
and business pages of the New
York Post. Now, with the conquest
of Wall Street Journal-owner Dow
Jones he can take a full-frontal ap-
proach, possibly setting up a real
smackdown for the title of “paper
of record,” the somewhat nebulous
journalistic crown worn by The
Times for decades. 

The Journal has been the nation’s
most important business read, but its
coverage of the national political
scene and international affairs have
been scaled back thanks to general
business woes. In the months lead-
ing up to the deal, a big part of Mr.
Murdoch’s push to sell his vision for
a News Corp.-owned Dow Jones was
to promise to invest some of his cof-
fers to get more general news in the
Journal. 

The Times, despite a dominant
position in many areas of report-
ing, is going in the opposite direc-
tion in terms of investing in editor-
ial firepower. Management is
paring back a cost structure that’s
looking increasingly unwieldy in a
continually weak advertising envi-
ronment for newspapers. In its
quarterly conference call late last
month, the Times reported im-
proved profits, thanks to the sale of
some TV stations, but said adver-
tising had declined 7%. Similarly,
the Washington Post Co., the
Times main rival on national is-
sues, reported a 13% drop in quar-
terly profits last week thanks to de-
clining advertising at the flagship
paper. 

“The Wall Street Journal has
been a good competitor and we ex-
pect it will continue to be,” a New
York Times spokeswoman said,
declining to comment any further.

Mr. Murdoch’s success will de-
pend heavily on whether he can
maintain the Journal’s high level of
credibility. That will mean avoid-
ing any temptation to bend the pa-
per’s news-gathering approach to
serve his political will.

THE PRECEDENTS
While he’s said little about his
plans for the Wall Street Journal
and the rest of Dow Jones’ portfo-
lio, Mr. Murdoch’s track record
makes a few things clear: He is a
cutthroat competitor unafraid of
using bloody price cuts to gain
share (as he has with London’s
Times and at the New York Post)
and his salespeople tend to be
among the most aggressive and
creative in the industry.

If Mr. Murdoch does take the
Journal in a more consumer-ori-
ented direction, it’ll likely result in
a national newspaper for the
wealthy right that would counter-
balance The New York Times on
the left and Gannett Co.’s USA To-
day in the center. But Ed Atorino, a
veteran newspaper analyst at
Benchmark Co., said he sees it as
unlikely that Mr. Murdoch would
be able to cause the same sort of
turmoil among those players as he
had in the cable-news arena. “The

truth is Dow Jones had been push-
ing pretty hard in that direction al-
ready,” Mr. Atorino said. “Can he
light a fire under the sales guys?
Sure, but I don’t think the Journal
was broken. There’s nothing he
needs to fix.”

A push by Mr. Murdoch in a
more consumer-oriented direc-
tion, however, could create an op-
portunity for Pearson’s Financial
Times to assert itself as a true, inde-
pendent business source, particu-
larly if Mr. Murdoch’s Journal suf-
fers a misstep that causes readers
and advertisers to question its cov-
erage.

A NEW FIGHT
An FT spokeswoman didn’t re-
spond to interview requests, but
executives there have said in the
past they expected their niche ap-
proach to help differentiate them
from Mr. Murdoch’s mass-market
strategy. In a note to investors, Cit-
igroup said that “at the very least”
the FT needs to increase marketing
spending to compete with what
will likely be a more aggressive
Journal abroad. The FT’s circula-
tion, advertising and profit have
climbed of late, but it’s unclear
whether executives at Pearson—
who have been called upon to sell
the FT—will make the investment
to take on Mr. Murdoch. In April, a
new ad campaign, “We are in Fi-
nancial Times,” was launched.

Meanwhile, another kind of
fight will begin between General
Electric Co.’s CNBC and News
Corp.’s soon-to-be-launched Fox
Business Network. The Fox Busi-
ness cable channel launches Oct.
16. One sticky aspect to the Dow
Jones deal is that The Wall Street
Journal and CNBC have a long-
standing editorial-sharing agree-
ment that runs through 2012. That
prevents Mr. Murdoch from using
assets of his new prize as fully as he
might like.

“We love the relationship and
the quality we’ve had for the last 10
years,” a CNBC spokesman said.
“We hope the quality and expect
the relationship to continue for the
next five years.”But longtime me-
dia analyst Lauren Rich Fine notes
that “having resources and being
able to marshal them are two very
different things. The Wall Street
Journal had deals with CNBC so
the reporters are pretty well
trained. But just being commonly
owned won’t make them all trust
each other. GE/NBC brings a lot
to the table as well.”

CNBC last week launched an
ad campaign emphasizing the high
level of business executives that
watch its 24-hour news, including
Sirius Satellite Radio’s Mel Kar-
mazin, Bob Johnson of RLJ Com-
panies, publisher of Black Enter-
prise, and Southwest Airlines’
Herb Kelleher.

“We take all competition seri-
ously,” the CNBC spokesman said.
“We’ve had competition in the
past. We have competition now,
with other TV networks, the web,
newspapers.” 
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Film, TV top the list of News Corp. earners.
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OPERATING
MARGIN 17.1% 18.4% 25.9% 4.6% 27.9% 14.6% 10.0% N/A

BRAND POWER: 
Could Rupert slap the brand on, say, a business-news
channel? The deal says: “The managing editor of The
Wall Street Journal will be consulted prior to the use of
The Wall Street Journal or Dow Jones brand names
by the company or any other party to provide the …
opportunity to raise any objections to and suggestions
concerning the proposed use of the brand.”

Source: Ad Age DataCenter analysis of company filings

There’s been no shortage of ink
spilled over Rupert Murdoch’s
conquest, but the media mogul still
didn’t quite trump Paris Hilton, Steve
Jobs or Harry Potter when it came to
getting journalists’ attention.

Anyone who toils in media or
marketing has no doubt felt like they
spent the last three months talking,
listening and reading about nothing
other that Mr. Murdoch’s pursuit of
Dow Jones. But is the rest of the
world as obsessed with one old
media mogul’s quest to own a daily
newspaper? Not quite. 

While journalists are
understandably drawn to a story
that involves ringing the death knell
for one of their most respected
institutions, the media did still
manage to devote a whole lot more
of its air time, web pages and ink to
topics other than Mr. Murdoch. Not
that the topics in question were all
that high-minded, mind you. 

Ad Age asked Carma
International, a media-analysis and
research firm whose database
includes the major newswires,
magazines, trade publications,
nearly 500 major online news sites,
over 700 major newspapers, 210
local broadcast markets and all
national broadcast and cable-TV

news, to put the Murdoch coverage
in perspective for us.

Mr. Murdoch’s quest, with 9,500
news stories, got more attention
than contaminated toothpaste from
China, the CNN-YouTube
presidential debate and Al Gore’s
LiveEarth concert for global
warming. But the pardoning of I.
Lewis “Scooter” Libby by President
George W. Bush got twice the news
hole as News Corp.’s efforts to
secure a deal to pry Dow Jones from
the grip of the Bancroft family. The
debut of Apple’s iPhone got more

than three times the coverage as
the Journal’s journey. Paris Hilton—a
favorite of Mr. Murdoch’s New York
Post—and her incarceration was the
topic of more than 41,000 stories on
TV, in print and online. But even
Paris couldn’t compete with a boy
wizard. Harry Potter, thanks to the
double whammy release of Time
Warner’s fifth film and the final book
of the series, was the subject of
more than 65,500 news stories. (No
word on how many of those
included “spoilers.”) 

–ANN MARIE KERWIN

MEDIA MENTIONS
To the outside world, the story doesn’t matter as much.
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