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Boh Dole, trailing badly in the polls, appears ™
to he curtailing his media effort in California
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percant. NBC, Fox still
t-ying to sell post-
season baseball.

NMet Cable: Quiet
There is little money
that isr’t sports-related
working in fourth-quar-
ter scatter. Networks
that held out for a
tighter market are in
trouble. Even agencies
are confused that clients
arer’t releasing dollars.

Spot TV: Skidding
Toys, packaged goods
and movie buys are
slow for fourth quarter;
Dole campaign buys
are shifting to Florida,
Texas, lowa, Arkansas
and Louisiana.

Radio: Lagging
Recent inactivity has
buyers and station
owners puzzled, in light
of rosy end-of-year pre-
diczions issued during
the second quarter.
Hoilywood revenue
stream has all but dried
up. automotive is a sav-
ing grace of early fall.

Magazines: Upbeat
Although some books’
ac ceunts in October
ar.d November issues
were lackluster, De-
cember looks strong.




The hunt has begun. Log on to Newsweek’s website, Mediabuzz, and find all the answers to the
questions listed below. Once you have all five, send them to Newsweek via E-mail. Entries with all
correct answers will become eligible to win a multi-media center. Good luck.

1. What Newsweek writer has an affinity for arrows?

2. What Newsweek-sponsored event are you participating in when twenty-four hours can seem like forever?
3. What Newsweek salesperson‘s motto is “Where there's a will, there’s a way!“?

4. What Newsweek publication really makes sense for advertisers interested in targeting families with computers?
5. Who's the fine fella with an “aftachment” to Starsky & Hutch?

http://www.mediabuzz.com Newsweek Interactlve on America Online® (Keyword: Newsweek)

http://www.politicsnow.com
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‘Seventeen’ Boss in Line to Helm ‘New York’
Staffers at K-II Magazines’ New York expect Caroline Miller, edi-
tor-in-chief of K-1IT’s Seventeen, to be named editor-in-chief there
shortly. Miller would replace Kurt Andersen, who left New York

last month. Harry McQuillen, K-I1I president, is said to be happy |
with Seventeen’s performance under Miller, which was up 12.5 per-
cent in circulation (to 2.3 million) in the first half of 1996. Miller

did not return phone calls last Friday. Meanwhile, Michael

Hirschorn, New York’s executive editor and Andersen’s former No.

2, is not expected to remain if Miller is named editor-in-chief.
Hirschorn is said to be a contender for editorship of The Village .
Voice, succeeding Karen Durbin, who resigned.

Stein to Run UPN Sales

Perri Stein, vp of news sales at NBC, was hired last
week to head a new sales division at UPN. Stein, who
will report to UPN ceo Lucie Salhany, will staff up
offices in New York, Chicago and Detroit. A Los
Angeles office is under consideration, as is the num-
ber of staffers Stein will hire. Stein, who worked for
NBC sales for 17 years, is expected to start in the
New York office on Oct. 14.

ABC Kids VP Steiner Resigns

Linda Steiner, vp of children’s entertainment at
ABC, resigned last week. ABC is searching fora
successor, who will be based in New York and report
to network president David Westin. The position will
be broadened in scope to include responsibilities on
Disney Cable (run by president Geraldine Lay-
bourne) and with Walt Disney Television (run by
president Dean Valentine). The post also includes
overseeing ABC’s five weekly hours of children’s
programming and the network’s Afterschool Special.

Littlefield: ‘Friends’ to Be Less Sexy

The cast of Friends may be less friendly with each
other this season. Asked last week if the series was
toning down some of its sexually edged humor,
Warren Littlefield, president of NBC Entertain-
ment, said the show “is in a good trajectory right
now.” In the past, “we pushed the envelope and
maybe we offended some viewers,” he said. As
pressure grows to slot family programming in the 8 p.m. time
period, NBC and its rivals appears to be playing it a little safer in
the early evening hours. While Littlefield insisted that Friends
qualifies as a family show because its themes are about personal
responsibility, “We’re always trying to stay in sync with the audi-
ence and not push them away,” he said. |
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Alton, Western Team for ‘97 Show

A television production company partly owned by the Inter-
public Group of Cos. is starting production on Great Day!, a
syndicated daily one-hour program of news and features that will
offer corporate-sponsored segments. The show is expected to
launch in September 1997. Miami Beach, Fla.-based Alton
Entertainment said that Great Day! will be a joint project with
Western International Media, which is wholly owned by Inter-
public. The show will be distributed by the syndication arm of
Western International. Separately, Alton last week made a deal
with Columbia TriStar to launch a syndicated show based on
Kids Are People Too, the children’s show that ran
on ABC in the late 1970s. Alton president and ceo
Michael Young is a former host of Kids.

ABC Sued By Ex-Radio Partners

Children’s Broadcasting Corp. last week sued
ABC Radio Networks, claiming that ABC is start-
ing a competing children’s radio network with
information collected from its yearlong alliance
with CBC, which ended when the ties were severed
by ABC this summer.

Now, TV Commercials on the Net

Beginning this week, Freeloader, one of two compa-
nies that enables computer users to surf Internet
content off-line, will offer advertisers the chance to
put regular TV commercials on its service. The
release of version 2.0 of Freeloader’s software today
will permit video commercials to be carried on the
Internet believed to be a first. Rival PointCast
allows advertisers to run animated ads, but not digi-
tal duplicates of commercials.

HOLLYWOOD

Addenda: Discovery Communications has made
an exclusive global programming ailiance with the
BBC that calls for the launch next year of a domestic
nonfiction and dramatic channel owned by the BBC
and managed by Discovery. Discovery will
contribute some $500 million to the venture over the
next five years. ..Golden Books Family Entertain-
ment is close to buying Nelvana, a Canadian kidvid
production house, for $102 million. The book
publisher, led by former Simon & Schuster chief Richard Snyder,
also recently bought Broadway Video in a push to build a full-scale
entertainment company specializing in family product...

Major League Baseball has signed a new, first-time deal to receive
national and local-market TV ratings from Nielsen Sports
Marketing Service under terms of a five-year licensing agreement.

k of July and the second and fourth weeks of August and the
New York, N'Y, 10036. Subscriptions are $115 onc year; 3195
at the British Post Office. Periodicals postage paid

address changes to MEDIAWEEK, P.O. Box
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Stations report a lack
of activity by Bob Dole

CAMPAIGN "96 / By Alicia Mundy

he Dole campaign has slashed its

advertising in California, particular-

ly in the key market of Los Angeles,

and Dole advisers said the money

will be reallocated to Texas and the

Midwest. As of late Friday, only
KABC in Los Angeles had received the usual
weekly buy from the Dole campaign.

Late last week, Dole was trailing badly in
both his campaign’s internal polls and inde-
pendent media polls in California. At the
same time, the campaign was stunned by
internal polls indicating that President Clin-
ton had jumped out to a lead in Texas, a state
they had thought was solidly behind Dole. Sev-
eral sources in the Dole campaign said that
money was thus being shifted from California
to Texas, particularly in Houston, and to the
pivotal states of the Midwest. And the cam-
paign late last week cancelled a swing by Dole
through California, saying he would be back
later in the month.

The media buyer for Dole, David Bien-
stock, president of Target Enterprises, told
Mediaweek emphatically that as of Sept. 27,
he had just bought a week of California time.
Leaving L.A.? Going to Texas? “Not true,
not true at all,” said Bienstock repeatedly.

Publicly, the Dole campaign is insisting
that California is still in play. However, a half-
dozen top strategists with the Dole campaign
admitted separately in interviews with Medi-
aweek that their campaign and the national
campaign to elect Republicans to Congress
will go to great lengths to avoid the perception
that Dole is conceding California. Dole’s top
handlers have deemed any changes “top
secret,” and have warned many people in-
volved in media strategy to “keep it under
wraps,” according to a high-ranking paid advi-
sor with Dole.

Said a RNC official and a high-ranking
member of Dole’s team in California: “In
1992, when word came out that Bush was

Bob Dole is
trailing badly
in California;
it appears his
campaign has
cut back.

pulling money from California, it caused a
disaster...fewer Republican voters [turned
out]...and it gave us Barbara Boxer [the
Democrat] for Senator.” This year the
Democrats have targeted at least five Con-
gressional Republicans in California as well
as many State Assembly seats where Democ-
rats could win.

"The campaign is in fact picking up steam
and plans to run several new commercials’

An executive at KABC in Los Angeles
who requested anonymity said the station had
received an order late Friday for a one-week
ad flight (starting today) from the Dole cam-
paign. But also as of late Friday, KABC was
the only L.A. station that was reporting Dole
activity. So far, the campaign has been buying
time week to week, with some stations being
contacted earlier in the week and others not
getting orders until the last minute.

One media buyer who would not speak for
attribution said, “There hasn’t been any activ-
ity at all (in L.A.).” An L.A.-based station
representative, who also would not speak for
attribution, said Dole campaign buys in Cali-
fornia appeared to have “dried up” since mid-
September. A sales executive at Fox-owned
KTTV in Los Angeles, who also requested

— Greg Stevens

anonymity, said that station, which had been
running Dole ads since the beginning of Sep-
tember, had not as of late Friday received any
orders for the week of Sept. 30. Kim Philo,
national sales manager at KCBS in Los Ange-
les, said she had heard nothing from the Dole
camp as of mid-afternoon Friday, but cau-
tioned that the Dole campaign has placed
orders late on Friday during past weeks. And
in San Francisco, executives at two network

MAURA BORUCHOW/THE HILI
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affiliates who would not speak for attribution
said the Dole campaign had not made a single
buy during the month of September.

Dropping California’s major markets
statewide would save the campaign between
$700,000 and $1 million a week. L.A. alone,
according to a source on Dole’s media
team, eats up $500,000 for a “credible run”
for an ad.

While Bienstock would not specify where
buys would be made in California, he said the
Dole campaign has been buying national time
on a group of eight cable outlets, including
A&E, CNN, Lifetime, and an afternoon slot
on the TV Food Network, all of which are tele-
cast in California. The Clinton media people,
who track the Dole buys, were initially sur-
prised by the inclusion of the TV Food Net-
work. But a Dole advisor says the TV Food
Network is a smart move. “It’s a cheap buy, and
its audience is largely women,” the aide said.
“These are groups that Dole desperately needs
right now.”

Sources in the Dole camp say that the less
expensive outlets allow them to run their 2-
minute “infomercial” on Dole’s character and
his history, which would be prohibitively ex-
pensive on network affiliates. Dole still has
about $30 million left to spend, and “there’s
no reason to throw it away in L.A. if it’s not
making a difference,” according to one of the
candidate’s oldest friends. But one Republican
media strategist who has run California races
says: “Cable is nice. But if you’re not on the
locals in L.A., you don’t exist.”

Officially, the Dole campaign would not
address the question in California. “The cam-
paign is in fact picking up steam and plans to
run several new commercials the last four weeks
of the race,” said Greg Stevens, one of the three
top media consultants in the Dole campaign.

The RNC official who is working on Dole’s
California effort said that the key factor in
future media buys will be the results of the
first debate between Dole and Clinton. It’s
scheduled for the night of Sunday, Oct. 6.
“We’ll know in the first five minutes of that
debate how much more money we’re spending,
and whether it’s worth it to stay in California,”
the official said. —with Michael Freeman in
Los Angeles |

http://www.mediaweek.com

‘Malone Stays Neutral

TCI boss avoids taking sides as Murdoch-Turner feud flares

CABLE TV / By Michael Biirgi

ohn Malone, the president/ ceo of Tele-
Communications Inc—and the man in
the middle of the bitter feud
between Rupert Murdoch and and
Ted Turner—is ducking. Malone
has extensive business relationships
with both Fox and Time Warner and decided
last week to remain above the fray. But even
the usually low-key TCI took note of the
unusually personal nature of the fight.

“TCI has a relationship with several com-
peting companies,” said LaRae Marsik, a cor-
porate spokesman for TCI when last Friday
for a comment on the fracas. “And we’re not
getting into the ugly, personal side of this”

The war of words started two weeks ago
over Time Warner’s decision to continue rolling
out MSNBC, the fledgling news channel
launched in July by NBC. News Corp. chairman
Murdoch accused Gerald Levin, Time Warner
chairman, of reneging on an oral agreement to
roll out Fox News Channel, the rival news ser-

vice News Corp. will launch in October. Private-
ly, Fox News Channel executives blamed Turner
for the sudden change of heart. Last week, the
Murdoch—owned New York Post published a
series of stories critical of Turner and MSNBC,
without referring to the paper’s corporate link
to Fox. Murdoch has made no secret that he
could—and would—seek corporate revenge on
Time Warner. Ted Turner quickly responded.
In comments to reporters last Thursday, he
compared Murdoch to Adolf Hitler.

“The pay-per-view rights to [a Murdoch-
Turner boxing match] would be very interest-
ing,” quipped one TCI executive.

Two months ago, Malone agreed to launch
Fox News Channel in 10-12 million TCI cable
homes, with the option of taking a 20-percent
stake in the service. But Malone has sharply
divided interests. He is about to become a 10-
percent owner of Time Warner when the $6.5

billion merger of Turner Broadcasting System |

and Time Warner is completed. [ ]

Belo Makes the Big Leagues

$1.54B deal for Providence Journal Co. bolsters station group

THE INDUSTRY / By Michael Freeman

.H. Belo Corp.’s planned $1.54 bil-

lion acquisition of Providence Jour-

nal Co. gives the Dallas-based

media company a total of 15 TV

stations in large and medium mar-

kets and jumps Belo from 17th to
10th place in terms of U.S. broadcast coverage
with 12.28 percent.

Belo’s buyout of the Providence Journal,
announced last week, continues the wave of
consolidation among major station-group own-
ers triggered early this year by the federal gov-
ernment’s relaxation of ownership rules. With
the deal, Belo will gain a presence in three new
top-40 markets, via Journal’s KING in Seattle;
KGW in Portland, Ore.; and WCNC in Char-
lotte, N.C. Five other Journal stations are in
markets 50 to 100.

The combination puts the Belo—Providence
station group on par with Gannett Co. (14.08
percent U.S. coverage) and ahead of Scripps
Howard Broadcasting (8.0 percent), Cox Broad-
casting (7.74 percent), Hearst Broadcasting

(7.32 percent), Post-Newsweek (6.98 percent)
and LIN Television (6.98 percent).

“A lot of these mid-sized groups are making
the move now because they see they are at the
end of the rainbow,” said a New York media
analyst who requested anonymity. “In terms of
the multiples [versus current cash flow] being
offered for mid-sized groups, this is the time to
sell” because a slowdown in the ad market 1s
expected in 1997. The $1.54 billion Belo is pay-

| ing is about 12.1 times Providence Journal’s esti-

mated 1996 cash flow.

A key in the deal is Journal’s highly ranked
NBC affiliate KING in Seattle. To comply with
federal duopoly regulations, Belo said it plans to
sell or swap its UPN affiliate in Seattle, KIRO.

Belo also acquires the Providence Journal-
Budletin (circulation 173,00). Belo is publisher of
The Dallas Morning News (circ 536,000) and
two smaller dailies.

In cable, Belo acquires Providence’s half-
interest in the TV Food Network cable channel,
a 65 percent interest in America’s Health Net-
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NBC: Bigger, Not Better

I Week 2: Bang-up premiere week may hide some weak spots
NETWORK TV / By Scotty Dupree

espite a No. 1 showing in premiere
week and a strong return in Week |
2, NBC is not as strong as its rating
might lead the industry to believe.
“They’re doing well on Thursday While most programs in the second week
and Tuesday,” said Steve Stern- | of the season were down from their pre-
berg, partner at BIK&E Media, but the net- \ mieres, that’s to be expected, said Sternberg.
work has competitive “As much money as they
issues on every other spent promoting pre-
night of the week. miere week, they had to
And those competi- decline,” he said. |

work, and NorthWest Cable News, a 24-hour
regional cable news channel.

Consolidation among medium-sized station
groups is on the upswing. In just the past six
months, Sinclair Broadcasting has acquired Riv-
er City Broadcasting’s seven stations to create a
25-station small-market group; Media General |
bought Park Communications’ 10 small-market |
stations; and Alabama Retirement Systems
funded Raycom Media’s purchase of Ellis Com- |
munications’ 13 stations. Last month, Argyle |
Television put itself up for sale. |

I
]
|

time high last week the day that premiere-
week ratings were released. GE stock rose to
| a 52-week high of 91°, $8 more than it was
| trading at just a few weeks ago.

Raymond Johns, executive vp at the New
York station rep firm Seltel, said that recent

;r The New No. 10 Station GToup lr[

Belo—-Providence Journal's combined TV holdings

Market Call letters US. HH tive issues belong to There were a few ex- \
(ADI rank) (affiliation) coverage I | CBS, it appears. CBS is pections, th().lgh, among
Dallas-Ft. Worth (8) ~ WFAA (ABC) 1.90% | winning with the older them NBC’s Thursday-
Houston {11) KHOU (CBS) 1.64% | | audience and has the night lineup, ~which |
Seattle (12) KING (NBC)' 1.53% | | star power to get sam- maintained its  first- |
KONG (Ind.)T Tt - [ | pling with new shows in week audience nearly
KIRO (UPN)1 - | new time periods. “It ] . point—for—point in |
Sacramento, Calif. (21) KXTV (ABC) 1.15% | | was a smart thing to re- NBC brain trusters Ohlmeyer share.  Helping the
Portland, Ore. (24) KGW (NBC)* 0.97% | | focus on what they've (left) and Littlefield continue to night’s performance
Charlotte, N.C. (28) WCNC (NBC)'2  0.84% | been good at,” schedul- outdistance the rest of the pack  was the premiere of ER,
Norfolk, Va. (40) WVEC (ABC)  0.65% | ing tried and true pro- which earned a 40 |
New Orleans (41) WWL (CBS) 0.64% | grams, Sternberg said of CBS. share, down 1 share point from its premiere |
Albuquerque - | “For NBC, the goal this year was growth, | last season. ‘
Santa Fe, N.M. (46)  KASA (Fox) 0.58% | | and we've done that,” said Warren Littlefield, In the first full week of the season, NBC ’
Louisville {50) WHAS (ABC)t  0.57% [ president of NBC Entertainment, who with | finished with an 11.8/20 household rating and
Tulsa, Okia. {59) KOTV (CBS) 0.48% | West Coast president Don Ohlmeyer is | share, according to Nielsen Media Research,
Honolulu (70) KHNL (NBC)? 0.40% responsible for the schedule. Littlefield touted | up from last year’s 11.5/19. CBS finished up
KFVE (UPN)TTT — , ’ the growth in adults 18-49 and 25-54 for many | significantly from the same week last year, |
Spokane, Wash. (71}  KREM (CBS)'  0.38% | new and returning shows, noting that the older | with a 10.8/18 (up from a 9.8/16). ABC, with
KSKN (IndJt Tt - | audience that CBS has successfully targeted is | 2 9.9/17, fell from last year’s premicre of a |
Tucson, Ariz. (79) KMSB (Fox) 0.36% also key to NBC, as well as the younger, more | 12.3/21, as did Fox, which finished with a |
KTTU (UPN)TT - | attractive 18-49-year-old viewer. | 6.3/10, down from last year’s 7.8/13. L
Boise, Idaho {125) KTVB(NBC)'  0.19% || While Littlefield is

Total coverage: 12.28% (10th largest) optimistic about many

tProvidence Journal stations

tStation managed under Local Marketing Agreement (LMA)
with outside owner’s consent |
1 Subject to being swapped or sold to outside owner

2 UHF station assigned half-credit for market coverage under |
recognized FCC ownership limits

L= o |

upward movement in Providence Journal’s stock
was a “clear indicator that they were eager to sell
while the getting is good.” Johns also noted that
Journal’s improving operating margins made it a
“smart and logical acquisition target” for Belo.

Robert Decherd, chairman, president and
ceo of family-controlled Belo, noted that the
combination gives Belo “genuine balance among
the three major television networks as well as a
presence with both Fox and UPN. The station
group is geographically diversified and strength-
ens our concentration of stations in high-growth
markets in the Southwest and Northwest.” B

shows on the schedule,
Saturday  night has
showed much promise in
the performances of
Dark Skies and Profiler.
They premiered with
what at first looked like
lackluster household
numbers but dominant
ratings in adults 18-49.
The shows were No. 1 in
their time periods in the
demo with a 5.5/18 and a
5.9/18, respectively.

Wall  Street  ap-
peared to like NBC rat-
ings too. Parent compa-
ny General Electric’s
stock price hit an all-

Spending a Mint on “Millennium’

ox, already struggling with its new shows, is spending an estimated

$10 million to promote the launch of Millennium, including a feature
film—type premiere in 25 movie theaters across the U.S., network officials
said. Much of the network’s hopes for the new season hang on the new
series, from X-Files creator Chris Carter. Fox appears willing to spend twice
as much on Millennium as the network did to promote the launch of X-Files
in 1993. Through local radio contests, 500 people in each of the top 25
markets will win tickets to the movie-style premiere, set for two days
before the show’s Oct. 25 TV debut. United Artists, a partner in the promo-
tion, has a network of specially equipped theaters that wili be able to simuk
cast the show via satellite. Afterward, Carter and cast members will appear
on-screen from Los Angeles for a live Q&A session with premiere-goers.
“We took this route because the show has a big, movie-like feel,” said
Stacey Marks-Bronner, Fox executive vp of marketing. “And word-of-mouth
is the most important vehicle for promotion.” This is believed to be the first
time that a broadcast drama will premiere in theaters.

—T.L, Stanley
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[NEZERVET | oyin's Goodwill Gesture

Will the real Dennis Rodman picase
report to the set? The flamboyant basket-
ball star showed up last week in a heavily
promoted cameo on the one-hour season
premiere of 3rd Rock From the Sun, help-
ing propel the NBC show to a 15.5 rat-
ing/23 share, second in its 8-9 p.m. time
period. Rodman is scheduled to make
another Must See TV appearance—sort
of—in an upcoming episode of The Single
Guy. Here’s the setup: Single Guy lead
Jonathan Silverman gets dumped by his
new girlfriend, Charlie, because she’s fall-
en for the hot-headed hoopster. While
Rodman seems ever-present in the
episode—Silverman becomes the butt of
jokes because he’s been jilted for the gen-
der-bending athlete—the only part of the
basketball great that viewers will see is
his famous tattooed torso. Single Guy
production executives at Castle Rock
admit it’s a trick—a Rodman look-alike
was hired to appear bare-chested for the
short but pivotal scene. Looks like
Rodman will have to keep his $9 million

|

!
l

day job after all.

Dove Four Point, a prolific production
house, has made a three-year overall deal
with Buena Vista TV to develop game
shows, talk shows, reality and magazine
series for cable, syndication and network
television. Dove Four Point, whose sister
divisions include Dove Books and Dove
Video, produces American Gladiators,
now entering its eighth season, and the
recently launched Scoop With San and
Dorothy and The Bradshaw Difference for
syndication. The production shop caught
Disney’s attention with a contemporary
remake of Make Me Laugh, a game show
first popularized in the 1950s. The pilot
could be the basis of a companion series
for Buena Vista’s Debt, which now airs
on Lifetime and is likely to move into
syndication after its initial cable run.

Leave it to the Fox Kids Network and
Saban to whip up a frenzy around a new
character. The top-rated kids net has set
up a phone hotline for youngsters to
guess the identity of Power Rangers Zeo’s
new Gold Ranger, who rescued the other
Rangers during a recent attack. The new
Ranger will be unmasked Oct. 4 in an
episode with a clue in the title, 4 Golden

Homecoming.

—By T'L. Stanley

- Time Warner chairman signs off on Games despite $70M in losses

TV SPORTS / By Michael Biirgi

t’s looking more and more like Ted
Turner will wield some serious clout at
the combined Time Warner/Turner
Broadcasting System. The feisty founder
and chairman of TBS and vice chair-
man-to-be of Time Warner has con-
vinced Time Warner chairman Gerald Levin
to support the 1998 Goodwill Games—even

though the Olympics-wannabe event has .

lost some $70 million since 1986.

Levin last week described the qua-
drennial Games as “the best way to cele-
brate the imminent marriage” of Time
Warner and Turner. Asked whether the
"O8 edition of the event, to be held in New
York, will make or break its future, Levin
succinctly replied, “No.” He added that
the “rather substantial capabilities” of
Time Warner will be called upon and that
he expects the fourth edition of the Games “to
be financially sound.”

