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NFL Is Slow to Go

Buyers dispute talk of big CPM bumps, say market is flat eacea

THE MARKETPLACE

Cable Upfront

Crawls Home

Buyers and sellers
missed July 4th
targel; fireworks
continie on CPMs
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Justice Dept.
Is Wired Up
On Cahle

Antitrust official
is “vehemently
unhappy” with
competition levels
in some markets
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AMFM Net

Beeps RADAR

New service boosts |

total listenership
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TV SPORTS

As Mark McGwire chases the home run record, ratings are up
nationally and in about half of the Major League markets pace o
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National TV: Quiet
Third-quarter scatter is
available, with some
advertisers taking
audience-deficiency
Jnits due them from
2arlier in the year.
Most agency execs
were waiting until after
the holiday weekend
to take a closer look at
scatter buys.

Net Cable: Hot
More than 80% of
Jpfront is finished, but
some negotiations are
still working as several
agencies and buyers
naggle over CPMs.
Third-quarter scatter is
tight with spillover
Jofront money.

Spot TV: Mixed
Rapid pacing of May/
June cools. But $40 mil-
ion in political spending
1s expected to boost
market come: August.
Auto is still strang
Jespite GM strikes.
Newspapers: Strong
National continues to
accelerate, fueled by
domestic auios. New
drug intros continue;
Windows ‘98 begins to
200t up pages.

| Magazines: Mixed

| 3eauty, fragrance ads

are retrenchind: autos
szay strong. Ads for TV

shows are a big hit

with publishers.




That's because from broadcast to cable to our owned stations and the internet, the NBC portfolio of
valuable media resources can %elp you launch, build and sustain your brand.

ﬂ"‘ N B C e NBC Television Network: The best

in entertainment, news and sports
programming, providing unparalleled

reach, and access to more of

America‘s biggest consumers than R e CNBC: . The world leader in business
any other media vehicle. news, delivering the fastest-growing
GChNBC audience in cable.
@ NBC o NBC Television Stations: Serving
TELEVISION STATIONS nearly 30 million households in “s",w) o MSNBC: NBC News 24 hours a day —
13 dynamic, growing markets that make up I =' "z on cable and the internet.

nearly 28% of the United States.

o e NBC Interactive: Merging the best

&iirrerace of network television, groundbreaking |

programming and powerful promotion

gt

with the unlimited marketing and

|
advertising potential of the internet. ‘
. |

|

4 ( To learn more about how NBC can help meet your marketing and advertising goals, e-mail NBC Marketing at NBC.marketing@NBC.com or call 212-664-4881. )
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Wildfires Kill Race, Push CBS to Air Reruns

Out-of-control wildfires in the Daytona Beach, Fla., area forced the
postponement of the Pepsi 4() auto race, which was scheduled to
air Saturday on CBS from 8 to 11 p.m. The decision to put off the
event—the first broadcast network telecast of an auto race in prime
time—was made last Thursday, forcing CBS to put on reruns of its
regular Saturday-night schedule, including Dr: Quinn, Medicine
Woman, Early Edition and Walkey; Texas Ranger. With most Nascar
fans in demos other than the network’s regular Saturday prime-time
audience, many advertisers that had bought time on the race tele-
cast chose not to air their spots. This made for a busy couple of days
leading into the holiday weekend for CBS’ sales crew,
which contacted regular Saturday advertisers with
offers of bonus inventory for the “encore” schedule.
The Pepsi 400 has been rescheduled for Oct. 17.

Times Mirror Names 6 VPs

Times Mirror Co. has appointed six newspaper exec-
utives to corporate vps. They are: John S. Carroll, edi-
tor and senior vp, The Sun in Baltimore; Janet Clay-
ton, editor of the editorial pages and vp, Los Angeles
Times; Robert G. Magnuson, senior vp, regional edi-
tions at the Times; Anthony Marro, editor and execu-
tive vp, Newsday; William J. Rowe, publisher and
CEQ, The Stamford Advocate and Greenwich Time,
both in Connecticut; and Gary K. Shorts, publisher
and CEO, The Morning Call, Allentown, Pa.

