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How to Influence Editorials: A Case Study
Robert Sommer, M.A. and John R. Maycroft, M.P.P.
Newspaper editorials have a mixed reputation in the public affairs community.
While many previous studies have examined final editorial products as published, few
have studied their actual production, and there is little research regarding the people
and interests who attempt to influence editorial writing. This article takes a qualitative
look at the forces that go into the production of editorials, specifically through a case
study of 66 editorials over ten years in The Star-Ledger covering the debate over a
sports arena in Newark, New Jersey. The arena project spanned five governors, two
mayors, and had significant local, state, and regional implications. This study is unique
for its access to the participants in the arena debate, and the wealth of time these elites
gave us through the interviewing process. Top political, business and newspaper
leaders were interviewed to discern the importance they place upon editorials, and the
strategies stakeholders use to influence editorial boards. Findings suggest that at the
very least, editorials force stakeholders to either be proactive or forced to react. This
study suggests that those who receive favorable editorial coverage are more likely to be
knowledgeable, proactive, open, honest (though skilled at exaggeration), and
accessible to editorial boards.
INTRODUCTION
³1RRQHUHDGVWKHP´
³7KH\GRQ¶WNQRZZKDWWKH\¶UHWDONLQJDERXW´
³$EXQFKRISHRSOHZKRKDYHQHYHUGRQHDQ\WKLQJLQWKHLUOLYHV´
³'HFLVLRQPDNHUVIRROLVKO\WKLQNWKH\¶UHLPSRUWDQW7KH\ZRXOGQ¶WDGPLWWRLWEXWWKH\FDOO
>WKHERDUG@DQGFRPSODLQ´
Newspaper editorials have a mixed reputation in the Public Affairs community.
With little variation, stakeholders at first insist that newspaper edLWRULDOVGRQ¶WPDWWHUDQG
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WKDWWKH\GRQ¶WFDUHZKDWWKH(GLWRULDO%RDUGVWKLQN$WWKHVDPHWLPHKRZHYHUQHDUO\
all public relations professionals have stories about editorials that helped, hurt, pleased
or angered them, and indeed affected their policy objectives. As initially dismissive as
many may be toward editorials, it is clear that the position of editorial boards matters in
policy and politics.
While many studies have examined final editorial products as published, few
have studied their actual production, and there is little research regarding the people
and interests who attempt to influence editorial writing. Our contribution is a qualitative
look at the forces that go into the production of editorials. We looked at editorials
generally and more specifically through a case study of 66 editorials over ten years in
The Star-Ledger covering the debate over a sports arena in Newark, New Jersey. The
arena project spanned five governors, two mayors, and had significant local, state, and
regional implications.
This study is unique for its access to the participants in the arena debate, and the
wealth of time these elites gave us through the interviewing process. We interviewed
top political, business, and newspaper leaders to discern the importance they place
upon editorials, and the strategies stakeholders use to influence editorial boards.
We found that at the very least, editorials force stakeholders to either be proactive or
forced to react. If the stakeholder has not invested time and effort with the editorial
board explaining and defending his or her ideas, that person is open to criticism from
the editorial page with few options for an effective rebuttal. Consistent with the findings
of Piers Robinson in The CNN Effect (2002), editorials seem to matter most in the midst
RIGHDGORFNZKHQWKH\¶UHFRXQWHULQWXLWLYHRUQRWSUHGLFWHG7KH\PDWWHUOHDVWZKHQ
advocating for predictable local interests. Although editorials may not change opinions
exactly, our analysis suggests that they certainly help drive the policy agenda, and are
also used by stakeholders to bolster their positions.
We found that those who receive favorable editorial coverage are more likely to
be knowledgeable, proactive, open, honest (though skilled at exaggeration), and
accessible to editorial boards. Several interviewees emphasized the importance of
³VHWWLQJWKHVWDJH´ZLWKHGLWRULDOERDUGVEHIRUHLQWURGXFLQJDSRWHQWLDOO\FRQWURYHUVLDO
SROLF\FKDQJHDQGWU\LQJWRVHWWKHERDUG¶VGHILQLWLRQRIVXFFHVV(GLWRULDOERDUGVPD\
GLVPLVVJRRGSROLF\LIFRPLQJIURPVRPHRQHWKH\GRQ¶WWUXVWRUJLYHTXHVWLRQDEOH
positions the benefit of the doubt if coming from someone they trust. Complaining about
DQHGLWRULDODIWHULW¶VZULWWHQUDUHO\GRHVDQ\JRRGDQGO\LQJLVXQLYHUVDOO\IURZQed upon.
We open this report with a description of editorials and an analysis of their
influence and readership. An explanation of our research and methodology is followed
by our findings and a discussion of the Newark Arena, and we conclude with
recommendations for those who seek to influence the editorial page.
What are Editorials?
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Editorials1 typically appear at the end of the main news section in American
newspapers and represent the voice of the newspaper. Not to be confused with Op(GVRUFROXPQLVWV¶DUWLFOHVHGLWRULDOVGRQRWFDUU\DE\OLQH7KLVJLYHVHGLWRULDOVDVRUWRI
³YRLFHRI*RG´TXDOLW\ZKLFKYHLOVWKHOHYHORILQYHVWLJDWLRQDQGSROLWLFVWKDWJRLQWRWKH
writing of an editorial. Galindo (2004, p. 228) writes:
³%\ WUDGLWLRQDO MRXUQDOLVWLF FRQYHQWLRQV QHZVSDSHU DUWLFOHV UHSRUW WKH
facts along with any relevant background information surrounding an
event or issue. In contrast, editorials are designed mainly to reflect their
editorial boards' interpretations of an issue, position themselves within
the issue's potential policy relevance, and make policy recommendations.
In performing this function, editorials not only inform readers of the
various elements comprising the issue but more significantly educate²if
not persuade²RQWKHPHULWVRIWKHLUSRLQWRIYLHZ´
Opinions expressed in editorials are not only addressed to the reading
public but also to the social and political elite in keeping with the editorial
function of influencing social policy through recommendations made in
the editorials (Dijk, 1991; Franklin, 1999; Jeifs, 1999; Spitzer, 1993).
Although editorials formulate and express opinions to the general public,
they also "attack, defend, or give advice to the authorities" (Dijk, 1991, p.
134).
James Davis (1987), a political scientist, wrote of his experience as editor of the
St. Louis Globe-Democrat editorial page.
The editorial page can be the ivory tower of a newspaper. If anyone
associated with a paper has time to reflect, look back, and look ahead, it
is the staff on the editorial page. News reporters have no such luxury.
That said, the editorial page, like the rest of the paper, has a daily
GHDGOLQH DQG WKHUH LV DOZD\V PRUH WR GR WKDQ WLPH DYDLODEOH«7KH
disadvantage is knowing that every day the editorial page must be full,
HYHQ LI RSLQLRQV DUH VWLOO RQO\ KDOI IRUPHG RU ZRUVH KDOI EDNHG«  ,Q
addition to simply expressing opinion, an editorial may exhort (Give to the
United Fund, Help flood victims, Vote); praise (job well done!); recognize
(a local hero); comment (on the passing scene, the outcome of the
series); chide (local officials, congressmen, bureaucrats, or other errant
souls); analyze (Reykjavik, terrorism, the budget); or simply inform. This
list is doubtless not exhaustive, but does suggest the possibilities.
Editorial endorsement is a sort of Good Housekeeping seal, and may be
used in much the same way (p. 247).
'DYLVDGGHGWKDW³2QORFDOPDWWHUVWKHLPSDFW>RIDQHGLWRULDO@PD\RQRFFDVLRQ
be significanWEXWKDUGWRWHVW«2QQDWLRQDOPDWWHUVLWLVXQOLNHO\WKDWWKHHGLWRULDOVRID
UHJLRQDOSDSHUKDYHDQ\LPSDFWDWDOO´ S-252).
                                                                                                                      
