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INTERNET

A French Intellectual
Deconstructs Google

I have been a cashier at Wal-
Mart for about a year and a half,
and I believe your article about
new scheduling adjustments
(“Wal-Mart Seeks New Flexibil-
ity in Worker Shifts,” page one,
Jan. 3) didn’t reflect the many
benefits to associates and cus-
tomers. These new initiatives
have helped my co-workers and
me work at times that are conve-
nient for us, while still allowing
us to work the hours we need.

The system lets me make my
schedule three weeks in ad-
vance. If I need to make
changes, I tell my supervisor,
and he adjusts the schedule. So
far I’ve made changes three
times without any trouble, and I
am still am able to get a full
schedule of 38 to 40 hours a

week. I know of no instance at
our store where the manage-
ment hasn’t been flexible and ac-
commodating to requests.

I prefer this system because
it allows me to balance my work
and personal schedule. I have
customers who are happy to be
waiting in shorter lines because
more associates are working
when the store is busy. That
makes a better work environ-
ment for me.

LaToya Machado

Grapevine, Texas

There is a natural human ten-
dency for store management to
schedule for the convenience of
employees rather than true cus-
tomer needs. Good scheduling
parameters, whether manually

or electronically developed,
eliminate arbitrary scheduling
practices. In the process, they
improve customer service and
store appearance, and they in-
crease sales and employment
opportunities for the retailer
who uses them. On the other
hand, if they are applied arbi-
trarily, they will result in lack-
luster customer service and
weak employee morale.

Paul K. Anderson

President
Scheduling Dynamics, Inc.

Brewster, Mass.

In a perfect market, the re-
sponse to such a strategy would
be an increase in the cost of la-
bor. Wal-Mart would need to
pay significantly more for the

“flexibility.” In the absence of
collective bargaining power or
regulation, the labor market
will need to absorb the cost of
flexibility.

Anil Joshi

New York

Decent people need to de-
cide whether “rolling back
prices” and quicker checkout
lines are worth the infringe-
ment of autonomy foisted on
our fellow citizens. If the sys-
tem works successfully, more
employers are sure to follow.

Michelle Harrington

Chicago

SOCIAL SCIENCE

Behind Black Smokers’
Preference for Menthol

PUBLISHING

Plagiarism Becomes
Chic in Some Circles

Wal-Mart Cashier: Flexible Time Means Happier Customers, Happier Me

Social Responsibility
Isn’t CEOs’ Business

Your Jan. 16 editorial “Be-
yond PR at BP” was correct to
call attention to the folly of BP’s
Beyond Petroleum advertising
campaign that distracted man-
agement from its core business
responsibility: finding, drilling
and processing oil in a safe and
efficient manner. However, the
editorial failed to recognize
BP’s public relations effort as
part of the larger corporate so-
cial responsibility (CSR) move-
ment that plagues big business.
CEOs are under pressure to ex-
pand their companies’ responsi-
bilities beyond making money
for its shareholders.

BP’s CSR detour was a disas-
ter for its shareholders, work-
ers, the environment and Lord
Browne himself. BP’s CSR expe-
rience illustrates that like oil
and water, CSR and business
profitability don’t mix.

Tom Borelli, Ph.D.

Free Enterprise Action Fund
Eastchester, N.Y.

Put Brakes on Free Trade Fast Track

Go to WSJ.com/Forums to share your opinion.

In Its Day, Studebaker
Was a Brilliant Car

Jeffrey Parker’s Jan. 16 Let-
ter to the Editor “Doubts About
iPhone” draws an inapt nega-
tive analogy between Apple
Computer’s new iPhone and the
Studebaker Corp. Studebaker
had a long and mostly profit-
able, 114-year history of build-
ing innovative vehicles—the
Raymond Loewy’s 1953 Star-
liner or the 1963 Avanti come to
mind—starting with horse-
drawn wagons and ending with
cars. Studebaker was also the
only major carriage manufac-
turer to successfully migrate
into automobiles.

When the end came for auto-
mobile production in 1966, the
company had already diversi-
fied into other industries. Even-
tually the Studebaker-Wor-
thington successor company
wound up being part of today’s
Federal-Mogul group through a
series of acquisitions going
back to McGraw-Hill (1979) and
Cooper Industries (1985).

Not bad for an unfairly ma-
ligned corporation. One can
only ponder how the first 114
years will look for Apple Com-
puter.

Tom Burke

Fox River Grove, Ill.

T
he logging
industry is
going under-

water in a good
way.