TV Rating Services Under Audit 8
The Advertising Research Foundation, in coopera-
tion with the Media Rating Council, will conduct a
comparative audit of the new Nielsen A/P and SRI
SMART television meters. To be executed by Ernst
& Young, the audit will focus on each system’s ability
to identify the content being viewed—both program-
ming and commercials. The audit is expected to be

i completed in the first quarter of 1999 and will be
funded by Nielsen and SRI. The audit has received
the blessing of a coalition of ad groups including the
Association of National Advertisers, the Four A's,
Committee on Cable Audience Measurement and
the Advertiser Syndicated Television Association.

Fox Affils Said Near NFL Cost-Share Plan ;

Fox Broadcasting Co. and its affiliates are said to be coming
closer to agreement on how the TV stations will contribute
toward the cost of National Football League rights in return for
the network ironing out an agreement on program exclusivity.
“Financial mechanisms have been essentially worked out” for
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affiliates to contribute cash earned from retransmission consent
fees (from local cable operators) as well as some money return-
ed from the affils’ sale of the Fox Children’s Network, said a
general manager of a West Coast Fox affiliate who requested
anonymity. Included in the proposal is a swap of national and
local ad inventory similar to CBS’ agreement last month with its
affiliates. Unlike the CBS deal, however, the Fox gm said there
is no talk of the network placing a surcharge on stations in mar-
kets with NFL teams. Program exclusivity still proves to be the
most pressing issue for affiliates, but the station executive
expressed confidence that “the whole package of issues will be
resolved within a few weeks.” (see relared story on page 4)

Addenda: presstime, negotiations
continued on a deal between NBC and Paramount
Pictures that would create Saturday Night
Live Films, a co-financing arrangement for
feature films produced by Saturday Night Live
executive producer Lorne Michaels...Kevin
Coyne has been promoted to executive vp,
director of media and new technologies at Bates
North America...In a move to boost newsstand
sales, Sports lllustrated lowered its single-
copy price from $3.50 to $2.95, starting July 1.
The weekly gets about 3 percent of its paid
circulation from newsstands...Radio One
Broadcasting, based in Lanham, Md., has bought
Detroit radio station WCHB-AM/FM for $34.2
million from Bel! Broadcasting...David
Coleman, most recently NBC’s East Coast
director of network advertising and promotion,
was named director, advertising and promotion at
WCBS-TV, CBS’ flagship O&O in New York...In
the same week, The Magic Hour with host
Earvin “Magic” Johnson lassoed a July 2
appearance by Howard Stern (Mediaweek, June
30) and, sources said, dismissed Johnson’s
sidekick, comedian Craig Shoemaker....
Youngstown, Ohio (DMA rank 97), will get a Fox
affiliate come Sept.1. Charlotte, N.C.-based
Gocom Communications has combined two low-
power stations to create Fox 40/62.

Corrections: in last week’s issue, a story about
CNN’s presentation of Cold War should have noted that the four
charter spoasors will run a full complement of TV spots in
addition to on-air billboards. ...An item in the June 8 Real Money
section should have noted that the Mclthenny Nascar CD
promotion was created by Kraigie Newell, Atlanta, and that the
Team Tabasco car is No. 35.
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- Hallmark, Henson Put Up
$100M for Odyssey Channel

In the second major venture linking the
‘ entertainment brands of Hallmark and

Henson, the two production companies
announced last week that they will invest
$100 million in cash and programming in
cable’s Odyssey Channel.

Hallmark Entertainment is the pro-
ducer of high-profile television miniseries
such as the recent Merlin and Gulliver’s
Tiavels (produced with Henson, both
| minis aired on NBC). Jim Henson Co. is
the creator of Sesaime Sireet and other
classic kids programming. Each partner
will get a 22.5 percent stake in the cable
channel. Tele-Communications Inc.’s pro-
gramming arm, Liberty Media Corp., and
| the National Interfaith Cable Coalition

hold the rest of the equity. Odyssey cur-
rently has 30 million subscribers. Hall-
- mark and Henson will create original pro-
| gramming for Odyssey as well as supply
programming from their libraries.

In September, Hallmark and Henson
will launch the Kermit Channel, named
after one of Henson’s best-known Mup-
pets characters, Kermit the Frog. Kermit,
announced in May, will be a 24-hour,
global pay-TV channel featuring family
entertainment also drawn from the Hen-
son-Hallmark libraries. Kermit will go on

| air in Asia and Latin America first, with

a global rollout to follow.