1

  ůƐŽĐĂůůĞĚ͞ůĞĂĚƐ͟Žƌ͞ůĞĂĚŝŶŐĂƌƚŝĐůĞƐ͟ŝŶƐŽŵĞĐŽƵŶƚƌŝĞƐ  
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Editorials are not often noted for breaking news or getting scoops, though one
writer we interviewed acknowledged the pursuit of scoops. Most often, the issues have
DOUHDG\EHHQSUHVHQWHGDQGDQHGLWRULDO¶VLQIOXHQFHLVLQLWVLQWHUSUHWDWLRQRISUHH[LVWLQJ
knowledge.
2XUWKHRUHWLFDOIUDPHZRUNLVEDVHGXSRQ3LHUV5RELQVRQ¶VGHVFULSWLRQRIThe
CNN Effect, and our research atWHPSWVWRVKHGOLJKWRQSROLF\HOLWHV¶RQ-the-ground
attempts to take advantage of the opportunities editorials present. While focusing on
foreign policy, Robinson argued that media have the greatest effect on the policy
agenda when there is "Elite dissensus plus policy uncertainty within government," and
when the media "take sides in political debate and coverage becomes critical of
government. [In these situations] the media are now active participants influencing elite
GHEDWH«&ULWLFDOPHGLDFRYHUDJHSrovides bargaining power for those seeking a
change in policy or makes policymakers feel pressured to respond with a policy or else
IDFHDSXEOLFUHODWLRQVGLVDVWHU´ S 
Our case study clearly contained moments of elite dissensus, policy uncertainty,
and media critical of government. Favorable editorials therefore presented an
opportunity to elites looking for political advantage. This study shows what that political
jockeying looks like.
.LQJGRQ¶V  REVHUYDWLRQVUHJDUGLQJWKHPHGLD¶VHIIHFWRQ the policy agenda
DOVRUHVHPEOHRXUILQGLQJV³7KHPDVVSXEOLF¶VDWWHQWLRQWRJRYHUQPHQWDOLVVXHVWUDFNV
closely on media coverage of those issues (p. 57). Media attention to an issue affects
OHJLVODWRUV¶DWWHQWLRQSDUWO\EHFDXVHPHPEHUVIROORZPDVVPHGia like other people, and
SDUWO\EHFDXVHPHGLDDIIHFWWKHLUFRQVWLWXHQWV S 7KLVLVQRWWRRYHUVWDWHHGLWRULDOV¶
LPSRUWDQFHKRZHYHU7KHPHGLD¶VLPSRUWDQFHKDVVLJQLILFDQWOLPLWV2IWHQWKHUHLV
³TXLWHDQLQWHQVLYHSHULRGRIVHQVDWLRQDOFRYHUDJH with the policy community riding
VHUHQHO\DERYHWKHVWRUP S ´
Public Relations research thus far has focused on relationships with newspapers
in general and particularly with reporters. Cox (1983) found that good relationships lead
to good coverage LQEXVLQHVVUHSRUWLQJ%XUJHU  VXJJHVWHG³'RQRWDUJXHZLWK
WKHUHSRUWHURUORVH\RXUFRRO S ´DQG³7HOOWKHWUXWKHYHQLILWKXUWV S ´DPRQJ
other pieces of advice. These skills must be taken another step with editorial members.
Reporters have to listen carefully, ask tough questions, and report. Editorialists must do
all this and form an opinion. At the end of this article we tailor these recommendations
to those attempting to influence editorial boards.
Communications research offers rules that apply to influencing editorial writers,
and again editorial writers are a particularly skilled group of listeners. Cutlip et al.
(2000, p. 254) summarize strategies for communicating with receivers of different
predispositions toward and issue. Wiseman and Schenk-Hamlin (1981) present four
DSSURDFKHVWRFRPSOLDQFHWKURXJKFRPPXQLFDWLRQUHFRPPHQGDWLRQVRIZKLFK³DOWUXLVP
VWUDWHJLHV´DQG³DUJXPHQWVWUDWHJLHV´DUHPRVWUHOHYDQWKHUH ³VDQFWLRQ´DQG
³FLUFXPYHQWLRQ´VWUDWHJLHVDUHKLJKO\OLNHOy to fail with editorial boards).

How to Influence Editorials - Public Relations Journal - Vol. 4, No. 3, 2010
  
  

