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MARKET
INDICATORS
National TV: Slow
Third quarter business
continues to wrap up;
feelers are going out
about fourth-quarter
inventory as advertisers
and sellers begin to
think about season pra-
mieres and fall events.
Net Cable: Slowing
The upfront market is
winding cown, with
most networks close tc
capacity. CPMs will end
up 2 to 4 percent ahead
of last year. The marksat
should top out at aboui
$2 billion, up about 20
percent over "95.

Spot TV: Picking Up
July is a washout so far,
with toy end movie
advertising down from
last year. August is evan.
September is looking
strong, with inventory
pretty much gone in
auto, cereal, fast-food
and beer categories.

Radio: Perky

Atlanta is super-tight.
Fast food, cars and
movies are vying for
limited space in mos:
metro ar=as.
Magazines: Hopetul
Publishers are still ir:
wait-and-see mode,
anticipating a prof-
itable fall and early
winter. Automotive and
financial services are
strong categories.
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For the 1996-97 season, A&E will premiere exciting, original
and exclusive Special Presentations, including "lvanhoe,"

a groundbreaking six-hour mini-series coming in early 1997.

These original A&E television events provide the ideal opportunity
for advertisers to reach those people who spend their time well. v
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AT DEADLINE

MSNBC Working Out Kinks Before Launch

NBC and Microsoft, about to launch MSNBC on July 15, are said
to be having some communication breakdowns. An MSNBC repre-
sentative last week denied reports that NBC did not consult Micro-
soft before it produced image spots that have been running to pro-
mote the cable network. The rep said that Microsoft executives did
see the spots and were consulted before the spots ran. Also, sources
close to the two companies—which are 50-50 partners in the 24-
hour cable news network with an online extension—said that sever-
al editorial positions on the Microsoft (online) side still need to be
filled. NBC has also been struggling to put out fires among its affili-
ates, who have objected strongly to the notion of NBC
News promoting its new cable service on the air.

Evans Guides News Corp. Satellites
News Corp. last week named Fox Television presi-
dent David Evans to the new post of executive vp,
office of the chairman, where he will head up News
Corp.’s worldwide satellite operations. Evans, who
will remain president and ceo of Sky Latin America,
served as president of Britain’s BSkyB before join-
ing Fox in 1993.

News Corp., Liberty Christen Net
The global sports alliance between News Corp. and
Liberty Media last week dubbed its domestic sports
partnership Fox Sports Net. The Prime Sports group

l of eight regional sports networks owned by Liberty
Media will be renamed Fox Sports, effective this fall.
And the sports programming that will appear on fX,
the Fox-owned basic cable service, will also get
tagged with the Fox Sports Net brand name.

Judge Swallows ‘NY’ Yogurt Story
New York last week won a libel lawsuit filed
against the magazine by the yogurt manufacturer
Alpha-1. The company had charged that its busi-
ness was damaged when the magazine reported
that four ounces of what it called “no fat” peanut
butter yogurt actually had 12.5 fat grams and
more than 300 calories. The judge dismissed the
suit following two years of pre-trial litigation on
summary judgement, describing New York’s story
as “substantially true.”

Virtual, ‘Newsweek’ Continue Talks

Virtual Communications, majority owner of Virtual City, the maga-
zine about cyberspace, continued negotiations with Newsweek last
week about the publication’s future. Newsweek holds a minority
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stake in the venture. A Newsweek representative denied a pub-
lished report of friction in the discussions.

P&G Looks for New Media Investments
Procter & Gamble is actively looking for new media investments
and is talking to America Online and CondéNet, the Condé Nast
new media unit. A P&G representative refused comment, while
Condé Nast denied a published report that it had struck a deal with
the Cincinnati-based packaged-goods giant. “We do not have a
deal with Procter & Gamble,” a CondéNet representative said last
week. AOL officials could not be reached for comment. CondéNet
is working on a site involving its women’s books, which could be a
good fit for a health-and-beauty-aids sponsorship.

Ex-Dow Jones VP Plans Weekly
Donald Miller, former vp of employee relations at
Dow Jones & Co., plans by year-end to launch a new
national weekly paper aimed at a black middle-class
readership. Baltimore—-based Owr World News
hopes to build a circulation of 350,000 within five
years. Miller’s target audience is the 1.2 million
black households in the country with annual
incomes of at least $50,000. Dow Jones will print
and distribute the weekly. Our World News will
address general-interest news with a slant toward
African-American consciousness.

Haegele to President of NNN

The Newspaper Association of America promoted
Pat Haegele, former vp/general manager of the News-
paper National Network, to the new position of NNN
president. Haegele helped launch the NNN in 1994

Eyemark Wraps Up Restructuring
Eyemark Entertainment, the broadcast syndication
and cable production unit of CBS Enterprises, has
named Robb Dalton as senior vp of business and
program development and Brooke Karzen as direc-
tor of programming. Dalton joined Maxam Enter-
tainment in January 1995 (Maxam was acquired by
CBS late last year) as vp of program development
and syndication. Karzen previously served as manag-
er of programming at Group W Productions, which
also was merged into Eyemark.

Correction: in the July 1 issue, a story about Fox Children’s
Network and Marvel Comics incorrectly reported that Fox would
have rights to Marvel’s Incredible Hulk after the show airs for one
year on UPN. A UPN representative said that the network will
have renewal rights to Hulk.
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FoxC

nsiders Kids

Would create a new public company with involvement by Saban

CHILDREN'’S TV / By Scotty Dupree

ox Inc. is readying a plan to spin off

its Fox Children’s Network into a

separate public company in a fur-

ther implementation of News

Corp.’s plan to launch a domestic

kids cable network and global kids
networks, according to several people with
knowledge of the plan.

The new company, dubbed Fox Kids
Worldwide, would be headed by Margaret
Loesch, the current president of FCN, these
sources said. Executives close to the discus-
sions also said that Haim Saban, chairman
of Saban Entertainment, would play a sig-
nificant but as-yet-undetermined role in the
spin-off, most likely as a principal share-
holder and a director of the new company.
Saban partnered with Fox in a programming
and distribution deal last year in which Fox
took license to Saban’s library of 3,300 titles
to distribute them internationally, for which
Saban gets a share of revenue. Haim Saban,
chairman of Saban, denied that the relation-

Marvel Wants to Be a Vovie Mogul

THE INDUSTRY / By Karen Benezra

ship had moved be-
yond those boundaries,
and said that if Fox is
taking its kids unit
public, “it’s news to
me.” A Fox represen-
tative denied any such
plan exists.

But executives who
have been privy to the
discussions said that a
spin-off and public of-
fering for the kids unit
has long been part of
the global plan, and
they describe last year’s Saban partnership as
a precursor to this development. It is be-
lieved that the original agreement laid plans
for future growth from which Saban and Fox
would both profit, namely the creation of a
separate operating unit in which both com-
panies would participate, with profits not
tied to News Corp. or Fox Inc. “The two
companies are so intermingled as it is,” said

PHOTOS BY SABAN

FCN'’s partnership with Saban has led to shows such as
Mighty Morphin Power Rangers (left), a megahit, and less-
popular fare such as VR Troopers and Masked Rider (right).

one insider who believes a merged company
would make sense financially. It was not
clear last week when Fox intends to initiate
the spin-off.

Taking the unit public would help ac-
complish the goal of growing Fox’s kids pro-
gramming globally and would take much of
the responsibility for that growth off the
back of News Corp. News Corp. would not
only be able to fund its
global expansion in the
kids arena with public
money but also be able to
offer renegotiation possi-
bilities for current liabili-
ties, such as the revenue

arvel Entertainment Group :
M and sister company Toy Biz
i animated TV properties, will serve

kets to fund Marvel Studios, a new :

are tapping the equity mar-

entity that will develop animated
and live-action film and television
properties based on Marvel’s com-
ic-book character universe.
Marvel, whose pending movie
projects have been stalled by litiga-
tion and the bankruptcy of at least
one partner, will look to the new
unit to cofinance deals with out-
side producers and studios, includ-
ing Fox. Marvel and Toy Biz will
look to raise $100 million, per a
Securities and Exchange Commis-

sion filing last week. Avi Arad,
executive producer of Marvel’s

as creative head of Marvel Studios,

¢ with daily operations likely helmed
i by Jerry Calabrese, president of

i Marvel Comics Group, whose

i recent promotional and merchan-

i dising efforts have plastered Spi-

¢ der-Man on everything from cere-
i al boxes to credit cards.

“We’ve been real successful at

getting options sold but no

i movies made,” said a Marvel

¢ insider. “This is something that’s
¢ long overdue.”

With media driving the licens-

: ing and promotional marketplace,
i Marvel wants its characters in

¢ constant reach of audiences. In

i recent weeks, Marvel solidified

¢ its links to Fox with a seven-year

i development deal for U.S. and

¢ international markets. While Fox
: will handle TV production, Saban
: Entertainment is expected to get
i direct-to-video rights.

Marvel’s Hulk character,

: under option to MCA/Universal,
¢ is the first project expected to

: jump to the big screen under the
¢ tutelage of Marvel Studios. The
i Hulk is already slated for a TV

i series on UPN in September.

responsibility to the FCN
TV station partners. The
current agreement with
FCN’s stations, under
which the stations share in
revenue and profit, would-
n’t change as long as FCN
is in existence, and may not
change drastically because
FCN is dependent upon
TV stations for mass distri-
bution.

The people who are
familiar with Fox’s plans said
they believed that Rupert
Murdoch, News Corp. chair-
man and ceo, would hold a
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position on the Fox
Kids  Worldwide
board and would be
very involved with
the company’s oper-
ation,

The  spin-off
would be a lucrative
deal for Loesch,

whose contract with
Fox expired last
year, said Fox insid-
ers. The creation would give Loesch and oth-
er company officers an equity stake.

Sources for this story questioned how
Saban Entertainment would fit into Fox Kids
Worldwide and said that the issue of manage-
ment could be a deal-breaker. “Some who
know him expect [Haim] Saban to run the
company, but Murdoch isn’t the type to let
someone else control it,” said one observer.
But Saban, in any regard, is key to the future
of FCN, because of the company’s library
and its strength in international markets.

Haim Saban said he has no interest in
being part of a public company. “I own 100
percent of this company; I have no boards,
no shareholders. Every morning I look in the
mirror and have a discussion with myself and
make decisions. I like it that way.”

Saban described his company’s interna-
tional partnering with Fox as an “arm’s-
length” relationship that depends, market by
market, on what each can offer, so that in
some markets Saban has only a program-
ming-supply deal, while in others Saban has
an equity position in the channel.

FCN has been actively building up its
library of titles aside from its agreement with
Saban. FCN’s partnership with Marvel Com-
ics, announced two weeks ago, gives the net-
work production and distribution rights to
Marvel characters for seven years. FCN is
also said to be negotiating with other studios
and program suppliers, including Dream-
Works SKG, for new product deals for the
broadcast networks as well as to further stock
the FCN library shelves. |
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AOL in Talks with 1Guide

Former News Corp./MCI venture interests online service

NEW MEDIA / By Cathy Taylor

ews Corp. is in talks with America
Online concerning iGuide, the on-
line Internet directory service start-
ed last year as a joint venture be-
tween News Corp. and MCI. MCI
has since backed out of the venture.

The talks, acknowledged by sources at
both companies last week, center around the
creation of some form of cooperative venture.
Though the exact nature of the talks is not
known, discussions are believed to include the
possibility of AOL making an investment in
or partnering with News Corp. in iGuide,
which purports to be the definitive consumer
guide to the Internet and is patterned after
another News Corp. property, TV Guide mag-
azine. (An online version of TV Guide is part
of the iGuide service.)

AOL Services president Ted Leonsis would
say only that AOL “is not acquiring” iGuide.
Officials of iGuide declined to comment.

The discussions come as News Corp. seeks
to create new revenue streams for the trou-
bled service. According to one executive who
has knowledge of iGuide’s business plan,
News Corp. is actively looking at “selling,
licensing, distributing” iGuide to Internet ser-
vice providers and online services.

That News Corp. is hitting a make-or-break
point on iGuide should hardly come as a sur-
prise. As one source familiar with the compa-
ny put it, “[Rupert Murdoch] has been aggres-
sively looking for a partner since MCI stepped
out.” Indeed, it was widely reported at the time
of the MCI split that Oracle Corp. would serve
as News Corp.’s white knight, but such a deal
never materialized. Meanwhile, the project has
been beset by staff hemorrhaging, including
top editorial and business-side personnel.

For AOL, the advantages of investing in
iGuide are less obvious. But there is a certain
strategic fit to the News Corp. product, since
AOL has increasingly been investing in con-
tent specifically for the Internet and such ven-
tures as New York-based iVillage, which
develops content for both AOL and the World
Wide Web. Investing in a property such as
iGuide would be another way for AOL to keep
one eye on the Internet while continuing to
grow the online service. Also, while it’s possi-
ble that any AOL/iGuide deal could take the
simple form of iGuide becoming just another
content provider on the service, the trend at
Dulles, Va.-based AOL has been towards
more substantial relationships with content
partners. —with Laura Rich ]

Tribune Co. Buys a Gem

Renaissance deal is priced right and will spin off adequate cash

TV STATIONS / By Michael Freeman

ribune Co.’s agreement last week to

acquire Renaissance Communications

Corp.’s six TV stations for $1.13 billion

is seen in the industry as a stunning

finesse move to broaden Tribune’s

reach and improve its already steady

cash flow. The addition of Renaissance’s half-

dozen stations will give Tribune ownership of sta-

tions in 16 markets representing 33.4 percent

U.S. household coverage, making its the largest

group broadcaster in terms of U.S. broadcast cov-

erage. CBS Television Stations, which merged

with Westinghouse Communications last Janu-

ary, is the next largest group owner with 15 sta-
tions representing 32.5 percent U.S. coverage.

Much, if not all, of the current drive to

acquire stations has been fueled by Congress

and the Federal Communications Commis-
sion’s rewrite of the Telecommunications Bill,
which now allows broadcasters to own stations
in markets that account for up to 35 percent
U.S. broadcast coverage.

However, since Tribune is set to own a dozen
UHEF stations under the proposed merger, the
FCC only credits those “weaker signal” outlets
with reaching half of their ADI coverage areas.
So under the FCC count, Tribune’s 17 stations
will represent only 25 percent U.S. coverage,
leaving the group open to acquire additional TV
stations. (The CBS group, which counts 13 of its
stations as VHFs, has the largest adjusted
national coverage, at 31.6 percent.)

“This acquisition clearly places us among the

| top tier of broadcasters,” said Dennis FitzSi-
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‘Cable Upfront
‘Almost Wrapped

Take expected to top $2 billion

CABLE TV / By Michael Birgi

t’s taking a bit longer than cable sales
executives expected, but the cable up-
‘ front is slowly wrapping up. Most net-

works are about 75 percent sold out, and
l the upfront should be finished by the
| time the Olympics start on July 19.

Despite difficulty in getting the cost-per-
thousand up to any significant degree (with |
a few exceptions), the cable upfront saw a |
flood of increased ad dollars. The market is
expected to top out at about $2 billion,
according to industry estimates and the |
Cabletelevision Advertising Bureau, more
than a 20-percent increase over the $1.6-1.7 |
billion estimated to have been brought in by ‘
the cable networks in last year’s upfront.

“The dollar increase this year is very
much in line with the audience growth
cable hus seen,” said Don Stump, vp of
national sales at the CAB. Stump estimat-
ed that the total CPM increase this year ‘
ended up 2 to 4 percent ahead of last year’s
upfront pricing. '

The larger cable networks—including !
USA Networks, Turner Entertainment
Networks and CNN-—expect to see dol- |
lar-volume increases approaching 30 to 40
percent, impressive considering the nets’
maturity. A&E Networks, Discovery Net-
works, Lifetime, Weather Channel and
Family Channel will hit slightly lower dol-
lar-volume surges north of 20 percent.
MTYV Networks, having cut two-year deals
in last year’s upfront, is quietly trying to
rework some deals for greater increases and is
said to be succeeding with some clients.

For the cable networks, the principal drag
on closing the upfront this year has been in
negotiating CPM increases with agencies.
Though many networks agreed to play ball in
what ended up as a buyer’s marketplace—large
dollar-volume increases at low-single-digit
| CPM increases—some cable networks have
opted to hold back on upfront inventory and
take their chances in the scatter market.

“I’'m below where my percentage of upfront
inventory was budgeted,” said one sales execu-
tive at a midsized cable network who would not
speak for attribution. “But I’'m just not going to
give in to the prices they [agencies] are asking,
some of which are practically insulting. So I'll
| hold off till scatter and take my risks there.” W

http://www.mediaweek.com

mons, executive vp of the Tribune Broadcasting
| division. “In terms of owning stations in 8 of the

top 11 markets and 14 of the top 30 overall, this
| increases our buying power [with outside syndi-
‘ cators] and makes us more competitive against

the many basic cable networks vying for first-run
! and off-network programming.”

From the time that Renaissance went public
(RRR: NYSE) nearly two years ago, it had been
widely thought that the company was in an
i acquisition mode. However, Michael Finkelstein,

chairman and ceo of Renaissance, acknowl-
| edged that the size of the remaining station
| groups left open for acquisition was “above the
| bar” of what Renaissance could finance in the

The Renaissance deal gives Tribune,the biggest oo = |
C’'s matly |

broadcast coverage in the U.S., and’thq

/,lln Top of the Top Tier in Broadcasting

Ferrara, chief financial officer for Renais-
sance. New York investment firm Warburg
Pincus is the largest shareholder, with 58 per-
cent of the outstanding stock, while Finkelstein
is estimated to hold approximately a 3-percent
stake in Renaissance. Investors who bought in
at the $15-per-share IPO for Renaissance stock
will be seeing roughly a 237 percent return on
their investment.

Both Tribune’s board and Warburg Pincus
voted in approval of the transaction. From the
announcement on Monday through Wednesday
of last week, Renaissance stock moved up more
than $2 per share, to a 52-week high of $34; Tri-
bune (NYSE:TRB) went up just over a dollar
to 737/s.

Tribune, which owns a
12 .5-percent stake in The
WB network, is set to pick
up from Renaissance two
WB affiliates (KDAF in
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allows Tribune to get even larger .y } & Dallas and WDZL in
] / ({g) Miami) as well as four Fox
, e~ ©O® affiliates, which  are |
) (@ ((6) KTXL in Sacramento,
] | Calif, WXIN in Indi-
pN(2)) | anapolis, WTIC in Hart-
B ) \ ford, Conn.; and WPMT
N © (@ ‘ in Harrisburg, Pa. Tribune
N ‘ officials expect that the
) @) S FCC will give regulatory
g Sacran(re?r):t’; x " 1\ (=) | approval before the end of
\ .
O KTLA (WB) @ WGNO (ABC} @ WPMT(Fox* @ WWVI(WB) | the:tmtg”aréfrlgf 1t)91917.
Los Angeles New Orleans Harrisburg Boston | et ’GI:' e Lion
rice tag, Tribune is paying
© KITY(WB)* @ WGNX(CBS) @ WPHL(WB) ® WXIN (Fox}* p .
San Diego Atlanta Philadelphia Indianapolis [ tls toRl3 t".“es cash ftlot‘fv for
e Renaissance stations
O KDAF(WBj* © WLVI(WB)* @ WPIX(WB) @ WGN (Fox)* ] ) . ’
Dallas Miami New York Chicago ;V;;Ch flill.e p.rOJectﬁc;lto h‘;Ye
O KHTV (WB) © WBDC (WB) @ WTIC (Fox* @ KWGN (WB) > “l’“;;g‘“ .H(.’Wt .
Houston Wash, D.C.! Hartford Denver Yearmand LLLTLUTT ) ]

* Renaissance stations ! Option to acquire

1997. Don Grenesko, chief
financial officer for Tri-

AMY GOLDBERG

‘ major markets. Specifically, Finkelstein was
referring to Renaissance’s failed bid for the Out-
‘ let Communications stations in Columbus, Ohio

of which were acquired last year by NBC.

“We had always talked of being a buyer or
seller, and as the talks with Tribune progressed,
it really made more sense to be a seller,” said
Finkelstein, who has not been offered a seat on
the Tribune board nor a future role in the com-
bined group, Tribune officials confirmed. “We
were absolutely convinced that this wave of
consolidation left us no choice but to get bigger,
and this was the best way to realize shareholder
value for our investors.”

Under terms of the deal, Tribune will pay
$36 per share for the 31.5 million shares of out-
standing Renaissance stock, according to John

(WCMH), and Providence, R.I. (WJAR), both |

bune, said the industry ana- |

lyst projections would give the Tribune group a
combined cash flow of more than $400 million.
Although Tribune’s long-term debt will double
to about $2 billion, Grenesko estimated that
earnings will be diluted by 10 percent over the
next five years in covering part of the investment.

While several industry analysts were in
agreement that Tribune paid the right price for
Renaissance compared to the 20 times cash flow
some large-market VHF stations have been
fetching, most said they didn’t expect a buying
frenzy for the remaining station groups on the
market. However, several analysts said they
believe Rupert Murdoch’s News. Corp. still is
interested in acquiring the New World Commu-
nications’ stations group. Murdoch and New
World broke off talks earlier this year over the
$50-per-share price set by New World. |
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After a prolonged search, the CBS
Television Stations group last week
named John Culliton as vp and general
manager of KCBS in Los Angeles. Cul-
| liton, vp/gm of CBS-owned WCCO in
Minnepolis since 1993, takes over a
post that has been vacant since the dis-
missal last December of Bill Applegate.
KCBS, the third-place network O&O in
the U.S.” second-largest market, is a
prime target for improvement in the
recently merged CBS and Westing-
| house station groups. Culliton, who
started at WCCO in 1984 as a news
| producer and became news director in
1991, said his priority will be to build
KCBS’ early- and late-news ratings.
Culliton and Jonathan Klein, president
| of CBS Television Stations, noted that
|  KCBS’ 11 p.m. newscast, which fin-
ished third (6.9 rating/14 share) in the
May sweeps, was the only network
O&O newscast in L.A. to post year-to-
year growth (up 10 percent in rating).
“I’'m interested in seeing the station
continuing to move forward in news,”
said Culliton. Klein has given more
responsibility for CBS western region
stations to Tony Vinciquerra, executive
vp of CBS Television Stations, relocat-
ing him from New York to L.A. Culli-
ton will report to Vinciquerra. Vinci-
querra will oversee KCBS, San
Francisco’s KPIX, Salt Lake City’s
KUTYV, Denver’s KCNC, Minneapolis’
WCCO, Green Bay, Wis.” WFRV and
Detroit’s WGPR. Klein will handle
CBS’ other eight stations, which are
| east of the Mississippi River.

Tribune Broadcasting's WPIX in New

York is making nothing into something

with its 11 p.m. runs of Columbia TriS-

tar’s Seinfeld. For the week of June 24-

28, Seinfeld’s 10.8 rating/20 share aver-

| age (NSI) in the time period beat all of

| the N.Y. network O&O stations’ news-
casts for the weck. WPIX is also getting
good numbers with the Yankees, the

| employer of Seinfeld character George
Costanza. The Yankees’ prime-time
game on WPIX versus the Baltimore
Orioles on June 27 drew a 7.9/13 aver-

. age (7:30-10:15 p.m.), finishing third for
its time periods. That number was up 37

| percent over the Yankees’ 1995 average

rating of 3.8. —By Michael Freeman

|
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CBS Inks A-B, Nike Ad Deals

$160 million in commitments adds spark to sluggish market

TV SPORTS / By Scotty Dupree

BS Sports last week concluded mul-
tiyear advertising deals with An-
heuser-Busch and Nike for most
franchises on the network, including
significant, nonexclusive packages in
the 1998 Winter Olympics. The
deals come at a time when the sports market-
place is moving slowly due to an overabundance
of programming, led by the Summer Olympics
on NBC beginning July 19.

Though terms of CBS’ deals were not dis-
closed, executives close to the talks said both
represent incremental increases for the net-
work. Anhueser-Busch’s package is said to be a

| two-year deal worth $60 million for Olympics,

college football, NCA A basketball, golf and ten-
nis; Nike’s deal, valued at $100 million, is for
those sports as well as motor racing and runs the
length of each of CBS’ contracts (through 2002
for college football).

“It was a smart move for CBS,” said Jerry
Solomon, SFM president of national broadcast.
“A-B is going to be in there with money,” and it
was savvy of CBS to land a solid share, he said.

A-Bis expected to keep up its sports-ad budgets
following a record sales year and to take advan-
tage of rival Miller’s recent brand repositioning.

The current sluggish marketplace in net-
work sports has not had much effect on ABC
because of the network’s long-term deals with
advertisers, said Marvin Goldsmith, ABC pres-
ident of sales. “We did a lot of two-year deals for
Monday Night Football and college football,”
said Goldsmith, who estimates that ABC is
close to about 90 percent sold on both sports.

Yet aside from these few deals, it’s a soft
sports marketplace, which started early this year
but took a break for the upfont. “People are
tired of dealing,” one network sales executive
said. “They’re taking their time. And with base-
bali [on Fox] and college football [on CBS] new
to the market this year, it’s up to us to make
them aware of it.”

“The telltale sign of the market right now is
that six days before the All-Star Game [July 9
on NBC], there is still a lot of inventory left,”
said one buyer, who pegged NBC’s asking price
for a :30 unit in the game at $300,000. [ |

Rock Rolls Around NYC Dial

WAXQ switches to classic tunes in latest Gotham format change

RADIO / By Mark Hudis

ew York’s frenetic rock radio scene
got yet another surprising format
change last week. Viacom Radio
abruptly switched its WAXQ-FM,
a bastion of modern and alternative
rock, 1o the classic-rock format.
WAXQ’s move fills a void in the New York mar-
ket since Infinity Broadcasting’s WXRK-FM
dropped classic rock in January for alternative.

WXRK’s decision to give up on classic rock
also was a surprise because the station had no
competition in the category; Westinghouse/CBS’

WNEW-FM had switched from classic rock to |

adult alternative in 1995. WXRK had a mixed
record with the classic format; the station was
No. 1 among men 25-44 in summer 1995. But
among total listeners 12-plus, WXRK consis-
tently placed out of New York’s top 10 stations,
with shares in the low 3s. So classic rock was out.

“What Viacom has done [with WAXQ)] is
smart,” said Howard Nass, senior vp and corpo-

rate director of local broadcast for TN Media.
“They jumped on [the classic-rock format].”

“There are too many stations playing too
much alternative music,” said Bill Figenshu,
president of Viacom’s radio division. “There’s
really nobody focusing on rock oldies from 1991
and before.” WAXQ went alternative in Decem-
ber 1993 and for the past year ranked near the
bottom of, or out of, the top 20 New York sta-
tions with shares in the high 1s and low 2s.

Viacom last week entered into a local mar-
keting agreement with GAF Corp. to operate
WAXQ. In March, GAF agreed to sell WAXQ
to Entertainment Communications (Entercom)
for $90 million. Entercom plans to swap WAXQ
to Viacom for three stations serving the Seat-
tle/ Tacoma, Wash., market.
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Although WXRK’s ratings were off slightly -

through March this year (to a 2.9) since its switch,
station gm Tom Chiusano is optimistic that the
station will be better off with alternative. |
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Nick Team Has
Knack at Viacom

All That’ creators Tollin, Roberts
get broad 2-year production deal

TV PROGRAMMING
By T.L. Stanley

ike Tollin and Brian Robbins
have been producing televi-
sion shows simultaneously on
both coasts for a decade, so
they know what it’s like to be
in more than one place at a
time. The producers’ new deal with Nick-

elodeon takes that concept a few steps fur- |

ther. The pair, through Los Angeles-based
Tollin Robbins Productions, just signed a
two-year exclusive to create projects across
all genres and all Viacom divisions. Tollin
and Robbins will be able to pitch ideas to
Nick, MTV, VHI, Showtime, Nickelodeon
Movies and Paramount Pictures.

The Peabody Award-winning producers,
who have collaberated on everything from
documentaries and dramas to sitcoms and
music videos, plan a varied slate of product.
“There’s nothing we can’t do within the para-
meters of that company,” Tollin said. “We’ll be
able to tap into all their resources to expand
our reach.”

Along with the deal comes a two-year
commitment from Nickelodeon for A/l That
a Tollin Robbins sketch comedy show now in
its second season, and for Kenarn and Kel, a
spin-off that has been green-lighted for two
seasons on the strength of its pilot alone. A/l
Thar will shift production from Nick’s studio

in Orlando, Fla., to Paramount’s lot in Holly- |

wood. Kenan and Kel, overseen by Robbins,
will remain in Florida. The two shows will be
part of Nick’s major expansion into prime
time this fall and could anchor the SNICK
block on Saturday nights.