Levin said he strongly supports the Good-
will Games despite their history of deficits. The

| '98 event will be coming together against the

backdrop of $100 million worth of cutbacks
Time Warner has said it expects to make after
completing its acquisition of Turner.
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TBS lost about $39 million on the most |

recent Games, held in 1994 in St. Petersburg,
Russia. The shortfall was primarily the result of
makegoods to advertisers, as the Goodwill
Games’ average 1.4 universe Nielsen rating on
the TBS cable network fell far short of the 3.2
rating that had been guaranteed to sponsors.
Harvey Schiller, president of Turner Sports,
’ said that the company is
-'*r‘ in negotiations with the
| broadcast  networks
e about getting some
. § weekend pickup for the
1998 Games. In '94,
ABC’s 17 hours of
weekend coverage from
Russia averaged a 2.7
rating/9 share. ABC
executives had no com-
ment on the '98 Games.
Steven Heyer, presi-
dent of Turner Broad-
casting Sales, TBS’ ad sales arm, said his staff
will hit the street in the next few weeks offer-
ing 1998 sponsorship packages. Heyer said he is
hopeful that "94 Goodwill sponsors Canon,
| Reebok, MasterCard and Sony will return. W

Turner gets the
OK to play again

Blowing a Big Kiss to DBS

Cable's big program suppliers like what they see; doubt telcos

SATELLITE TV / By Michael Biirgi

able TV program services are work-
ing up a special enthusiasm for
direct broadcast satellite (DBS) as

the new growth industry—widely |

expected to expand to some 5 mil-

lion homes by the end of this year.
Programmers are intrigued by the higher rat-
ings and stronger revenue flow they are seeing
from DBS compared to cable systems.

“Both C-band and Ku-band satellite has
changed the way we plan our businesses,” Terry
McGuirk, executive vp of Turner Broadcasting
System, said last week at the SkyForum DBS
seminar in New York. “When we look at new
business, [DBS] is our primary concern.”

“It’s definitely changed our business ap-
proach,” said Tom Rogers, president of NBC
Cable and business development. A new pro-

gramming service would in all likelihood not be
able to survive or make a business out of DBS
alone, Rogers noted. But “DBS is too big” to be
left out of any programmer’s new business
plans, he said. Part of the appeal for program
suppliers is the new generation of DBS sub-
| scribers, who tend to watch more TV than
either cable or regular broadcast homes.

Meanwhile, the telephone companies re-
main the least attractive means of distribution
in the eyes of major programmers. “We've done
deals with most of the credible” telephone-com-
pany consortiums, said McGuirk. “But they’re
not high on our radar for now.”

“The phone companies seem completely
unable to answer questions” about what mar-
ket penetration they might achieve, said
NBC’s Rogers. [ |

|
|

|
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LEAVING YOUR JOB?
“Viper' Gets Back | poN"r LEAVE 20% oF voun
OntheRoad RETIREMENT MONEY BEHIND

German TV backs relaunch ~ Free T. Rowe Price kit helps you protect your retirement savings.
If you're leaving your job, choosing what to do with your ey —
| SYNDICATION / By T’Lf Stanley ‘ retirement plan payout may be one of the most important | e | p=== \/
n action drama starring America's decisions you'll make. And current law makes your choices | et wf.“";"gm
| favorite muscle car has been retooled | more complicated—and more important—than ever. Retirement "o'fh Your /'
and given a new lease on life—thanks Depending on your decision, the IRS could withhold 20% "‘“““““""/ rony

4 ef"'eme,,,
of your retirement money. Money

_——/\

mainly to funs outside of the U.S.

Viper, which had a spare |3-episode run | We help you know all your options. Our up-to-date kit —"J
| on NBC in 1994, relaunched in syndication can help you understand all your options. In plain, straightforward language,
last week in 160 markets covering 95 percent we give you the accurate, detailed facts you need to help decide what’s best
of the country. The futuristic adventure show for you. And, with our free Direct Rollover Service, we can coordinate your

| from Pet Fly Productions is being cofinanced request dircctly with your previous employer, if you so choose.

by Germany’s TV giant, The Kirch Group,

and Pardm.ounl Nelwork Television, under a Call for more information and a free kit
programming alliance forged early last year

with advertising giant Procter & Gamble. 1-800-541-8341

For the 1996-97 season, 22 episodes have

been ordgred of the special .ef.fect's—luden Invest With Confidence®
show, which costs up to $1.4 million an hour -

to produce. The series centers on a group of TR H"
underground crime fighters who use a Dodge * Owe lce
Viper to take back the streets from drug run- ‘ T. Rowe Price Investment Services, Inc., Distributor. IRAR03236¢
ners and other thugs. It is set in fictional
Metro City, “the day after tomorrow.”

“We felt like it was unfinished business be-
cause it only ran half a year [on NBC],” said |
Paul De Meo, Viper cocreator and executive
producer. “But the European audience—par-
ticularly the Germans—revived it.”

While the flashy sports car from the orig-
inal series remains the central element in the
story, much has changed. Only one character,
Frankie Waters, the car’s eccentric mechanic
played by Joe Nipote, returns in the new cast. |

The lead character has changed from a
former mobster whose memory was erased to ‘

a ClA-trained security specialist (a2 new

actor, Jeff Kaake, replaces James McCaffrey).

| Two women have been added as major char-

acters. One is a liaison between the elite ‘

crime fighters and locul cops, the other a Jj
physicist who creates weapons for the team. |

Still featured is the Defender, a morphed
version of the Viper. At the touch of a button
(and the help of computer-generated images),
the sports car becomes a rocket-launching,
flame-throwing armored vehicle.

When it aired on NBC, Viper scored con-
sistently well in the ratings among men—
especially those 18-49. Producers said they
think the reworked version, which is not as
dark as the original, may also attract women With nearly 10 million readers, more than all other personal finance magazines
and teens. “The concept has been streamlined combined, Money continues to be the best place to lure people to your advertising.

Money

©1996 Time Inc. Source: Spring 1996 MR
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Their reach Qur reach
|

and simplified,” De Meo said. “It’s lighter
and faster.” [ A merica’'s Finanecial Advisor



FCB TECHNOLOGY spun out of the San Francisco office of Foote Cone & Belding about
5 years ago. It's a dedicated group of about 30, bringing established marketing knowledge
and discipline to the wild west technology marketplace.

They're serious dudes packing serious credentials, A high tech client(server to FCB's
traditional consumer mainframe. If you know what we mean’
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David Hunter
Creative Director

Most technology
clients are first generation.
And working with vision-
aries is very, very different
from working with business
school managers.

Which is both the
blessing and the curse.

There’s a ready-
shoot-aim mentality and
immediacy to this market.
And the chance of helping
to create the next Microsoft
really excites creative and
marketing people. On the
other hand, | often find
myself saying “Wait a
minute...let’s do a little
testing here,” which is
strange for a creative guy.
But it is pretty wild out
there, and clients come to
us because we have that
kind of discipline.

revere
ecC

llen

/ drdn’t grow up with technology.

/t was packaged goods, clothes, tacos... you

name it. But | always knew about PC Magazine.

Unlike the marketing and creative

groups, our media department isn’t divided

up into technology

and consumer. The

line between the two

Doug Powell
Media Director

is not rigid. And right
now, the place where media and technology
overlap is the place to be. You can see it in the
growth of interactive media. And you can see jt
in the popularity and prestige of PC Magazine.
As the place where people go to research
and validate their technology buying decisions,

PC Mag is a formidable selling vehicle.

Wayne Buder
S1. VP, Managing Director

Technology
clients have come to
recognize that they're
not selling widgets
anymore. They've come
- some kicking and
screaming — into this
world of the “B” word.
Yup...Branding. And it
takes a certain amount
of discipline and expe-
rience to make their
brands meaningful to
all the right people.

Today, MIS is
just one piece of the
bigger puzzle. People
around the office read
up, know the brands,
and are telling MIS
Directors, “| want this
product.” This stuff is
integral to how these
people live and work.
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o
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If you were Ross Perot's media director, what would you do to
get his message out, without access to prime-time network TV?

Cheryl Kroyer

Director of Media Services

Goodby, Silverstein & Partners

“I'm assuming [Perot] hasn't settled
any court cases with the networks, so
I'd try to sneak him under the radar
and take his political allotment—$29
million—and maybe put it all into
print. He can get into all his issues,
and with $29 million, in just a month
or two, he could just own the print
medium. Obviously, at this point,
there are going to be a lot of maga-
zines he can't get into—the month-
lies, for instance—but
certainly he can get into
all the weeklies. I'd
work under the philoso- |

“Buy local TV time

work that reaches 75-plus percent
penetration in the country. | would
also work to create an unwired
radio network and market specifi-
cally in areas where [Perot] feels he
may need more exposure. So you
really want to target specifics. I'd
do the same in the spot television
markets, especially in markets
where he feels there might be areas
of opportunity and room for
growth. Then, I'd try to roadblock
the late news on an unwired net-
work on a particular day. Finally,
[since Perot’'s] pockets
| are deep, he could
approach a syndicator
who has some time to
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in the top 50
markets immediately

do a 15-minute or
half-hour infomercial.”

phy, ‘If you can't beat
‘'em, join ‘em,” and I'd
just try as hard as pos-
sible to get his message
to as many people as
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Marketing Channels
Wunderman Cato johnson
“I'd try a combination

of two things. One,
orchestrate a virtual
interactive debate on

the World Wide Web. |
would invite people to |
stand in for Clinton and
Dole, and then I'd drive
traffic to the debate site
via hotlinks and nation-
al daily print ads. I'd
also allow users to
pose guestions to the
candidates and speak-
ers electronically. All this in combina-
tion with some grassroots mock
debates in key electoral cities,
because that would go into the
places that are hotly contested by
both the Democrats and
Republicans.”

Susan Gottlieb

Partner and Director of Broadcast
Media First International

"There are a few ideas. One is to
create an unwired television net-

you at least get
[Perot’s] point of
view out there. And
full-page newspaper |
ads in the top
50 papers.”

{ Arny Semsky
Executive VP l

“Own radio. What |
would do is have a
strong overlay of
national radio, then |
would hit what [Perot)
believes to be the
most sensitive mar-
kets with focal radio,
markets he feels he
can win. Get [the vot-
ers] in the car, get ‘em
at home, get ‘'em at
work. If you have to
win a general election,
| wouldn't go interac-
tive. You can't go
small—you have to
think big. The media plan would
also include an inventory of local
cable. Place ads in the highest-
priority Zip Code areas, where
[Perot] feels he can win. In general,
target the areas where [Perot] feels
he really has a chance and deliver
the message.”

BBDO

Mediaweek welcomes letters to the editor. Address |
all correspondence to Editor, Mediaweek, 1515
Broadway, New York. NY 10036 or fax to 212-336- |
6594 or e-mail to mediaweck@aol.com. All letters
are subject to editing.
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" CALIFORNIA JOURNAL

On October 2,
The Wall Street Journal

moves to the left.

On October 2, The Wall Street Journal will unveil
California Journal, a weekly section devoted exclusively
to regional business coverage.

Advertisers seeking to target the Golden State have

long taken advantage of The Journal’s California regional
buy, offered every Monday and Friday. Now, you can
further profit each Wednesday, when California Journal
surrounds your advertising with news of special interest
to the state’s business community.

Locally based journalists will report on California’s
economy and business trends, offering insight and

perspective you won'’t find anywhere else, backed
by the unparalleled authority and reliability of
The Wall Street Journal.

The result: every Wednesday the most indispensable
business coverage in America becomes even more
essential for Californians. Not to mention a little
closer to home.

To subscribe to The Wall Street Fournal call 1-800-WSF-8622.
For further information about advertising in California
Fournal, contact Jenny Wenk in San Francisco 415-986-6886,
or Richard Ruffolo in Los Angeles 213-658-3758.

The World’s Business Daily

THE WALL STREET JOURNAL.

[t Works.

© 1996 Dow Jones & Co.. Inc.
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Kitschy drag star
RuPaul courts guests
with refreshingly
dishy conversation

on a new VH1 show

http://www.mediaweek.com

HOLLYWOOD

Betsy Sharkey

September 30, 1996 MEDIAWEEK

Doing the Woo With Ru

One of the most intriguing
aspects of the new RuPaul
Show, a late-night Saturday
talk show premiering on
VHI Oct. 12 at 11 p.m., is
the way the guests relate to
the 6-foot, 7-inch drag star.
Ru, along with the show’s
producers, have managed to create a kind of comfort
zone for the outrageous.

Take Ru’s first show, with basketball wild man
(and soon-to-be MTV talk host) Dennis Rodman.
With his tattoos, body piercing, and neon-colored
hair, Rodman always makes an aggressive and un-
conventional visual statement.

But it’s difficult to top RuPaul, who for the taping

there,” the Chicago Bulls’ star concedes—to kissing,
as in other men and oh, say, drag queens.

RuPaul is probably one of the few talk-show hosts
who is not all that interested in Rodman’s past rela-
tionship with Madonna. Ru is clearly far more curi-
ous about just where, and how far, he can take Rod-
man with the kissing questioning. With more than a
little urging from the audience (which is quickly on
its feet, clapping wildly), Rodman not only answers
Ru, but finally agrees to demonstrate. It’s a moment
that rivals Michael Jackson and Lisa Marie.

“When Ru is talking to the guests, he gets people
to reveal a side of themselves that I don’t think you get
from an appearance on Leno or a daytime talk show,
because the expectation is different,” says Lauren
Zalaznick, vp of programming and development for
VHI1. Zalaznick also serves as
an executive producer of the
show, along with Fenton Bailey
and Randy Barbato, executive
producers of RuPaul’s New
York-based production compa-
ny, World of Wonder.

“The guests seem to be in-
credibly at ease,” Zalaznick says.
“[They are] not just hawking
their next product. They’re talk-
ing about themselves, they’re
talking about the world, talking
about politics, seemingly always
having fun.”

The Nov. 2 show, which fea-
tures Whoopi Goldberg, takes
you inside the way her comedy
emerges, after a question from
one audience member asking if
she ever considers returning to
the stage to do stand-up. The
short answer is yes—the prolific
movie star is heading back to the
stage for an upcoming benefit at

STEVE FREEMAN

Men behaving strangely: The
host (right) and Rodman have
a ball on the premiere episode

of this kickoff episode is wearing a
striking mini-dress with a plunging
neckline that also serves as a testa-
ment to the powers of the Wonderbra. Then there are
the spike heels, which add another four or so inches
to Ru’s already larger-than-life presence, the white-
blonde hair and long legs, and all in all you’re looking
at a stunning vision in yellow.

And there is Ru’s personality itself, which is fun-
ny, sharp and soothing all at the same time. It’s not
that hard to understand when the conversation with
Rodman veers toward wearing dresses: “I'm getting

Carnegie Hall.

At the moment, Goldberg
says, the tough part is working
through her anger. “The world
just really does piss me off,” the onetime talk-show
host tells Ru. “There’s so much intolerance, and it’s
bugging me. I don’t know how to fix it fast. I don’t
know how to be funny about it.”

The half-hour show is different not only because of
the gestalt that occurs between the host and his guests
but also because the format itself is as flexible as Ru.
Some shows will feature a single guest, as the Rodman
and Goldberg half hours do. There is always a musical
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component, sometimes featuring Ru, whose debut
album, Supermodel of the World, hit the No. 1 spot on
the Billboard chart three times and whose new album,
Foxy Lady, is due out in October. Other musical guests
will include Taylor Dayne and the Captain & Tennille.
But sometimes the show turns in completely dif-
ferent directions. The Oct. 26 show is built around a
Politically Incorrect—styled panel discussion of what
is “camp,” with Deborah Harry, Fred Schneider (of
the B-52’s) and filmmaker John Waters. The musical
guest that night: the Rocky Horror Theatre Group.

“The format we follow has more to do with
RuPaul than the guest bookings,” says Zalaznick.
“Other talk shows have an opening, an intro to the
band, a monologue, a commercial, first guest—your
biggest guest—go to commercial, second guest—your
second-biggest guest—go to commercial, a third act,
which is either the person from the San Diego Zoo,
what you should buy your parents for Christmas or a
musical act.”

These are not elements you will find, at least in
that form, on The RuPaul Show.

then the fifth and sixth. Now Scott

Bourne is trying to launch something
closer to a true broadcast network on the
Internet with First-TV.

First-TV includes programming cre-
ated for the Net by videographers—folks
who are sort of an Internet species of the
traditional production company.

The Backlot. ..

And while cable futzes with video-
on-demand, that is the format First-TV
is offering from day one.

Like more traditional broadcast media,
First-TV is advertiser-supported and is
free for those who surf through, on your
Internet dial at http://www.first-tv.com.

Now to the programming. Click Life
Online and you get Internet news, cyber
stars and new products. There’s a

First there was the fourth network,

- :

y -

e

First-TV’'s Bourne: Bringing the
TV network concept to the Net

i People in L.A.” issue is always
i intriguing, if only because the
¢ editors tend to bypass many

i high-profile Hollywood types

i Charlie Ray, Tommy Lee Jones,
i Elvis Costello

women’s section, though unlike in the

. newspaper, where it is largely recipes, on
¢ First-TV you meet cyber-fems who are
reshaping the concept of surfing the Net.

Bourne created this type of content

first with radio, on NetRadio Network.
i Now he has teamed with CMP Media
for First-TV.

. Not that long ago, Scagrams Co. Ltd.

stockholders were up in arms that Edgar

¢ Bronfman Jr. had traded DuPont stock
for a motion-picture company. Now the
i ceo, who has since set in motion a major
¢ overhaut at MCA Inc., is pocketing a

- $1.75 million bonus, a raise that brings
his salary to $1 million a year and, just

¢ for good measure, adds stock

u On second thought, they aren’t so

u Cable cool: The Sundance Channel,

- HBO, Bravo, ESPN

u Uncool future names: Cyber, Beav-

© is, Puck, Riordan, Orenthal

u Uncool corporate tools: Jonathan

: Dolgen (Viacom Entertainment Group

sho
IR

4.

: chairman), Gavin Polone (former United
i Talent Agency agent now on his own,

¢ known for having a dark side), Jamie

¢ McDermott (former NBC whiz kid and

i current ABC Entertainment chief, now

known as Jamie Tarses), Shelby Coffey

: 1T (L.A. Times editor)

. One of the funniest moments yet in
the new season: On the premiere of

i NBC’s NewsRudio, there was a “mus-

i tache intervention,” staged by the crew

i who populate the fictional WNYX

© newsroom, to save Matthew (Andy

¢ Dick) from facial hair. While Matthew

¢ was having a bad hair day with his han-
i dlebar fuzz, Dave Foley (who plays news

director Dave Nelson) started

i options that could ultimately be o Q@ \ the new season with a retro-

© worth $55 million-plus. Whata — “g 4 a * Greek cut, shorter than

: difference a year makes. - o g Caesar’s, longer than a military
. i) f v buzz. Very cool.

¢ Buzz's annual «100 Coolest s 8 o

Throw us a hone. Walt Disney
Pictures did, opening its
Internet site for 101
Dalmatians early to journalists.

i who may be powerful but clearly ’. /] L4 We got word via a bone Disney
| aren’t among the “coolest.” é LI ] mailed out, which included a
Sidenotes worth noting: ‘€@ &  secret password to access the

u Cranky cool: Dennis Franz, o < o site. Disney has been sending a

steady stream of spotted pro-
mos for a while now. First there

i ¢ was an envelope filled with floating
. cool: Nick Van Exel, Robert Downey Jr., :

. Juliette Lewis, Woody Harrelson, Jerry
© Garcia, Jack Kemp

Dalmatian spots—a little on the eerie

i side. The Internet site is a blend of busi-
i ness and pleasure, including photos,
film clips and production notes. But the

¢ best feature is the interactive Dalmatian
puzzle, filled with maybe not 101, but

i dozens of pups in a theater. My best time

18 just under a minute, though after a few

| goes at it, all you can see are spots.
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“We take the guest and make the show around
RuPaul and that individual,” says Zalaznick. “At the
same lime, we're a television network, so it’s going to
be 29 minutes and 50 seconds exactly. The show’s
going to open exactly the same every single time. But
within the body of the show, we want the audience to
keep watching. We can’t afford for them to tune out
at the second commercial break. It’s got to be the

most dynamic programming they can find.”

The idea to have RuPaul do a show came in two
phases. VH1 has a special programming group that
is responsible for the four-hour blocks of original pro-
gramming that the music-focused cable network fea-
tures on Saturday and Sunday.

“They are a really creative
group who come up with
ideas based on videos themed
in different ways, or high-
profile celebrities who come
in and work with us for a day
or so and we use their inter-
views. their walk-ons, their
projects to help context our
normal music program-
ming,” Zalaznick says. “In a
brainstorming session, Ru-
Paul’s name came up as a
dynamic personality who’s
totally music-based, who
made his name with the
Supermodel video, and earli-
er in 96, he was a big part of
the VHI fashion awards. He
was so spectacular as a per-
sonality, as a presenter on the
awards show, [that] we were
looking for an appropriate
outlet for him.”

Initially, after VHI
began talking with Ru’s pro-
ducers Fenton and Bailey of
World of Wonder, they came
up with a plan to create sev-
eral hour-long shows featur-
ing Ru. After a long day of
filming, VHI walked away
with what became four shows that aired this past
spring and early summer.

“They were one-hour format and did very well for
us,” says Zalaznick. “We got great feedback internal-
ly and we got great feedback externally.”

AMY RACHLIN

The audience analysis told the producers that RuPaul
hit right at the core of VH1's target audience. With the
four hour-long specials, the audience was almost an even
split between male and female viewers, with the largest
portion of the viewers falling in the 25-34 age range. The
shows also pulled in viewers who were both a little
younger than the core and a little older.

“This was exactly what we were looking for,”

Zalaznick says. “It’s a ‘Music First’ kind of
show that manages to open the aperture

“Ru gets people to reveal a side of themselves that | don't think you gt jus a licule bit and enthrall a wider audi.

ence. My job as head of programming and
development is that you go the next step,

from an appearance on Leno or a daytime talk show,” Zalaznick Says.  and the next step is a serics.”

Essentially, Zalaznick viewed the first
four shows as a pilot. The idea to refashion the series
as a talk show was in part grounded on the proposition
that the producers knew RuPaul could easily slip into
the role of host. The star already does a popular radio
morning drive-time show in New York.

The set and the staging for the VH1 show, which is
taped in New York, have been tailored to fit RuPaul
as well. Rather than having the audience in rows of
theater seats, the set is designed to look like a night-
club. The audience, which averages about 100 people,
sits around cocktail tables. The proscenium stage,
with layered curtains, provides the backdrop for two
couches that guests seem to sink into. There also is a
grand piano. It all looks more like an elegant living
room, or an intimate night club, than a talk-show set.

“It’s a very comfortable environment, not only for
the guests but the audience,” says Zalaznick. “The
audience has room to move, and they 're not sitting in
folding chairs in a 45-degree television studio,” a not-
so-veiled reference to David Letterman’s notoriously
frigid theater.

The initial commitment is to produce 12 shows.
but that is only the first platform on what Zalaznick
envisions as a franchise. In addition to airing on Sat-
urday nights, each RuPaul Show will get a Monday-
night repeat, with sometimes an additional airing the
following Friday as well. Ultimately the plan is to have
half-hour repeat episodes to run RuPaul as a week-
day-afternoon strip, with new shows being dropped
into the Saturday late-night slot.

Within the first block of shows is an eclectic line-
up of guests, among them Cher (who gets a full half
hour with Ru), fashion designer Isaac Mizrahi, super-
model Iman, Cyndi Lauper and Eartha Kitt.

“Ideally, RuPaul is part of the mission for the
original programming that VH1 is doing, setting the
stage for real destination viewing,” says Zalaznick.
“This is a kind of alternative programming that
draws people in—it doesn’t send people away.
RuPaul is very inclusive. You can't get this television
anywhere else.”

And that is not a producer’s idle promise. In this
case, The RuPaul Show absolutely delivers. ]
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Your media information ne

F rom consumer magazines to thC internet, and from newspapers to

billboards, SRDS has been providing the most comprehensive
media data available for over 75 years. Our extensive line of printed

sourcebooks, electronic tools, and world-class data acquisition capabilities

give you the key answers you need to pinpoint your most effective media

options or to gain an edge over your competition. Accurate, reliable, and

easy-to-use, SRDS sources keep pace with the ever-changing advertising

industry and our new products are destined to continue that

outstanding reputation.

As you review our product line, you'll find resources tailored
to meet the needs of today’s complex and competitive
,l{'lmsumu 5 . . .
LR oA workplace. You'll find information tools which encapsulate
thousands of changes, revisions and additions each month—
yet maintain a standardized, user-friendly
format that allows you to access the right
Y g
facts and figures in a matter of minutes.
g
Above all, you'll find a company
committed to delivering the media
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information you need to succeed
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time and time again.
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IS are our only business.

Bchind every SRDS product is a team of professionals dedicated to

collecting, classifying and presenting you with information that is:

» Objective — So your media analysis is based on verifiable facts,
not hearsay or hype.

» Accurate — To ensure your plans and proposals are always on
target—and on budget.

* Timely — Because outdated facts and figures are often worse
than none at all.

* Easy-to-use — To better fit the way you work, SRDS
information resources are conveniently organized by
categories and with indexes that help you find the

information you need as quickly as possible.

The SRDS Guarantee

You can count on SRDS’ accuracy and reliability. Every resource we offer is backed by over
75 years of experience as the leading publisher of media and marketing data. And every
SRDS product is backed by this promise: If you are not completely satisfied, simply return

the product to us within 30 days* and you will receive a full refund.

* In order to reccive a full refund when cancelling monthly subscriptions, your first issue must be returned to SRDS
within 30 days. SRDS reserves the right to bill the single copy rate for the unreturned issue.