Editorials have been studied to some journalistic and linguistic depth, although
recent literature taking into account a public relations or policy perspective is lacking
DQGOLWWOHDWDOOKDVLQYHVWLJDWHGVWDNHKROGHUV¶SHrspectives and lobbying efforts. Hynds
DQG0DUWLQH[DPLQHG³+RZHGLWRULDOZULWHUVJRDERXWWKHLUZRUN´LQ3KLOLS0H\HU
 VWXGLHG³0RGHOVIRU(GLWRULDO'HFLVLRQ0DNLQJ´DQGPDQ\ Valdeón, 2008;
Alonso & McCabe, 2008; Blankenship et al., 1986; Namenwirth, 1969, for example)
have performed content analyses seeking political and linguistic traits of editorials.
Recently an entire edition of Revista Electrónica de Lingüística Aplicada (RAEL) (2007)
examined linguistic traits of editorials, but there remains little regarding the people and
interests who attempt to influence editorial writing.
Though hard to test, as Davis writes, we believe that editorials and the media did
matter in the arena debate. The editorials maintained a steady presence in The StarLedger ZLWKRXWDJUHDWGHDORIVHQVDWLRQDOLVPDQGFHUWDLQO\³DFWHGDVDFRPPXQLFDWRU
LQWKHSROLF\FRPPXQLW\ .LQJGRQS ´DQG³0DJQLI>LHG@PRYHPHQWVWKDWKDYHDOUHDG\
VWDUWHGHOVHZKHUH S ´7KH/HGJHU¶Veditorials did not create the arena issue, but
they did amplify the certain aspects of the issue and forced responses from key
policymakers.
METHODOLOGY
Using the debate over construction of the Newark, New Jersey arena as a case
study (though not limiting ourselves to discussion of the arena), we aimed to discover
how those with a stake in the arena debate tried to influence the editorial board of The
Star-Ledger, which is based in Newark and boasts the highest circulation of any daily
newspaper of any in the state (New Jersey Press Association, 2008).
We chose the Newark arena for several reasons. First was the quantity and
quality of the editorials written regarding the arena. From 1997 until the arena opened
in October, 2007, The Star-Ledger wrote 66 editorials on the topic, changing and
adjusting its position as proposals rose and fell. We were therefore able to track related
editorials and stakeholders over a significant period of time. There was also a broad
range of entry points that enabled us to speak with many types of stakeholders,
including legislators, governors, mayors, advisors, editorial writers, and businesspeople,
within the confines of a single issue.
Second, this was an issue of great importance and controversy at state, regional,
and local levels. The construction of the arena was a major policy issue in the New
Jersey state legislature, as well as affecting the Newark area, Bergen County in
Northern New Jersey (home of a competing arena in the Meadowlands), and the
greater New York City region as a whole. We weUHWKHUHIRUHDEOHWRVWXG\HGLWRULDOV¶
effects and influence at several different levels of politics, and at different phases in the
political process.
Third, we enjoyed access to the key stakeholders in the policymaking process.
Interviewees included top state, legislative, and local officials, gubernatorial staffers,
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editorial board members, and representatives of the New Jersey Devils. This study is
unique for its access to these participants in the policymaking that led to the
construction of the arena, and the wealth of time they gave us through the interviewing
process. Our contribution is therefore a qualitative look at the forces that go into the
production of an editorial, made through in-depth interviews with those who had political
and public relations consequences at stake.
Interviews ranged from 20-PLQXWHVDVLQWHUYLHZHHV¶WLPHDOORZHG7KH\ZHUH
EDVHGRQDOLVWRITXHVWLRQVFRYHULQJWKHLQWHUYLHZHHV¶SRVLWLRQVDQGSROLF\JRDOVWKH
nature and intensity of their interactions with editoriDOZULWHUV RULQZULWHUV¶FDVHVZLWK
those who attempted to influence them), their views on whether editorials mattered, and
more general questions about the importance of editorials and their strategies for
influencing them. All of our interviewees were guaranteed anonymity, and we have
done our best to maintain that pledge while informing the research presented here.
We embarked on this project aware of the pitfalls of interview-based research.
As Kramer (1990) has pointed out, oral histories suffer from gaps in memory and
LQWHUYLHZHHV¶QHZDQGRQJRLQJXOWHULRUPRWLYHV,QGHHGRXULQWHUYLHZVEHJDQ\HDUV
after the first editorials were written on the arena issue (though in some cases only two
years after pertinent events took place). Although we are longtime observers of New
Jersey politics, we cannot claim that we were never deceived but, to balance the
information, we recorded the comments and opinions of a variety of sources, all
checked against the physical record of published editorials and contemporary media
accounts. We spoke with at least one executive, Chief of Staff, or Press Secretary of
HDFKJRYHUQRU¶VDGPLQLVWUDWLRQH[HFXWLYHVIURPWKHVSRUWVWHDPVHGLWRULDOZULWHUVDQG
municipal leaders in the debate. And we did catch them in contradictions.
A final note on methodology: The reader can be forgiven for thinking that our
definition of stakeholder is somewhat elitist. We recognize that on many, and probably
most political issues, local and grassroots organizations play powerful roles in the
policymaking process. However, this was not the case in the Newark arena debate.
Without dismissing the grassroots groups that did weigh in, the arena fight played out
almost entirely at the elite level, between governors, team owners, mayors, and
OHJLVODWLYHOHDGHUV$V6WHYHQVRQ S VWDWHG³[Newark community leaders]
agree that certain areas of the city such as the downtown business district are receiving
impressive development attention, but they point out that the needs of the city¶V
UHVLGHQWLDOQHLJKERUKRRGVDUHODQJXLVKLQJDVDQHFRQRPLFDIWHUWKRXJKW´(GLWRULDO
writers could not recall interviewing any community groups or leaders as part of the
arena debate.
A brief synopsis of the arena debate: The Star-/HGJHU¶V first editorial regarding
the arena appeared in November 1997. After months of deliberations, Gov. Christine
Todd Whitman proposed a state subsidy for an arena in late 1998. Donald
DiFrancesco, who succeeded Whitman for a year after she left for the Environmental
Protection Agency, came very close to a deal before his plan was weighed down in the
state Assembly by additional earmarks and legislative maneuvering.
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Gov. James McGreevey made a new legislative push for an arena deal when he
took office in 2002, but it did not go very far (although transportation improvements
around the arena site were completed, for a number of political reasons to be discussed
later). The money that finally built the arena came from a lease renegotiation between
the City of Newark and the Port Authority of New York and New Jersey, an independent
government agency that rents land for the Newark Airport. Governor McGreevey
played the definitive role in the renegotiation, and Newark Mayor Sharpe James
directed the $210 million to the arena in a widely criticized agreement with the National
+RFNH\/HDJXH¶V 1+/ 1HZ-HUVH\'HYLOV*URXQGZDVEURNHQ2FWREHU