Tollin and Robbins also will produce three
or four more installments of Sports Theater
With Shaquille O’Neal, which successfully
broke Nick into one-hour drama when it
aired last month.

The producers have other projects includ-
ing a comedy pilot for Nick, tentatively
scheduled for 1997; a pilot called Hoops,

' which is still in the running for a backup spot

on UPN’s schedule; and a movie script for

the new Nickelodeon Movies unit based on |

an A/l That skit. The partners also are devel-
oping an comedy for MTV featuring the pop

hitp://www.mediaweek.com
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Turner Broadcasting's Classic Sports
Network last week struck a deal with
ITT and Dow Jones to be previewed on
Channel 31, WNYC-TV in New York,
for the next three months. ITT and Dow
Jones purchased the public TV station
with the intention of converting it into a
24-hour sports and business superstation
called WBIS Plus, tapping Dow Jones’
business reporting resources (including {
The Wall Street Jowrnal) and ITT’s half-
ownership of Madison Square Garden
and its sports franchises. Sources close
to the partners said it will be months
before their programming plans are
worked out. In the meantime, Classic
Sports Net will be seen in about 6 mil-
lion broadcast and cable homes in the
New York area on Channel 31; it began
running on the station on July 1. CSN
now claims a total of 15 million cable
and satellite homes. Separately, CSN
has also signed a corporate affiliation
agreement with Time Warner Cable,
which controls a major share of the New
York cable market. Time Warner
already carries the sports network on
systems in North Carolina and Ohio.

Tele-Communications Inc. and Post
Newsweek Cable, the cable operator
arm of the Washington Post Co., said
last week that they plan to swap cable
systems. Post-Newsweek will acquire a
53,000-subscriber TCI system in
Springfield, Mo., and will trade over to
TCI a 48,000-subscriber system in San-
ta Rosa, Calif. Subject to government
approval, the swap should be complete
by year end. —By Michael Biirgi

http://www.mediaweek.com

singing group TLC.

“The ideas they bring are fresh, and their
approach is tireless,” said Albie Hecht, senior
vp of Nickelodeon Productions. “Possibly
their biggest asset is their ability to spot and
develop talent.”

Tollin and Robbins have melded their
interests in sports, music, children’s pro-
gramming and documentaries into an eclec-
tic list of credits. Their cable documentary
Hank Aaron: Chasing the Dream, which
aired in April, won a Peabody Award and
Emmy nominations. The duo’s teen-target-

Setting Sites on the Games

July 8, 1996 MEDIAWEEK

ed programming includes Kids on Kids on
Kids for HBO and The Baseball Bunch for
NBC. Their sitcom Arliss launches on HBO |
in August.

In feature films, Tollin and Robbins last
year produced The Show, about gangsta rap,
for Savoy Pictures. The partners will begin
production this summer on Fast Girls for Def
Pictures. “All the projects we do spring from a
passion of ours,” Tollin said. “We've never
had a business plan or a growth chart. We just
look at each other and say, ‘What do you want
to do?”” [ |

PointCast, AT&T, IBM to fill the Web with Olympics details

NEW MEDIA / By Cathy Taylor

hile Internet surfing has not

yet been declared an Olympic

sport, that has not stopped

some of the most prominent

companies on the World

Wide Web from devoting sites
to the 1996 Summer Games, which start on
July 19 in Atlanta.

One Olympics content carrier, PointCast
Network, today will launch Summer Games
Channel, a package of information that users
may tailor to their individual Olympics obses-
sions. PointCast delivers customized content
off the Internet directly to desktop PCs. With
content from Reuters New Media, the ESPN
SportsTicker and other sources, the Olympics
channel is the first of many special areas that
PointCast Network hopes to provide. Current
PointCast offerings feature broader categories
such as news, sports and weather.

Official Olympics sponsors are making sure
that no one will go hungry searching for Games

Want to turn vour media plan around in 10 seconds?

Affordable National TV Advertising Available
on Top Syndicated Programs.

Call Now For More Information

PIC-TV, INC

212-697-7707
New York

312-214-6335
Chicago

818-563-1500
Burbank

|
|
|

info on the Web. AT&T, IBM and Coca-Cola
are among sponsors that have sites devoted to
the Games. NBC, which is broadcasting some
170 hours of Olympics coverage, is also using
the Web to flex some Olympics muscle.

Although it’s safe to wonder whether anyone
really wants to go on a virtual tour of Coca-
Cola’s Olympic City, the sites primarily are
designed to use the Olympics as proof of the util-
ity of the Internet itself, packaging Games data
in ways that would have been impossible without
the Web. Through the sties, Web users will have
access to data such as athlete bios, medal tallies
and the like, much of it using the latest techno-
logical advancements. “You try to find ways of
delighting and surprising people,” said Russ
Natoce, AT&T Olympics marketing director.

The production of the AT&T site, led by
agency of record Modem Media, is viewed as
a demonstration of the company’s “world with-
out limits” Internet positioning, Natoce said.
After registering, users will be able to tell the
AT&T site which sports they are most inter-
ested in. In future visits, the site tailors itself to
the registrant’s interests and provides relevant
Olympics data.

To the extent that there is an official
Olympics Web site, IBM has it, as producer of
the site for the Atlanta Committee for the
Olympic Games. According to Linda Nardin,
program manager of Olympics public relations
for IBM North America, the site is currently
getting 750,000 hits per day and will offer visi-
tors up-to-the-second results of Games compe-
tition. IBM prominently promotes a feature
that enables fans to transmit e-mail to their
favorite athletes. “The Internet, in IBM’s case,
is not only about the power of the Web, but the
technology of the Games,” Nardin said. |
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A House of Cards

nyone who has built a house of cards knows that only so

many cards can be added before the house collapses.

A Indeed, there has been some debate in the industry

whether that point has already been reached by Mediamark

Research Inc. (MRI) and Simmons, two of the most widely used

syndicated services. Two years ago, Simmons Market Research

Bureau (SMRB) was caught with its pants down for not controlling

the very foundation of its magazine-
readership numbers (the screen-in lev-
els). Simmons promptly adopted a
completely new methodology for esti-
mated readership. Problem is, it failed
to convince the industry that its new
methodology is any better. This year,
it’'s MRDI’s turn to take the heat for its

sometimes wildly fluctuating total
audience levels for a number of publi-
cations.

It’s easy to blame the messenger, but
it’s not really fair to do so without con-
sidering some of the fundamental prob-
lems that undermine the quality of the
data:

o MRI has acknowledged for years
that it has trouble getting “primary”
audience numbers that are logical on
the surface (at least the person for
whom the magazine was purchased, but
more than the number of adults in the
household). We believe the Audits &
Surveys initiative into primary audience
research is a step in the right direction
from which the industry can learn.

o Industry pressure for more mag-
azines to be measured has led to ever
more logo cards being added to the
deck the respondent must sift through.
This adds to the fatigue factor, which

The industry needs to support initia-
tives that attempt to improve the quality

and stability of audience measurement.

leads to lower response rates and there-
fore to lower-quality data. The same
principle applies to the product usage
questionnaire (MRI’s has now reached
almost 100 pages). SMRB asks each
person to answer only 75 percent of the
total number of product-usage ques-
tions, but that is still too much to ask.

¢ Circulation changes
are not reflected in the
audience numbers. Circu-
lation changes do not hap-
pen overnight, and we can-
not expect to see them
reflected in the audience
number overnight either.
But often the statistical
“bounce” inherent in a
readership level based, for
instance, on only 75 people, can pro-
duce decreased audience levels for a
publication that has a growing circula-
tion. The opposite can also happen for
the same reason. This statistical
bounce can only be controlled by find-
ing enough readers for every publica-
tion begin measured.

It’s easier to cry over spilled milk
than to put it back in the bottle. But
BJK&E Media Group believes that the
latter is exactly what we in the industry
should be doing. The industry needs to
support initiatives that attempt to
improve the quality and stability of
audience measurement. These are the
keys to the kingdom. |

R T T T _ _ ]
‘7 Mediaweek welcomes letters to the editor. Address |
all correspondence to Editor, Mediaweek, 1515
‘ Broadway, New York, NY 10036 or fax to 212-536- |
6594 or e-mail to mediaweek@aol.com. All letters |
are subject to editing.

s —
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| After J years away
from network series
production, David

‘ Neuman is back in a

| big way at Disney TV

http://www.mediaweek.com

HOLLYWOOD

Betsy Sharkey
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Ready Jor Prime Time Again

When David Neuman was a
young boy back in Cedar
Rapids, lowa, early on Satur-
days mornings he would sta-
tion himself in front of the
family’s television set. It was
before 24-hour program-
ming, so Neuman’s weekend
viewing started with a TV screen filled with hash, then
the color bars, test pattern, “The Star-Spangled Ban-
ner,” a morning news show called Sunrise Semester t hat
he didn’t begin to understand, and finally, cartoons.
“I'was one of those kids who watched way too much
television, and it was before any adult had the notion

Room for improvement:
Neuman has quickly identified
areas to strengthen at Disney

that it should be limited,” says Neu-
man, now 35 and two months into
his job as president of Walt Disney
Television. “I wouldn’t have understood what a pro-
gramming executive did, but I knew I wanted to be part
of that.”

He never wavered. Neuman even chose to attend
UCLA because on the map it looked like the school that

was closest to Hollywood. But his fate was sealed before
he started school when he saw a local kids show, Dr.
Max, live. Each week, Dr. Max would walk into his
house, sit down at his desk and talk to kids in between
the cartoons. You could see the trees just outside the
window behind him.

“I remember going to the studio and actually see-
ing it wasn’t a real house, that it was a set and that the
tree and the yard was just a backdrop,” Neuman says.
“I was just completely mesmerized by the magic of
the illusion.”

Now Neuman’s job is to help Disney’s stable of televi-
sion writer/producers create the illusion. It’s a mix of
making sure the shows that Disney already has on the air,
such as the long-running ABC hit,
Home Improvement, stay healthy, as
well as ensuring that new shows,
such as Life’s Work, which pre-
mieres this fall on ABC, will have a
long shelf life.

But ultimately, Neuman’s job is
to create hits. Though the Disney
studio has five returning shows
next fall, the only series to attain
major-hit status is Home Improve-
ment. Unhappily Ever After and
Brotherly Love on The WB, along
with Boy Meets World and Ellen on
ABC, are solid performers, but do
not qualify as hits.

“One of the things we must do
is create massively popular prime-
time television programs that can
go for years and years on all the
networks, and on into syndica-
tion,” Neuman says. “Unlike a lot
of businesses where you want to
create a lot of singles, home runs
are definitely the Walt Disney
Co.’s target.”

Disney’s new shows—Life’s Work
and the drama Dangerous Minds
(both on ABC, fall), Homeboys in
Outer Space (on UPN, fall), The
Smart Guy (The WB, midseason)
and Social Studies (UPN, midsea-
son)—remain unknown quantities.
Their fate hangs on a combination of
time slot, creative enterprise and luck.

“Every single one of them could end up being the
next gigantic hit,” says Neuman, who knows the flip
side just as intimately. “We need to come out of the
box with all our guns blazing, because the business can
be a lot like the last scene of Butch Cassidy and the

BRADHITZ
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Sundance Kid—it’s hard enough to stay alive, let alone
be successful.”

Disney was the last thing Neuman had on his mind
when Dean Valentine called him last November. At the
time, Neuman was president of programming for Chan-
nel One Network, the school-based TV programmer
owned by K-IT Productions, where he had spent the last
three years.

Under Neuman, the anchor show, Channel One
News, was revamped, going from magazine-style fea-
tures to hard news for an audience that ultimately grew
to 8 million teens. Channel One’s news coverage won 75
national awards, including a Peabody. It remains the
programming venture that Neuman is most proud of
having a hand in shaping.

Valentine has headed Disney’s prime-time develop-
ment and series television business for years, but the
management shifts that have taken place at the studio
over the last 18 months had given him substantially
expanded duties. In short order, Valentine—now presi-
dent of Walt Disney Television and Walt Disney Televi-
sion Animation—knew the top tier of management
within the various television groups he managed had to
be enlarged.

Neuman and Valentine had a history. The two
worked together at NBC in the 1980s and had stayed in
touch after Valentine went on to Disney and Neuman
left the network to become an independent producer
based at Fox before moving to Channel One.

“Dean and I had an excellent working relationship
then,” Neuman says of their time at NBC. While there,
Neuman was the program executive on such shows as
Cosby, Cheers, Family Ties, Golden Girls, Night Court
and about 20 others. “One of the attractions of coming
here was that I knew that Dean and I had a shorthand
with each other. I knew we always saw things from a
similar point of view in terms of business strategy and
creative issues. Walt Disney is the premiere entertain-
ment company, and with the acquisition of ABC it’s
only going to get better. It sounded like everything you
look for in an opportunity.”

But there was unfinished business at K-III. While
Disney announced late last year that Neuman would be
taking the job in January, he didn’t join the company
until May 1, just a few weeks before the network sched-
uling madness was due to begin.

“It was a completely insane time to join—there were
29,000 things happening at once,” says Neuman. He left
Channel One at 10:30 one night and was on the Disney
lot by 9 a.m. the next morning, his first day on the job.
He didn’t leave until 1:30 the next morning, having
stayed to see the taping of one of the pilots. “I got to
watch an organization function at a critical moment,
which was useful, because now I understand better what

our strengths are, what we need to build on, and where
to go from here.”

One of the things Neuman hopes to do, along with
his newly named No. 2, senior vp of creative affairs
Peter Aronson, is to make Disney a magnet for creative
talent. Having that sort of “buzz” attached to the studio
helps not only to attract new talent but also keep the
writer/producer teams that the studio already has rela-
tionships with.

“I asked Les Moonves [CBS Entertainment presi-
dent and former TV chief for Warner Bros.] for some
advice before I came into this job and he said, ‘It’s about
managing your writers, making sure the right people are
on the right project with the right support,”” says Neu-
man. He also draws on what he learned from working
with Garth Ancier, who now oversees entertainment

“Unlike businesses where you want to create a lot of singles,”

at Disney “home runs are definitely the target,” Neuman says.

programming for The WB. “The relationships [Garth]
had with producers were excellent; everybody just loved
him,” Neuman says. “It was in part because he gave
them the kind of support and respect they needed.”

Neuman believes he has been lucky in his career to
be able to learn from the best. At NBC, he was hired by
Brandon Tartikoff, Warren Littlefield and Jeff Sagan-
sky, though Sagansky left soon after he arrived. He
credits both Tartikoff and Littlefield with teaching him
how to make a great show.

“They were both about always trying to improve, add
another great writer to a writing staff, come up with an
even better idea for a show or an episode, add someone
else to a cast,” says Neuman. One of his favorite Tar-
tikoff—isms: “We’d be sitting in a meeting and maybe I'd
report on a struggling show, one that everybody in the
room had given up on...and Brandon would say, ‘I'm
not going down without taking a few punches.” There’s
an energy you can draw on by taking that attitude.”

Neuman’s own tastes are wide-ranging, to say the
least. He admits to standing in line on opening weekend
to see Ace Ventura Pet Detective while counting F.W.
Murnau’s classic silent film, Sunrise, as one of his fav-
orites. He grew up in the Midwest and though his life
these days is more like Seinfeld, he works to stay in touch
with the real world.

“If you’re not out there dialing 777-FILM and wad-
ing through that guy’s innane voice to charge your tick-
et, or going to the post office every once in a while...if
you don’t do those things that Americans do in their
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lives, you lose touch with what it’s like to actually be liv-
ing in this world,” says Neuman. “If you’re not careful,
you end up living in a universe that bears no relation-
ship to the market you’re serving.”

He is also guided by the Oscar Wilde saying, “I am
not young enough to know everything.” Neuman thinks
of it when he remembers the senior executive at NBC
who told him that Chieers would never be a hit because
“it was set in a bar and people don’t like bars.” Anoth-
er exec advised him to never develop a show with old
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relate down in age, not up. Then along came Golden
Girls. When he looks at negative screening reports, he
tries to balance common sense and pragmatism with
the famous story that ER tested poorly.

“All we can do is take our best shots based on our
best judgement and not let our egos get in the way,”
says Neuman. “One of the goals in my career is not to
be the idiot executive who said one of those now-leg-
endary things. I’'m fond of quoting the Decca Records
executive who said in 61 or ’62, ‘I’m sorry, Mr. Epstein,

people at the center of it because viewers could only

hen Peter Chernin was given the
W reins of Twentieth Century Fox’s

movie division a couple of years ago,
many people in Hollywood scoffed. He
was, after all, a TV guy—the former head
of programming for the Fox network.

But Chernin is proof that just as stars
can make the transition from small
screen to big, executives can too.

Chernin has designed his features to
be either big or small, with not much in
the middle, at least in terms of budget.
There will be more big event—styled
movies like Independence Day, which
blasted its way through the 4th of July
weekend on the high end, and on
smaller pieces like Srealing Beauty that
cost less and make less but earn impor-
tant critical attention. A studio needs

The Backlot...

both types of projects to attract talent.
Chernin has gone a long way on the
talent side, signing deals with power
producers like the Kopelsons, who pro-
duced Eraser for Warner Bros., and

director Jan de Bont, whose $200-million-

and-still-churning Twister has sent his
stock soaring.

Just how far Chernin has come in
terms of acceptance and credibility on
the business side can be measured, in
part, by theater owners. They are like
television affiliates, only a bit more arms-
length and with a lot less loyatty.

So the decision by Cineplex Odeon to
premiere lnudependence Day in its the-

. aters on a 24-hour grid is significant.

Cineplex Odeon’s marketing chief,

i Howard Lichtman, is known as a partic-
¢ ularly savvy executive. And theater own-
i ers are very careful about keeping their

i theaters open unless there’s sure to be

i an audience.

The strategy paid off. Independence

i fans were not only willing but anxious to
i get aticket to 3 a.m. Cineplex showings
last week. It will take another year to see
i how well Chernin’s strategy is working,
but for now it’s getting high marks.

About the only thing Chernin has not

: managed yet is to turn out a major Acad-

RON TOM/FOX

. Transition player: Ex-TV exec

Chernin is growing Fox’s film biz

: emy-Award winner. And in Hollywood,

Oscar always and ever will be the golden

boy, and the ultimate measure of success.

those who comprise the Video Software

It’s tough to get a group as diverse as
Dealers Association together on asin-

i gle issue. But actor Jeff Bridges and his
i End Hunger Network have managed to

but three-guitar groups are out this year.”” |

do so with the just-launched Fast For-
ward to End Hunger program, which will
run through the summer.

Michael Robitaille, executive director
of End Hunger, said it was roughly a two-

¢ year process that began as an abstract

idea and emerged into the wide-ranging
program to involve video retailers.

“The one area of the media which is
constantly marketing itself is the video
side,” says Robitaille. “There are always

: titles going out and there are always cus-

tomers coming through. We saw the pow-
er that was there and wanted to create

: something that had a major outreach.”

About 60 million consumers go to

¢ video stores each week, says Robitaille.

The stores, by their nature, are communi-
ty-based operations. So the program that
the partnership devised that links End
Hunger and the VSDA will see 100 per-

¢ cent of the monies collected at video
: stores go back to the local communites.

The success stories, says Robitaille,
are just beginning to trickle in. “There
was the Blockbuster clerk who man-
aged to raise $600 by the end of the
first week,” says Robitaille, “because
he had been hungry at some point.”

: And there is SunCoast Video, a mall-
i based video retail chain that is putting
: together a promotion with the Walt

Disney Co. to earmark a percentage of
the proceeds from sales of Disney
videos for Fast Forward.

The plan is to make this an annual,

i summer-long event, with partners com-
i mitting to three years.

“The goal is to have it take hold with

: the retailers and with the community,”
: says Robitaille. “The possibilities for syn-
: ergy are great.”
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ark Goldstein admits he has a erush on the
Internet. In fact, he tends to gush about it.
Fallon McElligott’s president of integrated
marketing says it’s because in his career
he’s never seen anything that lets him do so
many things at one time. The Internet
allows agencies and companies to talk
directly to consumers and get immediate
responses to questions; it allows them to
research and track sales. Basically what he
means is he ean reach out and touch customers via the Web. “I
love it for its ability to create and
nurture relationships,” Goldstein
says. “Because it’s so new, it’s like a
giant sandbox. There are no rules.”

Fallon’s interactive effort does
have a lot more structure than it
did when Goldstein joined the
agency three years ago. At that
time Fallon had a loosely gathered
interactive task force, headed up
by Cindy Herbst. “Everyone
thought it was cool, but no one
knew what to do with it,” Goldstein
recalls. That group has evolved into
a 17-person team with four man-
agement supervisors, including
Herbst, who are regularly asked to
speak about the Internet to other
companies. More and more clients
are interested in the Internet and
are allocating funds to it, Goldstein
says, though he declines to say
whether Fallon’s interactive effort
is a profit center yet.

Ironically, after all the hard
work, it was an old-fashioned TV
commercial that perhaps did the
most to raise Fallon’s interactive
profile. The March 96 spot, for
Apple Computer (a BBDO client),
touted the BMW of North America
Web site, created by Fallon with
Duffy Design, to showcase Apple
technology. (It didn’t hurt that Fal-
lon worked with BBDO to create
the ad. But Fallon got involved only
after Apple expressed interest in the BMW site.)

Apple’s kudos drew consumers to the site and also caught the
eyes of the creative directors on the BMW account. Before that
commercial, they spent a lot of time trying to minimize the
appearance of the company’s Web site address in TV and print
ads, 50 as not to mar their work. All that changed with the spot.
“It sent a huge signal to the rest of the agency that we were good
at this,” Goldstein says. “Apple was kind of a validation.”

SHOCK TROOPS/ THE AGENCY

SHIFTING
GEARS

Mark Goldstein drives

Fallon McElligott and
client BMW to the Web.

Additional praise came at the One Show,
where two of the agency’s sites were tapped as
finalists in the Web category. Having overseen
Fallon’s foray into the world of new media, Goldstein takes all
praise and criticism of the agency’s development personally. He
cruises the Web looking for things that interest him profession-
ally and otherwise. (One of his favorites is www: hothothot.com—
a hot sauce site.) But he also thinks a lot of Web sites fail to
engage their potential audience, putting up little more than on-
line brochures. Goldstein made sure BMW’s effort—a project
to which he habitually returns in conversation—took advantage
of the medium.

“BMW was a real break-
through. It let us build a site that
really matched the brand,” he says.
The site was the first Fallon
created in conjunction with its
brand-building tasks as BMW's
agency of record. Hits to the site
spiked from an average of 30,000 a
day to 150,000 following the Apple
Computer spot. That number has
since leveled off at around 100,000
hits a day. But the site is connecting
with its intended audience.

One enthusiast in Cody, Wyo.,
wrote via e-mail: “This site was
extremely helpful to me as a car
buyer: I really liked the options list.
I live in a rural area, far from a
BMW dealer, but with the informa-
tion from the site I was able to
orcder a new 328si! Without this site
my buying experience would have
been very stressful. Thank you very
much! I can’t wait for the car!!”

A check of the database con-
firmed the writer had in fact bought
a car, and he wasn’t the only one.
Looking through the site’s e-mail,
Fallon found another 30 or so mis-
sives raving about the Web site’s
ability to help select a new BMW, “If
35 people are telling us they bought
cars because of the site, can you
imagine who else did and just didn't
tell us?” Goldstein crows.

Talk about a way to track effective advertising: “Where we
have an edge is that we understand that the Web is about mar-
keting, not about technology,” Goldstein says.

Forget trying to hire Fallon to build your company’s Web
site, however, unless you plan on naming them agency of
record. “That’s not our strategy,” Goldstein says. “We are not
in the Web development business, we're in the surround-the-
brand business.” —Ellen Rooney Martin

July 8, 1996
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little Hollywood, a little sizzle, a lot of fun and
a secure transaction system. That’s what the
World Wide Web needs (though not necessar-
ily in that order). So far, Sony has at least two
of the four: a secure transaction system and,
in the person of Online Ventures president
Mitchell Cannold, some Hollywood flair. Can-
nold, a former film producer, had been presi-
dent of Sony New Technologies for four
years, overseeing Sony IMAX film produc-
tion and the Sony Online Web site. As head of the newly formed
Online Ventures unit, he is respon-
sible for one of the most expansive
construction programs in cyber-
space—Sony’s Station project.
Even as some in the on-line
world are abandoning big “desti-
nation” sites, Sony is planning to
unveil in the fall of 1996 a central
hub that will tie together all of the
company’s ideas in on-line enter-
tainment. The site was designed in
conjunction with CKS Group in
Cupertino, Calif., though Sony has
taken over and will be responsible
for its ongoing programming.
Cannold runs the Station proj-
ect with an eye for what Web
surfers don’t want to see. “Too
often global companies bog down
the fun stuff with corporate infor-
mation. [Sony’s Station Project]
will be entertainment, fun and
games,” Cannold says. Fun and
games in Cannold’s view are a lot
more than the promotional mush
that often passes for program-
ming on the Web. “This is not
repurposing. This is not a recap of
vesterday’s Jeopardy or Wheel of
Fortune,” he says with uncharae-
teristic emphasis, expressing his
contempt for the shovelware—step
right up, folks, and download Brad
Pitt!—that still characterizes too
much Web programming. Sony’s
bet is that with the right content
and the right marketing, Web surfers will gravitate to a site
that is being billed as a veritable 24-hour amusement park.
“Too often, when new technologies create a new medium,
the technology is the thing,” Cannold complains. One of the
few senior on-line executives with a background in entertain-
ment—he produced Dirty Dancing at Vestron before joining
Sony and had previously been with NBC and CBS News—
Cannold aims to create a network that will get Sony’s audience

SONY
CENT

SHOCK TROOPS/ THE CLIENT

Mitchell Cannold and

Visa bet they can sell

games and more on-line,

to “not just browse, but ecommit; not just chat,
but involve themselves,” he says. Initially, the
Station project will target game players, the
predominantly young and male audience for its PlayStation
product. Cannold expects the audience to grow older and more
balanced as the site’s marketing campaign expands.

The plan calls for each of Sony’s units—from the Columbia
and Tri-Star studios and Sony Music Entertainment to the
video-games division—to contribute segments using their
libraries and expertise. That means content ranging from film-
and television-inspired forums and games to on-line video-game
downloads to original programming
that Cannold compares with the on-
line serial The Spot.

Like many World Wide Web
entrepreneurs, Sony hopes to mine
every possible revenue stream. That
includes advertising from outside
sponsors but also pay-as-you-go
game playing and Sony product
sales. The site will be launched
with an advertising campaign that
should dwarf anything yet seen in
the on-line market. A joint promo-
tion with Visa will devote what
Cannold says will be tens of mil-
lions of dollars to television ads.
Visa will use the promotion to push
its own secure transaction system,
fighting cyberfears of stolen card
numbers and haywire bank
accounts. “We anticipate a stam-
pede [of purchases],” says Cannold,
“because the consumer wants to
buy on-line, and now Visa is going to
tell him that it’s safe.”

Sony’s projections for the new
medium are sufficiently optimistie
that Cannold, who sat for this
interview just after a meeting with
Sony’s top three U.S. executives,
had to reassure his superiors his
group’s advertising projections
were “absolutely real.” Whether
Cannold’s optimism is justified will
depend, of course, on how effec-
tively Sony can use its entertain-
ment divisions to program the Web. Criticism of Sony’s Hol-
lywood adventures is a regular fixture of the business pages.
When Sony entered Hollywood, doubts were raised about a
Japanese conglomerate trying to play the American media
game. On the other hand, its PlayStation has captured a siz-
able share of the video-game market in less than a year, lead-
ing the pack of new systems. In cyberspace, perhaps, Sony has
the chance to do entertainment its way. —Mark Gimein

RAL
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he big traditional magazine companies have
suspected for some time that they should
have a significant presence on the World
Wide Web. After all, what’s a Web page but
a kind of magazine on steroids? But now
that all of the major publishers have made
the Edmund-Hillaryesque decision to launch
their own sites (Why get on the Web?
Because it’s there), they're still trying to
figure out what on-line readers really want.
Is the Web simply a more efficient newsstand, a cool way of
delivering hopped-up versions of
People and Good Housekeeping?
Or do Web surfers expect more?

This month, Condé Nast’s
CondéNet makes its strategy
clearer with the launch of a new site
dedicated to the datin’, matin’ and
conversatin’ habits of the Friends
generation. The new site is called
not Glamour.com or Details Online
or  http://GQ, but  Swoon
(www.swoon.com). Like its sister
sites—Epicurious, for gustatory
enthusiasts, and Condé Nast Trav-
eler Online, for travel buffs—Swoon
Is 4 new entity, with largely Web-
original content, and will draw only
occasionally on existing Condé Nast
magazine titles, including those
above plus Mademoiselle.

