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Disney Toons In UPN
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MARKET
INDICATORS
National T\k Slow
Heavy spending on
the 1997-98 upfront
season and on the
Olympics has left
advertisers wih little
left to buy second-
quarter scatter.

Net Cable: Strong
Opening upfront bell
expected to ring this
week. Low dcub e-
digit increases are
expected at minimum.
Optimizers expected
to funnel mare money
into cable.

Spot TV: Robust
Spring political buys are
strong, particularly in
California, Oragon and
Washington. Stations
booked solidly m d-May
to early June. Autos,
telecom and financials
remain healthy.

Newspapers: Strong
Telecom category heats
up as Quest, the Internet
phone company, oreaks
schedule in major-mar-
ket newspapers. Finan-
cial remains strong.

Magazines: Hot
Liquor ads continue to
pour in for second and
third quartess for all
titles. Entertainment
books expec: a fourth-
quarter boost in
home-video Dages as
studios promote their
DVD software.
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AT DEADLINE

TCI Deals for Chicagoland, Sells in 4 States

Tele-Communications Inc. late last week announced it will pur-
chase Jones Intercable’s cable systems in the Chicago area, which ’
serve about 255,000 subscribers in the suburbs. The Jones systems

will be added to TCI’s already large cluster of systems in Chicago-
land. In other TCI news, the company last week sold to TW Fanch
several systems in Maryland, Ohio, Virginia and West Virginia that
serve about 147,500 subs. Those systems will join TW Fanch’s con-
centration of systems in the mid-Atlantic. Terms were not disclosed

for either deal.

Lost Finds Home at Turner

Beating the broadcast networks to the first window
of a major theatrical release, cable nets TBS and
TNT last week picked up rights to New Line Cine-
ma’s Lost in Space. Executives familiar with the
deal confirmed Turner paid between $7 million and
$9 million. The film will run on both TBS and TNT
and joins the 80-plus theatrical titles Turner has
snapped up in an effort 10 compete. Lost in Space
has grossed about $40 miltion since its release earli-
er this month. New Line, like TBS and TNT, is
owned by Time Warner.

New Publisher at USN&WR, FC

Patrick Hagerty has been named publisher of U.S.
News & World Report and Fast Company, replacing
Thomas Evans, who leaves at month’s end to
become CEO of GeoCities, an Internet company.
Most recently, Hagerty, 38, was vp and national
sales director of the two magazines. He joined
U.S. News in 1987. Also at USN&WR and FC,
Julian Lowin, formerly vp and national ad director
of the New York Daily News, will become associ-
ate publisher and director of business development
as of May .

Murdoch Buys Stake in L.A. Kings

News Corp. last Friday confirmed it has taken a

40y percent stake in the Los Angeles Kings hockey
franchise and a new downtown sports arena called
The Staples Center. As part of the deal, News Corp.
and its Fox Inc. group will gain an estimated 10 per-

cent ownership position in the Los Angeles Lakers basketball fran-
chise through an option held by the Kings. Both deals are subject
to the approval of their respective leagues. At presstime, no
amount had been disclosed. Observers said closure of the deal will
give the regional Fox Sports West | and 2 cable channels a leg up
in retaining local telecast rights to Kings and Lakers games and

| Adweek Magazines, which include Adweek,
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| keep them out of the hands of The Walt Disney Co.’s planined
ESPN regional channel.

Fahey Named Adweek Editor

Alison Fahey, executive editor/news at Adweek, has been promot-
ed to editor, effective April 27. Fahey succeeds Kevin McCor-
mack, who resigned last Monday. For the past four years, Fahey
has been overseeing the news operations of Adweek’s six weekly,
regional editions. “Kevin is going to be missed. But with Alison
running the show, everyone knows the magazine is in good

| hands,” said Sid Holt, editor-in-chief of 5

Brandweek, Mediaweek, MC
and Luxe. “’m honored to
be taking over from such an
accomplished editor and
close friend,” said Fahey, 33.

Addenda: s senior

features editor Leslie Van
Buskirk has been named
deputy editor of Hachette
Filipacchi’s Preniere. She
had been with the Wenner
Media entertainment book
for 12 years...David J. Butler, editor of the Daily
News of Los Angeles, has been named vp for news
of the Los Angeles Newspaper Group, owned by
MediaNews Group of Denver...Dawn Sibley,
chief local broadcast officer at Western Inter-
national Media, has been named executive vp/
corporate me-dia director, a new position aimed at
providing strategic direction for Western’s clients...
Jody Calendar, previously deputy executive
editor at The Asbury Park (N.1.) Press, has joined
The Record of Hackensack, N.J., as managing
editor.. Howard Appelbaum has been named
associate publisher of Billboard magazine...Sin-
clair Broadcast Group, owner of 56 TV
stations, has gained Justice Department clear-
ance to assume ownership of Fox affiliate
WSYX-TV in Columbus, Ohio.

Corrections: in te April 6 issue, an item on

Fahey takes top
Adweek edit post.

Dennis Publishing’s Suff should have noted that Keith Blan-
chard’s title at Maxim is deputy editor. Mark Golin is the editor-
in-chief. An item on Bon Appétir reported an incorrect percentage
increase in ad pages from 1997. Ad pages in BA’s May’s issue
weighed in at 127, a 67 percent increase. Newsstand magazine
sales are expected to reach 230,000.

| MEDIAWEEK (ISSN 0153-176X) is published 47 times a year. Regular issues are published weekly except the last week of July and the second and fourth weeks of August and the
last two weeks of December by ASM Communications, Inc., a subsidiary of BPI Communications Inc., 1515 Broadway. New York, NY. 10036. Subscriptions are $125 one vear: $215
two years. Canadian subscriptions $280 per year. All other foreign subscriptions are $280 (using air mail). Registered as a newspaper at the British Post Office. Periodicals postage paid
| at New York, N.Y. and additional mailing offices. Subscriber Service (1-800) 722-6658. MEDIAWEEK. 1515 Broadway. New York, NYY, 10030. Editorial: New York. (212) 536-5336;

Los Angeles, (213) 525-2270: Chicago. (312) 04-8525. Sales (212) 536-6528. Classified (1-800-7-ADWEEK). POSTMASTER: Send address changes to MEDIAWEEK. O. Box
| 1976, Danbury, CT 06813-1976. Copyrighi. 1997 ASM Communications, Inc.
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Sony Wonder Said Buying
' Suabow Animation House

Sony Wonder, the home video and audio
‘ division of Sony Corp. of America, is said
by several knowledgeable sources to be
close to completing a deal to acquire all
‘ or part of Sunbow Entertainment, a New
York-based animation production house.
“Sony Wonder has been trying to get
' into the lucrative direct-to-home children’s
business, and Sunbow would be a strong
in-house production tap for them,” said a
' senior executive at a competing animation
house. The animation executive, request-
ing anonymity, said that Sony Wonder’s
president, Ted Green, began talks this
month with Sunbow at the MIP-TV pro-
gramming convention in Cannes, France.
' Th exec estimated Sunbow’s value at
about $12 million to $13 million.
Green did not respond for comment,
‘ but a Sunbow spokesperson confirmed
that the privately held company, founded
‘ in 1978 by Joe Becal and Tom Griffin, has
been approached by “several interested
parties” about entering a “combination of
l strategic alliances” or being acquired.
With a production studio based in
Glendale, Calif., and an overseas sales divi-
‘ sion in New York, Sunbow has supplied
such former network series as The Mask
(for CBS) and The Tick (Fox), as well as
1 Littlest Pet Shop, G.1. Joe and Transformers
for syndication. Most notable among its
ongoing series is Salty’s Lighthouse, a live-
action and animated educational series
with dual-exhibition windows on Public
Broadcasting System stations and the Dis-
covery Channel; and Brothers Flub, a
series about two alien siblings charged to
deliver dangerous parcels around the uni-
verse, for Nickelodeon cable networks in
the U.S. and the UK. —Michael Freeman

| Direct-Response Ads Propel
Hot Month for Magazines

| Magazine advertising revenue in March
grew by 6.9 percent, compared to March

’ 1997, helping to fuel a robust first quarter,
according to the Publishers Information
Bureau. Ad pages for March increased by

L18 percent over the same period in 1997.
Meanwhile, first-quarter ad revenue
increased by 7.8 percent over the first

' quarter of 1997, (continued on page 6)
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‘Disney Drops Kid

Six-day, two-hour program block will move in

NETWORK TV / By Betsy Sharkey

apping months of talks with both the

WB and UPN, the Disney kids block

that for several years has been in syn-

dication is moving to the UPN net-

work six days a week. For UPN, the

deal locks up a premier kids fran-
chise through 2003.

The deal, terms of which were not dis-
closed, turned primarily on
programming and distribu-
tion, but it also had much
to do with merchandising.
Executives close to the
negotiations contend that
Disney management,
including chief executive
Michael Eisner, believed
the war for market share in
the toy world and the long-
term merchandising poten-
tial of Disney’s animated
characters was critical to
the decision to go with UPN. Had the WB won,
the fledgling net would have not only wounded
rival UPN’s ability to compete for the after-
noon kid audience but also given the parent
company another layer of protection in its abil-
ity to use its own afternoon animated shows to
help promote sales of toys and other merchan-
dise that fill its Warner-themed mall stores.
The Disney block would have been relegated to
something other than the prime afternoon 3-5
p.m. spot that Warner-produced shows would
have retained, executives close to the talks said.

At the WB, spokesman Brad Turrell insisted
that the network was not crushed by the news.
“We were not in last-minute negotiations with
Bucna Vista regarding their kids block. This was
not snatched away from us.”

The UPN-Disney pact, which came within a
breath of being signed in January only to be
derailed at the last minute, will effectively resur-
rect the Disney Afternoon with a five-day-a-
week strip that includes Kellogg as a guaranteed
advertising partner, coupled with a Sunday-
morning block of shows. Mort Marcus, president
of Disney’s Buena Vista Television unit, would
say only that “|UPN and Disney] went down dif-
ferent paths, but at the end of the day we went
back to each other. It was the best for both of
us.” He added, “This will be the first time in sev-

eral years we've been cleared in pattern and can
really compete {in the animated arena] against
Fox and the WB.”

“For us as a young struggling network to have
the opportunity to work on a continuing basis
with the premier children’s programmer has a
tremendous significance,” said Dean Valentine,
president and CEO of UPN. “We want to be a
full-service net-
work, attracting

everyone  into
this tent, and an
ongoing  kids

presence is a big
part of what this
network is going
to look like.”
Separately,
Valentine  last
week announced
UPN would add
two nights,
Thursday and Friday, to its prime-time schedule.
Affiliates and advertising buyers were quick
to praisc the deal. “Disney is a strong animation
company, and we certainly like the association,”
said Rip Riordan, COO of Clear Channel Tele-
vision, parent of six UPN-affiliated stations. “I'm
very positive on it. It’s another example of the
leadership exhibited by Dean Valentine.”

Suddenly Off-Net

SYNDICATION / By Michael Freeman

arner Bros.” rollout of its Suddenly Susan
Wsitcom into the off-network sales market

last week ushered in a new wave of busi-
ness that affects TV stations’ lineups and choic-
es through 2000. Close to a dozen sitcoms and
drama series are expected to roll out over the
next year in search of big dollars to fill stations’
thirst for recognizable programming.

In presentations made to the New York-
based station rep firms, Warner Bros. Domes-
tic Television Distribution laid out what reps
termed a “station-friendly” marketing plan for
Suddenly Susan, which currently airs on NBC.
The studio is proposing a double-run plan on
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s at UPN

September, 1999

Western  International  Media’s  senior
vp/deputy director of national television Tim
Spengler said of the deal: “1t sounds like a good
move. [ think the Disney product will be a posi-
tive for them in the afternoon.”

Among existing serics that are expected to
feed into this block are the shows that have
helped propel ABC's Saturday-morning Kids
block to No. 1, including: Disney’s Doug, Disney’s
Pepper Ani and Disney’s Hercules. The new ven-
ture will include new episodes of the existing
shows as well as new series.

The initial terms of the contract call for a
four-year run beginning with the fall 1999 sea-
son, with options to extend almost indefinitely,
according to executives close to the negotiations.
Disney will sell all the ad time and syndicate the
strip in markets without a UPN affiliate.

In the weeks since talks between UPN and
Disney broke off, UPN explored cobbling a sim-
ilar programming deal with Viacom sibling Nick-
clodeon. But the cable net could not quickly
meet the programming demand of supplying a
weekday strip of shows for UPN, said one exec-
utive involved in the talks.

“The door [to work with Disney] reopened,
and 1 said. ‘Let’s walk through that doorway
together.”™ said Valentine of restarting the talks
with Marcus. “The Disncy name with kids is
credibly powerful.” |

Touched by an Ally

‘McBeal’, Angel’ clones and remakes populate the fall pilots
NETWORK TV / By John Consoli and Betsy Sharkey

reams of the next Ally McBeal, Dhar-
ma & Greg and Dawson's Creek are
already taking shape as media buy-
ers and rep firm executives head into
the May upfront buying season more
optimistic than they have been in
years about the creative quality of the new shows
the networks are developing for the fall.

“From the clips we've seen and what we
know at this point—and it’s still carly—it looks
like the networks have taken the criticism about
the glut of marginal and me-too shows they put
on the air last fall to heart,” said one major
media buyer, who declined to speak for attribu-
tion. “There are one or two shows at cach net-
work that are very, very promising.”

CBS, NBC and ABC have each committed
to buying 13 episodes of one sitcom, according
to Marc Berman, associate director of pro-
gramming at Seftel. CBS has tapped Me &
George, starring Melanie Griffith as a preg-
nant New York City publicist divorcee who
must raise her child as a single parent. NBC
has committed to Encore, starring Nathan
Lane as a womanizing, prima donna opera
star. And ABC bought an updated Mary Tyler
Moore show in which she repriscs her Mary
Richards role. joined by co-alumnus Valerie
Harper as Rhoda Morgenstern.

Other new series getting a big buzz on the
buying side of the table arc Felicity, on The
WB, described as having an Ally McBeal-in-
college sensibility; an update of Fanrasy Island

PAGE 5

for ABC, with acclaimed movie director Barry
Sonnenfeld (Men in Black) producing; Teenage
Wasteland for Fox, a nostalgic comedy set in
the "70s, produced by Carsey-Werner; and sev-
eral animated shows, led by Dilbert on UPN.

Berman sees four trends emerging from
the pilots: “Ally McBeal clones”; remakes;
much animation; and “Touched by an Angel-
type dramas.”

Another trend likely to continue is the prac-
tice of networks taking ownership stakes in
programming. According to a report by True
North Media, NBC has an ownership interest
in 12 of the 27 shows in development, Fox has
ownership in 10 of 25, and WBin 8 of 17.

UPN, which announced plans to expand its
prime-time programming to five nights on
Thursdays beginning Oct. 8 and on Fridays
beginning Oct. 9, has 19 potential shows in
development, equally divided between come-
dies and drama. The pilots selected confirm
UPN president Dean Valentine’s stated intent
to add more balance to the netlet’s current
lineup of primarily urban sitcoms. Just Us Men
is about two twentysomething guys sharing an
apartment. John Diresta centers around a tran-
sit cop working the night shift to send his
daughter to private school. Nicki concerns a
woman who is reunited with the daughter she
gave up as a teenager. Boston Grace revolves
around two young female detectives. Legacy is
a post=Civil War drama. And Mercy Point
could be described as ER in outer space. |

starting in fall 2000 or 2001. Once the Fox
0&Os are “locked down,” as one major-mar-
ket Fox O&O general manager put it, Twenti-

and UPN affiliates, and is not trying to dictate
prime-access time periods.”
The early entry for Suddenly Susan is seen

Is Hot Again

the Brooke Shields-led sitcom starting fall
2000, where the studio retains one-and-a-half
minutes national barter time in the primary
run and three minutes in the secondary run for
each episode. Warner Bros. is offering stations
broadcast exclusivity for the first three years of
the off-network deal, after which the studio
may consider a cable window that could go to
sibling cable network Superstation TBS.

“It is a lot of barter, but this also gives sta-
tions more more wiggle room to deal with
Warner Bros. on the cash [license] fee,” said
Garnett Losak, vp/director of programming at
Blair Television. “I think that Warner Bros. is
marketing this for tertiary stations like WB

as a preemptive move by War-
ner Bros. to beat other fall
1999-2002 sitcoms to market.
A Warner representative con-
firmed the studio is schedul-
ing station pitches this week.
Twentieth Television has
put bait out for Fox’s animat-
ed King of the Hill in recent
teaser ads in the TV trade
papers. Rep firm executives
said the News Corp.-owned
syndication division is negoti-
ating with Fox TV Stations for
a deal with the 22 Fox O&Os

King of the Hill hopes to

make a splash in off-net.

FOX

eth will have 40 percent of
the country cleared and can
mount the rest of its sales
campaign.

Also entering the off-net
sales pipeline over the nex
few months are: Columbia
TriStar’s News Radio; Eye-
mark Entertainment’s Car-
oline in the City; Dream-
Works SKG’s Spin City
(with sales to be handled by
Disney’s Buena Vista Tele-
vision); and Carsey-Wern-
er's Cosby. ]
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Masters of Their Domain?

|

and ad pages climbed 1.5 percent.

Among March’s hottest categories
compared to March *97: direct-response
companies, up 20.6 percent to $19.3 mil-
lion; food and food products, up 17.2 per-
cent to $10.6 million; and cigarettes &
tobacco, up 51.3 percent to $10.5 million.
Categories showing decreases included
drugs & remedies, down by 15.5 percent
to $13.3 million; automotive, auto acces-
sories & equipment, down by 5.9 percent
to $8.9 million; and computers, office
equipment & stationery, down by 10.1
percent to $8.4 million.

Additionally, the Magazine Publish-
ers of America, through its contractor
Competitive Media Reporting, will now
report all major media spending in 57
industry-level categories, as opposed to
the old Publishers Information Bureau
system of 33 categories. The new classi-
fications will allow advertising agencies,
advertisers and publishers to compare
these numbers to those in other media,
including TV, outdoor, radio and news-
papers. —Lisa Granaistein

‘Come Hell and High Water":
N.D. Daily Earns Pulitzer

Knight Ridder’s small Grand Forks
(N.D.)) Herald (36,716 daily, 37,469 Sun-
day) won journalism’s top prize in the
public service category of this year’s
Pulitzer competition, announced April
14 at Columbia University. Under the
banner, “Come Hell and High Water,”
the paper held the readers of its city
together during a devastating flood, a
blizzard and a fire that destroyed much
of the city, including the newspaper’s
printing plant.

Bernard L. Stein, publisher and editor
of The Riverdale (N.Y.) Press, a 12,000-
circ weekly, was a repeat winner in the
editorial writing category for his opinions
on politics and other issues affecting New
York. And an editorial cartoonist with
less than a year of full-time experience at
Gannett’s Asbury Park (N.J.) Press,
Stephen Breen. won in that category.
Otherwise there were few surprises, with
some of the nation’s top companies and
two of its most publi-cized papers, The
New York Times and the Los Angeles
Times, winning five of the 14 prizes, The
New York Times (continued on page 8) in
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EW’ claims “TV Guide’ copied its synopsis on ‘Seinfeld’
’ MAGAZINES / By Lisa Granatstein

hough the final episode of Seinfeld is
‘ still weeks away, the lireworks have
already begun. TV Guide’s “Seinfeld
Forever,” a special edition hitting
stands today, has rankled the editors of
Entertainment Weekly, who claim ele-
ments of the special bear a curious resemblance
to a May 1997 EW issue on Seinfeld.
The “Seinfeld Forever” special, the
fourth large-format
issue 7V Guide has
published in its 45-
| year history, features
a photo spread on 23
of  Jerry’s ex-girl-
friends, George Cos-
tanza’s “Top 10 Lies,”
and recipes for classics
like marble rye and the
black-and-white cookie.
It also contains reviews
and ratings for 164 Sein-
feld episodes, a format
that EW managing editor
James Scymore says are
“ripped off” from the May 30, 1997, edition of
EW, “The Ultimate Seinfeld Viewer’s Guide.”
The EW issue has been nominated for a
National Magazine Award.

“Imitation may be the sincerest form of
flattery,” said Seymore, “but this time it pisses
us off. You can cross the line, and [ think this
i a bit over the line.” EW plans its own Seinfeld special, includ-

So was TV Guide inspired by EW? | ing a revised and updated episode guide, for
“Absolutely not,” said Steven Reddicliffe, 71 | May 4. Ford will be its sole sponsor. u ‘

FCC May Skip EEO Appeal

Agency fears top court could void entire affirmative action policy

|
REGULATION / By Mira Schwirtz and Alicia Mundy
espite calls from major civil rights
leaders for an appeal of a federal
court ruling that voided the Federal

Guide’s cditor-in-chief and a former TV editor
at EW. “That’s a format that’s been around for
quite some time. | don’t think Entertainment
Weckly invented the episode reviews. The next
thing you know they’ll be claiming they invent-
ed TV reviews and page numbers.”
There are similarities between the two.
I Both magazines highlight several episodes,
presenting episode titles in red and black
o || borders between each entry. Both fea-
. R tures also include the names of the

B

There are several similarities between TV Guide’'s
package (l.) and EW'’s, including the photographs. ,

show’s writers and directors, a synopsis, a
review and a grade. \

“There are certain formats that arc well |
established,” said Reddicliffe. “EW has no
unique claim on episode guides or listings any
more than it has a unique claim on colors, type
or Kramer’s hair.”

publicly deplored the decision and said he is
discussing an appeal with the Justice Depart-
ment, the agency is loath to resume a case that
some staffers believe never should have been
pursued in the first place.

“We were hit pretty hard by the court’s
decision.. .there are some here who think this is
a bad case to push if it goes to the Supreme
Court,” said an FCC lawyer who requested
anonymity. “They worry it could become the

Communications ~ Commission’s
‘ minority hiring requirements, the
agency is privately questioning
whether it should pursue a court case that it fcars
could result in the Supreme Court tossing out its

‘ entire affirmative action policy.
Although FCC chair William E. Kennard
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beat reporting, criticism and international
‘ reporting, the Los Angeles Times in break-
| ing news and feature photography. The
rest of the best: Cox’s Dayton Daily News,
national reporting; Tribune Co’s. flagship,
the Chicago Tribune, explanatory report-
ing. The Sun of Baltimore, investigative
reporting; the St. Petersburg (Fla.) Times,
feature writing; the New York Daily News,
I commentary; the Pittsburgh Post-Gazette,
spot news photography. —Dori Perrucci

With Gayle’s Demise, Is
" Martha Getting More Room?

Eyemark Entertainment, CBS’ domestic

I syndication division, has notified TV

| stations that The Gayle King Show is
ceasing production May 6 and will dis-
continue distribution Sept. 4.

‘ Despite being renewed in more than
85 percent of the country for next sea-
son (along with half-hour lead-in Martha
Stewart Living), King’s freshman talk

‘ show scored a slender 2.3 rating/8 share
average during the February sweeps.
King dropped 20 percent in share from
Stewart’s 2.9/10 lead-in average.

’ The King decision has fueled specula-
tion in the station rep community that
Martha Stewart Living could be expanded
to a full hour by January 1999. Given

‘ Stewart’s expansive commitments to pro-
ducing a print magazine and public ap-
pearances, Eyemark executives are trying
to find creative ways to expand her TV
chores. “Ramping up to an hour wouldn’t
be a major problem, and we could have
guest experts to fill in some of that time,”
said an Eyemark source, noting that the

| syndicator has built a production studio in
West Hartford, Conn., to accommodate
Stewart.

Until next January, Eyemark will offer

| repeat “best of” Stewart episodes in King’s
old syndie slots. Nonetheless, some CBS

programming executives question the wis-

‘ dom of giving Stewart a permanent hour,
since her production company maintains
control of national ad sales.

Another scenario being floated is that
| romance novelist Jackie Collins—who is
set to enter a 10-week broadcast test run
on KCBS-TV in Los Angeles and WCBS-
TV in New York—could get a shot at

‘ King’s vacated slot. An Eyemark repre-

sentative had no comment. —MF

http://www.mediaweck.com

Piscataway teacher’s case.”

In that case, a New Jersey
school board decided to settle a
controversial hiring instead of
inviting the possibility of an
anti—affirmative action ruling by
the Supreme Court.

Last week’s appellate court
decision was a blow to Kennard,
who has made industry diversity a
keynote of his chairmanship since
his ~ November  appointment.
Minority leaders, led by the Rev. Jesse Jackson,
quickly closed ranks behind the FCC, urging it
to take the battle to the Supreme Court, which
has only added to the agency’s predicament.

The agency may have anticipated the rever-
sal when it attempted to withdraw the case two
months before the decision, but the court would
not allow it. Arguing that a Lutheran church in
Missouri was operating a radio station with an
alleged religious bias because it did not rigor-
ously recruit new hires who did not share the
church’s faith, the FCC found its guidelines on
racial diversity open to attack by the court.

Stunned by the reversal of the 30-year-old
FCC program, minority journalists are con-
cerned that the removal of federal pressure

CONSOLIDATION / By John Consoli

oncentration of media ownership
has led to individual corporations
owning subsidiaries that often com-
pete with each other for advertising
and marketing dollars. News Corp.,
| however, has set up a worldwide
integrated ad sales and marketing group
designed to avoid such conflicts.

The new division, called News Corp. Onc,
is headed by senior vp Kayne Lanahan, who
will report to Jon Nesvig, president of sales for
Fox Broadcasting and executive vp of Fox
Television. The goal is to help advertisers bet-
ter reach their audience by using a combina-
| tion of News Corp.’s more than 35 businesscs,
| which include Fox Broadcasting, Twentieth

Television, Twentieth Century Fox film stu-

dio, Fox TV Stations, TV Guide, the New York
| Post, HarperCollins book publishers and sev-
| eral other media propertics.

“I think it’s a good idea,” said Ron Freder-
ick, national broadcast director for J. Walter
Thompson. “Fox’s own units have becen beat-
ing each other up, competing with each other.

The FCC’s Kennard is
weighing whether to appeal.

on broadcasters may
encourage a precipitous
decline of minorities in
broadcasting.

“We're going to do
what we have always
done, which is encour-
age minority recruit-
ment and hiring, but
well have to see what
happens next,” said
Vanessa Williams, pres-
ident of the National Association of Black
Journalists.

Meanwhile, network executives said
aggressive  minority hiring policies would
remain in place because their business
depends on reflecting their diverse audiences.
But groups representing minority journalists
said market forces could turn broadcasters
back to the the pre-regulation definition of a
white-dominated mainstream.

“I'would be afraid to leave it up to the mar-
ket because the communities that they will go
after will be the white-dominated suburbs, so
they may not represent inner-city minorities,”
said Ben Seto, president of the Asian Ameri-
can Journalists Association. |

Rep Firm for a Monolith

News Corp. sets up companywide sales and marketing group

There’s been an assumption from a buyer’s
point of view that if you buy a number of com-
ponents, you'll get a discount. But which com-
ponent will give the discount? This new con-
cept creates a point person to deal with and
creates synergy within the company.”

News Corp. One reports to Nesvig because
News Corp. officials believe the network dri-
ves all its other distribution assets, a company
official said. Fox has matured to a point where
it is competing effectively in several audience
demographic areas and has a high visibility,
the official said. “The network is being used
as a drawing card,” he added.

Lanahan possesses both agency and client
company experience. She was media director
at Omnicom’s Merkley, Newman, Harty. She
spent five years as director of North America
media at Coca Cola, where she managed all
cntertainment and sports broadcast negotia-
tions, media promotions, and the 1994 and
1996 Olympics. Lanahan began her career at J.
Walter Thompson in Chicago, where she spent
10 years in media planning. »
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The 11.8-Hour Daily Diet

Survey Media consumption is up, but TV viewing pliummets

MEDIA RESEARCH / By John Consoli

n a period in which the American adult is

slecping less and consuming media more,

daily television viewing among U.S. adults

declined by 18 percent since 1995, accord-

ing to a study on media consumption by

Fairfield Research Inc. of Lincoln, Neb.

| At the same time, the hours spent using interac-
tive media products each day have doubled.

Fairfield interviewed 1.000 adults by tele-

phone and tound them spending 13 percent

more time with all media than they did in

1995 and that TV and newspapers are the

by American adults. TV, both broadcast and
cable, accounts for 31 percent of the total
media consumed by adults each day, according
to the Fairfield study.

And while adults are using the computer
more, this increase is not solely the result of
them reading more online. It is a result of
them playing more computer games. “On
average, in any given day, 10 percent of U. S
adults play video games on a game system,”
said Fairtield CEO Gary Gabelhouse. “Con-
ventional wisdom would suggest that we, as a

only media that declined in ; society, are moving away
daily usage. But while time The sheer volume of from reading books, maga-
spent reading a newspaper is . zines and newspupers to view-
down slightly, according te the media consumed by the ing or printing out and read-
study, the time adults spend . . ing what’s on our computer
with books and magazines is dverage American is screen. This is not true.
up. And time spent with busi- . ., Americans are reading more
" ness-focused  trade  publica-  Staggenng and growmng.  than they have before.”
tions and newsletters is up The average American

dramatically.

“With the stock market booming, there
have been a lot of people reading more finan-
cially related newsletters.” said Ted Lannan,

Fairfield president. Likewise, the economy has |

spawned record employment, which has in turn
helped boost readership of (rade muagazines.

Other categorics in which adults are spending |

more time include movies and prerecorded
media (videos and music).

One positive for TV in the study is that
while traditional TV vicwing behavior is erod-
ing, TV is still the predominate medium used

adult, according to the study, spends 3.7 hours
a day watching TV, down from 4.5 hours in
1995. Time spent listening to radio is 2.2
hours per day, compared to 2.1 in 1995. Time
spent reading newspapers, magazines or other
print products is 2.3 hours a day, compared to
1.9 in 1995, Average daily time spent watching
movies or prerecorded video is 1.6 hours com-
pared to (1.9 hours in 1995. And time spent
each day using interactive products is two
hours, compared to one hour in 1995.

Overall. adults spend 11.8 hours consum-
ing media each day, compared to 10.4 hours in

CABLE TV

Raintow Media 1ast weck launched the
first local news channel to cover the
Bronx borough of New York City. The
latest local news programming effort by
Raintow and its parent company Cable-
vision, News 12 The Bronx will be avail-
able to Cablevision subscribers later this
spring. Roberto F. E. Soto, a 20-year vet-
eran of television news, will oversee oper-
ations and a 40-member staff. The new
chanrel has teamed up with EI Diario/La
Prensa, New York’s largest Spanish-lan-
guage daily newspaper, to better cover the
Bronz’s large Hispanic community. The
network will eventually produce in-depth
Spansh-language news programming.
News 12 The Bronx will rely on the re-
sourczs of the News 12 operations, which
launcned its first all-news channel in
Long Island in 1986 and now operates 24-
hour local news networks in Westchester
Courty, N.Y., Connecticut and northern
New Jersey. Advertising sales for News 12
The Bronx will be handled by Rainbow
Advertising Sales Corporation (RASCO).