Hallmark also has its own premium
international pay-TV service, Hallmark

‘ Entertainment Networks, launched in
| 1995. —Betsy Sharkey

With January Postal Hike,
Santa Claus Comes Early

An expected 4.6 percent hike in postal
rates for periodicals (8 percent for non-
profit titles) recommended by the Postal
Rate Commission in May will go into

‘ effect on Jan. 10, 1999, the U.S. Postal
Service announced last week. “I’'m in
interminable ecstasy,” said George
Gross, executive vp for government
affairs of the Magazine Publishers of
America. The MPA, as well as the
American Business Press, had lobbied for
a low rate increase and a delayed imple-
mentation date in 1999,

Publishers were (continued on page 6)

Foothall Field

Buyers dispute reports of big CPM hikes for NFL

NETWORK TV SPORTS / By Eric Schmuckler

ith the TV networks about half
done with advertising sales tor
professional football, sports
buyers are predicting a flat
marketplace for the 1998-99
season. They’re also scofting at

reports of percentage increases in cost-per-thou-
sands in the high teens and low 20s. CBS, which
took the AFC package from NBC, appears to be

CBS sales chief Abruzzese (left) says he’s way ahead of where
NBC was last year; ABC’s MIVF is holding out for top dollar.

pulling some ad dollars away from Fox’s NFC
coverage; ABC is said to be pacing behind last
year with Monday Night Football but has held out
for premium rates. In the midst of the action, no
buyers and only one seller would speak for the
record. “I’s not a disaster yet,” said one of the
many buyers still sitting on the sidelines, “but
there’s not a lot of strength in the market.”

The networks are hungry to pull in ad dol-
lars to underwrite their expensive new con-
tracts with the NFL. The NFL was roughly a
$1.3 billion dollar ad cconomy last season, and
there’s little evidence it will grow much this
year. Ratings have long been in decline and
show no signs of leveling—over the last four
seasons, MNJI" has lost roughly a household
rating point each year; the Sunday afternoon
games have fallen about half a point a year,
The networks are further hampered by the
league’s ban on in-game sponsorships such as
IBM’s “You Make the Call” or the “AFLAC
Trivia Question.” The nets do get three extra
:30s per game to scll; Fox turned over two of
them to its affiliates.

Several press reports have said CBS is win-

ning CPM increases of 20 percent over NBC’s
AFC numbers last season. Buyers have hooted
at these accounts, putting price hikes in the
mid-single-digits, with low tecns for certain
accounts, CBS sales president Joe Abruzzese
told Mediaweek his network is “on track to
write 20 percent more dollars than NBC,”
which is a very different claim. He said a third
of his sales are from advertisers new to the
AFC or to pro foot-
ball. CBS signed
Nasdaq to sponsor
its halftime show
and Southwest Air-
lines for the pre-
game show, both
new AFC advertis-
ers that each could
kick in $10-million-
plus for their entitle-
ment packages.

“Advertisers are
responding to the
[ratings] parity bet-
ween the AFC and
NFEC,” Abruzzese
explained. “We’re well over half-sold.” Indeed,
the AFC pulled to within 3 percent of the
NFC’s rating (a 10.4 versus a 10.7, respectively,
in the regular scason last year), but the widely
held perception remains that the AFC—with-
out teams in Philadelphia, Detroit, Dallas,
Chicago and Washington—is weaker. CBS
may well be pulling dollars away from Fox, two
buyers reported. Fox sales people, in turn, are
saying CBS is taking bad deals, one buyer said.
Honda paid in the mid-singles and got 4 demo
guarantee from CBS, an unusual concession,
the buyer added. Abruzzese would not com-
ment on any specific deal.

Fox is believed to be finding the market a bit
lower than it would have preferred. It is said to be
booking some sizable increases—mid-teens and
up—on accounts with low bases, but otherwise is
looking for mid-to-high single-digit bumps. Fox
sales president Jon Nesvig declined to comment.

ABC is well behind last year’s pace in vol-
ume, delayed in part by an internal tug-of-war
over whether the network or ESPN sales staff
would handle the NFL on ESPN. ABC won,
which is good news for buyers who previously

ABC



MEDIAWEEK July 6, 1998

s Flat

games on CBS, Fox, ABC

had to chow down a heaping helping of ESPN’s
second-tier sports to get NFL spots on the
cable net. ABC is sticking to its guns on MNF
and won’t accept less than $350,000 per :30); for
same accounts, that amounts to a 20 percent
boost. Alfter a relatively modest prime-time
uptront, the network has been keen to package
MNF with other dayparts. ABC sales president
Marvin Goldsmith could not be reached.