“I don’t want to, in any way, diss
anyone else’s site,” says Lamar
Graham, Swoon’s editor-in-chief,
from an office that looks like a
startup’s. “But I don’t think general
interest magazines on the Web are
as compelling as they are on paper.
There are 25 million pages on the
Web, and if 1 want books, well,
there’s a books page. If I want mar-
tial arts, I'll go to a martial arts
page. My bookmarks file is this long
with all the weird things I like to
look at. I'm not looking for every-
thing in one place on the Webh.”

A working journalist and “geek
hobbyist,” the 30-year-old Graham has been walking the Web
since the Medieval days of text-only browsing. He used to stay
up till the wee hours maintaining a CompuServe bulletin board
(for fun). And he’s had about as much experience as you can have
working as a content provider—he’s done it once before. Last
spring, he helped launch Wenner Media’s first new media proj-
ect, Rolling Stone Online on CompuServe.

His non-geek portfolio includes writing for Cosmopolitan,

SHOCK TROOPS/ THE MEDIA

IT'S A
DATE

Lamar Graham edits

Condé Nast’s new “rela-

tionship” site, Swoon,

Mademoiselle and Redbook (his guide to
“Men’s Secret Sex Signals” is still available on-
line over there). As a staff member of GQ and
Men’s Journal, he has written many men’s health articles,
which, he says, “are the closest men’s magazines come to rela-
tionship stories.”

That editorial experience will undoubtedly come in handy,
as suggested by Swoon’s three editorial sections—“Lovers,”
“Friends” and “Others.” The site aims to cater to young sin-
gles who are starting out in the real world, beginning their
careers and rejiggering their social lives (or, to quote the
Friends theme song: “Your job’s a
joke, you're broke, your love life’s
D.O.A.”). With this in mind, says
its editor, they’ll cover everything
from safe sex to shopping for your
grandparents, with the perfect
Swoon feature being “My Boss Is a
Psycho.” The site will also include
forums, a gossip column, polls,
quizzes, horoscopes and free inter-
active personal ads.

Graham’s editorial concept has
as much to do with emotional con-
nection as with the dazzle of Shock-
wave graphics. “The Net is sup-
posed to be about community,” he
says. “Our site is about people inter-
acting with one another; it’s no
more high falutin than that.”

CondéNet director Sarah Chubh
says Swoon’s approach is getting an
enthusiastic reception from adver-
tisers, but she declined to name any
names at press time. “We have a
handful on board, and a handful are
waiting to see what it looks like,”
she says, sounding unworried. At
$15,000 a month, the site’s category-
exclusive sponsorships aren'’t cheap.
But in venerable Condé Nast tradi-
tion, Chubb advocates the high road,
even on the information superhigh-
way. “It’s nice to sell banners,” she
says. “But we're looking for a really
tight, long-term relationship with a
small group of advertisers.”

Graham thinks there’s no reason Condé Nast can’t create
some of the most compelling sites on the Web. “The little tech-
nology shops have sort of bamboozled people into thinking the
Web environment is so advanced that mere mortals in the mag-
azine business have no idea what works out there. You know
what? [t’s not true,” he says. “In the end, the best people to write
headlines for a Web page are the people who write cover lines
for magazines—not UNIX programmers.” —Kevin Pearce
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Growing P

ast October, to kick off
its interactive advertis-
ing campaign for the hol-
iday sales season, one
computer-products mar-
keter bought individual

banner ads on a Web site

for each of its three divi-
sions. Unfortunately, due to human error and planning done
on paper and dry-erase boards, one division’s ads never ran.
But the report that informed the client of the slip-up was
issued in January, leaving the advertiser with no fourth-quar-
ter Web ads and little recourse. After all, what kind of make-
goods can make up for a missed Christmas sales season?
Nearly every site and every Web advertiser can tell such a tale
of missed cues. And the level of chaos in the Internet adver-
tising marketplace is only likely to increase short-term. A
recent study co-sponsored by Netscape, AT&T, Infoseek and

the Audit Bureau of Circulations found that 40 percent of

Buying ads on the Internet shouldn’t be

current Internet advertisers
plan to increase interactive bud-
gets over the next year, each by
an average of 200 percent. Yet
across all its players—clients,
agencies, rep firms, and sites—
Web advertising draws a consis-
tent stream of criticism.

Much of the dissatisfaction
stems from the high-tech medi-
um’s ultimate reliance on human
labor at the end of the ad trail, a
frustrating predicament in the
face of this exciting new tech-
nology. What is also striking
about the complaints is that all
point to a lack of clear lines of
responsibility between advertis-
ers and the medium, in this case
the site operators. Although
diplomacy, rather than finger-
pointing, is the favored tactic of
the moment, each side seems to
think it’s wasting half its day
doing someone else’s work. Ten-
sion is clearly mounting.

During a recent traveling
road show, co-sponsored by
Netscape, Nynex Big Yellow,
Infoseek and Starwave as a kind
of Web pep rally for agencies and advertisers, Softbank Inter-
active Media Sales (IMS) chief operating officer Ted West put
up a slide acknowledging a laundry list of problems in the
nascent Web ad industry. Complaints include excessive limita-
tion of creative options (nothing but banners on the menu),
lack of site flexibility in scheduling and presenting ads (and
targeting them to specific audiences), nonexistent standards

~ July 8,1996
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in research and auditing, and a dearth of professional sales peo-
ple and techniques. “Every day we hear objections from buyers
that fall into these categories,” West says. The thrust of his pre-
sentation was, not surprisingly, to show how some sites (those
IMS reps, for example) are living up to the challenges. But the
question of who should take the lead in solving the Web’s adver-
tising problems leaves ample room for disagreement.

virtually impossible.

~ httpy//www.adweek.com

“The biggest initial problem is that there’s
no way to know what the media alternatives are
or how to compare them on a consistent basis,”
says David Zinman, vice president of sales and
marketing at Palo Alto, Calif.-based FocaLink,
one of several ad management software companies attempting
to create market standards. FocaLink’s month-old Market-
Match software, in use by 30 agencies, lists every Web site the
company can find that accepts advertising (there are 520 in its
current report), giving details on content, pricing and audience.

“The sites can’t really tell you a lot about who their useris,”
agrees Leslie Jump, director of new media and marketing
communications for MCI. “Part of that is because they liter-
ally haven’t had time to build up that bank of knowledge. A lot
of these guys are coming at this with relatively little experi-
ence. We've found that we know more about this than the
people we're buying from.”

Some electronic publishers, however, are quick to respond
that it’s not their fault comparisons are difficult for planners
and buyers. “Another thing that needs to be resolved is the
whole question of auditing,” says Lon Otremba, executive vice
president of network sales for C/Net. His service’s propri-
etary DREAM (Delivery of Real-Time Electronic Advertising
Messages) technology is designed to solve targeting problems
by serving users customized ad messages based on demo-
graphics such as age and gender plus system platform and
connection speed. “I'm flabbergasted that none of the audit
bureaus have an established standard for auditing. Those guys
were late to the game.”

“That’s pretty much the whole reason why we got involved
in this, to bring standards to it,” responds Monica Segura-
Bunch, an official with the Audit Bureau of Circulations, one
of several companies, along with the Business Press Associa-
tion and I-Pro, that are seeking to audit the Web. Segura-
Bunch notes that ABC’s Interactive Auditing Services division
was developed out of industry consensus. “We got buyers and
sellers together to say, ‘This is the type of info I want to see.’
It has operated as a forum to get the buyers and sellers
together, to see that everyone will play by the rules and all the
sites will have an equal field to play on.”

Once an audience size is properly counted and audited,
however, content providers and advertisers still have to agree
on a fair price to reach those Websters. For media buyers
planning an interactive campaign, comparison shopping on
price is nearly impossible. Flat fee and CPM models prevail,
but there is by no means a universally accepted protocol for
fees. And even electronic publishers acknowledge that creat-
ing pricing standards is a challenge still to be met.

“The fair market value for this medium has not yet been
established, which makes evaluation of the medium as a whole
extremely difficult,” says Linda McCutcheon, director of sales

By Hillary Rosner
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“T am not in a rush to attach a comparabi
that makes it seem like broadcast or print

and marketing for Time Ine. New Media. “I pitv any media
planner who is now planning on-line in addition to other duties.
But I personally am not in a rush to attach a comparability
model that makes it seem like broadecast or print.”
MecCutcheon is on the steering committee of the Internet
Advertising Bureau, a trade organization launched last month
to address the medium’s problems and “help articulate the
value of the medium to the buying community,” according to
McCutcheon. Many advertisers have come forward to express
a sense of hope—hordering on relief—that the organization
will help move the industry forward.

Variations in ad production requirements are another
headache. While there is a growing trend among sites toward
a standard-size banner (468x60 pixels), the current wide vari-
ety of dimensions—many differing by only a few increments
of measure—often means agencies must build several differ-

ent creative executions of the same ad. “The production person
goes nuts,” Zinman says. “Most people change graphies every
month. [That can mean] three different creative executions
done 10 different ways.”

Publishers cast the production problems in a different light.
“In a lot of cases, advertisers could be a little more judicious in
getting the materials to us at the proper time,” says Jeff
Lehman, vice president of the technology group at Softbank’s
IMS. “The feeling is that since there are no presses running,
there’s no deadline. A lot of [advertiser misunderstanding] is
expecting stuff to be posted within minutes of our getting it.”
Lehman also complains of receiving graphies that are too large
to be useful to the average computer user. “People don’t under-
stand what the user’s experience is going to be. Their ad is still
loading, and the user is already down at the bottom of the page.”

In reality, of course, the industry is already expanding its
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ity model [to on-1linel
says Time’s McCutcheon.

advertising options beyond banners. ZDNet, for example, is
launching NetBuyer, a virtual catalog and “one-stop shopping
center for computer products,” where advertisers can pay to
list their products in addition to placing banners. And
CondéNet, Condé Nast’s on-line content division, among
others, is translating the advertorial concept to the Web: The
Robert Mondavi Winery is running advertorial content on
CondéNet sites via a “bridge page,” a site on CondéNet’s
server that is accessed by clicking on Mondavi’s banner, offer-
ing information on both food and wine.

Once a banner is up and running, a whole new string of obsta-
cles unwinds, beginning with flexibility. According to an ad rep
who would not divulge the party involved, one large and popular
site was, until recently, so rigid it would not allow advertisers to
test or swap creative, and would only run banners on the sched-
uled rotation, with no room for last-minute changes or special

”ewiah, I’

L

requests. The site finally acceded to its clients’ demands and
installed a software fix called AdServer.

AdServer was developed by NetGravity, an Internet mar-
keting solutions company, to take the headache out of traf-
ficking and other problems by providing back-office help for
Web sites. The software allows media buys to be transacted
on-line and makes it easier for sites to track, measure and
report ad results. Yahoo!, Netscape, GNN and C/Net are

among sites currently running the software.

“Many clients are treating [interactive advertising] not
unlike direct marketing,” says IMS’s West, “where you see
which ereative executions pull better and then develop a whole
campaign that you swap in and out every two weeks. The life
of a banner is certainly less than a month.” As sites increase
their flexibility for the sake of advertisers, however, the
already problematic practice of trafficking becomes even more
complicated. And with clients and agencies communicating
with a number of different sites, the potential for human error
is huge. Ann Burgraff, NetGravity’s director of marketing,
tells of finding ad schedules at one site compiled on Post-It
notes. “Wouldn’t you feel terrible if you were the advertiser on
the note with the worst glue?” she asks.

Even the seemingly simple task of checking to see if a
banner went up at the correct time can often create extra

Il use the money 10 ™

From the publishers of Parade comes react,
the interactive magazine that relates to,
responds to, and involves teenagers.
That’s why everything in it gets a reaction.
Contact Bunny Fensterheim at
adsales@react.com or 212-450-0901.

react. From their heads to our pages.
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work for agencies; unfortunate employees are reduced to surf-
ing through sites themselves to find their banners. New prod-
ucts and services to automate the process are slowly gaining
acceptance, however. One is FocaLink’s SmartBanner, which
made its debut last October. The tool allows agencies to send
their graphic files to FocaLink, which then stores banners for
many different sites on its own server, enabling better flexi-
bility and tracking for advertisers.

Of course, once an agency has confirmed that its client’s
banners have been placed correctly, the next problem comes

the ease of
other medid
buys, “we need to
find a way to plan
[on-1inel smarter,”
says Y&R’s John Kane,

in reporting how many people were exposed to the ad. “Each
site is going to count [exposures] in a different way,” Zinman
says. “Nineteen percent of [sites listed by] MarketMatch is
unaudited. Sites use different definitions—page views, ad
views, impressions. Agencies have to spend all afternoon try-
ing to figure out how to compare numbers across sites.”

Agency employees are not the only ones keeping grueling
hours in order to get the work done. “We've had situations
where we had 20 clients asking for 20 reports that all looked
different,” says Sarah Chubb, director of CondéNet. “So many
new media companies are being run so lean because the
returns aren’t there yet. We've had people working until mid-
night.” CondéNet also recently signed on with NetGravity,
which might reduce its midnight-oil orders.

Accepting responsibility for preparing and analyzing
reports may well be the most divisive issue in the industry
right now. Many sites, and even some technologically minded
advertisers, are employing either proprietary or outside soft-
ware to facilitate the process of providing reports in flexible
formats. But many perform the service grudgingly. “The
medium is so measurable, people want to measure the heck
out of it and go overboard,” says Anil Singh, director of sales

at Yahoo!, the Internet search engine. “Our attitude is, if you
want the data, we'll give it to you.”

“Everyone’s asking for the same information, but everyone
wants it formatted differently,” says IMS’s Lehman. “There
are 80 advertisers running 100 different ad eampaigns now on
ZDNet. If they were all to ask for customization, we’d be
spending all day doing reports. If we could take the informa-
tion and present it in the lowest common denominator format
that everyone can use, and agencies are willing to pick up the
ball from there, that’s fine. But they need to pick up some of

the responsibility for analyzing the data.”

Many on the agency side are inclined to think they
have picked up more than their share of the responsibil-
ity, and that it may be time to find another strategy. “If
we have media planners spending three weeks to do a
media plan that is the equivalent of one page in Time
magazine in terms of cost, we're going to have a hard
time,” says John Kane, vice president and associate
director of new technologies at Young & Rubicam in San
Francisco. “We need to find a way to plan smarter.”

There is plenty of room for outside companies to step
in and help ease this stalemate. DoubleClick, a rep firm,
united all the sites it represents into one network, ensur-
ing at least a basic level of standardization and making
life a little easier for agencies and sites. “If you can iden-
tify the responsibility and then give both sides the tools
to improve, it’s very effective,” says Kevin O’Connor,
DoubleClick’s ceo. “All the problems we had in the past
were in the handoff between various constituencies.”

The Web’s problems will also be eased by technolog-
ical progress on the medium, which is continuing at an
astounding pace. Creative options are being enhanced
with applications such as Java and RealAudio, and audi-

ence tracking is improving through systems like Netscape’s
“cookies,” which follow a user’s progress across the Web by
placing an electronic tag on a computer’s hard drive.

The growing pains of the Web aren’t really anything extra-
ordinary: Cable and spot TV before it suffered through the
same difficulties with trafficking and verifying ads. Lack of a
quick, comprehensive response to their problems limited the
growth of those advertising channels back when they were the
“new” media. In anticipation of Web advertising’s coming of
age, the potential for human error must be reduced even fur-
ther, and lines of responsibility need to be marked in black ink.

New challenges will inevitably crop up, and they must be
met with a collaborative effort. “Yes, there has been a learning
curve, but the bar has been set much higher in interactive
advertising than it has in other forms of media,” says Time
New Media’s McCutcheon. “Part of it is our own darn fault
because we went out and said, ‘Here’s a medium that’s fully
accountable, and it’s instantaneous.’ I think we overpromised
in the beginning, not understanding how fast it would grow.”
MecCutcheon stresses that interactive advertising is still in its
laboratory stage. “This is rabbit ears on the top of your TV,
and in a few months everyone will have cable.” &
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THE 1Q Q&A:;:

JOHN DOERR

Silicon Valley’s most influential
venture capitalist says Internet fever
has only just begun. By Michael Schrage

otus Development Corp.,
Compaq Computer, Sun
Microsystems, America
Online, Intuit and—yes—
Netscape: These are just a
few of the companies
funded by Kleiner Perkins
Caufield & Byers, perhaps
the most successful venture capital company in American history. The re-

inforcing rise of silicon, software and internetworking has transformed Kleiner

Perkins from a partnership that funds technology startups to a firm that co- As a partner in
creates new new-media companies. However, as partner John Doerr likes to say, Kleiner Perkins
Kleiner Perkins is less interested in launching new companies than in launch- Caufield & Byers,
ing new industries. Intense, hyperkinetic and with an ability to network that John Doerr has
makes the Internet look as archaic as a rotary dial phone, John Doerr drives helped nurture
most of Kleiner Perkins’ most exciting initiatives in new media. He negotiates new-media stars
partnerships with media giants like TCI, and he helps recruit executives like America Online,
Netscape’s Jim Barksdale. As a venture capitalist, Doerr literally puts his Netscape and

money where his mouth is when it comes to predicting—and shaping—the Intuit.
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new media future. His comments and criticisms about the future
of the Internet and the future of marketing don’t represent
visionary speculation—they outline an investment philosophy
that has created tens of hillions of dollars of market value.

It sometiimes seems everyone is going Internet crazy. Is this
the digital version of the tulip-bulb craze in 17th century Hol-
land, where for a moment of time the tulip bulb was the ulti-
mate speculative investment? What's really going on here?

It reminds me of the Johnny Carson routine, the great
Karnac joke: The answer is the Internet. What is the ques-
tion? I think the Internet has become the answer to every-
thing. Yet I'm among one of the crazy few who believes the
Internet has been under-hyped. It’s not a erazy tulip-bulb
phenomena, taken as a whole. In the micro, there are Inter-
net companies that are way overvalued and will certainly fail,
as did many early PC software companies. But consider:
From 1980 to 1990 new companies in the PC industry gener-
ated $100 billion of shareholder value. By 1990 they were
doing $100 billion in revenue also. So this was a huge change
driven by Moore’s Law [positing that computer processing
speed would double, and chip prices halve, every 18 months].

And people back in those days talked about PCs being
hyped, saying there would never be home computers.

Now we're shipping more PCs than we are television sets
every year. Along came another law, Metcalf’s Law. It says
that the value of, not a broad-
cast network, but of a two-way
network goes up as the square
of the number of communicat-
ing devices. That is on the mar-
gin now, a more important phe-
nomenon than Moore’s Law,
and it is what is making the
Internet ever more valuable.

The Internet is growing at
the rate of 2 percent a day, 10
percent a week. There are now,
by the most reliable estimates [
know of, some 20 million regu-
lar users on the Internet. It’s
moved beyond a fad. It’s not a
mass medium yet. I want to be sober about that. But it's an
enormous phenomenon, and corporations are going on the Web
at the rate of 500 or 1,000 a day. It’s extraordinary. And it caused
one of my partners, Roger MacNamee, to coin something he
calls Moron’s Law, which is that the telephone companies will
promise to deliver whatever you ask for within 18 months. And,
of course, what you get then is not what you asked for. So this
incredible economic engine of connecting more things to more
things has, in fact, been constrained by dismal performance by
the communications industry overall.

You mean AT&T, MCI, the regional Bell operating com-
panies, the cable companies?

I'm not going to single out any of them. The communica-

has “moved

beyond a fad.
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mass medium yet., But it’s

an enormous phenomenon,”

tions industry to date has not moved as rapidly as silicon tech-
nology. And it’s not just the industry’s fault. It’s also the reg-
ulators of the industry, the regulation that is imposed on them.
[t’s also been the way that investors have regarded them.

What do you think of the search engine companies, and
their valuation in the market?

Yahoo’s worth what, a billion dollars? The search engine
companies have the opportunity now to build a brand, if
they’re smart about building brands. Maybe Yahoo has a slight
edge in brands. But there are five or so search engine compa-

nies, all of them valued between
$300 million and $800 million. And
they all are going to have to fight
like crazy to develop a point of
view and to find a reason to be a
destination more than a funnel.
They have to find models other
than advertising to make their
new media companies work, and
they’ve got to be ineredibly entre-
preneurial and nimble. I don't think all five will survive.
Investors will become disenchanted with some of them. And
then we'll see players with deeper pockets, probably those with
commitments to building on-line services, like Microsoft, step
in and acquire one of them. America Online has strategic rela-
tions with them right now, as does Microsoft, so I'm not sure an
acquisition is necessary or smart at these valuations.

But I want to come back to the question: Has the Internet
been overhyped or not? Because there are a couple other
points that really ought to be borne in perspective. Today the
personal computer drives the computer industry. It’s a huge
change, all because of Moore’s Law. What were the applica-
tions really driving that? I claim it was spreadsheets and word

I[t’s not @
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processing and spreadsheets and word processing—the big
four. They were all about lowering costs in an organization,
working below the top line to let administrative staff produce
memos and reports more readily, let financial analysts produce
spreadsheets.

We're entering a new period starting with a signal event,
which was the Netscape PO of last year. And the new era that
we're entering is the era of . . . let’s just call it the Web Revo-
lution, for want of a better word, though I think the Web will
be surpassed by other forms on the Internet. But the Web is it.
The whole idea is one simple point-and-click concept. I can
link; I can go from place to place.

The new Net companies, in the last 18 months—actually,
not even 18 months, it’s a year—have created $20 billion in
market value. Some will say they are tulip bulbs. Let me tell
you that Netscape last quarter, in its third quarter of shipping
revenues, posted $55 million in revenue and a huge amount of
deferred revenue. So that means not even in its first full year
of shipping it’s at a $220 million run rate. That’s not just the
fastest growth, that’s also in absolute numbers the largest
software company we've ever seen created, period.

We being Kleiner Perkins or we being the industry?

The planet, the industry. Lotus’ revenues the first year
were $37 million. Compaq’s revenues the first year, and at the
time it was the fastest-growing company ever, were $110 mil-
lion, OK? Most people think Netscape gave away their soft-
ware rights. They have 14 million unique users right now.
That's more than there are for Windows 95 or Microsoft
Office. That’s eight times as many as are on America Online.
Unique users!

So if the PC was like 10 on the Richter Scale, the Net phe-
nomena is going to be 30. It's at least three times bigger. And
of course the Richter Scale is logarithmic. But why is the Net
three times bigger? Let’s go back and get very sober. The base
applications that drove the PC were about lowering costs. You
can only get so far at lowering costs in an organization. And
mostly they were business applications. What are these new
connected Net applications all about? They're all about lever-
ing the top line in an organization, whether it's for profit, non-
profit, governmental, whatever kind of agency that is. But they
help us educate, entertain, inform, communicate, inspire, sell,
govern. These are huge, huge functions. Those are the new
uses for the new medium. They are why readers of Adweek,
Mediaweek, all media companies ought to be alert. They ought
to be on guard. Mass doesn’t matter. And yet it still does.

You were saying earlier that the Web is not yet a mass
media phenomenon. But is this a medium that advertising
agencies should be looking at as a model for image advertis-
ing, divect marketing? Look at the CKS stock offering . ..

Should agencies feel threatened? I think agencies ought to be
paranoid about this. And they ought to be smart about it.

Define smart.

Smart means developing internal competencies, and smart
also means partnering outside your company. Smart means
observe Joy’s Law, which says no matter how good your inter-

nal team is, if you're not taking advantage of what’s out
there—and notice I'm gesturing with all 10 fingers pointing
to the corners of the room—if you're not taking advantage of
what's out there, you're going to lose in the worldwide race to
deliver the best value to your clients, whoever they are. Was it
Interpublic that partnered with CKS? A smart thing to do. Is
Interpublic also developing internal competence? Yes. Smart
thing to do.

Do you really want to valuate market services? Do you
want to give a marketing services company, a brand build-
ing company, a premium because it plays in the Internet
environment?

We have just invested in a company called SVIE Silicon Val-
ley Internet Partners. In fact, they partnered with CKS. They
would define their business as a cross between EDS and the
Gartner Group, because the Valley has now become a Netplex.
Just look at where the packets are flowing. But you're trying
to say, is CKS worth what the market is saying it is?

Is CKS an aberration, a singularity, or the beginning of a
trend, in the same way that Netscape really embodies a new
business model?

It's more likely we're seeing the beginning of a trend rather
than a singularity. But I don’t know enough about the specifics
of CKS to comment on it as an investment being fairly valued
or not fairly valued. On average, in general these markets are
more right than they are wrong. Also, specifically in any case,
they’re usually wrong. A company is usually overvalued or
undervalued. But I can’t comment on CKS.

I will tell you that this is the first year that we see mean-
ingful budgets in every corporation for Web-related services
and software, up from zero last year. And in an era of declin-
ing budgets for advertising, and declining budgets for IT soft-
ware, this is the category that is growing. So I think we have
just scratched the surface of how big this is going to be.

How well have the traditional, if one dare use the word, on-

line services done in responding to the rise and the potential of

the Internet? For instance, AOL, a Kleiner Perkins company?

AOL’s strategy here is quite clear. They’re both a content
aggregator and a content owner. They have equity stakes in
lots of content. I hesitate to use the C word. I prefer to think
of them as Web presences and services.

Why are you reluctant to use the word content? Some peo-
ple like to say content is king. Why are you not buying into
that, literally?

I don’t know. It’s one-dimensional. It’s just a dry word.
What I'm much more interested in is building a deep, recur-
ring revenue relationship with the customer. I'm interested in
relationship marketing.

Like Intuit?

Intuit does relationship marketing. We have a little startup
called MNI, which specializes in relationship marketing. If
Preview Media does their job right in travel, as I think they
will, they’ll do relationship marketing for travel. We're
investors in Amazon, the world’s largest on-line bookstore.
That’s not a bookstore. That’s all about relationship market-
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ing. Forty percent of the people who buy books from them are
repeat buyers. And that business is growing 10 percent a
week. It’s phenomenal. They deliver 1.2 million titles on line.
It’s the largest, deepest bookstore, with the same bargain
price you find anywhere else. You can get next-day shipping.
But let me tell you what they do then to build relationships.
They set up chat sessions. When you buy a book from a new
author, you can open up an e-mail conversation with that
author. Do you think you can do that by going to a publisher in
New York today? No. Not a chance.

How does a venture capitalist investor like Kleiner
Perkins migrate from funding breakthrough software and
technology to a completely different business model of rela-
tionship marketing? How do you make that transition?

Well, one, I don'’t think it’s easy. So we’ll make mistakes along
the way. But, two, though all my partners have been technolo-
gists and have engineering backgrounds, we've never seen tech-
nology as the key that distinguishes the great businesses, the
great ventures, from the also-rans. In fact, it has been market-
ing. So more than anything else, if you look around my offices,
I'm working with world-class marketers. What made Compaq
so much better than 40 other computer companies is really mar-
keting. They hit the marketing strike zone. Is Intuit a technol-
ogy company? It’s a marketing company. It’s built a brand in
recurring revenue relationships with 10 million people to sim-
plify their financial lives.

What about Netscape?

Netscape has very good technology, world class. But they
were first to market, they helped define the market, and they
defined the brand. They have a recurring revenue relationship
now that brings 30 million visitors to their site every day.
Every day, 60 million hits. A million hits a day is worth a mil-
lion dollars a year in advertising.

If you're Bill Gates, two years hence are you going to look
back on the Internet as something that added $10 billion to
your market cap or sucked $10 billion from your market cap?

I think Bill believes the Internet will add $30 billion to his
market cap.

Do you believe that?

I think it could. I really do.

As far as you're concerned, Microsoft is moving not only
with alacrity but in the right direction in terms of embracing
the Net?

Microsoft has a good set of plans and a good set of people
who are going after it. They would acknowledge that they are
late to this party. But the first one doesn’ always win. I'd be
loath to take a short position on Microsoft stock. They’ve got
good people, lots of muscle, $6 billion in cash, $100 million a
month positive cash flow, and Bill's made it a real priority for
the company.

Is Netscape a partner or a rival to Microsoft?

Oh, a fierce rival. We are in the midst right now of the most
titanic battle for market share we’ve ever seen on the planet.
Bigger than Coke and Pepsi. As best I can tell, Microsoft is
determined to kill Netscape. And the best I can tell Netscape

is determined to retain as much of the 88 percent share of this
market that they have right now. And Microsoft can be beaten,
but they’re a well run, formidable company. Who's going to
benefit here? All the content providers, all the consumers, the
Net itself.

What do big companies, especially media companies, not
understand about the potential of the Internet?

A lot of communications companies for way too long were in
a deep state of denial about the Internet. A large communica-
tions company I know of had more than 15 incompatible on-line
services and more than 18 incompatible e-mail systems and
believed there was no way for it to make money on the Internet.
It would just reduce the company to a common carrier, which no
communications company wants to be. It took quite a while for
people to understand how they could add value to an open com-
munications system and build profitable businesses.