Disney Channel spinoff Toon Disney last
week picked up its second satellite car-
riage agreement, signing a deal with
DirecTV. The all-animation network,
originally created as a digital cable chan-
nel,  as already been picked up by Mar-
cus Cable, which will launch the service to
1 million subscribers, and by the EchoStar
DBS service. DirecTV, which has about
3.5 million subscribers, is now Toon
Disney’s largest affiliate. —Jim Cooper
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l NETWORK TV

UPN's The Love Boat: Tie Next Wave.
which premiered April 13, drew strong

‘ ratings for a debut show on a netlet,
pulling in a respectable 8.5/13 in the over-

night ratings and a 4.7/8 in the nationals.

UPN is hoping that Love Boat is the show

| that “launches” the network in prime
time. The new show had been massively
promoted, much like the CBS mid-season
replacement show, The Closes; and like
The Closer; premiered strongly. What
must also be remembered, however, is
that Love Boat, like The Closer, was
panned by most TV critics. And The

| Closer has been losing audience since its

. debut. The big question now: will first
night viewers return this week?

CBS exccutive vp of research David
Poltrack defended the proliferation of TV
newsmagazines, which cost the networks

{ less to produce than the higher budget sit-
com and drama programming. Speaking
at the Association of National Advertisers
forum recently, Poltrack came out strong-
ly in defense of newsmags, not only on his
own network. “60 Minwes and Dateline
are high-quality information programs
that are consistently among the top 30
each week,” noted Poltrack. “Who's to say
that because they are cheaper to produce
that they are not of high quality?” NBC
TV Network president Neil Braun agreed,
adding that the Peacock network will be
looking to do more “reality program-
ming” in the vein of Dateline.

J. Walter Thompson senior vp of media
research director David Marans told the
ANA audience he’d like to see Nielsen
Media Research provide advertisers with
data concerning TV viewing patterns.
Marans suggested that Nielsen ask its
sample homes questions such as: Do they
own a personal computer? What movies
have they attended? What long distance
| carrier do they use? Have they purchased
a car recently and if so, what make and
model? Marans, long an outspoken critic
of Nielsen’s measurement abilities, said if
Nielsen does not provide the type of
| research that advertisers need. each
| advertiser should set asicle 1 percent of its
[ total ad budget. This, he said, could yield
@ pool of about $300 million, which could
then be used to get the appropriate
research. —John Consoli

| lo. TV Land will also debut its

hitp://www.mediaweek.com

1995. That amounts to 69 percent of the aver-
age American’s waking hours, according to
the study. Gabelhouse said it is important to
realize that people can and do consume more
than one media source at the same time. For
example, working on the computer while lis-
tening to « CD or to the radio.

“Regardless,” Gabelhouse said, “the sheer
volume of media products and messages con-
sumed by the average American adult is stag-
gering and growing.’

The Fairfield study interviewed a stratified
random sample, projectable to a cross section

of the national population. It has a margin of
error of plus or minus 4 percent.

A separate study by Scarborough Research
Corp., commissioned by the Newspaper Asso-
ciation of America, shows TV losing viewers
and newspapers gaining readers but it does not
address the time adults spend with each medi-
um cach day.

The Scarborough study shows that prime-
time TV audiences declined 3 percent from
1996 to 1997 in the Top 50 markets, while
overall newspaper circulation in those markets
| increased by 700,000. |

Cable’s Bunker Mentality

IV Land gets classic All In the Family’ and keeps growing

PROGRAMMING / By Jim Cooper

oy the way Glenn Miller played...”

TV fans will recognize the first few

words from the intro to Norman

Lear’s classic A/l in The Family, and

Larry Jones, TV Land’s gm, is hop-

ing they’ll turn to his network to hear

Edith Bunker’s nasally refrain when the show
debuts on basic cable Oct. 12.

After two years of fighting

for ratings and distribution

growth it is now enjoying, MTV

Networks® Nick at Nite spin off

this spring will begin its most

aggressive acquisition push  to

date. In addition to Al in the

Family, which was was sold by

Columbia TriStar TV, TV Land

is also picking up Adam 12, San-

ford and Son, Dragnei, Marcus

Welhy, M.D. and Abbout & Cosiel-

never-televised Rat Pack special
tonight of the only taped live per-
formance and of Frank Sinatra,
Dean Martin, Sammy Davis Jr.
and host Johnny Carson at a fund-raising event
in St. Louis in 1965. The performance has
caused enough buzz that some cable operators
have added the network because of the special.
Time Warner Cable in New York, which only
offers TV Land in a handful of homes, will run
the special tonight on a pay-per-view channel.
And in May as a tribute/stunt to the last
episode of Seinfeld, the network will shut down
for an hour during the show’s linale.

The acquisitions, the special and the Sein-
feld stunt are the first major moves [rom Jones
and Diana Robina, the network’s associate gm,
since Rich Cronin, longtime TV Land leader,

Those were the days: A/l in
the Family joins TV Land.

left under a cloud of legal wrangling to become
| president of Fox Family Channel. Jones, a 10-
| year MTV Nets veteran, said stepping into
Cronin’s job wasn’t easy. but that the transition
was quick and that he and Robina have worked
hard over the past six months to bring TV Land
out of Nickelodeon's shadow. “We're trving to

stand alone,” said Jones.
TV Land’s distribu-
tion has grown solidly,
adding I mitlion Comcast
subscribers last month to
push the 30 million sub
mark. “It’s a good deal

this old stuft,” said Linda
Stuchell, vp of program-
ming, Harron Communi-
cations, who says her sys-
tems often get requests to
carry the channel.

TV Land’s total day
rating of .5 and prime-
time average of .8 leads

its pecr networks such as the History Channel,
HGTV, Animal Planet and Fox News Channel.
‘ Hogan's Heroes remains the net’s highest rated

TV LAND/PARAMOUNT

show, nabbing numbers as high as 2.0.
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create a network that will

and a lot of people love |

The service is starting to accept ads, signing |

deals with Kellogg, Chrysler and the Subway
‘ fast-food chain. “They pull that boomer demo

and they've done a good job a packaging the
network just like Nickelodeon,” said one media
buyer who asked not to be named.

TV Land’s deal for A/l Ii the Family, which
last ran nationally on CBS, is cable- and super-
station- exclusive. The show’s 210 episodes will
run on TV Land until 2001. |
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Towers as Cash Magnets

| OmniAmerica sees the potential in buying Arch Communications

ACQUISITIONS / By Michael Freeman

mniAmerica Inc. has agreed to |

acquire Arch Communications’

towers and site management busi-

ness for $38 million, with backing ‘

from Dallas-based investor Hicks,

Muse, Tate & Furst. The deal is yet
another development in the rapid consolidation
of the tower-building business as the era of dig- |
ital broadcasting dawns.

The deal has West Palm Beach, Fla.—based
OmniAmerica taking control of Arch’s towers
at 134 sites in 22 states, making OmniAmerica
one of the nation’s foremost erector/operators of
digital and analog broadcast towers.

The deal is expected to close by June 30. It
comes on the heels of a proposed $230 million
merger last February with Specialty Telecon-
structors Inc., a Cedar Crest, N.M., site devel-
oper and builder of wireless communications
towers, antennas and other electronic compo-
nents. “Upon completion of our pending
merger with Specialty Teleconstructors,” said
OmniAmerica president and CEO Carl E.

Hirsch, “we will not only have a large and
rapidly growing base of tower assets but also be
a one-stop-shop, full-service turnkey provider
of tower-related services from network plan-
ning to site acquisition to build-to-suit for wire-
less carriers and broadcasters.”

Besides deriving broadcast-related revenue,
towers are cash magnets in serving wireless
paging, cellular phone and PCS services as
well. Demand for new towers is expected to be
particularly driven by TV station owners who
face varying deadlines (through 2006) from the
Federal Communications Commission to con-
vert from analog to digital broadcasting.

Corporate consolidation in the industry
led to the spinoff of American Tower Sys-
tems by parent American Radio Systems,
which was acquired by CBS Inc. in Septem-
ber 1997. American Tower Systems, an
operator of more than 1,600 tower sites
nationally, played a major part in ARS’
110.2 percent surge in sales to $374.1 million
in 1997. |

Heaven Finds Place on Earth

WB family drama draws viewers, advertisers in its second season

NETWORK TV / By Betsy Sharkey

hen the family drama The Wal-
tons premiered in 1972, it was
facing two solid hits, The Flip
Wilson Show and The Mod
Squad. Most of the television
industry didn’t
give it 13 weeks. It lasted nine
years and spawned a dozen simi-
lar shows.

In the cyclical world of tele-
vision, that may yet be the long-
term legacy of the WB's 7k
Heaven, the only contemporary
family drama around. With its
Norman Rockwell nuclear fam-
ily—the Camdens consist of
mom, dad, five kids and a dog
named Happy—it has become
in its second season one of TV’s
sleeper success stories, with the
kind of texture, tone and solid
ratings that satisfy mainstream
advertisers.

7th’s Stephen Collins,
Beverlyey Mitchell

“It’s a nice, feel-good drama, people watch it
and it plays beautifully at 8,” said Marc
Berman, Seltel’s associate director of program-
ming, of the Monday night show. “It’s a realistic
teen-oriented drama, and it’s got family values.”

Last summer, when the
WB played the Aaron Spel-
ling drama heavily hoping to
help nurture an audience, it
became the fastest growing
prime-time series and its
demographics began shifting
as more teens began tuning in.
“In the beginning because of
its stories, the morality, the
moms that we were attracting,
we sold it as classic packaged
goods and got a lot of those
companies—Kraft, P&G,
Colgate, Johnson & Johnson,”
said Jed Petrick, senior vp of
media sales at WB. “But then
the producers started focusing

DANNY FELD'WB
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on the teenage stars, and when NBC canceled
its teen movics, we watched the teen numbers
rise. Now it’s doing gangbuster teen ratings.”
Ratings, according to Nielsen Media
Research, have risen across the country.
Advertisers have been surprised to find 7
Heaven is not just a heartdand show. Consider
the February sweeps, where New York showed
a 53 percent gain versus a year ago, posting a
7.3 rating/10 share; St. Louis was up 26 percent,
with an 8.6/13; Dallas, with a 10.1/14 was up 23
percent; and L.A., where the show was an carly
success, posted an 8.6/12, up Y percent. Among
teens, it’s up 140 percent. The ratings increases
and growing teen numbers has caused some
advertisers to shift products advertised in the
| show. J&J, lor instance, switched from selling
| soap to acne medicine. Pizza and movie com-
panies have come on board, as has Nike.
Though Stephen Collins, who plays the

hitpy//www.mediaweck.com

dad, is a minister by trade, the show takes a
much lighter hand with morality and religion
than the CBS Sunday hit, Touched by an Angel.
Teen and family issues are much more 7/
Heaveir’s central core. The premise, explained
show creator and executive producer Brenda
Hampton, is to create the kind of morality
plays that were on Leave It to Beaver or the
Andy Griffith Show. “This was more a ‘What if
there was a family in America that was tunc-
tional and the family members loved and
respected each other?,” said Hampton, who
was a supervising producer on Mad About You.
“I'wasn't trying to fill some void in the market—
I pitched this show based on the characters.”
Hampton’s vision, it seems, ended up filling
a void. “With 7th Heaven,” said WB’s Jamie
Kellner, “we are creating a comtfortable place
where a family can sit down together and
watch television.” |

Discovery Erects Roadhlock

With more viewers abouard, strategy is to sell across its 5 nets

‘ CABLE TV / By Jim Cooper

aking its new “mega brand” strategy

to market last week, Discovery Com-

munications unveiled its new pro-

| gramming for its four core services.

Discovery has five cable networks to

sell: Discovery Channel (which Niel-

sen Media Research says reaches 73 million

I subscribers); The Learning Channel (65 mil-

lion); Animal Planet (40 million); Travel Chan-

nel (19 million), whose image and program-

] ming are being refitted,

and BBC America, which
launched March 29.

“We can now call our-
selves o true  mega
brand,” said Jonathan
Rogers, president, Dis-
covery Networks. The
compuny will harness that
strength by selling adver-
tisers into programming
blocks that cut across all
four services, said Bill
McGowan, senior  vp,
advertising sales for Discovery Networks. For

example, science or adventure-related shows |

on all Discovery’s scrvices can be bought at
one time. Advertisers will also be able to buy
roadblocks of ad time, in which their spots will
| appear at the same time on the services. Media
buyers said the strategy will only work once
| Animal Planet and Travel Channel grow their

Discovery will fund the Lost War-
riors of the Clouds expedition.

distribution and improve programming.
Discovery Channel’s 1998-99 schedule—90
percent original—includes four major docu-
mentaries under the “Expedition Adventure”
tag. The network will fund and film four nev-
er-before-attempted  expeditions  including
Cleopatra’s Palace which uncovers the sub-

merged Egyptian relic, and Lost Warriors of

the Clouds, the story of 200 well-preserved
mummies in the Peruvian rainforest. The
Learning Channel will
debut “Adrenaline Rush
Hour,” an 8-9 p.m. block
targeting younger audi-
ences in hopes of continu-
ing to boost the network’s
prime-time ratings, which
have grown 13 percent
year-to-date.  Travel is
adding 250 hours of new
programming.  Travel’s
senior vp/gm Jay Feldman
said that since Discovery
acquired the network, its
delivery of adults 25-54 is up 60 percent.
Another positive: McGowan expects basic
cable to plunder another 3500 million from
’ the broadcast nets, generating $2.8 billion or
25 percent more than last year. That’s conser-
vative compared to Turner Broadcasting Sales
predictions that cable will take away $1.5 bil-
lion from the broadcast nets. |
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SAN ANTONIO

TV STATIONS/CABLE TV
Michael Freeman

SAN ANTONIO/TV STATIONS

NEWSPAPERSINEW MEDIA
Dori Perrucci

Alamo City a La Mode Via Sinclair

*SINCLAIR BROADCAST GROUP SFT A BOLD
precedent a few years back when it utilized an
existing news operation at one Baltimore sta-

tion to produce a newscast for another. Now
another chapter is being added in San Anto-
nio. There, Sinclair’s Fox affiliate, KABB-TYV,

is producing a 5:30-6 p.m. newscast for WB
affil KRRT-TV—without clashing with fed- -

eral duopoly rules.
“It wasn't very difficult... We just took the

model from Baltimore and applied it here,”

said KABB vp/general manager Michael

new presence in the community through

cross-promotion between the two stations,

which we feel brings a new set of dynamics to
the advertising community as well.”

In the Alamo City’s five-station market,

KRRT had little to lose in taking on the
likes of Big Three network anchormen Dan

Rather, Peter Jennings and Tom Brokaw -

within the time period. With no local com-
petition in the 5:30-6 slot, KRRT’s first-time

newscasts have recently averaged a 2.8 rat-

ing/5 share (NSI, March/April), which is a |
share point (or 25 percent) increase over the

time period’s 4 share averaged with Para- .

mount’s Hard Copy (a 2.4/4) last February.

The jury is still out, however, on local
and national advertising support. Onc cxec :

at a Dallas-based station rep firm said Sin-
clair’s switching of KRRT’s affiliate stripes
from UPN to WB last January still has “not

clarified viewing patterns enough to suggest
that KRRT can command higher unit rates

for news than with [syndicated] sitcoms or
newsmagazines.”
Countered Granados: “The size of scale

we offer together gives advertisers an oppor-

tunity to buy into a daypart that was not pre-
viously available to them locally.”

In San Antonio and elsewhere, Sinclair is
exhibiting increased clout as a major station-

group owner. It has 56 television stations and

operates more than one under local market-
ing agreements in 29 of those markets.

But  Baltimore-based Sinclair doesn’t
appear to be flouting the law in San Antonio,
said Toni Bell, president of Media Rare in
San Antonio. She said that Sinclair has
“gone to great lengths™ to maintain indepen-
dent sales staffs and “treat each other dis-
tinctly different™ in terms of operations at

Granados. “It’s a way for us to gain a stronger : KABB and KRRT.

*PHILADELPHIA

RADIO
Mira Schwirtz

Bell acknowledges that Sinclair  has

- gained a “stronger presence” in the market,

though she doesn’t believe that Sinclair "as
newfound leverage. “There is no foreed
packaging and they are smart on their part
not 1o leverage their way into the market
like that,” she added. —MF

SAN ANTONIO/RADIO
2 Groups Put Buyers
In a Double-Digit Fidget

¢ Cox COMMUNICATIONS INC. AND CLFAR
Channel Radio’s consolidation of San Anto-

- nio's radio market has left ad buyers nervous

SCARBOROUGH MEDIA PROFILE: SAN ANTONIO

How San Antonio adult consumers compare txthose in the country’s top 50 markets

Top 50 Chicago Chicago
Markets Market % Market Index
{100=average)
MEDIA USAGE
Read any daily newspaper—awverage issue 58.7 46.6 79
Read any Sunday newspaper—average issue 68.5 70.7 103
Total radio average morning drive M-F 25.4 26.8 105
Total radio average evening drive M-F 18.2 183 101
Watched ABE past 7 days 35.2 29.7 84
Watched CNN past 7 days 379 38.3 101
Watched ESPN past 7 days 322 26.5 82
Watched Lifetime past 7 days 24.8 21.3 86
Watched MTV past 7 days 16.4 13.9 85
Watched Nickelodeon past 7 days 16.9 21.8 129
Watched The Weather Channel past 7 days  37.3 38.9 104
DEMOGRAPHICS
Age 18-34 33.8 339 100
Age 35-54 40.0 38.8 97
Age 55+ 27.9 273 98
Hispanic Origin/Descent 1.2 47.6 426
HOME TECHNOLOGY
Connected to cable 69.8 67.9 97
Connected to satellite/microwave dish 6.0 8.7 145

Source: 1997 Scarborough Resessch—Top 50 Market Report
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that the corporations’ dominance could push

rates, already at a market-driven high,

jumped 8 percent to 10} percent this quarter

and, in some cases, up to 15 percent—almost
three times buyers’ projections. Consequent-

ly, the normally celebrated circumstance of a

healthy economy in one of the nation’s tight-

est radio markets has made many buyers anx-

the radio giants’ grip on the market has them
equally alert for any artificial increase.
“Radio has gone up in the last five years,

but this is the highest I've seen,” said veter-

an buyer Feliz Morin, media director for
local advertising firm Joppie,

nel’s| presence has something to do with it.”
Both Clear Channel, which controls five

stations (18 percent market share), and Cox, :

owner of eight stations for 33 percent mar-
ket share), deny upping their rates oppor-

rate hikes. “There’s no master plan to move
the stations through the roof, from a rates

and KKYX-AM and jazz outlet KCJZ-FM.

“Qur goal is to put radio stations together

that can make things happen, synergistically,
for the customer.”

In fact, both companies said, their major

presence gives buyers packaging possibilities

or even eight stations for a single message.

her t buy a rotation schedule at all of their
stations instead.
A Clear Channel executive, defending his

books,” said Bob Cohen, vp/gm of Clear
Channel. —MS$

SAN ANTONIO/NEWSPAPERS
After Folding the Light,
Express-llews Sees It

the San Antonio Express-News. Ernesto Anci-

ra was so enraged when the daily announced :

higher rates in 1993 that he pulled his car deal-
erships’ advertising, going to TV instead. Anci-

Belken, :
Arters. “I think their [Cox and Clear Chan- :

¢ local edition debuts tar-
because they have the ability to link two, five
¢ growing northside.

That’s another problem, said Morin. Her
attempt to negotiate lower prices for targeted
dayparts with the prerogative of choosing sta-
tions that best represented her client ended
with both Cox and Clear Channel requiring

. Primetime bought the
i Metrocom Herald, the
company’s practices, said buyers have anoth-
er option. “If buyers say they are seeing rates
increase and they don’t want to pay those
rates, well, they can vote with their check- !

1
¢ Primetime Inc. In 1991, | 38

ra, like many other advertisers, opted out
its new parent company, Hearst Newspapers,

only competitor, the San Antonio Light.

about-face in rate and attitude adjustment, said

didn’t realize that it was doing a poor job in the

targeting small and midsized advertisers. Addi-

“one-stop-shopping effort,” said Edward K.

Prisco, the paper’s senior vp for sales, market-
- ing and new media. So far, about 140 advertis-
- the deaths, both Newsweek and Life had pro-
- filed them as America’s most bereaved par-

ers have signed on. In January, the paper added

¢ EZ Shopper to target neighborhood and strip-

mall advertisers, followed by online Yellow
Pages. Next month, a

geted to San Antonio’s | I

But the move to
attract local retailers
puts the Express-News
clearly on turf previ-
ously mapped out by

eniy,

first of four home-
delivered community
papers  that reach

. PHILADELPHIA/MAGAZINES
Dead Bahies Exposé

* THE LAST OF THE MAJOR HOLDOUTS IS BACK IN
Reopens 30-Year Case
* PHILADELPHIA MAGAZINE ROLLED THE DICE
~ this month, offering up two cover versions of
* its April issue for the first time in its 90-year

’ REAL ESTATE "98: Your Droam House Is Going Fast! |
Kobe, The Man « The Nukes Next Door » Spring Fashion

10 DEAD BABIES:
Medical Mystery
...or Murder? '

In Sze 1960w, Vhis locsl csuple Vesmme

. o
Sow & Fhiladelphia iagasise Lovestigation
Tovesly the denths were indeed Sragic, Bud

|
|
230,000 readers. The |~ owas A
. papers expect to earn
 about $8 million in ad
* revenue this year, said Bob Jones, the compa-
ny’s chief operating officer. —DP

Possibly not a “tough sell.”

- history. Readers buying the city monthly off
. rather than advertise in the Express-News after -
through the roof. Buyers say rates have :

newsstands were handed a copy featuring the

* magazine’s annual real estate roundup. Sub-
bought the daily and within months closed its '

scribers, however, saw something dramatically

different. Instead of the service cover, the one
: Last summer, though, Ancira returned :
© with his Dodge, Chevrolet and other inserts.
And he’s gone ROP as well this year. Appar-
- ently what brought him back was a dramatic
ious for scanty space. Moreover, buyers said,

in their hands screamed: “10 DEAD
BABIES: Was It Murder?” The story has
made national headlines and has led police to
reopen the 30-year-old case blamed on serial

© Sudden Infant Death Syndrome.
¢ Rosa Carnot, the Express-News’ advertising -
- director. She said the newspaper had failed to -
gauge advertiser resistance to higher rates and -

“If you're putting something other than ser-
vice pieces on covers,” Philadelphia editor-in-
chief Eliot Kaplan said, “you’re doing it at your

© own peril, as far as the newsstand goes.” And
- growing Hispanic market. Despite the fact that
nearly half of San Antonio’s population is
Spanish-speaking, she said,“we haven’t really
- had a concentrated effort in the past to reach
¢ the [Hispanic] market.” :
No more. As part of an aggressive effort to
i generate more revenue, the Express-News (circ
¢ 216,232 daily; 371,831 Sunday) last year began
tunistically, saying market demand dictates -

10 dead babies, he added, “is a tough sell at the
grocery store—a great story, but it’s probably
not a great cover.”

Sowhy bother with dueling covers? Though
the Philadelphia-based Metrocorp magazine
(136,494-circ) offers a heavy dose of service, it
also prides itself on a tradition of serious jour-
nalism. Kaplan wanted to send a signal to read-

. ers that this was still the case.
. tionally, online services now offer “everything
¢ from design to hosting their Web pages” in a
standpoint,” said Ben Reed, vp and general
manager at Cox country stations KCYY-FM

For six months, senior writer Stephen
Fried investigated the decades-old mystery of
a Philadelphia couple, Marie and Arthur
Noe, whose 10 babies all died, eight at home
under murky circumstances. At the time of

ents. Fried, however, found hundreds of
“lost™ documents and tracked
down key investigators, pathol-
ogists, doctors and nurses who
believed the Noes were to
blame. The 13,000-word story
also contains interviews with
| the Noes, who denied any
wrongdoing. The case was nev-
er prosecuted in 1968, after
the 10th child’s death, because
the police did not have access
to all the documents.

But earlier this month, the
Philadelphia district attorney’s
office reopened the case and
The Philadelphia Daily News
quoted police sources, who
said Marie Noe had confessed.
“I thought we had some ‘holy s---" aspect to

¢ it,” Kaplan said, “because it is the last of the
- great unsolved serial SIDS cases.” However,

the Noes’ lawyer disputes this claim and

their culpability.

“If hindsight is 20/2(0), with all the publicity

~ we've been getting,” Lipson said, “1 would have
¢ put it on all the magazines.” Still, the magazine

expects an estimated 70 percent newsstand
sell-through. “But you never know,” he added.
“We've got 1o evaluate [this experiment] when
all is said and done.” —Lisa Granatstein
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- If your media plen doesn't include newspapers, the

answer to the above questjon is a very big yes! the benefits of newspapers and the ability to tap into the

Newspapers not only reach the audience you want, they knowledge and expertise of one of the newspaper indus-
reach that audience with incredible impact and immedia- = try’s most experienced sales team, to provide you research
cy. Even a small space ad has amazing stopping power and-planning tools, better rates and unexcelled service.
when it's the only color on a‘page. That means NNN delivers newspapers to ydu and
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you don't have to use a big chunk-of your ]\ newspapers deliver for'you. For more infor
media budget to get the results you want. | mation call Nick Cannistraro, Jr,, President, at

= . NEWSPAPEA NATIONAL NETWORK - .
And, NNN makes buying newspapers a snap. .J_;_l LL\. (212) 856-6390 or any of our offices.

.~ :Nobody delivers the paper like we do.
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Shelter hooks

- have identified a
growth area in
hoomers’ desire
to heautify
their hackyards

The New American Styk-
4 looks you'll ove .5

Magazines

By Lisa Granatstein

Judy and Pat M4y made the
h r'iv»t:icsy love their stock-in-trade
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Well-dressed gardeners: A spread in Meigher’s Garden Design

hiip://www.mediaweek.com

THE MUEPHTS STAND
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Not Quite Back to Nature

n the booming category of shelter titles, a hybrid niche is taking

root. Home-decor magazines are branching out, looking no fur-

ther than their own backyards to lure a choice crop of readers

(okay, so I couldn’t resist). With a healthy economy and an

increasing number of affluent boomers buying homes, gardening and

landscaping have become a whopping $26 billion business, according

to the National Gardening Association. ¢ Several magazines—Elle

Decor, Condé Nast House & Garden, Garden Design, Beiter Homes

and Gardens, to name a few—have tapped into this trend.

“If youre a home-decorating
book and you don’t address garden-
ing now, you’re missing an oppor-
tunity, whereas four years ago, I
don’t think that was the case,” says
Elle Decor editor-in-chief Marian
McEvoy. The Hachette Filipacchi
title began expanding its backyard
coverage beyond Dean Riddle’s
regular column after featuring
three garden spreads in its April
issue. “We tested the waters,”
McEvoy says, “and we got very
good feedback.”

But the shelter book that’s been

scoring serious buzz these days is
Meigher Communications’ Gurden
Design, a title that focuses on home,
garden, entertainment and travel,
and one that has turned the catego-
ry on its head. With its oversized
trim and lavish floral photos, the 4-
year-old  book, which publishes
eight times a year, is showing
impressive  numbers:  circulation
was up by 19.3 percent 0 328,120
in the last six months of 1997, and
last year ad pages rose by 19.1 per-
cent to 423, according to the Pub-
lishers Information Bureau. “Adver-

April 20, 1998 MEDIAWEEK

tisers are not buying the magazine
to reach gardeners,” notes GD
publisher Robert Gregory. “They
are buying it to reach affluent
homeowners.” The title carries
endemic advertising such as lawn
furniture and garden equipment
but prides itself on its wide range of
advertisers, which includes Acura,
Godiva Liqueur and Montblanc.

“Gardening is almost a spiritual
thing where people find true relax-
ation,” chairman and CEO Christo-
pher Meigher adds. “Advertisers are
finding it really hard to reach these
high-end, cducated people, so if
they can reach them where their
hearts are, it’s a much more favor-
able environment.”

Meanwhile, Condé Nast House &
Garden, which is typically more
house than garden, is experiencing a
sort of renaissance. Relaunched in
September 1996 after a disastrous
marriage with Architectiral  Digest
(“remember New Coke?” says pub-
lisher David Carey), the monthly is
well on its way to solid ground once
again. Paid circulation in the second
half of last year was 521,116, accord-
ing ABGC; in February, H&G’s rate
base rose from 450,000 to 550,000,
and it is expected to rise to 650,000
next year. “A bunch of publishers did
super  vertical magazines,” Carey
says, but they did not catch on. “It
was easy to come back and reclaim
our position,” says Carey. H&G tar-
gets an affluent readership with its
artfully displayed layout. This year
the monthly has doubled its garden
coverage in the feature well and
added a column in the front of the
book dubbed “The 20-Minute Gar-
dener.” And in March, //&G had a
special  garden  issue.  “We've
increased the amount of gardening
in the magazine,” Carey qualifies.
“But readers and advertisers still
want the ‘house’ first and foremost.”

Since H&G’s relaunch, advertis-
ers have returned to the fold in
droves. PIB reports H&G’s  ads
rebounded by 52.1 percent last ycar
(in part because the comparison was
made to only four issues in 1996) to
753 pages, including schedules from
Tommy Hilfiger, Chanel, TagHeuer



M!:DIAWFEK April "(i 19%

http://www.mediaweek.com

PAGE 23

and Nautica/Home.

Another home-decor book that
has elements of garden design is
Hearst’s House Beautiful, a 100-
year-old-plus interior design and
architecture title that includes “In
the Garden,” a regular section that
tooks at tush landscapes, gardens,
and floral festivals as well as
monthly features on landscape
decoration and design. Gruner &
Jahr's bimonthly American Homie-
style & Gardening also chimes in
with a heavy dose of fauna.

Another long-established, mass-
market book that was clued in long
before the backyard boom is the
76-year-old monthly, Better Homes
and Gardens, Meredith Corp.’s
flagship title. BHG held steady
with a 7.6 million circ for the sec-
ond half of 1997, and ad pages
were up last year by 6.4 percent to
1,925, according to PIB.

“Not many people will lavish
care on their house and then sit
there with crabgrass in their yard,”
says Meredith publishing group
president Chris Little. “More peo-
ple are seeing their yards as not
just a place to work but also a
place to live, like another room in
your house.”

‘New Choices’ Redesign

Older Is Better
When You're Younger

New Choices, a Reader’s Digest
Association title geared to seniors,
sports a bold new look in April's
issue—and no, it’s not from a case
of Grecian Formula. After focus-
ing largely on readers in their late
30s and 60s, the magazine is skew-
ing younger, targeting readers who
are just reaching their 50s.