The bellwether automotive category, which
accounts for a quarter of the NFL market, has
been “torturously slow,” as one buyer put it.
GM s said to be done with CBS; Chrysler is
nearly finished with CBS and Fox; Ford is
rumored to have spent money with ABC.
Among the beers, Anheuser-Busch is all
wrapped up, paying a purported $340,000 a
unit on MNF for two years, then jumping to
$400,000 for a couple years more. Miller, with
a big basebull/football deal at Fox, may not be
down yet at CBS. Visi has bought sponsorship
of the halftime show on Fox.

It’s carly to predict how the nets will fare
financially with their costly new football deals.
CBS has hinted that it will break even on foot-
ball this year, which some buyers dismiss as an
attempt to soothe Wall Street by CBS president
Mel Karmazin. “I don’t see the networks being
able to will a marketplace just because of their
rights fees,” one buyer noted, while another
warned, “If they try to push it too much further,
there’ll be a lot of Friday afternoon fire sales.” l

http://www.mediaweek.com

Cable Cancels the Picnic

Upfront was supposed to be done by July 4; buyers are still balking
THE MARKETPLACE / By Jim Cooper

he fireworks display to celebrate the

conclusion of the 1998-Y9 cable up-

tront market is on hold, as buyers and

sellers last week continued to battle

over CPM increases and dollar vol-

ume. The deadlocks caused cable to

miss its self-imposed July 4th deadline, with

only 80 percent of its expected $2.8 billion in

business written. If the total reaches that num-
ber, it will be a $600 million increase over *97.

Some buyers said they were holding back

| business in the face of high CPMs. Buyers said

they were cutting deals last week at CPM
increases in the low-to-mid single digits, while
their network counterparts put the increases
above 1() percent.

“There is still a gap...between some of the
networks and ourselves in terms of where
they're reading the strength of the marketplace
versus where we are, and we haven’t reached a
resolution yet,” said Bill Croasdale, president
of national broadcast for Western Internation-
al Media. Croasdale said he still expects to be
working on cable this week and next.

“Look, there is enough inventory out there
that I can walk tfrom CPMs that don’t move,”
said another buyer. “Either they’ll come down
or we'll take the money off the table and spend
it with networks that will deal, or go back to
the broadcasters,” cchoed a buyer who said he
is holding back as much as 40 percent of his
clients’ cable business because of what he sees
as unjustifiably high CPMs.

Network sales exccutives admitted that lin-
gering negotiations have become tense, with

some buyers getting prickly over the CPM
increases both large and niche networks are
seeking. “Some [buyers] were belligerent when
we wouldn’t move south of double digits,” said
one ad sales executive at a niche network. But
confidence among sellers over increases still
prevails. “It’s way up in the high single digits,
and it’s almost over,” one vp of ad sales said of
his business.

Turner Broadcasting System, according to
a representative, hit double digit increases and
is nearly finished; the rep declined to discuss
Turner’s total haul or specific increases. Buy-
ers put Turner’s and USA Networks' increases
at 5 to 8 percent. ESPN, A&E, Discovery and
Comedy Central were said to be still hammer-
ing out isolated deals.

Smaller cable networks whose subscriber
counts have grown rapidly in the last year
have been demanding much higher CPMs,
and in some cases are getting them. As the
larger networks pushed for higher CPMs,
buyers shifted more money to smaller net-
works than ever before, using the same argu-
ment on the big cable nets as the cable nets
use to sell against the Big Four broadcast
nets. For example, money falling off A&E,
MTV/VHI and ESPN is landing in the pock-
ets of Bravo, MuchMusic and Speedvision.
Negotiations “were the most intense I've ever
seen,” said Steve Newman, senior vp of ad
sales for Home & Garden TV.

Large increases in dollar volume came
from automotive, pharmaceuticals, software
and telecommunications advertisers. |

Time’, CNN Retract Nerve Gas Story

By Lisa Granatstein and Jim Cooper

imie magazine and CNN late last week apol-
Tcgized and retracted the explosive allegu-

t ons put forward in the Operation Tailwind
story. the first of their highly publicized syner-
gistic efforts. The story aired on June 7’s News-
Stand: CNN & Time and ran in that week’s
issue of Time. The CNN piece, which alleged
tha- rerve gas had been used by U.S. forces dur-
ing the Vietnam War, was produced by CNN’s
Aprei. Oliver and fronted by correspondent
Petzr Arnett. Both Oliver and Arnett received
bylines for their story in Time’s June 15 issue.