The largest unanswered questions about this revolution are
in and around a business model. How important are subsidies
from advertising, as we've had in broadcast media? How do you
attract enough subseribers? I don’t think many Web sites,
many presences, many networks are going to make it on
advertising. I think transactions are key. I'm a deep disciple
of All the President’s Men and the advice Deep Throat gave
to Woodward and Bernstein, which is to follow the cash. The
money is in transactions, and even that area is a deep one. The
competition is just a mouse-click away in cyberspace, and so
it’s hard to command a premium for your price. You can get a
premium for your brand and service.

Do you think content companies understand transac-
tions? Do you think that Time Warner or Viacom or Disney
understand transactions in the way that Intuit does?

Probably not. But these content companies, these media
companies, aren’t dumb. They're smart. Here’s what I think
they underestimate. They underestimate how easy it is to
build a new brand in this world. I think the new brands are
going to do at least as well as the existing brands.

That is the battle cry of a venture capitalist. When you look
Jwe years hence, how many of the bigger companies are going to
look at the Internet as something that really hurt their business
versus a medium that amplified market reach and perception?

There will be a lot more winners than there will be losers,
point one, because the Internet is a great cost reducer in dis-
tribution and transactions. Bill Gates refers to it as a friction-
free kind of economy. I don’t think it’s a panacea. You have to
be an exceptionally smart marketeer to succeed in this new
world. Assemble together all of the notions that make mar-
keting part art, part science.

What do you understand about marketing now that you
didn’t understand five years ago?

The more you give away, the more you sell. You have to
groom eyeballs to your presence to bring them back in again
and again. Cross-marketing is exceptionally important. And
you'd better have your marketing efforts led by some folks who
are under 30, certainly; sort of Generation X, of this Internet
culture, who understand the demographic of this group.

July 8, 1996
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What is going to redefine the perception of the Web and
what it can do over the next 2 months?

Three things. The first and most important is a techie thing,
and that’s bandwidth. I'm sorry. Today’s Web is just way too
slow. It’s like black-and-white television with crummy sound.
That is going to change so rapidly over the next five or 10 years.
In the year 2006, the on-line experience is going to seem quaint,
that we used those Pentiums with those 28.8 modems.

The second biggest thing we'll see change is commerce, as
opposed to advertising, on the Web—huge growth of sales of all
kinds of products. Soft goods that can get delivered over the
Net—goods that are basically bits, whether they’re software,
entertainment or information—will change the most rapidly.
But also the delivery of hard goods.

The third phenomenon is a fantas-
tic, faster-than-I've-ever-seen-before
rate of acceleration in the perfor-
mance, the function and the capability
of all the tools and technology that
define this experience. Netscape Navi-

gator 9, Java 2, new interfaces, 3-D, VRML and all kinds of
experiences that are much more natural.

What's your big fear?

My biggest fear is that we're not going to be able to get
great enough management teams together fast enough to go
after these opportunities. There’s no shortage of economic
opportunity. There’s no shortage of technology. There’s not
even a shortage of entrepreneurs. There’s not a shortage of
venture capital. What’s in short supply are great teams. What
distinguishes a Netscape from a bunch of other Web software
startups is the quality of its team.

Can one argue then that the failire of the cable companies,
the long-distance companies and the Bell operating companies

“http/www.adweek.com

Netscape is engaged in

a “titanic battle for

to capitalize on the Internet simply reflects bad management?

Who's to say we don’t have great management teams in the
cable industry? I happen to think we do. In particular I think
cable is going to do incredibly well with the Internet.

You think the cable industry will do a better job of captiur-
ing rents from the Internet than the telcos?

From broadband Internet access, yes. The telcos will do
better in narrowband Internet, and both are going to co-exist.
However, if you have broadband access to the Internet, I mean a
thousand times faster than dial-up, it’s addictive. There’s no
turning back. It will take us five years to get broadband Internet
access into a majority of American homes. Once it’s available,
the penetration rates are going to be incredibly high. I think it
will likely double the cash flow
of the cable industry.

When do you think the
Internet is going to be a mass
mediwm in the way that you
would define a mass medium?

About two years from now.
But I think any medium that
gets a million regular eyeballs
or viewers is a good place to
go to promote things.

Based on your experience
with how established compa-
nies and industries respond
to fundamental changes in
the dynamics of their busi-

ness, would you bet on traditional ad agencies as being able
to take advantage of this, or do you really believe the CKS
generation will supercede the old agencies’?

I don’t know. I'm sorry. I don’t know enough about ad agen-
cies to know how nimble they’re going to be and how much of
the equation is client relationships and how much is being
close to the technology.

What about in terms of content development? Will the
Time Warners and Viacoms be able to move fluidly into an
interactive domain or will content come from people like Bill
Gates and Mark Andreesen?

Netscape is not a content company. It has no aspirations to
do it. Microsoft would like to be a content company, and the

jury’s out on how successful they will be at that.

If the advertising agencies and media companies view their
business through the prism the way they’ve done it before,
they're taking far too narrow a view of their business. This is
no longer even about building brand, it’s moved into creating
presences and services that are compelling, that are going to
bring customers back on a recurring revenue basis. There'’s a
lot to be learned from doing that in intranets inside enterprises
and between enterprises, as opposed to from enterprises to con-
sumers, because there’s going to be a lot more bandwicdth there.
There’s going to be a lot more dollars deployed there. And com-
panies need help. That's where there is a great opportunity for
a CKS or a Grey or an Interpublic. &

market share.
Bigger than

Coke/Pepsi.”
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GOING BEY

s advertising banners on the World

Wide Web have grown more ubiquitous,
they have also come in for more criti-
cism—itrom consumers and advertisers
alike. Many pundits have proclaimecd
banners dead, literal tombstone ads that
symbolize a strategy gone wrong. At
the first general meeting of the Inter-
net Advertising Bureau, held in New York in June, interactive executives
stressed that getting “beyond the banner” will be crucial to the fate of adver-
tising in the new media industry. In the second half of this year, we'll see how
far “beyond” the banner ad form the Web can go. Through a combination of
proven marketing ideas and technological advancement, several firms are
working at new ways to deliver ads. They’re not simply building a better
banner. Imagine a Web world in which ads pop up in accordance with your
favorite breakfast food, your most nagging ailment or whether you are a PC
or Mac user—in other words, where individuals go through life accompanied
by a unique advertising experience based on their tastes. In this world, adver-
tising is gently profferred to you, and therefore less unpleasant and intrusive;
more important, you receive free e-mail or other benefits in return. No doubt,
this smoothly targeted world will repel some users with its prying knowledge

of their habits. But for advertisers, it represents the marketing equivalent
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PaintCast, is

building a new

Net environment., ”

Second-generation Web
services promise
advertisers a faster,
smarter experience

By Cathy Taylor

Photograph by Edward Caldwell

of the pearly gates: a way to reach precisely those consumers
who wish to be reached. The new acdvertising models developed
by the companies that follow range from targeted prize give-
aways to ad-supported e-mail to hybrids of broadcast and on-
line technology. Despite their varied business plans, they tend to
have one thing in common: They take into account, in both lan-
guage and principle, the need to deliver better on the promise of
the medium to a skeptical yet curious advertising community.

Juno Online Services

From a sleek new office tower only steps from New York’s
Times Square, Charles Ardai can survey the riot of billboards
and flashing signs outside. Just as they shout the joys of
unadulterated consumerism, Ardai is hoping that Juno can
produce and deliver ads that will be welcomed into the home,
rather than rejected as junk e-mail. As president of Juno Online
Services, Ardai is betting that what the masses really want out
of interactivity is free electronic mail.

Certainly, advertisers want a way into the interactive world.
“The Web wasn’t really designed to carry ads,” Ardai says.
“That doesn’t mean that it’s terrible at adver-
tiging.” To him and to D.E. Shaw & Co., the
investment bank backing the venture, Juno’s
way in is better. For one, Ardai says, his
product can give advertisers full reach and fre-
quency across the media buy. And it can tell
advertisers precisely who's seeing their ad.
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Juno works like this: Subseribers load a software disk onto
their computer and get a simple user interface to send e-mail
effortlessly. There’s no cost to the user; all that’s required to
get a lifetime of free electronic postage is the completion of a
questionnaire detailing “interests, hobbies and tastes.” Along
with providing certain demographic information, Juno sub-
scribers agree to subject themselves to ads. Ardai emphasizes
that ads on the service are not attached to individual pieces of
mail. The banners, which rotate at the top of the screen while
the user goes through the mail, link to more information about
the product or service but not to the Web site itself, since Juno
is not a full Internet-access service. Each user is also exposed
to two full-sereen “showcase ads” that appear while the
service boots up and shuts down.

Juno’s ad rates are 6 to 10 cents per impression for banner
ads and 8 to 12 cents for premium showease ads. Ardai’s goal: to
create a mass medium that can produce the sort of audience
numbers advertisers continue to crave. “The business that will

petitive messages, no flashing banners, just the single message.”
The targetability allows FreeMark to charge a fairly high cost
per impression. While untargeted banners on the Web can cost
around 2 cents per impression, McFarland says advertisers have
been willing to pay 12 to 14 cents per exposure with FreeMark.

Interactive Imaginations

At Interactive Imaginations, a new media firm in New York’s
Flatiron district, desk-bound workers crouch intently over their
screens, creating an atmosphere not unlike that of the green
eye-shade accountants and garment seamstresses who occupied
the area generations ago. These are the Webmasters and con-
tent creators for Riddler.com, a gaming Web site that inge-
niously plugs advertising into what is one of the Web’s most
interactive experiences. Greg Stuart, a former Wunderman
Cato Johnson new media executive, sits in a windowless office,
planning marketing strategy for the two-year-old company.
“Riddler is a marketing matchmaker,” Stuart says. “We match

be successful is the one that will have access to
millions of eyeballs,” he contends. (See chart,
page 26, for data on the services’ reach to date.)

FreeMark Communications

Doug McFarland, executive vice president
and general manager of Juno’s crosstown rival,
FreeMark, works out of a corner office in the
same East Side skyscraper that houses Ammi-
rati Puris Lintas. The former Arbitron execu-
tive, who is fond of saying that “all advertising
begins and ends with research,” is leading
FreeMark’s advertiser-supported e-mail effort.
Its plan is to pull on-line-resistant categories,
such as packaged goods, into the interactive
marketing fold. The service, which like Juno
launched in April, already boasts such tradi-
tional marketers as RJR Nabisco. FreeMark
Mail aims to be a service that Aunt Susie, but
maybe not her HTML-loving son, would love. It
even features a mailbox graphic that opens to
divulge e-mail when a user logs on.

Juno and FreeMark resemble one another
in many ways. Both ask customers to fill out a
questionnaire of consumer preferences before
they sign on, and both employ advertising
banners that link to more information about
the product being advertised. But there are
significant differences as well. One is how ads
are delivered. While Juno argues that ads
should never be attached to individual pieces of
e-mail, FreeMark takes the opposite approach.

“For the period a consumer is reading his or
her mail, there is 10 other ad message avail-
able,” McFarland says. “The advertiser has
complete ‘mind share’ of a targeted consumer
for some period of time—no conflicting, com-

Die, Froggie, Die!

ost marketers have probably wondered how different advertis-
ing would be if consumers had an easy method of providing feed-
back to their ads. For better or worse, in new media the job can
be accomplished quickly via e-mail. The Firefly Web site, which pro-
motes a personal, interactive community, takes the ability to comment
one step farther by attaching a prompt next to each ad banner that
appears on the service. With “Does This Ad Click?”, users can rate
Web ads on a scale of 1 (awful) to 7 (great). This high degree of inter-
activity yields some interesting results, as ——
cereal maker Kellogg Co. found out this spring.
An admonition to Firefly users to “Eat Your
Breakfast” was conveyed via a throbbing,
animated advertising banner that linked to
Kellogg’s Web site. Magnet Interactive Com-
munications, the Washington, D.C. firm that
designed the banner, made the words vibrate T
and added Dig'em, the spokes-frog who repre-
sents Honey Smacks, to leap around the ad. When the jumping frog
macde its debut in late March, animated banners were still a novelty.
“It both annoyed people and entertained people,” recalls Lucy
Lieberman, a senior producer at Magnet. Nearly 200 voters assigned
the ad a lowly 1 rating and 90 more gave it only a 2. At the same time,
283 Fireflies rated it a 7, and 122 opted for 6. Only a trickle of votes fell
in the middle. The responses didn’t stop there. Within three days of the
ad’s launch, one enterprising Firefly user had turned his Firefly home
page into ground zero for a “Kill the Froggie” campaign, asking other
Firefly members to vote on whether Dig'em should die. Though results
of his survey are unknown, Kellogg’s appears to have won by getting
noticed on the Internet. “People were not ambivalent about the frog,”
says Doug Weaver, Firefly's vice president of advertising sales. —C. T,
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But nobody is bigger in media than Western International Media, with over $2.5 billion

in 1996 media leverage and 1,300 employees in expertise.

For More Information, Call: (310) 854-8344

Western International Media, 8544 Sunset Boulevard, Los Angeles, CA 90069

With offices in Atlanta, Boston, Burbank, Chicago, Cincinnati, Cleveland, Colorado Springs, Dallas, Denver, Detroit,
Houston, Kansas City, Las Vegas, Memphis, Miami, Minneapolis, New York, Newport Beach, Orlando, Palm Springs,
Philadelphia, Phoenix, Pittsburgh, Portland, Raleigh, Remo, Sacramento, St. Louis, Salt Lake City, San Diego,
San Francisco, Seattle, Springfield, Washington, D.C., Wilmington, Toronto, and Vancouver, B.C.




1Q/Page 26

the right consumer with the right advertiser at the right time.”
Consumers may only be marginally aware of the sales pitch
while they play. They come to the site for its games, including
crossword puzzles and trivia contests, some versions of which
can be played over the Internet with other Riddler members.
Advertisers offer the prizes, ranging from a Toyota RAVA4 to the
Encyclopedia Britanmnica and Mierosoft software. Visitors to
the site register to play for free, telling Riddler only minimal
information such as address, gender and which Web browser
they use. Then players are transported into a world with its own
currency. A Riddler starts with a fixed number of “riddlets,”
paying them out to play each game. In return, upon winning a
game, a user is awarded a certain number of prize “caps.” The
more caps a Riddler has, the better the potential prizes. The
encyclopedia, for example, may cost tens of thousands of caps;
the Toyota is worth close to two million. That’s a lot of trivia.
Advertising is woven throughout this playland. The caps are
like teeny advertising banners; those won toward the Toyota, for
instance, carry the car maker’s logo. The site also uses what are
known as “interstitial ads”: full-page screens that pop up while
the Riddler player is waiting for a game to be loaded onto the
site. Riddler advertisers can target their messages, since players
can add “riddlets” by coughing up more demographic details.

http:/www.adweek.com

The service charges advertisers a relatively steep 25 cents
per full-page view: The rationale: Not only do Riddler members
see actual ads, as opposed to smaller advertising banners, but
the interstitial ads result in a 100 percent click-through rate,
since every Riddler player is exposed to the full ad.

Agents Inc.

The concept might strike some as creepy: the thought of
having a high-tech concierge—or a digital version of a clingy
college roommate—know everything about you. The founders
of Agents Inc., based in Cambridge, Mass., believe differently.
They’ve given the intelligent agents that roam their ambitious,
personalized, interactive community the name Firefly,
described in some dictionaries as a “relationship-loving” insect.

Firefly’s agents, whose craft is honed through a mix of
selected demographic and cultural preferences in movies and
music, take the Riddler concept one step further. By divining
whether members prefer, say, Hole to Santana, each Firefly
agent delivers its “owner” progressively more targeted enter-
tainment content, even helping them build on-line relationships
based on their affinities. (Within several mouse clicks of telling
Firefly my preference for The Beatles, Joni Mitchell and Neil
Young, it suggested I might also like The Pixies and Miles

Six Who Would Untangle the Web

Type of Audience Advertising  Selected
Company Service Information Costs  Advertisers
——— = - R = e g
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Davis, both of whom I had listened to in the past 24 hours.)

Firefly uses the same principles for its advertising. “The
sponsor is clearly defined as a sponsor, but they are also a part
of the community,” explains Doug Weaver, vice president of
advertising sales, who works out of New York. Just as Firefly
members judge content, thus forming a database of the likes
and dislikes of the Firefly community, members are also asked
to rate the banners, which gives them a sense of ownership
over the marketers (see story, page 24). Tell the Firefly site
that politically correct U2 is your favorite band, and in a flash
a banner for Amnesty International, one of the group’s pet
causes, strings itself across the bottom of the site. “We can not
only target an ad toward people who like the Lemonheads, but
toward people who should like the Lemonheads,” says Weaver.

This pinpoint precision does come at a cost. Weaver charges
10 cents per impression for the privilege. Assuming the site
succeeds—the number of subseribers is currently at 120,000 and
growing—Agents Ine. plans to disperse its technology to other
places on the Web. Last month, it signed a deal with search
engine Yahoo! to employ the technology on that site.

PointCast Inc.

Funny, it doesn’t look much like TV. But as Anna Zornosa,
vice president for sales, demonstrates its news and information
product on her laptop, she emphasizes that PointCast is really a
broadeast medium. While the technical specs can be daunting,
the PointCast Network is one of the only advertising vehicles on
the Web that can easily repurpose TV commercials, and one of
the few broadcasters to reach people while they’re at work.

PointCast is delivered free of charge to users’ PCs in the
background, much like the popular “flying toasters” and other
screen savers that run while monitors are idle. Each user picks
“channels,” such as sports, weather and news, to customize their
version of PointCast. Someone who wants to know the weather
report for the Hamptons, follow the Los Angeles Dodgers, keep
track of AT&T’s stock and pick up celebrity gossip can select the
data from various sources. PointCast has contracts with The
Boston Globe, Los Angeles Times and Time Warner’s Path-
finder, among others, to include their content. PointCast servers
shovel the info to subseribers’ PCs at hourly intervals throughout
the day, giving PointCast most of the immediacy of the Internet
without eating up expensive on-line time. “This is a second-
generation Internet product,” says Zornosa.

Because users look at downloaded content, rather than grab
it off the Internet themselves, PointCast can transmit full-
motion video more easily than live Web sites. While stock quotes
or sports scores might scroll across the bottom of the screen, a
continuous loop of commerecials plays in a frame in a corner. To
provide content, all advertisers need do is supply footage that
translates well as a commerecial (without audio at this stage).
The video is prepared for use on PointCast by processing it
through Macromedia Director: no muss, little creative fuss.

Six advertisers signed up for a free PointCast trial earlier
this year as “corporate channel” sponsors. Four of them—
Fidelity, Quarterdeck, Saturn and EDS—have renewed and

will pay PointCast $200,000 apiece for the last half of 1996
(Prodigy and Fox did not re-up). New advertisers, who buy
less prominent 80-second ads, will pay $50,000 per month in
the fourth quarter with a guarantee of 20 million impressions.
PointCast will soon launch SmartAd, software that allows
advertisers to tailor when an ad runs depending on variables
such as one-week-only sales. The Cupertino, Calif.-based
company is also working with the Audit Bureau of Circulations
to set up a customized auditing system. The service already
seems to have impressed its Silicon Valley peers. In April, it
won the award for Best Internet Application from C|Net.

FreeLoader Inc.

If PointCast has a direct competitor, it's FreeLoader, an off-
line Web service launched in May. FreeLoader has barely
started to approach advertisers, who will be its prime (and
possibly only) revenue source. That didn't stop Individual Ine.,
a Burlington, Mass.-based technology outfit, from spending
$38 million to buy FreeLoader’s potential last month.

Like Netscape Navigator and Microsoft's Internet Explorer,
FreeLoader plans to build market penetration by offering its
software at popular Internet sites. FreeLoader customers will
use the software to surf the Web for them, downloading their
favorite Web sites while they get some sleep, go to the office or
get a manicure. The service eliminates messy surfing problems,
such as server crashes, interminable downloading waits and the
tedious process of hanging out while one’s Internet connection
slowly moves from one site to another. Moreover, FreeLoader
editors keep track of what they consider to be the best sites in
14 general categories such as weather and sports.

“We're the VCR and TV Guide of the Internet,” says Frank
Babbitt, vice president, sales and marketing, for the Washing-
ton, D.C.-based company. Just more Internet hype? Perhaps,
but the service does seem to address what a recent Georgia
Tech study said were the three biggest problems on the Inter-
net: speed, finding sites and organizing them. In theory, with
all of those arduous tasks taken care of by FreelLoader, the
product’s users enjoy a seamless off-line Internet experience,
sped up because the information is accessed from the com-
puter’s hard drive rather than the balky Internet.

As with PointCast, Freeloader’s off-line delivery may help
it woo advertisers. Marketers can sponsor any of FreeLoader’s
14 categories for $20,000 per month, buying banners to link to
almost anything: a page of product information, a repurposed
TV commercial, or even the advertiser’s Web site, since the soft-
ware allows dial-up access to the Internet. FreeLoader doesn’t
have its ducks in quite as neat a row as PointCast; it has yet to
pick a third-party auditor and cannot guarantee impressions.
Babbitt says the initial response is encouraging. Of the 50,000
people who downloaded the software in its first month, half have
been converted into FreeLoader users. “What we're trying to
do is make the Web fast and easy for everybody,” he explains.

If such services can, in fact, make the Web as fast and easy as
TV or magazines, then the next problem “beyond banners” will
be at hand: how to make ads that people truly want. B
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Your own backyard is
the next Web frontier
By Eric Garland

An axiom among campaign managers is that “all politics is local.”
The same might be said for the Web. Much like the press and the
public at large are fascinated (or appalled) by the pricey
dramatics of the presidential candidates, early Web surfers found
its dazzling global reach and dizzying array of sites initially
seductive. Over time, however, ordinary users will learn that the
localism of the Web, like the influence of City Hall or the state
capital, is more relevant and important to their daily lives.

The next, local stage in Web development is also critically
linked to the flow of advertising revenues. No one doubts that
large advertisers will find ways to put N

. =
across their messages on the Web, |
whether through their own sites or
through selected mass destinations—
search engines, Netscape, on-line ser-
vices, brand-name publishers. Yet the
prospects for a truly national adver-
tising market to emerge on the Web
are dim. Simply put, the audience is
not in one place, at one time, to attract
the likes of Procter & Gamble, GM
and Coca-Cola. It’s diffuse, difficult to
verify and easily bored. And as the
methods to measure the Web take on
forms dangerously close to mass
media  yardsticks—eclick-through
rates, page views, banner exposures
—the Web will remain an underpaid
ad medium. It will never compete with
TV or even magazines on a cost-per-

The auto dealer, pizza deliverer, locksmith,
fast-food outlet, plumber and dozens of other
services and merchants are the lifeblood of
local advertising. They spend their marketing dollars nowadays
in forums that yield scattered results: newspapers, flyers,
Yellow Pages, radio, sales promotions. Each has strengths and
weaknesses in terms of return on ad investment. The Web,
undeniably, is leagues behind these media because of its current
unfamiliarity, low penetration and inexperienced sales forces.
But the repeat customer, in time, will be found much more effi-
ciently through the Web for the majority of such advertisers.

Their dollars, in the aggregate, will fuel the Web’s growth.
The trick is that those billions will have to be collected city by
city, client by client, in a methodical, grueling sales effort. More
important, the audience expected to flock to such advertising
needs a site that delivers a meaningful experience, one that
bears repeat visits the same way a favorite radio station is pre-
programmed on the car dial or a newspaper always plops on the
front porch, beckoning with its sports pages and local news.

Over the next year, the competition to build these sites will be
intense. The giants of the Internet plan to roll out extensive local
content areas. America Online is putting together its Digital
Cities with media partners in most towns, hot-linking existing
sites through its own community forums. As usual with the lead-
ing on-line provider; AOL is moving swiftly ahead, leaving such
details as quality and content to be fixed later. Microsoft, which
is even more adept at roaring into a
market niche with its clout, is said to
be preparing its CityScapes venture
as a cross between a traveler’s guide
and a hometown crib sheet. And
Yahoo!, the leading search engine, has
launched its first local site, for the San
Francisco Bay Area, aggregating con-
tent from scores of local sources.

Yet these models may struggle.
First, potential partners such ag
newspapers and local TV news and
radio stations may balk at sharing
their brand names, content, hard-won
subseriber lists and advertising con-
tacts. Second, the regional Bells will
respond to any threat to their Yellow
Pages with aggressive counterattacks
(though the high prices of the listings
will keep them from mounting their

thousand or reach-and-frequency

basis. Yet clients and agencies (step forward, P&G and Grey!)
are all too eager to jam a CPM pricing model onto the Web, and
cash-starved sites will be too desperate to resist.

That’s why a new wave of Web publishing is quietly under
way. This is the race to stake claims in local markets, where the
Web can serve as a clearinghouse for all sorts of needed data.
It’s in the immediate neighborhood (as defined by the user, not
a media owner) that the Web can flex its new-media muscles.

own sites). And third, a few startups
have entered the fray as well. In true Internet fashion, it may be
the newcomer, armed with better technology, hungry for
success and focused on one line of business, that wins out.
Watch for a firm called CitySearch, which just put up a Java-
powered Durham, N.C,, site and expects to be in 30 cities within
a year. They’re keeping a low profile for now, mainly to keep
much larger rivals guessing about their territorial strategy.

As in polities, never let them know what’s coming. B
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WASHINGTON

Alicia Mundy

A Choice, Not an Echo

When the only way you've
gol to go is down, just wak-
ing up can seem like freefall.
So imagine a week of morn-
ings in Bob Woodward’s
charmed life, in which the
rising sun brings newspapers

SBBde ll] mISflfB brimming with obituaries of

‘ his latest book, The Choice: a New York Times review
. . trashing it; a critique in his own Washington Post sug-
W“h hIS new hﬂﬂk gesling a short shelf life; and the final insult, a scathing
column by the Posr’s ombudsman concluding that
Woodward’s book did not deserve the top half of a
Sunday Post front page and dis-

The Greatest Living

Journalist has

Don't be fooled.

missing Woodward’s tome as “a story whose lead is that
the challenger for the presidency hopes to pick a really
good vice presidential candidate.”

Not that the World’s Greatest iving Journalist and
Post assistant managing editor should file for unem-
ployment anytime soon. As usual, The Choice was
serialized in the Post, with its juicier bits immediately
picked up by the national media. As usual, the book
will climb the best-seller lists and enjoy a long stay
there. As usual, the news talk shows all found delicious
fodder in it—mainly reveiations that New Age pop-
psych spiritualist Jean Houston dredged up Eleanor
Roosevelt 1o counsel Hillary Clinton. (A Republican
Committee staffer has e-mailed the following: “The
Clintons al McDonald’s order a Big Mac, extra-large
fries and a super-size Coke. Hillary says, ‘I’ll just
have a medium.””)

But the book’s send-off failed to draw much
blood in the capital. From Time to CNN to
ABC to the Pos’s own newsroom, reporters
whisper “why didn’t Woodward write a book

to shake up the town?” Woodward was

supposed to blow open the White House,
expose the dark side of the force in the

Dole camp, make the Watergate-style news
(reducible to a sound bite, please) we expect
him to deliver. When you buy a Stephen
King hair-raiser, do you expect to read Pat
Conroy?

“It’s not ‘Holy shit!,” but there may not
be ‘Holy shit’ there,” says Evan Thomas,
Newsweek’s Washington bureau chief and
author of several best-selling political
books. “However, it is more inside than
anything I’ve read anywhere.” The view
from inside. That’s what Woodward
promises, and he’s a little befuddled that,

having delivered, he’s not getting the gold
ring.

The blasé reaction is a function of two
competing cottage industries in Washing-
ton: the Woodward biennial book bonan-
za and the let’s-beat-up-Woodward feed-
ing frenzy. Sometimes the two activities
feed each other, as they did when Wood-
ward (with veteran Pos: reporter David
Broder) wrote a toothiess series explicaring Dan
Quayle. Woodward’s critics contend that suc-

ALERT  cess has spoiled him, that his priceless access

- 12;5 U‘ggff has paid off not with shattering revelations
HES but with mundane narrative.

LAUNCHING For the record, The Choice is not proof

ANOTHER  that Woodward is living off his laurels, has

BooK ! run out of worthy targets or can’t assemble the
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WASHINGTON

ammo anymore to take out a sitting President. “Few have
actually read the book yet,” Woodward says of the
generally tepid response. “They’ve read excerpts...then
interpretations of excerpts.” The book, he mumbles, has
been subject to all kinds of filters, sound-bite reductions,
tabloid headlines. Or outright misinterpretation. The
Times reviewer complained the book talked too much
about handlers, not enough about the candidates or
issues. That was the point: Politics is now run by handlers.