“We're taking a much more
upbeat approach,” notes NC edi-
tor-in-chief Greg Daugherty. “And
we'll now be communicating clear-
ly that we are a service magazine
for this age group.” Daugherty,
who moved over from a senior edi-
tor slot at Readers Digest, signed on
to shift the magazine’s aim away

Catherine
Viscardi Johnston

Executive vp, Condé Nast

Q. /n a nutshell, how would you describe your
job? A. My basic responsibility is to grow our
revenue as a company in any way | can think
of domg it. Some of the ideas | come up with are, uh [laughs],
ridiculous, and I'm told they are ridiculous [laughs]. Q. How about
an example? A. No. [laughs] Not that I'm willing to talk about. For-
tunately, | also hear more than once, ‘That's a brilliant idea, let’s
do it'...As long | come up with more brilliant ideas than stupid
ideas, | can keep my job. Q. So, what's on your plate these days?
A. There are probably three or four things on the tarmac waiting to
take flight that we have never done before as a company. Not just
magazines, but truly unique ideas in publishing. Q /s a tech book
an area CN has been looking into? A. It is. But we're not ready yet.
We won't come out with anything that isn't truly unique and innov-
ative. Just to come out with a special supplement on technology is
a cliché. If we can come up with something that communicates the
industry to the consumers Condé Nast represents, then we'll do it.
Q. When will The New Yorker be part of the Condé Nast ad pack-
age? A. As of January 1999, there will be a group buying opportu-
nity that includes The New Yorker and CondéNet. Over the next six
months we'll begin to synthesize them into the Condé Nast
approach to ad sales, and when we're ready, they'll be bought
through our network. The big issue for us is they’re a weekly and
we're a monthly. Integrating them and CondéNet is the chail%nge
we're dealing with right now. But we’'ll be ready when the time
comes. Q. By the way, congrats on your family’s new addition.

A. My puppy? [laughs] His name is Charlie, after Charles
Townsend [also a Condé Nast executive vp]. | was hoping the new
addition Would be a female friend for me. We're very testosterone-
rich in my family right riow, but he’s a good boy.

rWriter's Block

from strictly retirees to the grow-
ing number of aging boomers. He
has added a new (and younger)
dimension to the book’s popular
mainstays—health, money and
travel—and has updated it with
sharper fonts and a “brighter”
look. Gone are the celebrity covers
featuring Sophia Loren and Bar-
bara Walters; instead, the maga-
zine will offer pieces like April’s
feature on skincare and a future
how-to on buying or building a
vacation home. This month, NC
also introduces three columns,
Online, Bargains and Taxes.

This is not New Choices’ first
facelift. When Reader’s Digest in
1987 purchased the magazine, then
known as 50 Plus, it was renamed

New Choices for the Best Years. It
has since been called New Choices:
Retirement for Living and  Living
Even Better After 50.

New Choices, whose circ is
almost entirely subscriber-based,
remained flat at 604,044 in the
second half of last year, according
to ABC, and ad pages rose 1.9 per-
cent to 480 pages. Rivals include
the giant bimonthly, general-inter-
est Modern Maturity, which was
flat last year at 20.4 million (it
goes out to members of the Amer-
ican Association of Retired Per-
sons), and Meredith’s bimonthly
Mature Qutlook, a Sears custom
publication that is sent to mem-
bers of a Sears credit club, with
660,273 distribution. [ ]

A memorable sample
from a recent issue:

“For his last meal, he'd
eaten oysters and foie
gras and capon—all in
copious quantities—the
succulent, tender,
sweet tastes flooding
his parched mouth.
And then there was the
meal’s ultimate course:
a small, yellow-throat-
ed songbird that was
illegal to eat. Rare and
seductive, the bird—
ortolan—supposedly
represented the French
soul. And this old man,
this ravenous presi-
dent, had taken it
whole-wings, feet, liver,
heart. Swallowed it,
bones and all. Con-
sumed it beneath a
white cloth so that God
Himself couldn’t wit-
ness the barbaric act.

| wondered what a soul
might taste like.

— “The Last Meal,”
Michael Paterniti’s
account of French Pres-
ident Francois Mit-
terand’s last supper,
Esquire, May

Offering more choices
for a younger audience
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Get the Gorilla!

And get nearly twice the
Sunday Circulation in affluent
Oakland and Macomb counties
as the News/Free Press!

Now there’s a new #1.

I J .
To reach the growing, Sunday Circulation
: in all of Oakland
affluent Detroit sub- and Macomb counties
urbs of Oakland and 607,657

Macomb counties,
get the Gonlla!
The Greater Detroit
Newspaper Network. 309,527
Our three ABC-audited
dailies and high-quality
weeklies can put your
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Henry Ford and bis first car.

Photo: CORBIS-BETTMANN

he was ready for the

new MILLENIUM

et Rk, it o ek <of T L eybsiature

Houston Chronicle

Houston’s leading information source

We are, too.

Of course, Henry Ford designed his amazing assembly line in
preparation for the 1900s. But at The Chronicle, we’re prepar-
ing for the 2000s — and beyond. We realize that even something
as reliable as the newspaper business has to change. So now, in
addition to our broad array of advertising options, we can also
offer you a wide range of services.

For example, take advantage of our marketing expertise by
using ChronData — our turnkey direct marketing department —
to fulfill your database and direct marketing needs in Houston,
throughout the state of Texas or across the nation. Or, use
ChronDirect, which offers delivery options that reach both our
subscribers AND non-subscribers for a city-wide penetration
rate of nearly 98%. Or, we'll deliver to only the specific address-
es you need. Plus, we offer research belp, creative services, Web
page design and more.

All this? From a newspaper? No, all this from the Houston
Chronicle. So find out how we're reinventing the newspaper
Jor you — and for the next millenium. Log on to
www.houstonchronicle.com/adsite or call 1-800-220-7326.
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THE LONG RUN

newspapeXeportnews

Last month, the sale of the Minneapolis Star Tribune
to Sacramento, Calif.-based MeClatechy Newspapers for
an unprecedented $1.4 billion became final. It was an
extraordinary deal: MeClatchy outbid rivals Times Mir-
ror and The Washington Post Co. for the opportunity to
own a regional—albeit highly regarded—newspaper.

There are more than a few
skeptics who will say MeClatehy
overpaid, but the company’s CEO,
Gary Pruitt, is among those who
believe, as one analyst puts it in
writer Jeff Gremillion’s story, “Go
East, Young Man”: “Newspapers
remain a wonderful franchise.”

Some may have doubted that
wisdom a few years back, when
circulation and advertising
declined as the price of newsprint
rose. It seemed, in the late '80s
and early '90s, that the daily
regional newspaper was doomed;
if only the major metropolitan
dailies survived, we'd be grateful.

As the end of the decade
approaches, there is a reason for
optimism. A strong economy has
helped to boost classified advertis-
ing, as well as local retail ads.
National ad sales are happening
with more frequency. Even the
price of newsprint has dropped
25 percent from « high in 1996.

INSIEE

4 ... upfront

The possible sale of an African-American news-
paper concerns advertisers ~hat target ethnic
markets; media buyers discuss which medium
works best for recency; one newspaper's strategy
for getting teens to read the paper

6. .. cover story

Just like settlers in the Old West, newspaper
chains are circling their wagens in an effort to
strengthen their power and intluence in specific
geographical regions. By Dorianne Perrucci

14 . weeklies

Alternative newsweeklies are covering more
mainstream topics, forming chains and national
ad networks, and gaining advertising that had
been long out of reach. By Paul D. Colford

20 . profile

Some analysts say McClatchy Newspapers over-
paid for its recent purchase of the Minneapolis
Star Tribune. McClatchy CEO Gary Pruitt is out to
prove the naysayers wrong. By Jeff Gremillion

After fits and starts, many newspapers are learning
what will and will not work on the Web. What they
don't want, above all, is to be just an Internet ver-
sion of the daily newspaper. By Anya Sacharow

In this environment, it’s no wonder newspapers
are expanding their reach. While Mc¢Clatehy looks for
quality newspapers outside its core geographic region,
there is another, more prevalent trend. “Clustering,”
buying newspapers in close proximity to one another
in order to reap cost benefits, writes Medicweel

reporter Dorianne Perrucei in
“Papering the Town,” accounted
for 25 percent of the record

$6.2 billion daily newspaper trans-
actions that took place in 1997.

Alternative newsweeklies,
those independent voices among
the mass-market dailies, have gar-
nered newfound respect as their
editorial becomes more sophisti-
cated and their publishers form
national ad networks. Meanwhile,
newspapers continue to explore
ways in which they can increase
readership and ad revenue
through Web sites.

With acquisitions and expan-
sion at the forefront of this year’s
Special Report, the outlook for
newspapers seems bright. “We
buy newspapers ... based upon
future, not past performance,”
says MeClatchy’s Pruitt. He’s
expecting a long run.

Patricia Orsini

Editor, Special Reports
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a matter of 1|

or many years, the conventional
‘ F\visdom when buying advertising
space has been the more, the bet-
ter. The more images you can bombard
consumers with, the more likely they
are to recall vour brand when they are
1rready to buyv.
More recently, though, media buyers

and ad directors have discussed a concept
called “recency.” One ol recency’s biggest

proponents, Iorwin Ephron, a media
planning expert, says it is a simple idea.
“The concept is that advertising targets
the purchase,” he says, “and the closer
vou can get to the purchase with an ad,
the more powerful your ad will be.”

The debate rrages, however, over which

medium is best for delivering that mes-
sage. Bob Watson, vice president, mar-
keting and media for the National News-
paper Network, contends that
newspapers are the best place to be.
“You don’t shop after watching prime
time television,” he savs. “Even after
watching a sporting event on Saturday
or Sunday afternoon, a person won't go
out and buy a mutual fund.

== s =
B 58 percent of American adults read a

!

' daily newspaper on an average week-
| day; 66 percent read a Sunday news-
i paper, and 75 percent have read a

‘ Sunday paper in the past month.

RCES: WR. SIMMONS &

SOCIATES RESEARCH: SIMMONS MARK
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“About 75 percent of
the audience is reading
morning newspapers,
s0 newspapers have the
opportunity to get them
right before they begin
their day,” Watson says.

So, the thinking
goes, if you plan on buy-
ing dish detergent on
your trip to the grocery
store on Saturday, the
ad you read in the
newspaper that morning for Product A
will influence you more than the ad you
saw [friday night for Product B, and a lot
more than the one you read in a maga-
zine last weekend for Product C.

Ephron agrees that newspapers are a
good choice for this concept, but so are
other media. “The newspaper choice is
obvious, because vou rread newspapers
first thing in the morning,” he says.

“You can see it in point-of-purchase,
vou see it in broadcast and you see it
in newspapers.”

But some media planners don’t believe
the issue is where the ads are placed, but
how. That is, what is the strategy for
placing the ads. “Recency doesn’t make
an argument for any medium,” says Lar-
ry Cole, executive vice president, U. S.
media director at Ogilvy, Mather in New
York. “You could make the argument
that running light scheclules on TV for a
long period of time makes a lot of sense,
o1 that newspapers give you broad reach.
The main thing is you don’t want to run
out of money. The concept should be used
with intelligence.” —Patricia Orsing

SPENCER JONES/FPG

Web sites for newspapers are using
more original content rather than

reusing stories from print. One-fifth of
newspaper Web sites say original con-
tent is up 50 percent from last year.

RESEARCH BUREAU; MIDDLEBERG/ROSS MEDIA IN CYBERSPACE S

Advertisers are
concerned as an
African-American
newspaper struggles
with ownership

the African-American family that owns

a histor'c chain of urban newspapers is
struggling to hang on to the papers and
their 93-year heritage serving black read-
ers. Led by the flagship daily Chicago
Defender and including weeklies in Pitts-
burgh, Detroit and Memghis, Tenn., the
papers may be put on the auction block if
the newest generation of the Sengstacke
family cannot find financial backers to
cover a $4 million estate tax bill.

The chain’s strong-willed, longtime
publisher John Sengstacke died last year;
his 26-year-old granddaughter, Myiti Seng-
stacke, is seeking investors to help keep
the papers in the family and increase their
appeal to readers and advertisers a ike.

Detroit's Michigan Chronicle has a

I n the latest challenge to ethnic media,

j=S=—=—=_p- == - S =3
B As readers’ income rises, so does
readership: Of those earning less than
$40,000, 53 percent read a daily paper.
Of those who earn $75,000 or more,

69 percent read a daily paper.

IDY, 1996 SCARBOROUGH REPORT TOP 50 DMA MARKETS; DELOITTE & TOUCHE LL¢
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Great Defender: John Sengstacke
reads his newspaper.

weekly circulation of 40,000-50,000 in a
city that is about 75 percent African-
American; the Chicago Defender's paid
readership has slipped to 17,000-
19,000, according to industry reports.
Officials at the papers, in the throes of
the ownership crisis, did not return calls.

Advertising executives who target
ethnic markets decry the possible loss of
such a community-based media institu-
tion. The papers are far more than news
outlets and ad vehicles, says Carol H.
Williams, owner of the Oakland, Calif -
based agency that bears her name and
handles the African-American accounts
of Bank of America, Nissan and others.
“The Defender has epitomized the strug-
gle and the truth and is a part of the com-
munity it serves,” she says. Such ethnic
publications offer advertisers a level of
“loyalty and recognition” among its read-
ership “that goes beyond numbers.”

Large ad agencies are learning the
value of ethnic community journalism for
service-oriented advertisers who want
more “intimacy” with their markets, says
Nancy Hesterberg, account supervisor at
DDB Needham in Los Angeles.

“Banks, healthcare companies, utilities
and government services need to be in an
ad [environment] that gives consumers the
feeling they are valued,” adds Hesterberg.

The Sengstacke family or any new
owner, however, will have to spruce up
content to turn around circulation declines
and meet the changing tastes of the con-
temporary black audience, say media
experts. "if these publishers can package
their attributes and show how community
ownership makes their content more rele-
vant [than mass media}, advertisers would
be foolish to overlook their marketing pow-
er,” says Alberto Gonzalez, president of
ethnic specialists Pulsar Advertising in Los
Angeles and New York, — Joan Voight

In a survey of senior executives,
91 percent expect the Internet to be an

important business source for them by
2005; 50 percent still expect to get
their news from daily newspapers.

httpy/www.adweek.com

habit forming

One newspaper’s strategy
to get teen readers

ive a teenager the choice of

watching television, listening to

the radio, surfing the Internet
or reading a newspaper, and where do
you think he will go for his information?
“Kids are not avid readers of newspa-
pers,” says Orange County Register edu-
cational services manager Suzy Giraud,
who heacds the OCR’s Newspapers in
Education program. “They get it from
TV, or they don’t care, or maybe their
parents don’t bring the newspaper into
their house. We're trying to show kids
the ways they can use the newspaper.”
The Register’s NI program includes
the use of recct, a newspaper magazine
supplement for 12- to 17-year-olds that
tries to get teens interested in reading
the newspaper by giving them something
that is written just for them.
React, from Parade Publications, features
stories on celebrities, and discusses issues
affecting teens ranging from violence in
schools to career choices. The magazine,
which launched in September 1995, is dis-
tributed in 163 newspapers and has a cir-
culation of 3.5 million. Most newspapers
distribute react through NIE programs; a
[ew papers are using zoned home delivery
to reach their target audience.
The Register; in Southern California, is
going one step further. It is publishing
react plus, which contains a four-page
section of local news and features and is
inserted into react once a month. There
is no advertising in react plus. Rather,
corporate sponsorships pay for part of
the production costs. The section is pro-

B Old news is good news: Over 35 per-
cent of old newspapers were recycled
in to newsprint in 1995. Other products
using recycled newspaper are grocery
bags, egg cartons and pencil barrels.

Page d

duced by the Reg-
1ster’s seven-
person creative
marketing
department.
Giraud, who is also
the publisher of
react plus, says
the Register decided to take on “this little
adventure” as a way to increase reader-
ship with high school students. “We want-
ed to give students a voice on local and
national issues,” she said.

The magazine, along with the rest of the
Register, is distributed to 10,000 Orange
County 8th through 12th graders each
I'riday. Giraud says she knows the stu-
dents are reading react hecause teachers
have told her they can “hear a pin drop
when the kids pull out the section.”

The Register is deliberately distributed
to classrooms on Fridays hecause that is
the day the entertainment listings are in
the papet, savs Giraud. “That draws
them in, and so do the sports pages. We
want them to know there is more to pull
out of the paper than just react.”

Giraud says she hopes to increase the
number of students getting the Register
and 1eac! plus to 30,000 by fall. There are
also plans afoot to have students write fea-
tures for the section, giving them even
more of an interest in the newspaper.
Giraud and her stalf have already made
react a habit for thousands of Orange
County students. The idea. she says, 1s to
keep newspaper veacding a habit long
after they’ve outgrown react. —PO

In 1946 there were 334 morning
newspapers, 1,429 evening papers, and

497 Sunday editions. By 1996, there
were 686 morning papers; 846 evening
papers and 890 Sunday editions.
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In nuMMpenrs

William Dean Singleton cut his teeth in the news-
paper business by buying dying urban dailies for Joseph Allbritton,
a broadeaster who had purchased the Wusfiington (D.C.) Star and
for a brief time in the late 1970s flirted with the notion of becoming
a publishing baren. Allbritton would buy the paper, then Singleton
would sweep through the organization, cutting staff and combining
operations wherever possible. It was a slash-and-burn strategy, but
it kept newspapers in business as the cities around them died. It
also taught Singleton an important lesson in crafting economies of
scale in small organizations: There is strength in numbers. Along
the way, Singleton either stumbled upon or invented what is now
among the hottest operational strategies in the media business—
clustering, or acquiring properties in close proximity to one another:
That would seem obvious. In the newspaper business, however,
the strategies of the 1970s and ’80s involved acquiring monopoly
market, family-owned papers at which profit margins could be
greatly improved. Regional chains such as Gannett, which in the
early 1970s was ostensibly a group of daily papers in upstate New
York, was by the 1980s striving to extend its reach across the Unit-
ed States. At the same time, other mujor chains such as Times Mir-
ror Corp. were snapping up the last indepencent metropolitan daily
newspapers. The big companies, it seemed, were moving away from
regional strategies.

Not so with Singleton. After acquiring two dailies, T/he Hudson
Dispatch of Union City, N.J. and The Paterson (N.J.) News from

Allbritton in the early 1980s, Singleton began clustering in earnest,

BY DORIANNE PERRUCCI
ILLUSTRATION BY AMY GOLDBERG

ED PETERS/IMPACT VISUALS/PNI
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COVEr Story

although he did diverge from that path
when he bought The Dallas Times-
Herald and The Denver Post from Times
Mirror and The Houston Post from the
family of Oveta Culp Hobby. (The Times-
Herald and The Houston Post are now
defunet, as are The Hudson Dispatch
and The Paterson News.)

In stark contrast to his urban failures
are his clusters. By most accounts,
Singleton is the first, and certainly
the most prolifie, practi-
tioner of clustering. His
Media News  Group,
based in Denver, ranks
third among newspaper
companies that cluster
and second in combined
circulation (920,559),
according to research
conducted by Dirks, Van
Essen & Associates, a
Santa Fe, N.M.-based
newspaper merger-and-acquisition firm
that has represented Singleton.

Though the two New Jersey papers,
to which he later added the Herald-
News of Passaic, N.J., could technically
qualify as a cluster, Singleton’s first real
clustered group was in the southern part
of the state. A transplanted Texan who
moved to New Jersey to manage the
Allbritton properties, Singleton later
borrowed money from Richmond, Va.-
based Media General and joined with
Richard Scudder, the scion of the family
that owned the now-defunct Newark
(N.J.) Evening News and Garden State
Paper Co., a newsprint recycling mill in
Garfield, N.J.

The pair first bought the Gloucester
County Tunes (28,220 daily and 30,175
Sunday) in 1983, and the following year
acquired the tiny Today's Sunbeam
(10,751 daily and 10,699 Sunday) in
Salem, N.J.

The combination of those two papers,
located within 28 miles of each other
(and to which The Bridgeton [N.J.] News
was added in the early 1990s), effectively

marked the birth of clustering in the
newspaper industry, a phenomenon that
in 1997 accounted for 25 percent ol the
record $6.2 billion in daily newspaper
transactions that took place last year
according to Dirks, Van Essen.

The increased activity, up from 19 per-
cent the year before, is transforming the
newspaper industry into a media business
like any other, where consolidation means
clout. “We could combine everything:

“Clustering is not

strictly about cost-
cutting. Clustering has

the advantage of

realizing cost savings

and raising revenues at

the same time.”
~—WILLIAM DEAN SINGLETON

printing, composition, accounting, news
and advertising,” says Singleton. His
detractors say Singleton stumbled on the
strategy as a result of his relentless drive
to cut costs. Singleton disagrees: “Clus-
tering presumes you merge operations
and get efficiencies, but clustering is not
strictly about cost-cutting. Clustering has
the advantage of realizing cost savings
and raising revenues at the same time.”
In the world according to Singleton,
pooling resources allows clustered news-
papers to reach more readers, which
vields more advertising, which in turn
creates a larger news well. That news
well can then be filled with intensely local
news, the hallmark of clustered dailies.
By 1985, Singleton had added a clus-
ter of four papers in northeast Ohio (lat-
er sold in 1988 to Thomson Newspapers)
and had started building another in
northern California, called the Alameda
Newspaper Group {(consisting of The
Oakland Tribune; The Daily Review in
Hayward; Tri-Valley Herald in Pleas-
anton; Alameda  Times-Star;, The
Argus, covering Fremont and Newark;

and The San Mateo County Times).

His latest, and seventh ecluster, in
southern California, was completed last
vear with the acquisition of the Daily
News in Los Angeles and the Press-
Telegram in Long Beach. He already
owned the Pasadena Star-News, San
Gabriel Vulley Tribune and The Whitti-
er Daily News.

Increased clustering activity “mirrors
what’s happening with other media; con-
solidation to achieve mass,”
says Owen Van Essen, presi-
dent of Dirks, Van Essen.

In addition, elustered
newspaper properties more
closely mateh the trading
zones of regional retailers,
which  are  increasingly
important advertisers. Even
mote interesting, says Van
Essen, is research that indi-
cates clustered properties
are holding onto their readers far more
effectively than independent papers.
From 1990 to 1997, clustered papers
lost just 0.11 percent of their readers,
compared with the 8.6 percent decline
in weekday circulation seen throughout
the industry.

In recent years, clustering has come
to be regarded as an increasingly impor-
tant operational strategy at the nation’s
leading publicly traded newspaper com-
panies, according to analyst Susan L.
Decker, a vice president at Donaldson,
Lufkin & Jenrette in San Francisco.
More and more of the country’s news-
paper executives are using clustering to
drive growth at their newspapers, a fac-
tor that contributed to record margins
of 27 percent, making 1997 annus
marabilis in her book.

In January 1997, Media General
bought 28 dailies from Park Communica-
tions, promptly selling the 18 located
north of the Mason-Dixon line and con-
centrating operations in Virginia, west-
ern North Carolina and the central west
coast of Florida.
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COVEF Story

“We decided to return to our roots,”
says J. Stewart Bryan II1, chairman and
chief executive officer. “Our entire oper-
ation is in the Southeast.” After spend-
ing $1 billion, Media General papers,
which include 21 dailies, 90 weeklies,
53 other periodicals and 20 home Web

Strategize: Thomson’s Stuart Garner
goes beyond newspapers for revenue.

deciding on page one.”

he word “newspaper” does not appear in Thomson Newspaper’s
mission statement. “We prefer to see ourselves in a different way,
and that is why we have achieved superior results,” says Stuart
Garner, Thomson Co.’s president and chief executive officer since 1997.
In 1994, Dick Harrington, then Thomson’s president and chief executive
officer, came up with the idea for what he called “strategic marketing
groups” after watching profits decline at the annual rate of 10 percent
in the early ’90s. Garner was one of the chief proponents of the so-called
SMGs, which share many of the characteristics of clusters.
In 1995, Thomson sold 100 of its 168 U.S. papers; the ones it kept were
largely contiguous. Garner won’t call Thomson's approach “clustering,”

al newspaper operation. “You can’t count solely on advertising; you've
got to deliver new revenue streams. In Canada, we have TDS [Thomson
Delivery Services], and in various of our SMGs across the United States,
we have similar sorts of niche organizations.”

Along with the introduction of SMGs, the company has brought in
management consultants “to re-engineer people, to get them to under-
stand why they should change.” The process of departmental integra-
tion, a topic dear to Garner’s heart, took a further step earlier this year
when editors and circulation executives swapped jobs for a week, then
discussed the results at a retreat in February. “To say it was eye open-
ing is a bit of an understatement,” says Garner. “Now we’ve got news-
papers where the editor will go to circulation, and not just once in
awhile, and get feedback on which story will sell more papers before

pages, will reach one in four homes in
the Southeast. The recent acquisition of
Park Newspapers also gives the com-
pany 10 TV stations, bringing its total
to 14, and allows Media General to
reach 22 percent of the homes in the
regions it serves.

although newspaper merger-and-
acquisitions firm Dirks, Van Essen
ranks Thomson No. 1 in clustered
properties: It has 12 in cities such as
Phoenix; Dothan, Ala.; Terre Haute,
Ind.; and Mansfield, Ohio.

“The process of what we do is
much more fundamental than [clus-
tering],” says Garner. Rather than
simply consolidate within a geo-
graphic area, Thomson, driven by a
corporate mandate to deliver
8 percent revenue growth annually,
looks for ancillary businesses that
can be spun out from the tradition-

In May 1997, the .Journal-Register
Co., based in Trenton, N.J., went public.
Since the company formed in 1990, it
has pursued geographic clustering with
such perfection, says Decker at Donald-
son, Luftin and Jenrette, achieving mar-
gins of 37 percent, that it puts the com-
pany six points ahead of Gannett, its
nearest competitor and a perennial
industry leader.

“Geography works,” says Robert
Jelenie, the company’s chairman, presi-
dent and chief executive officer. “We just
saw early on that if you could print two
papers at one site, or cross-sell or share
new resources, you could not only save
money, but produce a better product.”

The company owns 19 dailies and 153
non-daily publications in five regions:
Massachusetts and Rhode Island, Con-
necticut, Ohio, suburban St. Louis and
suburban Philadelphia. Since going pub-
lic, the company has made four acquisi-
tions, including the 9,000-circulation
Saratoga  Springs (N.Y.) Saratogian
from Gannett in March. “Going public
gives you a lot of firepower to step up
the activity,” says Jelenic. “We’ll look at
anything, no matter how small, if it's
near one of our properties.”

Last August, Knight Ridder and E.W.
Seripps  swapped properties, with
Scripps  gaining the Boulder Daily
Camera, an hour’s drive from the com-
pany’s flagship, the Rocky Mountain
News. Ironically, Scripps is using Sin-
gleton’s idea of clustering against him in
Denver, where Media News Group’s Post
is a stand-alone property. In March, the
company announced the formation of
Secripps Media Access as part of a plan
to combine the circulation, advertising
and information services departments.
The two staffs will split advertising,
with the Daily Camera handling local,
and the News taking on national.

In contrast, Knight Ridder was not
looking for a cluster. The Monterey
County Herald and The San Luis Obis-
po Telegram-Tribune “do not a cluster
make,” says Polk Laffoon, the company’s

COREY MIHAILIUK



Your message cuts through better
when it’s in The Times.

We'll cut right to the truth. The world is filled with newspape-s.
Daily and weekly, local and national, general and business. Yet only
one has it all covered, seven days a week. The New York Times. But
those are just words about our paper. What matters to you is the
words in it. Words that are trusted by millions, Words that createan
environment where vour message will be held in the same high
regard. Call Dan Cohen, Senior V.P., Advertising. at 212-556-1443.
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vice president of corporate development.
“Monterey is at least 90 miles south of
San Jose, and San Luis Obispo, 130
miles. We cannot sell ad packages; ditto
on distribution. In my view, the cluster-
ing concept in very much overplayed.
There are relatively few economies that
can be achieved in companies like ours;
every one of our newspapers have their
own separate facilities.”

In November 1997,
however, the company
sold one and swapped
two papers with Com-
munity Holdings, gain-
ing three in an assets
exchange: The Warner
Robins  Daily  Sun
(9,253 daily and 9,994
Sunday), the weekly
Byron Gazette (26,500)
and the “Buyer’s Guide,”
a free shopper with three zoned editions
and a combined circulation of 38,500.

The papers are located 20 minutes
outside Macon, Ga., where Knight Rid-
der owns The Macon Telegraph (72,664
daily and 97,442 Sunday), and will help
the new cluster own a bigger piece of the
market, says the Telegraph’s president
and publisher, Carol Hudler.

Shortly after acquiring the papers,

Hudler merged the weekly Gazette with
the zoned Byron edition of “Buyer’s
Guide” and converted the Gazette from
paid broadsheet to free distribution
tabloid, a move that offers readers total
coverage of Byron and now allows the
staff to cross-sell among the publications
and go after larger ad buys.

The acquisition of the Daily Sun also
gives the new cluster ownership of a

“We decided to return
¢ Ay to our roots. Our entire
A operation is in the
Southeast.”

—dJ. STEWART BRYAN I}

huge and growing market in Warner
Robins, which is home to an Air Force
base. The move was timely, says Hudler,
pointing to the aggressive buying activi-
ty in the Macon market recently by
U.S. Broadcasting and Taylor Broad-
casting, two radio companies that now
own 16 stations. “Our nonprint competi-
tors have clustered, and they have built
power through clustering.”

Which brings us back to Singleton.
Last fall, in order to raise the cash neces-
sary to buy the Daily News in Los Ange-
les, Singleton decided to sell the one
remaining daily from that first urban
cluster back in New Jersey. The Herald &
News, into which had been merged the
old Paterson News and the Herald-News,
was sold along with a chain of 11 weeklies
in Bergen and Passaic counties to Macro-
media, the parent of The
Record in Hackensack, N.J.

With The Record, the clus-
tered group now has the clout
that Singleton had long
sought but lacked because of
declining circulation at the
Herald & News. That paper
can now be used as a buffer
between The Record and the
Newhouse family’s Newark
Star-Ledger to the south,
while The Record and the chain of week-
lies maintain a lock on the highly affluent
Bergen and northern Passaic counties in
the suburbs of New York City.

“We're a family-owned business, with
the very limited likelihood of geographic
diversity,” says The Record’s president,

Jon Markey.
And for that, they can thank Dean
Singleton. |

| Buying L.A. just became easy ...
' Introducing a powerful way to reach more than 1.2 million readers a day!

With the newly-created Los Angeles Newspaper Group, you get the combined
strength of L. A. County’s top metropolitan dailies to reach an upscale market that ranks
among the country’s top ten in every major category of advertising effectiveness.

If you buy only the L.A. Times to reach this giant new “Power Market” your coverage
will be only 26%. But add the Los Angeles Newspaper Group and your coverage
increases dramatically in the most important part of the LA. DMA.

To find out more about how you can reach this highly exclusive audience,
contact Roger Pike in Los Angeles at (818) 713-3447.

Source: ABC FasFax 3/37; 1997 Scarborough Reports.
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Business Newspaper is Not
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Would you believe that Asahi S]iim]mn, of business and government executives.
Japan’s most-credible general newspaper, While the most-well-known business
reaches far more influentials than Japan's newspaper reaches only 10.6% of them.
most-well-known business newspaper? What's even more surprising is that Asahi
Unbelievable! Shimbun reaches those iiigiier numbers of
Asahi Shimbun reaches 25.6% of Japan’s influentials at a far lower CPM. And reaches
office workers and 29.49% of proiessionals a i‘ligiler percentage of them at home, where
such as doctors, engineers, and judges. they're more likely to notice and remember

While the most-well-known
business newspaper reaches only
6.8% and 3.6%, respectively, of

those highly influential people.
Asahi Shimbun reaches 30.5%

Asahi Shimbun

We're out to open minds for you.

your advertising messages.