1HZDUN¶VQH[WDQGFXUUHQWPD\RU&RU\%RRNHUUHYLVHGWKHDUHQDGHDOVRPHZKDW
Although early visions of the arena included boWKWKH1DWLRQDO%DVNHWEDOO$VVRFLDWLRQ¶V
(NBA) New Jersey Nets and the Devils, the arena opened in October 2007 with only the
Devils. Furthermore, the competing Izod Center (formerly Continental Airlines Arena) in
the New Jersey Meadowlands remains open, only ten miles away and still housing the
Nets.
How are Editorials Written?
Before our discussion of how stakeholders attempt to influence editorials, it is
helpful to understand the process of writing an editorial. Although it is different from one
editorial to another, our interviews with editorial writers offer an informative description.
Editorial boards vary in structure and responsibility across newspapers. At the
VPDOOHVWSDSHUVWKH³ERDUG´PD\FRQVLVWRIRQO\RQHSHUVRQ7KH1HZ<RUN7LPHV¶
board has 18 members. The Star-Ledger editorial board has eight: Six writers, a
cartoonist, and the publisher (Interview). Although the board as a whole chooses the
topics on which to opine, most articles are written by only one person rather than
collecWLYHO\E\WKHERDUG³(GLWRULDOZULWHUVDUHOLNHUHSRUWHUVWKH\KDYHEHDWV´RQH
writer said.
Assignment of editorials begins with editorial board meetings, typically held daily.
At the meeting the members discuss the issues of the day and decide what to comment
upon and what the opinion is going to be. ³7KHERDUGDOPRVWDOZD\VWDONVDERXWLVVXHV
EHIRUHKDQG´VDLGWKHZULWHUDQGDVVLJQVDUWLFOHVWRLQGLYLGXDOPHPEHUV7KH\DOVRYRWH
RQLVVXHVEXWVRPHLQGLYLGXDOV¶YRWHV³FRXQWPRUH´ ³7KHRSLQLRQLs decided at the
HGLWRULDOERDUGPHHWLQJ´VDLGRQHHGLWRU³,W¶VSUHWW\XQGHUVWRRGZKHUH\RX¶UHJRLQJWR
JR´
Editorial writers are less specialized than reporters and have to cover a broader
array of subjects. Some of the disadvantage is offset by the fact that, according to one
ZULWHU³WKHVWDNHKROGHUVDUHUHDOO\FRQFHUQHGDERXWZKDW\RX¶OOVD\LQWKHHGLWRULDO´
Editorial writers tend to enjoy better and faster access to sources than the reporters at
their papers. When a writer receives his or her assignment, the deadline may be only
KRXUVDZD\³0HHWLQJVDUHGRQHEHIRUHQRRQ´VDLGRQHHGLWRU³DQG\RXRIWHQKDYH
WKUHHWRIRXUKRXUVWRZULWH´7KLVLVQRWWRVD\KRZHYHUWKDWHYHU\HGLWRULDOVWDUWVIURP
VFUDWFK³&KDQFHVDUH\RXNQRZVRPHWKLQJEHIRUHKDQG´VDLGWKHHGLWRUDQGEHFDXVH
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writers have beats there is an accumulation of information over time. We shall see that
editorial coverage of an issue is a more continuous process than the short deadlines
suggest.
On certain big issues or for particularly powerful stakeholders, the editorial board
as a whole may meet with an interviewee. Such meetings are discussed in more depth
below, but on the editorial side, the board will have long meetings beforehand about the
key issues to be discussed. Each writer is given assignments for research, so that they
are in a position to ask questions and follow-up questions. When the interviewee
arrives, he or she often does not only meet with the board. Columnists, reporters, and
other staff will all be in the room.
The view of editorial boards from the outside is often not positive. ³(GLWRULDOV
FRPHIURPDFHUWDLQSHUVSHFWLYHQDPHO\ZKLWHPDOHVZKRDUHQ¶WLQJRYHUQPHQWDQG
have their own interests. Most editorial board people are like-PLQGHG´VDLGRQH
JRYHUQRU¶VDLGH´7KH\WHQGWREHSROLWLFLDQVLQWKHLURZQZD\2QFHWKH\VD\
VRPHWKLQJWKH\¶UHQRWJRLQJWRSXOOEDFN´VDLGDQHOHFWHGRIILFLDO2WKHUVDUHNLQGHU
³7KH\¶OOSXW\RXWKURXJKWKHULQJHUDQGWKH\¶UHLQWRXFKSROLWLFDOO\´VDLGRQHDLGH³7KH\
KDGDKDUGWLPHEHOLHYLQJZHFRXOGVHHWKHELJJHUSLFWXUHWKDQMXVWWREXLOGRXUDUHQD´
VDLGDVSRUWVH[HFXWLYH:KDWHYHUWKHFRQFOXVLRQWKHVWUHQJWKRISHRSOH¶VRSLQLRQV
suggests that editorials matter.
Do Editorials Matter?
Put simply, editorials do matter. While they may not have the readership of other
real estate on the editorial page, all of our interviewees admitted that they read, used,
DQGZHUHKHOSHGDQGKXUWE\HGLWRULDOV³(YHQWKRXJK,¶GOLNHWR,FDQ¶WGLVPLVV
editorials I disagree with. I know I will be hearing from one side or the other about the
HGLWRULDOVR,ZRUNKDUGWRXQGHUVWDQGZK\WKHHGLWRULDOVWDNHDFHUWDLQDSSURDFK´VDLG
Sen. Robert Menendez of New Jersey.
0XFKRIDQHGLWRULDO¶VLPSDFWLVEDVHGRQH[SHFWDWLRQV$policymaker or public
DIIDLUVSURIHVVLRQDOZLWKDSURSRVDONQRZVKHRUVKHPXVWDQVZHUDQHGLWRULDOERDUG¶V
concerns about that policy, and so anticipates those questions in advance. All the effort
occurs before the editorial is written, and for this reason policymakers can usually
predict the position of a forthcoming editorial. With the arena, every stakeholder worked
WRDQVZHUWKHLQHYLWDEOHHGLWRULDOERDUGTXHVWLRQV:KRZLOOSD\IRULW":KDW¶VWKH
taxpayer burden? Will it compete with other area arenas? How will people get there?
The exception that proves the point was Mayor James, who did very little to answer The
Ledger¶VTXHVWLRQVDERXWKLVDJUHHPHQWZLWKWKH'HYLOVKRFNH\WHDP%\IDLOLQJWR
prepare or respond to The Ledger, James invited harsh and repeated criticism. As a
result, few were surprised by 7KH/HGJHU¶V editorial attacks on James.
³<RXDOZD\VWU\WRDGGUHVVDQHGLWRULDO¶VLVVXHWRRIIVHWFULWLFLVP´RQHHOHFWHG
official told us, although our interviews suggest that reacting to an editorial is much less
effective than lobbying before it is written. For one, editorial boards sometimes only
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RSLQHRQDQLVVXHRQFH,IDVWDNHKROGHU¶VPHVVDJHLVQ¶WLQFOXGHGLQWKDWRQHRSLQLRQ
piece, there may not be a second chance. Writers told us that editorial boards are also
highly unlikely to reverse their positions on an issue because of new information, unless
there was an inadvertent mistake regarding the facts of an issue. But over time,
changes do occur as policy evolves, as we saw in the arena.
In addition, nearly everyone we interviewed advised against complaining about
an editorial after it is written. $QHGLWRULDOZULWHUFRQFXUUHGZLWKWKLVDGYLFH³2QFHZH
ZULWHDQHGLWRULDOZHGRQ¶WLQYLWHSHRSOHWRUHVSRQGDIWHUZDUG´7KHZULter went on to tell
stories of the angry and, in her opinion, useless complaints the board received over the
years. We note that the fact that policymakers did not want to anger editorial writers
VRPHZKDWYDOLGDWHVWKHHGLWRULDOERDUG¶VVLJQLILFDQFH/HWters to the Editor are one
avenue through which to publicly respond, but the letter writer runs the risk of looking
like a complainer, unless there is a factual error.
Is all the effort worth it? After all, editorials seem to draw less attention than
columnists and Op-Eds on the other side of the page. Our interviews suggest that
editorials have a certain degree of fiat power; editorials matter because people say they
PDWWHU³6WDNHKROGHUVWKLQNWKH\¶UHLPSRUWDQWWKHUHIRUHWKH\DUH´VDLGRQHLQWHUYLHZHe.
³7KHµLQVLGHEDVHEDOO¶JURXSORRNVWRHGLWRULDOVDORW´VDLGDQRIILFLDO³7KH\JLYHDFFHVV
WRWKHSHRSOHWKH\QHHGWRWDONWR´³7KHHGLWRULDOERDUGLVRQHRIWKRVHYRLFHVWKDWIRUPV
DFKRUXVRIXQGHUVWDQGLQJ´DGGHGDQRWKHU
³(GLWRULDOVVKDSHWKHTXHVWLRQVEHLQJDVNHG´WKHVHFRQGRIILFLDOFRQWLQXHG³7KH
issues discussed shape the discussion, and what happens over time. They become
WRROVIRUSROLWLFLDQV´,QGHHGDWOHDVWHGLWRULDOVZHUHPHQWLRQHGLQ&RQJUHVVRU