To Woodward, Clinton’s rejection of the voice of experience

must be a neon sign waming of a significant character flaw.

Sorry if New Yorkers can’t divine the ways of Washing-
ton.

“Some people complain that 1 love Dole,” says
Woodward, referring to his bloodless vivisection of the
GOP candidate. True, the only Dole people who take a
hit are the campaign operatives, whose machinations
read like Machiavelli on acid. “Others say I’m covering
up Whitewater,” he continues. In the end, he says, “It’s
a carefully reported book on the fundamental attitudes”
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of the two candidates and the people closest to them.
Indeed, a senior White House aide says, “It was less
upsetting than we expected. Woodward got people to
talk who won’t even talk with me.”

Thorough, yes, but there are insinuations that
Woodward has lost his bite. “Who’s saying that?”
Woodward asks curtly. The book is “almost all new
information,” he says. “The technical machinery of
running a campaign, whose advice they rely on...” The

book, which I read, is excruciatingly detailed.
Political writer Howard Fineman, who
reviewed it for Newsweek, says Woodward “got
everything there was to get about the. ..primary
scason. He picked the bones clean. Unfortu-
nately, you can’t make the story more interest-
ing than it is.”

Woodward did tell a better story than we’ve read so
far. Fineman, for instance, lauds the revelations that
Clinton and his Rasputin, Dick Morris, have run a mul-
timillion-dollar ad campaign out of DNC funds without
tapping into 1996 campaign money. This may be, as
Woodward claims, illegal. “Too few of us—daily political
reporters—did what he did,” says Fineman. That is,
“carefully chronicle a $25 million campaign without any-
one paying altention.”

Below the Beltway...

istorians record that when Napoleon : Senators John McCain (who
Hescaped from Elba to France, news- : may be Dole’s vice president) and
papers initially reported, “The Beast : Arlen Specter patted Ailes’ back
Is Loose.” As he got closer to Paris, they : like old pals. Labor Secretary
| said, “Exiled Emperor Threatens : Robert Reich held court near the
Return.” When he reached it, they ¢ raw bar. Rep. Susan Molinari
cheered, “Paris Welcomes Napoleon.” | hugged Ailes’ generous girth.
So it is with Roger Ailes. : Power brokers bumped together FAk W
| When Ailes was trying to salvage . trying to shake hands with Ailes Roger over and in: Ailes has full
unsalvageable programs at CNBC, . and Murdoch at the same time. White support from Murdoch for news.
survive backstabbings by underlings, © House ad man Bob Squier joked that
[ and get the ear of NBC President Bob : he’d be spending the next day dealing
Wright, he was a has-been. Now, the i with allegations that Hillary Clinton
chairman of Fox News apparently has  : had set the Treasury fire to destroy
been given complete financial backing i money bearing her fingerprints.
and, more importantly, free rein, by { It was a good week for Murdoch.
Fox mogul Rupert Murdoch. On June The day before, he was toasted as a
26, Fox threw a party to celebrate Ailes : patron of American Democracy by
and his new Sunday-morning talk show, { FCC chairman Reed Hundt at a tele-

The party’s ultimate purpose was to
: promote Fox News Sunday and host
¢ Tony Snow. Fox newsies admitted they
¢ wanted to attract the Washington elite in
order to keep them amenable to booking
: requests. On Ailes’ command, they have
¢ rejected B-team guests and fought for
¢ top talkers to stay competitive with the

and le tout Washington was in tow. . vised hearing to promote free air time other Sunday shows. The show has hired
Although the Treasury Building was on | for presidential candidates. At the Fox . aformer David Brinkley booker who’s
fire down the street, the sucking-up at | News party, he announced the Fox ¢ well wired to the Capitol, and it added

¢ News cable channel would kick off
i ahead of schedule in October.

¢ Tammy Haddad, formerly Larry King’s

| the Capital Grille could have put out
. CNN producer, as executive producer.

the flames in seconds.
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In a roundabout way, Woodward exposes the pitfalls
and the arrogance of the Clinton White House. The
Clintons have refused to talk to any of Washington’s
Democratic Establishment—people who can guide you
around the minefields, help smooth over your faux pas,
talk top journalists out of nasty takes on front-page sto-
ries. You don’t see Bob Strauss taking Clinton under his
wing. Lloyd Cutler entered the White House and ran for
his life. Woodward dedicates a large portion of the book
to demonstrating how insulated Clinton and his crowd
are from Washington’s behind-the-scenes players, from
the grand old men and women of the power structure.
“That was a fatal mistake for Clinton” says Fineman.
“You’d rather have them at your feet than at your throat.”

Woodward has acknowledged many times how much
he owes to Establishment figures—journalists, lawyers,
spies, politicos, researchers—to whom he has turned for
advice and background. To him, Clinton’s wholesale
rejection of the voice of experience must be a
neon sign warning of an even more significant

character flaw. Get him to say that some- | 1@ facts should tell readers what is going on, and they can interpret

where in a 439-page book, and you will have
turned Woodward the writer into Woodward

the political philosopher. And youwould have | them. | don't think | should be making conclusions.” —Woodward

a knockout book.

What happened? Maybe one clue is that the book was
originally to be titled The Race. By publication date, it
changed to The Choice, a subtle reflection of everyone’s
indecisiveness: that of Dole, Clinton, the voters, Wood-
ward, and his editor, Alice Mayhew at Simon & Schus-
ter. Was the book meant to be a political narrative of two
candidates and their character? An investigative journal-
ist’s exposé of a campaign in action? Or a historian’s per-
ceptive chronicle of an election and its context?

In the end, if Woodward is guilty of any failure
here, it’s that he couldn’t make a choice. Instead, he
settled for a factually compelling narrative that falls
short of being a political landmark. It isn’t hubris that’s
to blame. It’s humility.

“I didn’t want to impose my conclusions on others,”
he says, explaining why he decided not to put a theme
paragraph or issue summary at the beginning of chap-
ters. The problem is not that he doesn’t feel strongly
about the revelations themselves. For instance, he can
barely disguise his disgust with the campaign calcula-
tion called “Cost per persuadable voter.” He snorts
about the scene in which Morris and George Stephan-
opoulos, at loggerheads as usual, watch Clinton on TV,
and Morris suddenly says, “The president has to give a
speech to the whole country to get us to listen to him.”
Exclaims Woodward, “It’s so egotistical.”

Woodward confesses he wrote “a long section on
passivity versus leadership” as he was pulling the threads
together. It was based in part on the writings of Harvard
historian David H. Donald, who studied Abraham
Lincoln in that context. This theme, Woodward felt,
related to Dole and Clinton and the ways they are play-
ing out their campaigns and issues with their staffs.

The Choice needs such a section. It gets down on its
knees and begs for it. Yet Woodward decided to cut the
whole chapter. “I think the facts should tell the readers
what is going on, and they can interpret them,” Wood-
ward says. “I don’t think I should be making conclu-
sions for readers.”

If not Bob Woodward, then who? Richard Ben
Cramer, whose epic What It Takes revealed every
possible detail about the 1988 candidates—four years
after the race? Woodward is in a better position than
almost any writer to pass judgment on political charac-
ter—yet he admits he declined to lay out a few crucial
themes or expound on a major issue of governing.
Where’s a good editor when you need one?

Woodward says he understands the criticism that his
book doesn’t make judgments. He wanted to do a “cam-
paign book” that would come out before the election,
“in time to inform people,” and help them choose. So

the book is not about uncovering a scandal. “It’s about
patterns...human beings are about patterns of behav-
ior.” According to one longtime Post political reporter,
Woodward’s fascination with patterns can obscure his
lack of passion for politics. “I love politics: all the insid-
er maneuvers, the legends and, when I find them, the
real triumphs,” says the reporter. Woodward “just loves
to investigate politics—the paper trails, the documents,
the statements and contradictions. But he hates politics
itself, and that’s why his stories don’t grip you. He only
likes the how. I love the why.”

Did Woodward’s supposedly bloodless excerpts
deserve to run so prominently in his own paper? He says
emphatically that any reporter walking into the news-
room with the detailed story on the inside workings of
the candidates’ minds would land on the front page with
a series. “Someone in the White House says 1 doubled
their knowledge of Dole,” he relates.

“And 1 certainly didn’t pull any punches on Dole,”
he says, noting how the book shows a man to whom
decisions come hard, whose wife takes to writing him
memos to discuss issues like running for President and
resigning from the Senate. In The Choice, Dole comes
off as more human compared to Clinton. “That’s the
price for not cooperating,” says Newsweek’s Thomas.

At least Woodward didn’t write the kind of book
that former FBI agent Gary Aldrich did. Woodward is
amazed at its publication. “I heard some of those things
he wrote,” says Woodward, who ran down each rumor
in detail, then dropped them for lack of evidence. “It
all turns to mush at the end.”

The Choice may yet turn up in the remainder bin. Yet
Woodward will be back. May The Source be with him. I
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At 70, the

category leader
looks at decades of
(parenting) issues
in a 25-page

retrospective
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Magazines
By Jeff Gremillion

Bringing Up ‘Parents’

f you want to raise pigs, you can buy a manual to help you,”

bemoaned George Hecht’s sister, “but there’s nothing out

there to help you raise kids.” That’s the popular legend behind

the 1926 birth of Parents, founded by Hecht, a bachelor. The
magazine celebrates its 70th birthday with a long retrospective sec-
tion in its August issue. “We dug out hundreds of dusty old issues
of Parents,” says editor-in-chief Ann Plashette Murphy. They had
been scattered all over our offices for decades.”

After the staff had taken a preliminary stroll down memory lane

cfre Movies For For Cunores 2.
“Wuy tuey Per. . By Frovp Der

Frevi ANNIVERSARY NUMBER

MORE THAN 200,000 CIRCULATION & =

and decided the compilation should
be arranged by decade rather than
by issue, a free-lancer was brought
in to put things in order. Lorraine
Glennon, who helped create the
book The History of the 20th Cen-
tury, coordinated the section.
“Lorraine’s most important skill
was an ability to cut,” says Mur-
phy. “She had about 10 times as
much material as she could use.
The overriding filter was looking
at American history through the
lens of the family.”

Jayne Jamison, group publisher
of Parents and Child magazines,

Parents’ covers have changed
a lot since 1930, but some

of the parenting issues it
covers have remained
surprisingly constant

reports that the anniversary issue
closed with 116 ad pages, making it
the Gruner + Jahr title’s largest
August issue in eight years. The 25-
page special section, “Celebrating
the American Family,” includes, in
addition to a review of American
societal evolution since the Great
Depression, statistics, archival pho-
tos and short excerpts from Parents
articles through the years. The
overwhelming effect is to make the
reader marvel at how dramatically,
in some ways, parental concerns
have evolved over the years. In the
’30s, parents wondered if little boys
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should be given toy guns to play
with, as noted in a 1934 article
titled, “Should a Boy Have a
Gun?—No.” Today, of course, par-
ents worry about real guns on their
children’s school playgrounds. A
1933 piece fretted about “over-
stimulating” radio programming;
today’s parents are concerned
about cyber-porn and video-game
violence.

“As a mom with two Kkids, it’s
scary,” says Murphy. But, the editor
adds, some parenting issues have
changed very little.

She says that at one point as the
retrospective was coming together,
she played a game with her staff,
asking them to match a quote from
the magazine with the appropriate
decade. “Nobody could do it,” she
says. “The desire among parents for
kids to be well cared for, loved and
disciplined hasn’t really changed.”

Speaking  of  spanking...A
celebrity noted for his position on
violence in the home, O.J. Simpson,
gave Parents his philosophy on cor-
poral punishment in 1977. “Talking
to them endlessly gets us nowhere,”
he said, “whereas if | spank them,
they are calm and repentant after-
ward. I still love them even though
they had to be punished.”

Several other celebs’ thoughts on
parenting appear in the retrospec-
tive, including Eleanor Roosevelt,
John F. Kennedy, Bill Clinton, Jane
Fonda and Dustin Hoffman.

Parents is the leader in its catego-
ry, with a circulation of more than
1.8 million. Its closest competitor is
Time Publishing Ventures’ Parent-
ing, circulation 1.1 milltion.

He Good Lif_e
Upscale Meigher
Is in High Gear

The upscale-lifestyle titles of
Meigher Communications are mak-
ing some noise these days, announc-
ing frequency increases and other
changes.

Saveur, which won National
Magazine Awards this year for Pho-
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tography and Special Interests, the
only magazine to win an NMA
award its first year of eligibility,
will increase its frequency next
year from six to eight. So will Gar-
den Design, the elegantly designed,
lux garden book. Saveur projects a
rate-base increase of 50,000, bring-
ing it 300,000, to match that of
Garden Design.

Also, Joe Armstrong, who had
been Garden Design’s publisher
and publishing director of Meigher
group, announced he has handed
over the Garden reins to Susan
Rerat, who had been the maga-
zine’s associate publisher.

These changes come as Valerie
Salembier, former president of
Quest, Meigher’s highbrow New
York-lifestyle title, and group vp
for development, leaves to work for
her old friend and Hearst president
Cathleen Black as the new publish-
er of Esquire.

Center Stage

‘TV Guide’ Takes a
Page From ‘Playhoy’

Move over Playboy. there’s a new
centerfold in town. Well, it's not
that kind of centerfold, but TV
Guide this week premieres an
inner gatefold or  “pullout
poster,” featuring as its first sub-
ject X-Files femme fed Gillian
Anderson, swathed in satin from
shoulder to toe.

“There are shows that have
devoted followings, and there are
people who want souvenirs of the
shows,” says TV Guide editor-in-
chief Steven Reddicliffe. “We
looked at shows that have that kind
of extremely loyal fans. Frankly,
every time we write about the X-
Files, the sales are very good.”

Since Reddicliffe joined TV
Guide a year ago, the 43-year-old
weekly has had a sexier, more
celebrity-focused mix. Top-notch
star portraits by renowned photog-
raphers have been part of that mix,
and the new gatefold will be a good
forum for presenting photography,
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Russell Simmons

Rap mogul, the force behind HBO'’s hit Def
Comedy Jam, and editorial director of the
new pop-culture mag Oneworld

Q. What, in your huge entrepreneurial back-
ground, qualifies you to be editorial director of a
magazme’ A. | read magazines; I look at them. I'm bored with them.
And I know what I like. I didn’t have any experience making TV
shows, but I made one and it did pretty well. Q. What's Oneworld’s
mission? A. It’s a magazine about black culture as it relates to Amer-
ica. It’s about what's next in America. It’s about emerging trends,
ideas and concepts. A lot of things come through the urban pipeline
that will be big...It's the beginning of something with a clear vision.
I’'ve got my finger on what it’s going to be. It’s about me. I was talk-
ing to John Kennedy at 2:30 in the morning at some club and he said
you should make the magazine about you. Not a fanzine, but about
what I think. This magazine is about what we think is cool. People
think we're cultural snobs because we think our shit don’t stink. It's
kind of foul. It's obnoxious. Q. You interview celebrities for the mag-
azine. What would you ask Bill Clinton if he did a Oneworld inter-
view? A. We're not George. But that’s a very good question. That’s a
loaded question. I'll pass. Q. The Nutty Professor, which you copro-
duced, could be Eddie Murphy’s last chance to make a movie come-
back. Are you happy with it? A. We have Eddie’s best performance
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in 10 years. He plays a bunch of different characters. He shows his
ass better when he’s playing characters not as close to himself. 1
think it’s gonna be big. It feels like that. Does it feel that way to you?

says the editor. Shooters Kate Gar-
ner, Lance Staedler and Troy
House have all taken assignments
for TV Guide recently.

The new tri-fold feature, which
will appear frequently but not reg-
ularly, could in the future also fea-
ture time lines and schedule
charts. Look for cast members
from such cult hits as Friends and
Hercules to grace future pullouts.

By the way, here’s a tidbit from
the irony file. The very first Play-
boy centerfold, unveiled in 1956,
has an eerie connection to TV
Guide. In it, a pink negligee—
bedecked TV actress named Mari-
an Stafford tears in half a copy of
the little TV-listings weekly, a ges-
ture apparently aimed at redress-
ing her more frumpy TV persona.
Soon after the fold-out first, the

Was this early Playboy
pinup the inspiration behind
TV Guide’'s latest move?

word “centerfold” entered the lex-
icon as a generic term for girlie
pinups.

Playbov’s official response to
TV Guide’s new gatefold endeavor:
“1t worked for us.” |

Must-Reads ’

A subjective compendium of
praiseworthy articles from |
recent issues of consumer
magazines:

"My Winner with Andre,”
by David Granger, G0, July ’

"Recycling is Garbage,” by
John Tierney, The New York |
Times Magazine, June 1

“Timothy Leary: 1920-1996," | |
by Mikal Gilmore,
Rolling Stone, July 11-25 ’

PLAYBOY MARCH (956
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Whether program-
mers toss it or take
it to heart, audience
research is still an
important part of

the pilot process

TV Production

By T.L. Stanley

Homicide’'s Richard Belzer (c.) was DOA, per the test audience

http://www.mediaweek.com

Fate by Focus Group?

all it the TV industry’s version of the test drive. Focus

groups—regular folks in all parts of the country—take the

network TV pilots for a spin each spring, telling program-

mers what they think about the plot, punch lines, character

development and stars. But just how influential are these nameless,

faceless people at deciding what eventually makes it to the air? If

they love a show, does it make a beeline to the schedule? That hap-

pened this year with CBS’ Everybody Loves Raymond, starring vet-

eran stand-up comic Ray Romano. And if they hate the project, is it

a goner? That was the fate of two star-
driven shows, Home with Shelley
Long for Fox and Style and Substance
with Kathleen Turner for ABC.
“Sometimes the best thing you can
do is get the research and throw it
away,” says Warren Littlefield, presi-
dent of NBC Entertainment, who sits
at the top of the ratings heap and so
can afford to take advice with a grain
of salt. “So often, the findings don’t
encourage you to be different. And
yet the marketplace is demanding
unique and different product.”
Paranormal and unexplained-phe-

nomenon shows tested well, with pro-
jects like Millennium and Pretender
eliciting raves from research audi-
ences. (Those shows, before the suc-
cess of Fox’s X-Files, would’ve been
considered breakthrough, but appar-
ently the theme has traditionally been
popular with test audiences.)

ABC, trying to pull itself out of a
slump, relied heavily on its audience
testing when setting the fall schedule.
“We agreed we’d limit our choices to
shows that tested well,” says Alan
Sternfeld, ABC senior vp of program
planning and scheduling. He admit-

DENNIS YEANDLE/NBC

July 8,1996 MEDIAWEEK

ted, however, that during his 14-plus
years in the business, testing seemed
to be a better predictor of failure than
of success. “It’s not an exact science,”
Sternfeld says. “It’s one element in the
schedule-setting process, and it’s
flawed.”

Though research is a touchstone,
executives must be concerned with
more than initial reaction to a show,
says Mike Sullivan, head of program-
ming at UPN. “You can’t make a reli-
gion out of it,” he says. “You have to
think about the schedule flow, the
competition and what will appeal to
stations and advertisers.”

Research has an infamous side,
with a number of poorly testing shows
becoming tremendous successes when
they hit the air. Some examples: Hill
Street Blues, Law & Order, Seinfeld
and Homicide: Life on the Street, and
a few that programmers talk about
often, The Mary Tyler Moore Show,
which was one of the worst-testing
shows in TV history, and Miami Vice,
which research audiences called dark
and sleazy.

In those cases, execs decided to
take a chance, and it paid.

This fall, programmers relied
heavily on testing when picking their
sitcoms and family shows. Would they
have made the same decisions without
testing? Maybe, and maybe not.

Spin City on ABC, Pearl on CBS,
Mr. Rhodes for NBC, The Jamie Foxx
Show on The WB and Goode Behav-
ior for UPN all rated well with focus
groups. Lush Life on Fox tested so
well it leaped past its competition and
earned a slot on the schedule, as did
midseason project Secret Service Guy.

“There are about 20 people who
schedule a network,” says Garth
Ancier, head of programming at The
WB. “We know we’re not the whole
audience.”

Even so, there are times, particu-
larly with dramas, when program-
mers will go out on a limb for a pro-
ject they like, regardless of the
research. One case, 77 Sunset Strip
for The WB, could get the green light
for a midseason debut because of its
hot lead actor, Vince Vaughn. The
network made a deal with the actor,
who has since landed roles in a num-
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ber of feature films.

“It’s sort of a modern-day I
Takes a Thief and it didn’t test par-
ticularly well,” Ancier says. “But we
believe in Vince. And we know that
testing isn’t the last word on whether
a show makes it.”

:‘I EntTny JTV:
New Network Sees
Potential in the City

There’s a new urbanization in our
lives that’s evident in the popularity
of hip-hop music, funky clothing and
ethnic food.

So, why isn’t it reflected in
our news- and information-
based television program-
ming?

Wesley Buford, chairman
of the Urban Television Net-
work, wants to change that.
The three-year-old company
has formed a production divi-
sion to develop and buy pro-
jects that will be made by and
for blacks, Latinos and Asian
Americans.

“TV needs to be more
inclusive,” Buford says. “We're
living in a multicultural coun-
try, and that needs to translate
to and help transform TV.”

Buford, who cocreated The
Montel Williams Show, says
the unit will concentrate ini-
tially on news and entertain-
ment specials. One of the first
projects will be an Olympics-
themed roast of the current mayor of
Atlanta, Bill Campbell, and two for-
mer mayors, Andrew Young and
Maynard Jackson. Campbell, who
was in Los Angeles recently, gave his
OK for the project, which is search-
ing for big-name celebrity hosts. The
show, a fund-raiser for charities in
Atlanta, could air on either broad-
cast or cable networks, Buford says.

Other shows in the works include
For the Good of the Nation, a Face
the Nation—style issues series with a
multiracial panel; and Urban Upbeat
and Our Perspective, which would
deal with a variety of local, national

http://www.mediaweek.com

and international topics of impor-
tance to minority communities.

The division, which expects to
name a president within the next few
months, will cover the Black Con-
gressional Caucus and other political
events.

Buford sees the unit eventually
broadening its focus to include dra-
mas and documentaries. “There are
lots of networks doing an outstand-
ing job of providing entertainment,”
he says. “The opportunity is to do
specials and provide some continuity
with news and informational pro-
gramming.”

At the same time, Buford says he
is interested in evergreen shows,

his unique brand of film critique to TNT

such as blues, gospel and jazz festi-
vals from across the country and
classics like The Nat King Cole Show.

While appealing to an under-
served audience, Buford also thinks
the programming would spark some
interest with advertisers hoping to
reach blacks, Latinos and Asians,
whose combined annual buying pow-
er is an estimated $700 billion.

Last month, the Urban Television
Network launched and lost a $310
million bid for Los Angeles’ KCAL-
TV, but it still wants to buy a station
or cable network as a platform for its
product. In the meantime, the com-

pany will supply other outlets with
culturally diverse programming.

“We want to be a focal point for
people who have ideas,” Buford says.
“We can help package their projects
and take them to distributors.”

Humor in the—Bo:( Ofgc;
Joe Bobh Briggs
Brings Schtick to TNT

How do you make decades-old
schlock movies like Night of the Liv-
ing Dead and Motel Hell look fresh
and new? TNT thinks it has the
answer in Joe Bob Briggs, working
man’s philosopher and kitsch-
movie maven.

This summer, Briggs (the
alter ego of John Bloom)
becomes the host of TNT’s
Monstervision, a 10-week
series of horror double fea-
tures. Briggs, who built up a
cult following first with a news-
paper column on his former
show, Joe Bob’s Drive-In The-
atre on The Movie Channel,
will introduce the movies and
give satire-laced mini-reviews
from one of his favorite
haunts, a trailer park.

A number of people in
Turner’s programming depart-
ment, as it turns out, are big
~ Joe Bob fans. When they
thought about a host for Mon-
stervision, he jumped to mind.

“He has such incredible
insight about film and has
inherent entertainment value him-
self,” says Scot Safon, TNT senior vp
of programming. “We think he’ll
bring something extra to the viewing
experience.”

TNT has used the hosted-movie
formula a number of times, match-
ing celebrities with some of their
favorite films. RuPaul vamped his
way through Gypsy, and Robert
DeNiro and Martin Scorsese intro-
duced a block of films on which they
collaborated, tagged to the opening
of Casino last year. Former Olympic
athletes are hosting the Our Favorite
Movies series this summer. ]



PAGE 24

| CABLE TV
CNN/SI has named Bill Gal-
vin coordinating producer
and Andy Mitchell public
relations manager. Galvin

| had been a supervising pro-
ducer of CNN Sports week-
end programming. Mitchell
was a publicist at CNN,

PRINT

' David Walker has joined
Playboy Enterprises as edi-

‘ torial director of interna-
tional publishing. Walker
has worked in publishing in
various capacities for al-
most 30 years...Mademoi-
sel/le has named Evyan
Metzner Street fashion
director. Street was former-
ly senior fashion editor of
the magazine.

| AGENCIES
Wells Rich Greene BDDP/
| New York has upped Harry
Keeshan, Maryann Thomp-
son and Kathy Connelly to
| new posts. Keeshan, for-
merly vp/network manager,
has been named senior vp
and director of national
broadcast. Thompson has
been promoted from vp to
senior vp/associate director
of national broadcast.Con-
nelly, who was previously
vp/network supervisor, has
been promoted to vp/net-
| work manager.

hutp://www.mediaweek.com

T'he Media

BY MARK HUDIS AND ANYA SACHAROW

‘Gourmet’ Whips Up Russian Soirée
‘Gourmet” hosted an evening honoring the American Russian Youth Orchestra at the
NYC home of conductor Leon Botstein. {From left) Michel Roux, president, Carillon
Importers; Amie Aow, creative director, Margeotes, Fertitta & Partners; Paula Brooks,
director of media services, Margeotes; Peter Hunsinger, publisher, ‘Gourmet

Media Moguls Honored for Outside Work

Viacom ceo Sumner Redstone and CapCities/ABC president Robert Iger were rec-
ognized for their work with American youth by the New York City Outward Bound
Center at the Chelsea Piers in Manhattan. Joining Redstone (second from I} were
(I'to ) Tom Freston, chairman and ceo, MTV: Frank Bennack, chairman, Hearst
Corp.; and Arthur Sulzberger Jr., publisher, ‘The New York Times'.

JENNIFER WEISBERG
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Llite

Hearst Heralds ‘Marie Claire’ Editor \

The elite of the magazine world came to New York's Four Seasons hotel last month
to welcome Glenda Bailey (r), new editor-in-chief of Hearst's ‘Marie Claire’. Bene- |
gade designer Jean Paul Gaultier joined in the lestivities.

‘Nat'l Geographic' Screens Sea Stories

LI1SA BENTIVEGNA

Ata recent NG’ presentation of underwater photagraphy at the New York Public |
Library, (from left) J. Scott Crystal, vp/director of advertising, 'NG'; Robert Lierle,
general manager, marketing, Land Rover North America; William Allen, editor, ‘NG';
Flip Nicklin, ‘NG" underwater photojournalist.

— Dees Donates Radio Archives

DISCOVER THIS:

A magnifying glass bends light rays, making close objects
larger and sharper — two words that perfectly describe
our viewing audience in Katiin

rica,

\ LATIN AMERICA/IBERIA

Rick Dees (1), host of ABC Radio Networks” ‘Rick Dees Weekly
Top 40°, gave 10 years” worth of radio show recordings to the
Museum of Television & Radio in Beverly Hills, Calif. LA. adver- |
tising-community people on hand included Harold House (1),

Call Cathleen Pratt-Kerrigan in New York at 212-751-2220, x5121 or Fernando Barbosa in Miami at 305-46 | -4710,x4211.
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Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month).  inch display ALL ADS ARE PREPAID. Monthly, quarterly, semi-annual and annual rates
New ads, copy changes, and cancellations are due by the fourth Thursday of the current  available. Orders and copy must be submitted in writing. Mastercard, Visa, and American
menth for appearance the following month. RATES: $36 per line monthly; $234 per half-  Express accepted. Call M. Morris at 1-800-7-ADWEEK. Fax 212-536-5315.
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Notjust an A.D., A CREATIVE GUN FOR HIRE ]
718-627-0948

©* Beach Promotions * Golf & Sport Towels
&« Team Licensed & In-Arena Promotions
3 Strikes - America's Towel Superstore OFFERS IT ALL!!