Time was planning to run a letter from the
editor in this week’s issue, apologizing 10 its
readers and explaining CNN and Time’s latest
findings. In the meantime, NewsStand senior
producer Pam Hill has resigned, Oliver was
fired and producer Jack Smith witl leave the net-
work; Arnett will be reprimanded.

“It’s not that they were making it up,” a Tirne
editor said. “They believed the thesis. They were
just a little too gung-ho in making the thesis
work.” Rick Kaplan, president CNN/USA, and
Walter Isaacson, Time managing editor, could
not be reached for comment. Tom Johnson,

CNN News Group chairman and CEQ, issued a
statement saying the story “cannot be support-
ed.” Johnson added that “the fault lies with the
editors, producers and reporters and executives
responsible for the program and its contents.”
The retractions, apologies and dismissals fol-
lowed an investigation into the CNN report by
First Amendment attorney Floyd Abrams, at
the urging of Johnson. Abrams’ inquiry result-
ed in a 56-page report. Though the CNN-Tire
relationship will continue, execs of the two Time
Warmner units are expected to meet to determine
how they will handle future stories. The News-
Stand programs that journalistically linked Tune
and CNN had been the highest-profile joint
effort since Turner and TW merged in 1996. @
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concerned that the hike would take effect
on the Ist of Junuary, a heavy direct-mail-
ing month, which likely would have forced
them to begin their campaigns during the
holiday season to save money. The extra
10 days will help give publishers some
breathing room. “I think we’re all very
happy with January,” noted Jim O’Brien,
director of distribution and postal affairs
for Time Inc. “But it’s still difficult to see
the need for a rate increase when [the
Postal Service] is $1.4 billion in the black
this year and on track to do as well or bet-
ter than they did last year.”

The rates are expected to remain in
effect until January 2001, but Postmas-
ter General Bill Henderson said he
hopes to extend the next rate cycle until
2002. —Lisa Granatstein

Survey: Digital TV a Turnoff;
Only 28% Seen Buying

Consumers are not as eager to buy digital
TV sets as some would like to think. The
Consumer Electronics Manufacturers
Association has long boasted that buyers
will clean the shelves come next year's full
rollout of high-definition sets. Not so,
according to research by Frank N. Magid
& Associates, which found that no one
wants to pay $4,000 or more for a digital
set. Moreover, only 28 percent of those
polled said they would be interested in a
digital TV, says Brent Magid, president of
Magid’s North American TV unit.

Magid said those most likely to go dig-
ital are male sports fanatics, film buffs
and “action fans.” There is also a strong
correfation between Internet users and
those keen on HDTV.

In an effort to understand what would
drive consumers to go digital, Magid sur-
veyed more than 600 people ages 24-64.
The results of his trend studies were pre-
sented last week at the New York State
Broadcasters Association in Lake George,
N.Y. —Megan Larson

~ $100M Rainbow Media Plan
| To Get to Big Apple’s Core

Rainbow Media last week announced it
will spend about $100 million to launch
three local channels in the New York
area, all bearing the MSG brand name
Rainbow’s parent (continued on page 8)

Feds Plugged in on Cable

| DOVJ is keeping close tabs on level of competition, official says

REGULATION / By Alicia Mundy

ddressing a rapt gathering of tele- |

communications lobbyists last week
in Washington, D.C., Joel Klein of
‘ the Justice Department dropped
some ominous hints about the future
relationship between the DOJ and
the cable industry. Klein, Assistant Attorney
General for the antitrust division, got a laugh
when he mentioned that his interactions with
the National Association of Broadcasters are so
good now that the NAB no longer feels
it needs to invite him to its gatherings.
But, Klein noted archly, he very much
expects the National Cable Television
Association to keep him on its guest for
some time to come.

Klein made his remarks at a lun-
cheon sponsored by The Media Insti-
tute, a Washington think tank. As
NCTA president Decker Anstrom
smiled gamely nearby, Klein outlined
DOJ’s current assessment of the cable
business. “We do think that the struc-
ture of the cable industry right now is
one that is problematic in terms of
competition policy,” he said. Klein has made
past references to the increasing consolidation
of ownership of cable systems and programming
sources. “In many parts of the United States,
there is just one outlet for consumers,” Klein
said. “And frankly, we are vehemently unhappy
when there is only one outlet.”