We take pri(le in Leing Japan's
most-credible newspaper.

Even though what we've just
told you is quite incredible.

Asahi Shimbun International Advertising Department, 5-3-2 Tsukiji, Chuo-ku, Tokyo 104-11, Japan
Tel: +81-3-5540-7755 Fax: +81-3-5540-7741 Internet: http://www.asahi.com

Representatives in New York, Mexico City, Buenos Aires, Rio de Janeiro, Hong Kong, Singapore, Malaysia, Bangkok,
Kathmandu, Bombay, Sydney, Auckland, Athens, Milan, Paris, Geneve, Wien, Frankfurt, Stockholm, London, Lisbon.
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iIndependent weeklies

are offering sophisticated
editorial and winning
advertisers in the process

BY PAUL D. COLFORD
PHOTOGRAPHY BY TOM LEGOFF

avid Schneiderman was editor-in-
chief and publisher of Tie Village
Voice when the iconoclastic week-
ly ran a front-page story in 1986
introducing performance artist
Karen Finley and her shockingly personal
use of yams and sauerkraut. Even some of
the paper’s {ree-spirited staffers were
uncomfortable with the piece.

Last month, as publisher of the Voice
and president of its parent company,
Stern Publishing, Schneiderman watched
with satisfaction as the New York dailies
and broadcast news outfits scampered to
catch up with the weekly’s front-page
exclusive. The Voice reported that Nation
of Islam leader Louis Farrakhan had
appointed one of Malcolm X’s killers,
paroled in 1985, to head the Harlem
mosque that had been run by the black
Muslim activist 20 years earlier.

It would surprise, say, former readers
long gone from New York to see that the
Voice they remember—a woolly chronicle
of sexual politics, avant-garde theater,
Third World liberation movements and
emerging rock bands—has evolved under
editor-in-chief Donald Forst, a hard-
bitten veteran of big-city dailies, into a
paper with greater reportorial serious-
ness. Moreover, to imagine that this inde-
pendent voice is now also the flagship
property in a seven-paper chain of alter-
native newsweeklies, one of several such
groups that want to grow even larger, is
to grasp in an instant how dramatically

this category of publication has changed
and why the papers are able to draw
increasing amounts of national advertis-
ing that was long out of reach.

“We're very much interested, indeed
we hope to acquire more papers,” Schnei-
derman says. Stern Publishing, the
media sideline of Hartz Mountain Indus-
tries mogul Leonard Stern, last year
launched the LI Voice in Long Island,
N.Y,, and acquired weeklies in Minneapo-
lis, Seattle and Cleveland. Its plan to buy
the Santa Barbara Independent in Cali-
fornia fell through during contract nego-
tiations in March, though Stern is explor-
ing the possibility of starting other
Southern California weeklies, in Long
Beach and suburban Ventura County, to
Jjoin with its LA Weekly and 3-year-old
OC Weekly in Orange County,.

When the next alternative paper is
offered for sale, Stern may find itself vying
again with another independent chain,
New Times. The publisher of Ploenixz New
Times and Denver Westword has pur-
chased or launched six weeklies since 1991.
“We run newspapers to make money to
buy more papers, and we buy more papers
to make money to buy still more papers,”
says chief executive officer Jim Larkin.

This is, after all, a prosperous period
for the alternative newsweeklies, almost
all of which are available free. They boast
an enviable reach among well-educated
readers 18 to 40 years old, who are drawn
to the papers’ hip attitude and broad

¥
uF

entertainment coverage. “I think we're
doing a good job of appealing to younger
people—the same job that the dailies are
having a tough time with,” says Richard
Karpel, executive director of the Associa-
tion of Alternative Newsweeklies.

Overall circulation of U.S. dailies
dropped from 61 million in 1992 to 58.6
million in 1996, while ad spending on them
climbed about 20 percent to $38.2 billion.
In that same period, papers belonging to
the Association of Alternative Newsweek-
lies (which now has 109 members) report-
ed a sizable gain in their total cireulation,
rising from nearly 4.4 million to almost 6.4
million. In addition, the member papers’
ad revenue nearly doubled to $345 million.

Although national advertising consti-




tutes only a fraction of alternative
newsweeklies’ total ad revenue, national
spending has grown sizably in the past
few years, especially on accounts gener-
ated by the Ruxton Group, which is
owned by New Times and represents the
company’s eight papers and seven others,
and the Alternative Weekly Network. The
latter is an innovative clearinghouse that
coordinates the national business obtained
by individual weeklies (which retain an
8 percent sales commission) on behalf of
the more than 100 weeklies in the group.
AWN, based in Sacramento, Calif., report-
ed $13 million in sales last year (about
60 percent from tobacco ads) and projects
$18 million in business this year: “We do all
the billing, coordinate all the selling and
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take care of all the marketing,” says AWN
executive director Mark Hanzlik. Besides
the business coming from tobacco compa-
nies and on behalf of such alcohol brands
as Absolut, Guinness and Jim Bean, Hanz-
lik says the network’s 150 accounts include
Altoids, Amtrak, eredit cards and com-
puter accounts. He expects the latter
group to triple its spending to $3 million on
the weeklies this year.

Michele Laven, head of the Ruxton
Group, says its total business in the first
quarter of 1998 was nearly double that of
a year ago, with about 65 percent of rev-
enue coming from tobacco.

“The alternative weeklies deliver an
audience that’s hard to reach,” said Janice
Ponder; who worked with them during the
testing of Moonlight Tobacco and whose
Paradise International in Dallas is now the
marketing agent for Charlie Daniels’ Blue
Hat Records. “I look at the alternative
weeklies as a partnership. You can’t look
at them on a circulation, CPM basis
because they’re so much more than that.”

Encouraging as the national numbers
are, Schneiderman was the only one
among group heads interviewed who says
that he looked to national advertising to
help solidify and further expansion plans.
“No longer are we these so-called scruffy
newspapers,” he says. “All of our papers
are part of the Alternative Weekly Net-
work. But now I can also see a ‘Stern buy’
over all our papers, and I hope to lever-
age that to the agencies and go after new
business—in pharmaceuticals, national
TV and other areas. We didn’t buy these
papers to stand still.”

Larkin, on the other hand, said that
while New Times has “done well” with the
Ruxton Group, and the company’s long-
range plan is to attract more national ads,
“the play is still mom-and-pop. The way we
make money is through local advertising.”

For the $75 million company, national
advertising represents roughly 2.5 per-
cent of sales, Larkin says, and is
expected to reach only 5 percent in the
next two or three years.
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“We're absolutely looking to expand,”

says Geoflrey Robinson, group publisher of

Advocate Newspapers, which started a
quarter-century ago with the Valley Advo-
cate in Hatfield, Mass., and now owns five
alternative weeklies, with combined cireu-
lation of 270,000, in western Massachusetts

and Connecticut. “We have been a strong
regional company and ... we'd like to
expand in the Northeast, possibly through
strategic alliances with other media.”
Robinson says Advocate Newspapers’
national advertising has increased signif-
icantly in the past two years, but expan-

Alternative Weekly Network
Representing over 100 Newsweeklies Including ...

One call. One order. One invoice.

800-727-7988

WWW.awn.org

Join us, won’t you?

[Don’t be afraid.]

Do your brand a favor l
and jump, already. ]

Our total circulation

is 5.6 times as large as

Rolling Stone Magazine’s. {
Our CPM is 42% lower.
Fear not. Drop in on our
20 million incredibly hip, |

active and loyal readers.

N.R./April 20, 1998

sion plans would not hinge on an expected
rise in this area. “No way,” he insists.
“The strength from being in multiple
markets is in the local market fran-
chise—to bring across a large aggregate
of local commereial information with edli-
torial information. That’s why people
turn to the Village Voice, or any other
alternative weekly. Readers are not going
to them for national advertising.”

Jane Levine, publisher of the Chicago
Reader, acknowledges that although her
company, whose investors also own Wash-
tngton City Paper in Washington, D.C.,
and half of the Kast Bay Express in
Berkeley, Calif., lost the Seattle Weekly to
Stern Publishing, “we want to buy more
papers or other types of media.”

While conceding that national display
advertising in the Chicago Reader, via the
Ruxton Group and the paper’s own efforts,
grew a whopping 68 percent from 1996 to
1997, Levine figures that the national com-
ponent still econstitutes only about 7 per-
cent of its display advertising last year.
“It’s a tiny part of our total sales.”

Russ Smith, who started the New York
Press in 1988 as a politically incorrect
alternative to the Village Voice, says the
Press started to make money in 1996 and
its national ad revenue, which was up 50
percent in 1997 over the year before, was
running 50 percent stronger this year, too.

“The national advertising is great ...
[but]it can disappear very quickly,” Smith
says. “You don’t count on having a double-
truck from Winston every week. At least
90 percent of the base has to be local.”

In the maverick spirit of the alternative
newsweekly, Smith is more eager to trum-
pet his latest editorial hire—Norah Vin-
cent, a conservative lesbian. She recently
wrote about Indianapolis Mayor Stephen
Goldsmith, who wants to privatize city ser-
vices because, in the writer’s words, “gov-
ernment monopolies are dysfunctional
money pits.” The Press’ headline: “Gold-
smith for President.” |
Paul Colford, a staff writer with Newsday,
wriles a publishing column that also appears in
the Los Angeles Times.



“Enocourage your child to read a newspaper every day, and
one day that child will grow up to be king of the hill.”

When | was growing up my dad taugit me that to make it in sports you have to use your head as well as your body. He was
a great athlete and a great reader. He ancd my mom helped me train my mind by reading to me and teaching me to read.
Start reading to your kids today. They're never too young. And encourage them to read a newspaper every day. Newspapers
educate ana inform like nothing 2lse. Wha knows, the head start you give could one day help make ycur child "king of the hill".

.

Grant Hill, basketball player

It all starts with newspapers.
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Spare Time:

True North Communications Inc.
Chairman & CEO, TN Media

Responsible for over $2.6 billion in
annual media expenditures.

Started at Ogilvy & Mather in 1960. Made VP
seven years later and Media Director in 1970.
Joined Doyle Dane Bernbach, 1974, rose to EVP
Worldwide Director of Media. Joined Bozell

in 1986. Formed the independent

Media Group in 1992,

Writer of numerous magazine articles.

Contributing author: Marketing in an Electronic
Age, Harvard Business Press. Jogging. Weight
lifting. Gets a kick from karate.




#1 in a series

His Thoughts on Media:

Every year more media trainees are
hired by ad agencies and buying ser-
vices to pump out more numbers
showing which media can be bought at
the lowest CPM. Meanwhile, technology
is changing the way people live and
changing their media habits. Clients
need documentation to prove they're
running in the right media, at the right
time and at the right price. But they
also need fresh, innovative media
thinking. And that comes from media
people who make their own rules, not
those who follow tradition. To make a
real difference in the future, media
buyers and sellers must connect with
changing consumer lifestyles.

As the newsweekly of the media business, MEDIAWEEK
follows closely the leadership ideas of key media executives. These
are the people who determine the content of media, the mix of
advertising media and the flow of advertising dollars.

We hope this ad series sheds a little light on the immediate
future of the media business and on MEDIAWEEK'S mission: to
know where money is being spent on media, and why.
To subscribe call 800-722-6658.

L__ Follow the Money
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McClatchy CEO
~lnddalllifexpands the
newspaper chain
beyond its
California border

Type A: Gary Pruitt It was a costly gamble. well, the folks at McClatchy
paid $1.4 billion for Newspapers don’t think their recent acquisition of the Minneapolis
th:.r:';:‘::af::ifs’::; Star Tribune from Cowles Media was such a huge risk. But nobody can
St GBals over in dispute that, at $1.4 billion, the deal was one of the costliest ever in the
the newspaper newspaper industry.
business. Agreed upon last November and finalized in March, the acquisition
makes a major player of Sacramento, Calif.-based McClatchy, now the
eighth largest newspaper company in terms of overall circulation. The deal
increases the company’s total number of employees by nearly 40 percent,
to 7,700. “This is a transactional acquisition,” understates Elaine Linte- f
cum, director of investor relations for MeClatchy.
“Our overall strategy as a company is predicated on the idea of acquiring
and operating quality papers in growth markets,” says McClatchy CEO

BY JEFF GREMILLION
PHOTOGRAPHY BY ROBERT HOUSER
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Gary Pruitt, 40, who raised the stakes
considerably for the family-owned,
formerly regional publishing company.
“From that perspective, the Star Tri-
bune is a perfect fit. It's a great news
paper and it’s in a thriving market.”
McClatehy, publisher of 11 daily
papers and 13 weeklies, including the
285,800-daily-cire Sacramento Bee, ig-
nored conventional wisdom on several
counts in making its pricey purchase. It
outbid several larger newspaper compa-
nies, including the Washington Post Com-
pany and Times Mirror; some Wall Street
analysts said the company overpaid by as
much as $200 million for the 387,000-
daily-cire Star Tribune (673,000 on Sun-
day), Minnesota’s leading newspaper. And
industry observers rightly point out that,
with its latest acquisition, McClatchy is
bucking a trend toward “clustering,”

meaning buying papers in geographic
proximity to each other to facilitate group
sales and other efficiencies.

But Pruitt will not be swayed. He’s
confident his company did the right
thing, explaining that, in effect, three
factors made the acquisition a sound
one: location, location, location. “When
we looked at the Twin Cities market—
when we look at any acquisition possibil-
ity—we focused first and foremost on
the market,” he says. “What’s appealing
about the Twin Cities is that, not only is
it growing in important measures like
population and household income and
retail sales, but also the quality of the
growth is so strong and so good. The
average household income is already
well above the national average and
growing faster than the national aver-
age. So you have that rare combination
of high growth and high-quality growth
that’s so important for a newspaper. We
even have data that notes the popula-
tion’s high propensity to read.”

The CEQO also notes the paper’s editor-
ial quality in defending his decision to buy
the Star Tribune. “When we look at an
acquisition, we focus first and foremost on
market,” he says. Even if the newspaper
isn't of excellent quality, but the market is
strong, we can improve the paper. This is
not a case where substantial new invest-
ment to upgrade the journalistic quality
of the newspaper is necessary. The Star
Tribune is a high-quality paper with no
major capital needs.”

Editorial quality has been rewarded at
MecClatchy with newspaper journalism’s
top honor. Three of its papers have been
awarded the Pulitzer Prize for public ser-
vice in the past decade—The Anchorage
Daily News, The Sacramento Bee and
the News & Observer in Raleigh, N.C.
One financial type close to MecClatchy
countered the adverse Wall Street buzz

about the acquisition. “It’s a very good
deal,” he says. “McClatchy paid a full
price for the newspaper, but any of the
top independent newspapers still left are
going to sell for top dollar.

“Newspapers remain a wonderful
franchise,” says the broker. “They have
encountered wave after wave of new
technology, from radio to the Internet,
and they have maintained a dominant
position on the local front.”

Pruitt has a message of his own for
analysts: “We buy newspapers the way
they recommend stocks, that is, based
upon future performance, not past per-
formance. They're typically not eritical
of the paper or the market. They see the
attractiveness, but they say we just
spent too much. I would point out that
we have a proven track record.”

Indeed, the Star Tribume deal with
Cowles isn't the first time McClatchy has
raised eyebrows in the analyst communi-
ty In 1995, a year before 14-year
MeClatchy veteran Pruitt ascended to the

CEO post, the company purchased the
155,800-daily-circ News & Observer for
$373 million. “We paid a higher multiple
than we paid for the Star Tribune and
were criticized,” says MecClatehy, “Now
those same analysts regard that as a
smashing success. “It has shown double-
digit revenue growth every year since we
acquired it. Our goal is to have history
repeat itself.”

Buying the News & Observer was
the company’s first foray beyond the
West, where McClatchy had long been
a regional powerhouse. The company’s
first newspaper was The Sacramento
Bee, launched in 1857 by James
MeClatehy. Its sister papers, The Fres-
no Bee and The Modesto Bee, were
started in the 1920s. The company owns
a total of 11 daily papers, still focused
largely in California, the Pacific North-

west and the Carolinas. In 1996, the
company sold four of its smaller Califor-
nia properties: The Dispatch in Gilroy,
the Free Lance in Hollister, the Morgan
Hl Tvmes and the Amador Ledger-
Dispatch, as well as the Daily Record
in Ellensburg, Wash. While the industry
moved toward clustering, MecClatchy
was spreading out across the country,
loosening its grip on the Golden State
and the Pacific Northwest.

“We sold the California properties
because they were smaller community
papers that really weren't in any way
affiliated with our larger papers,”
explains Pruitt. “We realized that our
strength lies in operating mid-size and
up daily newspapers, not in smaller
weekly papers.

“What we have done is somewhat
consciously sought to diversify geo-
graphically,” adds the CEO. “The goal
was to provide some insulation from
regional downturns. In 1986, 90 percent
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“What we have done is consciously sought

|

of our revenue came from California. ‘
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Today, less than a third comes from
California. We feel better about that
because when California suffered its
prolonged and deep recession in the ear-
lyv ’90s, the company was able to soften
that blow through better performance of
our papers in the Northwest and the
Carolinas, We see that as a big advan-
tage going forward.”

Pruitt says the advantages of cluster-
ing are overrated unless the papers are
separated by less than 50 miles. “We
have two smaller papers that are in the
same county in South Carolina —Hilton
Head and Buford are both in Buford
County-—and there are great synergies
to be had by operating two newspapers
so closely together,” admits Pruitt, such
as combined editorial coverage and some
advertising packages. “But the other
paper we operate in South Carolina is in

Rock Hill, which is quite a distance
away. There are not a great deal of syner-
gies there. There are same, I will grant
vou. But it’s not as if they make it a com-
pelling financial factor in the perfor-
mance of those papers.

Worldwide circulation up 15% to 359,458.

Source: ABC March 1998 vs March 1997,

http:/Avwiv.adweek.com

“There was a time 15 years ago that
McClatchy wasn’t particularly interested
in looking at newspapers outside the
Pacific Northwest or California,” says
Pruitt. “We realized that, given our
exacting standards for acquisitions, we
wetre limiting ourselves, and limiting our
company. We needed to look more broad-
ly, and that the key wasn’t finding a geo-
graphic region, but finding the markets
that showed profit long term.”

If early indicators matter, this latest
move into such an “above-average” mar-
ket will be successful. Before the deal
closed, Star Tribune management inked
long-term contracts with two labor
unions, eliminating a potential labor
crisis. And, in a simultaneous closing,
MeClatchy was able to unload for far
more than anticipated the 51 special-
interest consumer magazines, newslet-

ters and trade books it had acquired from
Cowles as part of the Star Tribune deal.
Primedia, formerly K-III, bought the
magazines for $200 million, nearly double
what some analysts had predicted. Inter-
est in the titles soared just after the
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Cowles sale to McClatehy was announced
last November. The consumer titles on
the block included Vegetarian Tiines,
Horse & Rider, Fly Fisherman and a
dozen history titles. Business-to-business
books included Cable World, American
Demographics and Folio.

Concerning the labor issues, the
Newspaper Guild, representing the
newsroom and some circulation employ-
ees, reached a five-year deal calling for
staffing reductions over time. The Mail-
er’s Union, which represents employees
who package the paper when it comes
off press, agreed upon a 10-year exten-
sion of its current contract.

Settling those labor issues before the
closing meant dodging a bullet for
McClatchy, a company historically
unwilling to compromise with labor. Bit-
ter strikes and labor disputes dating
back to 1978 have led to a Guild contract
without a wage scale at the Sacramento
paper. And when MeClatehy bought the
Tacoma News Tribune in Washington in
1986, it fired all emplovees and required
them to reapply for their jobs. Today,
less than 15 percent of MeClatehy’s non-
Star Tribune employees belong to
unions; conversely, nearly two-thirds of
the Star Tribuwne’s emplovees are union.

>
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In the labor agreements, McClatchy
also avoided what could have been a
serious [inancial setback. Eliminated in
the Newspaper Guild contract was a
clause that would have allowed some 400
employees to resign within four dayvs of
the closing of the acquisition, with up to
40 weeks’ salary.

‘There was an ambiguous term in the
Guild agreement about whether [em-
ployees| had the ability ... to quit and
receive severance pay,” explains Pruitt.
‘That ambiguity was resolved as part of
the agreemment of the contract. It
worked out so that about 12 older
employees who were nearing retirement
took advantage of that.

“I think those were good deals for the
employees and for the Star Tribune,”
says Pruitt. “Both agreements were
approved overwhelmingly by the union.
The Star Tribune and Cowles had a long
history of labor peace, and a partnership
between management and labor. We
want to build on that foundation. We
think we're off to a good start.”

Perhaps the success of the labor deals
can be attributed to Pruitt’s belief that
many of the issues involved in running a
paper are best addressed at the local
level. That theory extends not only to

Most widely read publication in capital markets worldwide.

Source: Giobal Capital Markets Survey 1998,

httpy//wwwadweek.com

labor negotiations, but also to editorial
leadership und guided the transition from
one ownel to another.

“MeClatehy allowed us to extend its
local-autonomy principle to this business

issue,” says Star Tribune publisher of

six years, Joel Kramer, who continues as
publisher under new ownership. “That
was a very good idea.”

Kramer says the entire management
team assembled by Cowles will stay in
place, although some 40 Cowles corpo-
rate jobs were eliminated. The publisher
adds that he anticipates no significant
changes in the paper’s daily operations.
In fact, even during the transitional
phase of the last few months, Mec-
Clatehy’s corporate office has kept at
arm’s length. For his part, Pruitt has
visited the Minneapolis offices only once.

“We're not going to substitute our
judgment for- theirs,” says Pruitt. “They
know best what newspaper fits the Twin
Cities, and our goal is have good people
making those decisions locally.”

Next on the agenda for Pruitt: fig-
uring out how the Star Tribune’s popu-
lar  Web site fits with McClatchy's
highly  regarded NandO site, the
Raleigh-based news and sports service,
whose server and personnel handle all
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MecClatehy's other newspaper sites.

“With the Star Tribnne, we do have a
major new digital force entering the
company with good tools and products in
its own right,” savs Pruitt. “We ave just
now figuring out how strategically to
make that best fit within McClatehy. T
like very much the idea of having two
powerful centers in the digital arena, to
work together for the benefit of the
whole company.”

MeClatehy has lost more than $5 mil-
lion in its efforts to have market-leading
Web sites for all its papers. “We're com-
mitted to making it work,” sayvs Pruitt.
“I do think we can be a profitable player
in the digital arena. We will pursue this
strategy aggressively but judiciously.”

For his part, Pruitt, who first joined
McClatchy fresh out of the University of
California at Berkeley's law school us the
company’s zealous first-amendment spe-
cialist, has led his company to its highest
stature ever, making a name for it nation-
ally. The question now is whether the
young CEO can lead the company, which
now carries more than $1 billion in debt,
to lasting prominence. My goal,” he says,
“is to prove the analysts wrong.” |
Jeff Gremillion is a contributing writer for
Medicweel. He's based in San Francisco.
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erry Schwadron, editor of information and

technology for The New York Times,

spoke at a recent technology conference
in New York about a dilemma he faced
when developing online media at the Los
Angeles Tinies, where several Internet
ventures were launched then killed. The
paper was trying to figure out what
the Internet was and whether it should
be used for news, to ereate new husi-
ness or tap into classifieds.

“There was a lot of fighting about
this,” Schwadron reealls. “The issue
was, what were we there for?”

Some newspaper companies
have developed an answer to the
question. Dow Jones’ response
was to build a paid subscriber
base of 150,000 for The Wall
Street Journal Interactive Edi-
tion. The Tribune Co. teamed up
with Ameriea Online for the Dig-
ital City network ol city guides.
Gannett Co. is leveraging the
national brand of USA Today for |
national ad dollars. Knight Rid-
der is developing its Real Cities
network in the top 20 U.S. mar-
kets, along with New York-based
ad network Real Media and newspaper publishers Advance
Publications, Seripps Howard, Times Mirror and others.

The latter venture was created to develop a national presence
for the online newspapers. But even a large franchise attached to
a project does not assure its existence. Last month the New Cen-
tury Network, nine newspaper chains—among them The New
York Times, Advance Publications, Knight Ridder and Gannett—
that had pooled their sites to reach national advertisers, folded.
Observers say NCN's objectives were never clearly focused. And
because a consensus among the companies was needed before
anything could move forward, nothing ever moved forward.

It’s not entirely clear, therefore, that a national network will
funetion at every level. But those that were involved in NCN
have not given up on the Internet. The New York Times wzs one
of the original companies involved in NCN; it was also one ol the
first to pull out. But The New York Times Electronic Media Co.
has teamed with CareerPath.com for job classifieds. It is also
developing its own sites, including The New York Times on the
Web and New York Today, a soon-to-launch service site that is a
survival guide for living in New York.

“There are parts of the business where logic dictates that the

http:/wwwadweek.com
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network play is better,” says Martin Nisenholtz,
president of The New York Times Electronic
Media. “By aggregating classifieds from all
the newspapers, you get to eritical mass on
the database. It ereates the brand that
creates the business. We want to be part
of a network in something like that.”
For The New York Times on the Web,
however, Nisenholtz isn’t interested
in the network. The site has its own
national sales staff.

New .Jersey Online, a property of
Advance Publications Internet, can
generate national ad dollars only

through a network. “NCN gave us
a national advertising Web sales
foree and that’s the greatest loss,”
says Peter Levitan, president of
New Jersev Online. “But we're
replacing that. Two-thirds of ad
dollars are local. We have more to
gain in local than we do in chasing
banners.” For example, Levitan
says, a community area called
The Youth Soccer Connection has
nearly 100 Web pages. “A sport-
ing goods store [couldn’t] get
more targeted than that.”

On the local level, Microsoft’s
Sidewalk is still a competitor for ad sales. Sidewalk hasn’t
emerged as a dominant force in either national dollars or clas- |
sifieds, but locally it is generating some of the business. “News-
papers won't lose their markets to these new media competitors
offering similar publications,” says David Morgan, president of
Real Media. “New media publishers will develop better niche
products for certain advertiser categories. CarPoint |also a
Microsoft Web venture] is better for auto dealers. There’s no
question about it.”

Bob Ingle, president of Knight Ridder New Media, is much
more concerned about the search engines dominating classifieds
than he ever was about Microsoft. “Yahoo is giving away free
[space for| classifieds,” he says. “Consumers’ strong preference
for search-engine-style navigation like Yahoo’s has come into
sharp focus. We will probably move to presentation forms closer to
the way they’re constructed than to the way Web sites are now.”

What it comes down to is that newspapers need to think about
Wel) sites as separate entities. “New York Toclay is not a substitu-
tion for The New York Times or the Times’ journalistic mission in
New York,” Nisenholtz says. “The printed page carries different
attributes [rom the PC. It’s not even worth talking about.” ]

CAMPBELL LAIRD
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MOVERS

NETWORK TV
Michael Tenzer has returned
to NBC as senior vp, busi-
ness affairs and administra-
tion, NBC Entertainment. He
will be responsible for nego-
tiating co-venture agree-
ments, as well as talent and
program acquisitions for
both NBC and NBC Studios,
including deals for pilots,
series, movies and minis-
‘ eries, and license-fee agree-
ments. Tenzer previously
headed business and legal
affairs at Brillstein-Grey
Communications, where his
responsibilities included two
NBC comedies. Prior to that,
he spent eight years with
NBC in various posts.

CABLE TV

At Knowledge TV, Margaret

Mollo has been appointed

vp/national ad sales, a new

position in which she will
\ work in tandem with the

network’'s ad sales arm,
Marlin Entertainment. Mollo
had been an advertising
consuitant to the chan-
nel...Comedy Central has
upped Jamie Weissenborn
from director, West Coast
ad sales, to vp, West Coast
| ad sales. He will oversee
clients and agencies with a
focus on the studio, auto-
motive, computer and
apparel categories.

TV STATIONS
| Paul Virciglio has been
named vp and general man-
| ager at WFSB-TV, Meredith
Corp.'s CBS affiliate in Hart-
| ford, Conn. He replaces
Chris Rohrs, who returned
to Post-Newsweek Stations
Inc., from which Meredith
acquired WFSB in 1997.
Virciglio was most recently
vp/gm at WNEM-TV, Mered-
ith's CBS affiliate in Fiint-
Saganaw-Bay City, Mich.
{continued on page 26)

CBS Up to Its Old
Tricks in May

ucille Ball in The Nanny?
Jack Benny in Cosby?
Steve McQueen in

Walker; Texas Ranger?

Through compositing, the
process in which images are dig-
itally cut from existing footage
and inserted into new footage,
these and other stars from CBS’
past will come to life in eight of
the network’s regular series dur-
ing the May sweeps.

CBS first utilized the process
last season in a network promo-
tion campaign that digitally
paired Ed Sullivan with David
Letterman. As part of the net-
work’s 30th anniversary celebra-
tion, integrated footage will be
used in prime-time programs
from May 13-18.

In a clever twist, Dick Van
Dyke’s Rob Petrie character
from the Dick Van Dyke Show
(1961-66), will appear in Van
Dyke’s current show, Diagnosis
Murder. Edward R. Murrow
(CBS Reports) will appear on
Murphy Brown, Chad Everett
(Medical Center) on Chicago
Hope and Rod Serling (The
Twilight Zone) on Early Edi-
tion. —John Consoli

with Drescher in The Nanny.
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SPOTLIGHT ON...

Debby Krenek
Editor-in-chief
New York Daily News

Debby Krenek in the mid-

dle of the Darly News’
Titanic-sized newsroom, you
might not guess that she's
running the show. The New
York daily’s youthful-looking
new chief stands at 5 feet 2
inches tall and speaks with a

Ifyou caught a glimpse of

News chief Krenek loves working in a
medium that “tells people things first.”

soft Texas twang, but she
packs a powerhouse punch.
An 11-year veteran of the
News, Krenek took the top
edit post—the first female to
do so, and after short
tenures by two other edi-
tors—last October, when
she was promoted from
executive editor. Since then
she has overseen a graphic
redesign, guided a transi-
tion to four-color production
and led the 300-pius editori-
al staff to produce a string
of exclusive reports. Fraud-
ulent milk-dating, the Metro-
politan Transit Authority’s
surplus, the asthma crisis
among city schoolchildren:
These types of stories, says
Krenek, reflect the paper’s

historic mandate to be “the
voice of New Yorkers.” For
its reporting and legal chal-
lenges—starting with a push
in 1997 10 open New York’s
Family Court to the public—
the paper has racked up
awards “rom the Associated
Press, th e Society of Profes-
sional Journalists and the
New York Press Club.

Prior to joining the NVews,
Krenek was a news editor
for the Dal-
las Times
Herald,
which was
“great train-
ing because
it had an
a.m.and a
p-m. edi-
tion,” she
says.