As a result of
the dam projects of
the 20th century,
there are roughly
45,000 submerged
forests around the
world. Michael Be-
har describes how
a Canadian com-
pany has come up
with a way to more efficiently bring
these dead trees to the surface. The tech-
nology might even have the power to
unite two old adversaries: the timber in-
dustry and environmentalists.

Chris Godsall, chief executive of Can-
ada’s Triton Logging Inc., has devel-
oped a logging submarine, dubbed the
Sawfish, that uses a 54-inch chain saw
and air bags to lift the wood to the sur-
face. It is operated through remote-con-
trol technology similar to what oil com-
panies rely on to maintain rigs.

Underwater log-
ging potentially
c a n b e m u c h
swifter and less
costly than cutting
down trees on land.
That is partly be-
cause submerged
trees often are
stripped of bark
and foliage, avoid-
ing a labor- and
time-intensive pro-
cess. Peter Keyes,
of Foxboro, Mass.,

wholesaler International Forest Prod-
ucts Corp., tells Wired he estimates that
Triton Logging’s harvesting costs at
$40-a-cubic-meter of wood, compared
with the industry’s average of $50.

Environmentally, underwater log-
ging has the advantage of preserving
live forests on land and leaving no un-
sightly clear-cuts. It also is quieter
than above-ground logging. Triton
plans to market its wood as an environ-
mentally friendlier alternative at
home-improvement stores.

There have been so many promi-
nent cases of plagiarism recently that
it seems almost inevitable that some
one would do what Jonathan Lethem
has done: write an article on plagia-
rism that cribs most of its sentences
from somewhere else.

Even the idea for his piece, Mr.
Lethem explains, isn’t original. Along
with high-brow forebears like German
literary scholar Walter Benjamin,
whose unfinished magnum opus on
shopping consisted entirely of quota-
tions, film critic David Edelstein used
a similar device in New York magazine
to condemn Kaavya Viswanathan’s pla-
giarized portions of “How Opal Mehta
Got Kissed, Got Wild, and Got a Life.”

Unlike Mr. Edelstein, Mr. Lethem be-
lieves copying can be a creative form
of artistic expression, with his own ar-
ticle offered as Exhibit A. This is
equally relevant in literature and busi-
ness, he says. In one of his only origi-
nal phrases, he writes: “A corporation
that has imposed an inescapable no-
tion—Mickey Mouse, Band Aid—on
the cultural language” should con-
sider parodies and other refractions
the price of success.

Upward Mobility
In regard to “The Poor Get

Richer” by Mary Anastasia
O’Grady (editorial page, Jan.
16), reporting on the 2007 Heri-
tage Foundation/The Wall
Street Journal 2007 Index of
Economic Freedom:

Freedom is necessary, but so
too is an end to trade distortion
via subsidization. That way,
less money will flow to those
businesses that will have to get
by with smaller surpluses, as
well as to those regimes in the
developing world that are very
adept at lining their own pock-
ets.

David W. Lincoln

Edmonton, Alberta
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J O I N T H E D E B A T E

My friend and Senate col-
league Max Baucus suggests
there may be a Democratic con-
sensus for once again ceding
congressional authority over
trade agreements to the presi-
dent, in effect renewing the
trade strategy that the Bush ad-
ministration has pursued over
the last five years (“A Demo-
cratic Trade Agenda,” editorial
page, Jan. 4).

There is, indeed, a growing
Democratic consensus on trade
—but in the opposite direction.
Many of the new senators cam-
paigned on a platform of de-
manding trade agreements that
are fair to our workers and our
country. That call for change
has been coming for some time.
In 2004, the overwhelming ma-
jority of Democrats opposed the
passage of Central American
Free Trade Agreement (Cafta),
which connected our economy
with those of countries with a
dismal record on labor rights,
such as Guatemala and Hondu-
ras. And last year, most Demo-
crats voted against the trade
deal with Oman, a sultanate
with a similarly appalling
record of worker abuses. These
were the closest votes on trade
issues in years.

There is a growing public
sense that blind support for un-
fettered “free trade” in Wash-
ington has cost our country
dearly. It just the past four
years our already massive trade
deficits have nearly doubled, to

well over $800 billion a year.
And we have lost over three mil-
lion manufacturing jobs. So it is
not a surprise that in the Novem-
ber election, a number of new
Democratic senators ran win-
ning races on a platform of
changing the course on trade
policy.

Congress must reclaim its
role in formulating trade policy.
The Constitution gives Con-
gress, not the president, the
power to regulate commerce
with foreign nations. We relin-
quish that authority to the presi-
dent, in the form of so-called
“fast track” trade authority, at
our peril. I opposed granting
such authority to President Clin-
ton, and I opposed granting it to
President Bush in 2002 (and so,
by the way, did a majority con-
gressional Democrats). The
past five years of growing trade
deficits have shown that our op-
position to fast track and to un-
fair trade agreements was justi-
fied.