submitted to the Congressional Record in 2008, from papers ranging from The New
York Carib News to The Wall Street Journal. What editorials say moves well beyond
the pages of the newspaper, sometimes even reprinted in whole on advocacy literature
(Davis, 1987, p. 251).
Editorials also PDWWHUEHFDXVHRIWKHERDUG¶VDFFHVVWRVWDNHKROGHUV%HFDXVH
so many people want positive coverage of their position on the Opinion page, editorial
writers can collect information from a wide variety of perspectives. This gives them an
advantage in sorting the issues and making trusted judgments. One Governor affirmed
WKLVSRZHUZKHQWDONLQJDERXWJLYLQJWKHHGLWRULDOERDUG³DFFHVVWRWKHSHRSOHWKH\QHHG
WRWDONWR,I\RX¶YHJRWJRRGSHRSOHLQWKHFDELQHWJLYHWKHPDQDELOLW\WREHKHDUG´
Few political entities have such extensive access.
Several people argued that editorials matter most when intervening in a political
GHDGORFNRUZKHQWDNLQJDQXQSUHGLFWHGRUFRXQWHULQWXLWLYHSRVLWLRQ³(GLWRULDOVPDWWHU
in the heat of battle when the decision is close. On budget issues, for example, they
can have a big effect in June [when the budget is a hot issue], though not in January or
)HEUXDU\´VDLGRQHDSSRLQWHH(GLWRULDOVFDQDOVREHXVHIXOZKHQFULWLFDORIWKH
politicians who represent their markets. As just one example, Rep. David Dreier (2008),
on the floor of the House of Representatives made special mention of a San Francisco
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Chronicle editorial on American policy in Colombia that was critical of Speaker Nancy
Pelosi, who represents San Francisco.
6LPLODUO\³6XUSULVHVPDNHHGLWRULDOVPRUHHIIHFWLYH7KH\¶UHDOVRPRUHHIIHFWLYH
ZKHUHWKHUH¶VQRFRQVHQVXV´VDLGDFRPPXQLFDWLRQVWDIIHU
6RPHEHOLHYHWKDWQDWLRQDOQHZVSDSHUV¶EURDGVXSSRUW RUDWOHDVWODFNRI
opposition) to the Iraq war made LQYDVLRQPXFKPRUHOLNHO\³,IDQGZKHQWKH
DGPLQLVWUDWLRQJHWVHGLWRULDOVXSSRUWIURPWKHHOLWHPHGLDLW¶VMXVWDERXWDGRQHGHDO
EHFDXVHWKHSXEOLFZLOOIDOOLQOLQH´VDLG3URI'DYLGLQWKH&ROXPELD-RXUQDOLVP5HYLHZ
(Mooney, 2004).
Editorials matter least when representing parochial interests at the expense of
statewide policy, DQGZKHQWKH\¶UHSUHGLFWDEOHRUSRRUO\WLPHG$QHGLWRULDOZULWHU
FODLPHG³7KHHIIHFWYDULHVZLGHO\GHSHQGLQJRQWKHVXEMHFWQHZVSDSHUDQGDXGLHQFH´
Some argued that The /HGJHU¶V editorials were insignificant when the Newark arena
ZDVDVWDWHLVVXH³>The Ledger is@H[SHFWHGWREHDFKHHUOHDGHUIRU1HZDUN´VDLGRQH
aide. However, many of our interviewees invested great time and effort in lobbying The
Ledger on the arena, or regretted not having done so.
,QVRPHFDVHVQRRQHH[SHFWVDQHGLWRULDOWRKDYHPXFKHIIHFW³:HGRDORWRI
EORYLDWLQJIRUQRJRRGUHDVRQWRILOOVSDFH´VDLGRQHZULWHU8QOHVVWDUJHWHGWRZDUG
IHGHUDOODZPDNHUVDVGLVFXVVHGDERYHORFDOSDSHUV¶ opinions on national affairs are of
limited impact as well.
Editorials achieve this power despite the fact that they are admittedly reactive.
³:H¶GOLNHWREHPRUHSURDFWLYH7REHSURDFWLYHLVWRLQYHVWLJDWHPRUH:LWKPRUHWLPH
and more money we coulGVSHQGPRUHWLPHRQWKHEHDW´VDLGDQHGLWRU
Who succeeds with the Editorial Board?
The limited time and resources available to editorial boards means that they are
subject to mistakes and manipulation. Although there is no substitute for advocating
sound, well-planned public policy when addressing an editorial writer, some people fare
better with the editorial board than others. Those who receive favorable coverage are
more likely to be knowledgeable, proactive, open, honest, and accessible to editorial
boards.
2QHRIRXULQWHUYLHZHHVZDVUHVSRQVLEOHIRUUHIRUPLQJ1HZ-HUVH\¶VWURXEOHG(=3DVVV\VWHPIRUSD\LQJWROOVRQURDGV³,NQHZWKHSODQZRXOGEHFRQWURYHUVLDOVR
before the public ever knew anything, I set up meetings with all the big editorial boards.
I sat down with them, made sure they understood the plan, why it worked, and why they
should support it. When I did the press conference announcing the plan they knew all
about it and supported it right away. The whole thing passed easily DIWHUWKDW´
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Of course, the process is rarely so easy. Conversations with the editorial board
are seldom restricted to one issue, and relationships evolve between writers and
stakeholders. When the relationship begins, setting expectations is important³:KHQ,
WRRN>P\@MRE,VHWWKHVWDJHEHIRUHHYHQVWDUWLQJWKHMRE´VDLGRQHDSSRLQWHGRIILFLDO
³2QHPRQWKEHIRUH,NHSWH[SHFWDWLRQVORZ,PDGHWKHSODFHVRXQGOLNHDGLVDVWHU
ZKLFKLWZDVEXW,DEVROXWHO\PDQLSXODWHGLW´ 7KHRIILFLDOPXVWhave been convincing.
2QHZULWHUVDLG³>7KDWSHUVRQ@FDPHLQDORWZDVYHU\VWUDLJKWIRUZDUG´ 
$LGHVWRWZRJRYHUQRUVDOVRVWUHVVHGWKHEHQHILWVRIEXLOGLQJH[SHFWDWLRQV³:H
PDGHFOHDULW¶GEHDOHJLWLPDWHJRYHUQRUVKLSQRWFDUHWDNHU´VDLGRQHSUHVVDide to an
DFWLQJJRYHUQRU³:HZHUHRSHQDQGKRQHVWDQGUHVSRQVLYH:HPHWZLWKWKHHGLWRULDO
ERDUGV7KHJRYHUQRU¶VWRXUDQGFRQWDFWVZLWKWKHHGLWRULDOERDUGDIWHUWKHSUHYLRXV
administration gave him legitimacy as a real governor instead of a caretakHU´
$VWKHUHODWLRQVKLSGHYHORSVVDLGRQHSUHVVDLGH³%HDFFHVVLEOHIULHQGO\
XVHIXOEHUHOLDEOH´,WLVSRVVLEOHWRWDONWRZULWHUVWRRRIWHQ³'RQ¶WWU\WRRYHU-handle
HGLWRULDOERDUGZULWHUV.QRZZKHQLW¶VLPSRUWDQWDQGZKHQLW¶VQRW'RQ¶Wuse up your
DFFHVVDQGNQRZWKHWLPLQJ´
There was some disagreement as to the connection between reporters, editorial
ZULWHUVDQGVWDNHKROGHUV³*RRGUHODWLRQVKLSVZLWKUHSRUWHUVOHDGGLUHFWO\WRJRRG
UHODWLRQVKLSVZLWKWKHHGLWRULDOERDUG´VDLGDSUess aide at one extreme. At the other
HQGDQHGLWRULDOZULWHU³:HJHWLQIRUPDWLRQIURPUHSRUWHUVEXWQRWOLNHSHRSOHWKLQN
5HSRUWHUVDUHQ¶WRXUPDLQVRXUFHRILQIRUPDWLRQ´7KHWUXWKLVSUREDEO\VRPHZKHUHLQ
EHWZHHQ³6XFFHVVKDVWRGRZLWKWKHUHlationship with the reporter at the paper AND
WKHHGLWRULDOZULWHUV%XWLWGRHVQ¶WDOZD\VWUDQVIHU´VDLGRQHDLGH
There certainly seems to be less separation between the news and editorial
desks than many imagine, particularly for meetings with top officials or candidates.
³7KHHGLWRULDOERDUGUHSRUWHUVWKHSXEOLVKHUDUHDOOWKHUHIRUWKHQHZVSDSHU7KHUH¶VQR
ZDOORIVHSDUDWLRQ´VDLGRQHJRYHUQRU¶VDLGH³:KHQZHJRLQWRVSHDNWKHHGLWRULDO
ERDUGDQGUHSRUWHUVDUHDOOWKHUH´VDLGDQHOHFWHGRIficial.
Who Fails with the Editorial Board?
While some people in the public sphere tend to get favorable coverage on the
editorial page, others seem to fare consistently poorly. Interviewees from both
categories offered their ideas of how to fail with the editorial board.
1HDUO\HYHU\UHVSRQGHQWILUVWZDUQHG³'RQ¶WOLH´
³,¶OOQHYHUOLH´VDLGRQH³2PLWPDQ\WLPHVH[DJJHUDWHEXWQHYHUOLH´7KHUHLV
DVWKLVOLQHVXJJHVWVVRPHURRPWRPDQHXYHU³,FRXOGEXOOVBBBWKHILQDQFLDOILJXUHV,I
I saLGZHPDGHPLOOLRQWKH\ZRXOGQ¶WGLJ%XWLWZDV%6QRWOLHV´
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$QRWKHUPLVWDNHLVWRFRPHXQSUHSDUHG³2QHFDQGLGDWHFDPHLQXQSUHSDUHG
WKHRWKHUNQHZWKHWRSLFVNQHZRXUSRVLWLRQV´VDLGDQHGLWRULDOZULWHURIDQ
endorsement interview. A press DLGHVHFRQGHGWKHLPSRUWDQFHRISUHSDUDWLRQ³<RX
FDQ¶WPDNHWKHPJRFRQWUDU\3LFNXSFOXHVNQRZWKHLUHQGRUVHPHQWV.QRZWKHLUKRW
EXWWRQVDQGDQWLFLSDWHWKHTXHVWLRQV´
There was strong criticism for those who spent too much time reacting to
editoriDOV³$YRLGUHDFWLQJ>0\ERVV@UHDFWHGDOOWKHWLPHZRXOGFDOOZULWHUVDQGWHOO
WKHPWKH\JRWWKHVWRU\ZURQJ´$QRWKHUHOHFWHGRIILFLDOZDVZHOO-known for writing long,
DQJU\OHWWHUVLQUHVSRQVHWRQHJDWLYHHGLWRULDOV³2QFHLW¶VZULWWHQLW¶VZULWWHQ´VDLGRQH
LQWHUYLHZHH³7KHUH¶VQRWKLQJ\RXFDQGRDERXWLW´,IRQHLQVLVWVRQSURWHVWLQJDQ
