common-
er about him, hosting and grilling
much of the world’s elite at the
Georgetown home he shared
with Sally Quinn, a Post society
reporter who became his third
wife. But although he grew up in
Boston, not even knowing anyone
who was black, he managed to
make a credible newspaper in a
majority-black city. His efforts to
cover the black community in
deeper ways, combined with an
overeager desire to believe in an
unbelievable story, led to a Pul-
itzer Prize being returned in the

Janet Cooke affair, a big blemish
on a very shiny run.

Mr. Bradlee could be almost
cartoonishly ambitious. Asked by
Katharine Graham, The Post’s
publisher, about his interest in
the top job at the paper, he imme-
diately replied that he would
“give my left one” for the oppor-
tunity. He probably would have
gotten along fine on the remain-
ing testosterone.

A player of favorites and an ad-
mirer of bravado, he famously ve-
toed the hiring of a reporter who
had already been vetted and all
but hired, because “nothing
clanks when he walks.”

Ben Bradlee clanked when he
walked.

Ben Bradlee’s Charmed, Charming Life

BETTMANN/CORBIS

Ben Bradlee in Paris in 1956, where he was Newsweek’s European correspondent. 

ALEX GALLARDO/REUTERS

Mr. Bradlee, left, and Bob Woodward reflecting on the Watergate scandal in a 2011 interview.
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An editor who took
an also-ran paper
and turned it into a
fighting ship. 

tions, often quietly trying to
nudge them toward change from
the inside, rather than pushing
from the outside through more
confrontational tactics.

That has sometimes earned
them criticism from other groups
of being too cozy with the very
businesses responsible for pollu-
tion, but some are pursuing simi-
lar paths as climate advocates
grapple with how best to engage
powerful, moneyed interests in
achieving their goals.

Increasingly, said Dan Reicher,
executive director of the Steyer-
Taylor Center for Energy Policy
and Finance at Stanford Univer-
sity, groups are working with
businesses to influence not only
energy policy but also the mar-
kets, which dovetails with a
growing corporate focus on clean
technologies.

“In the old days there wasn’t a
big alliance to build around solar
energy because it was such an in-
finitesimal part of the energy pic-
ture and prices were so high,” Mr.
Reicher said. “Now that it’s be-
coming a more mainstream, cost-
competitive approach, it makes
sense for environmental organ-
izations to build alliances with
the business community to get
this technology to market.”

For Geostellar, which built a
virtual marketplace from satel-
lite imagery and big data, it offers
a new route to attracting custom-
ers, which is still one of the more
stubbornly high costs of operat-
ing a solar business.

Other solar companies have es-
tablished corporate partnerships
to funnel new customers to them.
SolarCity, for instance, recently
announced that it was renewing a
deal with Honda that provides its
systems to the automaker’s cus-
tomers at a discount.

“It’s over 100,000 people who
are all prequalified because they
have good jobs,” said David Le-
vine, chief of Geostellar. “They’re
going to pass the credit.” 

For the companies, the ar-
rangement offers a way to attract
and retain a work force that is in-
creasingly attuned to the envi-
ronment and to the steps employ-

ers take to preserve it. It is a nat-
ural extension of current sustain-
ability efforts, executives of the
companies said, whether cutting
carbon emissions by installing
solar panels at their facilities, of-
fering preferential parking and
charging stations for electric ve-
hicles, or introducing Meatless
Mondays at the cafeteria.

“I get the emails: ‘Why aren’t
we recycling this?’ or ‘Why don’t
we have 45,000 more electric-ve-
hicle charging stations?’" said
Ali Ahmed, who manages energy
and sustainability at Cisco. “So
we had a really good feeling that
our employees would engage and
latch onto this kind of discount.”

That interest is already evi-
dent, the companies said. Three
Cisco executives have already
decided to install solar systems
in their homes through Geostel-
lar, Mr. Levine said. At 3M, em-
ployees lined up at a kiosk at
lunchtime to learn more about
the program, said Gayle Schuler,
vice president for global sustain-
ability at the company.

Pricing and savings will vary,
depending on factors like the
pitch of a roof and the levels of
sunlight. But the average base
cost of a system will be $3 a watt
of the system’s capacity — rough-
ly 17 percent lower than Geostel-
lar’s regular price and almost 34
percent lower than the average
cost in the United States last year
of $4.53, according to the federal
government.

