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Navigating the Interactives
Working with the electronic versions of 

The l/l/a// Street Journal and The New York Times
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J
ust about every major business publication in the U.S. and Europe 

today has its "interactive edition," an online, up-to-the-minute 

Web site. They can be found by Web surfing (after the ubiquitous

I "http://www.") to the publication's name: "latimes.com," 

"ft.com," "denverpost.com" and the like.

I
| The problem with these electronic editions from both the readers'
1 and professional communicators' viewpoint is that they are little

। more than a clone of the daily paper's contents, with updates

| during the day for breaking news stories. Great for readers who

I want to browse the news before leaving home, business travelers 

who need to keep in touch with the hometown paper, or people

| who don't like black ink on their hands. But they provide little for

I media relations professionals seeking new venues for news 

releases and feature story ideas.

I
| There are, however, two significant exceptions: the electronic

I editions of The Wall Street Journal (http://www.wsj.com) and of 

The New York Times (http://www.nyt.com). These interactive

| editions have separate staffs and (in the long run) totally different

i content than the daily newsprint paper. They boast impressive 

"circulation" figures even though they are still in their adolescence.
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