editorial, it seems best to tread respectfully. One writer complimented a governor who
³NQRZVKRZWRGLVDJUHHZLWKRXWEHLQJQDVW\´
Similarly, two interviewees lamented not having been more proactive with the
HGLWRULDOERDUG2QHVDLG³,QKLQGVLJKW,VKRXOG¶YHUHDFKHGRXW%XW,IDLOHG,LJQRUHG
WKHEHDVWDQGJRWELWWHQ´
Meeting the Editorial Board
Discussions with editorial board members can be formal or informal, depending
on the issue and the stature of the person being interviewed by the board.
In informal situations, the conversation is much like that with a reporter, and can
be instigated by either party (although many of the people we consider successful with
editorials proactively called writers first). The writer has the questions he or she wants
answered, and the interviewee pushes his or her message and the important supporting
SRLQWV³:HNHSWWU\LQJWRNHHSWKHPRQSRLQWDERXWKRZWKHDUHna would help Newark.
,WZDVDEDWWOHWRQRWJHWFDXJKWXSLQODUJHUVWDWHLVVXHV´VDLGDVSRUWVH[HFXWLYH
Some people work to build relationships with just one or two people on the editorial
board, and our interviewees said these relationships were very important. Some were
UHOXFWDQWHYHQWRLQLWLDWHFRQWDFWZLWKDZULWHUZLWKZKRPWKHUHZDVQRUHODWLRQVKLS³8VH
VXUURJDWHVWRFDOOHGLWRULDOZULWHUVLI\RXGRQ¶WNQRZWKHPSHUVRQDOO\´VDLGDJRYHUQRU¶V
aide.
The most formal meetings involve much more preparation on both sides. If
meeting with the governor, for example, the board will have long meetings about the key
issues to be discussed. Each writer is given assignments for research, so that they are
in a position to ask questions and follow-up questions. When the governor arrives, he
or she does not only meet with the board. Columnists, reporters, and other staff will all
be in the room.
2QWKHJRYHUQRU¶VVLGHSUHSDUDWLRQLQYROYHVSROLF\SROLWLFDODQGSUHVVVWDII
Staff comb through past HGLWRULDOVGLVFXVVHDFKZULWHU¶VOLNHO\TXHVWLRQVDQGSRVLWLRQV
DQGZRUNWRDYRLGVXUSULVHTXHVWLRQV³:HZHUHQHYHUVXUSULVHGE\DTXHVWLRQ´VDLG
RQHDGYLVRU³7KHREMHFWLVQRWWRPDNHQHZV´VDLGDQHOHFWHGRIILFLDO
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The amount of preparation that goes into a meeting with the editorial board is
VRPHWLPHVYHU\WKRURXJK³:HZRXOGKDYHELJPHHWLQJVWRSUHSDUHZLWKWKHJRYHUQRU
PHGLDVWDIIFKLHIRIVWDIIRWKHUDGYLVRUV´VDLGRQHJRYHUQRU¶VDGYLVRU³:HPDGHVXUH
ZHNQHZWKHLUSDVWSRVLWLRQV´
The meetings are not straight question-and-answer sessions, but involve a great
GHDORILQWHUDFWLRQ%RWKVLGHVKDYHDJHQGDV³,QWKHPHHWLQJVWKHUH¶VWRRPXFK
LQWHUDFWLRQEHWZHHQWKHHGLWRULDOERDUGPHPEHUVDQGWKHLQWHUYLHZHH´RQHRIILFLDOVDLG
³,WWLSV\RXRIIVR\RXFDQNQRZZKHUHWKH\¶UHJRLQJ,YLHZHGPHHWLQJVDVDQRSHQ
GLVFXVVLRQ´
The Newark Arena and Star-Ledger Editorials
Applying these lessons to analysis of the editorials regarding the Newark arena
proved enlightening. We spoke to at least one senior representative of each
gubernatorial administration involved in the arena debate and saw the effects of
VWDNHKROGHUV¶LQYROYHPHQWZLWKWKHHGLWRULDOERDUG$GLVFODLPHULVLQRUGHU:HGLGQRW
learn enough about the development of any one editorial to be able to read perfectly
into any specific editorials. At the risk of excessive speculation, however, our
discussions with the players and corresponding readings of 7KH/HGJHU¶V editorials
reveal important knowledge.
Our analysis follows:
Governor Christine Todd Whitman was first to try to reach an arena accord in the
legislature, offering $75 million in state money in 2000 for a complex housing both the
Devils and the Nets. Whitman received only mixed coverage from editorials in The
Star-Ledger. Most criticism came from The Ledger¶V YLHZWKDW:KLWPDQZDVQ¶WGRLQJ
enough to move legislation forward. Another factor, however, was the Whitman did not
HQJDJHWKH(GLWRULDO%RDUGVXIILFLHQWO\LQGHIHQGLQJKHUSRVLWLRQ6KH³GLGQ¶WGRHQRugh
WRPDVVDJHWKHLVVXH´DFFRUGLQJWRRQHLQWHUYLHZHHDQG³GLGQ¶WJLYHThe Ledger the
VFRRSV,QKLQGVLJKWLWZDVQ¶WWKHVPDUWHVWPRYHWKH\ZHUHNLQGRIDQQR\HGE\LW´
,W¶VLPSRVVLEOHWRSURYHEXWThe Ledger¶VZRUGVVHHPWRUHIOHFW:KLWPDQ¶VODFN
of LQYHVWPHQW³6KHKDVVWD\HGDERYHWKHIUD\ORQJHQRXJK,W VWLPHIRUKHUWRVKRZ
OHDGHUVKLS´³:KLWPDQUHPDLQVVHDWHGILUPO\RQKHUKDQGVPDNLQJQRHQHPLHVDQG
choosing no sides. This isn't leadership ² LW VQHJOHFW  ´³1HZDUN VERRP
needV:KLWPDQ VKHOS  ´³6KHKDVEHHQLQGLIIHUHQWDERXWWKH1HZDUNSODQ
DOODORQJ  ´³:KLWPDQPXVWPDNHDFDOORQDUHQDIXQGLQJ  ´
Whitman may have had a strategy, but she did not make it known to The Ledger and
endured a great deal of criticism as a result.
The contrast in coverage between Whitman and her successor, Acting Governor
'RQDOG'L)UDQFHVFRLVVWULNLQJDQGLQRXUYLHZZDVSDUWO\WKHUHVXOWRI'L)UDQFHVFR¶V
strategy with The Ledger¶Veditorial board.
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The Ledger¶V first arena editorial after DiFrancesco took office in 2001 reflects
LQWHUDFWLRQEHWZHHQWKHWZRVLGHV³7KHQHZJRYHUQRU'RQDOG'L)UDQFHVFRLVNQRZQ
as a skilled deal maker. Now he has the chance to prove it (2001/02/04)´
³7KDWHGLWRULDOZDVZULWWHQNQRZLQJ'L)UDQFHVFRZDVVHULRXV´VDLGDQDGYLVRU
³The Ledger NQHZKHZDVFRPPLWWHGDQGWKH\ZHUHLQWKHJDPHWRJHWKHU´
DiFrancesco did make more progress in arena talks than Whitman, and editorial
coverage was disproportionately favorable. The governor was clearly more involved
ZLWKWKHHGLWRULDOERDUGWKDQ:KLWPDQKDGEHHQ'L)UDQFHVFR¶VDGPLQLVWUDWLRQZRXOG
JLYHD³KHDGVXS´WRThe Ledger if they knew The Ledger would be supportive, and it is
tempting to read editorials from the time and envision the conversations that led into
WKHP³'L)UDQFHVFRLVEULQJLQJLQKHDY\KLWWHUV 2001/03/22)´³'L)UDQFHVFR
NQRZV« 2001/03/22)´³'L)UDQFHVFRKDVEURXJKWQHZHQHUJ\WRWKHWDONV 2001/03/22)´
³7KHRXWOLQH$FWLQJ*RY'L)UDQFHVFRSUHVHQWHGWKLVZHHNVHHPs almost bulletproof
(2001/06/08)´
The DiFrancesco plan ultimately failed in the legislature, and the next governor,
James McGreevey (who took office in 2002), pledged to the city of Newark that they
would get an arena, while also promising that no state money would go to sports teams.
The administration admittedly fudged the issue with editorial boards, however.
McGreevey directed substantial transportation infrastructure improvements to be made
around the arena site, and explained it in different ways tRGLIIHUHQWERDUGV³7RWKH
non-1HZDUNSDSHUV´VDLGRQHDLGH³LWZDVµOHJLWLPDWHQHHGVOHJLWLPDWHWUDQVSRUW7KLV
GRHVQ¶WYLRODWHRXUSROLF\¶%XWZHFRXOGVD\WRThe Ledgerµ/RRNZH¶UHKHOSLQJ¶´
McGreevey dropped his legislative plan for an arena fairly quickly, and in the end
the arena money came from the Port Authority of New York and New Jersey. In 2003
McGreevey stepped in to make the money available to Newark, and James directed the
$210 million to an arena deal. The Ledger editorial board curiously never criticized the
3RUW$XWKRULW\GHDO³7KHUHZDVOHVVSUHVVXUHIURPWKHHGLWRULDOERDUGVWKDQ\RX¶G
WKLQN´VDLGRQHDSSRLQWHH³>7KH3RUW$XWKRULW\GHDO@VXLWHGThe Ledger¶V purpose. If
The Ledger called attention to the money source, they would have lost the money
DOWRJHWKHU2WKHUSDSHUVZHUHQ¶WSD\LQJDWWHQWLRQ7KHNew York Times was
preoccupied and had no incentive. The Record was preoccupied with the Meadowlands
³:HPLVVHGLW´VDLGDRecord writer). If the Gannett papers had tried and uncovered
VRPHWKLQJWKH\FRXOGKDYHLQIOXHQFHGLW%XWWKHUH¶VJRWWDEHDGUXPEHDW´