We produce promotion lowels for some of America's =

largest {and smallest} companies. All towel sizes from

Media web sites, data, rates! www.amic.com

Sr. AD/Designer - Strategic & versatile, natl awards,

A B
Need ideas? www.radio-online.com/IDEABANC beautifulprinyDM/ads. MAC (212) 355-4020. ‘

|

' Confused? / X

| Internet sites .......... from $200 wash cloths to beach towels, Regular silkscreening and our

Call for free consultation. patented MATRIX photcy4 color-process reproduction technique
CYBER GATEWAY, INT'L Kermp g pikcs ancl degu s NEW Packaging!
Call Randi Toll Free at 888-WEB-1212 x129 ”__ Call f.or more mformabo‘n and samples cmlnpfmd [m ©
www.cybergateway.net | l@h . America’s Towel Superstore ™™gt of

3 STRIKES CUSTOM DESIGN, 45 CHURCH STREET, STAMFORD, €1 06906 =MATRIXS

| TEL (203)359-4559 » FAX (203)359-2187 mw== INSIDE TH

FROM MARKERS TO MACS
A.D./graphic designer. Concept - production.
Print/catalog/direct response/retail.

Call Michele (212) 362-0733

CONCEPTS & GRAPHICS THAT SELL
with Mac/All Media. (212) 873-2381

Hosting&Designwww.thing.net212-366-9738

|
|
ADVERTISING SPECIALTIES : ADVERTISING SPECIALITIES | L ot !

Beautiful print/collateral/adv/promo portfolio.
| Concept to finished Mac exp. 212-496-0453

|
|
| FULL SERVICE BUREAU FOR ALL YOUR
|

OFFSET PRINTING AND PREPRESS NEEDS | } Ads catalogs logos concept to finished
Design  Film | n l M E TlME | with positive attitude ... 718-251-1168
Printing Direct from disk ‘
IRIS Proofing  Cyclone/Fiery CELEBRlTY PLACEM ENT
1-4 color offset printing  Short & Long Run | @ Ty . . . P o
Satox Scanning. Paper prints The Advertising Specialty & Business Gift People | OGO ANy CELESRITY
FREE e U » « Buttons « Pens & Pencils P ﬂeque_s:I& TV, VOICE OVER, PRINT, MUSIC, PA.
coLon PRINT . Eutr,ml:;er Strips -« (B:a:loc:’ns a Free Gift! LARRY UNES (312) 281-7098
; PRINTING e Labels e Calendars
H ?&T%’.‘ﬁé 31?\13',\15;71;;;};“ 8 85T e Umbrellas e Caps & Visors (908) 449-3443 ‘ Want athletes for your ad campaign, buton a
| L__:_B__ TeL: 212 333-4009 | © 1T *Vinyl * T-Shirts Fax: (908) 449-3560 budget? Top pro bowlers are reasonable and
I Fax: 212 333-4034 | . I‘\(Ilag_rll_ets - ‘éackeg " 1955 Route 34 I available. Call Lou Barbera @ 718-592-0355
* Key Tags * Cups ugs
[————— Wall, NJO7719 _JJ| cOMPUTER SOFTWARE
I
. . I i . -
l UI:" PUT( Ifromolt‘!o? ADVERTISING SPECIALTIES ART/DESIGN SERVICES |
| The PakTite T-Shirt! § LOGOS! for All Media 718-251-1168 | ——
OurJeLarge, Heavyweigh PUT YOUR PROMOTION |Emasd Y=l
‘ PakTite T-Shirts are compressed ON A PURE SILK TIE Primo Print & WWW (Mac/PC): 718-399-0690 | |
: II'I!P tis finy put.kuge._.. Full-Color Graphics / Highly Visual For acopy of our logo sample sheet or | ]
Compremed nexkes 300 Retail / Promotional / VIP Gifts studio brochure, call (800) 353-0321. ]
: Buy Direct/ TIE FACTORY || vy | If you had
Ph (619) 749-1332 Nojob is too small. (212) 226-5686 Clients & Profits,
| HIEIT - this job wouldn't
i ART/DESIGN SERVICES be late.
madlong Imagine: Online job status reports.
| : B 278" wide A | Hot sheets. Weekly traffic reports.
» CRUTT { Work-to-do. Client job summaries.
BUT, amuzingly F R E E L N C E Ready any time, from anyone's PC.
’ i orois aflisiz A Costing, billing, accounting, too
Call f ; T-S.hm g %'m"—,lwl A D V N C E R S Clients & Profits delivers. Demo $45.
all for more information. samples, and ask . 2 [
about our mock-up capabilities hE 1 g E 1 f Mac & Windows. Available today.
Rectangular, CD, hockey puck., can or bottle shapey availuble ou S
¢\ Padires By you l R
C" BY 3-STRIKES CUSTOM DESIGN I 212 661 0900 to the most r\e]_lab'l_e 800 272 4488
45 Church Street, Dept. BIF g ,Fr,eelance se r‘Vi ce | email: WorkingCmp@AOL.COM
Stamford, C106906 PH 1
T o atso2187 , unlike ﬂ lot of tTe — in the arka
weve Uiy 5y, (DDP o oot new ~johnny-come- at ¥S 5 Professi
© you con'l = sional he
we're’NY-based former treelancers ‘ for creative minds. | |

It’s the most |
poworlul,ﬂcxlblu, |
agency management, |

who know the business and have a time-
Catch a Creative Genius earned rep for helping the bEst

hElp themselves i & secpnting
ADWEEK P milti-platforn/multi-nEdia sl vt v
CLASSIFIED , graphic designers art dirEctors illustrators ¢ /mech N Sl

|| expert production artists editors copywriters proofrtaders 610-666-1955

r
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COMPUTER SOFTWARE COPYWRITING COPYWRITING
] FREELANCE COPYWRITER Cadillac copy, Pontiac prices. 800-200-0397
ADMAN® | T“"gj;é’a;:gt'cjg‘r’y‘Q’X’gzecr’fcae‘c',"e'y RIFFYINAJIFFY  212.580-8723
Call Patt (212) 595-6780
It's Now In Windows...It's Now In Macintosh CORPORATE COMMUNICATIONS a2

ONE SLIGHTLY DUSTY CLIO

Now, the most popular billing, accounting and financial management TO THE FIRST TEN CALLERS.

Brochures/videos/sales support: 212/953-8667
software improves its productive superiority. Over 1400 agencies have

Dealers Welcome to Inquire.

f'l_a[_(:in;g_g_ﬂfﬁaurces Plus

CREAT|VEconcertsacopy

COMPUTER SOFTWARE

COPYWRITING

Authorized dealer— | provide sales, training &
consultation on system set-up, upgrades &
implementation. Cver 14 years in ad agency
finance. Steven Cass 518-581-9232

COMPUTER SYSTEMS

[TAKE CONTROL ~<&
OF YOUR AGENCY'S
FINANCES! -

Gabel
Systems

@
-1-800-843-1795

COMPUTER TRAINING

“CAN DO” COPYWRITER CAN DO FOR YOU
what | did for P&G, S. C. Johnson, General
Foods, Bristol Myers, Lever: Build business,
win awards. Freelance. Tel: 212-447-7873.

forINTRO OFFER.

b . ) AYSTOL.D. Peter Nicholas writer/producer
the DOS Version now. Move up to Adman Windows or run it on your A D,I,‘}x'eo%,fv',gm 212 362-6ssép
Mac. - For Advertising and PR agencies no system offers more. And one sure way o find one.
Call (212) 691-1972 or email JPLI6@ao! com
for a FREE brochure. CREATIVE SERVICES
(all 1-800-488-T544 MRP
for information and a demo disk. HEALTHCARE ADVERTISING

To the Consumer. To the Trade. To the Point.
David Upright 201-358-8877

o strategic

b-to-b and consumer ADS,

BROCHURES, etc. Call

NEW CREATIVE TEAM
Ex-creative directors now art/copy team.
Call to see our work
201-263-8928 and 212-877-9037

(212) 348 - 9181

KILLER KONCEPTS & KOPY 212 260-4300

DIRECT MAIL PACKAGING

Response-Getting Direct Marketing Copy 718-353-2185

CLIO-WINNING COPYWRITER.
Fast. Funny or serious. No felony convictions.

(202) 232-0300

Aren't You Tired Of Being Misunderstood?
lunderstand.
Ask 1BM, NYNEX, MCI, PBS, Sharp, Tenneco
Ken Norkin, copywriter. 301-891-3614

PO AONCANE

The Ultimate Direct Mail Vehicle

Call for samples and information

18004750660

HITMAN FOR HIRE.
HEAVY HITTER A.D./WRITER
| can make your problems go away.
(212) 628-3748

EMPLOYMENT SERVICES

Art Directors
Production Managers
Designers

Prepress Professionals

QuarkXPress, lllustrator
Photoshop, Director, Live Pieture

. l-on-1 and small group training
. Supervised practice tutorials
Beginner thru advanced courses
Start at your own level

Master production techniques
Flexible hours, 7 days a week

_ Phone technical support

H

i

“It’s never too late

PREPRESS
TRAINING the right way”
DEeSKTOP AMERICA

250 west 57 street # 730 ny ny
212 245 9391

COPYWRITING

RENT AN AWARD WINNER
StanMoore (201) 391-2329

Carol Dunitz, Ph.D. ¢ (313)747-6266

AWARD WINNING COPYWRITER
Fresh, fast, versatile. All media. 212-737-8977

WORDS TO THE WISE!
Hire former CD/agency owner for
strong words/big ideas. 201-263-8928

Fetching Copy. AD DOG 1800 9AD DOG9

Art/Copyteam. Hvy print, TV, radio. (914) 356-8127

Copywriter. Fast. Fearless. Freelance. (212) 724-8610.

"ORIGINAL COPY™ 1S NOT AN OXYMORON!
the style: clever, convincing, captivating
the source: 718/435-4760

to learn software [

MEDICAL/PHARMACEUTICAL/TECHNICAL
. Copy & Research Ari Saant: 212-757-4290

Writer Online. Strong in high-tech, industrial
and financial. Turnkey Web development.
jecope@aol.com e 219/273-5369

YOU'RE NOT IMPORTANT ENOUGH
that's what some writers think. See the
difference. Quality work, fair prices, and a
professionat friendly attitude. Call Mike
914-776-7385 for free information.

Heroes For Hire

(Temporarily)

Professionals from Paladin can save the dag, any day. They're
perfect for sEecial projects, overflow work, new business
pitches, flex schedules or long—term contract jobs.

Our roster includes advertising, marketing, research, sales
promotion and direct response pros. Plus PR and communications
people, account managers, media planners and buyers,
production and traffic managers.

And always, the full range of art and copy creative talent — from
senior level creative directors to electronic production artists, All
stay on our payroll with mandatory deductions made. . .by Paladin.

Give us a call. We understand your needs. We provide interim
staffing solutions that can make a hero out of you.

3
PALLADIN.
212/545-7850

) htp//www paladinstalf.com
Chicago New York

1 Write Financial, 212-989-4136

Speeches, Scripts, Sales Literature, etc.
Internet Hotline ¢ http://lastword.com

VICTIM OF FIRST DEGREE MERGER.
Lastweek | was a CD Writer genius. Now |
can be yours. Free-lance 718-638-1938

FOR CLASSIFIED ADVERTISING CALL
1-800-7-ADWEEK
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ELECTRONIC ART INTERNET MARKETING

INTERNET PROVIDERS

& MECHANICALS

OSIRIS.... Ask’s

Have you had clients inquire about Web Sites

for their businesses?

Are you interested in making money for yoursell and
your agency while providing your customers with a
quality Inlernel presence-providing service 7

H the answers o these questions are a resoul YES,
then OSIRIS Corporation's Retesral and

Authorized Resetler Programs should be of interest to you.
OSIRIS provides Web Site design, domain name regitration,
custom programming, database and point-of-sale integration,
secured credit card transactions, FTP services, e-mail
accourt, custom news group and more. Our referral prograrns.
earn you a flat 5% PROFIT Our reseller program enables
agencies lo earn margins of up to 20% or more. With
more and more businesses advertising their Web Sites, the
need for providers in the industry is clear.

OSIRIS:w. e Build Intemet Success!

; 1-800-8-OSIRIS

Hey, Big Agencies
Agency studio staffed with Art
Directors, Mac-literate 6+ years,
can make your electronic art &
mechanicals. Syquest & Zip
removables, Canon/Fiery output.
Ads, direct mail, collateral, out-
door, etc.—attractive prices for
reasonable timelines. Overflow,
or help until you figure out how
to make yours work. Inquiries via
fax to 212-979-1187 will be held
in strict confidence.

INFOMERCIALS

Attentlon: New York Advertising Community

The Internet
Doctor is In.

Like a good doctor, PFM is dependable, professional,
has expertise, and will find Internet solutions that work
for both you and your clients. Every company that uses
the Internet needs dependable connectivity and superi-

In @ Srort Weexs Become A\ Proressionas

InFomercint NMeoin Buyers

INTRODUCING THE FIRST
INFOMERCIAL MEDIA BUYING SCHOOL
NOW NANCY DONIVAN SHARES HER SECRETS.

As a pioncer, Nancy is unbeaten in her media buying techniques.
She recognizes the need for qualified & professionally trained media
buyers in the expanding, multi-billion dollar infomercial industry.

|NFOMERCIAL

MIDIA SCHOOL

* Become your own profit center!

* Cut 2 years off the learning curve!

* Develop your own In-House media buyers!

* Learn Successful Win-Win Negotiating Techniques!
* Flexible Hours! * Job Placement Opportunities!
FIRST CLASS BEGINS AUGUST 19, 1996.

For more information about this exciting opportunity call: (110

33

1700

or service. Our state-of-the-art operations center in the
heart of Manhattan, combined with leading consultants
allows PFM to provide what your company wants:

¢ Dedicated Lines ¢ E-mail
e Bandwidth up to T-3 ¢ World Wide Web
and simply the best Internet service in Manhattan.

a5 Y] conuvnications ino.

l A BELL TECHNOLOGY GROUP COMPANY

(212) 223200

611 BROADWAY, FOURTH FLOOR, NEW YORK, NY 10012

1025

INSURANCE MARKET RESEARCH

NEW BUSINESS RESEARCH SPECIALISTS
Focus Groups, |Dl's, Trade Interviews
Call Richard Kurtz @ (212) 869-9459

ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE? | |

We specialize in insurance for
advertising & media firms.
Our rates are the most
competitive in the industry!

MARKETING SERVICES

NEW BUSINESS EXPERT
Gather & Analyze info; develop posttioning;
creative strategies; write presentation.
Call Bob at {212) 213-8269.

®  Advertiser's Professional Liability ATTENTION: PRODUCT MANAGERS

®  pProperty & Liability Coverage Small medical PR agency will put its out-of-
® |ife & Disability Insurance the-box creativity to work for you. R/OTC. Pro-
®  Group Health, Dental, & Pensions fessional/consumer. Strong coalition-building
®  Homeowners, Aulo, Jewelry & Fur capabilty. Strategic alliances.

® (Coverage for Freelancers too! Call Geoff/Rich 212/675-2250

Call for a quotation with no obligation. MEDIA BUYING &

Adam Wolfson, CIC @ 212-370-3900 PLANNING SERVICES

Arnold K. Davis & Company, Inc.

MEDIA BUYING &
PLANNING SERVICES

ARE YOU AN ADVERTISER OR SMALL
AGENCY WITH BIG MEDIA NEEDS?
Find out why our clients would never go
anywhere else for their buying and planning.
Ask about our FREE INTRODUCTORY |
OFFER. Call (212) 704-9965 (ext. 235).

NEWSLETTERS

Let us create your

Our clients include the Fortune 500
..and the less fortunate.

Call 203-637-8154

CMW MEDIA PERSONNEL/EMPLOYMENT

Media Planning & Buying.

Media Management. Evaluation of ail
media services and functions. Senior level
experience at major agencies.

(800) 431-MEDIA (800) 431-6334

CAREER MANAGEMENT services for advtg,
mktg, & media professionals (212) 605-0324

PRINTING

EXPERT PLANS & BUYS........... 201-379-2334

“ JOHN ZAP PRINTING, INC

7T Accurate, On-time, Cost-Effective
Web & Shoet Fed Printing:
Books & Magazines, Direct Mail Projects
Marketing, Traiming & Software Manuals

NY 212-736-4379 CT 203-972-8079

JD Media (516) 785-2289 - 25+ yrs. buying
exp. Perfect for spec. proj., overflow, new
business pitches, etc. Reasonable rates.

NEVER A FEE!

1 Order-1 Bill Newspaper Placement Service,
ANYWHERE!

Catch a Creative Genius

ADWEEK [ Experienced, reliable, we're good!
Mid-Atlantic Newspaper Services, Inc.,
CLASSIFIED 717-234-4067 ext. 239.

Reach Your Ad Community In Adweek Magazines

—

Freelance planning & buying. All media.
Former major agy media dir. (718) 658-4328

Catch a Creative Genius
ADWEEK
CLASSIFIED

LOVE your BIG ADS, BUT
HATE to do CLASSIFIEDS?
We’ll do them for you!
| MEDIAPLUS 1-800-889-5110x306 |

CALL 1-800-7-ADWEEK |
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P 0 .P DISPLAY

PLASTICRAFTERS

DIVISION OF GEORGE PATTON ASSOCIATES INC.

AMERICA'S CHOICE FOR STOCK OR CUSTOM ACRYLIC DISPLAYS
Sig Frames = Brochure Racks ® Poster Holders » Kiosks

* Silk screen logo imprinting available for increased brand recognition.
¢ Complete fulfillment (drop shipping, special packaging, etc.) offered.

Call 1-800-572-2194 for a free brochure!

PRINTING

OuUT OF HOME LITHO

CO-OP FULFILLMENT SERVIGES e DEALER SNIPES

77" PRESS GAPAGITY - SHORT AND LONG RUNS
TRANSIT SIGNS  BUS, SUBWAY, AIRPORT, TAXI
OUTDOOR POSTERS ® MALL POSTERS ® BACKLIT
VINYL, OPALINE, STYRENE, WET-STRENGTH, COATED, UV

Compton & Sons, I
Posters Singe 1853 - St.7 Louis,
CENTRAL SHIPPING LOGATION - LOWEST GOST
SAME-DAY QUOTING - FAST TURNAROUND
E-MAIL 71760.1176@GOMPUSERVE.COM  800-325-1451

Fax Art For Quick Quote (314) 991-4726

Inec,
MO

RADIO COMMERCIALS

RADIO PRODUCTION

YOU HIRE
RADIO
EXPERTISE.

OUR HEART
AND SOUL
WE THROW IN
FOR FREE.

T H E
uck “Blore
COMPAMNY

Call Mark Savan
(213) 462-0944 + (800) 443-2020

WE SOLVE
BIG RADIO
MYSTERIES!

Writing
Casting
Directing
Producing

Dusting
DICK ORKIN'S

3

RADIO RANCH

“if you don't know the Radio
Ranch, you don't know Dick.”

Phone (213) 462-4966
http://www.radio-ranch.com
ompuserve: Go Create

RADIO PRODUCTION

RADIO PRODUCTION

PROOFREADING

PUBLIC RELATIONS

EDITORIAL EXPRESS

EXPERIENCED - FAST - PRECISE |
.. Advertising - Collateral

Catalogs - Annual Reports
Magazines - Manuals
Call: 508-697-6202
Fax: 508-697-7773

[ caLLi-s007-aDWEEK |

Ina crunch? Excellent PR writing/pitching.
Stellar record. Refs/clips avail. 212-979-8129

RADIO COMMERCIALS

Our Productions Sound Great
Until You Hear Our Prices.
Then They Sound Unbelievable.
800/789-RADIO
Sounds Almost Too Good To Be True.

MEDIAWEEK Classified.

THREE FOR ONE .

Call M. Morris 1-800-7-ADWEEK
or just Fax it to: {212) 536-5315

THREE AUDIENCES
FOR THE PRICE
OF ONE

For one low price, your Classified ad appears in three different
magazines: ADWEEK Classified, BRANDWEEK Classified and

.., hot a bad idea.

Work with the world’s hottest
voice talent, musicians, radio
directors and sound designers!
Fax or bring your scripts to
our new, state-of-the-universe
Hollywood recording studios.
And hear a world of difference.

e ——

WorldWideWadio

I N C O R P O R A T E D

(Formerly Paul & Walt Worldwide.)

CHECK OUT OUR §.p:{/ 1
Phone: 213 957 3399 Fax: 213 %87 7050
Email: wadio@wwwadio.com

Wieden & Kennedy.
Nike.

Stash Tea.
Northwest Natural Gas.
Coca-Cola.
Lennox.
Tillamook Cheese.
Adidas.
Portland 503-224-9288.

LA 213-658-5027.

[Radioland)

Fresh radio. Made from scratch.

* * * USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSURE * * %




CLASSIFIED ADVERTISING/July 1996

Page C5

EASTERN SERVICES & RESOURCES

RADIO PRODUCTION

1
‘ RADIO PRODUCTION
|
1

Why use research 10
dig up stifis like this
for testimonial spots?
The original Man-on-
the-Street interviewer
Mal Sharpe uses only
live people, freshly
caught on Main Street
Your client deserves
the best.

FREE! 30th Anniversary
TV special just aived on
S.E's PBS station KQID.

Call (510} 843-7655 (cx

Man-on-the-Street Productions

RADIO PRODUCTION

Which dog just heard the
Sarley, Bigg & Bedder demo? |

®

Call for our radio demo. 213/969-9767 ¢ Fax: 213/969-9343

|Sarley, Bigg & Bedder|

Radio at its best |

RADIO PRODUCTION

(lassical Jingles
ozart, Vivaldi, Chopin, Bach and

. : other master composers inspire our
@ & awarc{—wimzing jing(es for radio

AY S
2 and TO, Comp(cte package from
| concept to finisfacz{ proc{uction. E)gﬁsl)/5p¢1;1i56.
| Sen for our demo reel, a classic itsclf.

TEMPERATURE RISING « PHUNE: 415.638.0118 » Fax: 415.638.0119- E-Man : TEMPRISE@IX.NETCOM.COAL

RADIO PRODUCTION

If Our Radio Isn't The Best You've Ever Heard,
Have Another Drink At Our New Bar.
S

OINK 1'% ¥ RADIO.

265 Madison Avenue, New York

Visit our new bar/studio.
Call for our new radio demo.

1-800-776-0INK.

Brilliant scripts by Monday.
Flawless production in a week.
(310) 937-0707

RADIOLOGY

SLIDE CHARTS

Slide-Charts
Wheel-Charts
\ & Pop-Ups

marketing products
designed to fit your budget.

nJ
’

w@m"m{v
PAYMENT
CALCULATOR

MERICAN

SLIDE-CHART CORPORATION

P.0. Box 111, Wheaton IL 60183-0111
708/665-3333 800/323-4433 Fax 708/665-3491
Beginming in August our Area Code Changes to 630

|

SLIDE CHARTS |

AW 96

STOCK FOOTAGE

VIDEO RESOURCES NY-INC

World's largest Collection of Rare T.V.
Shows and Commercials from the Golden
Age of Television, Educational Films
Caroons * Silent Films * Govt Films ~

Datalizer
Slide Charts, Inc.

We're one stop shopping.
800-442-7055 * Fax (212) 595-0189

TELEPHONE SERVICES

2@

ra

v
Inbound TELEMARKETING

Design through production, we do it
all. For a FREE custom working model
and price estimate, call or fax us.
(v)708-543-6000 (F)708-543-1616

We're the answer far
your marketing dollars!

800-249-9194

I
For Classified Advertising Rates | i

Call M. Morris at 212-536-6493
or 1-800-7-ADWEEK

Use ADWEEK MAGAZINES to get National Exposure }
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TELEPHONE SERVICES
. N
-~ CALL INTERALTIVE
H Lead generation ® Sampling/couponing ¢ Sweepstakes entry
- Database development and enhancement ¢ Polling

FIRST ~ Response tracking ¢ and more
BCA)% Where your customers make the call,
—— and you get the results.

INTERACTIVE: 1-800-468-7350

Looking for the perfect job?
ADWEEK CLASSIFIED

TRANSLATIONS/
LANGUAGE SERVICES

TV PRODUCTION

Phenomenal Film And Video Productions
For Limited Budgets. Call Joan at Richman

Quality translation, typesetting and Films 212.582-9600

audio-visual services in all languages.

Aoarnve Lancuace RESOURCES, INC.
Caws: B00/671-2034 Fax: 617/924-0280

YELLOW PAGE SERVICES

O'Halloran Advertising, Inc.
National Yeliow Pages Specialists Since 1972
Callfor FREE Evaluation

ALL LANGUAGES/VO & TRANS. 888 4VOICE

TRANSLATION SERVICES Mark O'Halloran, St. Vice Pres. (800) 762-0054
DEDICATE YOUR
WE TRANSLATE CREATIVITY TO
INTO AND OUT OF CLASSIFIED

ENGLISH FRENCH SPANISH
ITALIAN GERMAN JAPANESE
THE ART OF TRANSLATION
(R123) 741-8847

Send Us Camera Ready Art Work.Your ad will
stand out from the others and get better
results, if you are creative and design an ad
that sells your jobs to potential employees
Call 1-800-7-ADWEEK and get the detalils.

OFFERS & OPPORTUNITIES
__OFFICE SPACE

FOR A/C EXEC./ PERFECT SPACE
CREATIVE DIR/ART DIR | | lor creatives. designers or small

dowed/1 interior office(s), open re-
cept/sec. work area. Phones,
Power Mac, etc. Partial or entire sub-
let. iImmediate.

212-759-9755

This will be a highly rewarding joint
venture if you have a client follow-
ing to bring to our NYC based
agency which specializes in corpo-
rate collateral and catalog produc-

EMPLOYMENT

FINANCIAL ASSISTANT

Fast-paced, midtown agency with
blue chip clients seeks detail-
oriented individual to work with
CFO on fee reconciliations, budget-
ing and financial reporting. ldeal
candidate will be self-motivated
and have strong Excel skills. This
position requires 1-2 years related

DIRECTOR CREATIVE
SERVICES
National retailer seeks senior-level
Creative Services Director for in-house
Advertising Dept. Minimum 10 years
experience in a design environment

tion. You can rely on our pro-
fessional staff, state-of-the-art
equipment and in-house photo
studio to support your current
needs and our future sales efforts.
Write:
ADWEEK Classified, Box 3865
1515 Broadway, 12th fl.
New York, NY 10036

NEEDED: OFFICE
SPACE TO SUBLET

Looking to sublet office space. Me:
estab. int'l journalist. You: small ad
agency/design firm. Need private of-
fice and access to fax and copy.

SPACE AVAILABLE

Perfect for design firm, produc, etc.
Short Term or Long Term
Near Union Square
Stage available too!

working in television, print, radio and

web site development. Candidate must

have excellent management, planning
and organizational skiﬁs.

Mac pro?iciency is required.
Send resume and salary history fo:
Pep Boys Advertising Dept.
Creative Services Position
3111 W. Allegheny Ave.
Philadelphia, PA 19132
or fax (215) 229-1410

Call Casey: 212.979.8564 PEPBOYS
SHARE SPACE/SERVICES ASS’T MEDIA PLANNER
NYC smali creative agency NYC-based advertising/marketing

specializing in soft goods/fashion.
2-3 offices. Merger considered.
Good contacts/billing.
ADWEEK Classified, Box 3866
1515 Broadway, 12th fl.
New York, NY 10036

communications agency seeks in-
novative, highly organized individu-
al for junior advertising position.
Primary responsibilities will include
print media planning and budget
control, as well as some assistant

advertising experience. Please mail
resume and salary requirements to:
Personnel - AG
Lord, Dentsu & Partners
810 Seventh Avenue
New York, NY 10019

EXTREMELY BUSY
BARTER ADVERTISING
COMPANY

seeks experienced & qualified appli-
cants in several job descriptions:
Media Trader, Travel, Promotion &
Merchandise Services. Salary com-
mensurate with experience. Good
benefit package.
Please FAX ONLY 212-751-3593
ATTN: Maria Rivera

Call Joe Fox (212) 721-0039

For Classified Advertising Rates

Call M. Morris at 212-536-6493
or 1-800-7-ADWEEK

account exec. job functions. Ex-

cellent opportunity for growth.

Salary low 20's. Fax resume to:
212-741-6931

ATTN: Pat Jones

Classified Advertising
1-800-7-ADWEEK

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

RATES for Employment and Offers & Opportunities

MINIMUM: 1 Column x 1 inch for 1 week: $148.00, 1/2 inch increments: $74.00 week.
Rates apply to EAST edition. Special offers: Run 2 consecutive weeks, take 15% off sec-
ond insertion. Frequency, regional-combination, and national discounts available. Charge
for ADWEEK box number: $30.00/week. Replies mailed daily to advertisers. Readers
responding to any ads with box numbers are advised not to send samples unless they are
duplicates or need not be returned. We are not responsible for recovery of samples.