SRIOC

1.800.891.7737

Look for SRDS on the World Wide Web

http://www.srds.com




Business Puhlication Advertising Source™

Business
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Three monthly
volumes provide
an unparalleled
depth of business-
to-business
advertising
information.

Expand your business-to-business
promotion efforts with the
thousands of direct marketing
list opportunities in the
Direct Marketing List Source.

pg. A1l

inpoint the most effective media options in todays complex and

competitive business marketplace with the industry authority for

business-to-business, technical and trade publications. Used daily by 95%

of the nation’s largest advertising agencies, this sourcebook puts over

2,600 pages of business’ best print advertising vehicles at your

fingertips, 12 times a year.

¢ Access critical information ¢ Focus your campaign on specific
on over 7,300 U.S. publica- market segments with over 550
tions, conveniently arranged direct response opportunities.
into 185 market classifica-
tions ranging from architec- ¢ Target today’s medical/healthcare
ture and banking to legal and audiences with over 800 detailed
woodworking. listings of healthcare publications.
¢ Expand into global markets with ¢ Over 1,900 information updates per
over 1,200 international publications. edition keep your media decisions

up-to-the-minute.

One Year Subscription 8549 (12 issues, 3 volumes per issue)

Information Listing Categories:

* Publisher’s Editorial Profile

e Personnel

A McGraw-Hill Companies Publication * Representatives/Branch Offices
@ Vm Mm A @ * Commission and Cash Discount
P .
LocH IF.,ocatlon 1D: b|7 BLS':" 32¢ Mid 051742-000 General Rate POZZCJ/
Puid ublished biweekly by The McGraw-Hill Companies, 1900 . /Whi
O‘l; 401'235:'1532 St., S’E_e. %01% 5San gAsageo‘ CA 94403—%11 Phone Black/White Rates
41 - 6800. Fax -513-6 3
Fe For shipping info., see Print Media Production Source. * Color Rates
PUBLISHER'S EDITORIAL PROFILE o Covers
t LAN TIMES is edited to provide strategic and hands-on tech-
g‘-. nical information network protessionals need to drive their o Inserts
BAEYE
1. PERSONNEL * Bleed
Eammeter Noale * Special Positions
G ADVERTISING RATES . . .
G Effective January 1. 1996. (Issue/Card) * Classified Mail Order/Specialty
Pr Rates received January 30, 1996.
2R 5. BLACIUWHITE RATES Rates
Al abloid: .
* Split-Run

I - = . 17.440. 17270, 16910, * Special Issue Rates and Data
""" R 6t 390 521 * Geographic and/or Demographic

: Editions
New York, NY 10020--Thomas M Flynn, Eastern Sales Dir 1
1221 Avenue ol the Americas 28yt’h Fl. Phone 312 512- * Contract and COP_}’ Regulatzom

e e :
o) 17. SPECIAL SERVICES ° Gfﬂt’rﬂ[ Requzrements
B.P.A International Supplementary Data Report Dec/95.
18. CIRCULATION
Established 1984.
Summary data - for detail see Publisher's Statement
B.P.A. 12-31-9556 mos. aver. qualified)
Total Non-Pd  Pai
177.049 175522 1,527
3.C Non-qualified paid subscriptions and or non-paid
requests.... .. oo ST - o . 3550
Average Non-Qualified (not incl. elsewhere):

* Issue and Closing Dates
* Special Services
* Circulation

Order Today! 1.800.851.7737




Consumer Magazine Advertising Source™

ake the right consumer magazine choices with the industry’s most

trusted, most complete magazine planning resource. Almost 1,000

pages of accurate, obJectlve information and a user-friendly format make this

sourcebook an essential reference rtool throughout your media

evaluation process.

4 Explore all of your consumer ¢ Take your campaigns overseas
magazine advertising avenues with with over 300 international
detailed descriptions of over 2,700 publications.
domestic consumer magazines and
card decks, arranged into 75 market ¢ Compare titles in seconds with
classifications. the source’s comprehensive,

standardized listing format.

4 Over 1,000 information updates per
edition put you on top of today’s
rapidly-changing consumer magazine

4 Capitalize on key agri-marketing
opportunitics with up-to-date
information on over 300 farm

marketplace. ,
magazines.

One Year Subscription $529 (12 issues)

Information Listing Categories:

e Publishers Editorial Profile COSMoml"M

* Personnel A PUBLICATION OF THE HEARST CORPORATION
* Representatives/Branch Offices = AHesrsiMsostms Divistn B

1. PERSONNEL

Pub—Donna Kalajian

Assoc Pub—Esther Laufer

Adv Dir—Jennifer Galio

. REPRESENTATIVES and/or BRANCH OFFICES

o Commission and Cash Discount
* General Rate Policy

N

. 1 New York, NY 10019—Debi Brandt, New York Mgr; 224 W
Black/White Rates 57 St Phose 212.640.3324 Fax 2122661845 ° ' A
cago Margie anarson west Mgr, 1 3
* Color Rates Wadker O Proomo 315584601 9
Trn\w (Detront). MI 48084 —Bridget Zukas Detroit Mgr: 2301 ew
* Covers Bg Beaver g Sie 351 Phone 313 92520
_. (Hears] Magazmes Sales. Inc)
* [nserts hom
° B[t’t’d beauty. fashion, fitness. career. relahonshnps and personal

yrowth are top priorities. Nutriton and food. travel. personal
ADVERTISING RATES ;
EHeclive January 1, 1996. (Issue)
Rates recet June 14, 1996,
5. ‘BLACK/WHITE RATES

* Special Positions

* Classified Mail Order/Specialty

67215 13 25.245
Rates 2 oage 4roe0 1o Page 14.205.
. page
* Split-Run . FREQUENGY DISCOUNT o W
. ages %
* Special Issue Rates and Data :g’ pages 10% s
* Geographic andfor Demographic 24 pages por e
Editions Uncover hundreds of exciting
San Francisco, CA 94103—Mau ie Petersen-Hymar, San I
o Contract and Cop}/ Regu/dtion: Franf:tsco Mgr: No § Third St.. Ste 1228. Phone 415-495- new ways to reach tuda’s
. ; 18. CIRCULATION 9r i -
General Requirements ot 188 S copy 295 por your 245 " consumers in the ALL-NEW
3 umnmary data—for il see Publisher's Statement & joil
* Issue and Closing Dates AB.C. 12.91.65 (6 mos. aver —Magazine Form) 14 Interactive Advertising Source.
o Special Services P doabs), (Sinde), e
e Circulation :;;\rl:; 23Non Analyzed Non-Paid Circulation (not incl i 1 ng. A13
TERRITORIAL DISTRIBUTION 8195—2.857.066 F:
\JAl. ENCen. WN.Cen. SAl. ESCen

\70 | 43346(\ 407 774 160,173 471,175 124.713

Order Today! 1.800.851.7737




Girculation 97™

—————
. trengthen your advertsing plans in multi-newspaper markets with this
 Circulationd7 _ L - R
essential reference guide to circulation, penetration and consumer

demographics. Featuring both individual newspapers and newspaper groups,

this unique planning tool affords head-to-head comparison and analysis with

over 1,000 pages of detailed information.

¢ Access circulation and market data
for nearly 1,500 dailies, over 240
newspaper groups, 25 consumer
magazines, and four national
supplements — all conveniently
organized by metro, county and
television viewing areas

(Nielsen-defined DMAs).

¢ Analyze circulation and household
penetration plus population,
households, retail sales, and average
household income for every MSA,
county and DMA.

¢ Compare your newspaper choices by
metro area coverage, individual
rankings and circulation summaries.

One Year Subscription $189 (I issue)

P enetrate local markets across the country with this complement

to the Newspaper Advertising  Source™. Organized in three

easy-to-use sections — metro weekly newspapers, non-metro weekly

newspapers and shoppers — this valuable resource puts a host of

community advertising options into instant perspective.

¢ Bolster your major market newspaper
buys with key information on more
than 2,500 community newspapers
and shoppers.

Information Listing Categories:

¢ Personnel

* Representatives/Branch Offices

* Commission and Cash Discount
* General Rate Policy

¢ Reach today’s most affluent consumers with

Suppl media * Bla hite R
Wlﬂlml::lﬂn:: :I' III‘DHI:::: newspapers that serve wealthy suburbs and . ga [;f/;ztze ares
opportunities in: urban neighborhoods. « Inserts

TV & Cable Source: pg. A8
Radio Advertising Source: pg. A9

¢ Impact markets by religious affiliation with a

spccial section on I'CligiOl.lS WCCkly newspapers.

One Year Subscription $95 (2 issues)

Order Today! 1.800.851.7737

* Mechanical Measurements
* Closing Times

* Special Services

¢ Circulation

* Classified Rates




Newspaper Advertising Source™

tay on top of today’s ever-changing newspaper advertising marketplace
with the SRDS Newspaper Advertising Source. This comprehensive
planning guide provides unbiased information on daily newspapers,

newspaper groups, Black newspapers, college newspapers, specialized

newspapers, comics and newspaper-distributed magazines.

¢ Choose your best newspaper # Track down market data with
advertising options from nearly fact-filled, full-page state media/
3,200 comprehensive information market maps indicating available
listings organized by city and state. media by county.

# Quickly locate and compare display, 4 Make smarter newspaper buys with

group and classified advertising rates, hard-to-find information on special
circulation figures, mechanical editions, sections and inserts.
requirements, closing dates
and more. 4 Get all of this information hot off the
press with over 800 information
# Build your newspaper contacts with updates per edition.

complete information on key personnel,
representatives and branch offices.

One Year Subscription $529 (12 issues)

Information Listing Categories:
CHRONICLE
o Personnel Phone 7132907601 8007363815 o 713.930-025
* Representatives/Branch Offices A ABC
o Commission and Cash Discount

ADVERTISING RATES
Effective January 1. 1996
Received Novemnber 28 1995

* General Rate Policy

* Black/White Rates 5. BLACK/WHITE RATES R
SAU open. pe 40060 47728 i
* Color Rates inches chatged " depth: col 215 pg 129: dbil truck 13
ar
o Inserts - -
L) Reaa'ing Notices Adv Dir—James Pollard
) Mahonal Adv Dir—Jim Mitchell
* Split-Run Natl Adv Mgr—Shetiey Lamb
.. 2. REPRESENTATIVES and/or BRANCH OFFICES
o Zone Editions Newspapers First
. e = - o
* Mechanical Measurements Ba. INSERTS
Closing Ti PREPRINT INSERTS o
. ert NS
osing Limes i 5,000-12,999 112 20
; ; 05
° SPC’CW/ Services 8 tabv4 sid A 9409 3517
5 5 12 tab/6 std
* Circulation 16 table std
20 ts ich

s Special Days/Pages/Features

o Classified Rates

* ROP Units/Depth Requirements
* Special Classifications/Rates

e Comics

order advertising. advertising of contests, business
opportunites and proprietary remedies must be submitted for
approval
A charge will be incurred on ail ads not published within 30
days ol the ordered inserfion date. unless replaced with
equal or Iarger ad space on the same ordered insertion date

14. CLOSING TIME
Published Morning. Saturday and Sunday

Day Time Cl]gses be
' Mon Bam ue
¢ Magazme; Tue (except Fash-on) Y gpm  Thu
Wed (except Weekend) &pm Fri

* Position Charges
* Sports Index

}'hu {except Homsline) 2pm Sat
P

Order Today! 1.800.851.7737

This sourcebook’s

geographic
perspective and
competitive analysis
make it an
invaluable tool
throughout the
entire planning and
buying process.

Fine-tune your newspaper
selection process with the
valuable circulation analyses found
in CIRCULATION 87—

a must for newspaper
planning and buying.




TV & Gahle Source™

TUsGanle

Locate every
available

broadcast, cable
syndicated, and
alternative

television advertising

opportunity.

NS

Incorporating the CAB
Cable Spot Advertising Directory

Identify the best markets to
advertise your product with a
detailed analysis of all 211 DMAs
in The Lifestyle Market Analyst.

pg. A10

S tay on top of the fast-paced television advertising industry with this

quarterly publication used by major advertising agencies and television

professionals alike. The SRDS TV & Cable Source includes virtually every

available broadcast, cable and syndicated television advertising opportunity

under one cover!

¢ Identify all your elevision
advertising options with over
4,700 detailed listings including:
Commercial Stations, Broadcast
Networks, Multiple Station
Owners, Cable Systems,
Interconnects, Cable Networks,
Sports Networks, MSOs,
Syndicators and Sales Rep Firms.

¢ Expedite your decision-making with
vital data including programming,
coverage, rep affiliation, personnel
and rraffic specifications.

A & E Television Network

PHONE: 212-661-4500 FAX: 212-210-9755

235 E. 45th Street |
New York, NY 10017

¢ Evaluate all 211 DMAs with
easy-to-use maps, sales rankings, key
demographic statistics (like population
by age, race, sex, and income), and
historical SQAD cost-per-points.

¢ Analyze International advertising
opportunities with the new Asian,
European and Latin American maps,
facts and listings.

¢ Over 1,200 information updates

per quarterly edition keep you up-to-
date with this rapidly changing industry.

One Year Subscription
$380 (4 issues)

Information Listing Categories:

Programming

20th Century

A&E Mystery Movie
Agatha Christie Mysteries
America's Castles
American Justice
Ancient Mysteries
Biography

Bob Vila's Home Again

* Addyess

* Network Affiliation

* Personnel

* Corporate Ownership
* Parent Company

o Satellite Stations

* Representatives

e Facilities

Personnel

Davatzes, Nickolas Pres/CEQ

Ié Positioning Statement

Dé ABE s an ententainment network featuring the original series
K Blogvapny_, Mysleries and specials. The netwark's 24-hour-a-day
5o schedule is available to 69.5 milion househaids in the U.S. and

basic cable network. The network has also received four

(Bioaraphy is a registered trademark of ASE Tel

Chicago: 117 €. ¥/acker Onive, Ste. 2206

Canada via more than 10,000 cable systems. Since A&E began
in 1984, it has received more CableACE Awards than any other

nominations for the Goiden CableACE, cable's highest honor.

* Special Features

* Format Description

* Production Specifications
* Programming

Chicago, IL 60601

Personnel

Gu Davatzes, Nickolas Pres/CEQ

Mil Lesser, Seymour H. Exec VP/CF/Admin Ofc
De Gat It, Whitney Exec VP/Sales & Mkig

Tr Davids, Dan SVP/GM-Hstry Chnl

Ph Kranen, Eric Sr VP, Affil Sales—& Mkig
St Johnson, Brooke Bailey ~ Sr VP Prog/Prod

Schneier, Ron
Mersky, Mark

Sr VP, Adv Sales

Order Today! 1.800.851.7737




Order Information

Annual

Ne No. of Annual

Subs. Title Issues Price 828 Title Issues Price
Business Publication Advertising Source™ 12 $549 Technology Media Source™ 1 $199
Consumer Magazine Advertising Source™ 12 $529 Mexican Audiovisual Media Rates & Data 4 $120

PUBLISHED IN SPANISH!
Lt s Nl Sl . $318 Mexican Print Media Rates & Data 4 $120
Newspaper Advertising Source™ 12 $529 PUBLISHED IN SPANISH!
Community Publication Advertising Source™ 2 $ 95 SRDS Production Planning System™
CIRCULATION 97™ 1 $189 DOS Version 4 $695*
TV & Cable Source™ 4 $380 Macintosh Version 4 $695*
Radio Advertising Source™ 12 $405 . Windows™ Version 4 $695*
Direct Marketing List Source™ 6 $384 Network Version 4 5
Hispanic Media & Market Source™ 4 $199 SUBTOTAL
Canadian Advertising Rates & Data™ 12 $525 In OH, NY, MA, NC and Canada please add applicable sales tax.
Out-of-Home Advertising Source™ 1 $149 TOTAL
The Lifestyle Market Analyst™ 1 $310
NEW! Interactive Advertising Source™ 4 $249 : E:_:fﬁdl }fioff_gjf:;Zzaf:t;zﬁfdg/flﬁzrﬁ%;"afiZZ?ﬁ?Zﬁ%’QZZﬁ."ﬁmm"'

Method of Payment:

U Payment enclosed (Make checks payable to SRDS)

U Please charge my: 4 Visa

Card Number:

Signature (Required on all orders):
Bill To:

Name

Title
Company
Address
City/State/ Zip
Telephone

Fax

SRIOC

1700 Higgins Road * Des Plaines, IL 60018-5605

For faster service call toll-free 1-800-851-SRDS (7737) on

S6IMDCT4

() MasterCard

1 Please Bill Me
U American Express

Exp. Date: -

Ship Yo:
Name

Title
Company
Address
City/State/Zip
Telephone

Please check your business category:

01 Q Advertising Agency 05 O Government, Public Library,
03 Q Publisher/Media Company College/University Library
04 Q Advertiser Company 06 Q Other (be specific)

fax your order to 847-375-5001



¢

To Place a Telephone Order, Call Toll-Free 1-800-851-7737
M-F 7:00 a.m. — 7:00 p.m. CST

To order today, call toll-free and order by credit card. To expedite your order, please
make a note of the eight digit code which appears on the lower left of the order form.

*
To FAX Your Order, Call 847-375-5001
24-hours a day, seven days a week

If you prefer the convenience of ordering by FAX, simply send your completed order anytime, day or night.

¢

To Mail Your Order

It’s easy! Enclose your order in the pre-addressed, postage-paid envelope and drop it in the mail.

¢
Look for SRDS on the World Wide Web, http://www.srds.com

¢

SRIOAOC

1700 Higgins Road
Des Plaines, IL 60018-5605
800-851-SRDS (7737)

The SRPS Guarantee

You can count on SRDS’ accuracy and reliability. Every resource we offer is backed by over 75 years of experience as the leading publisher of media and

marketing data. And every SRDS product is backed by this promise: If you are not completely satisfied, simply return the book to us within 30 days*
and you will receive a full refund.

* In order to receive a full refund when cancelling monthly subscriptions, your first issue must be returned to SRDS within 30 days. SRDS reserves
the right to bill the single copy rate for the unreturned issue.




Radio Advertising Source™

ever miss another format change with the radio industry’s most

trusted information source. Each monthly issue offers over 1,300

pages of reliable, accurate information on all AM and FM stations in both
metro and non-metro markets. If you're involved in planning and buying

radio advertising at any level, this sourcebook is a necessity.

4 Plan more effective radio campaigns
with over 10,000 information listings
providing up-to-date details like:
call letters, formats, target
demographics, personnel, rep firms,
nerwork affiliations, unique
programming opportunities, duopoly,
LMA and sister station relationships.

4 Develop radio campaigns on a larger
scale with the sourcebook’s national,
regional and state network sections.

¢ Put your radio advertising’s geographic
reach into perspective with concise,
easy-to-read metro maps

¢ Identify markets of importance
with Arbitron metro market
rankings for Persons 12+, Black
and Hispanic populations.

¢ Track the performance of a particular
station or an entire market with
Arbitron average quarter hour
share trends.

4 Over 2,000 information updates
per edition guarantee the latest facts,
figures and contact information at
radio decision time.

for each state.

One Year Subscription $405

WMLO-FM 104.9

PHONE: 904-422-1400

| 3360 Capital Circie NE., Sute B
| Tallahasses, FL 32308

FAX: 904-422-1070 l

(12 issues)

Format

. .. . Audience Profile
Information Listing Categories: Adufs 26.64
g Personnel
. Format Description Weton. E4 Gon/Salos M
* Audience Profile Winton, Lance Oper Dr

o Personnel
* Representatives

Soft Adult Contemporary

Craig_Roger

Adv/Promotion Dir

Personnel

* Branch Offices
o Additional Sales Programs

o Affiliate Stations Corporste Owter
* Corporate Qwner Ed Wirton
ati Network Affilition(s)
* Newwork Aﬁlzatzon Wall Streel Jounal, CNN Radio
* Special Programming

* Syndicator Programming
* Facilities

Representatives
Call Station Direct 1-800-560-5448

Network Affiliation(s)
Wall Street Joumal, CNN Radio

Special Programming
CD of The Week

Paul Harvey News-8:30AM,12:30PM,5:30PM
Takahassee Tiger Sharks Hockey

Facilities

Power 50,000w

Antenna Height: 490 ft. above avg. terrain
Operating schedule: 24 hours daily

M3 SVEITTAC IR 8)

Staying on top

of today’s radio
industry means
having access to
up-to-date station
information.

Supplement your local media
buys with over 2,000 creative
ways to reach consumers
on-the-go in the Out-of-Home
Advertising Source.

pg. A12

Order Today! 1.800.851.7737




The Lifestyle Market Analyst™

ind all your best customers under one cover with the quickest, most cost

Thelifestyle

’ &
e B \ regional and national levels. Over 1,000 pages of market-by-market information

effective resource available for preliminary market analysis at the local,

pinpoints how consumers differ, how they spend their leisure time and money

and how to reach them effectively. Its the only sourcebook to include both

demographic and lifestyle information on over 9.1 million households across the

country. Published by SRDS and The Polk Company.

¢ Analyze current and concise demo- ¢ Substantiate important marketing decisions

Your one-s toP graphic market profiles of all 211 and media strateges.
P DMAs and 123 counties — everything
source fb r critical from age and income to home ownership ¢ Eliminate costly research and minimize the
demog‘rﬂp/jzc and and credit card usage. risk associated with new product launches.
llﬁs tJ’ le ¢ Keep track of emerging trends and ¢ Identify markets with greater sales potential.
info 10N. activities with an overview of 69 of
nf LA today’s most popular consumer ¢ Target your advertising and marketing
lifestyle interests and hobbies. programs to the best customers and select

the advertising vehicles to reach them.
j ¢ Target markets most likely to buy
P POLI( your products or services with ¢ Over 1,000 pages of up-to-date market-

The Polk Company demographic/lifestyle analysis for over 40 ing insights right at your fingertips.
separate consumer market segments.

Formatted o ger you the
Minneapolis-St. Paul, MN Demographics Lifestyles Minnespolis-St. Paul, MN o g B
pol . Demograph il pe ; information you need.:
Tots! Ault Population 2,767,083 lupmv—:m n-:;: ‘;: --m The Top Ton Litestyes Ranked by Index
Gocupetion Popuistion % index  Singhe. 16-M, No Chlran v d ™ g
.64, * sos 01 e Hunting/Shaoting
e SRR e prR—— = Sear;l] by market with
Bue Collar 206006 107 116 Singe, 854 . WM 82 m Use an Appie/Macintosh 145 Casino Gambiing 128 ﬁ
Clartcat 237,107 as 110 Warried, 18-34,  * 78,420 85 120 .
[rosnarmarer 33962 122 AT mavieo, 3844, © 48529 32 4 Golt 141 Recrestionsl Vehicies 125 Mar et Pro 16’5
Proteasionsi/Techmcal 70800 281 108 Mamied, 43-84, 106,028 140 L1 . -
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|f the Democrats
sweep Congress,
the agenda on
media issues could

change—radically

WASHINGTON

Alicia Mundy
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It Could Happen. ..

The way Washington lobby-
ists see it, it’s no coincidence
that Halloween and the
national election fall within
days of each other. Both
prospects, particularly the
latter, are pretty scary.

As of this week, Bob Dole
is trailing in the polls, has folded his (advertising) tents in
California, is in danger of losing Texas, and, according
to terrified sources at the Republican National Com-
mittee, could fall far enough to drag the House, the Sen-
ate or both down with him. With this in mind, Medi-
aweek asked lobbyists for the networks, advertising
agencies and the tobacco and alcohol industries what
they foresaw under a Democratic Congress with a
Democratic President. They promptly produced their
own black-and-white version of Night of the Living Dead.

Picture “Speaker Gephardt,”
shored up by the Chairman of the
Ways and Means Committee,
Charles Rangel; prodded by
Telecommunications Subcommittee
Chairman Ed Markey: Ted Kennedy
running health issues in the Senate
and Joe Kennedy getting a chairman-
ship somewhere in the House; wild-
man Henry Waxman in charge of all
Food and Drug Administration
issues: and John Dingell back at the
helm in Commerce. David Bonior
becomes “the Enforcer™ in the
House. And Larry Pressler gets
swapped for Fritz “I want a children’s
hour on TV that lasts all day”
Hollings at the Senate Commerce
Committee. Sounds like an SDS
[Students for a Democratic Society)
alumni reunion.

But there’s more! In such an environment, David
Kessler gets a secure sinecure at FDA, FCC Chair
Reed Hundt might finally get to rip Republican com-
missioner Jim Quello’s name off the door, and Bob
Pitofsky gets orders from Congress to turn up the heat
at the Federal Trade Commission.

Now that I have your attention, let’s look at some of
the key issues that have become controversial during
this season and look into the future.

ALCOHOL: Rep. Joseph Kennedy (D-Mass.). the
grandson of a bootlegger. will be starting his sixth term.
and as the other five showed. he is no fan of alcohol
advertising. Despite his liberal label. he can round up
conservative votes (Sen. Strom Thurmond's. for one) on

Rep. Joseph Kennedy is leading
the anti-alcohol effort in Congress

liquor-related items. In June, Kennedy introduced a bill
restricting alcohol ads on TV and in print and limiting
the tax-deductibility of such advertising. The issue, like
everything else in Washington. is going nowhere before
the election. And it probably won't succeed after the
election—at least, not the first try.