The Ledger did direct criticism toward Mayor James and his arena deal. James
KDGDQRWRULRXVO\SRRUUHODWLRQVKLSZLWKWKHQHZVSDSHU³+HZRXOGZULWHOHWWHUV
disaJUHHLQJZLWKXV7KHODUJHUWKHVLJQDWXUHWKHPDGGHUKHZDV´VDLGDZULWHU
:KHQ&RU\%RRNHUUHSODFHG-DPHVDV1HZDUN¶VPD\RULQKHVHWRXWWR
renegotiate the arena deal, even threatening to scrap it. The Ledger¶VUHVSRQVHWRWKH
renegotiation waVPL[HG³It is hard to judge the deal that Newark Mayor Cory Booker
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just cut to finish building a downtown arena in partnership with the New Jersey Devils
KRFNH\WHDP7KHROGRQHZDVVREDGWKDWDOPRVWDQ\WKLQJZRXOGEHEHWWHU´
That was basically the PD\RU¶VOLQH³7KHPHVVDJHWRThe Ledger´VDLGRQH
DLGH³ZDVµ,W¶VDVBBWW\GHDOEXWWKHWKLQJ¶VKDOIZD\EXLOW:HPDGHLWEHWWHUWKHGHDO
LPSURYHGPRGHVWO\¶´
Although ground was broken and the arena built under the administrations of
acting Gov. RiFKDUG&RGH\ ZKRWRRNRIILFHDIWHU0F*UHHYH\¶VUHVLJQDWLRQ DQG
Gov. Jon Corzine (elected in 2005), the two were almost never mentioned in Ledger
editorials regarding the arena. Gov. Codey, a native of Essex county where Newark is
located, was generally a longtime supporter of a Newark arena, but there was little to be
gained politically from promoting it while Mayor James was getting beaten up by the
editorial board. By the time Corzine came to office in 2006 construction was well
underway, and although it was an issue in the gubernatorial campaign there was little
Corzine could do to change the agreement. There is no indication from the record or
our interviews that Codey or Corzine pursued the issue with The Ledger editorial board.
Ten Recommendations for a Successful Editorial Board Visit
Given our experience in analyzing editorial boards from both the political, public
relations, and journalistic perspective, we recommend the steps that follow to ensure a
successful presentation. There are 10 factors that any editorial board participant should
keep in mind before requesting the opportunity to meet.
1. Be Proactive. Most policy issues do not appear suddenly. Legislative debate
and votes as well as regulatory consideration are typically scheduled far enough
in advance that a savvy participant can arrange an editorial board meeting to
have an impact at the appropriate time. Requesting a meeting after an editorial
has been written is unlikely to be effective
2. Timing and Access. Short of being the governor or another prime government
official involved in the policy process, know that access is limited and aim for the
moment of maximum influence. This is always a judgment call, and
understanding the policy process is crucial to timing the request.
3. Coordination. On a significant policy matter, editorial writers will typically
consider views from the various sides in the debate; but only on rarest occasions
will they schedule meetings with two organizations supporting the same position
or agree to separate meetings with an organization and individual members. It is
important to coordinate requests among allies.
4. Be Organized and Prepared. Presentation skills are at a premium. Be
NQRZOHGJHDEOHDERXWWKHERDUG¶VSUHYLRXVSRVLWLRQVRQWKHLVVXHRUsimilar
matters, and know how to present your position in a way that will appeal to the
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editorial board. It is useful to be conversational and also bring materials to help
illustrate the policy points.
5. 'RQ¶W:KLQH(GLWRULDOZULWHUVDUHQRWSDUWLFXODUO\ receptive to people complaining
DERXWDUWLFOHVDIWHUWKH\¶UHZULWWHQ,I\RXFKDOOHQJHDQHGLWRULDO¶VSRVLWLRQGRVR
respectfully, without expecting an apology. Emotionalism is a negative.
6. $FNQRZOHGJHRWKHUV¶DUJXPHQWV,IWKHLVVXHLVLPSRUWDQWHQRXgh for the editorial
board to meet with one side it is highly likely a representative of the other side
ZLOOEHLQDVZHOO.QRZDOORSSRQHQWV¶SRVLWLRQVDQGEHSUHSDUHGWRGLVFXVVWKH
subtleties.
7. Never Lie. Remember that editorial writers are journalists. They will do their own
research to verify points made in the presentation. Be open and acknowledge
weakness in arguments if challenged, without upending the policy perspective.
8. Disagree Without Being Disagreeable. Editorial boards are debates. But as
important as policy discussion is, so is human interaction. Being disliked will not
help in convincing the participants to support your position.
9. Proper Follow-Up. If questions are unanswered or there is a request for further
information from the editorial board, be prompt and thorough in responding.
.HHSLQFRQWDFWWRLQTXLUHRIDQ\IXUWKHULQIRUPDWLRQQHHGVSULRUWRWKHHGLWRULDO¶V
publication.
10. Build Relationships. Even when there is not an editorial imminent, stay in touch
with editorial board members. Without abusing your access, phone or email
WKHPZLWKLQVLJKWVRQHGLWRULDOVWKH\KDYHZULWWHQHYHQLIWKH\GRQ¶WVSHFLILFDOO\
pertain to your policy matter.
Suggestions for Further Research
There is a shortage of literature concerning the lobbying that affects editorials, in
addition to a shortage of research about the present and future role of editorials in the
public sphere. In this article we have focused on an issue as it evolved on the editorial
page over a decade and 66 editorials; an equally informative project would study just
one or a few editorials and achieve knowledge of every source of influence affecting
those editorials.
While editorials are unlikely to disappear anytime in the near future, they will
have to adapt to the changing newspaper economics brought about by the Internet. It is
worth studying whether editorials can maintain their present readership, find a niche
among the multitude of new information sources, and what sort of changes they must
undergo to do so.
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Even if reduced readership is inevitable, could editorials still have the same
influence and access to stakeholders? We were somewhat surprised that editorials
have so much influence even though they are not considered the most popular space in
the paper. ,W¶VFRQFHLYDEOHWKDWWKH³9RLFHRI*RG´DSSURDFKZLOOFRQWLQXHWRPDLQWDLQ
outsized influence.
Determining who gets access to editorial boards is worth further pursuit. The
Newark Arena debate was fought in the editorial pages almost entirely by the elite. This
may not be the case in other debates, but either way it is worth studying why some have
access and some do not. Upon answering that question, researchers should address
whether and how that access influence editorial positions.
On any given day there are many issues that compete for attention, but only one
or a few issues earn editorial coverage. What determines whether an issue is
addressed in an editorial? Are certain policy areas, conflicts or levels of governments
more likely to be addressed?
Finally, more research into the nature of editorial boards is in order. Given the
common complaint among our interviewees that editorial writers were a homogenous
bunch, a survey of the structure, demographic, income levels of editorial boards and
their members, and how that affects their product, would be informative.
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Stakeholders  in  the  Newark  Arena  Debate  