Krenek
balances
many skills
effectively,
says News
managing editor Arthur
Browne, who has worked
with Krenek since 1987 anc
shared the m.e. title with her
for a time. “Debby...has a
very clear vision of what th=
Daily News should be and
how it should be presentec.
She's a so decent and
upbeat and makes people
like working for her,” a key
skill considering the revolv-
ing docr of editors at the
News in recent years.

For Krenek, leadership
comes down to a pretty sim-
ple set of rules: “l under-
stand that reporters want to
be in the paper and write
great stuff—and | don't
spend a lot of time in my
office.” —Dori Perrucci
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Mollo moves at CC ups

Knowledge

fcontinued from page 25)
AGENCIES

Saatchi & Saatchi has made
several appointments in its
media department: Bob Mc-
Kinnon has been promoted
from vp, associate media
director to vp, group media
director; Lisa Gilson, former-
ly in the media department at
Bates New York, has joined
as vp, associate media direc-

Weissenborn

http:/fwww.mediaweek.com
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i A
Minella joins
TCP&A

| .

tor; and Rob Reifenheiser,
who works on the agency’s
Procter & Gamble business,
has been appointed a vp,
associate media director...
Gracia Minella has joined
Thomas C. Porter & Associ-
ates as media coordinator.
Minella comes to the Des
Moines-based agency from
Dow Jones, where she was a
computer operator.

April 20, 1998 MEDIAWEEK

George Event Pops With Charitable Efforts

veryone at New York
City’s U.S. Custom
House was in a charita-

ble mood last Monday evening
for the gathering of the first
annual Newman’s Own/George
Award for corporate philan-
thropy (see photo page 26). The
event honored Aaron Feuer-
stein, owner of Mass.—based
Malden Mills, which kept all
1,400 of its employees on the
payroll during a lengthy
rebuilding of its fire-razed fac-
tory. George president JFK Jr.
and Paul Newman were both on
hand as Feuerstein received a
$250,000 check to give to a
charity of his company’s choice.
But the evening also held a
wild card for each guest, a
chance to win a check-for-chari-
ty. First, table teams had to
name nine presidents that sport-
ed facial hair (sideburns count-

|

ed too). While some attendees
checked their $20 and $50 bills
for answers, the ever-resource-
ful Martha Stewart whipped out
her cell phone to call a research
assistant (her |3-year-old niece).
Stewart’s table named not nine
but 77 presidents—and the type
of facial hair. Then came the
second, individual part of the
contest, guessing the number of
kernelsin a 14 oz. jar of New- |
man’s Own popcorn, where
Martha’s measuring efforts did-
n't quite measure up. Bob Nell,
avp of dinner sponsor Sony
Corp. of America, outguessed
her, coming closest at 3,149.

The event sponsors were
feeling especially charitable:
Every attendee got a deluxe
goody bag containing a Sony
mini-disc Walkman, a Celine
Dion disc and a Pomellato pen-
dant. —Lisa Granatstein

“In an advertising world filled with glib,
fast-talking ‘experts’ more adept
at arranging lunch than writing ads,
Luke Sullivan [of Fallon McElligott] is the
exception. Here at last is a step-by-step
primer for anyone interested in writing
etfective, powerful, breakthrough ads.”

Tom McElligott,
co-founder, Fallon McElligott
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MEDIA DISH

’ ¥ At a Fashion Week lunchesa hosted by P At tie U.S. Custom House in New York for
Teen People at New York's Breant Park Grifl the Newman's Own/George award event for
(. to r): Nora McAniff, publister, 7P; Zee corporate philanthropy (1. to r): Howard
Shekur, publicist, Bisou Bisou; Cheryl Par- Stringey, president, Sony Corp. of America;
ente, children's weer manager, DuPont Paul Newman; Marco DeGiorgi, chairman,
Lycra; and supermodel Veronica Webh Pomeliato; and George president JFK Jr.

A At a recent reception hosted by and at The New York Times ad department in
recognition of National Paetry Month (1. to r.): Chip McGrath, editor, VYT Book
Review; William Wadsworth, executive director, Academy of American Poets;
Mike Wallace; and Arthur Schlesinger Jr.

Two Martinis
A Max Gossling, Ammirati Puris Lintas {r.}, joined host
Rupert Murdoch, News Corp. chairman, at the re-cent
Star TV ChinaFocus seminar for advertisers and agen- a t P r av d a , $ 1 8 -

cies at New York’s Millennium Broadway Hotel

(Not including tip.)

Mioney

You Need This Magazine

A At New York's Rainlmw Room for a breakfast
event honoring Working Mother's 1998 Working
Mother of the Year (I to r.): Deborah Morville, ancher,
Inside Editiom, Roger Adams, Buick Regal brand
manager; and Barbara Litrell, VM group gublisher

www.monhey.com
©1998 Time, Inc.
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“Romano Moves From Sitcom to Standup for City Tour

ay’s on the road. Ray Romano, star Jamestown, N.Y., and Beverly, Mass. The
Rof hit CBS sitcom Everybody Loves

| tour wraps on July 17.

Raymond and the network’s pick to Romano’s stand-up routine, as with his
develop into “the next Jerry Seinfeld,” sitcom, is based on humor found in his own
kicked off a multicity stand-up tour last Fri- | life with his wife, four young children, a
| day, to include an appearance at the annual

single older brother (Television Bureau of
White House Correspondents’ Association Advertising public relations guy Robert
Dinner on April 25 in Washington.

Romano) and eccentric, meddling parents
Romano’s itinerary for the three-month

who live nearhy.
tour will include Phoenix, Cleveland, St. Raymond is now completing its second
Louis, Houston, Dallas, Atlantic City and

full season on CBS and is the network’s sec- l

CBS

San Francisco, as well as smaller cities like

ond-highest-rated comedy. —JC

Will everybody love Ray’s road routine?

| Bing's Latest Byline

tanley Bing is a busy man these days.
In addition to writing his regular humor

A VER‘ — column for Fortune magazine, the alter
E*PE v per e ego of CBS senior vp of communications Gil
g f T R Schwartz just launched his first novel, titled
N 4 f — Lloyd: What Happened (Crown Publishers).
Pl o SOt A o r Some broadcast-business insiders have |
i o s J— st —~ described the book as the industry’s Primary
T e S ': b Colors, but Schwur.tz denies that his characters ‘
—— e -~ Fomes CEEE e ‘ are based on real-life hrgadcust €xecs.
S = - < "!95,.% N “There are elements in the book from what |
gea iy, T 5 \‘\.,, et I’ve secn in the business, but it is not about a
guatete - & ] [’ \‘i \\ Y o< ’ TV company or a media company,” says
= e M p ﬁ ’ “ | Schwartz, a communications exec with West-
e - : 3 inghouse for 19 years before the merger with
“Y0 .
= QNG W 3B, e
| L L D Y D | about busi-

While it's not our style to sit around and talk about the weather, the

W H AT PENED

ness and how
it operates. [

# M

SPRING Newspaper Network would like to address the currerit climate ’ wanted to

in the Detroit newspaper market. ‘ | make people
The good news is that, with recent changes in our line-up, the SPRING laugh. ’

Newspaper Network now reaches more suburban Detroit readers and

delivers better demographics for advertisers than ever! We also reach
more Wayne, Oakland and Macomb County readers with annual house-
hold incomes of $50K and up. That is more than any other newspaper
group in the areas we serve including the Detroit News and Free Press.

You can still expect to buy any and all SPRING Newspapers you like
with one call, one rep and one invoice.

So, we predict a very hot SPRING in '98. We're talking about the SPRING
Newspaper Network. If you'd like to talk to us now, call 800-382-8878.

4
SPR'NG

Newspaper Network

Detroit Suburban Press Ring

THE NUMBER ONE WAY TO REACH
THE METRO DETROIT MARKET!

1-800-36Z-8678
WWW.SPRINGNEWSPAPERS.COM

Observer & Eccentric Newspagers » Heritage Newspapers » C&G Newspapers » Michigan Community Newspapers

novel is cen-
tered around
a year in the
life of a
midlevel busi-
nessman
whose compa-
ny may be
involved in a
mega-merger. Executive boozing, mindless
spending and massive employee firings punctu-
ate the storyline.

Schwartz adopted the Bing pseudonym to
sustain the memory of a character who was
cut out of an off-Broadway play he wrote in
1984. IHe first used Bing to byline a column
introduced in Esquire that year and continued
using it when he moved the column, which
satirizes the business world, to Forune in
1995. —John Consoli

1 The new

NOVEL OF BUBINESS

BING

Now in hardcover:
Schwartz’s humor
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MTV Turns Star-Searchlight on Viewers

readlocks and pierced wannabes, ranging from Goths
‘ Dlongues were out in in zebra-print pants to hip-hop-
force in midtown pers to gorgeous-model types. ‘
Manhattan last week as thou- “We really wanted to be respon- ‘
sands of MTV devotees queued | sive to the audience” by having
up outside the music net’s 15135 | them audition and then vote for
Broadway headquarters for a the winner, said Dave Sirulnick,
chance to become the next star | executive vp, MTV news and

| veejay. production, who oversaw the E
MTV’s first time inviting its ' selection process. ' <
| viewers (via « multimedia cam- Looks weren't that important R . 4 [ i B T PRI
paign) to audition for an on-air in the candidates’ overall grades, | Signs of hope: Some MTV-veejay wannabes waiting on
role became a big media event, according to Sirulnick. The most | line for their “close-ups” toted network-supplied placards.
attracting some 4,000 vecjay important quality, he said, was ‘
- knowledge of tysomething social worker from Sirulnick and staff selected
music—each audi- New York who seemed at ease in | five finalists—the network also
‘ tionee was asked a the network’s new studio over- picked one “wild card” finalist
‘ random question looking Times Square. Like the ' from a mail-in promotion with
about music—fol- other candidates. he’d had a dab Old Navy—and the chosen ones
\ lowed by charisma, of makeup applied, a P+-olaroid | made appearances on MTV this
| on-camera energy taken, and about 30 seconds on | past Saturday so that viewers
and then looks. camera to talk about himself and | could vote via phone or e-mail. '
At presstime, one | read a few lines off a cue card. The biggest vote-getter will make
| of the hopefuls was “I can’t imagine a cooler job " his or her official debut tonight,
| Brian Moriarty, a for me,” said Moriarty. “l love to | co-hosting MTV Live with veejay
clean-cut, twen- talk and I love music.” Carson at 6 p.m. —/im Cooper

= ‘..

e . At last count

Weh Effort Drives Food there were
Lovers to Emeril's Kitchen 11,834 mutual funds.

he phone lines in Manchester, N.H.,
I have finally recovered from a recent
TKO by some 50,000 virtually \
simultaneous calls for tickets to Emeril
Live!. The Food Network for the first time
had posted on its Web site a call-in num-
ber for tickets to the popular cooking show
with Emeril Lagasse, and within minutes
of the phone lines opening up, it seemed
that every one of those recipe-downloaders
was dialing, said a network representative.
The overload compeletely shut down

lomey

phone switches in the area and left some You Need This Magazine
| Manchester residents with no outgoing

phone service for much of the morning. www.money.com

The Food Net, meanwhile, filled its 15 IS T, I

April Emeril tapings in 22 minutcs.



What Are You
Getting For Your

Ad Dollars?

WHETHER YOU WANT BRAND AWARENESS OR GREATER PRODUCT SALES,
YOU GET MORE FOR YOUR MONEY ADVERTISING IN INVESTOR’S BUSINESS DAILY!

If you're a national corporate advertiser, the trends shown by these charts should be a wake-up call.
Are you advertising in the same publications you did 10 years ago? It could be costing you big money ...50%
more, for less image ... and a pull per 1.000 readers that may be much less than Investor’s Business Duily’s,

The Dell Story

In 1994, Dell Computer tested an ad campaign in both
The Wall Street Journal and Investor's Business Daily.
Same ads. same frequency. Result: /BD pulled 23%
of the leads, with only 11% of the Journal's circula-
tion at the time. Today with 14.5% of the Jowrmnal's
circulation, /BD’s pull would equal 30%.

Also since 1994, The Wall Street Journal has continued 1o
raise their ad rates™ even as their circulation declined.**
Investor’s Business Daily intentionally sets ad rates o
give you more for your money.

Why does IBD pull so much better?

® Ahigher percentage of IBD readers are cor-
porate CEOs — 15.3% vs. 12.9% for the
Journal. Your CPM for these influential
decision-makers with /BD is less than half of
the Journal’s: $95.33 vs. $195.59, based on
Monroec Mendelsohn’s 1997 survey.

® IBD has an expanding loyal audience that
really reads the paper. They are more afflu-
ent. influental. entrepreneurial and respon-
sive. And 75% of them do not read the
Journal, according Readex Inc.!

[f Dell can sell its computers two to three times as effi-
ciently in IBD as in the Journal, it follows that you can

probably scll your product and increase your brand
awareness for substantially less money as well.

In fact. we guarantee it.
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OUR GUARANTEE;

IF YOU’RE A NATIONAL CORPORATE ADVERTISER, WILL-
ING TO CAREFULLY MEASURE YOUR AD RESULTS BASED
ON EQUAL SPACE IN EACH PUBLICATION, WE GUARANTEE
YOU WILL PULL AT LEAST 50% MORE INQUIRIES, PER
DOLLAR SPENT, IN /BD THAN IN THE WALL STREET
JOURNAL OR ANY NATIONAL BUSINESS MAGAZINE. WE
ALSO GUARANTEE A LOWER COST PER ORDER THAN
CABLE OR NETWORK TV.

Investor’s Business Daily

“For People Who Choose To Succeed”
*SRDS **Audit Bureau of Circulations To advertlse! ca": (800) 882'8929
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V\/ h | | € adVE‘ Ftl Sers usu al Iy create Web addresses no more interesting
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than yourcompanynamehere.com, Keds has chosen to incorporate its theme line into its
URL, directing consumers to Kedsfeelgood.com. The company is to be commended for its
novel approach to a boring old Web address. However, one can only hope Keds’ marketing

brass doesn’t change advertising themes any time soon, or worse, that some disgruntled

New Yahoo

Santa Clara, Calif.-based
Yahoo is currently testing a
heta version of its next-gener-
ation home page at
http:/beta.vahoo.com. New
links running across the top
of the page include email, the
personalization option My
Yahoo and Help. News head-
lines run next to the 14 major
search categories rather than
being relegated to a link at
the top of the page.

You've Got Mail

InfoBeat, Denver;, an email pub-
lisher, is banking that media
companies want an online ver-
sion of direet mail to deliver
news and information.
InfoBeat said today that it has
formed a program to deliver
email publications to its
1.5 million user base from Time
Inc. New Media, The Red Herring,
MSNBC and Preview Travel.

Shock Watch

Avalanche Solutions, New York,
last Friday launched a site pro-
moting Casio G-shock watches.
Gshock.com focuses on the
extreme-sport playing, club-
hopping, alternative inusic-lov-
ing set who collect the watches.
The site is the first Casio pro-
ject for Avalanche, which was
recently named the Dover,
N.J.-based company’s interac-
tive agency-of-record.

McDonald’s to Go

Organic, San Francisco, has
resigned its interactive
agency-of-record assignment
from McDonald’s, Ouk Brook,
111, citing “differences in
opinion over the strategic
direction of the Web site.’

‘Enter Access

By Anya Sacharow

aking a cue from other recent Internet
\ -
Taccess joint ventures, The Globe and
Internet service provider EarthLink
| Network are joining forces to offer both con-
nections to the Web and America Online-style
services.

The Globe, a community
Web site that also offers
personal Web publishing, is
partnering with EarthLink
| to produce a Globe-branded
Internet start-up disk. The
disk combines EarthLink
Internet access with Globe
email and defaults to The
Globe’s home page
www.theglobe.com.

‘ Included in the $19.95 per month package

are Internet access, email and Globe services

| for home page publishing, discussion forums

and reading personals. For an additional $49.95

. per year or $4.95 per month, a VIP-gold access

Globe account includes more storage for the

- home page, discounts and more options for par-

ticipation in interest groups or posts.

EarthLink will pay The Globe a bounty fee for

every subscriber who uses an EarthLink

| account. The Globe has also secured a position

- as the key community content provider for
| EarthLink’s site at www.earthlink.net.

The deal puts The Globe in competition with

| Snap Online, CNET’s Internet access service,

News lFeotures Reviews

EarthLink and The Globe wili combine dial-up and
* community to form an AOL-influenced service.

Keds wearer doesn’t launch a site titled Kedsfeelbad.com. —Catharine E Taylor

edeadline EgrthLink and The Globe

Sphere

| a similar service being offered by MCI and
1 Yahoo, and America Online. The deal is The

Globe’s portal play to capture users at the
access level when they are just getting online.

“We don’t want people coming to our site to
hounce somewhere else,” said
Susan Berkowitz, director of
sales and marketing for The
| Globe. “That’s the search
engine model. And they’re
starting to provide tools to
keep users.”

EarthLink has some
400 partnerships similar to its
distribution relationship with
The Globe. The company has
an affinity marketing pro-

gram with companies including Sony
Entertainment, United  Airlines and
CitySearch. “We want partners with communi-
cation channels to customers where we can
| leverage their relationship,” said Chris Palmer,
director of market development at EarthLink.
| Inthe case of The Globe, which has partners
including InteleTravel, a network of travel
‘ agents that work out of their homes, and
Together Systems, a national dating service,
‘ those relationships are extremely valuable far
generating new dial-up customers. The Glohe
recently launched an $8 million eampaign cre-
| ated by Kirshenbaum Bond & Partners that
includes online and television advertising. B
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dSixdegrees, New York, an online networking
community, has entered a partnership with
JobDirect.com, New York, to syndicate its per-
sonalized bulletin hoard feature on the JobDi-
rect site. JobDirect.com, which links college
students with job openings, will utilize the
sixdegrees database for potential members of
its network, and JobDirect applicants can
then join sixdegrees.

PNational Football League sponsors Miller Lite |
and Sprint collaborated last weekend on Web
coverage of the NFL Draft through ESPN
SportsZone and NFL.com. Dubbed Draft-
Tracker, the co-sponsored section included
pre-draft analysis and live draft coverage. It
was developed by New York-based ESPN
Internet Ventures. |

DNicholson NY will rebuild the Internet-based
publishing operations for the New York Daily
News. A new site, nydailynews.com, will
launch in late June. The ageney will also
develop an ad-tracking system for the New
York tabloid’s online presence.

http://www.mediaweek.com

Levi.com Buttons Up
Lilith Fair Tour Sponsorship

BY BERNHARD WARNER—In a drive to
become one of a “handful of corporate des-
tination sites” on the Web, Levi Strauss &
Co., San Francisco, is looking to build a fol-
lowing for the new-look Levi.com in some
wide open places this
summer. The apparel
company is running
online sponsorships of
two summer concert
tours—Lilith Fair and
the Aware Tour—to build
some crucial momentum
for the sagging brand
both at the cash register
and online. The site was
due to relaunch late last
week.

an online music resource, we're going (o
concentrate on the accomplishments of
emerging artists,” said Jay Thomas,
director of digital marketing for the
Levi’s brand. The emphasis on music and
youth culture will be evident throughout
the site in major content sections such as
“Webumentaries,” cyber documentaries

The gateway to the latest invcarnationrbf the
“Without trying to be Levi Strauss & Co. Web site, Levi.com.

of lesser-known individuals, and in
“Backstage,” which is dedicated to Levi’s
sponsored artists and events.

Levi’s plans to build momentum for the
Sarah McLachlan-conceived Lilith Faiv on
its site well before the
first tour date, sched-
uled for June, 20. For
example, women-front-
ed acts can submit
videos and register on
the site to win the
chance to perform at
one of the venues. The
relaunched site, co-
developed by CKS
Partners, Organic
Online,  Miller/Huber
Relationship Marketing,
all San Francisco, and NBC Digital
Productions, N.Y,, will be promoted on
“partner” sites, such as MTV Online and
SonieNet, said Thomas. In a break from
the past, the apparel brand also will utilize
its upeoming advertising campaign, via
TBWA Chiat/Day, San Francisco, to raise
interest in the site. W

More people read Business Week than any other business publication in the world.

Shouldn’t your ads be that well-read, too?

BusinessWeek

Most Read. Best Read. Worldwide.

www.businessweek.com
AOL: Keyword: BW

A Division of The McGraw-f#ill Comparies
1898, by The McGraw-Hill Companies, Inc.
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NBC and InterVU Have Eye

http:/fwww.mediaweek.com

‘For Online Video Web Site

| BY ANYA SACHAROW-—NBC and technology
partner InterVU, a video delivery compa-
ny, this week will launch a video-based Web
site called VideoSeeker.com. The site will
be available through both that Web address
l and at NBC.com. Though

is scaling the site for different modem
speeds. “To deliver one video file is like
moving a whole Web site of text,” said Allie

Shaw, director of marketing at InterVU.
Content on the site will include spon-
sorships and contribu-

the network will highlight
some of its own program-
ming, the goal is to make
the site a comprehensive
online locale for quality
video material.
InterVU is not looking
| to compete with other
online video technologies

,'_\
videoseeker

G IOWROOM The wMhsetr ARIC Mesegy o grtiery.
OG IACTLDT G Mt b 1 AC st = oo, Moy ot
ACCESS HOLLIWOOD. Chows s thr et et Sarvmar sy

tions from other Web
publishers. A video
search engine  will
aggregate and provide
links for sites that are
now running Internet-
based video such as
CNN Video Vault and
RealNetworks’ Timecast |

such as RealNetworks’

TG ROON. Py bl e MG et st 3o st
VAST Qrectary of G doat ratec sans an ot amt

Daily Briefing.

RealVideo or Microsoft’s
| streaming video product
NetShow. Instead, Inter-
VU and NBC are looking to make online i
video delivery effortless from all plat-
forms. “My goal is in two or three years to
Jjust elick and play,” said Todd Harris, man-
ager of new content development at NBC
Interactive. “There are no plug-ins.”
From the technology end, the most dif-
ficult aspect of programming online video

NBC and InterVU want VideoSeeker.com to he
a comprehensive video resource on the Web.

MyLaunch Music, an
online music publisher, is |
the partner for music
videos and live performances. }

The channel line-up on the site for now
includes NBC Showroom, material from

NBC network entertainment; NBC Back |
Lot, interviews with NBC celebrities; and
the Rec Room, which contains puzzles and
trivia games about NBC stars as well as
other video-based games and contests. B

DThe One Club for Art & Copy, New York, will
recognize the best creative work in interac-
tive advertising at an awards show, One Show
Interactive, on Thursday. Judges include
CEOs and creative directors of interactive
agencies. Winners in seven categories includ-
ing banners, corporate images and other
online advertising forms will be announced.
The One Club also runs a well-known awards
show each year to honor the best in tradition-
al advertising.

PN2K, New York, which stands for Need to
Know, renamed N2K Entertainment, its
online musie division, the Music Boulevard
Network. All N2K Entertainment proper-
ties—Musie Boulevard (www.musicblvd.com),
Rocktropolis.com, JazzCentralStation.com,
Classicallnsites.com, and star sites David-
Bowie.com, StonesWorld.com, LeonardBern-
stein.com, MilesDavis.com and Wynton-
Marsalis.com—will now be subsumed under
the Music Boulevard Network. J.J. Rosen,
formerly senior vice president, general man-
ager of N2K Entertainment, was named
president of the Music Boulevard Network.

"Sure, we can reach 31-year- old male vesgetarians from
Kokomo who eam over *150,000 as candlie makers and
are into Persian cats and hip-hop music. No problemo, babe."

Introducing a new concept
in online target marketing.

THETRUTH.

Unlike some other sites, at Planet Direct™we'll never promise you an
audience we can't deliver. Why should we? With the most accurate

targeting mechanisms in the industry —

member supplied registration

data and click-stream usage data — no other site compares. Target men
or women in any of 400 U.S. cities and by 100 areas of interest. With over
250 ISP partners, Planet Direct delivers over a half-million active, affluent
at-home online consumers. If that sounds like your type of audience, give us
a call. Because the truth is out there. Find it at Planet Direct.

For more information call James Ashton,
U.S. Sales Manager at 888-717-7500 x3858.
Or e-mail us at adsales@planetdirect.com.

http://www.planetdirect.com
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Candidate Elects
for Banner Blitz

In what could be a harbinger of politi-
cal strategies to come, Evan Davis, a
Democratic candidate for New York state
attorney general, has launched a Web site
banner ad campaign.

Created by Kaufman Patricof
Enterprises and distributed by
DoubleClick, both of New York, the first
of a series of ads began running Tuesday
and should garner 250,000 impressions
during the next month. It reads: “A candi-
date who will not accept corporate contri-
butions . . . Evan Davis for Attorney
General,” and links to Davis’ Web site,
which focuses on the issue of campaign
finance reform.

More than just a casual surfer, Davis
and his wife used the Internet to arrange
the adoption of their daughter from
China. He said the Web was a natural
platform for his campaign.

“It’s a tremendously active medium,
plus it’s a personal medium,” Davis com-
mented last week. “It speaks to people
very directly, and I think the fact that
I'm approaching Internet users through
the Internet will be viewed by them as a
reason to vote for me.”

The banner will run on targeted sites
in DoubleClick’s network, including
www.bigcharts.com and www.united
media.com. DoubleClick CEO Kevin
O’Connor predicted that more political
campaigns will be advertising online. “I
think next time around it’s going to be
big,” O’Connor said of November’s elec-
tion. “I'm excited about trying something
new on the Internet.”

This is the first political banner effort
created by KPE, a unit of New York-based
Grey Advertising which developed the
Web site for the 96 Clinton/Gore cam-
paign —Adrienne Mand

[Q movers

Anna Zornosa joined NetWeb Corp., San
Francisco, as COO. She was formerly
senior vice president, advertising sales
and affiliate development, PointCast,
Santa Clara, Calif. ... OgilvyOne
Worldwide, New York, named Carla
Hendra, a former worldwide managing
director for IBM Direct/Interactive
Marketing at the agency, president ...

E! Online, Los Angeles, created the new
position of Midwest advertising manager
and named Timothy Carroll, who was a
media buyer/planner, Leo Burnett, US.A,,
Chicago, to the slot ... William C. Nussey
was named president and COO of iXL,
Atlanta. He previously worked at venture
capital firm Greylock Management, based
in Boston and Palo Alto, Calif.

BAUCE PLOTKIN

Steve

A
manager of Children’s Television Wor'ks-fop Online (www.ctw.org), S

http://www.mediaweek.com

-

oss. Barry Diller. And now: EIm#.

charged with turning some of televi- |
sion’s most beloved characters into what |
she calls “collaborative family enter-
tainment” for pre-schoolers, their older |
siblings and parents. Replete with
familiar Sesame Street faces, the CTW |
site is an educational tool amibitously
aimed at building community offline
within the home, as opposed to on
the Net.
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INSIDER

ONLINE

SESAME

By Anya Sacharow

conceived and incubated iVillage.

“We said, what if we were to create
communities for real people?” Sharkey
says. Sharkey spent two-and-a-half
years at iVillage and was both a senior
vice president of programming and
chief community architect there.

With all her experience in building
online communities and brand strategy
for established media

The non-profit
organization could
hardly have found a
more qualified com-
munity builder.
Sharkey’s interest in
things digital goes

companies, she
moved on last year to
CTW, a relative
unknown in online
circles. “I wanted to
run sonething,”
Sharkey says. “And 1
felt like I was ready.”

back to her first job

after graduating from Under Sharkey, the venerable CTW is
of building offline community online.

the University
Pennsylvania. Qualified to work on |
high-definition TV and video, she later ‘
moved on to Frankfurt Balkind
Partners, the New York-based ad
agency, where as a senior director of
client services she met Diller and Ross.

“She’s very energetic and ambitious,”
says Aubrey Balkind, president and |
CEO of Frankfurt Balkind Partners.
“People get taken with her.”

Diller was so taken that he brought
her over to Q2, the spin-off of home
shopping network, QVC. There,
Sharkey met iVillage’s current chair-
man and CEO Candice Carpenter, then
president of Q2, and the two eventually

Sharkey had already
experienced market-
ing, business development and pro-
gramming. She had met with iVillage’s
venture capitalists in Silicon Valley and
sat in on enough board meetings. She
wanted to apply what she knew about
start-ups and what she knew about the
heritage of a big brand.

“At first I thought, Big Bird, OK,”
Sharkey says. “Then I thought, Big
Bird, cool.”

Sharkey believes her next role will be
in a world where television and comput-
ers meet. “The installed base of couches
in America is bigger than the installed
base of home offices,” she says. “I want
to see what the effect will be.” @




y  Ziff-Davis in print

} Ziff-Davis online

Sure, Ziff-Davis is big in print. But CNET delivers a much bigge- audience online according to Media Metrix; Relevant
Knowledge? and @Plan® You'll find the numbers at www.cnet.com ‘bigger. And you'll find the audience at the most in-depth
tech sites on tha Web: CNET.COM, COMPUTERS.COM, BUILDER.COM, DOWNLOAD.COM, NEWS.COM,

SEARCH.COM and GAMECENTER.COM. So yeah, go with the biggest. Just make sure you know who that is.

FIR THE BIGGEST ONLINE TECH AUDIENCE, CLICK HERE.)

©1998 CNET. inc All rights reserved. 1Media Metrix, The PC Meter Company, WWW Audience Measurements, Fab 98, At Home Sample: projected reach for ali measured CNET and ZDNet properties. “Relevant Knowledge Inc., The Web
Feport, unique visitor ranking of consolidated Web properties during March 1998 reporting period. 3@Pian, Release 1.2, Winter/Spring 1998. CNET Network and ZDNet Network, 30 day audience reach estimate






VIDED

You expect the same results from your online m3ssages as you do from your
traditional communication efforts: to win the awdience’s attention with memorable
information. So they understand. So they believe. So they react. And no other medium
is more effective at attracting and holding attetion than moving pictures. You
know it, and so do your Web users. Try asking them to read about an avaianche.
Or-to click on a static image of a shuttle launch. That kind of unfulfilled potential

just doesn’t cut it for today's media-savvy consumer.

Only the InterVU Network combines the powers of all media — delivering the
V-Banner™ video advertising banner, live unicast and multicast video, video-on-

demand, and other rich-media messages with :he quality and speed necessary for

tiananmen_sqg.mpg

supports AVI, InstaVU” MPEG,
RetShow, RealPlayar Quicktime,”
Civo," and animated GIF formats

Web distribution. Rapid, reliable performance is achieved through interVU's
proprietary distributed network, eliminating the bott enecks that turn visitors away.
Plus, one-stop, turnkey solutions mean that each video is encoded in multipie
formats and automatically delivered to users based on their system capabilities.
Web users won't pay attention to messages that dor't stand out. Make yours

understood with the power of videe.

For more information, call InterVU at 619.350.1600 <126 or visit our Web site

at www.momentum.intervu.net.

InterVU
wwy.intervu.net

DELIVERING THE POW=R OF VIDEO TO THE INTERNET
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advertiser Web sites glamorous work.
Whether it’s plugging in press releases or
switching pot roast recipes, Web revisions are
generally heaped on the greenest of greenhorn

N obody would ecall the task of updating

programmers. So why are more and more adver-
tisers anxious to take on the mundane responsi-
bility themselves?