But these are parlous times. It the Democrats win,
many of the anti-tobacco forces and anti-cigarette
politicians will want to extend their crusade to alcohol;
in fact, they have already begun such a push. At least
one activist group, Teenagers against Drunk Driving,
has publicly asked Budweiser to pull its popular frog
commercials in which tuba-toned toads ribbet out “Bud-
Weis-Er.” They've likened the frogs to Joe Camel,
exposing the nefarious fact that the ads are deliberately
funny and promote beer.

Curiously, Seagram has chosen this infelicitous
moment to destabilize the delicate balance between the
pro- and anti-alcohol forces
in Washington, leaving Con-
gressmen as diverse as liber-
al Jim Moran (D-Va.) and
conservative John Kasich
(R-Ohio) asking, “Has Sea-
gram lost its mind?”

In the opinion of six vet-
eran lobbyists and five long-
time Congressional aides
(Republican  as well  as
Democrat), the Scagram
Company’'s announcement
that it would begin running
TV ads in fate September,
just five weeks before the
Presidential eclection is a
case of bad timing.

When the 44 Liquormart
decision (allowing stores to
promote liquor sales) came
down from the Supreme Court in June. Seagram
announced that it was going to start selling liquor on
TV. breaking an unwritten code among distillers to stay
off the airwaves. Until then, the spirits industry had
existed in a quiet vacuum on Capitol Hill. They could
advertise on TV. But as long as they didn’t. nobody was
going to limit their rights to market in other ways. The
rule was "Don't get in our face and we won't gef in
yours.” Seagram did not respond to repeated requests
for an interview.

After Seagram went rogue. Joe Kennedy stepped in
with a seven-part bill, cleverly dubbed ~The Just Say No
Act.” whose individual amendments were tailored to
stand alone if necessary. Among his proposals were an
outright prohibition on advertising distilled spirits on
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any electronic medium under
the FCC’s jurisdiction, severe
restrictions on how liquor ads
look in magazines, and, for
good measure, an end to the
deductibility of ad expenses
on corporate taxes.

Kennedy says, “I don’t
agree with Seagram’s deci-
sion, and I think this is one
way to discourage them.”

He attracted an interest-
ing cosponsor, Republican

Sen. John McCain wants some- John Kasich, the hard-line
thing back from television.

chairman of the Budget
Committee. Kasich has been
looking at limiting ad tax-deductibility for tobacco and
alcohol as one way to raise money to cut the deficit.

Now the bill didn’t stand a chance before the elec-
tion. However, that situation is now, as Washington pols
say, “tluid.” President Clinton has said that he doesn’t
think Seagram should market spirits on the air. (This
despite the Bronfman family’s, Canadians all, strong
financial support of Democratic candidates in the past).
The tobacco issue and the FDA move in August pushed
the whole matter of “drugs” and teenagers back to the
front burner. Then there’s the election itself—Dole
attacks Clinton for being soft on drugs, and Clinton
returns fire as the defender of the family against the
forces of evil, and suddenly you've got trouble, right here
in Potomac River City.

Less than a year ago, The Distilled Spirits Council
of the U.S. (DISCUS) queried officials at the Beer Insti-
tute about the wisdom of such a move. And that was

fast cars, fat food, condoms. They would all be on the plate.”

before the political climate became unbearably hot. As
recently as a month ago, according to several Washing-
ton sources, at a meeting between DISCUS reps and
other trade lobbyists, a DISCUS official said he didn’t
think Seagram would actually do anything before the
election—*He said that he thought that since everything
is volatile right now with tobacco and every other polit-
ically incorrect product, Seagram would wait a couple
months,” says a lawyer who attended the meeting. A
DISCUS official declined to comment on the organiza-
tion’s conversations with Seagram.

Instead, Seagram apparently waited just until drugs,
alcohol and tobacco had become entangled together in
the election circus. Now if the Democrats win, the issue
is already one that has rankled them because it forced a
confrontation sooner than the pols and the President
wanted to face it.

In addition, it has caused the long-simmering feud
between the liquor makers and the beer and wine pro-
ducers to come to a boil. The folks at the Wine Insti-
tute and the Beer Institute believe that if Seagram’s
move backfires, and there’s a rash of proposals to lim-
it ads for spirits, the backlash could spill over to other
alcohol products. “I think the beer distributors see this
as a Seagram plot,” says a lobbyist whose firm deals
with advertising. “Maybe it is.” Liquor makers have
resented the lower taxes that beer and wine producers
pay. So, the conspiracy theorists say, perhaps Seagram
figures that if it loses, the beer and wine industry may
take a hit, too, and find themselves lumped in with spir-
its for advertising or for tax status. Meanwhile, a lob-
byist who thinks Seagram moved too fast says, “Serves
Seagram right. You know what they’re calling Seagram
on the Hill now? “Hard liquor.” The distillers hate
being referred to like that; they want to be called spir-
its. There will be a backlash.”

TELEVISION: Network lobbyists and their legal
teams at prominent Washington law firms say they’re
between a rock and a hard place. If Dole loses, the
speculation goes, the nets are safer on the spectrum
issue, because Dole wanted to push for auctions of the
digital band now. If the Republicans keep Congress,
however, even without a GOP President, network lob-
byists worry that Sen. Pressler (R-S.D.), chairman of
the Commerce Committee, and fellow Republican
John McCain, will push for auctions in the name of
deficit reduction and tax cuts.

The alternative scenario isn’t much better. If the
Dems win, spectrum auctions will probably go to the
back burner. Neither Sen. Fritz Hollings, the likely

Commerce Chair, nor John Dingell, who
would return as House Commerce leader,

“Name the product that's politically incorrect. Tobacco, alcohol,  wants auctions. “But Dems willimpose morc

social-interest obligations,” says a network
lawyer. In return for no auctions, both
Hollings and Dingell want more control of
the airwaves and TV content. Hollings wants
a safe harbor for children watching TV that would
extend from about 6 a.m. to 10 or 11 p.m. and would
likely introduce legislation on this if he takes over Com-
merce. His ally there is Sen. Joe Lieberman (D-Conn.)
who is not on the Commerce Committee, but who was
an outspoken advocate of getting Cybill out of the 8 p.m.
time slot. For his part, Dingell has been able to effec-
tively play the auction card with telecom companies
(who have been major contributors to his favorite
PACs), on the theory that as long as networks don t pay
for their spectrum, they have to do what you tell them.

One fallout from a Democratic takeover that almost
all the media lobbyists agreed on was that Democrats
would not allow further loopholes or liberalization of
regulations prohibiting duopolies in television (a
favorite issue of Hollings and Ed Markey, the telecom
czar of the Democratic Congress).
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Henry Waxman may get expan-
sive power to attack tobacco

WASHINGTON

Finally, on merger matters, one media lawyer who
has been involved with movie studio/TV station mar-
riages says, “Democrats are resistant to mergers. Some-
thing like a phone company trying to buy TV stations, I
think, would be opposed. There would be many obsta-
cles, many concessions necessary for Democrats to
agree. That doesn’t mean mergers wouldn’t happen at
all. I mean,” he laughs, *you won’t have major mergers
stopped completely until there are changes in campaign
finance laws, if you follow me.”

And there’s one last issue, the FCC. For organiza-
tions such as the FDA, FTC, EPA and FCC, the critical
issue isn’t who controls the White House, it’s who con-
trols Congress. For example, “The FTC hasn’t gone
looking for fights on the consumer-protection side

“With a Congress to back him, Clinton might propose a more

recently,” says a lobbyist who deals with the FTC. “But
with a Congress to back him, Clinton might propose a
more activist agenda for Pitofsky. We've already seen a
more active FTC in the antitrust side.”

Over at the FCC, two of the five seats are tech-
nically open right now—critical swing votes. A Democ-
ratic Congress to back Clinton’s nominees could mean a
more liberal agency, and a replacement for veteran
commissioner Jim Quello, the official thorn in Chair-
man Hundt’s side, whose term has expired. “I don’t
want to speculate on this right now,” says a former FCC
official who now lobbies there. “The idea of Reed
Hundt with a clear majority and a Democratic Congress
is too painful.”

TOBACCO: You don't want to know. If Henry
Waxman gets the chair of the Health and Environment
Subcommittee, even Virginian Tom Bliley, tobacco’s
Republican friend in Congress, won’t be able to help
much. In fact, if the Dems win, Congressional sources

Ed Markey wants to clamp
down on TV duopolies

say, Waxman may get a choice between the
subcommittee chairmanship or the chair-
manship of the Government Reform and
Oversight Committee. The latter has little
specific legislative clout but has enormous
power as a vehicle to either investigate or
protect agencies such as the FDA and FTC.
“Either spot offers Waxman a great big
soapbox,” says John Kamp, senior vp at the
American Association of Advertising
Agencies in Washington. Waxman has sup-
ported Kessler and the FDA on tobacco
marketing restrictions. And the liaison
between the White House and Congress is
one of Waxman’s former top aides.

Tobacco advertising is another specific
worry. In addition to the FDA-proposed rules, there is a
new bill in the House from Rep. Paul McHale (D-Pa.)
that would end deductions for advertising expenses for
tobacco. The good news is that McHale is “not a
player,” says an ad industry lobbyist. The bad news is
that one of his cosponsors is Dick Durbin, a Congress-
man from Illinois who, according to the polls, may
become the next Senator from Illinois. Suddenly, people
who didn’t matter much may assume new importance.

“Even if there weren’t a veto-proof majority in a
Democratic Congress, the level of rhetoric would
change considerably.

“Name the product that’s politically incorrect,” says
Kamp. “Tobacco, alcohol, fast cars, fat food, condoms.
They would all be on the plate.”

The question mark on the ad tax-
deductibility issue would be the new Ways
and Means chair, Charles Rangel. “I think he
understands the concerns of the advertising
community, since he is from New York,” says

activist agenda for Pitofsky.” —a lobhyist who deals with the FTC  Dan safte, the executive director of the Asso-

ciation of National Advertisers. “But he
would be under pressure from Democrats on the issue
of giving products like tobacco and alcohol a tax break
for advertising. And he’d be under pressure from
Republicans such as Kasich and McCain, who are
deficit cutters too.

DIRECT MARKETING: There’s a push in the Senate

to limit the demographic information on children who
use the Internet, which some in Washington fear could
spread to other areas of marketing. That would put
children pretty much off-limits to direct marketers.
And sources at the FDA say that a Democratic
Congress would be more amenable to changes in food
and prescription-drug labels and how prescriptions are
marketed. This could lead to reevaluation of the recent
relaxation of laws governing advertising of prescription
drugs, and perhaps over-the-counter drugs.

So if you thought it didn’t make any difference if
President Clinton wins in a Jandslide and takes Congress
with him, well, think again. Happy Halloween! n
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- Reader’s Digest
| writes a new
~"script for ‘American
- Health', focusing on
- the female. Male

- readers, hegone.

Magazines

By Jeff Gremillion

http://www.mediaweek.com

For Women's Eyes Only

fter 15 years, a steady leader in the health category is switch-

ing gears to focus exclusively on women. “Men need not

apply” is stamped across the direct-mailers that Reader’s

Digest’s American Health sent out recently to baby-boomer

women announcing the magazine’s new look and feel, which debuted

last week with the October issue. “Disseminating health information

without regard to gender is yesterday’s news,” says Susan Buckley,

American Health publisher. “This is the first magazine to make that

distinction.” Of course, the publishers 'of the half-dozen other health

magazines clearly targeted to women
would disagree with Buckley's assess-
ment that her book is breaking
ground. But you have to give Buckley
and her editorial team credit for their
brazen, you-go-girl attitude.

“As a man, don’t bother picking up
this magazine,” Buckley tells me.
“There’s nothing in it for you. Men
will not feel comfortable with the new
American Health.” The publisher adds
that a year and a half of research and
market testing have greatly reduced
RD’s anxiety about the risk involved
with such a dramatic departure.

American Health will continue to
publish 10 times a year; in January the
circulation rate base will jump from
800,000 to 900,000, Circulation cur-
rently averages 836,000.

The magazine, formerly a journal
of medical news distilled for lay peo-
ple, does not mess around with any
stories that could be construed as
appealing to both sexes. And you
won't find pieces on what Buckley
considers “the old definition of wo-
men’s health—diseases that women
get that men don’t.” American Health
will cover psychology, relationships,
stress management and spirituality.
The only time men will be mentioned
is when women are given advice on
how to take care of them. There’s a
heart-smart story in the October issue
about how “to make a man care about
his heart almost as much as you do.”
In the letters column, a woman gets
an answer to her question about

whether her son's new nipple ring
means that he’s gay. (Probably not.) In
the new design, not surprisingly, lots
of photos of energetic women are fea-
tured amid funkier, bolder graphics
and type treatments.

Amy Wilkins, publisher of Time
Inc.’s monthly Health (circ 955,000),
says that reader confusion about the
two similarly titled books, already sig-
nificant, is likely to get worse because
the relaunched Reader’s Digest book
has edged closer to Healt/’s turf. Still,
Wilkins says the magazines target “to-
tally different audiences.” Health
itself relaunched and shifted its focus
more squarely on women three years
ago. “We decided it was time someone
really spoke up to women,” Wilkins
says. “We're not the ABC’s of health.

Four-letter launches: Blue and /con, scheduled to start up next
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We’re further down the alphabet.”

Both titles have posted solid gains
in ad revenue this year. According to
PIB figures, American Health had ad
revenue of $9.8 million through Aug-
ust, up 14.4 percent over 1995. Health
was up 23.6 percent through August,
to $9.7 million.

Rodale’s 46-year-old Prevention is
the ad-revenue leader in the crowded
women’s health arena ($35.5 million
through August), closely followed by
Condé Nast’s Self, then Weider’s
Shape and Gruner + Jahr’s Fitness.
American Health and Health bring up
the rear. All six titles have shown
strong growth this year; their com-
bined ad revenue through August
totaled about $120 million.

Propelled by both aging baby
boomers’ emerging awareness of
their mortality and a surge in ads
from drug manufacturers, health
and fitness is among the fastest-
growing magazine categories, even
splintering into well-defined subsets.
Sports books for women are quite
the rage, with Condé Nast readying
its addition to the field. Rodale Press
successfully launched Men’s Health,
whose circulation has gained steadi-
ly to the current 1.3 million. Hearst
and Cowles are testing alternative-
medicine books. “This is a very vital
category on both the publishing side
and the ad side,” says James Guthrie,
executive vp of the Magazine Pub-
lishers Association. “It’s unusual for
a category to grow so fast.”

spring, will celebrate adventurous vacations and successful folk
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Spring Launches

Niches for ‘97:
Adventure, Success

The current climate in the magazine
business is not very favorable for
start-ups, particularly independent
start-ups. Production costs are high,
and publishers are concentrating pri-
marily on expanding existing fran-
chises. Still, a few young, first-time
publishers are entering the fray, com-
mitting time, investment capital and,
most notably, genuine passion into
unusual new magazines.

Publisher Amy Schrier, 28, is the
brain behind Blue, an “adventure-
lifestyle” book scheduled to launch
next spring. Schrier’s background is
in ad sales, including work
for a Hong Kong-based art
magazine. Aside from
Biue’s potential to tap into
the current interest in
“extreme” sports and ad-
venture-oriented vacation-
ing, it has a not-so-secret
weapon in its art depart-
ment. Noted designer
David Carson has signed
on as art director.

Carson has attained
both fame and infamy
with his thrilling, futuris-
tic, often illegible typog-
raphy for a string of off-
bheat magazines, most
recently Raygun. A sam-
ple of Carson’s still-evolv-
ing designs for Blue suggest a more
toned-down, simple scheme.

Schrier, who wants to target 19-
t0-49-year-olds, says the “first phase”
of funding for the New York-based
project came from private investors
she organized; the investment bank
Communications Equity Association
is organizing the second phase. Schri-
er would not comment on how much
money she is working with, but
reports have put it at several hundred
thousand dollars.” Blue will have an
initial rate base of about 100,000.

Icon, a new bimonthly magazine
for men, also plans to launch in the
spring with a 100,000 rate base. The
New York-based title, which grew

http://www.mediaweek.com

DEsSIGN WATCH

Seeing Stars

The coolest of all keyboard characters is now the trendiest
international design element going. The asterisk, that little star
you get from shift-8 on the keyboard, is featured in the logos
of two new, way-hip magazines—London's sexy shelter book
Wallpaper, and the two-year-old San Francisco fashion maga-
zine Surface. The asterisk also is the defining emblem for
Condé Nast House & Garden's front-of-the-book section,

Domestic Bliss.

HE&G art director Robert Priest says nobody is copycatting
here. Design trends “are like songs,” Priest says. “There’s a
strange moment when many people notice something in the air.”

Priest favors the more mod, cartoon-flower-style asterisk used
lately by fashion designers as retro-'60s daisies. “It has an ele-
ment of hipness to it,” he says, “with that whole bottom-of-the-
bathtub thing. It's a way to signal that we can appeal to younger
readers as well as older.” There's also a practical reason why the

asterisk appears, in varying sizes

and colors, throughout the H&G

Wa

Domestic Blind®

“The stull that unmindsyou B h

section. “We can signal to readers
that this is an editorial page in a for-
est of advertising,” Priest says.

The other books pair a more
linear, stick-figure asterisk with
lower-case type in their logos. “An
asterisk represents @ omission—
that something’s missing that you
can find elsewhere,” explains Sur=
face art director/copublisher Riley

John-Donneli. “We try to cover
parts of pop culture that other

magazines are missing.”

(]

Omission commission: Surface,

Wallpaper and H8G's Domestic
Bliss section are using the asterisk
for different reasons

out of founding publisher David Get-
son’s senior term paper at Princeton,
promises to take a brazenly uncon-
ventional approach in analyzing suc-
cess in its various forms. Icon posi-
tions itself as “thoughtstyle for men”
around 30. Getson, 24, a strapping
former college football player, takes
pride in his book’s obtuse descrip-
tion. “We are committed to never
explaining the concept of success,”
but rather to laying out the paths fol-
lowed by those who have achieved it.
David Geffen and John Gotti are
profiled in the prototype issue.
Getson, who says /con will break

the mold like “TTe New Yorker of the
20s, Playboy of the '50s, Rolling
Stone of the *70s,” has assembled a
full-time staff of 10. (Getson’s asso-
ciate publisher is a former Princeton
teammate, but all the other new
staffers were recruited from other
publications since /con set up shop
in downtown Manhattan.)

Getson declined to discuss fund-
ing sources. “To launch a magazine
the way Icon needs to launch, it
costs $6-t0-$8 million.” he says,
adding with a smirk: “The Prince-
ton football alumni network is a fas-
cinating thing.” u

PAGE 27

Must-Reads

A selective compendium
of praiseworthy articles
from recent issues:

For laughs, Brian Alexan-
der analyzes “The 9
Things About Women
That Puzzie Men Most,”
in the October Glamour

In “"Home on the Range,”
in the October Texas
Monthly, Paul Burka writes
on one family’s battle to
keep their 112-year-old
family ranch alive

Men'’s Journal columnist
Roy Blount Jr. savages the
"nice” trend in his October
installment, “No More

Mr. Nice Guy”

R




PAGE 28

http://www.mediaweek.com

* Almost 30 years later
| the ‘St. Petershurg

Times’ zoned
‘ editions are still a

model for attracting

| .
~retail ad dollars

Newspapers

By Anya Sacharow
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Zone Offense

hen newspaper publishers talk about the future of the
business, they often talk about zoning. Zoned circulation
and advertising (even to a geographical level smaller than

a Zip Code, called microzoning) is a growing strategy for

papers to boost retail advertising. One of the first papers in the country

to employ zoning was Times Publishing Co.’s St. Petersburg Times,
b/ g g g

which in 1968 launched a four-page weekly tabloid called the Suncoast

Times. Today the Times is zoned into 11 daily editions and two

biweekly neighborhood editions within a 100-mile radius of St.

Petersburg on the south end to Flori-
da’s Citrus County on the north. Sev-
eral national papers have looked at St.
Petersburg to see how they do it.

The Times introduced zoning to
become more competitive in the
advertising market. In the
region, Hearst’s Clearwater
Sun, among others, had
been undercutting the
Times’ advertising rates be-
cause the Times only sold
full-run. In the early 1980s,
the Sun folded, partially
because of the Times’ suc-
cess in generating a larger
share of the ad market with
zoned editions.

“[Zoning] is like an
umbrella,” says Richard
Reeves, advertising direc-
tor of the Times. “You've

Times’ retail rates now
range from about $16 an
inch daily and $21 on Sun-
day for a 100-inch contract
in the zoned editions to
full-run rates of $83 an
inch daily and $117 Sunday
for the same contract.
While many advertisers
take advantage of the lower
zoned rates, it makes selling full-run
ads more of a challenge. Construc-
tion contractors, for example, might
buy smaller pieces of the market
when they could be buying larger

ones. “If an advertiser that should be
buying full run starts to buy partial
run 1o save money, that’s a disadvan-
tage,” says Jerry Goodman, advertis-
ing manager for the Times’ Clearwa-
ter bureau.

3, | = J =
Noth RSN
got a product that can fit = -y
any retail budget.” The
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¥
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On the editorial side, the paper
has been criticized by some journal-
ists as tending to “Balkanize” the
news. But editors at the paper prefer
to call it “telescoping.” “Zones better

a 100-mile
radius of St. Pete boost regional readership

capture the essence of the communi-
ties we serve, and we have a news
report that is closer to home for read-
ers,” says Joe Childs, managing edi-
tor of the Clearwater bureau.

The Latest on Milwaukee

Sextant Makes New
Overtures to Staffers

Sextant Partners’ unsolicited $1 bil-
lion offer for Milwaukee-based Jour-
nal Communications still stands. Sex-
tant media broker Christopher Shaw
was in Milwaukee recently making
sure of that, contacting shareholders
of the 90 percent-employee-owned
company, which controls the Milwau-
kee Journal Sentinel, three TV sta-
tions and nine radio stations, printing
companies and telecommunications
enterprises.

The offer was first presented in a
Jan. 31 letter from Shaw to
Robert Kahlor, Journal
Communications chairman
and ceo, who rejected it.
Since then, Shaw, who
orchestrated Gannett Co.’s
buyout of the Bingham
family’s Louisville, Ky.,
papers in 1986 for $300
million, has taken the mat-
ter to the employees.

Shaw says that 70 per-
cent of the staffers he con-
tacted said they were “in
favor of taking the offer
seriously.” The week before
Shaw’s Milwaukee visit,
employee stockholders were
to receive a formal survey
asking if they wanted to sell
their shares of the company
for Shaw’s proposed price,
which is about twice the cur-
rent value of the shares.
Shaw says that the survey—
which he designed with Joel
McNally, a former Milwau-
kee Journal columnist who
now works for Sextant—was inter-
cepted by management and returned.

“We took the bulk mailing back to
the post office,” says Bob Dye, a Jour-
nal Communications representative.

AMY GOLDBERG

s
At
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“Mr. Kahlor sent out memos saying
we had sent it back and that we
wouldn’t distribute any more of their
bulk mailings.”

In a move to ward off hostile bids,
Journal Communications recently
announced that it would increase the
value of its stock by about 50 percent
over the next five years if employee
unit holders approve the move in a
vote next month.

According to Shaw, Sextant’s
offer amounts to an immediate 200
percent increase in stock prices. “All
[the company’s proposal] does is to
raise the price [of the stock] to 75
percent of what it should have been
in five years’ time,” Shaw says. “No-
body has been fooled by that.”

Despite the results of Shaw’s sur-
vey. Journal Communications’ Dye
says there has been little interest in
the form of questions or correspon-
dence from employees regarding the
$1 billion offer.

Sextant’s McNally counters that
employees are concerned about their
future at the company “because of
what happened a year ago.” In April
1995, the a.m. Sentinel and the p.m.
Journal were combined to form the
new paper. Of 1,600 full-time jobs,
250 were lost through early retire-
ments and separation incentives.

7Inquirt;r"Rede;ign
Philly Sunday Mag
Grows Up

The Philadelphia Inquirer on Nov. 24
will introduce a redesigned Sunday
magazine. The effort features a
brighter, more sophisticated look,
new paper stock and a larger trim
size matching that of the Sunday
mags published by The New York
Times, Los Angeles Times, Chicago
Tribune and the San Francisco
Examiner & Chronicle. The Inguirer
magazine will include new columns,
home and design features, more
fashion photography and more spe-
cial issues.

The new size of 9'/: inches by 11'/:
inches puts the Inquirer in position to
participate in a possible national ad-

http://www.mediaweek.com

vertising network for Sunday maga-
zines. “I’d be reluctant at this point
to say anything other than we’ve
made the change,” says Harvey Hill,
national advertising director of the
Inquirer and The Philadelphia Daily
News, both owned by Knight-Ridder.
“That allows for the possibility of a
network. But to go beyond that
would be premature.”