1-800-7-ADWEEK Classified Manager: M. Morris

Classified Asst: Michele Golden

The identity of box number advertisers cannot be revealed. If ADWEEK must typeset
ad, charge is $15.00. Deadline for all ads in ADWEEK EAST is Wednesday, 4:30 p.m.
If classified is filled prior to closing, ads will be held for the next issue, Classified is com-
missionable when ad agencies place ads for clients. No proofs can be shown. Charge
your ad to American Express, Mastercard or Visa, ADWEEK CLASSIFIED, 1515 Broad-
way, 12th fl. New York, NY 10036. 1-800-723-9335 Fax: 212-536-5315.
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.« o DIRECT MAIL
ore Creativity ||, @cency posimions)

vices company headquartered in St. Louis, Missouri, seeks outstanding individ-

Needed! = T

Positions develop and nurture client relationships. Qualified candidates must
possess 5-8 years marketing experience, with at least 4 years in direct market-

Our creative prOdUCt has tripled billings in3 years. We ing; strong business development skills; staff management experience; proven
need more ad/writers and ad/art directors. We're :trr:éeu%lt(i:‘,):mmg, and presentation skills; and complete knowledge of direct mail
employee owned, creatively driven, ex-New Yorkers ACCOUNT EXECUTIVES

with national consumer clients. Send por tfolio now if Positions maintain client relationships and manage direct mail projects for For-
interested or call Maggie, 215-509-7700. ok o relted. HoIGs 3.2 yoars rect a1 expanoncar lrong cliont com

munication skills; print, mail, and information services experience; and staff/

— — account management experience.
C = ( I ASSISTANT ACCOUNT EXECUTIVES/
J1 1 1. ACCOUNT ASSOCIATES:

. . . Positions plan, schedule, organize, and coordinate all production logistics for
4169 Main Street A4 Phlladelphla, PA 19127 direct mai!l campaigns. These positions work with established Fortune 500

clients. Qualified candidates must possess a bachelor's degree in marketing or
related field plus 2-3 years direct mail experience. Experience in print production
and client services a must.

Please send cover letter, resume, and salary history to:

Account Executive D. Nerseslan/AS
DIMAC DIRECT
Silverback Creative Corporation is a national guerilla marketing agency that One Corporate Woods Drive, Bridgeton, MO 63044
designs and executes field marketing programs for branded consumer products. EOE M/F/DNV
We need a dynamic individual who thinks strategically and has a great positive This opportunity is brought to you by our clients.

attitude! Your job is to build our current client list by presenting and our non-
traditional and highly effective guerilla marketing produd to Fortune 500 food
and beverage companies. You need successful industry sales experience, terrific
writing skills and computer literacy (Mac environment).

vertising Director

Hadassah Magazine, with 300,000 monthly circulation, seeks
an experienced Advertising Director to maximize ad account
development and revenues and managethe magazine's
business. Must have production and business background and
familiarity with ABC audits. Choice midtown location. Salary
commensurate with experience. Excellent benefits. Please mail
or fax resume with salary history/requirements (a must) to:

PERSONNEL MANAGER-DEPT. AW

HADASSAH

50 West 58th Street, New York, NY 10019
FAX: (212) 303-8226

Equal Opportunity Employer M/F/DNV

MEDIA BUYER o/
If you love radio/promotions, have a minimum of 2-3 enS e

years experience, want to work in Westchester County,
NY, want to grow with a hot company... then we want
to talk with you. No calls please - strictly confidential.

Please forward resume and salary requirements to: Silverback Creative
Corporation, /o David Kennealey 555 Washington Street, Wellesley, MA 02181
or fax o (617) 235-4808 No calls please

S{lverback
.

Magazine seeks highly motivated, experienced salesperson with strong agency
and client contacts. Must be team player, organized, and able to handie multiple

Fax resume to: account lists.
914-696-0119 Please send/fax resume and cover letter to:
Thomas J. Bair
New York Manager
CAREER Men’s Health Magazine
SALES EXECUTIVE SURFING? 733 3rd Avenue, 15th Floor, New York, NY 10017

Ldg bdcst ntwk in Wash D.C. ha:

immed opng for results oriented, pro 5 -

sls exec. Succ cands shd poss strg vibl Www,rga-lobllnk,com FAX: (212) 682-2237
& wrtn skls, as well as a doc track rec in

Ig vol sls to mjr cos. Metro Networks
gffrs an atttr gfgs pk% w"ahsm ﬁ% prTog. Roz Goldfarb Associates
ax res 1o om Callanan, 3

(301)718-4554. EOE (212) 475-0099

Classified Advertising Call M. Morris at 1-800-7-ADWEEK

* * % USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSURE * * *
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FOX|2

WJBK-TVDETROIT

GENERAL
SALES MANAGER

FOX 2 (WJBK-TV) in Detroit has an
immediate opening for a General
Sales Manager. Will need to de-
monstrate/have strong manage-
ment skills and ability to execute a
plan effectively. Should have local
and national sales experience with
a strong emphasis on new busi-
ness development. Also be creative
so as to see revenue potential in
non-traditional areas. Extraordinary
people and organizational skills are
a must. Qualified candidates please
send your resume to:
FOX 2
Attn: Carolyn Worford
Station Manager
P.O. Box 2000
Southfield, MI 48037

New World Communications
of Detroit, Inc.
Equal Opportunity Employer

AD/MARKETING AGENCY
ACCOUNT SUPERVISOR

If you've got 5 yrs. solid brand building direct & promo. exp. we're in-
terested in you. If you are a “Type A” strategic thinker and writer exp'd
on diverse accts and have ad agency exp. (client side is good, 100)
fax our 15 person team your credentials:

ADV Marketing Group
203-324-4680

MARKETING COMMUNICATIONS
DEPARTMENT MANAGER

Financial Products

Growing financial services co. in Greenwich, CT seeks leader to oversee pro-
duction of mkt. materials, from editorial design to print. Mkt. copy writing exp. a
must. Candidate will be detail-oriented with excellent people and problem solv-
ing skills. Responsibilities will include creative input, scheduling, deadlines, re-
source mgmt., quality control and budgets. Great opportunity in fast-paced
environment. Fax resume and salary requirements to:

ACCOUNT EXECUTIVE
FINANCIAL SERVICES

Rapidly-growing New York City inte-
grated direct-response advertising
agency is seeking an experienced
Account Executive to service the
day-to-day business for our
Mutual Fund client. The ideal can-
didate should have strong back-
ground in mutual funds, direct
marketing and media placement ex-
pertise. We are seeking an or-
ganized, efficient team player with
strong communication skills. At-
tention to detail and the ability to
function in a fast-paced deadline-
oriented environment is @ must.

Please send cover letter & resume
along with salary requirements to:

ADWEEK Classified, Box 3869
1515 Broadway, 12th fl.
New York, NY 10036

Susan Grady  203/698-0236
ART BUYER PRO MEDIA SEEKS
Several talented Art Directors and a full-blown MOTIVATED PERSON

Design/Collateral Department are all straining
at the leash to produce gorgeous, sumptuous;,
award-winning print with the help of a savwy,
heads-up, tough-as-nails negotiator like you.
Your art-procuring talents are badly nesded.
Please respond immediately.
Send resuma to:

Michelle Lopez
Harris Drury Cohen
1901 W. Cypress Creek Rd., 6th Floor
Fort Lauderdale, FL 33309
or fax to: (954) 771-4929

MEDIA BUYER: Responsible for
placement of radio, television and
cable. Minimum 1 year media buy-
ing experience a must. You should
be extremely detail-oriented and
able to juggle many projects at
once. Computer expertise essen-
tial.

Non Smoking Office. E.O.E.

Please mail or fax resume and
cover letter to Tracie Chinetti at:
Pro Media, Inc., 160 Gould Street,
Needham, MA 02194 Fax #(617)
455-8613. No Phone Calls Please.

JR. AD
Salary 28-32K

Creative career-oriented ind. to sup-
port Sr. AD of growing Print
agency. Must have 2+ yrs. exp.
with agency/design firm. Complste-
ly MAC literate (Quark-Photoshop-
llustrator-network, modem, etc.)
with exp. coordinating projects with
printer/service bureaus.

Fax resume to: (212) 582-4684
Attn: Hydee

ENGLISH/GERMAN
MEDIA SALES

Smalt U.S. subsidiary of German
publishing group in midtown
Manhattan has opening for Assis-
tant Account Executive. Knowledge
ofGermanlanguagenecessary. Com-
puter literate.
Fax: (212) 972-1724
E-mail: ASGinc@aol.com

REGIONAL
MEDIA MANAGER

The Coca-Cola Company is seeking
an organized, customer service or-
iented Regional Media Manager to
manage media programs for
franchised bottlers, account
groups, field personnel, and local
agencies.

Qualified candidate will possess a
Bachelor's degree in Marketing,
Business or a related field as well a
minimum of 5 years' experience in
media buying/planning at a major
agency. Effective fiscal manage-
ment/operations skills and knowi-
edge of promotions and brand
media strategy including media cos-
ting, merchandising, planning, buy-
ing/negotiating, forecasting, and re-
search tools essential. Familiarity
with franchise cooperative advertis-
ing programs preferred.

We offer an excellent salary. For im-
mediate consideration, please mail
resume including cover letter and
salary requirements to: Coca-Cola
Staffing, Source Code: LM2198,
P.O. Drawer 1734, Atlanta, GA
30301. No phone calls, please.
An Equal Opportunity Employer which
values the diversity of its employees,
customers, and consumers.

The Coca-Cola
Company

BUILD OUR
BUSINESS

Top Los Angeles based corporate
design and marketing firm sees a
motivated sales professional who
will knock down doors and and
help bring in new and exciting
projects.

You are a self-starter with expe-
rience in sales and knowledge of
the graphic design business. Ex-
cellent writing skills a must!

Send resume to:
Dept. 00216 ADWEEK

5055 Wilshire Blvd.
Los Angeles, CA 90036

MEDIA BUYER

1-2 years Radio & TV experience.
Self starter, Midtown NY location.
Fax resume and salary require-
ments to:

212-967-2266

Assistant Media Planner/Buyer
Small, growing agency seeks
someone with 1-2 years experi-
ence to assist Media Director.
Opportunity for increased respon-
sibilities. Financial/retail back-
ground a plus. Send resume to
Media Dept., P.O. Box 226, Church
Street Station, New York, New
York 10008. EOE.

GREENWICH AGENCY
HAS TWO GREAT JOBS

Production Manager: Must have a
minimum of 5 years experience and
understand all aspects of print pro-
duction, electronic files and separa-
tions.

Junior Account Executive: Ideal
candidate will have 2-3 years expe-
rience, be energetic, detail oriented
and love a challenge.

Fax resume and salary to:
203-629-8027

Looking for the perfect job?
ADWEEK CLASSIFIED

Seven Positions Available

Management Super., Atlanta. Hi tech,
big agency bkgd desirable.-$80K +.
Division Head, direct response/
interactive. Philadelphla. $100K+.
Seasoned Fast Food Acct Super.,
Jacksonville. To $75K
Seasoned Fast Food Acct. Super.,
Raleigh. To $75K
Copywriter, Sports Apparel/
basketball, Philadelphia. Open.
Account exec., Sports Apparel/
basketball , Phitadelphla. Open.
PR/PubIIci:Y Director on agency busi-
ness. Philadeiphia. Open.

Fax resume In confidence to

Oaklea/Search: 1-804-784-1971

[ CALL1-800-7-ADWEEK

Classified Advertising Call M. Morris at 1-800-7-ADWEEK

[ cALL18007-ADWEEK |
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HECHINGER Company, a leading specialty retailer, serves the growing home im-
provement industry with 118 stores (64 Hechinger stores and 54 Home Quarters
Warehouse stores) in 21 states and the District of Columbia. The Advertising
Department has opportunities at its corporate headquarters office located 15
minutes from Washington, D.C.

MEDIA MANAGER

Selected candidate will possess 5-10 years media planning and buying experi-
ence. Multi-market, retail/or fast food experience required. Other requirements in-
clude print/broadcast experience and a bachelor's degree in a related discipline.
Agency experience and agency supervision a plus. Reports to VP Marketing/
Advertising. Supervises 1-2 people.

VISUAL DISPLAY MANAGER

Selected candidate will supervise a division of store signage graphics/display
and private label packages. Requirements include a bachelor's degree in a re-
lated discipline and 5-10 years retail visual/signage display experience. Graphic
design skills, computer expertise (Mac, Adobe, Wallace, Harvard Graphics). One
to two direct reports; reports to Director of Advertising.

As part of our Advertising team, you'll enjoy a competitive salary and benefits
package. Qualified candidates should maii/fax resume and salary requirements to:
Hechinger
HR Department, LH-SB
1801 McCormick Drive
Largo, MD 20774
(301) 925-3906
We will contact only those applicants selected for further con-
sideration.

REGRINGER

ACCOUNT SUPERVISOR
HAWAII

At least five years solid Advertising Agency experience
with a minimum of two years servicing corporate, technical
or financial accounts will make you a candidate for
Honolulu’s largest Agency serving the island’s largest
financial institution. Salary commensurate with duties and
experience. An allowance for moving from the Mainland,
including initial living expenses will be provided. Candidate
must be Team Player eager to participate in an Agency
reconfigured to meet contemporary demands of clients in
the burgeoning Pacific Rim. The Agency is a family of
Advertising, Design, Public Relations and Internet
companies. If you would like to work hard and play hard in
the land of white sand, azure seas and eternal summer, send
your resume to John Lochridge, Director Account Service,
Starr Seigle McCombs, 1001 Bishop Street, Suite 1900,
Honolulu, HI 96813, or fax to 808-523-7443 or e-mail to
loch@ pixi.com.

STRATEGIC PLANNING/RESEARCH POSITIONS
BALTIMORE ADVERTISING AGENCY

A national advertising agency currently has Strategic Planning/Research posi-
tions available in its Baltimore office. Candidates will manage the strategic plan-
ning and research functions for a number of General and Direct Response
clients as well as new business development.

Responsibilities include:

e Development of strategic insights to guide marketing decisions.

e Development of communications strategy; market analysis, consumer, and com-
petitive trends analysis; advertising response assessment; and involvement in
product development and market introduction.

e Design and manage primary research projects, including segmentation, posi-
tioning, and communications testing.

Requirements:

® 5+ years experience in Strategic Planning on the Agency or Client side, as
well as demonstrated skills in Marketing Research.

e Strong writing and presentation skills.

e Solid technical knowledge of various quantitative and qualitative techniques,
and experience in design and implementation.

e Insight, discipline, and a high energy level.

e Bachelor’s degree or more.

o References and work samples.

We offer competitive salary, benefits, and relocation assistance.
Send resume and salary requirements to:

P.O. Box 22399
Baltimore, MD 21203-4399

EOE

OUR TERRIFIC SALES ASSISTANT
JUST GOT PROMOTED.
NOW, WE NEED SOMEONE JUST AS GOOD.

Publisher at top NY-based magazine company needs an efficient, highly or-
ganized, and articulate assistant to help manage workload for multipie salespeo-
ple. You must be professional in demeanor, intelligent and service-oriented on
the telephone, and skilled in the usual computer software. At least 3-5 years ex-
perience required. Generous salary and benefits.

Send resume to:

ADWEEK Classified, Box 3859
1515 Broadway, 12th fl.
New York, NY 10036
We're an Equal Opportunity Employer.

Publisher of the Chicago, Rocky
Mountain, Southwest, Texas

SALES REPRESENTATIVE -
ADVERTISING

ADVERTISING PRINT
TRAFFIC MANAGER

Looking for assertive, detail or-
iented person to help develop and
expand traffic department in a
downtown creative agency. Tremen-
dous growth opportunity! 2+ years
ad agency print traffic experience a
must. Print production experience a
plus. Full benefits. Please send re-
sume and salary requirements to:

ADWEEK Classifled, Box 3871

1515 Broadway, 12th fl.
New York, NY 10036

CALL 1-800-7-ADWEEK

1

A MEDIA BUYER’S
MOVE UP!

Fast-growing White Plains media
company seeks media buyer with
5+ yrs. experience. Position
supervises media buying/ad agen-
cies on behalf of advertisers. Hu-
mane 9-5:30 hours, casual dress,
window office. Spot TV buying exp.
req, kids’ mediais a +.
Fax resume & sal. req. to:

914-696-0421

Catch a Creative Genius
ADWEEK
CLASSIFIED

and Twin Cities Creative
Sourcebooks, with positions open
in the Denver, Dallas, Houston and
Phoenix markets, are seeking a
dynamic, competitive sales
professional with proven track
record to join our team. Individual
must be creative, self motivated,
highly organized and able to close!
Excellent opportunity with upper
level eaming potential. Send to
Everest Publishing 7002 E 1st

Ave#101 Scottsdale, AZ 85251

Prestigious visitor market pub-
lication is seeking exp. Sales Pro-
fessionals in multiple markets
nationwide. Requires a min. of
five (5) yrs. outside selling exp.,
proven record of developing
new business/markets and exp.
selling multiple products. Ad
sales and/or publishing exp. a
plus. Must be open to travel
andfor reiocation. Excl. Com-
pensation/benefits.

Send/FAX resume w/salary his-
tory Human Resources De-
partment, Guest Informant,
21200 Erwin Street, Woodland
Hills, CA 91367

Fax (818) 716-7583.

Use ADWEEK MAGAZINES to get National Exposure
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_ INBC has opportunities in its new
- Spot Sales department for éxperienced

.media research professionals.

Play a critical role in the start-up of the

HESEARGH Sales Research Department, including

staffing the department and the selection

M AN AG EB‘ and testing of research software and sys-

. tems. You will have the opportunity to

develop creative solutions to sales chal-

lenges and continuously improve the

efficiency and service provided by the department. Develop market-

ing client presentations and collateral materials. Direct Research

Analysts. Train sales staff in the use of available sales and research
marketing tools.

Substantial broadcast research e):rerience with a working knowledge

of media research, computerized avails systems and PC marketing
and business software required.

Please respond to department GRM.

Create and maintain owned and operated

stations” sales program estimates. Create

sales development and client presenta-

AN AI.YS'I'. tions and collateral materials for station

J marketing opportunities, and cross

media efforts involving other corporate

divisions. Produce program track and trend reports, and overnight
ratings reports.

Experience in the creation of broadcast ratings estimates, reports and
presentations required. Strong writing, math and computer skills, and
the ability to work under pressure with multiple projects are skills
critical to success in this position.

RESEARCH

Please respond 10 department GRA.

e

We offer a very attractive compensation pack-
age with full benefits, Please send resume, indi-
cating salary requirements and the department
code for your position of interest, to: NBC, 30
Rockefeller Plaza, Room 1678, New York,
NY 10112. We regret that we will only be able
to respond to those applicants in whom we have
an interest. No phone calls please. NBC is an

Equal Opportunity Employer M/F/D/V.

—NBC

ART DIRECTOR/
PROJECT MANAGER

Top Los Angeles based corporate
design and marketing firm seeks a
motivated, hands-on graphic de-
signer/project manager to work full-
time in our small but busy studio.

Must have 3+ years experience, pro-
ficient knowledge of MAC (Quark Ex-
press, Photoshop, llustrator and
Freehand), strong production back-
ground and the ability to work well
with clients, vendors and staff.

Person will be designing, produc-
ing and managing projects such as
annual reports, corporate identity
programs and varying collateral
materials for a range of clients. The
ideal candidate is a self-starter who
works efficiently and effectively
while wearing many hats.

Send resume, samples and salary
requirements to: Dept. 00217
ADWEEK 5055 Wiishire Bivd.,
Los Angeles, CA 90036

DIRECTOR OF
DIRECT MARKETING

National retailer seeks senior-
level executive to handle all print
and direct marketing. 10 years
experience in list management,
sales analysis, relational
marketing, print distribution,
infinig rograms & the internet.
Can ié)cte must have excellent
planning & organizational skills.
Send resume and salary history to:
Pep Boys Advertising Dept.
Direct Marketing Position
3111 W. Allegheny Ave.
Philadelphia, PA 19132
or fax {215) 229-1410

—
PEPBOYS

RADIO SALES

Nationally syndicated radio re-
presentalive * seeks salesperson
with at least 1 year media back-
ground. Must "be aggressive,
creative and a self-starter. Com-
petitive salary and benefits. Fax re-

sume:
(212) 768-9789

AD SALES

Entry-level salesperson wanted for
hip, New York lifestyle pub. Look-
ing for hungry, dynamic, highly
personable, self-starters. Sales ex-
perience a must. Please send re-
sume, cover letter and salary req to

Dept: NS (212) 334-4339

COPYWRITER

We've got a great opportunity for a
mid to senior level writer who is
highly conceptual and a team
player. Must be comfortable with
technology accounts. Samples
should prove you've got a flair for ex-
citing ad copy that sells, because
we're accustomed to winning
awards for our heavy-hitting B-to-B
and consumer clients.

Send resume, samples,

and salary history to CD

Bradford Communications
PO Box 3081, Hickory, NC 28603
or fax 704-322-9025

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

FOR CLASSIFIED ADVERTISING CALL
1-800-7-ADWEEK

FILM & TV JOBS

Entry level to senior level professional
jobs in entertainment nationwide
(cable & TV networks, film/TV studios,
TV stations, etc.). 2x/mo. For info.,
Entertainment Employment Journal:
(800) 3354335 (818) 901-6330

ATTN: FREELANCERS

ADWEEK can offer you the expo-
sure you need in our Services &
Resources section. If you need to
get your service out to the people
who matter, you need to advertise
now. Call for info 1-800-ADWEEK.

o
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Culture 1

CULTURE TRENDS

Culture Trends is a compilation of data collected from Billboard, The Hol- |
lywood Reporter MTV and Nielsen Media Research to track current trends |

in the movie, telewsxon video and recorded music marketplaces

I Compiled from a national sample of retail, store and rack sales reports, for the week ending
l July 6th, 1996 provided by Sound Scan.

This Last Peak  Wkson

Week Week Pos. Chart Artist Title

1 1 1 3 Metallica Load

2 o Ee\f)vi_Z_ - _1 : _To;EraTt;n_- - Secre;s - -

3 o -24 _1_ 1; _Fugees N Score - -

4 3 1 54 ManisMorissette  JaggedLittlePll

5_ 4_ - 5; _1_5 _Celine Dion; - Falling Into You -

G_ : 5_ B 7 . _3; “'I:r;t;Chapman - -?\Ie;v I;egmmn'g - :

7_ B ;7_ o 1_ _ 74; AB;;ThLé:—N Harmony E. 1Mternal -

8 11 8 3 Soundtrack  The NuttyProfesser

T N é _1- B ; B Hootne_&_ Th; BTov?lsh o _an;r;ea;th_er Johnson _

le : 5 - _2 8 - l;av; Matthews_Ba_mT - _Crash_ -

11 16 11 25 NeDoukt  TragicKingdom

lé 1077374 5_ TooShl;t;__ _ __@ir;lt -

13 13 5 69 ShamaTwan  TheWomaninMe

i47 ) ‘12 _ 727 5 _Sm;lda;_ - T)En o_n t_}lei};si;ie—

iS - _15 -1_ 10 I;ag_e Against The Machme Evil Er;pi:e'

16 New 16 1 Beck Odelay N
17 6 4 3 JimmyBuffet  BananaWind
18 18 5 10 ‘Brooks &Dunn Borderline

19 19 1 38 Mariah Carey Daydream

20 21 4 38 Oasis  Whatsthe Story o
| (Morning_ Glory)

|
|
I
|
\
|
:
|
a
i

Nielsen’s Top 15 Network Programs

These are the top 15 Network programs for the week ending June 16, 1996.

Rank Program Network Rating Share Ravik i rogram Network Ratmg Vum’
1 NBA Finals Postgame 6 NBC 18.9 32 \9 Home Improvement ~ ABC 12221 \
2 NBA Finals Game 6 NBC 188 35 |10 Dateline NBC-Tues ~ NBC 11.6 21
3 NBA Finals Game 4 NBC 18133 |11 Coach ABC 11.1 19 |
4 NBAFinals Game 5 ABC 172 §3’| 112020 ABC 11121 |
| 5 Sienfeld NBC 14.1 26 13_G_m£ei.ln9er Flr_e- - _ABC 1017 1§ | )
| 6 NBAFinals Tip-0ff 4  NBC 126 24 |14 Friends NBC 10.0 21 ||
7 Carolineinthe City ~ NBC 124 22 | 14 Primetime Live (6/12f  ABC 7160_1§4 |
8 ER NBC 12.3 22 | Source: Nielsen Media Research R=Repaat S=Special

]

[

[

MTV’s
Buzz Clip

Buzz Clips are usually by new, up-
and-coming artists who MTV believes
have special potential. Of the 40
videos that MTV designated as Buzz
Clips since January 1994, more than
75% have been certified gold or plat-
inum.

Week of 7/1/96

Artist/Group: Beck

Song/Video: Where It's At

Director: Steve Hanft

On his first DGC album, Mellow Gold, Beck demon-
strated his ability to mix old and new styles with ease,
while simultaneously declaring the theme for an entire
generation with “Loser”. Odelay, his second LB is
another trip to the sonic frontier, starting with folk
music and speading outward - in all directions

Artist/Group: Nada Surf

Song/Video: Popular

Director: Jesse Peretz

Ex-Cars veteran and producer extrodinaire, Ric
Ocasek, agreed to produce their first album before
the band was even signed— nonetheless, they were
soon signed to Electra and haven’t looked back since.
With most of the lyrics for the songs taken from a
1950’s etiquette book, “Popular” may be just the
song (and viedo) to catapult New York band Nada Surf
into the mainstream.

Artist/Group: Primitive Radio Gods
Song/Video: Standing Outside A Broken Phone
Booth W/ Money In My Hand
Director: GOB TV
Despite its humble recording facilities, Rockef ~ a
one-man production made for $1,000 on a broken
down ‘69 Ampex 16-track in a friend’s suburban
garage — proves that you can make a successful pop [
album with minimum cash. “Standing . . “ is the first
single off the album and it's already been chosen as
one of the lead tracks from the soundtrack of the big-
budget Jim Carrey summer movie, The Cable Guy.

Artist/Group: Superdrag

Song/Video: Sucked Out

Director: Chris Applebaum

With a shameless sense of melody, and a 60’s pop
song reverence they wear on their back pockets, this
Knoxville Tennessee quartet could make a pretty good
living at melding white-hot noise with their own brand
of manic rock.

Artist/Group: Garbage
Song/Video: Stupid Girl
Director: Samuel Bayer

|
Founded by three prominent music producers, |
Garbage grew out of collaborahons that began over a I
decade ago - most r '} g remixes for the

likes of U2, Depeche Mode, House of Pain & Nine Inch
Nails, According to band member Butch Vig, lead
vocalist and ex-Angelfish member Shirley Manson's
voice “‘sometimes ds dreamy, ti psychot.
ic.” —~ Listen for yourself.

I
|
|
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Billboard’s Top 15 Singles

Compiled from a national sample of retail, store and rack sales reports, for the week ending July

6th provided by Sound Scan.

This Last Peak  Whkson

Week Week Pos. Chart Title Artist

1 1 1 9  Tha Crossroads Bone Thugs-N-Harmony

2 2 2 5 You're Makiin’ Me High... Toni Braxton

3 4 3 4  California Love/ How Do U 2 Pac (Feat. KC & Jojo
Want it

4 3 3 14 Give Me One Reason Tracy Chapman

5 8 5 29 Macarena (Bayside Boys Mix) Los Del Rio

6 5 1 14 Always Be My Baby Mariah Carey

7 67 1 18 Because You Loved Me Celine Dion

8 7 7 9  Theme ( Mission: Impossible}  Adam Claton/ Larry Mullen

9 12 9 5 Why | Love You So Much... Monica

10 9 2 30 Nobody Knows The Tony Rich Project

11 10 4 17 lronic Alanis Morissette

12 13 8 9  Fastlove George Michael

13 21 13 3 Twisted Keith Sweat

14 15 14 17 C’Mon N’ Ride It (The Train)  Quad City DJ’s

15 16 15 10 Kissin’ You Total

© 1996 Billboard/Soundscan, Inc.

Billboard’s Heatseekers Albums

Best selling titles for the week ending July 6th, by new artists who have not appeared on the top

of Billboard’s album charts.

This Last Wks. on

Week Week Chart Artist Title

1 3 8 Mindy McCready Ten Thousand Anbels

2 6 12 Maxwell Maxwell’s Urban
Hang Suite

3 9 9 Ricochet Ricochet

4 4 10 The Refreshments Fizzy, Fuzzy, Big & Buzzy

5 1 11 Dishwalla Pet Your Friends

6 2 3 Rhett Atkins Sombody New

7 5 13 Goldfinger Goldfinger

8 - 1 Horace Brown Horace Brown

9 10 2 Paul Brandt Clam Before the Storm

10 13 23 Enrique Iglesias Enrique Iglesias

11 - 1 Norman Brown Better Days Ahead

12 7 23 Kenny Wayne Shepard Ledbetter Heights

13 8 8 Tina Arena Don’t Ask

14 - 1 Men of Vizion Personal

15 - 1 Keb' Mo’ Just Like You

© 1996 Billboard/Soundscan, Inc.