  

Gov.  Christine  Todd  Whitman  (1994-‐2001)  

  

  

  

  

Acting  Gov.  Donald  DiFrancesco  (2001-‐2002)  
Gov.  James  McGreevey  (2002-‐2004)  
Acting  Gov.  Richard  Codey  (2004-‐2006)  
Gov.  Jon  S.  Corzine  (2006-‐present)  
Newark  Mayor  and  State  Senator  Sharpe  James  (1986-‐2006)  
Newark  Mayor  Cory  Booker  (2006-‐present)  
Ray  Chambers,  philanthropist  and  Nets  Co-‐Owner  
  
John  McMullen,  Devils  Owner  (1982-‐2000)  
YankeeNets,  a  holding  company  that  owned  the  Nets  from  1999-‐2004,  and  the  Devils  from  2000-‐
2004  
Jeff  Vanderbeek,  Devils  Owner  (2004-‐present)  
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Timeline  of  the  Arena  Debate  
  
1997 Informal  discussions  of  an  arena  for  Newark  begin.    Philanthropist  and  Nets  co-‐owner  Ray  
Chambers  and  Newark  Mayor  Sharpe  James  are  early  supporters.  
1998 Newark  tentatively  offers  land,  cash,  and  tax  incentives  for  an  arena  for  the  Nets  and  Devils.    
Gov.  Christine  Todd  Whitman  prefers  that  the  teams  stay  at  their  current  home  in  the  
Meadowlands;  Devils  owner  John  McMullen  favors  a  move  to  Hoboken.  
1999 Whitman  declares  support  for  a  new  or  renovated  in  the  Meadowlands  rather  than  Newark.    
The  Star-‐Ledger  runs  a  large,  four-‐part  editorial  series  supporting  the  Newark  site,  and  
criticizes  Whitman  through  the  year  for  inaction.  
2000 The  Nets  and  Devils  are  brought  under  one  owner,  the  YankeeNets  holding  group.    Whitman  
agrees  to  $75  million  on  infrastructure  to  support  an  arena  in  Newark,  but  no  final  deal  or  
legislation  is  agreed  upon  
2001 Donald  DiFrancesco  replaces  Whitman  as  Acting  Governor.    DiFrancesco  agrees  to  divert  
$190  million  in  tax  revenue  to  construction  bonds  for  the  arena.    Despite  wide  support  for  
the  plan,  it  is  never  brought  to  a  vote  in  the  State  Assembly.    In  November,  Governor-‐elect  
James  McGreevey  drops  his  support  for  the  arena  subsidy,  citing  budget  constraints  
2002 McGreevey  takes  office  in  January,  and  Sharpe  James  is  re-‐elected  mayor  of  Newark  after  a  
close  election  in  May.    At  the  same  time  McGreevey  proposes  an  arena  funding  
ĂƌƌĂŶŐĞŵĞŶƚƐŝŵŝůĂƌƚŽŝ&ƌĂŶĐĞƐĐŽ͛Ɛ͘dŚĞƉůĂŶfails  to  pass  through  the  legislature.  
2003 The  City  of  Newark  receives  $210  million  from  the  Port  Authority  of  New  York  and  New  
Jersey,  an  independent  agency,  as  part  of  a  lease  renegotiation  for  Newark  International  
Airport.      
2004 Jeff  Vanderbeek  purchases  the  Devils  from  YankeeNets.    Newark  agrees  to  put  up  $200  
million  in  Port  Authority  money  for  construction  of  an  arena  that  would  house  the  New  
Jersey  Devils  (but  not  the  Nets).    Mayor  James  comes  under  intense  criticism  for  the  deal,  
and  a  petition  circulates  advocating  a  referendum  on  the  spending.  
2005 Groundbreaking  for  the  arena  is  held  October  3.  
2006 James  decides  not  to  run  for  re-‐election,  and  Cory  Booker  is  elected  mayor  in  May.    Booker  
renegotiates  parts  of  the  arena  deal  with  the  Devils  and  the  Corzine  administration,  altering  
the  spending  formula  and  winning  job  and  other  considerations  for  Newark  residents.  
2007 The  arena  opens  on  October  25  with  a  series  of  Bon  Jovi  concerts.    Owned  primarily  by  the  
New  Jersey  Devils  along  with  the  city,  it  houses  the  Devils,  the  ^ĞƚŽŶ,ĂůůŵĞŶ͛ƐďĂƐŬĞƚďĂůů
team,  and  an  indoor  soccer  team.    The  basketball  Nets  continue  to  play  in  the  
Meadowlands,  with  plans  to  move  to  Brooklyn  in  the  future.  
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The Star-/HGJHU¶VArena Editorials
Title

Date

Day of Week

page Word ct.

Newark Nets?

1997/11/15

Saturday

014

400

A change of venue

1998/07/03

Friday

022

278

Homeward bound?

1998/08/25

Tuesday

014

295

Newark's No. 1

1998/11/21

Saturday

023

394

Paying to play

1999/01/09

Saturday

014

325

Hoops, hockey and hope

1999/05/09

Sunday

003

1463

Go big or go broke

1999/05/10

Monday

013

2483

Handicapping the arena stakes

1999/05/11

Tuesday

015

2436

How to make the Newark plan work

1999/05/12

Wednesday

019

2737

End the game over a new arena

1999/06/01

Tuesday

010

715

Arena plan stands up to comparison

1999/07/18

Sunday

002

537

Time to get behind a Newark arena

1999/07/11

Sunday

002

491

Newark's boom needs Whitman's help

1999/11/21

Sunday

002

777

Ice the deal for the Devils and a Newark

2000/01/14

Friday

032

458

arena
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Newark's neighborhoods must not be left

2000/01/18

Tuesday

010

505

2000/03/19

Sunday

002

574

Removing an obstacle

2000/03/27

Monday

014

280

Avoid a struggle over an arena site

2000/04/02

Sunday

002

524

The arena's promise

2000/04/06

Thursday

016

499

Whitman must make a call on arena

2000/07/16

Sunday

002

514

It's the Governor's move

2000/07/30

Sunday

002

546

A good, but late, start

2000/08/27

Sunday

002

800

Progress on the arena

2000/10/09

Monday

018

410

A Meadowlands alternative

2000/10/13

Friday

030

439

Newark headed up

2000/10/14

Saturday

018

387

A handout to malls

2000/11/19

Sunday

002

839

Take action now on the Newark arena

2001/01/07

Sunday

002

311

Strike a bargain and build the arena

2001/02/04

Sunday

002

799

A winning strategy

2001/03/22

Thursday

014

471

out
For a Newark arena, the devil's in the
details

funding
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The best spot to celebrate

2001/06/08

Friday

026

169

The Newark arena deal looks like a

2001/06/08

Friday

026

704

Nets get an assist

2001/06/30

Saturday

024

294

Make time for the arena

2001/07/02

Monday

014

513

Change at the Meadowlands

2001/07/11

Wednesday

014

517

Shortsighted Schundler

2001/08/22

Wednesday

014

775

Jack's back

2001/11/09

Friday

022

472

No new spending

2001/11/20

Tuesday

016

447

Patience on the arena project

2001/12/22

Saturday

008

310

The makings of a good deal for a Newark

2002/05/09

Thursday

022

940

A better day for Newark

2002/05/15

Wednesday

014

543

Do right on the arena

2002/06/24

Monday

014

386

N.J. needs the Newark arena

2002/07/08

Monday

016

391

New life for Meadowlands

2002/09/23

Monday

014

537

The only logical step for a strapped city

2002/10/08

Tuesday

022

891

Losing game on arena

2003/03/12

Wednesday

014

347

winner

arena
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Put arena plan to rest

2003/03/26

Wednesday

014

522

Meadowlands mass transit

2003/04/17

Thursday

020

568

No to YankeeNets

2003/04/24

Thursday

014

309

Try another arena pitch

2003/08/08

Friday

014

357

Jersey's blocked shot

2004/01/23

Friday

026

535

The deal with the Devils

2004/02/12

Thursday

018

761

Fog shrouds Newark arena

2004/02/27

Friday

022

567

Don't rush arena decision

2004/05/03

Monday

014

270

The key arena questions

2004/07/14

Wednesday

014

321

Planning downtown Newark

2004/08/16

Monday

014

442

Wrong pick for the project

2004/09/17

Friday

028

329

Guarantees, not promises

2004/09/28

Tuesday

016

292

Putting city oversight on ice

2004/10/07

Thursday

020

296

Looking out for No. 1

2005/03/22

Tuesday

020

358

Fire and ice

2005/06/01

Wednesday

014

202

Probe the housing agency

2005/07/22

Friday

018

338

Newark's unreasonable risk

2005/09/10

Saturday

014

175
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The Devils vs. deadlines

2006/01/14

Saturday

012

257

Helping the arena survive

2006/10/31

Tuesday

014

445

Make a choice on the arena

2007/02/05

Monday

018

487

Rooting for the arena

2007/10/25

Thursday

018

488