To free up cash and time, advertisers say, not
to mention eliminating the layers of aggravation
that come from dealing with new names and fresh
faces at the Web agencies.

“Since we've taken [site update duties] in-
house, it’s given us so much more flexibility than
we had before,” says Estée Lauder Companies’
Angela Kapp.

Kapp, vice president, special markets and new

media, for the New York-based cosmetics compa-
ny, figures she has recouped 50 percent of her
online marketing budget by handling upgrades
for each of Istée Lauder’s brand sites.

But if advertisers think taking Web work in
house will save money, they’re mistaken, says
Fergus O’Daly, president CKS, New York, which
designed Clinique.com for Estée Lauder. Though
O’Daly says CKS encourages clients to assume
some of the responsibility of Web maintenance as
a matter of convenience, it’s no panacea.

The reliance on an ever-changing rotation of
freelance programmers, who are typically less
skilled than those at agencies, is 4 common prob-
lem. And as needs grow, more specialists—writ-
ers, designers, architects, auditors, IP special-
ists, all of which command higher wages—are
required.

“The major brands in this country learned a
long time ago you can’t spend your time on adver-
tising,” O'Daly says. Among the reasons he cites
is that ads produced in-house are usually dull
compared to those created by agencies.

But at this point, there is evidence that a few
advertisers are taking on some of the sexier
advertising tasks, while their interactive ad agen-
cies concern themselves with back-end issues
stich as creating and maintaining databases of
online consumers.

Stoughton, Mass.-based Reebok International
keeps an in-house staff of full-time copywriters
and an occasional freelance reporter on its inter-
active marketing team. Its mandate? To keep
Reebok.com brimming with updated sports and
fitness content, says Marvin Chow; director of
interactive marketing for Reebok.

Meanwhile, Reebok’s Web architect of record,
Mindseye Technology, handles tasks a traditional
advertising agency might consider drudgery.

“They do the programming. They have control
of that,” Chow says of Boston-based Mindseye.
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The latter also assembled the
database-driven Web site that
enables Chow’s staff to insert the
latest news about its athletes onto
the site straight from their desks.

For instance, it was Reebok’s
in-house team that handled dis-
patches from Julie Foudy of the
U.S. women’s Olympic soccer
team. Foudy recently traveled to
China and sent back reports to
Chow’s staff. Reebok editors did-
n't alter her prose, but they still
had “to lay it out,” he said.

Chow admits “publishing is
definitely not our competency.
But we have the
resources to get it

Clients such as

Estée Lauder’s

Angela Kapp

{above), and

Reebok, are doing

more of their own

Web site

maintenance.

Agencies may be

on the outs.

B o o o e e e e e e = = = = = = = = = = = = =  —————————— - = — - - ]

signs the checks
for hundreds of pro athletes who
wear the company’s sneakers
and gear; relying on a middle
man for the purpose of posting
missives from the athletes on the
site doesn’t make sense.

Some expect the formula will
continue to change as more mar-
keters look to convert monolithie,
brochureware sites into store-
fronts. In the beginning, at least, such transac-
tional sites will require more of a partnership
between agency and client as fulfillment and
customer response engines are required to pull
off a sale, says Jim Martin, senior vice president
of DVC Interactive, an interactive ad agency
based in Morristown, N.J. For now, though, too
many major brands are still stuck on version 1.0
of their Web site’s development, he adds. And
working from a fixed budget, many would be bet-
ter served saving some money on upgrades and
maintenance now so there are a few dollars left
over to promote the site, Martin says.

“We might charge $125 an hour where they
probably can hire somebody for $75 an hour and
come out ahead,” he adds.

But the extra money doesn’t necessarily end
up being used for the media buys online publish-

“The major
.. learned
a long time ago
you can’t spend
your time on
advertising,” says
CKS President

Fergus O’Daly.
I ————

done.” The
biggest resource: b rFan d S.
access. Reebhok
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ers so covet. Compared to traditional media,
advertisers’ online media spending ratio “is way
out of whack,” according to Brian Sroub, vice
president of New York-based Hearst New Media
and Technology. For a TV campaign, 80 to 90
percent of the total ad budget goes to the media
buy. In online media, even the biggest spenders
are allocating approximately 40 percent of the
budget to the media buy, he said.

Estée Lauder’s Kapp, for instance, says the
money the cosmetics company has saved will
likely go towards an enhanced email system to
better manage the nearly 250,000 registered
users of Clinique.com who request the latest
information on skin care and product news,
she says.

While some people insist
these are cozy times for clients
and their interactive agencies,
there remains an obvious, lin-
gering confusion that contin-
ues to beset the industry.
Emblematic of this maw is the
CKS-Clinique relationship.
Kapp says the only thing CKS
is on the books for is hosting
Clinique.com. O’Daly insists
the ties go deeper than that.
He says he expects the agency
will hear from Kapp in a few
months when a major redesign
is required on the site.

For advertisers, the prevailing disconnect can
be traced back to an insistence on accountability.
Marketers still agonize over what their agencies
are producing for all the tens of thousands they
pay them, especially after they were promised so
much when the business was first pitched. On
the other hand, many Web agencies wonder
when working all the long days and weekends is
going to mean bigger dollar commitments from
clients who spend gobs of dough on traditional
media.

In the meantime, quibbling over who handles
the minor jobs isn’t good business sense.

“The big picture is all about maintaining
clients,” O’Daly says. “You can stay up night and
day, seven days a week and continue to lose
money. But you stay in there hecause you know
that important piece of business will recur.” ®
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Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month).
New ads, copy changes, and cancellations are due by the fourth Thursday of the current
| month for appearance the following month. RATES: $41 per line monthly; $260 per half-

inch display monthly. ALL ADS ARE PREPAID. Monthly, quarterly, semi-annual and annu-
al rates available. Orders and copy must be submitted in writing. Mastercard, Visa, and
American Express accepted. Call M. Morris at 1-800-7-ADWEEK. Fax 212-536-5315.
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theispot™ www.theispot.com
THE ILLUSTRATION INTERNET SITE
PORTFOLIOS and quality STOCK from
100's of the world's best artists

|  ADVERTISING SPECIALTIES

weight
T-Shirt!

Compressed

under 50 tons of pressure ol
It's Full Sizeggruly it is! *éj‘gﬁéﬁ

Stock & custom shapes available:

* CD Case * Hockey Puck
+ Soda Can o Credit Card
} * Postcard "Mailer-Tee™  * Heart
» Mini T-Shirt + Mini Cereal Box

Great for GWP’s, Tradeshow Giveaways and On-
pack Promotions. Include coupons, catalogs and
‘ event schedules inside packages.

Call for more information about samples,
mock ups & dimensional mailers!
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@RAND MSNALLY  ZIPPO

1955 Route 34
Wall, NJ 07719
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. photos or other art in full bleed, vibrant
- color with our patented Matrix printing process.

* Beautiful silkscreening available for 7~
extra fast tumaround L

® [ ow minimums
® Many sizes & fabrics ]
‘%“ 3 STRIKES CUSTOM DESIGN. Gratk Sokitons wef Fatvc snos 1979

25 CRESGENT ST, STAMFORD, CT 06906 = =
TEL (203)359-4559 » FAX (203)359-2187

ART/DESIGN SERVICES

No Magicians.
No Rabbits.
JUST HATS.

p®

Call 1-800-331-1181 ext. 38

HY ’
High-quality, custom headwear
for your promotional program

or e-mail at www.hyponline.com

They press “Print

appears! Reach

Windows® milllons, instantly!

user seeing Call now.
your ad, logo e
or message. 9930

www.jesoft.com

Imagine every Screen” key, your ad

FREELANCE
ADVANCERS

B IRsEIf

to the most reliable
freelance service
in the arka

212 661 0900

unlike a lot of the

new "johnny-come-latElys",
we're”NY-based former Treelancers |
who know the business and have a time-
earned rep for helping the bEst |
hElp themselves

ART/DESIGN SERVICES

INVIisIon

GRAPHICS

Graphic Design From| » WEB DESIGN
§ | WEB GRAPHICS

Concept To Finis| % COMPANY LOGOS |
# CAMERA READY AD PRODUCTION
5 Call Steve at |

ART DIRECTION

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

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

ART DIRECTOR: Versatile, elegant design.
Brochures, logos, corporate, ads, promotional
& editorial. Robbi Muir 212-587-6619

European Concepts & Design.
All print media. 212-560-5522

Award Winning, Versatile AD/Designer
Concept to Finish. Reasonable. 212-769-1903

BRANDING

ph@enix

BRAND STRATEGIES
CONVENTIONAL WISDOM 1S AN OXYMORON
email: ideas2fly@aol.com
or call: 212 769 0754
Visit: www.phoenixbranding.com

BROCHURES

SILK PURSE FROM A SOW'S EAR
Editor/Chartered Financial Analystturns
your roughest drafts into polished prose.

Annual rpts, newsletters et al. 212-971-9005

CD and
AUDIO MARKETING

CD, Cassette, Packaging &
Fulfillment Services

EJ ASR Recording

TOWELS
beach e golf ® compressed
Cotton International Inc.
800-949-4665
(they're good towels)

ASR s
) ) . multi-platform/multi-mEdia o Services
graphic designers art dirEctors 1illustrators c /mech @\
expert production artists editors copywriters proofrtaders % ) TEL. 800.852.3124 x 1224'
! X 818.341.913
ART/DESIGN SERVICES ART/DESIGN SERVICES COMPUTER SOFTWARE
Graphic Designer of printed matter, ads, BETA TESTERS NEEDED

unique creative vislon
Mac Graphics & lllustration
AAAD 212-678-2278

slides, web pages, etc. with fast Mac G3.
914-232-8956 www.bestweb.net/~bfuchs

for new A/V copywriting software.
(800) 231-4055/(310) 636-4683

Mac Pro! Quark, lllustrator & Photoshop. LOGO DESIGN 212-226-56836

Layouts & prod work. Call Jeff (212) 534-1024 |

| CALL 1-800-7-ADWEEK

|
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COMPUTER SOFTWARE

employees trained FREE!
And save $2,2501*

Call 1-800-488-7544.

For information and demo disk see our Web p:

BUY ADMAN NOW! GET OVER $2,000 IN FREE TRAINING.

That’s right. You receive 3 full days of training on using the Adman
system to help your agency - a value worth $2,250!*

Over 2,400 agencies use Adman for its functionality, flexibility, and
ease-of-use. Windows technology. PC and MAC versions. Compatible
with Novell, Win95, WinNT, Appleshare. Millennium compliant.

Invest now in a new accounting and financial system and get your

admanweb.com or email us at admansls@admanweb.com.

*1f Adman ordered before April 24, 1998. Two days Frec after Ai)ril 24
Training by Adman staff or approved Adman dealers excludes all o
discounts apply. Consulting must be completed by September 30, 1998.

ADMAN®

AVNU jon Services

1998 but before May 22, 1998.
¢ of pocket expenses. No other

COPYWRITING

| WRITE IT A LITTLE SMARTER,

A LITTLE FASTER.

10 years of award-winning experience
in all media in all product categories.
On time. On strategy. On the money.

(212) 759 8028

COMPUTER SOFTWARE l

Need help with ADMAN?
Authorized dealer— | provide sales, training &
consultation on system set-up, upgrades &

implementation. Gver 14 years in ad agency
finance. Steven Cass 518-581-9232

IMAKE ADMAN WORK FOR YOU!
On-site » Setup * Traning & Implementation * 20 yzs
AD Agency Financial Mgt. « Authonzed Sales & Servce
Marlene Alderman (315) 637-4549 « MAIdercoco@aok.com

l it Professional hel
AL for creative minds.
t It's the most powerful,
ar ﬂer ﬂexible,a%gr;\cy management,
job tracking, schedtling,
billing & team accountiny
software ever develoy

Mac and Windows

610-666-1955

www.medigroupltd.com

If you had
Clients & Profits,
your client would have
that invoice by now.

Imagine: Invoices that write them-
selves. Or unbilled costs invoiced
automatically. For one job or all jobs.
All without retyping. Laser quality
on your letterhead. No billing sys-
tem is more flexible. Mac & Win-
dows. Available today. Demo $45.

800 272-4488

www.clientsandprofits.com

COMPUTER SYSTEMS

TAKE CONTROL G
OF YOUR AGENCY'S
FINANCES! =< | caze:

The Complete g
Agency Financial System "J'&'n

1-800-843-1795

Gabel
Systems

COPY/CREATIVE

ESCAPE BROCHURE HELL.
For high-maintenance projects you need
aflexible, creative team that follows through.
Concepts. Design. Copy. Call 516-679-6838.

Fetching Copy. 800 9AD DOG9

TRAFFIC, VOLUME, PROFIT & PARTNERS

ADS TO DRIVE RETAIL 212,581.6760.x319

GET THE GIRLS. USE MY LINES.
Retail. Fashion.HBA.Food.212.581.6760x319

NEVER ADULL AD.
NOMATTER HOW DAUNTING THE SUBJECT.
Tech.Auto.Fin.Health. 212.581.6760.x319

HEDGE, FUDGE, DODGE & STRATEGY, INC.
ADS FOR PKGE. GDS. 212.581.6760.x319

COPYWRITING

MEDICAL/PHARMACEUTICAL/TECHNICAL
Copy & Research Arl Salant; 212-580-4030

RENT AN AWARD WINNER
*Stan Moore (201) 391-2329

THEBEST OF ALL WORDS. (914) 381-4879.

JOHN RAFFERTY WRITES
best-seller magazine ad sales promo copy.
BusWeek, Newsweek, more. 212-371-8733

Cadillac copy, Pontiac prices. 800-200-0397

Chiat/Day senior writer with Powerbook.
Willtravel. (415) 924-6877

Catch a Creative Genius

ADWEEK CLASSIFIED

L

NEED IT YESTERDAY?
Award-winning copywriter
works well under pressure.

Call (212) 7379499

CREAT|VEconceptsacopy
strategic

b-to-b and consumer ADS,
BROCHURES, etc.
(212) 348 - 9181

You don't need a full-time
copywriter. I don’t need a
Jull-time job.

ve Clients.

All Media. Impre
Excellent References.

Sharon Macey  203.454.4771

CREATIVE

KILLER B-TO-B PORTFOLIO
Stinging copy or complete project. 800-772-3409

Worry Free Art Direction. 718 997-0639

DIRECT MARKETING

Poetry & Persuasion 310-377-3930

FILM/VIDEO
PRODUCTION

GLENN ROLAND FILMS 310-475-0937

FULFILLMENT FULL SERVICE

Fulfillment America, Inc.

Database Mgmt, Order Processing, POP,
Promotions, Pick and Pack
Boston-Dallas 1-800-662-5009

INSURANCE

Concepts with claws. Big Bear 212 396-4492

ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE?

We specialize in insurance for
advertising & media firms.

WRITING THAT SELLS
Business building ideas. Copy that gets resuits.
Sales Literature, PR, & Corp. Communications.
Nanci Panuccio 212,688.5936

I KNOW HOW WOMEN THINK.
Brochures, ads, catalog, direct mai,
by successful magazine writer/psychologist.
Call Joan 212.254.9311

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

1PUT THE “BOTTOM LINE” FIRST
Results-driven copy for B-to-BfTech/
Fashion/Hospitals/ 718-229-4190

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.

Copywriter wanna be seeks coach. 212-532-2753

MARKET RESEARCH

Solid copy, good ideas: Robert 718.399.0690

AWARD WINNER - Fresh, fast, versatile.
All media & new product work. 212-737-8977

Italk..they talk...we listen...
Richard Kurtz, Qualitative Research
(212) 869-9459 kurz@ziplink.net

WANT TO REACH HISPANIC CONSUMERS?
NEED GUIDANCE? CALL ME.
20yr. Exp. Blue-Chip Clients. Producer/Writer.
212.247.3190. Email Nolo5@AOL.com

MARKETING SERVICES

PRINT SPECIALIST
Recent work includes El Al, Dallek,
Screenvision, Tri-State Ins. 212-243-7567

Video News Releases
Promote your ad campaign on TV newscasts.
A powerful tool for getting added exposure.
Extremely cost-effective. Fres demo tape.
D S Simon Productions, 212.727.7770.
Ask for Gene. http://www.dssimon.com

Awardwinning healthcare copy 973-655-9638

WHEN I'M DEAD, THEY'LL CALL ME A GENIUS.
UNTILTHEN...212-595-8215

CORPORATE IDENTITY

NEW BUSINESS EXPERT-Dev. positioning,
image; marketing & creative strategies;
write presentation. Call Bob (212) 213-8269

Leveraging anniversary of company, brand,
product? “Corporate Memory” Marketing
adds to marketing mix. 212-765-6968

Give Your Business Strategic Attention!
Columbia MBA/exp'd marketer w/brand mgmt
and agency exp avail for on-going consulting
projects, idea sessions. Carol (516) 294-0637
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MEDIA BUYING &
PLANNING SERVICES

PARAGON MEDIA (212) 704-9965 (ext. 235)
Find out why our clients would never go
anywhere else for their buying and planning.

Tangled Up in the World Wide Web?
Get help from our Internet experts.
Interactive Planning, Buying and Research
Call MediaEdge, Inc. 212-707-1144
consulting@mediadepartment.com

Consulting, pfanning, buying D.R. & general
long & short term 212-340-8006

MEDIA FIRST INTERNATIONAL, INC.
212-686-3342 X 222
Strategically driven; Hands-on management;
Extremely cost efficient; Unique media
solutions; Full disclosure; Worldwide
capabilities; Guaranteed performance.

MAC CONSULTING

MAC HELP
Solutions - Upgrades - Stabilization
212.595.4783

" NEWSLETTERS

Get Recognized, get promoted and gst
ahead. Read The David Palmer Lefter.
Call now for FREE sample, 1-510-665-3549

et us create your

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

all 203-637-8154

| OUTDOOR ADVERTISING

Tall London models with huge rears!
NYC's most visible outdoor medium is

MEDIA MERCENARY
Yen Year Vet Avallabie for: Long & Short

Term Projects/Ongotng Consuitation
[718) 259086 I/MedlaMercaaol.com

also the least expensive. Bright red
double-decker buses stand tall above
traffic. Huge tails (35"x65") are twice

as large as city bus tails, and you're

EXPERT PLANS &BUYS.............973-379-2334

exclusive to the entire fleet (40 buses)
16k-17k per month 212-736-0564

\ RO.P. DISPLAY

PLASTIARAFTERS |

DIVISION OF GEORGE PATTON ASSOCIATES INC.

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

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

Order on-line: www.displays2go.com e e-mail: info@plasticrafters.com

PRINTING

DEALER

77"

SAME-DAY QUOTING
Fax Specs For Quick

OUT OF HOME LITHO
FULFILLMENT SERVICES

PRESS CAPACITY ¢ SHORT AND LONG RUNS
TRANSIT SIGNS - BUS, SUBWAY, AIRPORT, TAXI ¢ OUTDOOR & MALL POSTERS ¢ BACKUT

Compton & Sons, Inc.

Posters Since 1853
CENTRAL SHIPPING LOCATION,

800-325-1451

SNIPES

ST. LOUIS, MO - LOWEST COST
FAST TURNAROUND
Quote (314) 991- 4726

PROOFREADING - RADIO PRODUCTION
|
Radiolangd

EXPERIENCED - FAST - PRECISE
Acvertising - Collateral

Catalogs - Annual Reports
Magazines - Manuals

i EDITORIAL EXPRESS
|
|

Call: 508-697-6202
Fax: 508-697-7773

RADIO COMMERCIALS

The Other Guys Charge You A Bundle
To Cover The Cost Of Their Big Space Ads.
Our Productions Sound Great, Too.
But When You Hear Our Prices,

They Sound Unbelievable.
800/789-RADIO
Sounds Almost Too Good To Be True.

Radio creative |
or production |

COMEDY,
- DRAMA,
 PATHOS

| (and the other
| Musketeers)

Call Mark Savan
(800) 443-2020 = (213) 462-3822 Fax

Good Spot. That's a good Spot.
(800) 9AD DOG9

Hokey name. Hip radio. Beard Boy Prod.
Humor. Music. Real people. 714-458-2305

RADIO PRODUCTION

Chiat/Day radio writer & producer.
(415) 924-6877

USE
ADWEEK MAGAZINES
TO GET NATIONAL
EXPOSURE

/

Wieden & Kennedy.

N

Nike.

Team .One Advertising.
Hardee’s Restaurants.
Levi Strauss & Co.

E &) Gallo.
Portland 503-224-9288.
LA 213-938-9287.

New York 212-337-9800.

Midwest 405-341-0288.

WOULD YOU
PRODUCE

?

Never. So why produce radio
without one? For radio as good
as your TV, hire our hot radio
directing team. You'll hear a
world of difference.

?

WorldWideWadia

CHECK OUT OUR

213.957.3399 Fax:R13.957.7050
E-mail: wadio@wwwadio.com
Visit our web site; wwwadio.com

Catch a Creative Genius
ADWEEK CLASSIFIED
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I'm naked! /

Call for our radio demo! 213-969-9767 « Fax: 21

Sarley, Bigg & Bedder

o,
3-969-9343

Radio at its best

RADIO PRODUCTION RADIO PRODUCTION
COOKIE LOVES HER CLIOS, AL SR o i
| Wheeer” - W Ay , U onsthe-Street

i 1 :
- \\

S

. : terviewer

-

Campaigns now
running in Chicago,
San Francisco,
Philadelphia

& Minneapolis.

: "’:5‘
CALL (510)

T

MW

RADIO PRODUCTION

RADIO PRODUCTION

W]qen it has to he cast, clirectecl,

and proclucecl l)y yesterday...
And it also has to be dreat.

Caﬂ us. Wa’ﬂ see Wl’lat we can do.

§18-382-3744 B“{ZRAD‘O

Commercials Produced with Aplomb

I'GCOI’CIECl

AMAZING NEW TECHNOLOGY!

Press this ad to your ear to hear
our latest Radio Ranch Demo reel.

[If this ad has crashed, call or fax for a free tape)

Dick Orkin’s Radio Ranch

Phone 213.462.4966 Fax 213.856.4311

VOICE-OVERS YELLOW PAGE SERVICES

TRANSLATIONS/
LANGUAGE SERVICES

SPANISH TRANSLATION

TV PRODUCTION

The Voice You Wish You Had Can Be Yours!

O'Halloran Advertising, Inc.
Sandra Van Delinder 888-903-0416

Serving Nat'| & Regional advertisers.

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

Strategic marketing designs, mapping,
demographics & business data all

WEBSITE DESIGN atno added cost. (800) 762-0054.

wwwdesign@594.com 212-560-7412

307/366-2290 or spantran@tctwest.net Reach your ad community in

ADWEEK CLASSIFIED

OFFERS & OPPORTUNITIES

___OFFICE SPACE [l MERGERS & ACQUISITIONS

853 BROADWAY

2 large, beautiful spaces with views
available to sublet in Design Studio.
$800-1,500 a month each. Willing to
negotiate sharing amenities.

Fax: 212-614-1255

BUSINESS OPPORTUNITIES

Meeting & Events
Coordination Firm
Prominent auto OEM training co. for

sale. Excellent client base. Expert in
ride & drive events, training, PR. Est.
'98 rev. $5.5MM, EBIT $906K.
Call Geneva’s Buyer Svcs Dept.
714.756.2200 / Ref 132412

MERGE OPPORTUNITY

Well-established NYC agency/

.| media buying company seeks to

merge with, and combine accounts
with, agency or buying service.
Reply in confidence to:
ADWEEK Classified, Box 4063
1515 Broadway, 12th fl.
New York, NY 10036
Or Call 212-604-4300

AVAILABLE: MARINA DEL REY FOR YOUR EVENT

Los Angeles County is seeking proposals for festivals and events in glamorous

Marina del Rey during 1998 and 1999. Only self-funded events will be

considered. For a copy of the printed Request for Proposals containing

additional requirements, instructions, forms and deadlines, contact Mark Hill.
(310) 305-9586

Deadline for submission of written proposals for 1998 events is May 18, 1998

Catch a Creative Genius
ADWEEK

CLASSIFIED

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.
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EMPLOYMENT

SALes ASSISTANT

Bravo, the Film and Arts Network, has an excellent
opoty for a high-energy, detail-oriented indiv to
support Sales Staff. You will prepare and maintain
media contracts for Acct Executives, act as liaison
between Sales & Advertising Agencies, Bravo
Scheduling, & film distributors to assure delivery of
contractual commitments. Revenue reporting &
presentation preparation will round out job
responsibilities.

To qualify, you must have a minimum of 1-2 years'
administrative experience, preferably in agency or
network advertising sales. Proficiency in Excel, MS
Word, MS PowerPoint are a requirement. The ideal
candidate will possess excellent organizational,
interpersonal and communication skilts and with a
mathematical aptitude. Bachelors Degree in
Business or Communications is preferred.

Competitive salary and benefits with growth
patential. For confidential consideration, please
send resume & letter of interest with salary
requirements to: Rainbow Human Resources, PO
Box 999-MT, Woodbury, NY 11797,

We are an equal opportunity empioyer.

ACCOUNT EXECUTIVE

Downtown, full-service agency look-
ing for self-starting account execu-
tive with 2 to 3 years solid experi-
ence. Opportunities abound on a
fast-paced, multi-disiplined,
package good account. Mass
Market experience and sports
enthusiast a plus. (Find the typo and
the job is yours.)

SRDS, a major publisher of media information, is seeking a detail-oriented and
aggressive Account Executive to join our growing Sales Department.
You will be responsible for selling display advertising in the Business
Publication Advertising Source and the Interactive Advertising Source.

The ideal individual must possess 5 years of advertising space sales and/or
media buying experience. An understanding of business to business
publishing and Internet marketplace is essential.

Proven prospecting skills as well as excellent written/oral communication skills
a must. Expertise with Powerpoint/Act along with SRDS product knowledge
and/or advertising agency experience a definite plus. Travel required.

We offer a competitive salary and afiractive benefits package.
For immediate consideration, please mail, fax, or e-mail your resume and salary history, in confidence, fo:

Atin: Human Resources, 1700 Higgins Road, Ste. 500, Des Plaines, IL 60018-5606.
Fax 847-375-5002. e-mail: tmphrs@srds.com EOE M/F/D/V

SRIOSC

ACCOUNT EXECUTIVE

-NEW YORK-

Fax resumes to 212-477-5642.

eolifle
Tlalkiing

Heard the latest? Dictaphone, a leading provider of integrated voice and data management,

has an exciting carcer opening in its Marketing Communications and Creative Services Department.

Sr. Graphic Designer/Art Director

You'll take products from conception to completion - conceptualizing and executing
cutting-edge graphic solutions to marketing materials, corporate identity, print advertising,
convention materials, signage, posters, DM, and package design. To be considered you'll
need a Bachelor’s degree in graphic design or equivalent and at least 10 years' experience.
Strong communication and management skills, in-depth Macintosh knowledge, and
commitment and passion for excellence are essential. QuarkXpress, Adobe lllustrator,
PhotoShop, Aldus Freehand skills a must. Expertise in design, and demonstrated
ability to interpret and deliver projects from start to finish required, as are a
strong visual flair and an exceptional command of typography.

?

Please send or fax your resume to: Dictaphone Corporation, Attn: AWSW,
3191 Broadbridge Ave., Stratford, CT 06497. Fax: (203) 386-8566.

E-mail: hr@dictaphone.com
I p......o.m

Voice & Data Management

We proudly value
workforce diversity.

You’'re Ambitious,
Aggressive, Successful,

Competitive, and
Completely Frustrated.

Information Seminar/New York City
Tuesday, April 28 at 5:30pm
RSVP: Kristin: 212-878-3911

You’ve worked hard. And it’s paid off. You've gone far in your field.
You're a complete success by all standards. Except your own.

At Smith Barney, we want those who want more. That's why if
you're a successful sales professional, attorney, CPA, or
entrepreneur and you’re ready to go beyond incremental raises,
occasional bonuses and limited commission structures, you’ll want
to talk to us. And we have good news.

Our 24-month paid training program will provide you with
the skills, the knowledge and the experience you'll need to become
a Financial Consultant and sell a broad array of financial services.
All we ask is that you have several years sales/business experience,
and a dauntless entrepreneurial spirit. We’ll provide
the rest. An Equal Opportunity Employer M/F/D/V.
Visit our website: www.smithbarney.com

SMITH BARNEY

They make money the old-fashioned way. They earn it.®

©1998 Smith Barney Inc. Member SIPC A MemberofTraveler:Grauﬂ
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MEDIA
SUPERVISORS
/PLANNERS

We are looking for creative, hard
working, thinking media pro-
fessionals. Ideal candidates will
have fast food and/or retail experi-
ence. Direct marketing experience
is a plus. Candidates should have ex-
cellent written and oral presentation
skills, the ability to run businesses,
a strong knowledge of spot broad-
cast, and a desire for ongoing
career development. We offer a
great working environment, com-
petitive salary and benefits
package. EQE.

Send resumes with salary history to:
Attn: Human Resources
P.O. Box 22399
Baltimore, MD 21203-4399

FROM HEALTH CARE
TO ETERNITY?
RESEARCH, STRATEGY AND

CONSULTING PROFESSIONAL
NEEDED FOR PRACTICE-
BUILDING OPPORTUNITY

Senior Health Care Researcher

Rescarch and Strategy Consulting division
of the fastest growing communications
/PR firm in the US. sccks health care
research manager.  Senior position
offering the opportunity to build a
health care rescarch practice. Extensive
general knowledge of research design
and analysis a must, as well as a back-
ground working for a pharmaceutical
company or health care provider
Strong communication and presenta-
tion skills a must. Minimum of 10 years
of research and/or healthcare experi-
ence required. Unique opportunity for
a candidate with an entrepreneurial
spirit who wants to be part of a dynamic
organization. Fax resume and salary
requirements to Debra Rosenthal,
KRC Rescarch, (212) 445-8340

KRC RESEARCH BSMG

PRO MEDIA
BROADCAST MEDIA BUYER

Responsible for evaluating, estimating and negotiating a variety of
national and local spot radio and television markets. We are look-
ing for an extremely detail oriented, organized person who is able
to handle multi tasks. A minimum of two years broadcast media
buying experience is required. Computer expertise
essential. Please provide a list of your experience, including
medium, markets and accounts.

MEDIA PLANNER

Responsible for planning on consumer broadcast and print
accounts. Experience on both national and local broadcast is im-
portant. A minimum of two years media planning experience is re-
quired. Computer expertise essential. Please provide a list of your
experience.

Non-smoking office. E.O.E. Please mail or fax resume and cover
letter indicating which position you are applying for to: Marie
Lowre, Pro Media, Inc., 12 Mercer Rd., Natick, MA 01760.

FAX 508-651-5223
No phone calls please

MEDIA SERVICES ASSISTANT

Excellent opportunity reporting to
SVP-Media Services Worldwide. Re-
sponsibilities will include assisting
international media, non-media and
client services dept., traffic, interface
with clients, maintain databases,
heavy phones and generate dept.
reports. Looking for a computer
savvy individual that is professional,
highly organized, responsible and
can juggle. Minimum 2 years
experience in related field. Salary
commensurate with experience.