MTV Around
the World

Week of 7/1/96
Artist Title
1. Los Del Rio Macarena
2. Fugees Fugee-La
3. Eros Ramazotti Piu’ Bella Costa
4. Mark Snow The X-Files
5. Mark Morrison Return of the Mack
Artist Title
1. George Michael Fastlove
2. Eros Ramazotti Piu’ Bella Costa
3. Metallica Until It Sleeps
4. Bryan Adams The Only Thing
That Looks Good
OnMe Is

5. lllya Kuriaki &
Los Valderramas

MTV Japa

Artist
1. Namie Amuro

2.Bz
3. Toshinobu Kubota

w/ Naomi Campbell

4._Southern
All-Stars
5. Hitomi

Artist

1. Bone Thugs
N Harmony

2. Alanis
Morrissette

3. Fugees

4. Smashing
Pumpkins

5. Metallica

Artist

1. Bon Jovi

2. Renato Russo
3. Cranberries
4, Oasis

5. Titas

Jaruar House

Title

You're My
Sunshine

Real Thing Shakes
La La La Love
Song

Ai no Kotodama

In The Future

Title
The Crossroads

Y ou Learn

Killing Me Softly
Tonight, Tonight

Untill It Sleeps

Title

These Days
Strani Amore
Salvatoin
Wonderwall

En Nao Entendo
Nada
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| CALENDAR

The Wireless Cable Associ-
ation will hold its annual
convention July 10-12 at
\ the Denver Convention Cen-
ter. Contact: 202-452-782.

| The Oklahoma Association
of Broadcasters will hold a
‘ summer meeting July 12-
13 at the Shangri-La Resort
in Afton, Okla. Contact Carl
| Smith at 405-848-0771.

Two newspaper confer-
| ances will take place July
21-24 in Chicago: the
Newspaper Association of
| America Marketing Confer-
ence and the NAA Foun-
\ dation Conference on
Newspapers in Education.
Registration required. For
| more information, contact
the NAA's meeting depart-
ment at 703-648-1280.

Oregon Cable Telecommu-
nications Association will
hold its 25th annual con-
vention and trade show
July 28-30 at the Inn of the
Seventh Mountain, Bend,
Ore. Contact: 503-362-8838.

Camp Internet, covering

the latest in Internet market-

ing, will be held Aug. 3-6 at

the Hyatt Regency Resort in

Beaver Creek, Colo. Con-
| tact: 800-538-5053.

Women in Cable & Tele-
| communications presents
its Telco 101: Cable Meets
Telephony two-day course
in Minneapolis Sept. 12-13.
Contact Molly Coyle at 312-
634-2353.

Magazine Publishers of
America presents a half-day
seminar, Internet Publishing
Operations, Strategy and
| Management, Sept. 26 at
MPA's New York headquar-
ters. Registration required.
Contact: 212-872-3700.

http://www.mediaweek.com
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NEWS OF THE MARKET

Ed Hughes, who has been pro-
moted from associate publisher
at the history title.

Chancellor, SFX to Swap
Chancellor Broadcasting and
SFX Broadcasting last week ‘
agreed to swap radio stations in
Florida and Long Island, N.Y.
Chancellor will swap Florida sta-
tions WAPE-FM in Jacksonville
and WFY V-FM in Atlantic
Beach, plus $11 million, in
exchange for SFX’s New York
stations WBAB-FM in Babylon, |
WBLI-FM in Patchogue,
WGBB-AM in Freeport and
WHFM-FM in Southampton.
Pending FCC approval, the deal
is expected to close in early 1997.

‘CNH&G’ Sets Ad Record
Condé Nast House & Garden has
closed its premiere issue with a
final ad page count of 205, a re-
cord for ad pages in the first issue
of a magazine, Condé Nast said.
The issue hits stands Aug. 13.

'F&W’ Celebrates Chefs

Food & Wine magazine’s presti-

gious “Best New Chefs in Ameri-
ca” list will

SFX Acquires Liberty Stock
SFX Broadcasting last week
completed its acquisition of all of |
the outstanding capital stock of
privately owned Liberty Broad-
casting Inc. for $227 million. Lib-
erty owns 19 radio stations in six
markets. SFX also announced

that, in a separate transaction, it
will sell three of the Liberty sta-
tions—WXTR-FM, WXVR-

FM, and WQSI-AM, all in ‘
Washington, D.C.—to Bonneville
International of Salt Lake City

for $25 million.

‘Vibe': Final Sale

It’s official. The creators of Vibe
magazine, it was announced last
week, now own the urban music-
and-culture magazine. Former
Time Inc. Ventures ceo Robert
Miller and Quincy Jones bought |
the title outright from Time Inc.
after months of negotiations.

be featured in its August issue.

title has annually honored stand-
outs among the country’s young
culinary talent. This year’s list
includes chefs from New York,
Los Angeles, San Francisco,
Washington, Boston, Houston,
Aspen, Colo., and Marietta, Ga.

| has won the Best Online News-
paper award from the Newspa-
per Association of America’s

| New Media Federation. The site

TV is the next
entertainment
venue for |
Annie and
Sandy to
conquer

‘Annie’ Planned for TV

Abrams/Gentile Entertainment, a New York-based TV pro-
duction company, has formed a joint production deal with
The Fremantle Corp. to develop an animated series, Little
Orphan Annje. Based on the long-running comic strip and
Broadway musical, Annie will be pitched to the broadcast

‘ networks, cable networks or syndication for a 1997 or

Top-o0’-Masthead Changes
Former Fortune publisher Stuart
Arnold has been named publish-
er of Ziff-Davis’ PC Week, the
national newspaper covering Cor- |
porate computing. Arnold was
with Fortune from January 1994

to April of this year. Forbes Pub- |
lishing’s American Heritage mag-
azine also has a new publisher,

1998 launch, according to a representative for AGE. Ab-
rams/Gentile has also acquired the worldwide merchan-
dising rights to the series from Tribune Media Services,
with toy and master licensing deals still to be completed
with outside companies. Little Orphan Annie was original-
ly created by artist Harold Gray as a comic strip in the
Chicago Tribune in 1927; it inspired a national radioc show,
three feature films and the long-running Broadway musi-
cal (2,377 performances between 1977-83).

Since 1988, the upscale epicurean

NJ Online Paper Takes Honors
The New Jersey Online Web site

|
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| has become very popular among

New Jersey residents, with some
| 52 percent of the site’s visitors
dropping in at least once a week,
according to a recent survey,
and 58 percent even surfing the
site from home. The product is
published by Advance Publica-
tions and incorporates Web-
styled content from Advance
newspapers such as Thie Star-
Ledger (Newark), The Jersey
Journal (Jersey City) and The
Times (Trenton).

l

Dow Jones Seals CD-ROM Deal |

Dow Jones & Co. struck a deal

last week with U.S. Robotics to

distribute Dow Jones’ Personal

Journal software with the U.S.

I Robotics’ Connections CD-
ROM. The CD-ROM is included
with the company’s Sportster

| fax- modems. The Personal Jour-
nal provides access to Dow Jones’
The Wall Street Journal and other

j content such as stock quotes. The
company has already struck deals
with Digital Equipment Corp.,

- IBM, AST, Compacj, CompUSA

and Sharp.

| Schultz Promoted at C-E
Louis Schultz, president of

J Campbell-Ewald Advertising
marketing services affiliate C-E
Communications, has been giv-
en the additional title of chief

| executive officer. Schultz takes
the title from Frank E. Hoag,
who becomes president/chief
operating officer of Campbell-
Ewald. The moves are part of a
planned succession, which
includes the retirement of
Richard D. O’Connor, chair-
man/ceo of the agency.

AOL, Marvel Launch Venture

’ America Online and Marvel
Entertainment Group have
formed Marvel Online, a content
area on AOL that will include

new comic book characters in
addition to on such popular char-
acters as Spider Man. The ven-
ture also plans to produce new
products such as CD-ROMs and
comic books, in addition to creat-
ing an online community of com-
ic book fans.

Four More Years of Red Ink
World Wide Web forecaster For-
rester Research predicts in a
new study that content providers
on the multimedia—friendly por-
tion of the Internet will not
make money until the year 2000.
As 1o what will happen at the
turn of the century, Forrester
predicts that with an estimate of
20 percent of the U.S. adult pop-
ulation online, sites will begin to
see more green. Until then,
“typical content sites” will lose
$3.9 million before turning a
profit, the Cambridge, Mass.—
based company predicts.

Court Rules on Racy Cable
The Supreme Court on June 28
issued a mixed ruling about one
section of the Cable Television
Consumer Protection Act of 1992

| dealing with obscene program-

ming on cable-leased access chan-
nels. The court ruled that cable
operators do have editorial con-
trol over sexually explicit pro-
gramming on leased access chan-
nels. But the ruling also struck
down a provision that forced
cable operators to put explicit
programming on a separate chan-
nel and block it out unless sub-
scribers request it.

' C/Net Announces IPO

C/Net, the San Francisco—based
high-tech media company, pre-
sented a public offering of two
million common shares at $16
per share. The price was slightly
higher than early estimates.
Morgan Stanley & Co. is lead

http://www.mediaweek.com

| Cards and executive vp of Mar-

Paramount has tapped LeVar for his creative skills

Burton’s Busy

Actor/producer/director LeVar Burton has signed a devel-
opment deal with Paramount to create series, telefiims
and miniseries for the studio’s television unit and feature
films for Paramount Pictures. Burton, through his Eagle
Nation Films production company, now is working on a
half-hour comedy series pilot for UPN called Daddy’s Lit-
tle Girl, in which he will star and executive produce. The
company is developing a film version of Life and Teach-
ings of the Masters of the Far East based on a series of
books by Baird T. Spaulding. Burton's relationship with
Paramount dates back to 1987, when he starred in Star
Trek: The Next Generation.

underwriter for C/Net, which
produces content focusing on the
computer industry for both the
Internet and cable TV,

ASkyB Plans B'cast Center
American Sky Broadcasting
(ASkyB) and SkyMCI, a joint
venture of Rupert Murdoch’s
News Corp. Ltd. and long-dis-
tance giant MCI Communica-
tions Corp., said it plans to
build an advanced satellite/data
uplink center and broadcast-
operations center in Phoenix.
Subject to due diligence, the
partnership has tentatively
selected the nearby town of
Gilbert, Ariz., as the headend
site. The proposed 100,000-
square-foot, high-tech broadcast
center will utilize advanced dig-
ital technology, be staffed by
about 100 engineers and repre-
sent a capital investment of
$130 million. The News Corp./
. MCI partnership, formed in
April, successfully bid $682.5
million to gain the final direct-
broadcast satellite license to be
issued by the FCC for the
launch of ASkyB.

Hearst Launches Licensing Unit
The Hearst Entertainment &
Syndication Group has created
an entertainment licensing divi-
sion for merchandising and con-
sumer product licensing relating
to Hearst’s TV programming
and feature films. William
Jemas Jr., who was president/
general manager of Marvel
Entertainment Group’s Fleer

vel Comics,will head up the new
unit as senior vp of Hearst’s
licensing division. Initial licens-
ing and merchandising activities
will concentrate on the fall syn-
dication launch of Flash Gor-
don and a pair of motion pic-
tures, The Phantom and Prince
Valiant, both Paramount Pic-
tures releases.
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“Wefre glad we spent more
in magazines”

MiLK

Kurt Graetzer
Execuive Director

Milk Processor Education
Program

Our charge was to
change how America
thinks about milk—to
see a major shift in
attitudes. To put milk back
on a growth curve, we had to
dispel a lot of myths and

misconceptions buill up over
decades. And we had to do it
on a $36 million budget.

It wasn't enough jus! to say
milk is great for you. We had
to get specific—and convey
the specific benefits of 1%,
2%, skim and whole milk.

With all the educational
nuggets we had to get oul
there, no other medium but
magazines could handle i1.
Magazines gave us the ability
to dominate a medium—or
15 straight months.

Our reach and frequencies
are amazing—at a 95 with a
52 for women 18-44. We
couldn’t have bought even
four months of competitive-
level advertising on TV for
the same budget.

The “milk mustache” ads

from Bozell made immediate

impact. Just five months into
our all-magazine campaign,
we placed fifth among the
Top Ten ad campaigns—in

major areas that concerned
us. Only pluses, no negatives.

An important factor in
our success was he perfect

“Going from $36 million to
$65 million in magazines next year
was a slam dunk decision.”

a reader survey by USA
Today. All the others were
major TV advertisers with
much larger budgets.

Don’t let anyone tell you
print takes a long time to
build. This happened like
wildfire!

Ten months into the ad
campaign, we saw dramatic
improvement—with significant
attitude shifts in the four

\ partnership between the
Milk PEP board, the Bozell
agency and magazines.

Our board has just voted
to increase the dollars. With
the dazzling results so far,
going from $36 million to
$65 million in magazines

nexl year was
MIEA

a slam dunk
decision.
| Magazines make things happen
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1 BIG DEAL |

1
‘GOOSEBUMPS’ (promotion) |

Advertiser: PepsiCo brands

Begins: Fall |
Budget: $30 million

Media: TV, radio, print

epsi-Cola, Frito-Lay and Taco Befl |
Pwill join with Hershey this fall for

a $30 million promotional extrava- ’
ganza themed around Scholastic’s Goose-
bumps mystery-book series for kids. The
Halloween effort, which features a |
“Thrillogy” of coliectible mini-books, |
will be followed by a Pizza Hut tie-in ear-
ly next year. \

R L. Stine’s Goosebumps series is

among the hottest-selling kids properties
this year, spawning videos, a raft of
licensed merchandise and a top-rated
series for the Fox Children’s Network \
(Brandweek, June 3.)

hitp://www.mediaweek.com
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Real Money

ADVERTISING ACTIVITY IN THE MEDIA MARKETPLACE

ITT SHERATON

Advertiser: ITT Sheraton

Agency: Undecided

Begins: Fall

Budget: $40 million (est.)

Media: Undetermined

After launching Four Points mid-priced
hotels and the refined Luxury Collection of
properties, ITT Sheraton will refocus this
fall on its core lodging brand with a global
campaign unifying its image worldwide.
Sheraton, which expects imminently to
conclude an ad agency review, hopes to
have a campaign produced and running by
September designed to differentiate the

Fox will link to the
event with a “Hal-
loween Fright Week”
watch-and-win
sweepstakes promot-
ed on 55 million
Frito-Lay snack bags.
Prizes include trips to
Universal Studios
Hollywood. Another
50 trips will be
awarded by radio sta-
tions in top markets.
Fox will support with
network, cable and

brand from its competitors
Marriott and Hyatt by high-
lighting how it attracts
international clientele. Of
Sheraton’s 45 million guests
last year, the company esti-
mates 25 percent of them
were traveling outside their
home country.

According to the
Yesawich, Pepperdine &
Brown/ Yankelovich Part-
ners 1996 National Travel
Monitor, only 10 percent of
American business travelers
and 1|5 percent of leisure

print ads in maga-
zines such as TV
Guide and Rolling Stone.

The 32-page mini-titles will be brand-
exclusive: Pepsi’s will be called “Bad Dog,” |
while Hershey will get “Halloween Game”
and Frito will link with “Don’t Make Me
Laugh.” Pepsi will include coupons for the
free books and discounts on Hershey prod-
ucts in its soft drink packs.

Frito-Lay will flag the program on
Doritos, Ruffles and Chee-tos brands, [
packing mini-books inside bags and vari-
ety packs, supported by TV tags on a $3 ‘
million ad campaign. Hershey will fea-
ture Goosebumps graphics on boxed dis-
plays for 34 different product SKUs.
Taco Bell wili distribute 6 million toy
premiums in the guise of Goosebumps
characters in kids meals, supported with
ads and POP. ‘

travelers ventured outside
the U.S. in 1995, in keeping
with 1994’s numbers.

But Dennis Marzella, svp of research
and strategic marketing at YP&B, an Orlan-
do-based travel marketing firm, expects the
numbers to jump in the coming years.

The Sheraton brand already has a strong
global presence. Of the 287 Sheratons, 138
are overseas and 149 are in the U.S. Shera-
ton launched Four Points hotels last year as
a replacement brand for franchisees of the
moderately priced Sheraton Inn chain. The
new brand was devised to clear up confu-
sion consumers had between the varying
levels of service they were receiving under
the Sheraton roof. Another focus has been
the Luxury Collection, a group of 48 top-
of-the-line hotels scattered around the
world. Overall Sheraton expansion plans
for the next five years will likely tip the bal-
ance to global marketing, with rapid expan-

sion under way in Asia and eastern Europe.
In late June, contender Bozell, N.Y.,
fell out of the running for the estimated
$40 million account, leaving just Ogilvy &
Mather, N.Y., the last agency standing.
Sheraton parent ITT Corp., which is
spearheading the review, has yet to name
Ogilvy the winner. —FElaine Underwood

COMPATIBILITY

Advertiser: Mattel

Agency: In-house

Begins: Fall

Budget: $2 million

Media: TV

Mattel is breaking a six-month sampling
program with a handful of travel and leisure
partners to support the launch of its new
adult board game, Compatibility.

The blitz will put game samples in the
hands of some three million customers of
Best Western hotels, United Artists movie
theaters, Kiwi International Airlines,
Amtrak’s Auto Train, Borders Books and
Sandals resorts in Jamaica. Each sample
offers a $5 mail-in rebate on a game pur-
chase. A $2 million ad campaign, created in-
house, will launch in November.

Compatibility, an Australia import, will
hit shelves in August and sell for about $20.
It represents Mattel’s latest challenge to
rival Hasbro’s stronghold on the adult game
market via its Milton Bradley unit. The new-
comer made its debut at New York’s Toy
Fair in February and paired Ivana Trump
with Ed Koch in a game that enables players
to match words with images and discover
how much they think alike. The game’s pri-
mary target is women aged 18-45.

“We want to give people a taste of play-
ing a round and get the word-of-mouth
going before we start the TV campaign,”
said Arete Passas, vp of marketing for
Mattel Games.

Best Western this month will include the
samples in 250,000 of its Family Fun Packs.
United Artists will distribute to ticket pur-
chasers, while Amtrak will stock the games
in snack cars and seat compartments. Kiwi
will offer samples to 100,000 airline passen-
gers on flights from Florida to Bermuda.
Borders will distribute 10,000 samples at in-

\
|

|

l
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store coffee shops through September, sup-
ported by POP. Sandals follows with a
December holiday pack to 20,000 visitors.

Mattel, which is hoping for first-year
sales of 500,000 units, is angling for strong
display activity, with end-caps and ads in
store circulars. —Kuaren Benezra

GENUINE CASUALWEAR

Advertiser: Lee

Agency: Sass & Associates, Baltimore
Begins: August

Budget: $1.5 million

Media: TV, print

Lee Sport will break a $1.5 million ad cam-
paign, concentrated in eight markets, this
August to launch Genuine Casualwear. The
twist on the line of khakis and tops is that
the apparel features small NFL logos, in
effect taking the place of the tie as a bill-
board for fan worship.

“We’re talking a full rollout in 1997,”
said Skip Ruffkess, vp sports marketing at
Lee Sport.

Lee will also start penetrating office
hallways with its new line. Given its
stronger franchise with women (10 Levi’s
skew towards men), a Lee brochure and
video guide to casual dress for female execs
will be distributed to human-relations
departments this fall as part of the compa-
ny’s broader Lee Blueprint program
announced this spring.

Lee Blueprint will include a Glamour
magazine insert on casual dress and wil}
culminate in naming Oct. 25 National Den-
im Day in participating U.S. offices. Lee
Retro Khakis will be sold in Lee jeans
areas of stores and inctude product for
men. But Lee Sport Genuine Casualwear
represents parent-company VF Corp.’s
concentrated push into the men’s casual
market. The launch will include one TV
spot, under production at Sass & Associ-
ates, Baltimore, an advertorial in Septem-
ber’s GQ and customized ads in select edi-
tions of Sports llustrated that will address
subscribers by name. The genuine casual-
wear line will be targeted to men 25-49
who “want to show pride in their teams but
don’t want to show it off wearing garish
logos,” added Ruffkess. —FElaine Under-
wood with Beth Spethmann

htip://www.mediaweek.com
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8 CMR Top 50 |

A Weekly Ranking of the Top 50 Brands’ Advertising in Network Prime Time
Week of June 17-23, 1996

|

Prime-Time
Ad Activity \
Rank Brand Class Spots Index
1 MCDONALD’S V234 79 1,228
2 BURGER KING V234 57 886
3 MCl B142 47 730
WENDYS V234 47 730
5  KRAFT FOOD F118 36 559
6 DOMINOS V234 28 435
\ 7  LOREAL D141 26 404
w 8  DODGE AUTOS T111 25 389
FORD TRUCKS T117 24 373
| 10 KFC V234 23 357
\ 11 J C PENNEY V321 21 326
12 EVEREADY H220 20 311
| 13 AMERICAN EXPRESS G561 19 295 '
\ iCE BREAKERS F320 19 295 \
| OLIVE GARDEN V234 19 295 |
16  KODAK G230 18 280
‘ TYLENOL D211 18 280 \
18 M & M CANDIES F211 16 249
ZANTAC 75 D213 16 249 ‘
20 FORD AUTOS T111 15 233
FORD CITIBANK B150 15 233
LINCOLN AUTOS TN 15 233
ROGAINE HAIR TREATMENT D218 15 233
VALVOLINE T211 15 233
25  BASKIN-ROBBINS V334 14 218
DODGE TRUCKS T117 14 218
POST F122 14 218 |
28  TACO BELL V234 13 202
U.S. ARMY B160 13 202
30 COLGATE PLUS D121 12 186 ,
SPRINT LONG DISTANCE B142 12 186
UNITED PARCEL AIR SERVICE B612 12 186
WRIGLEY GUM F211 12 186
\ 34 ADVIL D211 11 171
| ALEVE D211 11 171
AT&T LONG DISTANCE B142 11 171
' DIET COKE F221 1 171 |
FEMSTAT 3 D216 11 171
HOME DEPOT V345 11 171
HUGGIES A121 11 171
RED LOBSTER V234 11 171
REVLON D112 11 171
SEAWORLD PARK V239 11 171
SKITTLES FRUIT CHEW CANDY F211 1 171
TOYOTA AUTOS T112 1 171
ULTRA SLIM FAST F123 1 171
UNITED HEALTHCARE B210 1 171
48  7UP F221 10 155
AMERICAN DAIRY ASS'N. F131 10 155 ‘
ERASER V233 10 155

—Ranked in order of total spots. Includes ABC, CBS, NBC, FOX, UPN and WB. Regional feeds are counted as whole spots.
—Spots indexed to average spots for all brands advertising in prime time, i.e., if McDonald's Index=1308, McDonald's ran ‘
1208 percent more spots than the average.

Source: Competitive Media Reporting
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Media Person

BY LEWIS GROSSBERGER
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Asking for Trouhle

FOR THOSE OF YOU CONFUSED AND TROUBLED BY
the troubling confusions of today’s media-battered

world, Media Person once again puts himself at your disposal. Ask your

question now or forever languish in silence, tormented by the knowl-

edge that you missed your chance for enlightenment because you caved

in to cowardice, weakness and fear. Or maybe you were just too busy
watching The Fabulous Sports Babe on ESPN2.
Are any new books about the Clintons coming out this summer or, bet-

ter yet, any new scandals?

Next week will see the publication of
Garbage Mouth (D’Amato House, $34.98) in
which former White House janitor Darryl
Bergenflob reveals that Hillary Clinton went
out to the Rose Garden every morning and
shricked obscenities just to stay in practice,
while upstairs President Bill hid under the
bed wolfing down chicken burritos and also
that White House pet Socks often enter-
tained stray cats of both sexes in a special
basement hideaway
stocked with catnip and

fancy mouse-liver hors Media Person cares desperately since he feels that he is a better

d’oeuvres. Meanwhile, a
special  congressional
subcommittee will bring
out a blistering report charging that Chelsea
Clinton ordered the IRS to audit the tax
return of her algebra teacher after he gave
her a low grade.

Are late-night comics’ jokes about Bob
Dole’s age really funny? Should I laugh?

Not particularly, no. History teaches us
that a man in his 60s or 70s can perform the
duties of the presidency just as ably as one in
his 40s. Because the job allows for plenty of
downtime, the older chief executive simply
uses the hours allotted for slipping off to
hotels and conducting romantic liaisons to
take naps in the secret White House Snooze
Bunker installed during the Reagan Admin-
istration. In a deeper sense, the old-age gags
indicate a fear that Dole is out of touch with

the concerns of ordinary Americans. Actual-
ly, he is, but then what president isn’t?

Has Media Person ever imagined himself in
a conversation with Eleanor Roosevelt?

No, but once, unable to complete a col-
umn, Media Person channeled General
George Patton, who kicked MP in the ass and
ordered him to finish the damn thing within
15 minutes or be shot. It had a tonic effect.

TV Guide’ says that the first landing on

person if he’s reading the same self-help manual as Cher.

the moon was the most memorable TV
moment of all time. Is that true?

Nonsense. Media Person doesn’t even
remember it (possibly because he was stoned
that decade). In fact, the most memorable
TV moment was when Media Person tripped
on the TV set while on his way to the bath-
room, fell and broke a wrist in three places.
(In second place was the instant replay.)

Why do some publications persist in telling
us what books celebrities are reading at the
beach this summer? Who cares?

Media Person cares desperately since he
feels that he is a better person if he’s reading
the same self-help manual as Cher. Since you
bring it up, here are some of the books being
read by celebrities at the beach this summer:

Kathic Lee Gifford: “I'm reading Victor
Hugo’s masterpiece, The Hunchback of Notre
Dame. Okay, actually, I’m just gonna see the
movie. I mean it’s the same thing, right?” Ted
Kaczynski: “I enjoy looking through the
phone book for provocative addresses.” Nor-
man Mailer: “I’m rereading all my books to
see if they’re as great as I thought. ’m sure
they will be.” John Gotti: “Aaah, the usual.
Some Proust, some Pynchon, a little Wittgen-
stein.” Eleanor Roosevelt: “Primary Colors.
It’s about someone 1 know.”

In the film ‘Independence Day’, New York
City is annihilated by space aliens. Is this
based on a true incident?

Yes. Two years ago, angry aliens threat-
ened to nuke the Big Apple after landing a
UFO in Central Park, where it was covered
with graffiti by teenagers while the aliens
attended a performance of Cats on Broad-
way. Mayor Rudolph Giuliani mollified the
aliens by buying them lunch at the Hard
Rock Cafe, where they also got autographs
from exercise guru Richard Simmons and
supermodel Naomi Campbell. Of course
the entire incident was hushed up by Penta-
gon officials and Giuliani denies it ever
happened. But you and T know the truth,
don’t we?

I forgot to read the
foreign news. Anything
happen  abroad  this
year?

Nothing important.
The Middle East is still
unstable. Europe is on vacation. In Russia,
Boris Yeltsin died but was secretly replaced
by a lookalike so he can still win the presi-
dential election. South America hasn’t been
heard from in years. The Chinese still think
they can be capitalist and communist at the
same time, the silly gooses. In general, for-
eign news will never make a comeback as
long as foreigners lag the U.S. in celebrity
production, the key to media success.

Joey Buttafuoco is moving to California to
further his film career. What are his chances
of success?

Excellent. As long as movies are made
calling for someone to play a sleazy, middle-
aged egomaniac of minimal intelligence and
no taste, Joey’s prospects shine. [ ]
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th battom-line thinking exerting more and mare influence throughout corporate America, it's

easy to see why more and mare advertisers are turning fo Penthouse. From a numbers oriented,
strictly business point-of-view, Penthouse is an extraordinarily smart and efficient way to connect
with millions of men. Every maonth, we reach a much higher concentration of men in the coveted

21 to 44 oge group than Playboy, GQ, Esquire or Sports llustrated. What's more, Penthouse is so efficient

our costs per thousand make other men’s publications seem practically wosteful. As a result, our
advertising page growth has outstripped Playboy’s et al. Another medium where Penthouse is sizzling is the Internet. In the highly regarded PC-Meter Sweeps conducted
earlier this year, our location (http://www.penthousemag.com) was the number one entertainment site. Ahead of Playboy, Hot Wired, ESPN and the rest. Currently, our
site attracts over 80,000 visits daily. AII of this should encourage media peaple, account people and advertisers to think long and hard about both Penthouse Magazine

and Penthouse on the Internet. If you'd like help in the process, contact Penthouse Publisher, Audrey Amold, af 212 702-6000. She takes bottom lines very seriously.
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