Sunday magazine readers are a
very strong demographic for adver-
tisers. “The strength of Sunday
magazines is they have a loyal mar-
ket,” says Avery Rome, editor of
the Inquirer magazine. “The oppor-
tunity for advertisers to use this
magazine to get a network across
the country of upscale readers,
interested in current events, with a

INQUIRER

fashion advertiser uses a single mod-
el in a stylized photo.

Todd Brownrout, vp of advertis-
ing for the Inquirer and the Daily
News, says that the Sunday maga-
zine had lost upscale readers to
competitors, including Philadelphia
magazine. Along with the redesign,
the Inquirer magazine is lowering its
rates to become more competitive.

Wh;t;s N:w on t:e WeT)
N.Y.'s ‘Daily News',
In Living Color

Two new newspaper Web sites
worth mentioning are the New York
Daily  News’  (http://www.most-

Inquirer Magazine

G s . Pkt e

The redesigned /nquirer Sunday mag (right) is shedding its old
skin (left) and adopting some design elements of a city mag

sense of style, is desirable.”

With the new sophisticated,
glossy format, the Inquirer is looking
to attract upscale readers and boost
ad categories including high-end fur-
niture, department stores, real es-
tate, health care, alcohol, airlines,
restaurants, museums and galleries.

“We were forced to decide
whether to fish or cut bait,” Hill says.
“Major department-store advertising
had gotten to a point where they
were no longer committed to the
magazine. National was dwindling.
We weren't in good shape.”

Hill hopes that the magazine will
create the sort of environment that
lends itself to image advertising,
such as when a department store or

newyork.com, going up this week)
and the Chicago Tribune’s Digital
City, Arlington Heights (http:/chica-
go.digitalcity.com/arlingtonheights).
The Daily News site reproduces
much of the tabloid’s content, but in
color, along with extras such as
opera listings. Advertisers include
Chase Manhattan Bank, Lincoln-
Mercury and J&R Music World.
The Tribune site is the paper’s
first digital news effort. The site
provides Tribune news and classi-
fieds and event listings for the
Arlington Heights region. It’s the
first phase of Digital City Chicago,
more of which is scheduled to ap-
pear on the Web and on America
Online through 1997. |
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CABLE

John Cuddihy has been
named vp and managing
director of A&SE Networks’
international division. Cud-
dihy joins A&E from New
World Entertainment, where
he had been managing
director since 1993...MTV
has promoted Nicole Brown-
ing to executive vp for affili-
ate sales and marketing.
She had been senior vp for
regional operations for affili-
ate sales and marketing
since 1992...Gary Tietjen
has been appointed director
of local sales and marketing
for the Cabletelevision
Advertising Bureau. Tietjen
had been assistant ad sales
manager for Cablevision
Systems in New York.

PRODUCTION

Lenora Hume has been
named senior vp of interna-
tional production for Walt
Disney Television Anima-
tion. Hume had served as
vp of international produc-
tion for Walt Disney Televi-
sion Animation, a position
she held since 1992,

RADIO

ABC Radio Networks has
named Nancy Wetmore
account executive for the
ad sales department in
Dallas. Prior to joining
ABC, Wetmore worked as
an account exec for KDAF-
TV in Dallas and before
that was regional ad sales
manager for Prime Sports...
Westwood One Entertain-
ment has appointed Den-
nis Green Midwest region-
al manager of affiliate
relations. Green comes
from LH&S Communica-
tions, where he was oper-
ations manager and affili-
ate relations director for
llinois and  Wisconsin
Radio Networks.

|
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Ben Casey’s Last Bet

round the time that Bing
Crosby discovered
Vince Edwards and

turned him into TV doctor Ben
Casey, Edwards discovered the
race track and turned himself
into a gambling addict. That was
in the early 1960s.

In the months before he died
last March of cancer, Edwards
worked frantically to finish a
book about his gambling prob-

lem and how it ruined him. He

didn’t write fast enough.
Edwards, who portrayed the
brooding and handsome young
doctor on the ABC series for five
seasons (1961-66), left behind
stacks of pages, notes and tape
recordings for the book he want-
ed to call Easy the Hard Way.
But there is no finished manu-

script. His widow, Nancy
Edwards, is finishing the book
for him (“Vince made me
promise,” she says) and will start
to show it to publishers in the
next few weeks. Producer Her-
man Rush wants to make a TV
movie out of the story for next
year. From the way his widow
describes the Vince Edwards sto-
ry, it won’t be something you’ll
find on the Disney channel.

In the early days of ABC,
Ben Casey was the network’s
only series in the top 10. It was a
huge hit that spawned imitators
such as Dr. Kildare, starring a
young Richard Chamberlain.
But the instant success of Casey
made Edwards pretty much the
hottest young TV actor of his
day (he had affairs with Marilyn

Monroe, Joan Collins and Shelly
Winters to prove it). He assumed
he could make the leap to movies
when his TV contract ran out in
the late 1960s. But the movie
studios had a different idea.
They thought people would nev-
er pay to see an actor in the
movies that they could see every
day in reruns. Edwards’ career
began to wither fast.

“He didn’t like himself very
much after Ben Casey,” says Nan-
cy. The money he made from the
series—and from a string of
apartment houses Edwards
bought with Carol Burnett—all
went on the horses. When the
money was gone, “Vince started
to turn his acting talent to con
people out of their money,” his
widow says. His favorite scam was
to convince friends to invest in a
remake of Ben Casey. “He used
that for 20 years,” Nancy says.
And it worked—even on her.

Nancy actually took
Edwards to court to get back
the tens of thousands of dollars
she had given him while they
were dating. “Everyone let
Vince get away with it before,”
she says. “Not me.” The lawsuit
made big headlines in the
supermarket tabloids. The day
that Nancy won the case,
Edwards walked across the
courtroom and proposed to her.
He promised to give up the
track and go to Gamblers
Anonymous. Vince and Nancy
were married a month later in
Las Vegas.

“The last 25 years of his life
he thought were all downhill
because of his addiction,” Nancy
says. “He finally wanted to be
honest about it and how it devas-
tated his life. He wasn’t going to
get anything out of this book—
he was dying. But he struggled
until the last minutes of his life
to get it down.”

|

|
|
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Elite Theme Songs

uick! What's the nation’s most famous theme song? We'd guess it's the one

from The Flintstones. But we'd also have to say the Miss America theme

song (“The-e-e-ere she is ... ") is right up there when you're talking about I
instant recognition. The tune, made famous by game-show/pageant host Bert Parks,
was written back in 1955 by the late New York songwriter Bernie Wayne, composer

N ; Donahue’s publicist couldn’t of “Blue Velvet,” for the first network-TV broadcast of the Atlantic City classic. Now
’Donahue salls Imo get him to comment, and several Wayne's wife, Phyllis, is putting the Miss America song’s lyrics on a line of coffee
- | former staffers declined to talk mugs, baby bibs, T-shirts and sweats. Cute footnote: The first set of Miss America
sunset Wlth Sta"ers | to us about the excursion in any- tchachkes went to singer Page Morton Black, who sang Bernie Wayne's other
prah may get the biggest | thing but the vaguest, “it-was- famous theme song, the jingle for Chock Full o’ Nuts coffee. Honest.
paycheck. Richard Bey | fabulous” terms. —MAH
may get the biggest r - 7 — - — -

freaks. Jerry Springer may have
the weirdest ideas. But Phil
Donahue still has the biggest H d N Y k
ow do New Yorkers
The retired king of talk TV

oty e s e find out which way the
wind is blowing?

staffers—on an all-expenses-

After 20 years in talk,
Phil’s mum on staff cruise

New York Starts Here.

| :01, :11,:21, :31, :41, :51. Every 10 minutes, New Yorkers

paid cruise to Bermuda. The know where to turn for the most accurate, concise and localized
early-summer cruise was his

thank you to all the folks who
had ever worked on his syndicat- exclusive 5-borough readings, 5-day forecasts and a travelers'
ed talk show before it ended last
spring after more than 20 years

weather reports. Weather on the 1s on channel 1 features our

weather map.

on the air. ) And, if that's not enough, the time and temperature are on the
Some 150 guests took Phil up

on his invitation. “It was the most screen 24 hours a day.

fabulous cruise ever.” said one

former Donahue staffer. now o So if you want to reach New Yorkers,

working for another talk show,

who declined to be identified.
Even more incredible than NY1. There's no better place to start.

Donahue’s display of six-figure Call 212-353-0111.
generosity is that Donahue does-
n’twant to talk about it. He refus-
es to talk or let anyone else near ‘Cause there’s onIy 1 New York.
and dear talk about the trip. It was

| private. Period. End of story.

in good weather and bad, advertise on

© & TM 1996 NY1 News, a divisiorr of Time Warner Entertainment Company, L.P. All rights reserved.
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CULTURE TRENDS

This

Last

Billboard’s Top 15 Singles

Compiled from a national sample of retail, store and rack sales reports, for the week ending
September 28th provided by Sound Scan.
Peak  Wkson

Week Week Pos. Chart Title Artist
1 1 1 41 Macarena (Bayside Boys Mix) Los Del Rio
2 2 2 15 | Love You Always Forever Donna Lewis
3 4 3 7 Its All Comming Back Celine Dion
To Me Now
4 3 2 15  Twisted Keith Sweat
5 5 3 29  C'Mon N’ Ride It (The Train)  Quad City DJ’s
6 6 5 11  Change The World Eric Clapton
7 7 3 13 Loungin LL Cool J
8 8 1 17  You're Makin’ Me High... Toni Braxton
9 12 9 13  Counting Blue Cars Dishwalla
10 9 6 10  You Learn/ You Oughta Know  Alanis Morissette
11 17 1 16  How Do U Want It/ Calif. Love 2Pac (Feat. KC & Jojo)
12 11 3 26  Give Me One Reason Tracy Chapman
13 13 13 18  Only You 112 featuring
14 10 5 12 | Can't Sleep Bahy (If ) R. Kelly
15 14 11 18  Who Will Save Your Soul Jewel

© 1996 Billboard/Soundscan, Inc.

Billboard’s Heatseekers Albums

Best selling titles for the week ending September 28th 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 1 14 Paul Brandt Calm Before the Storm

2 4 5 eels Beautiful Freak

3 2 12 James Bonamy What I Live To Do

4 19 2 Deana Carter Did I Shave My
Legs For This

5 - 1 Face To Face Face To Face

6 3 5 The Braxtons So Many Ways

7 22 6 Fiona Apple Tidal

8 5 31 Ricochet Ricochet

9 15 6 Republica Republica

10 6 4 Dave Koz Off The Beaten Path

11 9 9 Kenny Chesney Me and You

12 28 4 Ann Nesbhy I'm Hrer For You

13 14 23 Jo Dee Messina Jo Dee Messina

14 11 35 Enrique lglesias Enrique Iglesias

15 8 6 Cledus “T.” Judd I Stold This Record

© 1996 Billboard/Soundscan, Inc.

MTV Around
the World

Week of 9/23/96
Artist Title
1. Spice Girls Wannabe
2. Fugees Killing Me Softly
3. Bone Thugs N’ Crossroad
Harmony
4. Peter Andre f/ Mysterious Girl
Bubbler Ranx
5. NAS If I Ruled the
World
| MTV Brasil
Artist Title
1. Smashing Tonight, Tonight
Pumpkins
2, Bon Jovi Hey God
3. Green Day Walking
Contradiction
4. Paralamas Lourinha Bombril
Do Sucesso
5. Pato Fu Pinga
Artist Title
1. Fugees Killing Me Softly
2. Alejandra Guzman Toda La Mitad
3. Everything Wrong
But The Girl
4, Jaguares Detras De Los
Cerros
5. Eros Estrella Gemela
Ramazotti
[ MTV Mandarin
Artist Title
1. Jacky Cheung I Can’t Forgive You
2. Jeff Zhang Love You Too Much
3. Coco Li Past Love
4, Sammi Cheng Worth
5. Alex To I Don’t Mean It
Artist Title
1. 311 Down
2. Fugees Ready Or Not
3. NAS If T Ruled The
World
4, Soundguarden Burden In
My Hand
5. Metallica Hero Of the Day




September 30, 1996

Culture 1

CULTURE TRENDS

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 9/23/96

NEW ADDITION!!

Artist/Group: Marilyn Manson

Song/Video: The Beautiful People
Director: Flora Sigismondi

Marilyn Manson continues its assault on the morals,
ideologies and nightmares of American culture with
their d rel , Smells Like Children. This
South Florida band was the first signed by Trent
Reznor’s Nothing Records - in fact ~ Trent Reznor
produced and mixed the album.

Artist/Group: Cake
Song/Video: The Distance
Director: Mark Kohr
Rather than ignore contradiction, Cake revels in it.
Testifying to the broad scope of their audience, the
band has already appeared on concert bills with
artists ranging from the Meat Puppets and The
Ramones to Al Green, The Meters, Jonathan Richman
and the Monks of Doom. With their self-produced

d album, Fagshion Nugget, Cake delves deeper
into the maelstrom-- searching for an elusive place
where romance and rejection can tango together,
where humor and tragedy can share a few beers.

Artist/Group: Filter

Song/Video: Jurassitol

Director: Dean Carr

There is a certain subset of musicians who for rea-
sons unknown adhere to the false premise that elec-
tronic music or the tools involved imply a lack of cre-
ativity or inspired performance. Filter admit freely to
the use of such devises and prove that, in the hands of
creative, intelligent individuals they are tools for art,
not hindrances.

Artist/Group: Rage Against The Machine
Song/Video: People of the Sun
Director: Peter Christopherson/

Sergei Eisenstein
Heavy metal has never been much of a forum for polit-
ical debate, h Rage Against the Machine hope
to change all that with their blend of roaring guitars,
barked raps and political activism. Their recent influ-
ences include the sonic dissonance of Fugazi and the
thrash-funk of earlier Red Hot Chili Peppers, as heavi-

ly displayed on their second album, Fvil Empire.

Culture Trends is a compilation of data collected from Billboard, The Hol-
lywood Reporter and Nielsen Media Research to track current trends in
the movie, television, video and recorded music marketplaces.

select spots from 15 major markets so you
get to see what the competition is doing;..

efficient way foryou  across the country.

to keep up with the Call Kathy Hunter at 212.309.1422, fax
latest commercials in this ad to 212.309.1403 or e-mail your
specific categories. When you  request to adbank@uidmon.com and we'll
subscrigz we'll have a Monthly send you more information and a FREE
Update Reel on your desk every month, in  sample reel in the category of your choice.
the category of your choice... everything You'll see that VMS ADBANK will be
from Airlines to Fast Foods to Toys. We of reel interest to you.

2" 34
TAPE FORMAT (CIRCLE ONE)

NAME PHONE/FAX/E-MAIL

TITLE/COMPANY PRODUCT CATEGORY

ADDRESS

CITY/STATE/ZIP

— (0)00Y LOOKS Better

VIDEO MONITORING SERVICES OF AMERICA, L.P.




Hiring Advertising, Marketing or Media Professionals?
Turn to

PERSONNEL]

p -

ADWEEK MAGAZINES CLASSIFIED

Talk to the best people in their favorite  all the waste circulation of a general
business publications—ADWEEK interest newspaper. No wonder we have
Magazines. We offer the perfect  three times more ""Help Wanted" ads
editorial environment. And we save you  than our only major competitor.

ADWEEK ® BRANDWEEK L MEDIAWEEK
Just call 1-800-7-ADWEEK. In the West call 213-525-2279
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Culture

. 4. Peter Andre f/
l Bubbler Ranx
‘ 5. NAS

Mysterious Girl

If I Ruled the
World

(MTV Brasil

Artist Title

1. Smashing Tonight, Tonight

Pumpkins

2. Bon Jovi Hey God

3. Green Day Walking
Contradiction

4, Paralamas

Lourinha Bombril

MTV A d Culture Trends is a compilation of data collected from Billboard, The Hol-
roun lywood Reporter and Nielsen Media Research to track current trends in
the WOrId the movie, television, video and recorded music marketplaces.
Week of 9/23/96
[MTV Europe
Artist Title
1. Spice Girls Wannabe
2. Fugees Killing Me Softly
3. Bone Thugs N’ Crossroad
| Harmony

Do Sucesso
5. Pato Fu Pinga
Artist Title
1. Fugees Killing Me Softly
2. Alejandra Guzman Toda La Mitad
3. Everything Wrong
But The Girl
4. Jaguares Detras De Los
5. Eres (EJ:EII"ngla Gemela d VMS ADBANK is  select spots from 15 major markets so you
' . s the most convenient, get to see what the competition is doing...
Ramazotti efficient way foryou  across the country.
= to keep up with the Call Kathy Hunter at 212.309.1422, fax
g latest commercials in  this ad to 212.309.1403 or e-mail your
Artist Title ) specific categories. When you request to adbank@vidmon.com and we'll
1. Jacky Cheung I Can’t Forgive You subscribe we’ll have a Monthly send you more information and a FREE
2. Jeff Zhang Love You Too Much Update Reel on your desk every month, in  sample reel in the category of your choice.
3. Coco Li Past Love the category of your choice... everything You'll see that VMS ADBANK will be
4, Sammi Cheng Worth from Airlines to Fast Foods to Toys. We of reel interest to you.
5. Alex To I Don’t Mean It
IAREYE
m NAME PHONE/FAX/E-MAIL TAPE FORMAT (CIRCLE ONE)
Artist Title . _
1. 311 Down TTTLE/COMPANY PRODUCT CATEGORY
2, Fugees Ready Or Not TDDRESS =
3. NAS If I Ruled The
World CITYSTATEIZIPD
4. Soundguarden  Burden In Nnhndy Looks Bettep
My Hand VIDEQ MONITORING SERVICES OF AMERICA, LP.
5. Metallica Hero Of the Day
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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
month 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.

ADVERTISING AVAILS ‘ ADVERTISING SPECIALITIES ’ ART DIRECTION

PRIME TIME D/«c

“The Advertising Specialty & Business Gift People”

| Give your
product away

# —on television
game-shows.

. It's the ultimate in low-cost, mass

718-627-0948

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

Not just an A.D., A CREATIVE GUN FOR HIRE (
|
beautiful print/DM/ads, MAC (212) 355-4020. l

CONCEPTS & GRAPHICS THAT SELL

exposure. We provide a complete service

ta;ll ™ g;:e-shms. Write for detai‘l':. ‘ WE WILL IMPRINT ON ANYTHING! with Mac/All Media. (212) 873-2381
| me-Show Placements, Ltd. « Buttons « Pens & Pencils
| ::gﬂ;:ﬂ’::?' R 00038 « Bumper Strips  « Balloons Ads catalogs logos concept to finished
(213) 874-7818 ‘ « Labels « Calendars with positive attitude ... 718-251-1168
* Umbrellas * Caps & Visors (908) 449-3443
| ADVERTISING INTERNET e hats il Fax: (908) 449-3560 CE IR CA EMENT, |
RESOURCES ’ * Key Tags * Cups & Mugs  htp:// Wﬁ%?g“g"’-i‘;“‘é’:{'“"’"""’ I'LL FIND/NEGOTIATE ANY CELEBRITY
] Hosting&Designwww.thing.net212-366-9738 UMBRELLA SPECIAL! g FOR YOUR AD CAMPAIGN

Through 12/31/96 Wall, NJ 07719 TV, VOICE OVER, PRINT, MUSIC, PA. i

Shhhh! http:/fintercom.com/~hasan/911 ‘ LARRY UNES (312) 281-7098

| MEDIA PRO'S SITE! www.amic.com ADVERTISING SPECIALTIES ‘ ART/DESIGN SERVICES

Gustomized Sweaters & Knit Afghans }
Iy 3 Strkes um-

| MEDIA BUYER'’S DREAM!
Parrot Media Network | |
L A% Find 70,000 media execs at 7,000

" TV stations, radio stations, cable

- systems, MSO's and newspapers.
They're ALL listed. Access is FREE.

FREELANCE
ADVANCERS

{

B BRI

;
it 212 661 0900 to %he r{lost reliable
| reelance service
WWW.INTERNET SITES | unlike a lot of the in the arka ||

Call for free consultation.
| CYBERGATEWAY, INT'L
Call Randi Toll Free at 888-WEB-1212x212
‘ www.cybergateway.net

new "johnny-come-latElys",
we're NY-based former freelancers )
Utilize our wide range of knitting capabilities to Who know the bu S1 ne$ S a nd have a tl me- |
g cuoniei s a1 | earned rep for helping the bEst
ADVERTISING SPECIALTIES m%s;gng;f prt;mo(ional e{far{js; W::i:_pe,cmlife in h E 1 p t h em S e 1 \") e S |

cotton classic sweaters found in popular

national catalogs. Send in a picture and we will | multi —W.atfor‘m/multi -mEdia
replicate any style! u St rators ¢ /mech

9 . ‘ graphic designers art dirEctors 1l
Ur"ue Promotion -mﬁmﬂmvﬂm expert production artists editors copywriters proofrtaders
The PakTite T-Shirt! Fens ke ! e Coad mtrobrd o | |
T — et ART/DESIGN SERVICES COMPUTER SOFTWARE
PakTite T-Shirts are compressed U]« Low Wnimams & Quck Tormarounds
‘ into this finy pu(kuge... {5 e Primo Print & WWW (Mac/PC): 718-399-0690 Professional hel
Compressed under 50 tons of pressure ‘ Stamford, Ct 069%6 creative minds.

!t is! Tel. 203-359-4559 » Fax 203-359-2187 LOGOS! for All Media 718-251-1168

5 X . L o It’s th t
Creative Solutions with Fabric Since 1979 S s mos

powerful flexible,
agency management,

- — - ART DIRECTION ilent ERERSSER
artner

software ever developed

And we’ll prove it |
Mac or Windows
610-666-1955 i

manhattanQesic)l

l‘ )., | ATTN: ADWEEK

contamns a full-size l

N inmmm s ke CLASSIFIED ADVERTISERS:
. samples, ADWEEK Classified closes

about our mock-up capabilities
on wednesdays at 4:30 p.m.

Rectangular. CD, hockey puch, can or bousle shupes available H
i 1674 broadv;/laexv, ysu1te1 qgl
All copy and artwork must be in no later than WEDNESDAY. Copy

PaxTres By new york, ork,
BY 3-STRIKES CUSTOM DESIGN 212 2451046, Info@nappizihal.com |

— || received after Wednesday will be held and run in the next available
issue. We appreciate your cooperation.

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

is packed
mad" long

278" wide
134" deep unit
BUT, amazingly

45 Church Street, Dept. B13 ES
Stamford, Ct 06906 2

Tel. 203-359-4559

it Fax 203-359-2187 Reach your ad community in

Wres SR i DOy ot ADWEEK CLASSIFIED

r
—
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COMPUTER SOFTWARE COPYWRITING COPYWRITING

o FINANCIAL SPECIALIST
Financial and b-to-b “long copy” from vet
ADMAN CR EAT‘VECONCEPTOS s markelicnlg \:lr']iter and forn:‘gr ner;Jysp;p?r\:::(;ir;r.
tor§F l'a'l'eglcs David Bates (201) 795-0688

' : J . b-to-b and consumer AD
It's Now In Windows...It's Now In Macintosh BROCHURES, ctc. ~ I
Now, the most popular billing, accounting and financial management (212) 348 - 9181 | Seeks P/T, F/T or F/L work. 212-737-8977
software improves its productive superiority. Over 1400 agencies have

the DOS Version now. Move up to Adman Windows or run it on your
Mac. - For Advertising and PR agencies no system offers more.

BEST SPANISH COPY
| AwardWinning. Former Leo Burnett & Lyntas

CD. w/Clients Worldwide. Lowest rates guaranteed.
CORPORATE COMMUNICATIONS (516) 864-2509
Brochures/videos/sales support: 212/953-9667

(a I I I = 8 0 0 “1188 ‘75’110 ”Hp “CAN DO” COPYWRITER CAN DO FOR YOU Aren't You Tired Of Being Misunderstood?

for information and a demo disk. M i hat1did for P&G, S. C. Joh G | understand.
arketing Resources Plus what| did for P&G, 8. C. Johnson, General
Dealers Welcome to Inquire. "m-'---v-'--q W__'L' s Foods, Bristol Myers, Lever: Build business, Ask IBM, NYNEX, MCI, PBS, Sharp, Tenneco
= win awards. Freelance. Tel: 212-447-7873. Ken Norkln, copywriter. 301-891-3614
‘ VICTIM OF FIRST DEGREE MERGER. |
COMPUTER SOFTWARE | COMPUTER TRAINING Last week | was a CD Writer genius, Now | COUNSELING

can be yours. Free-lance 718-638-1938

Need help with ADMAN?

IS THE BUSINESS GETTING TO YOU?

Aulhorzed dealer— | provide sales, training & Art Directors Riffy In Ay, Fast concise co Acct Execs, Creatives, Corp, Mktg Pros

i > L ) py212-580-8723. X . >

O o e T rsn i i soency | | | Production Managers Counseling/psychotherapy. Strictly confid.
finance. Steven Cass 518-581-9232 "D esig ers DAMN GOOD WRITER NYU-trained counselor/therapist.

Adwtg/Corp background. (212) 545-9143

Videos, brochures, speeches, ads, everything.