The program is available for
leasing or buying solar systems.
Homeowners paying an average
of $147 a month for electricity
would instead pay an average of
$97 a month over 12 years if they
financed the entire system, after
which the payments would go to
zero, Mr. Levine said.

Geostellar, which received an
Energy Department grant aimed
at lowering solar costs, has an
automated system that allows
homeowners to type in their ad-
dress and see options and esti-
mates of potential savings before
connecting with installers and
lenders if they decide to proceed.

The company said it was in
talks with Cleveland about a simi-
lar bulk-buying program.

The discounted rate will be
available to employees at the
partner companies indefinitely. It
will also be accessible to qualified
applicants through Dec. 31.

Workers Get
Solar Energy
At Cut Rate
As New Perk

From First Business Page

An effort that links an
environmental group
with mainstream
corporate America.

By JANE L. LEVERE

N
ONPROFIT groups spe-
cializing in children’s
learning and attention
issues will on Thursday

introduce a new website and a
public service advertising cam-
paign that was created with the
Advertising Council.

The website, Understood.org,
is intended to help parents better
understand these issues and pro-
vide advice on dealing with them.

According to the 2014 State of
Learning Disabilities Report
from the National Center for
Learning Disabilities, one in five
people in the United States age 3
to 20 has problems with reading,
math, writing, focus and atten-
tion. 

“They’re trying as hard as
they can, but it’s the way their
brains are wired,” said Shelly
London, president of the Poses
Family Foundation, based in New
York, one of the 15 groups behind
the initiative.

The groups first worked to-
gether in 2012 and later conduct-
ed research with over 2,200 par-
ents about their and their chil-
dren’s needs; this information
was used to create the new web-
site and advertising. The groups
realized that “parents need help
and they’re not getting the help
they need. If we put our efforts
together, we can help in a way we
cannot do on our own,” Ms. Lon-
don said.

Stating that “with the right
support, parents can help chil-
dren unlock their strengths and
reach their full potential,” the
website said it would provide
“state-of-the-art technology, per-
sonalized resources, free daily
access to experts, a secure online
community” and practical tips.

Featured on the website is a se-
ries of interactive simulations
and videos that allow parents to
experience firsthand how chil-
dren can struggle with reading,
writing, math and organization.
In addition, there are apps and

games aimed at specific ages and
issues; a system that lets parents
receive personalized recommen-
dations for help for their chil-
dren; and practical tips on deal-
ing with daily challenges, like
completing homework.

The website is also establish-
ing an online community for par-
ents dealing with these matters
to chat with other parents facing
the same issues. It is in English
and Spanish, and information on
the site can be read aloud to the
visitor.

The website is being promoted
through a series of television, ra-
dio, print, outdoor and digital ads
created by Publicis Kaplan Tha-
ler, a New York agency that is
part of the Publicis Groupe. 

In one 15-second TV ad, a fa-
ther asks his smartphone, “How
can I help my daughter with her
reading?” The phone beeps and
then says, “Searching for help
with Dachshund breeding.”
When the father next inquires,
“Why do you not get me?” the
phone responds, “I do. This is
what it feels like for kids with
learning and attention issues. Re-
directing to Understood.org.”

A print ad shows a page of
lined paper, a pencil and an eras-
er; the child’s writing on the pa-
per has been erased many times.
What is left says, in dark letters,
“I want to be understood.” The ad
then describes the new website
as “a free online resource about
learning and attention issues de-
signed to help you help your child
thrive in school and in life.”

Larissa Kirschner, a creative
director at Publicis Kaplan Tha-
ler who created the ads with
Scott Davis, another creative di-
rector, said, “The crux of the
campaign is that understanding
is everything. Put yourself in
children’s shoes and you can tru-
ly understand their frustration.
We took the cultural phenom-
enon of Siri, a smartphone not al-
ways getting you, as our way in.” 

The problems the ads address

“are not an easy subject to dis-
cuss in advertising,” said Ms.
Kirschner, the mother of a 71/2-

year-old son with learning and at-
tention issues. “You’re talking
about someone’s child. You have
to be more sensitive, really have
to tread carefully.”

Social media channels will be
used to promote the website, in-
cluding weekly Twitter chats for
parents and experts.

“All parents have such high as-
pirations for their children. When
they see them having difficulties,
the biggest barrier is denial. The
campaign shows empathy and of-
fers hope to parents,” said Peggy
Conlon, president and chief exec-
utive of the Advertising Council.

