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Japanese Press Exposed!
“ ‘A Public Betrayed’: The Power of Japan’s Scandal-Breaking Weeklies” and “ ‘A Public Betrayed’:
Establishment Press Leaks Tips to Japan’s Weeklies” by Takesato Watanabe and Adam Gamble,

in Japan Media Review (Aug. 26, 2004), www.ojr.org. 

Many Japanese readers who suspect (cor-
rectly) that they’re not getting the full story
from their bland daily newspapers turn to a
raffish alternative: the shukanshi, 15 weekly
newsmagazines that purport to give the real
lowdown on people and events. More than 90
percent of shukanshi sales are made by news-
stands, so the magazines feature sensational
headlines, sometimes bearing little or no rela-
tionship to the articles that follow. 

In the United States, the market is largely
divided between a small audience of relatively
highbrow newspaper and magazine con-

sumers and a mass audience. Japan, by con-
trast, has a large middlebrow market. So along
with sleaze and sensation, some shukanshi
offer social commentary, book reviews, politi-
cal news, and fiction.  

Bizarre combinations of Newsweek and The
National Enquirer, with a dash of Penthouse
and a pinch of The New Yorker, the shukanshi
are often dismissed as trashy tabloids. That’s a
mistake, say Watanabe and Gamble, authors
of A Public Betrayed, a recently published
book on the Japanese news media. With their
middlebrow readership, the shukanshi have an

My Name or Yours?
“Making a Name: Women’s Surnames at Marriage and Beyond” by Claudia Goldin and Maria Shim, in Journal

of Economic Perspectives (Spring 2004), Macalester College, 1600 Grand Ave., Saint Paul, Minn. 55105.

“I do. I don’t.” That might be the wedding
vow of many young women who choose to
keep their given names at marriage. Appar-
ently, it’s being heard less often these days.
After peaking in the mid-1980s, the number
of  “keepers” declined in the 1990s, report
Goldin, a Harvard University economist,
and Shim, a recent Harvard graduate. 

The practice of keeping one’s maiden
name varies by education and other factors.
The authors looked at Massachusetts data on
white women who were in their late twen-
ties when they gave birth to their first child.
In 1990, 21 percent of the college graduates
were keepers; a decade later, only 13 per-
cent. Among those with more than four
years of college, the proportion of keepers

dropped from 29 percent to 20 percent.
Goldin and Shim found a parallel trend

among Harvard graduates. In the class of
1980, 44 percent of women who married
within 10 years of graduation decided to
keep their surname; in the class of 1990,
only 32 percent did. 

Nationwide, the authors estimate, “a shade
under 20 percent” of college-educated wom-
en now keep their surname when they tie the
knot.  

Why the change? More conservative so-
cial values, or maybe, the authors speculate,
young women have gained more self-confi-
dence and feel less peer pressure to turn
their married names into proclamations for
female equality. 

visitors annually, or more than five percent of
the population. The Depression brought an
unexpected benefit: paid vacations for working
people. Nearly 40 percent of hourly workers in
manufacturing had them by 1937.

Then came the post–World War II democ-
ratization of travel: Paychecks fattened, high-

ways were built, airlines took wing, and, as
Weiss sums it up, “all hell broke loose.” Even
as Americans complain that they’re starved for
free time, tourism has become one of the na-
tion’s fastest-growing economic sectors, ac-
counting for nearly four percent of the gross
domestic product.   
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Nehru’s Model Morality
“Nehru’s Faith” by Sunil Khilnani, in The New Republic (May 24, 2004),

1331 H St., N.W., Ste. 700, Washington, D.C. 20005.

Jawaharlal Nehru, the first prime minister
of independent India (1947–64), is often held
up as the rational, scientific opposite to the
deeply spiritual Hindu leader Mohandas

Gandhi. These are “simplifications that bor-
der on caricature,” asserts Khilnani, who finds
in Nehru’s “deeply held moral convictions” an
appealing quest, “not always successful, to base

Who Owns the Media?
“The Media Monotony” by Jack Shafer, in Slate (Aug. 4, 2004), slate.msn.com.

Ben H. Bagdikian is at it again. In Media
Monopoly (1983), the eminent media crit-
ic—a former Washington Post ombudsman
and emeritus dean of the Graduate School of
Journalism at the University of California,
Berkeley—maintained that 50 companies
dominated the newspaper, broadcast, maga-
zine, book, and movie industries. Updated
five times, the book is still required reading
in many college journalism and sociology
courses. Now Bagdikian has published a sev-
enth edition, with a new title, The New
Media Monopoly, and a new thesis. The
number of companies is down to five: Time
Warner, Viacom, News Corporation, Dis-
ney, and Bertelsmann. “These five corpora-
tions decide what most citizens will—or will
not—learn,” Bagdikian writes. 

That’s largely hogwash, says Shafer, who
writes the “Press Box” column for Slate
(which, significantly for the conspiracy-
minded, is owned by Microsoft). Yes, Bag-
dikian’s Big Five own or control four major
movie studios, nearly 60 cable channels, five
broadcast TV networks, a satellite TV oper-

ation, book publishers, and magazines,
though only Rupert Murdoch’s News
Corporation owns major newspapers. Says
Shafer: “The Big Five determine what the
majority learns only in those places where
the newsstand sells only The New York Post
and Time and where TV receivers have been
doctored to accept signals only from CNN,
ABC, CBS, and the Fox News Channel.”

“If anybody decides what most citizens
learn,” asserts Shafer, “it’s the agenda-setting
editors at The New York Times, The Wash-
ington Post, The Wall Street Journal, and The
Los Angeles Times. The TV news would go
dark if it couldn’t crib from the Big Four
Newspapers. NPR’s Morning Edition would
fall mute. The newsweeklies would have to
run more cover stories on ice cream,
dreams, and guides to colleges.”

Hard as it may be for Bagdikian to admit,
the news media’s quality and variety “have
never been better,” says Shafer. “Who longs
for the days of William Randolph Hearst? Of
three broadcast networks? Of the days before
the Internet?”

influence that goes far beyond their combined
circulation of 500,000.

Shukanshi defenders argue that the main-
stream dailies, with their system of press clubs
actually embedded in government agencies,
provide only the superficial tatemae, or official,
view of events, while the weeklies try to get at
the honne, or substantive and truthful, version
of the story. Though it’s true, say Watanabe
and Gamble, that the establishment press

serves up tatemae, the shukanshi don’t consis-
tently get at the reality either. They’re support-
ed by the powerful advertising agency Dentsu,
which is very much a part of the establishment,
and their politics are nationalistic and conser-
vative. “They sometimes present subjects in
greater depth. They have even been known to
break important political scandals. However,
they rarely offer much in the way of genuinely
important journalism.”