Prepress Professionals Experienced, Strategic, Cal (212) 691-1972

CREATIVE SERVICES
| QuarkXPress, lllustrator STEPHEN E. KELLY FINALIST FOR RENT.
! ; * Radio and TV in CA, NY A/D show, blah, blah.
I HlUtUSHOP, Dil’ettﬂl’, Live Picture Luscious test scares if your client needs em. NEWICREATVETEAM
l-on-1 and small group training Samples &bio. Jim 312.528.7642. Ex-creative directors now art/copy team.
" Supervised practice tutorials Call to see our work

CLIO-WINNING COPYWRITER.

201-263-8928 and 212-877-9037
Fast. Funny or serious. No felony convictions. |

_ Beginner thru advanced courses

L_ Start at your own level 202) 232-0300
. If you had . _ Master production techniques (202)
Chents & Proﬁtsl . Flexible hours, 7 davs a week RENT AN AWARD WINNER Need a qreat brochure?
’ . Phone technical support -G—[—l-h—g—m—y
he'd know the ]ob 5 Stan Moore (201) 391-2329 el the very Dest and save:
. Pnet PREPRESS “ It’s never too late Copybla ?_ut, prlnhzn ,tzhsesy,vorks!
to learn software i . all Larry at - |
1S over buage l T NING ﬁgmwf:';’ff Your place or mine, free-lance copy (212) 741-0198 Ty
Imagine: Jobs that warn you when | | ESHT ERICAR Cadillac copy, Pontiac prices. 800-200-0397
they're not approved. Or tasks that I it prices.
;gr;l ytou E'l!ey rr: gb:g% trg E: OVELES- 950 west 57 street # 730 ny ny [ WHAT'S THE BIG IDEA? HEALTHCARE ADVERTISING
ate. kuI?tr} i f l &OWS w 212 245 9391 Call the best promo/d.m. writer around. To the Consumer. Tothe Trade. To the Point.
?‘12:;“;’; Wi tsni:r:eyr SS\BZVZ’ evmf HUNGRY WOLF CREATIVE (212) 645-0938 Davld Upright 201-358-8877
dows. Available today. Demo $45. | '
, COPYWRITING DIRECT MAIL PACKAGING

800 272-4488

I www,clientsandprofits.com

Carol Dunitz, Ph.D. e (313)747-6266
Speeches, Scripts, Sales Literature, etc.
Internet Hotllne o http://lastword.com

COMPUTER SYSTEMS | KILLER KONCEPTS & KOPY 212 260-4300

The Complete g3
TA KE Agency Financial
—_ System
comnot «Time &Billing » Job Costing
« Media « Estmating
or vo“n + Traffc Conrol » Payabies
+ Purchase Control =1
+ Payrolt CONTROL
TRAFFC oo Gy

gﬁgzlms 1'8(!}'843‘1 ?%

N R B 0 B (ool

The Ultimate Direct Mail Vehicle

Call for samples and information

18004750660

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

| Fetching Copy. AD DOG 1800 9AD DOGS

‘ Copywriter. Fast. Fearlass. Freslance. (212) 724-8610. ul SHOULD HAVE USED ADWEEK CLASSIFIED”

FREELANCE COPYWRITER . L .
Thinks strategically. Writes creatively. When you run help Wanted ads in general publications, unsuit-
— - Good. Fast. Very experienced. able applicants spring up in droves. They're impossible to inter-
Call Patt (212) 595-6780 view, slow the process down, and you lose time and money,
MARK YOUR CALENDARS — That's why , for important jobs in advertising marketing and
L/PHARMACEUTICAL/TECHNICAL 7 -
October Deadline Copy & Research Arl Salant: 212-757-4290 media, it pays to use the industry leader ADWEEK CLASSIFIED.
SERVICES & RESOURCES YOU’RE NOT iIMPORTANT ENOUGH || Fax- (212) 536-5315 OR CALL 1-800-7ADWEEK
Thursday, September 26 that’s what some writers think. Seethe |
3:00 p.m. difference. Quality work, fair prices, anda ] )
el S LA Ul Cassified Advertising Call M. Morris at 1-800-7-ADWEEK

914-776-9325 for free information.
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EMPLOYMENT SERVICES

pitches, flex sc

Chicago

Heroes For Hire

(Temporarily)

Professionals from Paladin can save the daz, any day. They're
perfect for sEecial projects, overflow work,
edules or long-term contract jobs.

Our roster includes advertising, marketing, research, sales
promotion and direct response pros. Plus PR and communications
peogle, 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 usa call. We understand your needs. We provide interim
staffing solutions that can make a hero out of you.

PALADIN.
212/545-7850

http/Avww.paladinstaff.com

new business

r

New York

INSURANCE

INTERNET MARKETING

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!

Advertiser's Professional Liability
Property & Liability Coverage

Life & Disability Insurance
Group Health, Dental, & Pensions
Homeowners, Auto, Jewelry & Fur
Coverage for Freelancers too!

Call for a quotation with no obligation.
Adam Wolfson, CIC @ 212-370-3900
Arnold K. Davis & Company, Inc.

INTERNATIONAL MEDIA
REPRESENTATIVES

OSIRIS.. Ask’s

Have you had clients inquire about Web Sites
for their businesses?

Are you inleresled in making money for yoursel! and
your agency while providing your cuslomers wilh a
quality Inlernel presence-providing service 7

If the answers to these questions are a resounding YES,
then OSIRIS Corporation's Reterral Endmsamezgard
Authorized Reseller 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 prog

MEDIA BUYING &
PLANNING SERVICES

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

NEWSLETTERS

Let us create your

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

Gall 203-631-8154

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

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).

PRINTING

gy " JOHN ZAP PRINTING, INC
Accurate, On-time, Cost-Etfective

» :
ﬁ Marketing, Training & Software Manuats
NY 212-736-4379 CT 203-972-8079

Web & Sheet Fed Printing
Are you getting the most for your media §'s? e e
Call JD Media (516) 785-2289. 25+ yrs.

media buying exp. 1 callis all it takes.

CLASSIFIED ADS
Only one call!
1,...50,...6,500 papers - we do them all!
MEDIAPLUS 1-800-889-5110x306

L e Media Folders

pr eSSkltS « CD disc Mailers
Buy Direct....over1,000 Dies Avail. FREE
(212) 664-7686 1 (800) 472-3497

R O.R DISPLAY

PLASTICRAFTERS

DIVISION OF GEORGE PATTON ASSQCIATES INC.

AMERICA’S CHOICE FOR STOCK OR CUSTOM ACRYLIC DISPLAYS
Sign Frames * Brochure Racks * Poster Holders ¢ Kiosks

* Custom sizes, designs and prototypes quickly fabricated!
» Silk screen logo imprinting available for increased brand recognition.
* Complete fulfillment (drop shipping, special packaging, elc.) offered.

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

earn you a flat 5% PROFIT Our reseller program enables
agencies to 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. We Build Interet Success!

1-800-8-OSIRIS

MARKET RESEARCH

Category management studies. Broad expe-
rience from food to computers products.
Visitus at www.envirosell.com
or call 212-206-1085

Buylng GLOBAL?
ADMAX INTERNATIONAL
(818) 715-9931, Or Fax (818) 715-9268

QUALITATIVE RESEARCH SPECIALIST
Focus Groups, IDI's, Trade Interviews
Call Richard Kurtz @ (212) 869-9459

MARKETING SERVICES

SUBSCRIPTION QUESTIONS?

Need Information about a subscrip-
tion to ADWEEK, BRANDWEEK, or
MEDIAWEEK? For fast service, call
our subscriber hotline TOLL FREE:

1-800-722-6658.

NEW BUSINESS EXPERT
Develop brand positioning/image; marketing &
creative strategies; write presentation. (212) 213-8269.

INCREASE SALES
Marketing consultant specializes in
positioning products and companies for
increased consumer and business-to-
business sales. Call 212-758-7865

PRINTING

OUT OF HOME LITHO

CO-OP FULFILLMENT SERVIGES e DEALER SNIPES

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

Compton & Sons, Inc,

Posters Since 1863 - St.” Louvis, MO
CENTRAL SHIPPING LOCATION - LOWEST COST
SAME-DAY QUOTING - FAST TURNAROUND

E-MAIL 71760.1176@COMPUSERVE.COM * 800-325-1451
Fax Art For Quick Quote (314) 991-4726

For Classified Advertising Rates

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

EDITORIAL EXPRESS

EXPERIENCED - FAST - PRECISE
Advertising - Collateral

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

PUBLIC RELATIONS

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

RADIO COMMERCIALS

YOU HIRE
RADIO
EXPERTISE.

OUR HEART
AND SOUL
WE THROW IN
FOR FREE.

/m (B/Z’

COMPANY

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

PRINTING PRESS APPROVALS RADIO PRODUCTION
ON SITE PRESS OK'S
Any Place - Any Til
Jomeanmme | Cookie loves her Cllos.
Wheeee! 7 n

)

I'm naked!

o urratioTdens, /969 9767=Fax: 213/969-93 1

Sarley, Bigg & Bedder

s Radio at its best

RADIO PRODUCTION

RADIO PRODUCTION

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

FREE! 30th Anniversary
TV special just aired on
S.Es PBS station KQED

Call (510) 843-7655 (cx

. i\_lian-on-the-Street Productions

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.

SLIDE CHARTS

RADIO PRODUCTION RADIO PRODUCTION

GREAT RADIO
ISN'T CHEAP.

CHEAP RADIO
ISN'T GREAT.

iFYou
DOU’t+
kNOW
tHe
Rdpio
RAUCH,

At least not very often. Heck,
even “high-end” radio costs less
than the catering budget on a
TV spot. Why cut corners when

You

this powerful medium is so

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

DANGER RADIO: demo line (408) 778-6064

inexpensive anyway? In radio,
you get what you pay for.

poU“t
kUNOW,
DiClk.

DICK ORKIN'S

USE
ADWEEK MAGAZINES
TO GET NATIONAL
EXPOSURE

[«

RADIO RANCR

WorldWideWadio

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

(Formerly Paul & Walt Worldwide.)

CHECK OUT OUR R . (VA }]

Phone: 213.957.3399 Fax: 213.957.7050
Email: wadio@wwwadio.com

pHoUe 213.462.4966
Fax 213.856.431

Datalizer
Slide Charts, Inc.

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

USE THE CREATIVITY AT HAND!

We know from experience that our
advertisers get better response from
our readers when they send their own
artwork. A creative ad stands off the
page and gets noticed. When placing
an ad, send it camera ready!

Catch a Creative Genius
ADWEEK CLASSIFIED




Page C5

CLASSIFIED ADVERTISING/September 30, 1996

EASTERN SERVICES & RESOURCES

SLIDE CHARTS

SLIDE-CHART CORPORATION

‘\“iltlc ‘\N P.0. Box 111, Wheaton IL 60189-0111

Slide-Charts
- Wheel-Charts
& Pop-Ups

Top quality dimensional
marketing products
designed to fit your budget.

Already haye 5
de-Chart or Pop-Up?

Call us for g ecia
mtmductnry ;fricingl:.

630/665-3333 800/323-4433 Fax 630/665-3491

AW 09/96

TELEPHONE SERVICES

m,

v
InboundTELEMARKETING

We're the answer for

800-249-9194

TRANSLATIONS/
LANGUAGE SERVICES

ALL LANGUAGES/VO & TRANS. 888 4VOICE

your marketing dollars!

SPANISH TRANSLATION
Call 307/366-2290 for my client list

TRADEMARKS

VOICE-OVERS

TRADEMARKS
DESIGN &
REGISTRATION
J Graphic Design Services
L *logos, packaging,
literature & more
1-88-TRADEMRK R
1-888-723-3675 REAL

htip://www.trademrk.com :Je'gisﬁ;w:r:g"

C

Producer's Handy

T0 men/women VOICEOVER PROS on Compact Disk
No Commissions. ISDN Capability
FREE TO PRODUCERS - FAX 3015888323

YELLOW PAGE SERVICES

TVPRODUCTION

Phenomenal Film And Video Productions
For Limited Budgets. Call Joan at Richman
Films 212-582-9600

O'Halloran Advertising, Inc.
National Yellow Pages Specialists Since 1972
Callfor FREE Evaluation
Mark O'Halloran, Sr. Vice Pres. (800) 762-0054

EXTRAORDINARY
COMMERCIALS & STILLS
35mm & 16mm Film,

Hi-8 & Beta Formats
2D & 3D Animation
Low budgets no problem
Clients include: Bristol Meyers
Squib, Madison Square Garden,
anrtnership for a Drug-Free
America, Ysatis De Givenchy

Call Joe (212) 864-1603

RODMA
PRODUCTIONS

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

DEDICATE YOUR
CREATIVITY TO
CLASSIFIED
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 details.

Catch a Creative Genius
ADWEEK CLASSIFIED

OFFERS & OPPORTUNITIES

|___OFFICE SPACE __Jll  OFFICE SPACE [l BUSINESS 0PPORTUNITIES Jll POSITIONS WANTED

WANTED
SUBLET WITHIN AGENCY

Seeking quality space within
a small or mid-sized ad/
comm./design/promo/direct
agency. Require 2 offices plus
amenities (use of conf. room,
efc.). Flatiron, Park Av. South,
Soho, Tribeca preferred. | am
a promoﬁon/communiccﬁons
consultant & virtual agency.
Not seeking a “deal.”

Call (212) 807-0800.

FURNISHED OFFICE

Free Phone, Fax, & Copler
Move right in. Renewable 3-month
lease. Conference room, kitchen.
PR or advertising folks only.

18th near 7th,

(212) 505-8876

Seeking Partner with
Outdoor Advertising Skills

Port-A-Board [TM] Outdoor Advertising
has a new diversified product. [f you can
sell, this is a once in a life time opportuni-
ty; no investment capital required.

Fax (818) 247-5167

Tel (818) 247-1868

READY TO MOVE

Sponsorship & event expert seek-
ing new venue to run projects from
proposal through breakdown, in-
cluding all execution: marketing, pro-
motion, advertising and publishing.
Please respond to 1-800-203-9631
or e-mali bwg@wmmlaw.com.

SENSATIONAL
SUBLET SUITE

4 Windowed Ind. offices with Sec.
area in Midtown Ad Agcy. Files,
Storage Room, Many benefits,
Creative Services on Premises.
Call Phil 212-302-5500.

DIRECT MAIL
CAMPAIGN BOOKS

wanted for serious collection of non-
-profit acquisition and renewal cam-
paigns. Cash paid upon approval.
Discretion guaranteed. Fax descrip-
tion to 805-269-0648

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

SUBSCRIPTION QUESTIONS?

Need Information about a subscrip-
tion to ADWEEK, BRANDWEEK, or
MEDIAWEEK? For fast service, call
our subscriber hotline TOLL FREE:

1-800-722-6658.

RATES for Employment and Offers & Opportunities

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

Classified Asst: Michele Golden

MINIMUM: 1 Column x 1 inch for 1 week: $158.00, 1/2 inch increments: $79.00 week.
Rates apply to EAST edition. Speclal 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.

The identity of box number advertisers cannot be revealed. If ADWEEK must typeset
ad, charge is $20.00. 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 agencles place ads for cllents. 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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EMPLOYMENT

SALES REPRESENTATIVE

USA TODAY has a career op-
portunity for a Sales Represen-
tative in our Classified Advertising
department. The successful can-
didate will sell advertising to poten-
tial customers, maintain and ser-
vice existing accounts and answer
inbound classified inquires. Devsl-
ops strategies and proposals to
meet client’s advertising and
marketing objectives and delivers
presentations to clients or agen-
cies. Requires 2-4 years experi-
ence working in a sales organiza-
tion, outside sales preferred; a col-
lege education in communications
or journalism; strong knowledge of
the publishing/media industry with
excellent communication and ef-
fective presentation skills. This
position is located at our corporate
headquarters in Arlington, VA,

We offer a generous bensfits
package which includes a com-
petitive salary, medical, dental, vis-
ion and hearing coverage, 401(k)
savings plan, a smoke-free environ-
ment, subsidized parking, and an
on-site fitness facility and credit
union.

Send your resume with cover letter
and salary history to USA
TODAY, Human Resources
Department-SR, 1000 Wlison
Blvd., Arlington, VA 22229. To
learn about other USA TODAY
job opportunities, call our Job
Line at (703) 558-JOBS.

AN EQUAL OPPORTUNITY
EMPLOYER

We recognize and appreciate
the benefits of diversity
in the workplace.

Retail Creative Director
Highly regarded, 25-year-old
Dallas ad agency has immediate
opening for RETAIL CREATIVE
DIRECTOR with art director back-
ground. Extensilve experience in
high end, soft goods retail pro-
ducts required. Business-to-
business and related experience a
major plus. Must have hands-on
skills, staff management qualifica-
tions and a clear understanding of
the operational aspects of a fast-
paced, deadline driven retail ac-
count and creative department.
Will have knowledge of all facets
of the creative process from
marketing concepts, to design con-
cept development, typography,
photo shoots, prepress production
and printing. MAC technical
knowledge a plus. Salary com-
mensurate with experience.

Send resume and salary history
to: ADWEEK - Box Sw00302,
3102 Maple Ave.,, Ste. 120,
Dallas, TX 75201.

I\

The Marketing Drlven Medla Serwces Company

Horizon Media is one of the nation’s fastest growing and most success-
ful independent media services companies. We have nurtured long
term relationships with clients in the communication, entertainment, au-
tomotive aftermarket, retail, travel, insurance, chemical, direct market-
ing and other product and service categories. New client assignments
have created the need to seek several “impact players” from outside
our organization. Our New York office has immediate openings in the
following areas:

Senior Account Executive

Our account organization is unique. You must have a strategic,
marketing orientation, be geared toward client service and have
a solid grounding in media. If you are ready to “step-up” to a
career in account management give us a call. Three to five
years in any media discipline are the bare minimum, provided
you are the unique individual with the skills outlined above.

Media Planner

Two years minimum experience is a must and experience on
one or more of the categories outlined above would give you a
leg up. The right candidate will work independently and have
tremendous opportunity for advancement.

Broadcast Media Buyer

This one’s tricky! We pride ourselves on having the savviest,
most seasoned buying staff in New York. We do have openings
for buyers in both the spot television and spot radio areas, but
only the top 10% need apply!

Horizon offers an excellent salary and benefits package. For prompt consideration,
please forward your resume to: Jessica Wurpel, Staffing Resources, 630 Third Ave.,
New York, NY 10017; FAX 212.916.8653

* * * Classified Advertising M. Morris at 1-800-7-ADWEEK * * %
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HELP WANTED

DIRECT MARKETING
ACCOUNT EXECUTIVE

If you are well grounded in the fundamentals of direct marketing and have at
least 3+ years of account management experience working on a technology/
telecommunications account, please write or fax
Mary Ready
JMCT/Dlrect
445 Park Avenue, New York, NY 10022

Fax (212) 326-9629

“DESPERATELY SEEKING"
TWO ART DIRECTORS

New Jersey ad agency must find two wonderfully talented art directors with
fashion backgrounds. One will have extensive graphic design experience with
retail fashion catalogs; the other will bring television and print advertising know-
how with agency experience. Staff or full-time freelance. Salary equal to New
York, but without the hassle. Both openings are immediate. Fax your resume:

Att: Personnel Dept.
908-356-3019

NATIONAL BROADCASTING SALES

Progressive children’s entertainment company seeks sales professionals. A posi-
tion in available in New York City and Chicago with sales representation for the
eastern and midwestern U.S. respectively. The ideal candidate has 2+ years of
media sales experience, preferably in the NY or Chicago area. Experience in
network radio a plus. Must have strong organizational, communication, and pres-
entation skills. Some travel required. Computer skills preferred. Fax resume to
Tricia Stafford, Chiidren’s Broadcasting Corporation at (612) 338-4318 or maif
to:

Children’s Broadcasting Corporation
724 First Street North
Minneapolis, MN 55401

WE'RE GROWING AND WE WANT TO GO HIRE

We're an established New York City sales promotion agency with a wide range
of clients and projects from national advertising to grass roots marketing. And
we're getting bigger. If you're looking for a position with the experience de-
scribed below, and have the skills, intelligence and instincts to match ours.

Fax your resume to: 212/633-6171.
MANAGEMENT SUPERVISOR: 8+ yrs. exp.
ACCOUNT SUPERVISOR: 5-8 yrs. exp.
ACCOUNT EXECUTIVE: 3-5 yrs. exp.

WANT TO SELL
DRrRUGS?

Sr. Account Executive

Pharmaceutical/OTC

Send resume to:
Melissa Dewire
Lehman Millet Incorporated
280 Summer Street
Boston, MA 02210

Ll

New England'’s Largest Medical Agency

The Tribe Is Hot.

[ ]
The tHall Of Fame
/8 Rockin’,
The Lifesty]e is Fun & Affordable.

L]
And Fortune 500 Accounts Await You.

A lot has been going on since you
left Northeast Ohio for the big time.
(The big time has found its way here).

To keep pace with our growth,
Malone Advertising is looking for
people like you with advertising, pro-
motion or even client side marketing
experience to supervise our packaged
goods accounts like Kimberly-Clark,
ConAgra, Perdue and more.

You might be surprised at just
how much we have to offer, both in
career opportunities and the way you
live. It could well be the right time for
you to re-connect with this area.
Please mail or fax your resume
in confidence to:

- LRA

F:2t8 Malone Advertising
209 S. Main St.
Akron, OH 44308
FAX 330-253-1218

BARRY BLAU & PARTNERS

SEEKS TOP
DIRECT MARKETERS

Our full service Maryland office
Is adding experlenced team
players right now. Proven DM
agency success preferred.

ACCOUNT EXECUTIVES

Motivated, energetic, and ready to
move. An eye on the big picture,
and hands on the details. Excellent
written and verbai skills. College
degree and 2-4 years work experi-
ence required. Respond to
Account Supervisor/PH.

COPYWRITERS
Mid-level, 2-4 years; seniors, 5+
years. Must be conscientious, de-
dicated to creative that's on
strategy, innovative, and effective.
Sell us. Send letter, resume, three
best samples (copies ok) to:ACD/
Copy.

Barry Blau & Partners

849 Fairmount Ave, Ste 200
Towson, Maryland 21286

Or fax to: (410) 825-6908
No Calls Please.

DESIGN
CELLS.

Design Director/
Business Manager

Send resume to:
Melissa Dewire
Lehman Millet Incorporated
280 Summer Sreet
Boston, MA 02210

Ll

New England’s Largest Medical Agency

ART BUYER

Major 4A agency with large
diversified accounts seeking expe-
rienced art buyer. Must have ex-
cellent negotiating skills, eye for art-
istic detail and able to work well
with creative teams. Minimum 7-10
years full-service experience. Send
resume, salary requirements and re-
ferences to:
ADWEEK Classified, Box 3895
1515 Broadway, 12th fi.
New York, NY 10036

ADMINISTRATIVE
ASSISTANT

Madison Avenue ad agency needs
Administrative Assistant to join our
high-energy team of professionals.
Perfect candidates must be
articulate, highly organized, capa-
ble of handling many projects and
detail-oriented. Proficient with the
Mac a must. Resume & cover letter

to:
ADWEEK Ciassified, Box 3892
1515 Broadway, 12th fl.
New York, NY 10036
Member: American Association of
Advertising Agencies

The Best Strategy For
Getting This Job Is Knowing
How To Write One.

One of New Hampshires top agencies
needs a strong account person with 3-5
years experience. A background in tourism,
hel;ald\ are or é:onsumﬁr prail;cts is a plus,
ut not mandatory. Hoj u en
the beach, sailing,%%ng ﬁ\ethe rmunml?r?s,
and skiing or snowboarding. Mail, fax or
e-mail cover letter and resume to:
Barradas Yeaton & Wold
PO.Box 6577, Portsmouth, NH 03802
Fax: 603.433.6269 E-mail: BYWadv@aol.com
(strategically speaking 2 phone call woukd ot be 2 good thing)

COMPUTER GRAPHICS

NYC advertising agency is looking for
a computer graphics person with
experience in Quark, lilustrator and
Photoshop for mock-ups, magazine
and brochure layouts; and logo
design. Must have excellent
technical skills and creative abilities
for fashion accounts. Great work
ethic and team player a must.
Fax resume to 212-243-5305

Catch a Creative Genius
ADWEEK CLASSIFIED
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As one of the largest U.S. toy and games manufacturers, Milton
Bradley continues to experience tremendous success. If you're
looking to join a growing leader, look into Milton Bradley.

- ASSOCIATE PRODUCT MANAGER

A GREAT AGENCY IS
SEEKING MORE GREAT PEOPLE.

We're the fastest growing agency in
the Mid-Atlantic and we’ve got it all.
Prestigious Fortune 500 accounts that really
want great work. A totally nonpolitical
(no kidding) people-friendly environment.
A fantastic suburban Washington, D.C.,
location. And, not surprisingly, the most
talented people around who are committed
to keeping it going.

In this vital position, you will:

* Manage multi-functional product teams to develop and launch
new products from inception to market.

* Develop marketing plans and programs to meet financial
objectives in advertising, promotion, packaging and pricing.

» Work closely with Sales to develop product launch strategies
and monitor retail performance.

* Analyze the marketplace for maximization of product
performance.