The advertising and website
were mostly praised by experts.

Stephen Hinshaw, a professor
of psychology at the University of

California, Berkeley, called the
campaign a “one-two punch.” He
added: “It reduces the stigma
and the blame and provides spe-
cific strategies for help. It’s a
powerful combination.”

Dr. Peter S. Jensen, chief exec-
utive of the Reach Institute (for
Resource for Advancing Chil-
dren’s Health), which teaches the
use of mental health therapies for
children and adolescents, pre-
dicted that the website would be
helpful, but said: “Families will
have to find it, get to it, trust it.
It’s always a challenge, how to
bring about broad, new recogni-
tion across society, especially in
misunderstood or stigmatized
areas.”

Dr. Mark L. Wolraich, the di-
rector of the Child Study Center
at the University of Oklahoma
Health Sciences Center in Okla-
homa City, said the campaign’s
premise was a “good one. The
fact that it is making it broad may
reduce the stigma that frequently
goes along with mental health is-
sues.”

He said his only reservation
was that the 15 groups behind the
initiative did not include many
advocacy groups and profession-
al organizations that could en-
hance its credibility.

Dr. Andrew Adesman, chief of
developmental and behavioral
pediatrics at the Steven and Al-
exandra Cohen Children’s Medi-
cal Center of New York in New
Hyde Park, N.Y., said that al-
though the TV ads were “visually
grabbing, I’m not sure it’s fair to
compare ADHD and reading dis-
abilities to an adult’s frustrations
with voice recognition software.
It’s a little bit of a stretch.” ADHD
is an abbreviation for attention-
deficit hyperactivity disorder.

The website, he added, “is gen-
erally very nice. It provides fam-
ilies with some helpful informa-
tion. I’m sure the Ad Council’s
support will end up driving a con-
siderable amount of traffic to the
website.”

ADVERTISING

Helping Parents Deal With Learning and Attention Issues

A print ad in a campaign to help parents understand how chil-
dren can struggle with reading, writing, math and organization.
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and beyond, partly because he was the rare per-
son who became more handsome as he grew 
older. a photo from just two years ago that ran 
with a Post piece shows a remarkably good-
looking 90-plus-year-old, a patrician pirate. Few 
journalists could suggest that they were better 
looking than the movie stars who played them, 
as Jason Robards portrayed Mr. Bradlee in the 
film about Watergate, “all the President’s Men,” 
but Mr. Bradlee could have claimed as much. He 
was more Clark Gable than Clark Kent.

By some estimations, including his own, his 
most enduring accomplishment had nothing to 
do with the Pentagon Papers or Watergate. af-
ter he became editor of The Post, he watched 
with envy as The new York Herald Tribune 
and magazines like Esquire and Playboy were 
using a different vocabulary, a so-called new 
Journalism, to expand the ways in which sto-
ries were told.

so in 1969, he conjured style, a hip, cheeky 
section of the newspaper that reflected the tu-
mult of the times in a city where fashion and 
discourse were rived with a maddening same-
ness. The effect on the business was profound, 
as if Chuck Berry had walked into a Glenn 
Miller show and started playing guitar. He ex-
panded the vernacular of newspapering, en-

abling real, actual writers to shed the shackles 
of convention and generate daily discourse that 
made people laugh, spill their coffee or throw 
The Post down in disgust.

He had nothing of the commoner about him, 
hosting and grilling much of the world’s elite 
at the Georgetown home he shared with sally 
Quinn, a Post society reporter who became his 
third wife. But although he grew up in Boston, not 
even knowing anyone who was black, he man-
aged to make a credible newspaper in a majority-
black city. His efforts to cover the black commu-
nity in deeper ways, combined with an overeager 
desire to believe in an unbelievable story, led to a 
Pulitzer Prize being returned in the Janet Cooke 
affair, a big blemish on a very shiny run.

Mr. Bradlee could be almost cartoonishly 
ambitious. asked by Katharine Graham, The 
Post’s publisher, about his interest in the top 
job at the paper, he immediately replied that he 
would “give my left one” for the opportunity. He 
probably would have gotten along fine on the re-
maining testosterone.

a player of favorites and an admirer of 
bravado, he famously vetoed the hiring of a re-
porter who had already been vetted and all but 
hired, because “nothing clanks when he walks.”

Ben Bradlee clanked when he walked.   n