I believe in trade, and plenty
of it. But trade agreements
must stand up for our economic
interests.

Sen. Byron L. Dorgan

(D., N.D.)
Washington

ENVIRONMENT

Canadian Logging Company Brings
Underwater Forests to the Surface

Big Tobacco has played a part in
drawing one of the more subtle racial
lines in America: Three out of four Afri-
can-American smokers smoke men-
thol cigarettes, while only one out of
four white American smokers do.

Sarah S. Lochlann Jain, an assistant
professor of cultural anthropology at
Stanford University, tells Radar Online
that the disparity might have originated
in the 1920s, when accessible eucalyp-
tus- or menthol-laced cold medications
were popular with African-Americans.

But the real gap opened in the 1960s
after Big Tobacco hatched a successful
plan to build on menthols’ popularity
with a long-term marketing strategy.
Tobacco companies placed ads for men-
thols in magazines like Ebony and Jade.

The differences in preferences might
have health ramifications. Radar Online
says research has suggested that the an-
esthetic sensation from menthols could
encourage smokers to inhale more
deeply, increasing the deadliness. This
may compound African-Americans’
greater susceptibility to lung cancer
from smoking.
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Relax—Polar Bears
Aren’t Disappearing

Contrary to enviro-hype, list-
ing polar bears as “threatened”
does not endorse greenhouse
warming or the need to control
CO2 emissions (“Polar Bear Poli-
tics,” Review & Outlook, Jan. 3).
It means only a lengthy period
of hearings and analysis, whose
outcome is hardly in doubt. The
government of Nunavut (north-
ern Canada) plans to oppose
such a listing—which would
hurt its lucrative polar bear
hunting industry. Polar bears
are doing well and have sur-
vived many cycles of warming
in the historic past. Thermome-
ter records of the 20th century
show that temperatures there
do not follow global values but
are controlled by an “Arctic Os-
cillation” with a period of de-
cades.

But the polar bear has now
become a symbol of global
warming. So Al Gore’s movie
“An Inconvenient Truth” plays
up the animal’s plight. It shows
a swimming bear with a desper-
ate look on his face, searching in
vain for an ice floe to rest on.
Needless to say, he was com-
puter-generated; no real bear in
his right mind would go swim-
ming in the open Arctic Ocean.

An editorial in the Jan. 7
Washington Post opines that
the “threatened” designation
may be the first step to manda-
tory controls on fuel use and re-
fers to polar bears as “cuddly,
lovable animals.” Clearly, the
writer has never come face to
face with this relative of the
grizzly bear. But furry seals and
their cute, cuddly pups would
be delighted if polar bears were
to disappear. Ah, such are eco-
logical realities.

S. Fred Singer

Arlington, Va.
(The writer is professor emer-

itus of environmental sciences,
University of Virginia. He co-au-
thored “Unstoppable Global
Warming: Every 1,500 Years,”
Rowman & Littlefield, 2007.)
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What is it about Google that makes
some French people nervous? In a re-
view of a new book about Google writ-
ten by one of France’s most prominent
intellectuals, Britain’s Nicholas Blin-
coe delves into the discomfort about
the U.S.-born search engine and finds
familiar fears of American hegemony.

In “Google and the Myth of Universal
Knowledge,” Jean-Noël Jeanneney, pres-
ident of France’s national library and a
former finance minister, says Google’s
claim to be universalizing knowledge
amounts to false advertising. He fo-
cuses in particular on Google’s venture
to make digital copies of books from
some of the world’s largest libraries. Mr.
Jeanneney, whose own library is digitiz-
ing its holdings, insists that knowledge
cannot be independent of the way it is
organized. He believes that since Goo-
gle is run by English speakers as a profit-
oriented business, it will organize infor-
mation with a bias toward those things.
For instance, Google might digitize
books in a way that provides language
advertisers could link to, rather than
producing the clearest possible copies.

Only a government project can over-
come such biases and deliver truly uni-
versal knowledge, Mr. Jeanneney con-
tends. That challenge is being met
with difficulty. Earlier this month, Ger-
many pulled out of a joint venture with

France to fund a European Google-
killer called Quaero (Latin for “I seek”)
over a dispute about how many media
the search engine should track.

Would you let your 12-year-old hang around [at the

mall] expecting the mall to babysit for you? You are re-

sponsible for your children’s safety. Not the mall, not the

government and not MySpace.

—Reader Robert Cote, commenting on a discussion about
MySpace's plan to offer parents free monitoring software
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