SENIOR PRINT BUYER

Extremely busy dept. is seeking
individual that has a strong print
background with client service and
sales ability. Candidates should
possess superior negotiating skills,
be motivated and detail oriented.
Knowledge of other forms of media
and/or barter experience a plus.
Competitive package and benefits.

FAX RESUME ONLY TO:
ATWOOD RICHARDS INC.
NY OFFICE
ATTN: MARIA RIVERA
FAX: 212-599-2525

NATIONAL
ADVERTISING SALES

The Ruxton Group, a sales network
of 18 alternative weekly papers dis-
tributing 1.8 million copies each
week, seeks a sales representative
for its New York City office. We are
looking for an individual with bound-
less energy, unlimited enthusiasm
and 2+ years experience in either
advertising sales or media planning.
Other qualifications should include:

ADVERTISING

MEDIA BUYER
/PLANNER

Busy Print Media Dept. seeks appli-
cant possessing strong negotia-
tion/communication skills and the
proven ability to autonomously
manage high profile accounts and
excellent relationships within the
media community. Active Interna-
tional, the country’'s premiere

BROADCAST BUYING

Looking for a buyer with 5+ years
experience to buy a top 10 market.
Experience in both TV and Radio a
must. We have an excellent client
roster, good benefits and very com-
petitive salaries.

Please send resumes to:
Carvel Mansour
McCann-Erickson
1360 Post Oak Blvd., Suite 1900
Houston, Texas 77056
Fax: 713-850-1720

barter company and one of the top
placers of print media, is located
Just 20 miles from NYC. We offer
an excellent salary/benefits
package in a more relaxed setting
than Madison Ave,
Please fax resume to:
Attn: JC/SD at (914) 735-0749

No Print Production Please!

excellent communication & pres-
entation skills, a working knowledge
of technology, and the ability to
think creatively.

Excellent salary, commission and
benefits package. For consideration
please fax cover letter and resume
to: Michele Laven at

(602) 238-4805.

SO YOU FEEL LIKE
YOU’RE WORKING
FOR NOTHING?

Why not work for free? Are your
dreams as an entry to mid-level
advertising professional being
realized? Are you looking to build
your book, win awards, be your own
boss, and have a direct impact on
the community?

The Advertising Ciub of New
York’s Public Service Committee
is looking for a few good account
people, creatives, media buyers,
producers, etc. to create award win-
ning TV and print campaigns for
NYC's non-profit agencies.
Call Traci at the Ad Club,
(212) 533-8080
for more information.

AD SALES
Integrated Marketing & Promotion

17 yr estab trade publisher needs
PROVEN rep for Integrated Market-
ing & Promotion magazine. 401K,
oceanside office, etc.

Call Joe D.: (904) 285-6020 x200

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:

www.eej.com (888) 335-4335

JUNIOR BUYER
POSITION AVAILABLE

Media-Barter Co. seeks Assistant/Jr.
Buyer with 1-2 years Broadcast ex-
perience. Barter experience a plus.
Salary commensurate with experi-
ence. Great hours, ideal location,
positive atmosphere! Fax resumes
to:

212-297-0104

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: $164.00, 1/2 inch increments: $82.00 week.
Rates apply to EAST edition. Special offers: Run 2 consecutive weeks, take 15% off sec-
ond insertion. Frequency, regional-combination, and national discounts available. Charge
for ADWEEK box number: $30.00/week. Replies mailed daily to advertisers. Readers
responding to any ads with box numbers are advised not to send samples unless they are
duplicates or need not be returned. We are not responsible for recovery of samples.

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 agencies place ads for clients. No proofs can be shown. Charge

your ad to American Express, Mastercard or Visa, ADWEEK CLASSIFIED, 1515 Broad-

way, 12th fl. New York, NY 10036. 1-800-723-9335 Fax: 212-536-5315.
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SENIOR FINANCIAL WRITER

A1 M Management Group Inc., based in Houston is one of the nation’s top mutual funds
managers and we 're experiencing tremendous growth. Our atmosphere provides all the
excitement of a new company combined with the comfort and backing of a solid organization.
This is your opportunity to join AIM Management.

You will be responsible for creating, writing, updating, and producing public and broker sales
literature for the AIM Family of Funds. You will also serve as project manager, coordinating
schedules, design, and production for assigned projects. This position requires a minimum of
5 years experience as a wrifer or communications associate and a Bachelor’s degree in
marketing, journalism, or English. The ideal candidate will possess superior writing and editing
skills, have excellent project management skills and o thorough knowledge of PC's and
Windows-based software. Experience working for ¢ mutual fund company or with investments
areas of insurance companies and financial institutions is preferred. Code: SRFW

AlM offers o comprehensive benefits patkage, excellent training program and an opportunity
to work with state-of-the-art technology within a highly professional atmosphere. Qualified
candidates please submit a resume and salary requirements fo Human Resources-
ADWO0420, Code: ___, P.O. Box 4333, Houston, TX, 77210-4333 or fox to
713/214-7565. Or email jobs@aimfunds.com (no attachments). AIM uses resume
scanning fechnology. When faxing and mailing your resume, please use a 12 point font with
minimal use of bullets, italics, underlining and bolding.

L4 :
I M We're on equal opportunity employer.

Visit our web site at www.aimfunds.com

with
DISCIPLINE®™

Invest

GROW WITH US

Abramson Ehrlich Manes, one of Washington’s most renowned advertising agen-
cies is expanding rapidly. If you have the right skills, experience and motivation,
this could be your opportunity to join us at a very exciting time in our agency's
growth. We offer competitive salaries and excellent benefits, including 401K.
Please fax or mail resumes fo the attention of the HR Director. No phone
calls, please.

ACCOUNT SUPERVISOR

Account professional with 5 or more years of agency experience needed to
supervise insurance, franchise and automotive after-market accounts. Strong
supervisory, oral and written communications skills required, along with the abili-
ty to organize and manage multiple clients. Must have a working knowledge of
accounting, consumer media, print and broadcast production. Proficiency with
Macintosh systems preferred.

ACCOUNT EXECUTIVE

Account professional with a minimum of 2 years of agency experience needed
to service a number of fast-paced clients. Must be responsible, diligent and or-
ganized. Loftery experience a plus. Position requires proven oral and written
communications skills. Knowledge of Mac based systems preferred.

AbramsonEhrlichManes
1275 K Street, N.W., Washington, D.C. 20005
Facsimile 202.789.2596
EOE

SALES PROFESSIONAL
NEEDED

Leading magazine company has a top metro NYC sales position open for a
dynamic, energetic self-starter. 2-4 years selling experience; an understanding
of consumer magazines and new media companies a plus. Creative thinker,
great presenter, hard worker and proven go-getter all required. Travel required.
Generous pkg. of salary & comm & benefits.

Fax resume & sal. history to:

Daniel at (212) 536-5353

Classified Advertising Call M. Morris at 1

“For Marketing
Professionals, It's Like
Heaven On Earth.”

Why GA? Just ask any of our 11,000
employees in more than 43 countries
and they'll tell you why. We're the
world’s leading independent business
software company, offering more than
500 software products from systems
management to database and applica-
tion development to all kinds of busi-
ness applications like manufacturing
and financials. We make more kinds of
software for more kinds of computers
than any other company in the world.
Immediate opportunities exist in our
ISLANDIA, NY office.

Computer Associates International, inc.

Human Resources Dept -AW 4,5/98

One Computer Associates Plaza, Islandia, NY 11788-7000

Tel: 800-454-3788 o Fax: 800-962-9224

Or E-mail your resume in ASCII text to: resumes-usa-r1@cai.com

Or visit our Web site at: www.cai.com

Equal Opportunity Employer M/F/DA.  All product namesrefeenced herein are the trademarks of their
respective companies. © Computer Associates International, Inc., Islandia, NY 11788-7000.

Wrilers we are looking for talented
writers for our corporate marketing
department. Must have experience
writing compelling copy for all types of
marketing collateral -- annual reports,
brochures, product literature, direct
mail, etc. Ability to turn assignments
around quickly and a good eye for
design are advantages. A minimum of
3 years experience writing promotional
copy is preferred.

We offer a generous compensation
package with a long list of benefits that
nobody else can match, including
401(k) and profit sharing plans, com-
pany-paid medical and dental cover-
age, on-site daycare and fitness cen-
ters, tuition reimbursement and
tremendous growth opportunity.

Please call or send your resume today.

(AOMPUTER®
iSSOCIATES

Software superior by design.

|

‘?%‘&m

e
Bt
rehis i,

The U.S. Chamber of Commerce seeks an Advertising Sales
Representative based in New York to sell display advertising
for Nation’s Business and The Business Advocate
magazines. Successful candidate must possess 5+ years
national magazine advertising sales experience. Base salary
plus commission with excellent benefits. Fax cover letter and
resume stating salary history to: (202) 463-5328 or send to:

U.S. CHAMBER OF COMMERCE
Human Resources Department

1615 H Street, N.W.
Washington, DC. 20062-2000

For more information about the
U.S. Chamber, visit our website

at www.uschamber.org
EOE
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BRAND
COMMUNICATIONS
MANAGER

Cupertino, CA or
Melville, NY
(Long Island)

Symantec is seeking a branding
pro to push our award-winning
software products to the next level.
In this pivotal role, you will develop
and validate product positioning
and messaging, and create global-
ly acceptable product names and
identities. You must have expertise
developing messaging and brand
identity for major consumer brands
in either software or packaged
goods, a BA/BS in Marketing
Communications or equivalent, and
excellent written and oral commu-
nication skills.

For more details on this job and
other opportunities, visit our
website at: www.symantec.com,
Please send your resume to:
jobs@symantec.com or mail to:
Symantec Corporation, Job Code:
98-0000740, 10201 Torre Ave,
Cupertino, CA 95014. EOE. We
value the diversity in our workforce.

SYMANTEC |

fora Changing World

Successful sales has always taken imagination and energy.

RR. Donnelley & Sons Company, a Fortune 500 company with $4.9 billion in
sales, is the world's largest provider of print and information-related services.
If you're ready to turn the comer on earning potential and an upward bound
career track in sales with our On-line Services Group, we would like to talk
to you.

Internet Ad Sales Representative
Manhattan Office

e at least 2 years outside sales * excellent business

experience development skills
°a high degree of computer e strategic thinking & flexibility
literacy * ad agency sales & web

* a college degree or equivalent advertising experience a

definite plus

We provide a highly competitive compensation plan with exception-
al long term income potential and an excellent benefits package.
For confidential consideration, please submit your resume

(no phone calls, please) including salary history/requirement to:
John Ladner, Sales Recruiter, R.R. Donnelley & Sons Company,
77 W. Wacker Dr., 18th Floor, Chicago, IL 60601-1696.

FAX: 312/326-7113. E-mail: john.ladner@rrd.com

RR. Donnelley & Sons is an Equal Opportunity Employer and
diversity candidates are encouraged to apply.

f GRAPHIC \\
DESIGNER

Challenge, responsibility, creativity.
They all come together at Caldor, a
$2.5+ billion upscale discount retail-
er. We seck an imaginative profes-
sional with the ability to thrive in a
fast-paced retail environment to join
our advertising/in-store media staff at
our Corporate Headquarters in

Norwalk, CT.

This high profile position is responsi-
ble for projects from concepr to com-
pletion. You will create products for
silk screen, offset and photographic
C-print production; work in spot
color and process 4-color; supervise
tashion photography and negotiate
print services. You must have at least
an Associate’s degree in Graphic
Design or related programs and
Macintosh design experience includ-
ing Quark, Photoshop and Hlustrator.
Experience creating camera ready dig-
ital files and a retail design back-
ground a plus.

We offer an excellent salary and bene-
fits package. For prompt considera-
tion, please fax (203)849-2135 or
send resume to: Human Resources,
Dept. GD/AW, The Caldor
Corporation, 20 Glover Avenue,
Norwalk, CT 06856. We will respond
to qualified candidates only. EOE.

CALDOR

RR DONNELLEY __|

& SONS COMPANY

* Diecoror

VIARKETING

ABC Television Network
New York, NY

ABC is seeking an individual,

with broad marketing expertise
and vision, as well as a solid
understanding of multimedia and
integrated marketing disciplines, to
lead and develop a staff of eight.

Position requires a minimum of 7+
years’ media and spot television
experience and at least 3 years in
a supervisory capacity. To qualify,
you must have the ability to
identify target accounts and
develop successful programs/
presentations to generate new rev-
enue. Familiarity with major syndi-
cated market research sources
and analytical tools, and the ability
to manage budgets and handle
vendor negotiations are also
required. Strong written and verbal
communication skills are essential.

For confidential consideration,
forward resume to: Employee
Relations
Department, ABC,
Inc., Dept. SS-NTS,
77 West 66th
Street, New York,

NY 10023.

DIRECTOR, NEW PRODUCTS
& SERVICES DEVELOPMENT

As anational provider of health and community service, we are
currently seeking a dynamic individual to serve as our Director,
New Products & Services Development.

You will be responsible for overseeing, directing and performing
overall management of the creative and technical development
activities associated with educational program/products. Position
involves ensuring the full life-cycle development of products and
services from “concept to delivery”, with emphasis on your ability
to lead/direct large project teams and manage multiple priorities.

Requirements include a Master’s degree in a relevant

discipline (i.e. Business Administration, Marketing, Public Health
Education) or related education; doctoral degree preferred. Must
possess a minimum of 5 years experience in product development.
A background in corporate marketing as well as the administration
of public health and safety education programs is strongly
desired. Qualified candidate must also possess excellent
written/verbal communication, managerial, leadership and
negotiation skills.

We offer a comprehensive benefits package which includes
health, dental and life insurance options. To apply, please submit
resumme to: BHA, Box 053, 8300 Greensboro Drive, Suite
950, McLean, VA 22102 or FAX: (703) 903-0577. Equal
Opportunity Employer.

\ Our People Malke The Diffcrcncy

R. ACCOUNT EXECUTIVE

* New York -
SRDS, the leading publisher of
media information, is seeking an
aggressive professional to join
our growing sales department.

The ideal candidate will possess 2 years
experience in a media/marketing
department, as well s strong sales
ability. A sales or marketing
background is preferred. Excellent
written/oral communication and
organizational skills essential.

This is an excellent opportunity to

gain knowledge of SRDS and move
into an Account Executive role.

We offer a competitive salary and an
attractive benefits package. For
immediate consideration, please
mail/fax your resume in confidence to:
SRDS, Attn: Karen, 366 Madison Avenue,
New York, NY 10017-3122.

Fax: 212-503-1058.

EOEM/E/D/V. www.srds.com.

SRIOC
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MARKETING RESEARCH DEMANDS A
CERTAIN CHARACTER.

AGENCY
SENIOR MARKET RESEARCH ANALYST

Fast-paced Soho marketing agency seeks
PRINT

strategic minds to manage high profile
accounts. Experience in the promotion of
spirits, beer and other luxury goods a plus. . s - X
hildren’s Television Workshop is

WE'RE LOOKING FOR: the award-winning publisher of

c“‘{'s‘c[n/ oF I;”)“"“ Sesame Street Magazine, Sesame Street
) ’ Parents, Padres de Sesame Street, Kid In this vital role, you will support the activities of the Market
""°'“°"°7‘,‘v§‘2‘;';', EXECUTIVE City, and Contact Kids. We have the fol- Research Manager and process daily and long-term project
PROMOT oM eI UPERVISOR Jowing, excellent and challenging oppor-  requests. To qualify, you must have at least 2 years’ experience in
(5YRS. EXP.) tunities for highly analytical profession- magazine publishing research with a demonstrated expertise in
PUBLIC RELATIONS ACCT EXECUTIVE als to meet the research needs of our syndicated databases, such as MR!, JO Power, and PIB.
{3YRS. EXP.) advertising sales, marketing, circulation, and direct marketing

For both positions a background in New Age Media Systems and
MS Office is an asset. Excellent oral and written communication
skills are expected.

departments:

If you are a motivated self-starter,
interested in working hard and having fun,
please fax resume & salary requirements to

Fax: 212/625-1360

MARKET RESEARCH MANAGER
PRINT AND ONLINE

Will be responsible for managing research for our magazines, on-
line, and direct marketing efforts. To qualify, you must have 3-5
years’ experience in magazine publishing research witfi a demon-
strated expertise in syndicated databases, such as MRI,
JD Power, and PIB. In addition, you will need a thor-
ough understanding of both qualitative and quan- Q
titative research methods. Experience in direct

Along with our innovative, upbeat envirenment,
we offer competitive salaries and great bene-
fits. For prompt consideration, please send
your confidential resume, indicating position
desired and salary requirements, to: Human
Resources Dept. EC-R, Children’s
Television Workshop,
1 Lincoln Plaza,
O,p New York, NY
10023. FAX:
(212) 875-6088.
We are an

GRAPHIC DESIGNER
Needed for NYC Ad Agency.
Must have 2yr exp creating
dsgns for ads, web pages,
brochures, logos & promo miris;
using Quark Xpress, Adobe lllus-
trator & Adobe Photoshop.

.‘f_LEVIS/o~

desirable, as is exposure to the children’s/
family publishing industries. Strong multi-

tasking, interpersonal, and diplomatic
skills are essential.

Respond to:
HR Dept,
Stein, Rogan & Partners,

&
marketing and new product development is QQ'
~
ko
3

4
&
e
o]
o

equal opportunity
employer.

PLAY IT SMART
www.ctw.org

uosusH ® sleddnyy 19ang sweses

440 Park Ave S, NY, NY 10016

Seeking HOT Creative Director

Are you:

... fired of cliches, looking to cut some edge

... bored with the current state of Latino creative

... able fo deliver woild-class creative

... inspiring on paper and in person

... anxious to pursue clients with creative cojones
We'te a hot creative shop (with a global network) making waves in the world of
Latino creative. If you're an associate creative director or credtive director and fit
the above description, youre on our wavelength. Could you stay focused on work
ving in sun-drenched Miami? Can you direct and manage as well as you create?
Would you like to help build an agency with a unique view of Latino cutture? Want
more say in the agency you live in? Then send your resume and a letter describing
the nature of your discontent with Hispanic marketing. And a litle about your vision
of a befter Latino ad agency. ADWEEK Classified, Box SE00814, 1515 Broadway,
12th Floor, New York, NY 10036.

NATIONAL ACCOUNT MANAGER EAST COAST

Publisher of 10 national magazines seeks an experienced Account Executive to sell
co-op mail programs delivered to subscriber base of over 13 million readers.
Responsibilities include new business development and retention of current client
base with the packaged goods industry on the east coast. Position requires travel
and occasional trade show attendance.

ideal candidate will offer a bachelor's degree in business or sales/marketing and at
least 5 years direct sales experience. Knowledge of packaged goods industry, strong
communication and organization skills, energy and enthusiasm required.

We offer a competitive salary and excellent benefit package including but not limited
to profit sharing and 401 (K) savings. Send or fax resume and salary requirements
n confidence to: Human Resource Dept., Reiman Publications, 5400 South
50th Street, Greendale, Wi 53129. (414) 423-3840.

ACCOUNT MANAGER
BUSINESS WEEK ONLINE

Business Week is seeking an account manager to sell advertising for Business
Week Online. The position will be responsible for east coast based accounts,
calling on both current clients and prospects. Primary responsibilities include
the proactive process of generating online ad revenue - additional re-
sponsibilities include creating targeted presentations, responding to requests
for proposal and developing innovation ad programs. Minimum 2-4 years pre-
vious sales or agency experience in new media preferred but not required. Ex-
cellent written and verbal communication skills. Bachelors degree also pre-
ferred. Candidate should have a knowledge and passion for new media.

Please forward a scannable resume with cover letter & salary requirements to:
The McGraw Hill Companies
1221 Avenue of the Americas, 45th floor, Dept. AG

New York, NY 10020
Equal Opportunity Employer MIFIDIV

ACCOUNT PLANNERS

ACCOUNT EXECUTIVES |

We're a rockin' proven new media
company in Hollywood looking for a
cool but mature AE with at least one
year experience in web dev. Pkg
gds/fashion/beauty/ent clients
desired. Must be articulate,
motivated and a pro. Coordinate
web development, maint, strategy &
mkting. Based in LA, travel to NYgg
Send resume to
ybravo@zentropy.com
or fax to 213-993-9818

Oppty's at award winning ad agen-
cies for account planners skilled in
developing insight based, brand-
building communication strategies.
Levels range from 3 yrs. to senior;
salaries range, from $60-175K+.
Ada Alpert
Alpert Executive Search
212-297-9009 Fax: 212-297-0818
E-mall:
alpertsearch@worldnet.att.net

ADVERTISING SALES
Aggressive Closer Needed!

Growing publishing firm is seeking an assertive, successful and smart
salesperson to take on and grow existing products. We work with the lead-
ing National Business publication in the U.S.

Strong written and presentation skills are a must. Applicants must be profi-
cient with a laptop. Very fast paced environment. You must be an
enthusiastic, high achieving team player.

We offer an excellent compensation package, 401K, and benefits. You must
be able to work from our Somerset, NJ office--only 50 minutes from Manhat-
tan on NJ Transit, or Rte 287, exit 12.

Please fax resume to:
Hemisphere Inc.

732-764-0255
No phone calls please.

Use ADWEEK MAGAZINES to get National Exposure
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Media Help

Wanted

GSD&M is looking for a few good media buyers for its
Austin office:

Senior Broadcast Buyer wit 5+ years of
experience negotiating TV and radio in top 20 markets.

l)l'illﬁ Blly(‘l' to handle newspaper placement for
leading telecommunications client.

Please forward résumés to:

Attn: Carla Graydon
GSD &M 828 West 6th Street » Austin, TX 78703
Fax: (512) 427-4845

Email: carla_graydon@gsdm.com

BRAND MANAGERS

The world’s largest producer of live, family entertainment
{Virginia based) needs qualified individuals to be responsible
for managing a brand and future marketing initiatives,
throughout the entire organization, as well as with the variety
of outside agencies, suppliers and pariners. This position
requires a four-year degree in marketing or a related field and
a minimum of three years marketing experience, preferably in
the live entertainment industry. An MBA is a plus. Candidates
must have strong organizational, analytical and communica-
tions skills, with experience leading multi-functional teams,
managing a P&L and developing consumer/trade promotions.

Send resume with salary requirements to BMS/BW,
PO Box 3277, McLean VA 22103

ADVERTISING

Executive recruiter is looking for advertising passion, creativity and leadership.
Our clients include large muttinationals in major cities; blue chip regional and
smaller creative shops throughout the US. All assignments are active. Most
include full relocation.

Art Directors & Copy: Consumer, B to B, Interactive, Sales Promo....$30-85+K
Corporate Designers & Creative Mgmt: Interactive, Packaging, ID...$40-80+K
Acct. Mgmt, AE-MS: All categories and special needs for PG and

Brand exp:.. TS e P——— e .$35-$125K
Direct: Strategic acct. managers, DB and media:...................... ......$50-95K
Media: Buyers, Planners, Sup.,-AMD's, Interactive,

special needs for NYC & MW ..., ...$35-$100

St. Ping: Established Dept's - qualitative and creative focus................. $50-110K
All inquiries in strict confidence.
Fax resume w/CL and Satlary hist. to:
Graphic Arts Marketing Associates, Inc.
734-854-5224
or visit our web site @ www.graphicartsmarketing.com

WESTCHESTER AD AGENCY
BUILDING A NEW TEAM

ACCOUNT EXECUTIVE-Retail food and couponing experience. Must
have strong presentation skills & excelient verbal/grammar skills. Some travel re-
quired.

COPYWRITER-Experienced writer with knowledge of the food industry.

ART DESIGNER-with print experience in Quark, Illust, Photoshop; web de-
sign/HTML coding. CGI scripting a +.

ART/MULTI-MEDIA DESIGNER-PC/MAC, with experience organizing
& designing start to finish. Programming knowledge a +. Must have experience
w/Director 6, sound editing and video capturing for cd-rom & web.

ART/MULTI-MEDIA PROGRAMMER-PC. with full project experience.
Design knowledge a +. Must have exp. w/Director 6, Lingo, database mgmt.
Immediate, full time positions.
Fax resume with salary requirements and letter of introduction.
914-747-1430

SALES/MARKETING
COORDINATOR

Major magazine company needs a
highly motivated & well-organized
assistant to work with our publisher.
You should have a college degree,
a great phone manner, and profi-
ciency with Windows 95 and ACT!
Software. You must be attentive to
detail and at ease in a fast-paced of-
fice. And you should have at least
one year experience.

Fax your resume &

salary history to:

(212) 536-5353, Attn: Sonia

We're an equal opportunity employer.

No bs.

Down to earth, 30 mil agency is
hiring a mid to senior level writer
/art director conceptual team.
You'll pitch and do national con-
sumer print and TV. We're an
agency with an owner and cds
who know how life is good when
you're doing creative you can
respect. Lip service? See above.

Interested? Send some stuff.

stonern:

210 West Grant Street
Lancaster, PA 17603

dvertising

ACC'T COORDINATOR
ASS’T ACC’T EXECUTIVE

DCA Advertising has several
challenging positions available in Ac-
count Services for bright, assertive

GREAT OPTYS!

We Seek Dynamic Indvls With
Current Ad Agency Bkgd

Pharmaceutical/Ethical

AEs (NJ alSQ)...........cooocoo.... $30-50K and  energetic individuals . with

COPYWRITERS.............c...... $50-75K strong verbal communication skills.

Interactive Account Coordinator position re-

quires at least 1 yrs. exp. as an ac-

MEDIA PLAN/BUY ................. $40-50K count coordinator plus some

AES. ..o $30-50K advertising/marketing internship ex.

ACCT DIRECTORS............. To $100K perience. Ass't. AJE position re-

Consumer qluires Japanese fbi2Iingua| skills

us a minimum o rs. account

AAES. .o $25-32K SETicE experience: LS be ooh.

AES ikl s viame s it $30-75K cient in Word and Excel. Excellent
TRAFFIC COORDS............... $35-48K benefits.

Please Fax to Kim Tannu
212-818-0216
Call 212-818-0200

Please fax your letter,
resume and salary requirements to:

(212) 261-4224

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

d Advertising M. Mo

ris at 1-800-7-ADWEEK * * %
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WANTED -- REAL LIVE -- IN NEW JERSEY.

A fast growing Fort Lee agency is looking for a few good creative people
to work on a variety of regional and national accounts.

Art Director--Five plus years experience, must be proficient in Quark, II-
lustrator and PhotoShop. DM experience a plus. Good sense of humor a big
plus.

Junior Art Director--One to two years experience. Mac experience. Good
sense of design. Willing to pitch in and help on a variety of accounts and learn at
the same time.

Writer--Three to five years experience. Able to concept. Able to work in team
environment. Retail and DM experience a big plus. Needs to be flexible. Willing
to work hard and enjoy a few laughs along the way.

Traffic--Entry level. Organized, motivated. Help us keep the work moving. Com-
puter skills. Word, Excel.

Fax resume and salary requirements to:
201-346-1186

Award-winning design firm seeks award-winning
CREATIVE DIRECTOR

The Designory, inc., currently seeks a group creative director. You'll
design collateral for one of the most powerful brands in the world.
You'll direct some of the most talented people in the business.
But you'll need more than just a great book to succeed. You will
need proven leadership skills, client skills, and presentation skills.
And while automobile experience certainly won't hurt, it’s not a
prerequisite. We're looking for creativity, passion and attitude.

IF this sounds like you, send your resume, salary history and samples to:

D]
The Designory, inc.
211 E. Ocean Blvd., Suite 100, Long Beach, CA 90802-4809, Attn: TM
Fax: 562-491-5225 No calls please.  Equal Opportunity Employer

The Designory/Pinkhaus is the largest independently owned design firm in the country.
How did we get that way? By practicing the art and business of integrated design.

The ==

<D Freelance
IRECT

Marketing

: DIRECT

ssssssssnnssssss]

Heather Frayne
Tel: 212+691+1942 / Fax: 212-924+1331
45 Christopher St., New York, NY 10014
visit our website at www.dmoc-inc.com

MARKETERS
ON CALL,INC.

A ST g

Lesbian & Gay New York ——

GAY ENVIRONMENT: Gay Press Aliiance, Inc. is a
multi-periodical publishing company. Its flagship product
LGNY is NYC's Fastest Growing Gay Newspaper. We
are seeking professionals in the following positions:

—

Advertising Sales Managcer

A seasoned Sales Professional with a proven record in a multi-
Periodical publishing company. The successful candidate for
his key position must have:

-Demonstrated track record of working in fast paced, rapidly
changing environments.

-Three to five years’ experience in progressively responsible
management positions &/or college level courses (Degree
Preferred).

-Proven ability to develop sales incentive, compensation and
commission structures, as well as sales strategies, budgets and
forecasts.

-Extraordinary presentation skills.
-Ability to sell and train others in powerful selling.
Generous compensation plan — Earn to $70k+

Display Advertising Sales Exceutives
Entrepreneurial, Aggressive, Polished Madison Avenue Sales
Professionals needed. Publication Advertising Experience and a
proven track record required. Generous Compensation Plan —
Earn to $65k+

Classified Advertising Sales
Represcentatives
The qualified candidates we seek will possess a minimum of 1+
years experience in selling classified advertising or publication
advertising telephone sales. Generous compensation plan —
Earn to $45k+

Gay Press Alliance is an equal opportunity employer. Call, fax
or mail (indicating position sought) for immediate consideration
to:
Kendall Morrison/ Personnel Director
LGNY/ Gay Press Alliance, Inc.
150 Fifth Ave,#600/ New York 10011
Ph: 212-691-1100, ext. 12 Fax: 2126916185

RESEARCH AND
STRATEGY CONSULTING
PROFESSIONAL NEEDED

MARKETING/MEDIA
COORDINATOR

Bring your expertise to Finlay Fine
Jewelry Corporation, a growth-
oriented company specializing in
the management of fine jewelry

TO TURN NEGATIVES
INTO POSITIVES

Senior Corporate
Reputation Researcher

ACCOUNT EXECUTIVE
WITH PORTFOLIO

Baltimore agency with international
clients seeks strategic thinker with im-
peccable client skills. If you have
5+ years of experience and a
passion for travel and beer ac-
counts--e-mail your qualifications to:
beastelletti@tcgadvertising.com

Catch a Creative Genius
ADWEEK CLASSIFIED

ATTENTION
SPORTS FANS

Dynamic new sports publishing and
marketing company seeks smart ad
rep. This is a ground floor opportuni-
ty for a hard working closer with a
minimum of 2 years of experience
and success with national and re-
gional accounts. NYC area based.
Competitive package to the
entrepreneur ready for the hottest
sports concept of the 21st century.
Fax resume and salary history to:

(516) 621-2755

Research and Strategy Consulting division
of the fastest growing communications
/PR firm in the US secks corporate
image and reputation research manager
Senior position offering the opportunity
to work with high profile clients with
responsibility in chent/team  manage-
ment and sales. Thorough understanding
of strategic rescarch in the development
of corporate image campaigns essential
Must have a mimmum of 10 years expe-
rience in research design and analysis
Strong communication and presentation
skills a must  Unique opportunity for
the nght candidate.  Fax resume and
salary requirements to Debra Rosenthal,
KRC Research, (212) 445-8340

KR C RESEARCH BSMG

Classified Advertising

1-800-7-ADWEEK

counters nationwide. Currently, we
have an outstanding opportunity for
a detail-oriented marketing pro-
fessional to manage database of an-
nual media plans and analyse pro-
motional events. To qualify, you
must have a background in retail
sales promotion or media and
strong Lotus skills. Experience as a
ROP Coordinator in a retail environ-
ment a plus. We offer an attractive
compensation and benefits
package. For consideration, forward
your resume to:

Finlay Fine Jewelry, Dept. SF
529 Fifth Avenue, NY, NY 10017
Fax: (212) 557-3848
EOE mifldiv

FINLAY
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PUBLIC RELATIONS POSITIONS

PR/Promotions group at fully integrated marketing communications agency
has immediate opening for two separate positions:

1. ACCOUNT SUPERVISOR, Public Relations

Challenging Account Supenvisor position. Individual must have 6-9 years experience
in public relations, marketing or communications, Stong knowledge of media rela-
tions, business-to-business marketing, product sevice marketing, strategic planning,
event marketing, promotions, public affairs & employee communications required,
Supervisoly experience mandatory. Travel necessary.