The successful candidate will have a minimum of 3 years'

experience in marketing/advertising and

a BS/BA.
MILTON
BRADLEY

We need seasoned professionals in all
aspects and all levels of the business -
Advertising, Direct, Interactive and Public
Relations. So, if you're a creative prodigy,
an account service whiz, or a media power-
house who wants to do great work for great
clients, grab hold of your future. Send your
resume, in confidence, right away to:

Send resume or apply in person to: Director of
Employee Relations, Milton Bradley Company,
Dept. AW0930, 443 Shaker Road, East
Longmeadow, MA 01028. No phone calls
please. An Equal Opportunity Employer M/F/D/V.

G

LU (@‘ A Great Opportunity Awaits
L You in CyberSales

young Internet

“i§§§§?§£2§§ il

Arnold Advertising

8300 Greensboro Drive
Suite 1200

McLean, Virginia 22102
ATTN: Human Resources
No phone calls, please.

Eastern National Sales
Manager ~

A unique opportunity for an experienced advertising
sales manager currently exists in our New York office.
Join Lycos, one of the leading Internet companies in
developing what CNBC called the best ad sales force in
the industry.

. A\
company. Premier Qr\ RNGPRADVERTIRNG D€

Web site. Fast-

paced, dynamic ; :

Candidates must i'm'e sales management experience,
mcludmg hiring, “profitloss and budgetary skills.
Stmng leadership and the ability 10 motivate a sales
iqme me essenual

environment.

Creative, energetic

VICE PRESIDENT

New Business Development

One of America’s leading and fastest growing full-service direct
marketing agencies offers an excellent opportunity to a seasoned
agency professional. This high level position in Atlanta offers the op-
portunity for an aggressive, strategically-minded individual to be a
key contributor in achieving Grizzard's ambitious growth plan.

The successful candidate will have the flexibility to develop and imple-
ment innovative ideas and strategies for securing new business.
Requirements include 10+ years of management experience in a
direct marketing/general advertising agency with new business de-

To be considered, fax your resume, 6+ references, salary
| (base and total compensation requirements) to: (412)
| 261-1666, Attention: Ann Pepke or send to: Lycos,
Inc., 555 Grant St., Suite 350, Pittsburgh, PA 15219-
_';4*!08 No phone La“s please. Lycos is an Equal
: Oppmumtv Employer.

employees. Why

work anywhere else?

Please M'W &f our Web Slte Www. iycos com

5909000000

ACCOUNT EXECUTIVE
Theatrical Advertising Agy

Seasoned, detail-oriented person
for excmng position with rapidly
Frowmg agency. Please fax cover
tter with salary requirements and
resume to:

(212) 391-6480

ACCT SUPERVISORS/
ACCT EXECS & ASSTS

Tons of new biz at top 10 agency
has provided extremely promotable

tys for dynamic_indvis w/agency
b gd. Packaged Goods, Entertain-
ment & interactive accts available.
Fax resume to: Attn: Advertising
Mgr., 212-818-0216

velopment responsibilities.

Send resume and salary history to
Director, Human Resources

GRIZZARD
1144 Mailing Ave., S.E., Atlanta GA 30315.

Fax (404) 624 624-9550, or sylvia@grizzard.com.
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HAL RINEY & PARTNERS
INCORPORATED

We’'re “Suiting” up for the Fall Season

We ars looking for dynamic and experienced Acct. Supervisors, AE's and Assis-

| I

Leading international agency known for great creative and named
Best in the West under $40 million by the AAF has three positions
available. We offer an incredible location in San Diego and an
expanding roster of exciting clients.

ACCOUNT PLANNER
ACCOUNT EXECUTIVE
ART DIRECTOR

Please mail or fax resume to Natalie Janke
Lambesis, 100 Via de la Valle
Del Mar, CA 92014
Fax: 619.794.6461

tant AE's to work on several accounts. If you have experience in banking,

automotive or resorts, please specify which area and level you are interested in

and rush resume to:

Hal Riney & Partners, Inc., Attn: Mary Kelly/FSML

735 Battery Street, San Francisco, CA 94111

fﬂﬂ ROFESSIONALS

KAPLAN, a subsidiary of the
Washington Post Company, is a
dynamic, fast-growing industry leader
dedicated to supplemental education
for students from kindergarten to adult-
hood, delivered in 170 centers around
the nation and thousands of schools,
companies and institutions.

Our Educational Centers seek the fol-
lowing individuals to join the national
marketing team at our NYC-based firm.
The ability to thrive in a fast-paced
environment, knowledge of how to tar-
get high school/college markets, and a
passion for education are essential for
the results-driven candidates we select.

SR. DIRECT MARKETING MANAGER

Requires a Bachelor’s Degree from a
top-tier school and at least 7+ years
direct marketing experience in a
related service industry. The ideal can-
didate will have experience developing
multi-level direct marketing plans,
supervising the production of direct
mail pieces, managing a marketing
database program, establishing analyti-
calfreporting standards, and driving the
direct mail creative process.

MARKETING MANAGER
This position requires a Bachelor's Degree
from a top-tier school and 2-4 years mar-
keting experience in a related service
industry. The ideal candidate will have
experience working with an outside ad
agency plus superior copywriting/commu-
nicarion skills, and the ability to drive cre-
ative campaigns from start to finish.
For confidential consideration, fax your
resume WITH SALARY HISTORY,
plus a letter demonstrating how your
experience matches our qualifications, to:

L (212) 492-5860

Equal Oppry Employer M/F
No Phone Calls/Agencies, Please

WARKETING Gl

You HAVE To
BE Sick
To Aprpry FOr
THIS JOB.

Project Manager
Send resume to:
Melissa Dewire

Lehman Millet Incorporated

280 Summer Sreet
Boston, MA 02210

Ll

New England’s Largest Medical Agency

As an int'l health and fitness as-
sociation, we have been re-
cognized as a leader in the indus-
try. Based in So Calif, this fast-
paced, marketing-driven company
has two immediate openings for
individuals with exceptional com-
munication and leadership skills
and a passion for heaith and fit-
ness. We offer an excellent bene-
fits pkg.

St Director of Marketing

Reporting directly to the CEOQ, this posi-
tion is responsible for all aspects of
mktg and regs individual with at least
six years exp in direct mail and data-
base mkig as well as directing and
managing a mkig team. Other re-
sponsibilities include budget devel-
opment, creative direction and strategic
planning, Degree in mktg or related field
a must, MBA preferred. Salary neg.

Product Manager

This position regs at least four years exp
in product mgmt with emphasis in direct
mail and database mkig, and campaign
promo and production. Responsibilities in-
clude analysis, budgeting and imple-
mentation of campaigns. Degree in
mktg or related field. Salary
$40-$55,000.

If you are a career-oriented person
capable of taking on new challenges
and willing to travel, send your re-
sume and salary history to: Dept.
00284, ADWEEK, 5055 WIishire
Bivd, LA, CA 90036

ART DIRECTOR

David’s Bridal, America's largest
bridal retailer, is rapidly expanding
across the country. We're looking
for a top designer with a minimum
of 3-5 years experience, preferably
in fashion. You will create for mag-
azines, newspapers, direct mail, as
well as POP and 4 color collateral
materials. Strong computer skills
and production knowledge re-
quired. Experience directing photo
shoots a plus. Become a part of
one of the most dynamic com-
panies in America, where your
creativity will have impact! Ex-
cellent salary & benefits, including
401 (k).

Fax resume and salary history to:

(610) 896-2786
or write to:

David’s Bridal
Art Director
63 W. Lancaster Avenue,
Ardmore, PA 19003

EOE

PRODUCTION

MANAGER
Theatrical Advertising Agy

Experienced ftraffic/print  produc-
tion. Strong organizational skills for
rapidly growing agency. Please fax
cover letter with salary require-
ments and resume to:

(212) 391-6480

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

PROMOTION
MANAGER

Leading consumer magazine pub-
lisher seeks individual to develop
and implsment promotion programs
including in-magazine sweepstakes,
adv. sections & direct mail pro-
grams. Must be highly creative w/
excellent written and oral comm.
skills. 5+ yrs. magazine promotions
andfor related exp. req'd. Music/
entertainment background a plus.
Send resumne wysalary history to:

Box LH
WENNER MEDIA
INCORPORATED
1280 Avenue of the Americas
NY, NY 10104

No Calls. Response not
guaranteed. EOE M/F.

CONTROLLER

Healthcare advertising agency
system with multiple sites seeks Con-
troller with public accounting expe-
rience to manage agency financial
activity. Successful candidate will
be a “hands-on” individual with a
degree in Accounting, experience
in supervising a financial staff and a
strong computer background. The
ability to successfully interact with
agency principals and outside Tax/
Accounting consultants is also im-
portant.
Previous experience with an
advertising agency is a prerequi-
site. A CPA and familiarity with
ADMAN are also required. Please
send resume with salary require-
ments to:
ADWEEK Classified, Box 3896
1515 Broadway, 12th fl.
New York, NY 10036

REACH YOUR AD COMMUNITY
WITH ADWEEK MAGAZINES
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HELP WANTED

Packaged Goods
Account Manager

We're employee-owned, ex-New Yorkers attracting national clients
because of the quality of our people and creative product. We need more
talent, committed to our cause, to spearhead existing snack food account.
5+ years/packaged goods/national brand experience required. Mail:
Attention-Maggie Rodgers.

orGil

4169 Main Street * Philadelphia, PA 19127

ABP INTERACTIVE - WEB DEVELOPERS
INTERNET AD SALES

As an extension of our Interactive Media Services, we are seeking techno-sawy ad
sales professionals to sell ads and sponsorships for our client's soon-to-launch en-
tertainment web site. Must be adept at client servicing and relationship building.
Candidates should possess prior media sales experience and knowledge of the In-
ternet/WWW, excellent communication skills, and be aggressive but not overbear-
ing. 4 year degree required. Send resume to:
L. Mete, Manager of Interactive Media Services
ABP Interactive
136 Madison Avenue, New York, New York 10016
Fax: 212-684-0469
e-mail: lauram@interport.net
NO PHONE CALLS PLEASE

DIRECT MARKETING
SENIOR ACCOUNT EXECUTIVE

Large Mid-Atlantic direct marketing agency has an immediate opening for a
Senior Account Executive to work on several accounts reporting directly to
Management Supervisor. Responsible for day to day handling of projects with
significant client contact. Will work on lead generation print, direct mail and
collateral projects. Supervises workflow on all projects with the support of a
traffic coordinator. Bachelors degree and at least three years of advertising
agency experience in account services required. Knowledge of print production
process required. Experience with direct response advertising and direct mail a
plus. Send resume to:

Direct Marketing/Senior Account Executive

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

EQOE

Join a hot, downtown
agency enjoying
explosive growth.

Bright Ideas?

We seek exceptionally talented and bright people to fill the following positions:

UL B STIAN T Client savvy with min. 3 years exp. Strategic thinker
with outstanding communication, presentation and project management skills.

WL IERA PULCIEITNT 3 years experience a must. Think on your feet, strong
negotiation and presentation skills. Must be buttoned up on print and
broadcast. Knowledge of Word and Excel and Out-of-home media a plus.

[T AL Brilliant conceptual thinker whose work will be produced.
Heavy print, outdoor and collateral, some radio and TV.

UL DRSO AT LW {3 Lightning quick Mac Artist who can crank out
the work. Quark required. Photoshop, lllustrator and an eye for design/
art direction a plus.

¥R HIIA{T Opportunity for a gifted art director/designer to start a

career or move it along. Must be Mac literate.
C_

CULVER

ASSOCIATES LTD.

We offer the right candidates the opportunity to
shine and help us grow even more, along with
compensation commensurate with experience and
an excellent benefits package. Submit resume to:
HRM, Culver Associates, Ltd., 141 5th Avenue,
11th Ft, NY, NY 10010 or fax to 212.505.6899.

BLENDER SEEKS PUBLISHER
Blender, the successful and critically acclaimed interactive pop-culture magazine on CD-ROM, is

looking for a Publisher. He/She must have advertising sales, marketing and management abiity,
advertisers include Coca Cola. Puma, Levis, Pepsico, Nike, Toyota and Paco Rabanne

ACCOUNT DIRECTOR—DENNIS INTERACTIVE

lopment company, needs an Account Director to head
business, liasing with clients and generally
Klein, Footiocker, Samsung and Joe Boxer

ortunity to get involved in a well financed gxpand}ng
biishing, one of the most successiul publishers in

Dennis Interactive, our new media dev(_e
up the operation. Job involves ge_neranng new
expanding the company. Clients include Calvin
Both positions offer an excellent opp
company at an early stage. Dennis Pul
the UK, currently publishes 21 magazines

The job opportunites are limitless for the right candidates.

D

Please mail or fax your resume to: Stephen Colvin, Dennis Publishing Inc.
25 West 39th Street, Suite 900, New York, NY 10018. Fax: 212 302 2635

DRTV AGENCY SEEKS MEDIA BUYER

WHO THINKS LIKE AN ACCOUNT EXEC.

International DRTV agency seeks multi-talented media buyer
who works well with clients. Min/5 yrs, experience.
DRTV planning, buying, media analysis, client contact.
Fax resume to 212-226-0974 or e-mail media@go-direct.com

Looking for the perfect job?
ADWEEK CLASSIFIED

CREATIE DL

rors, multimedia producers, web

site developers and cormpurer pro-
duction artists.

So please fax your resume
and samples ro: Artisan,
212.448.0408.

I i g

If you're tired of freading warer as
a freelancer, dive info Artisan
We fill project and interim
assignments with only swim-
mingly solid and able writers,
grophic designers, arr direc. 4 ...
A RTIS AN™

ACCOUNT EXECUTIVES

Seeking Jr. and Sr. AE’s for small
dynamic Marketing Communica-
tions shop specializing in reachin:
the African-American consumer.
you're a detail-oriented PR person
or mktg prof w/college degree and
3-5 yrs exE, E-mail resume: Cor-
rectC@AOL.com.

SALES REP P/T

Adv. professionals seek go-getter
to sell our creative & production
services. Join us or rep us. Great
pot't. Write N. Berger, POB 3832,
GC Station, NYC 10163
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Director of Integrated Marketing

Fast growing, Phoenix, AZ based
agency needs experienced pro. Imagine
warm winters and hot clients. Must
have 7+ years experience with database
list management, statistical analysis,
print distribution and affinity pro-
grams; thorough understanding of strat-
egy development; and proven experi-
ence successfully managing and leading
staff. Some general ad agency
experience a plus. Send resume and
2 non-returnable samples to:

New and Improved Advertising
6621 N. Scottsdale Rd. Suite 150,
Scottsdale, AZ 85250

SPOT TELEVISION BUYER

We are a fast growing international media trading company
located in Rockland County. Seeking individuals with strong TV
negotiating skills, detail oriented, aggressive and highly
motivated. Enormous growth potential in a fast paced environ-
ment. Trade experience preferred but not necessary. Salary com-
mensurate with experience. Please fax resume to:

Lisselte Vilato
(914) 735-0505

Copywriter
Mid. to senior level w/ medical agency experi-
ence. Requires excellent conceptual skills and
demonstrated ability to bring strategy-based
creative thinking to medical advertising.

Art Director
Mid. to senior level with excellent conceptual,
design and presentation skills. Medical
agency experience and Quark/Photoshop
skills required.

Thriving, 45-person, So. California medical
agency with long-term ties to corporate

chients offers excellent compensation and

benefits. Send resume, salary requirements
and non-returnable samples to:

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) 335-4335 (818) 901-6330

ACCOUNT MANAGER

Leader in 3-dimensional print
advertising and promotion seeks
experienced Account Manager to
service NYC corporate and agency
accounts. Solid existing contacts a
must. Corporate, agency and or
print/graphics experience a plus.
Lucrative commission with draw.
Send resume to:

Structural Graphics

PO Box 666
Essex, CT 06426

Creative Director
PACIFIC COMMUNICATIONS
575 Anton Blvd., Ste.900, Costa Mesa, CA 92626

EVENT MARKETING

Thriving NY based Agency seeks

organized team player to manage

event recruitment team and co-
ordinate direct mail. Excellent
environment for growth. Salary to
low 30's.
Fax resume to:
(212) 741-6932
ATTN: Reservations Mgr.

CAREER
SURFING?

Roz Goldfarb Associates
(212) 475-0099

www.rga-joblink.com

OB N FIVERIS
Find Hundreds of Great Jobs In Adweek Online!

Search ads from all six classified regions of
Adweek, Brandweek, & Mediaweek.
Visit our Website at: http://www.adweek.com
Call 1-800-641-2030 or 212-536-5319
e-mail: adweek@adweek.com

ATTN: ADWEEK
CLASSIFIED ADVERTISERS:
ADWEEK Classified closes

on wednesdays at 4:30 p.m.

All copy and artwork must be in no later than WEDNESDAY. Copy
received after Wednesday will be held and run in the next available
issue. We appreciate your cooperation.

r—————_——_____—————————————————————————

PHONE: 1(800) 7-ADWEEK

THE CONVENIENT CLASSIFIED CONTACT FORM

USE THIS HANDY COUPON TO FAX OR MAIL YOUR AD

ADWEEK
BRANDWEEK

CLASSIFIED MANAGER: M. MORRIS
MAIL TO : ADWEEK CLASSIFIED 12TH FL.
1515 BROADWAY, NEW YORK, NY 10036
OR FAX (212) 536-5315

I

|

|

|

|

|

| REGION: East_ New England ___ Southeast ____
| M EDIAWEEK Midwest ____ Southwest ___West ___All___
| CATEGORY

| PAYMENT

| *FREQUENCY: Ix__2x_ 4x___ 0 CHECK OMASTERCARD 0OVISA 0O AMER.EXP.
I . - Signature

| MORE: (Specify) Cardholder's Name

| *Not applicable to Advertising Services Categories Card #

: AD COPY (attached additional sheet if needed)

|

|

|

: NAME ADDRESS

I PHONE FAX

i |




Go Get It.

Learnlng_ to (golf )
ON NArrow fairways ... . mms e

improving my game. After all, | kicked my boss’s butt on the doglegs, but | always
seemed to hook wildly on the
straight holes. With one search, |

found Improve Your Golf Game,

which suggested rethinking the
path of the drive. So | scrolled
down my search list and took a

Private On-Line Golf Lesson, which

profiled me as over-competitive
and tense. At first | balked, but then

| clicked into Better Golf Through

Hypnosis and realized my type-A

drive was getting me nowhere. So

| signed up for a week-long Zen

golf camp at the Golf Orgy Web site. Not only did the relaxation techniques improve

my swing tempo, my doctor believes they also rad i ca I Iy
increased my fertility.

Picture and sound searches. City Guide. Bonus rewards. This is no Web index.

This is the all new Lycos at www.lycos.com. Lycos. Where will (@] @Sai® get you?

To click our GO GET IT button, you don’t need a membership or a professional keystroke.

©1996 Lycos, Inc. All Rights Reserved. Lycos is a trademark of Carnegie Mellon University.




Once upon a time, the media
business was simple. Advertisers knew
what they wanted. Government knew what the rules
should be. The decision process was less frantic.
Profits, it seemed, were easily obtainable

if you just did your job well.

Today, watch out! Everything is

changing at once. Magazine and news-
paper publishers are looking at smaller
profits. 'Iwo TV networks have
changed hands. The Prime-tuime Access
and Financial Interest in Syndication
Rules are gone. Advertisers are eyeing the Internet.
And everyone’s talking about “new media.”

What next? "lo do business, you
need to understand new adver-
tiser expectations. You need
to understand new media choic-
es and how to reposition each
medium for tomorrow. You need
to understand how your competitors are selling.
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You need information. And MEDIAWEEK has lots
of 1t, cutting through the complexity to redefine the
essence of your business: audience size, quality, and
deliverability; advertising expenditures, objectives

and efficiencies.

All media. MEDIAWEEK analyzes the content of all
media. The audiences. The efficiencies. 'The sales

opportunities. Plus the trends, the data
and the business insights you need to be
a media expert in today’s market.

T Ip

=
Ay
Aaay,
st sy
fs

1y
L)
Tt

4

If you’re not a subscriber already,
why not join the club? Many of your
colleagues across the country — program-

mers, broadcasters, publishers, reps and competitors —
already subscribe... in Boston, New York, Wash-
ington, Miami, Chicago, LLos Angeles and everywhere
else. To stay informed and sell effectively you need
to read MEDIAWEEK every week. We’re
sure you’ll soon come to depend on it. Because
the media business 1sn’t what

It  was...once upon a time. MEDI”EEK

TO SUbSCflbe, Call 1 -800-722-6658 The News Magazine of the Media
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CANCER

Your second
reaction
should be to send for
this book.

HELBoOoK
S mq:u' .
i cancen o

=

Maybe the idea of cancer scares you. Or maybe
you find it too terrifying to even think about. But
chances are, cancer will affect someone you know.
And when it does, it affects you.

Send for your free” copy of our HelpBook. You'll
find it very helpful. And very hopeful. It provides
the information you need on dealing with cancer.

*$2 postage and handling for each copy.

Whether your family has a history of cancer or
not, you'll find it an important book to have on
hand. Because you never know.

Please write Cancer Research Institute HelpBook,

F.D.R. Station, P.O. CANCER
Box 5199, New York, RESEARCH

New York 10150-5199. INSTITUTE
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‘Media Notes

The Association of Nation-
al Advertisers will hold its
’ annual meeting Oct. 4-8 at
the Ritz Carlton, Amelia
Island, Fla. Brandweek mag-
azine will present the Mar-
’ keter of the Year Awards.
Contact: 212-697-5950.

IM ‘96 West: The 8th Con-
ference and Expo on Inter-
active Marketing will be
held Oct. 7-9 at the Century
Piaza Hote and Towers in
Los Angeles. Contact: 800-
538-5053.

Television Bureau of Adver-
tising presents “Forecasting
the Future: 1997 and
Beyond,” a seminar at the
World Media Expo at the Los
Angeles Convention Center,
Oct. 10-11. Contact Janice
Garjian at 212-486-1111.

The American Magazine
Conference, sponsored by
the Magazine Publishers of
America and the American
Society of Magazine Editors,
will be held Oct. 13-16 at the
Southampton Princess, Ber-
muda. Contact the MPA at
212-872-3700.

Television Bureau of Adver-
tising will hold its 4th annual
research conference, “Con~
trolling our Destiny,” Oct.
17-18 at the McGraw-Hill
Conference Center in New
York. Contact: 212-486- 111.

The Broadeasting & Cable
1996 Hall of Fame Dinner'
will be held Nov. 11 at the
Marriott Marquis Hotel in
New York. Contact Steve
Labunski at 212-213-5266.

California Cable Television
Association presents The
Western Show Dec. 11-13
at the Anaheim Convention
Center, Anaheim, Calif. Con-
tact: 202-429-5350.

‘Times’ Names Robinson Prez
Janet Robinson, senior vp, adver-
tising, The New York Times, has
been named president and gener-
al manager of the paper. She suc-
ceeds Russell Lewis, who is
replacing Lance Primis as presi-
dent and coo of The New York
Times Co. Daniel Cohen, vp of
advertising sales at the Times,
was named to replace Robinson. ‘

Sprint, FedEx Get Into ‘Race’
Race for the Presidency, a weekly
news program produced by TCI
News, a unit of Tele-Communi-
cations Inc., has signed up its

first sponsors. Sprint and FedEx
will sponsor the final few weeks

of the series, which offers free air ‘
time to all major presidential ‘
candidates. Race for the Presi-
dency airs on all TCI cable sys-
tems and also gets a run on the
following cable services: The

Faith and Values Channel; Mind
Extension/University; National
Empowerment Television; and
Intro Television. }

Griffin to Head ‘Esquire’ West |
FEsquire has a new West Coast edi-
tor. Nancy Griffin, part of the
Premiere editorial team that quit

in protest of over business-side
meddling in editorial matters last ‘
May, will start work this week.

Vet Producers Join ‘Edition’
King World Productions has
beefed up the editorial ranks of

its syndicated Inside Edition
newsmagazine with two veteran
news producers. Brad White, an ‘
independent investigative produc-
er who most recently produced |
hour-long documentaries for the
Arts & Entertainment cable net-
work, joins Inside Edition’s
Washington, D.C., bureau. White ‘
began in broadcast journalism
nearly 20 years ago at NBC affili-
ate KSL in Salt Lake City, and

NEWS OF THE MAHKET

went on to serve as a central and

eastern European correspondent

for CNN. Also coming aboard as
a producer is Karl Idsvoog, who
served as investigative correspon-
dent for Twentieth Television’s
now-defunct A Current Affair and
investigative reporter for CBS
affiliate WCPO in Cincinnati.