2. PUBLIC RELATIONS MANAGER-Media Relations/Publicity Pro

PR Manager position with 2-4 years prior experience. Must have very shong media
relations skills and be intemet sawvy. Position also requires event marketing and pro-
motions and strong publicity experience.

Please indicate which position you are applying for
and send resume and salary history with reference code to:
Human Resources/PR (Ref code 01)
Kirshenbaum Bond & Partners
145 Sixth Avenue, New York, NY 10013
Fax: (212) 463-8643 Un: www.kb.com

MEDIA PLANNER AND MEDIA BUYER

Washington, D.C. AD Agency is looking for a Senior Media Planner w/min 5
yrs. exp. Must be able to develop thorough, thoughtful creative media recom-
mendations; must be a confident and effective presenter. We offer diverse client
and broad media planning opportunities.

Our Media Buyer must have min. 3+ yrs. buying radio, tv. Should be an ag-
gressive, negotiator w/exp. in top 20 markets. We offer competitive salaries and
good benefits.

Fax resume wisalary history to:
Adworks, Inc.
Attn: Joan Edelin or fax 202-739-8204

or mail to 2401 Pennsylvania Ave, N.W., #200 Washington, D.C. 20037
EOE

PUBLISHING/ ACCOUNT EXECUTIVE
CIRCULATION | and Chiuvares snc  manages
COORDINATOR | | Wors cosey vt s orine neoe

National consumer travel magazine al sales manager and USA TODAY

seeks hard-working, self-starter to
be full-time Circulation Coordinator.
Unique opportunity for growth and
advancement in this dynamic orga-
nization. At least 1 year experience
required in a similar position. Send
resume and salary requirements to:
Personnel Manager, Group XXVII
350 Fifth Avenue, Suite 2701
NY, NY 10118
or fax to 212/664-2670
(No phone calls please.)

sales staff to develop sales pres-
entations for clients, write proposals
and extend the sale into a long-term
relationship. Requires a college de-
gree and 2-4 years experience in
marketing or advertising with some
advertising sales experience; must un-
derstand the competitive web
marketplace and be able to work in a
fast-paced environment. Contact:
Rodney Robinson, Nat'l Online
Sales Manager, 703.558.8050 or
rrobinson@usatoday.com

USA TODAY Online

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

Publisher at top NY-based magazine company needs an efficient, highly or-

ganized, and articulate assistant to help manage workload for multiple salespeo-

ple in a fast-paced environment. You must be professional in demeanor, in-

telligent, service-oriented on the telephone, and skilled in the usual computer

software, At least 3-5 years experience required. Generous salary and benefits.
Fax resume to:

212-536-5353 Attn: Sonia
We're an Equal Opportunity Employer.

FREELANCE
WRITER

needed by well established mid-
town full service agency.
Please fax resume to:

(212) 545-7433

NATIONAL CATEGORY
SALES MANAGER

International monthly business mag-
azine with strong presence in Latin
America - the hot market - seeks top
notch sales talent to join its team. We
are looking for a self-starter who
wants to join one of the fastest grow-
ing business magazines. Top income
potential.
Fax resume to Sabrina Crow at
(305) 358-9761.

Ad Ag./Brand Consulting

1 Ass. Media & Research

1 Copy Writer/Art Director
fax 212 5956667

FREELANCE

ATTN: FREELANCERS

ADWEEK can offer you the exposure
you need in our Services &
Resources section. If you need to
get your service out to the people
who matter, you need to advertise
now. Call for info 1-800-7-ADWEEK.

ART DIRECTOR

needed by well established mid-
town full service agency. Please fax
resume to;

(212) 545-7433

Catch a Creative Genius
ADWEEK CLASSIFIED

MEDIAWEEK Classified.

THREE AUDIENCES
FOR THE PRICE
OF ONE

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

THREE FOR ONE . . ., not a bad idea.

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

For Classified Advertising Call
1-800-7-ADWEEK

J[OBRHUNIIIN(G:

Log Onto Adweek Online Today

® Help Wanted Ads - by job type — from all six
classified regions of Adweek, Brandweek, &

Mediaweek

¢ Contacts - the names and addresses you
need from fully searchable databases

e Stay Up - to - date on current news, people
moves, key industry issues, account changes

Visit our Website at: http://www.adweek.com
Call 1-800-641-2030 or 212-536-5319
e-mail: adweek@adweek.com
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EEE \edia Notes

New York Women in Com-
munications will present the
1998 Matrix Awards at a
luncheon today at the Wal-
dorf-Astoria Hotel in New
York. This year's recipients
include Rochelle Udeli, edi-
tor-in-chief, Seff magazine;
Phyllis McGrady, executive
producer, ABC’s PrimeTime
Live; and Janet Robinson,
president and general man-
ager, The New York Times.
Contact: 212-880-8286.

American Women in Radio
and Television will present
the annual Gracie Allen
Awards, honoring trailblaz-
ers in the radio and TV
businesses, April 27 at Lin-
coin Center in New York.
Talk-show host Gayle King
will serve as mistress of
ceremonies for the black-tie
event. Contact Vi Shields at
703-506-3290.

The IRTS Foundation will
present a newsmaker lun-
cheon focusing on “The Art
of Branding in Changing
Times,” April 28 in the
Grand Baliroom of the Wal-
dorf-Astoria Hotel in New
York. Contact Marilyn Ellis at
212-867-6650.

The American Business
Press will hold its spring
meeting May 3-6 at the La
Quinta Resort in La Quinta,
Calif. Contact the ABP at
212-661-6360.

IDG will present an all-day
“Global High-Tech Market-
ing Briefing” for marketers
and ad agencies May 12 at
the Marriott Marquis Hotel
in New York. The agenda
includes sessions on Inter-
net messaging, international
marketing strategies and
emerging markets. Contact
Volker Heistermann at 888-
755-5283.

NEWS OF THE MARKET

Fox Airs First Women's Tennis
Fox Sports has reached agree-
ment to broadcast final-round
coverage of the Toshiba Tennis
Classic in San Diego in 1998 and
1999. This year’s finals, set for
August 8-9, will be the first
women’s professional tennis
event Fox has ever televised. The
tournament is part of the Corel
WTA Tour, which this year also
will have its events televised on
NBC, CBS and ABC.

Classic Sports Hikes NFL Show
Classic Sports Network and par-
ent network ESPN tonight will
debut Replay: The History of the
NFL on TV. The 90-minute spe-
cial will run on ESPN first
tonight at 8:30 p.m. and twice
tomorrow and will profile the
rise of pro football on television.
The special features rare
footage, as well as television and
football luminarics who made
the game a media phenomenon.
Classic Sports, which commis-
sioned NFL Films to produce
the special, will air it on Satur-
day, April 25.

Sports Biz Pub Set to Dehut
Street & Smith’s next week will
launch SportsBusinessJournal, a
weekly magazine devoted to
sports business, including spon-
sorships, licensing, player con-
tracts, media and statistical re-
search. The title will have a
guaranteed distribution of
22,500. Street & Smith's is a divi-
sion of American City Business
Journals, parent company of Ad-
vance Publications, which pub-
lishes GQ, Vogue and Vanity Fair.

Outdoor Life Goes Green

The Outdoor Life Network last
week announced it will devote
the entire day on April 22 to
shows on conservation in recog-
nition of Earth Day 1998. The

network, which along with sister
network Speedvision recently
received an investment infusion
from Fox Sports, will offer about
20 consecutive hours of conser-
vation-themed shows. As part of
the special programming day, the
netwark will debut four original
specials, including Outside Mag-
azine: Hudson Riverkeepers,
which looks at the efforts to
clean New York’s Hudson River,
and Capture in the Jungle: Saving
Malaysian Elephants.

Lachman Pulls /nside Job
King World Productions has
upped Charles Lachman fo sole
executive producer of Inside
Edition, effective in September.
Lachman joined KWP’s syndi-
cated newsmagazine as execu-
tive managing editor when it
launched in January 1989, then

\

|

|

Edited by Anne Torpey-Kemph

was promoted to co-executive
producer in February 1995. Pri-
or to that, Lachman was manag-
ing editor at Fox-owned
WNYW-TV in New York.

Nielsen Meters N.C. Market
Nielsen Media Research has
added metered-market service in
Greensboro-High Point-Winston
Salem, N.C. This brings the total
number of Nielsen metered mar-
kets to 39, representing 59.6 per-
cent of the U.S. The market is
ranked 46th in the U.S. with
577,070 TV houscholds. The ser-
vice will start out with 400 sam-
ple households and expand to
450 in April 1999 and to 500 in
April 2000.

Tribune Ent. Taps Koman
Liz Koman has been named
senior vp/advertising sales for

Sam
Goes

To the
Movies

MTV president
Judy McGrath last
week announced
that Samuel L.
Jackson will host
the 1998 MTV
Movie Awards. The

Jackson will host—and com-
pete in—MTV Movie Awards.

seventh annual
awards show will
air June 4 and fol-

lows last year's record-setting ceremony, which drew a
3.9 rating. Jackson is also a nominee, in the Best Male
Performance category for his role in Jackie Brown;
among other contenders in the category is Titanic star
Leonardo DiCaprio, who was left out of Academy Award
nominations. MTV's nominations for Best Movie include
Austin Powers, Face/Off, Good Will Hunting, Men in

Black and Titanic.
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Tribune Entertainment Co.
Based in New York. she will be
responsible for overseeing all ad
sales activities for Tribune Enter-
tainment programming. She

joined Tribune from CBS-owned

Eyemark Media Sales, where she
was vp/eastern sales manager,
responsible for managing barter
sales operations, overseeing
upfront sales, developing pricing
strategies, and helping with
acquire third-party programs.

Spending on Branding Up 18%
Corporate ad budgets were up 18
percent in 1997 over 1996,
according to the latest Associa-
tion of National Advertisers’ sur-
vey of the nation’s largest adver-
tisers. Eighty percent of survey
respondents reported that the
main objective of corporate cam-
paigns is to increase consumer
awareness, enhance company
image and strategically position
or brand the company. The study
was conducted in conjunction
with Corporate Branding Part-
nership, in association with the
Wall Street Joumnal.

News Groups Choose ENPS
ESPN, CBS News and Indepen-
dent Television News have all
selected the Associated Press’
Electronic News Production Sys-
tem as their newsroom comput-
er system. ENPS manages all
phases of news production, from
story assignments to live broad-
casts. The system combines text,
audio and browse-quality video
at the desktop and features a
fully-intcgrated search engine.
Its functions include script writ-
ing, program timing, prompting,
planning, contract management,
messaging, news wirc manage-
ment, archiving, on-air control
and complete off-line and
remote-access capabilities for
field staff. At CBS, ENPS will

replace several different systems
currently in use on some 40()
workstations for CBS News
reporters, editors and producers.
Both ESPN and I'TN are replac-
ing 400-workstation Avid-BASYS
systems.

Papers Log Record Growth
Newspaper revenue grew in 1997
to $41.3 billion, a record in-
crease of 8.58 percent, according
to figures from the Newspaper
Association of America. Key
categories were classifieds, up
11.3 percent to $16.8 billion;
national, up 14.1 percent to $5.3
billion; and retail, up S percent
to $19.3 billion.

Post Stations’ New Campaign
Post-Newsweek Stations, broad-
cast division of the Washington
Post Co., will offer free airtime
to candidates for the November
election. “Campaign '98: Straight
Talk From the Candidates” is
designed to provide viewers with
access to candidates and their
platforms. All six Post-Newsweek
stations—WDIV-TV/Detroit
(NBC), KPRC-TV/Houston
(NBC), WIXT-TV/ Jacksonville
(CBS), WKMG-TV/Orlando
(CBS), WPLG-TV/Miami
(ABC) and KSAT-TV/San Anto-
nio (ABC), will give airtime to
“qualified” guber-natorial and
congressional candidates in a for-
mat consisting of five-minute
segments assembled into a long-
form, commercial-free program.

Times Offers Deal for Hispanics
As part of its ongoing “Discover
Your World and Ours™ campaign
to reach Hispanic readers, The
New York Times has tcamed with
el diario/La Prensa for a limited-
time promotion. Starting tomor-
row, the 58,000 Hispanic readers
in New York and the its five bor-
oughs will be able to purchase

http://www.mediaweek.com
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Walker (c.) competes in anniversary special on ABC.

Superstars to Reunite

The Superstars, a celebrity athletic competition that
became a fixture of ABC Sports’ weekend lineup during
the 1970s and ‘80s, is being brought back for a 25th
anniversary reunion special on April 19. Billed as
Nintendo’s Sports Superstars, the special will be taped in
Mantego Bay, Jamaica, with veteran stars including 1994
champion Herschel Walker of the Dallas Cowboys, as well
as an array of today’s emerging superstars. Superstars is

being produced for

ABC Sports by TransWorld

International (TWI), the television production and syndica-
tion arm of event/sports marketing company International

Management Group.

both papers at selected news-
stands for 75 cents. To promote
the effort, The Times will run
extensive ads in e/ diario, which
is published by Latin Communi-
cations Group New York.

ABC Radio Tunes In to 'Net
ABC Radio has selected Real-
Network’s Real Broadcast Net-
work to broadcast its ABC-
owned radio stations and ABC
Radio Networks programming
exclusively in RealAudio. The
agreement will give Internet
users access to all ABC Radio
programming. There are 26
ABC radio stations and ABC
Radio Networks broadcasts five
full-service line networks, includ-
ing Paul Harvey News & Com-
ment and ESPN Radio Network.

Ads Up in Biz-to-Biz Pubs
Advertising expenditures in busi-
ness-to-business publications
increased by 12.4 percent for the
first ninc months of 1997,

according to the Business Infor-
mation Network, a joint venture
between Competitive Media
| Reporting and American Busi-
[ ness Press. In the same period,
| network television trailed with
I growth rates of only 1.1 percent,
spot TV showed a 3.1 percent
jump and syndicated TV had a
5.6 percent increase. The chain
& discount sector was the
fastest-growing category, gener-
ating a 40.4 percent increase and
spending $43.6 million for the
period, compared to the same
period in 1996. Business &
financial followed, rising by 27.8
percent to $329.4 million and
beauty & hairdressing came in
third with 25.9 percent growth.
Technology continues to lead the
pack in billings, with total ad
spending of $2.5 billion for the
first nine months of 1997.
Healthcare & pharmaceuticals
grew to $705.3 million while
business & financial’s billings
| totaled $329.4 million.




MC IS DEDICATED TO TECHNOLOGY MARKETING INTELLIGENCE.
WE'RE ALSO DEDICATED TO EXCELLENCE.

lt's more than our subject matter that keeps top technology marketers reading MC. It's
the high journalistic standards we keep. And the judges of the most prestigious editorial award
for business publications agree.

MC, Adweek Magazines' monthly technology marketing magazine, was recently honored with

a Jesse H. Neal Best Single Issue Award in its revenue category for the October 1997 issue. That
issue was filled with what readers find every month in MC: articles, interviews, insights, and edito-
rials that tackle the hottest issues in information technology marketing, with depth and integrity.

For more information about MC, please call Ron Kolgraf, Publisher, '
at (617) 482-0876 or e-mail to ron@marketingcomputers.com.
To subscribe, call 1-800-722-6658.
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B1G DEAL

MARSHMALLOW BLASTED FROOT
LOOPS

Advertiser: Kellogg

Agency: Leo Burnett, Chicago
Begins: Mid-summer
Budget: $25 million (est.)
Media: TV, print

ased on the success of two previ-
Bous seasonal Froot Loops exten-

sions, Kellogg is putting an esti-
mated $25 million against the launch of
new Marshmallow Blasted Froot Loops
this May as it looks to grab share from
General Mills” multiple marshmallow-
filled cereal brands.

get TV and print ads beginning mid-sum-
mer, via Leo Burnett, Chicago. The ads
star Toucan Sam, who discovers “some-

Marshmallow Blasted Froot Loops will

hitp://www.mediaweck.com

Real Money

April 20, 1998 MEDIAWEEK

ADVERTISING ACTIVITY IN THE MEDIA MARKETPLACE

SPRITE

Advertiser: Coca-Cola

Agency: Lowe & Partners/SMS, N.Y.
Begins: Spring

Budget: $8 million

Media: Radio

Coca-Cola Co.’s Sprite this month launches a
music-laden spring promotion offering con-
sumers a chance at winning $15 toward pur-
chases at music-specialty chains and mass
merchants including Wal-Mart, Kmart and
Target. Support will total $8 million in media,
including radio and POP.

Sprite, the fastest-growing brand in the
Atlanta giant’s soft drink portfolio, saw a
double-digit volume gain in 1997, for
6.2 percent of the U.S. market, per Bev-
erage Digest.

Sprite’s impressive gains have
stemmed from its ability to strike a
chord with urban youth and teens via
edgy advertising, its pact with the
National Basketball Association and
popular spokesman Grant Hill. Sprite
marketers have won nods from bot-
tlers for creating a consistent brand
image and easy to execute promos that
last long enough to gain attention from

Toucan Sam gets blasted.

thing new under my nose.”

Kellogg claims success with limited-
time seasonal offerings for Froot Loops,
Tropical Rainforest Froot Loops (Brand-
week, March 24, 1997} last spring and
Spooky Froot Loops last fall. That and a
35 percent growth in the marshmallow
cereal category over the last five years led
Kellogg to develop what it calls a “perma-
nent equity extension” of Loops based on
marshmallow shapes of Toucan Sam.

General Mills’ marshmallow cereals
include Count Chocula, Boo Berry and
Frankenberry brands and Lucky Charms,
which were down 4 percent to $149 mil-
lion as of March 22, per Information Re-
sources Inc. Unit sales for Froot Loops
were up 1.5 percent, but dollar sales drop-
ped 4 percent to $164 million for the year
ended March 22, due to price reductions
in the category. —Stephanie Thompson

teen demos in a media-saturated mar-
ketplace (Brandweek, March 30).
—Karen Benezra

VOLVO C70 COUPE

Advertiser: Volvo

Agency: Messner Vetere Berger McNamee
Schmetterer/Euro RSCG, N.Y.

Begins: May

Budget: $6 million (est.)

Media: Print, TV, Web

Volvo next month will pump $35 million into
the U.S. leg of what will expand into a global
campaign for its C70 coupe and convertible
in May, with a 16-page insert in USA Today,
as well as multipage inserts and spreads in
June and July issues of national monthly and
weekly magazines.

The campaign will continue use of Volvo's
brand tagline “Drive safely,” though it will
introduce a new theme for the C7(), averring
“It will move you in ways Volvo never has.”
The C70 coupe and convertible are key to
softening the edges of Volvo’s image for baby
boomers who view buying a Volvo the way

|

|
&
|
|

many view buying a minivan, as a necessity ‘
after kids come along. 1

Volvo will also spend another $1-2 mil- |
lion airing TV commercials for the C70)
cars in spot markets with the same cam-
paign theme. Messner Vetere Berger ‘
McNamee Schmetterer/ Euro RSCG, N.Y.,
created the campaign, which will be used in
all of Volvo's international markets, ‘
tweaked by local agencies market by mar-
ket. Internet advertising, of which Volvo has
been a heavy user, will also break next
month. The TV spots have dealer support
in spot markets as well.

The lower budget is in accordance with
the low sales volume expected for the cars, |
projected at about 15,000 to 20,000 units
per year.

Volvo will need its budget—some $64
million last year, according to Competitive |
Media Reporting—this fall to launch its new
large-platform sedan, working nameplate |
“P23.” Bigger than the current S70), that
model is expected to get a hefty ad push |
starting in August, with ads created by
Abbott Mcad Vickers, London, and adapted
for the U.S. by Messner. —David Kiley

LG ELECTRONICS

Advertiser: LG Electronics
Agency: G&W Advertising, Hopatcong, N.J.
Begins: June
Budget: $5-7 million J
Media: Print
LG Electronics in June launches a print cam- [
paign estimated at $5-7 million, the tip of
what it’s calling a long-term branding effort |
that’s likely to include sponsorship and other
promotional efforts, |
The Englewood Cliffs, N.J., unit of the
Korean firm, which has mostly used outdoor ‘
and trade media in recent years, is ramping
up its marketing to boost awareness of the
LG brand in the U.S. and to position it as a
technology leader to mobile professionals, [
resellers and corporate decision makers. The
campaign is expected to run through the end |
of the year, with up to seven different execu-
tions showcasing LG’s Phenom handheld PC,
flat-panel LCD monitors, CD-ROM and
DVD-ROM drives. |
The media goes beyond a typical trade
buy to a variety of business and consumer PC |
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magazines, inctuding Susiness Week, USA
Today, Forbes, Fast Company, Wired, Inc., PC
Muagazine, PC Computing and in-flight publi-
cations. —1obi Elkin

DAX LIGHT BEER

Advertiser: FX. Matt

Agency: Sawtooth Group, Woodbridge, N.J.
Begins: Spring

Budget: Less than $1 million (est.)

Media: Radio, outdoor

Venturing into the highest-growth volume
beer segment, F.X. Matt is launching a light
beer that picks up on the Adirondack
Mountains imagery of its Saranac craft-
beer line but turns decidedly mainstream in
style and target market.

DAX Light, a corruption of the last sylla-
ble of “Adirondacks,” ships this week to the
Utica, N.Y.. firm’s cere upstate New York
markets, with further expansion occurring
gradually, said marketing/sales vp Fred Matt.
Its bottle sixpacks priced like Saranac, DAX
Light also gets more aggressively priced cans
and 12-packs.

While other craft brewers have fared
poorly with light beers, those were “hcavier
in character, got little emphasis, and high in
price,” thus alienating both “yellow beer™
and specialty consumers, Matt said. By con-
trast, DA X, which grew out of brainstorm-
ing scssions by Sawtooth Group, offers no
product differences from mainstream light
beers but is positioned as a handcrafted spe-
cialty product.

Outdoor ads tout it as “Fresh from the
Adirondacks,”
with “dacks”
crossed out
and replaced
by “DAX.”
Radio ads im-
bue DAX with
youthful per-
sonality. “It’s
the opposite
of you: cool
and smooth,”
a girl tells a

—

fFresh from the

Adirondagks . .
DAX guy in a bar in
= T g
— e ! ¢ Spot.
DIRONDACK LIGHT BEER [  onese
s R S, —Geny

Light launch Khermouch

CMR Tor 50

A Weekly Ranking of the Top 50 Brands’ Advertising in N=twork Prin 2 Tme

Week of March 30-April 5, 1998

Rank Brand Class Spots
1 MCDONALD’S G320 55
2 DOMINO’S G320 33
3 KFC G320 32
4 TACO BELL G320 30
5 BURGER KING G320 26
6 LITTLE CAESAR'S G320 24
7 PAYLESS SHOE SOQURCE--WOMEN V313 23
8 EVEREADY--ENERGIZER BATTERIES H310 19

JC PENNEY--SALES ANNOUNCEMENT V450 19
RED LOBSTER G320 19
11 NEW LINE--LOST /N SPACE MOVIE B660 18
12 AT&T--LONG-DISTANCE RESIDENTIAL B221 17
ISUZU TRUCKS--RODEO T118 17
14 HONDA AUTOS--ACCORD T112 16
POLAROID--INSTANT FiLM G143 16
16 BUICK AUTOS--CENTURY T111 15
LITTLE DEBBIE--CAKES F342 15
MITSUBISHI TRUCKS--MONTERO SPORT T118 15
PEPSI Fa41 15
SPRINT--LONG-DISTANCE RESIDENTIAL B221 15
21 1-800-COLLECT V156 14
DISNEY--L/TTLE MERMAID VIDEO H532 14
PAYLESS SHOE SOURCE--CHILDREN V313 14
24 LISTERINE-MOUTHWASH D212 13
MAYBELLINE--TRUE ILLUSION LIQUID FNDTHM D140 13
POLAROID--CAMERAS & INSTANT FILM G141 13
REVLON--MOISTURE STAY LIP COLOR D120 13
UNIVERSAL--MERCURY RISING MOVIE B660 13
ZANTAC 75 HEARTBURN PILLS D531 13
30 KEDS--WOMEN’'S SNEAKERS A321 12
MGM/UA--SPECIES /I MOVIE B660 12
OLIVE GARDEN G320 12
VISA--CREDIT CARD B111 12
34 FOCUS--CONTACT LENSES D630 11
JUST 5--HAIR COLOR FOR WOMEN D310 1
MOUNTAIN DEW Fa41 11
POND’'S--CLEAR PORE STRIPS D160 11
TYLENOL--EXTRA STRENGTH GELTAB D511 1
WARNER BROS.--C/TY OF ANGELS MOV E B660 1
40 ALEVE--PAIN RELIEVER CAPLETS D511 10
BETTY CROCKER--STIR ‘N’ BAKE CAKE MIX & FRST F141 10
GOODYEAR--AUTO TIRES T145 10
HALLMARK--CP B722 10
HOME DEPOT V376 10
JELL-O--INSTANT PUDDING F142 10
KENMORE--DRYER H213 10
L'OREAL--PREFERENCE HAIR COLOR D310 10
PEPCID AC--HEARTBURN TABLETS D531 10
PIZZA HUT G32C 10
PONTIAC AUTOS--GRAND AM TN 10

Ranked in order of total spots. Includes ABC, CBS, NBC, FOX, UPN and WE. Regional f2eds are coun ec as whole spots
Seurce: Competitive Media Reporting
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THIS IS GOING TO BE A BIG YEAR FOR THE RAT
Pack. An HBO movie and a feature film by Martin

Scorsese are in the works, as well as several books, including Media

Person’s own memoir, Dino, Frank, Sammy and Me: A Thousand
Unforgettable Nights of Broads, Booze, Babes, Blackjack and Bimbos.
A lot of you may be wondering: Why now? Why has the Rat Pack leapt

back into society’s collective consciousness at this particular moment,

decades after its fabled heyday? The answer is as simple as it is pro-

found: Who cares?

Still more of you—specifically those under
45—may be wondering, “What the hell is MP
talking about? What was the Rat Pack, an
early Disney movie? That gang of crooks
Nixon put together for Watergate?” No, you
poor, history-challenged schiemiels. The Rat
Pack was a Major Social Phenomenon. It was
the world’s most exclusive fraternity and its
members were envied by every man, desired
by every woman and confused by every her-
maphrodite. Stars them-
selves, they rubbed
elbows with presidents,
gangsters, movie queens
and vendors of chafed-
elbow lotion. They were
the single most politically incorrect group of
men since the Huns.

Each pack member was a major talent in
his own right, except of course, for those who
were minor talents or fawning-lickspittle
hangers-on. Sammy Davis Jr., for instance,
was a showbiz giant who could sing, dance,
tell jokes and do impressions, often simulta-
neously. But there was a dark, tormented
side. Sammy was a black man and he had to
constantly worry that Frank Sinatra might
find out.

Frank was the leader of the Rat Pack
because he was the coolest. Actually, Dean
Martin was cooler, but Dean was usually
unconscious and thus incapable of chairing
executive-council meetings. It was Dean,

though, during a brief period of cognition,
who invented the pack’s suave signature
phrase “Ring-a-ding-ding,” which all mem-
bers were required to chant (while waving an
index finger in circles) whenever a “cute
chick” walked by or risk expulsion.

But it was Frank who set the tone, pre-
scribed the daily uniform and menu and ini-
tiated new members into the Broad’s Auxil-
iary, a ritual usually held nightly in his

The Rat Pack was the single most politically incorrect group

of men since the Huns.

bedroom. Despite his debonair-crooner
image, Frank lived by a personal code of hon-
or as exacting as that of a West Point plebe.
For instance, it was mandatory to swill scotch
until you passed out, but if you smoked a joint
you were a bum. Seducing an inebriated mar-
ried woman was fair sport—so long as you lit
her cigarettes and opened the car door for her
on the way to the motel. Someone taking
Frank’s picture without permission required
a punch in the face. You could socialize with
hit men, but only if they dressed well.
Another member of the Rat Pack was
Peter Lawford, best known to the public for a
movie and television career in which he
invariably portrayed tall, upper-class English-
men, even though he was in reality an Alban-

ian dwarf from Brooklyn. Marrying into the
Kennedy clan, Lawford introduced John F.
Kennedy to his Rat Pack buddies. Frank won
$1,000 from Dean after betting that he could
turn the future president, then a straitlaced
virgin, into a sex maniac in one night.

Joey Bishop was utterly inexplicable. To
this day, no one has ever figured out how he
got in.

The Rat Pack teamed up for several hit
movies, including Ocean’s Eleven, Robin and
the Seven Hoods and Media Person’s person-
al favorite, Sleazy Doin’s, a high-spirited
caper flick in which a gang of well-connected
punks introduce a Mafia boss’ girlfriend to
the president of the United States, only to see
him assassinated when the boss gets peeved
because she likes the politician better. Oliver
Stone has said that this film was the biggest
influence on his career.

The Rat Pack reigned in the early '60s, a
more innocent era, when alcoholism, tobacco
addiction, compulsive gambling and venereal
disease were all considered family values. Tt
was a time when each day at sundown, every
American male, hoping to emulate Frank, put
on a tuxedo, lit up a cigarette, poured himself
a martini and said, “Ring-a-ding-ding.” Then,
all in one traumatic, shattering week, the Bea-
tles came along,
Kennedy was shot, the
Viet Cong won and the
Surgeon General found
that smoking caused
cancer. Somehow, the
air went out of the party. The balloon was
over. The rabbit died.

But for a brief moment in history, they
seemed to have everything, that Rat Pack, the
whole damn American Dream: easy cars, big
women, flashy money, groveling toadies, hairy
buttocks. Today all of them are either dead or
napping. The once-gleaming, 678-foot-high
Rat Pack monument that once towered over
the Las Vegas Strip in all its pink glory has
shriveled into a broken, crumbling nubbin.
And worst of all, a whole generation of Amer-
icans has come along who have forgotten what
the Rat Pack stood for and just want to go out
for a beer instead of reading this tribute. It is
all terribly sad. If anyone wants to cry, now is
probably the time. |
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