ABC Reels in Talent

ABC last week signed a sitcom
star and a couple of filmmakers
to series deals. Three-time
Emmy winner Laurie Metcalf
(Roseanne) will star in a sitcom
to be created for her. The net-
work has made a 13-episode

o
-

A new movie service from BET will feature fare
such as To Wong Foo, starring Wesley Snipes,
Patrick Swayze and John Leguizamo

Black Starz on Horizon

Black Entertainment Television and Encore Media Corp.—
both part-owned by Liberty Media, the programming arm
of Tele-Communications inc.—announced last week they
plan to launch BET Movies/Starz3 the first black-oriented
movie service. Incorporating such films as Corrina,
Corrina, Clockers and A Good Man in Africa along with
classics such as To Sir With Love, Mississippi Masala and
The Women of Brewster Place, all from Encore’s output
deals with several studibs, the servicé is scheduled to
launch in February 1997 to coincide with Black History
Month. The service also aims to examine the black film-
making community. BET Holdings president Bob Johnson
said that Denzel Washington has joined the company’s
board of directors and will take a small equity stake in the
channel. Johnson Publishing, a unit of BET Holdings, will
also take a small equity stake, but Johnson declined to say
how large those stakes would be. As for penetration,
Johnson said, “We do know that of HBO's subscribers, 2.7
to 3 million are biack, which tells me they have an appetite
for pay services.” The service will cost about $5 a month.

UNEVERSAL STUDIOS & AMBLIN

commitment to the show, set to
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launch for the '97-98 season.
Metcalf will play a new charac-
ter. The net also has given a sep-
arate 13-episode order for
another sitcom, which will be
created by Metcalf’s production
company but in which Metcalf
will not appear. Also at ABC,
filmmakers Edward and Brian
Burns (She’s the One, The
Brothers McMullen) are set to
create a romantic comedy about
two couples in Queens. The
Burns brothers, through 20th
Century Fox Television, have a
pilot and six-episode commit-
ment for the *97 season.

‘TV Guide’ on Campaign Trail
TV Guide is having some fun
around the presidential election.
Starting with the Oct. 5 issue that
hits stands today, humorist Al
Franken and arch pundit Christo-
pher Buckley will write regular,
light-hearted columns on TV’s
role in the election. The columns
will run throughout the remain-
der of the campaign.

City Search Setting More Sites
City Search, the Goldman
Sachs- and AT& T-financed new
media company that produces
local informational Web sites in
Raleigh, Durham and Chapel
Hill, N.C.; San Francisco and
Pasadena, Calif.; and New York
City, is expanding to Austin,
Texas, and Salt Lake City. By
the end of next year, City Search
hopes to have local Web sites in
a total of 30 cities. Also, City
Search/ Metrobeat in New York
City has relaunched with
enhanced searching technology.

Hush Comes Over ‘Inc.’

Inc. magazine has “re-imag-
ined,” rather than redesigned
itself, executive editor Michael
Hopkins said last week. Changes

include a simpler front-of-the-
book format in which all of the
stories are self-contained on a
page and a more inviting, clean
design for columns, featuring
lots of white space. Hopkins said
the changes are part of a “very
deliberate attempt to be simple,
to be quiet.” The Goldhirsh
Group’s small-business title has
also made a commitment to be
more of a filter for readers, dis-
tilling information, The new
back-of-the-book “Resources”
pages include a directory of the
magazine’s key sources on vari-
ous stories.

SFX Gets Green Thumbs-Up

SFX Broadcasting last week
received commitments to
increase its proposed new-
acquisition facility from $150
million to $225 million. The
Bank of New York acts as lead
manager of the facility. The
seven-year, senior secured facil-
ity will be used for acquisitions
and working capital needs.
With the completion of all
previously announced acquisi-
tions and transactions, SFX will
own and operate or provide ser-
vices to 73 radio stations across
the country.

No Love—or Ratings—Lost
Politicians aren’t the only ones
who take a bash-the-competition
approach to advertising. For its
new-season launch of the syndi-
cated sitcom Mad About You,
Fox O&0O WNYW in New York
ran an on-air promotion featur-
ing a woman viewer saying she
has to break off her relationship
with “Jerry,” referring to Sein-
feld, which airs against Mad
About You in the 11-11:30 p.m.
time period on Tribune-owned
WPIX. But Jerry isn’t hurting,
Through the first two weeks of
the new season, Seinfeld’s 8.3

e

Bodenheimer is
already busy cooking
up new events

ESPN Sales
Exec Upped

George Bodenheimer, a veteran
of ESPN, was promoted from
senior vp to executive vp of
sales and marketing last week. ,
In many ways, the promotion is
a thank you from ESPN presi-
dent Steven Bornstein for a job
well done. Bodenheimer has
shepherded the company’s
move toward establishing

,major events that allow for a more integrated approach to
, sales and marketing. The Extreme Games, said Boden-

heimer, best represent the approach ESPN and all its deriva-
tions are taking, and they are being expanded to incorporate
summer and winter versions. The results—increased ad
revenue—are already coming into focus. “We‘re seeing it
now, but we expect also to be laying in a foundation for

, future growth,” Bodenheimer said. That means creating

more events like the Extreme Games to offer to client com-
panies, and Bodenheimer said he and his sales and market-

ing units are already working to devise more events.

rating/15 share average (NSI,
Sept. 9-20) more than doubled
Mad’s (3.9/7 average) in
Gotham. Mad’s second-week
average (3.6/6) declined 25 per-
cent in share from week one’s
numbers (4.3/8), while Seinfeld
moved up 7 percent from week
one (7.7/14) to week two
(8.8/15). Columbia TriStar Tele-
vision Distribution, which syn-
dicates both off-network sit-
coms, comes out the
winner—and the loser.

SeaGull's Next Move: ‘Extreme’
Following up on its initial offer-
ing, Tarzan: The Epic Adven-
tures, earlier this month, start-
up syndicator SeaGull
Entertainment is planning to
introduce another hour-long
weekly, Double Extreme, for fall
1997. Paul Siegel, president of
SeaGull Entertainment,
describes Double Extreme’s
concept as “a cross between
Mission Impossible and ESPN’s
Extreme Games.” While other
details of the weekly develop-
ment project are sketchy, Siegel
stressed that the budget will be
in excess of $1 million per
episode—roughly what other

syndicators have been spending
on action-adventure series in
recent years. Double Extreme
joins a recent flurry of action
hours to be placed on the mar-
ket for fall 1997 launch, includ-
ing Team Entertainment
Group’s Total Recall; The Series
and Rysher Entertainment’s
Soldier of Fortune (Mediaweek,
Sept. 23).

All American Stocking Up

All American Communications
Inc., the Los Angeles-based
independent syndicator of Bay-
watch and other programs, is
launching a plan to re-purchase
up to 1 million shares of its com-
mon stock and $46 million in
convertible bank notes. A com-
pany filing stated that All Amer-
ican intends to pursue a $150
million revolving credit facility
from outside lenders as well as
$100 million in debt financing
and use of $5 million in cash
reserves toward the repurchase
plan. Currently outstanding are
5.9 million shares of common
stock and 5.7 million in Class B
stock (which converts to common
stock upon changes of control in
the company).




PAIN? JEALOUS RAGES?

CHRONIC ANXIETY ATTACKS?

I TS THAT TIME

OF THE MONTH AGAIN.

We apologize in advance for any
syndromes you may suffer from
watching the Best Spots of the
Month. But we think you'll find
a true benefit to subscribing to
our service on a monthly basis.
We literally watch hundreds of
TV commercials to select the very
best.So the only ones you'll ever
see are the new national and
regional spots that are too impor-
tant to miss. You'll even receive a
list of the creative credits. Call
now to experience 15 minutes
of the greatest advertising each
month. Or, depending on your
mood today, 15 minutes of
undiluted envy.

Please start my subscription to the Best Spots of The Month/U.S.
[ Pay As You Go $105/Month* [ Prepaid Annual Service $1055/Year*

NAME:
COMPANY:
ADDRESS: .
CITY: _
PHONE: -
[J CHECK ENCLOSED FOR TOTAL $
NY RESIDENTS ADD 8.25% SALES TAX

[J CHARGE MY AMEX/VISA/MC ACCT#

SIGNATURE:

TITLE:

STATE:

_ FAX

O BILL ME, PO#

FORMAT

Oss Owvrs

ZIP:

*ADD $5/MONTH OR $60/YEAR FOR SHIPPING OR, IF YOU PREFER, INCLUDE YOUR FED EX NUMBER

FAX Orders to 212-536-5354 or call: 212-536-6453

ADWEEK's BEST SPOTS, 1515 Broadway, New York, NY 10036

OF THE MONTH
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AMERICA ONLINE
Agency: TBWA Chiat/Day
Begins: Now

Budget: $30 million-plus
Media: TV

merica Online this week will
Alaunch a new campaign to help

position the service against a
new arena of Internet players.

The campaign, which is expected to
receive at least $30 million in media
spending, is a dramatic departure from
the rirst advertising leased one
year ago. That campaign teatured quirky
characters; in contrast, the new spots fea-
ture a typical American family. Subse-
quent spots will star businessmen and
students.

The change in strategy was necessary
for two reasons. The former campaign
drew criticism from some AOL users
who were offended by the portrayals.
Perhaps more important, “the world has
changed significantly since then,” said
Mary Maroun, TBWA Chiat/Day general
manager. CompuServe and Prodigy are
no longer considered significant rivals.
Microsoft and other services that provide

Internet access pose more serious threats.

AOL has what it believes to be a com-
petitive advantage with the launch of 3.0,
up graded software that provides faster,
easier access to the Internet as well as
options to customize AOL services for
individual users, The new campaign
focuses on this software.

The agency wanted to let consumers
know how beneficial AOL could be in
their daily lives. “We were looking for a
way to talk about technology that wasn’t
frightening or elitist,” said Eric
McClellan, the TBWA executive creative
director who developed the campaign
with creative director Shalom Auslander.
The spots show a family using modern
appliances during a typical day. The
voiceover explains how things once
thought to exist only in science fiction
have become part of everyday life. The
tagline is: “The future. Now available.”

TBWA will add three new executions
in coming weeks, one focusing on the
Internet, one that addresses benefits such
as making travel arrangements online,
and one that talks about the enhanced
e-mail capabilities of 3.0.
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Real Money

ADVERTISING ACTIVITY IN THE MEDIA MARKETPLACE

AVON

Agency: N.W. Ayer, N.Y.

Begins: January

Budget: $20 million (est.)

Media: TV, print

Having already overhauled its fragrance
and color cosmetics lines, Avon will next
turn its attention to skin care, restaging its
entire portfolio under three sub-brands:
Anew, Brand Avon and Avon Basics.

The company plans a media blitz start-
ing next year to support the new products
and packaging, with one official predicting
that skincare will get “more than half” of
Avon’s total 1997 ad budget. Each Avon

Avon skincare will get media blitz

sub-brand targets distinct price points and
consumers. Anew, which already serves as
Avon’s high-tech, pricey brand, will remain
so under the new formula. Brand Avon will
become the largest grouping of products
and take the mid-tier pricing level. Avon
Basics will be the mass-market sub-brand.
In all, perhaps 50 skincare SKUs will be
affected.

“When we looked at skincare, we real-
ized there was a lot of fragmentation,”
said Lynn Emmolo, group vp of global
product marketing at Avon. “We felt we
could create consumer destination brands
that can travel through markets globally.
This was the right time to bring this to the
Avon force.”

Last year, Avon spent $30 million on its
“Just Another Avon Lady” campaign, by
N.W. Ayer, N.Y. Emmolo said the ad spend-
ing for 1997 will be higher, declining to be
specific. But Emmolo noted that skincare

| would get the lion’s share of next year’s

budget. A likely spend on skincare could be
up to $20 million. —Sean Mehegan

JAGUAR CARS
Agency: Ogilvy & Mather
Begins: Now
Budget: $7-10 million
Media: TV, print, direct mail
Jaguar Cars this week will kick off a cam-
paign to tout the results of a six-year effort
to rebuild the company and introduce the
car maker’s first new sports car in 20 years.
The ad campaign, which will be support-
ed by $7-10 million in media spend-
‘ ing during the fourth quarter, signals
a transition for the English luxury car
‘ maker. Since its acquisition by Ford
Motor Co. in 1990, Jaguar has mod-
ernized existing plants and added a
factory to produce its first-ever V8
engine.

While fourth-quarter advertising
will focus on the 1997 Jaguar XKS,
the campaign will also serve as the
basis of an effort to reposition the
automaker.

Al Jaguar officials declined comment

on spending, but it is believed that at
least 10 percent of the fourth-quarter ad
budget is allocated to direct marketing.
Creative includes an eight-minute, docu-
mentary-style video that will be mailed to a
select audience.

RENAISSANCE COSMETICS
Agency: McCabe & Co.
Begins: Early 1997
Budget: $4 million
Media: Print
Renaissance Cosmetics will spend $4 mil-
lion starting early next year to support the
relaunch of Ambush, a women’s mass fra-
grance dating back to the 1950s that’s now
vying for a more upscale image.

Ambush perfume, cologne spray, bath
& shower gel and body lotion will head to
retail next March, with ads, via McCabe &
Co., N.Y,, kicking in a month later. The
tagline will play off the product name:
“It’s not what you’d expect.”

|
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CMR Top 50

A Weekly Ranking of the Top 50 Brands’ Advertising in Network Prime Time
— — Week of September 16-22, 1996 Prime-Time
IR DA Ad Activity
Rank Brand Class Spots Index
o 1 MCDONALD'S V234 58 1,306
‘ “It’s positioned as an unexpected, spon- 2 DOMINO'S PIiZZA RESTAURANT V234 32 721
taneous event,” said Lisa Yarnell, vp of 3 SATURN AUTOS T111 29 653
marketing at Dana Perfumes, the Renais- 4 KFC RESTAURANT V234 25 563
sance division managing Ambush. Print ads 5  DURACELL ALKALINE BATTERIES ~ H220 19 428
will feature a series of unexpected acts of SPRINT LONG DIST+RESIDENTIAL  B142 19 428
“intimacy and chivalry,” Yarnell said, “not 7 M&M+CANDIES F211 18 405
necessarily by people you know.” MITSUBISHI AUTOS (MIRAGE) T112 18 405
In the year ended June 30, the $759 mil- 9 1-800-CALLAT + B142 17 383
lion women’s mass fragrance category saw AMERICAN DAIRY ASS'N F131 17 383
| sales drop by more than 10 percent, TACO BELL RESTAURANT V234 17 383
| according to Information Resources Inc. 12 PIZZA HUT RESTAURANT V234 16 360
Ambush was not in the top 10 in sales. The SNICKERS F211 16 360
brand enjoyed no ad support last year, per 14 BURLINGTON COAT FACTORY V311 15 338
Competitive Media Reporting. —Sean OLIVE GARDEN RESTAURANT V234 15 338
| Mehegan 16 1-800-COLLECT B142 14 315
ADVIL D211 14 315
18  DANNON DOUBLE DELIGHTS F131 13 293
CONVERSE FIRST INTERSTATE BANK V211 13 293
| Agency: Houston, Effler & Partners, MCI B142 13 293
Boston MUPPET TREASURE ISLAND VIDEO H330 13 293
Begins: March 1997 NICOTROL NICOTINE PATCHES G120 13 293
Budget: Undisclosed RICH MAN’'S WIFE V233 13 293
Media: Cable TV ZANTAC 75 D213 13 293
Converse hopes to keep its new product ball 25  AXID AR ANTACID TAB D213 12 270
bouncing with another update of a classic BASKIN-ROBBINS V334 12 270
sneaker model, this time pegged to the shoe WINN DIXIE FOOD STORES V332 12 270
of NBA great Julius “Dr. J” Erving. 28  JC PENNEY V321 11 248
The Doctor returns to the Cons market- LITTLE CAESAR’'S V234 11 248
ing mix next spring with the Dr. J 2000, the MAYBELLINE GREAT WEAR LIPSTICK D112 1 248
follow-up product to this summer’s success- SEARS DEPT+APPL MAJOR V321 11 248
tul All-Star 2000, an update of the compa- WIZARD OF OZ VIDEO H330 11 248
ny’s trademark canvas hightop and a second 33 BURGER KING V234 10 225
| step in the ongoing creation of Converse’s EXCEDRIN EXTRA-STRENGTH TABS D211 10 225
| “Tribute” shoe line. . NINTENDO G450 10 225
| The rollout, slated for March, spins off SAAB AUTOS 9000 T113 10 225
the NBA's own 50th anniversary celebra- TRIDENT SUGARLESS GUM F211 10 225
tion, of which Erving is national TYLENOL EXTRA-STRENGTH GLTB D211 10 225
spokesman. The Dr. J 2000 will be the 39  BEEF INDUSTRY COUNCIL F153 9 203
focus of Converse’s entire spring campaign. BETTY CROCKER SWT REWARDS  F162 9 203
Converse spent just $1 million on advertis- COORS LIGHT F310 9 203
ing in the first half of 1996, per Competi- FEELING MINNESOTA V233 9 203
tive Media Reporting. LAST MAN STANDING V233 9 203
Creative, via Houston, Effler & Part- MCi+ONE SERVICE B144 9 203
ners, Boston, likely will feature vintage ‘ NINTENDO (GAME BOY POCKET SYS) G450 9 203
NBA footage of the high-flying Erving.in NISSAN AUTOS T115 9 203
spots on national cable. Also, drawing on . RED LOBSTER RESTAURANT V234 9 203
the All-Star 2000 launch, which scored with ‘ SEGA SATURN G450 9 203
retailers, Converse will seed the shoe with ULTRA SLIM FAST F123 9 203
players in local amateur hoop loops, in as 50 AMERICAN HOME D218 8 180 *
many as 10 markets, as well as with logoed
key-chains, T-shirts and caps. Triple Dot ‘

Communications, Boston, handles the
} grassroots effort. —Matthew Grimm

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 ail 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




PAGE 38

http://www.mediaweek.com

September 30, 1996 MEDIAWEEK

Media Person

‘!3»-

Gothamite@aol.com

[ L

our lifestyles, alter our perspectives and, in the most interesting cases,

wipe us out by the millions.

BY LEWIS GROSSBERGER

Bad Trendencies

ONE OF THE FUNCTIONS OF THE MEDIA IS TO
alert us to the emergence of new trends that enhance

But since there are too many media outlets reporting too many
new trends for you to cope with, it is Media Person’s vital task to read

and synthesize the most important trend reports and boil them all

down to one sparkling, incisive 834-word summary you can ingest

quickly and later use to impress strangers at dinner parties.

This week alone, 962 new trends were
sighted by media trend spotters. Of these,
Media Person has eliminated 957 as either
trivial, boring or downright nauseating. Let
us proceed to the survivors.

Adultery is very hot, very now, accord-
ing to Newsweek. But adultery has
changed. First of all, Americans now over-
whelmingly disapprove of adultery, indeed,
are outraged by it. Interestingly, this does
not stop them from
committing it.

Americans surc are  If you play your cards right, it may now actually be possible for you

a colorful bunch, aren’t
they?

The other new ele-
ment Newsweek has discovered in its inves-
tigation (And by the way, shouldn’t sex by
an underage person be called childery?) is
that adultery no longer has to be about sex.

“The essence of an affair,” says the
inevitable expert of the piece, is in “estab-
lishing a secret intimacy with someone”
and lying about it to someone else—i.e.,
one’s spouse. What this means is—if Media
Person understands it correctly—that if you
play your cards right, it would now actually
be possible for you to have all the disadvan-
tages of adultery and none of the pleasure!

Still, if you’re anything like Dick Morris,
you will want to work in some toe-sucking
somewhere during the affair and since Dick
Morris seems to have inspired the Newsweek

cover story, that is worth considering.

Of course, pegging a trend to a hot
newsmaker like Morris is a key to whether
the trend makes a newsmagazine’s cover
and an even bigger key is whether it allows
the editor to run a photo of a fabulous
babe. This may also help explain why so
many important new media trends seem to
involve sex.

Such as Esquire’s cover story this month,

to have all the disadvantages of adultery and none of the pleasure!

“The Second Coming of the Alpha Male.”
Here is a fascinating piece, which if read
four or five times, almost begins to make
sense. It seems that guys really want to be
the top dog, or always did, or do again, and
still can, sort of, if they do it in a sensitive
way. Or something like that.

Traditional male behavior, says Esquire,
nowadays puts men “painfully at odds with
the new and politically correct expecta-
tions of a gender-equal society.” This, in
Media Person’s opinion, is a very impor-
tant insight and one indication of its im-
portance is the fact that Esquire has given
it to us in every issue for the past 20 years.

We also learn that the alpha males—or
strong leader types—have strong chins and

are taller than average. You know, like
Napoleon and Bill Gates.

But Media Person’s favorite part goes
like this: “A wise old friend, a retired psy-
chiatrist, told me recently, “When men feel
adequate, you never hear them talk of mas-
culinity. It’s when they feel less than capa-
ble that you hear a lot of talk about this
thing called manhood.” This at the end of a
piece that has gibbered about masculinity
for thousands of words in a magazine that
has gibbered about masculinity for thou-
sands of issues.

But as Esquire sends us alpha mail, New
York’s alarming cover story, “When Did
Gays Get So Straight?” rips the lid off the
most scandalous, outrageous trend in the
history of the homosexual community. Ac-
cording to New York, gays are morphing
from being night life-loving, style-obsessed,
wisecracking Oscar Wildes always on the
cutting edge of culture into tedious, bour-
geois drudges like everyone else. Or, as the
inside headline puts it, “We’re here! We're
queer! Let’s Get Coffee!”

What this means to society is that if the
star of Ellen is really going to come out as
a lesbian this season, as has been reported
extensively in the press, the show will be
even more boring than
it already was.

There are two other
important trends to
report, both, regret-
tably, non-sexual. One
is that the three newsmagazines, according
to The New York Times, are all running less
and less foreign news. The other, as di-
vulged in The Wall Street Journal, is that
drinking is back. “The trend appears to be
part of a backlash against self-denial,” says
the Journal story, but for whatever reason,
now “some corporate drones view a
lunchtime glass of wine or beer as a richly
deserved perk.”

If you are asking yourself, “What do all
these seemingly disparate trends mean to
me?”, the answer is simply this: If you are
having an adulterous affair with Arnold
Schwarzenegger, feel free to take him to a
gay bar for a drink, but for heaven’s sake,
don’t bring up the situation in Bosnia.




Found in more 747 upper decks,
Liear jet cockpits, and Concorde rest rooms.
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Barron’s. How money becomes wealth:

Every week, Barron’s reaches the rich and powerful in the comfort of their own homes. Nine times a year, it
also reaches them in the privacy of their own airplane seats. Barron's readers typically take to the wing nearly
80 percent more often than other affluent adults. They're over 40 percent more likely to participate in frequent-
flyer programs. And spend over a third more on luggage. (Not a bad audience if you happen to manufacture fine
leather goods.) Making Barron’s a remarkable advertising tool: a magazine that delivers large amounts of air time.




wanted to rent rooms in a haunted
English castle, and 1 got the
information from a newsgroup called
rec.travel.Europe.” commented Jean
Markum, meeting planner.

As you can see, Usenet is truly
amazing in the range of topics discussed
in its over 20,000 newsgroups.

How did Usenet start? Academics
created it more than 15 years ago as a
forum to exchange research data. Now
newsgroups can be found discussing
almost every topic imaginable: from
computer products and problems to
Hollywood gossip, from luxury cars to
professional sports. Even child care tips.
No wonder 1t’s been called a “global
cocktail party.”

So much information is now exchanged
that one experienced user quipped, “In
sheer bulk of data, the sum total of human
knowledge is posted to Usenet every two
weeks.” Unfortunately, because of the
practical storage limits of Usenet servers,
the information was only available for a
few weeks before it “rolled off” to give
more room for recent posts.

But all that has changed. Deja News,
noted as the premiere search engine of
Usenet, archives all newsgroup postings.
The company is also starting the process
of cataloging old entries from as far back
as the early 1980’s.

Deja News, the world’s largest Usenet
archive, is not only revolutionizing the
breadth of newsgroup posts available, it
has also created a system which makes it
extremely simple to access that
information.

Just call up Deja News on the web
(www.dejanews.com) and you’ll
discover a very user-friendly search
engine. Searches can be carried out by
key word, author, or date, and almost
instantaneous results are brought up on
the screen.

Plus, Deja News is a powerful news
reader, as well, giving it a significant
advantage over the other web-based
search engines.

“It’s what makes Deja News so
popular with Usenet users,” comments
one Internet expert. “l mean, you can

reak.
the p
arch,
COomMyy
catale
the

L
arch
bre:
has a.}
extre
inforn

Ju
(ww
disco

enging |

key we S .__

nstan

the s¢
Pl

Ieau

sear
"

popula
one J
Eng

rec

ini

F
cr
for
new
alm
cOoD
Holly

profes'g

No we

cocktai’

Sc
excha
quipp
totak
User
Unfor
men
inf
W

i’ You're
. missin

half the
{ Internet if

your ads don't reach the millions of people
interacting on Usenet. Folks who are the Internet
opinion-makers on more than 20,000 topics ranging
from investment tips to camping gear.

As the premier Usenet search engine, Deja News™
offers those people easy and instant access to all
newsgroups. And with GlobalTrack™ ad placement
and tracking, Deja News provides you with the most
targeted advertising ever seen.

So, whatever your ad message, Deja News can
show it to an interested audience. In the Usenet
community- the other half of the Internet.

VERY, VERY, VERY targeted advertising.

(512)451-0433 sales@dejanews.com http://www.dejanews.com