Klein also took on the Primestar—News
Corp. satellite deal, which Justice has sued to
block. He said the proposed merger of Prime-
star (owned by the country’s largest cable oper-

=

Klein: Cable structure
is “problematic.”

July 6, 1998 MEDIAWEEK

ators) and News Corp.’s ASkyB satellite unit is
“anti-competition” and would keep consumers
from getting alternatives to cable. Klein added
that he does not believe that the Primestar-News
Corp. combination would really attempt to sign
up DBS subscribers if the partners were award-
cd a key satellite orbital slot because it would
threaten their cable business. A federal judge
last week set a Feb. | trial date for the suit.
Several lobbyists present said afterward that
it was unusual for a Jus-
tice official to speak so
candidly about a pending
action. But 2 DOJ lawyer
who requested anonymity
said: “Joel is adamant
about this case, and he be-
lieves that if the players
understand how much the
Justice Department op-
poses it, they will cut their
losses here and move on.”
Anstrom declined com-
ment on Klein’s remarks.
An NCTA spokesman
said: “We don’t want to go into this at this time.”
Asked about the proposed AT&T-TCI
deal, Klein said only that it will get “very care-
ful scrutiny” from DOJ. Richard Wiley, a vet-
cran telecom attorney and a cable lobbyist for
Primestar, said: “I would like to have heard
[Klein’s] take on the potential impact of the
AT&T merger on cable ownership and his con-
cerns in this area.” The Senate Judiciary Com-
mittee may address cable ownership issues and
antitrust provisions at a hearing this fall. W

THE MEDIA INSTITUTE

|

AMFM Adds Listeners

RADIO / By Mira Schwirtz

he introduction of Chancellor
Media Corp.’s AMFM radio net-
work this year has mixed things up
a bit in the new RADAR 57, the
radio network ratings survey, re-
lcased last week. This year, the sur-
vey counts 144 miltion listeners (or 65 per-
cent of the U.S. population) as having heard
| at least one radio commercial in an average

New Chancellor network boosts total audience by 10.7 percent

week. That number is up 30 percent from
the RADAR 56 count released last March,
which counted 130 million listeners for the
fall of 1997.

“In effect, we’ve introduced a new audi-
ence to network radio,” said AMFM vp/
marketing Martin J. Raab.

AMFM, with more than 400 stations in
top- and mid-level markets, is a likely source
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company, Cablevision Systems Corp.,
| owns Madison Square Garden.
{ Envisioned by Rainbow executives as
{ electronic equivalents to the Sunday
newspaper, the three services—MSG
Metro Learning Center, MSG Metro
|  Guide and MSG Metro Traffic &
Weather—will launch on Aug. 5. Metro
Learning Center targets students by day
and adults in prime time. Metro Guide
|  offers up a primer on Big Apple cultural
‘ and social activities, with a six-hour
block programmed entirely by WNET,
the New York City public TV station
(that block, from 9 p.m.-3 a.m., will be
| commercial-free). Metro Traffic &
Weather will customize traffic reports to
individual parts of the metro area.

- For the Record, MTV VJ Not
A Truthful Camper, Spin Says

Spin does a fine job in its August issue in
l blowing the lid off of MTV vegjay Jesse
Camp’s life story. Camp, who recently beat
out 4,000 potential VIJs in a nationally
advertised audition, claimed he was a
‘ street kid from a poor broken home. On
stands July 14, the alt-music monthly sets
the record straight via a split cover that will
feature the veejay in record stores and
I actress Christina Ricci on all other copies.
" Inthearticle, Spin contributing cditor
| Maureen Callahan tracks down Camp’s
father, who alleges the family is well off
| and that Jesse isn’t quite the “loopy stoner”
that Spin said MTV has presented to the
public. The
VJ’s father,
who chairs the
humanities
department at
the University
of Hartford,
tells Spir: that
his son speaks
three lan-
guages, went to
a swanky Con-
necticut board-
ing school and
“had a lot of
fun with dra-
ma.” In a
statement, MTV said it stands by Camp
and believes his description of what consti-
tutes his real world. —LG

Pl
NEW CEASTIES W 1F

A gritty background
| gets grounded.

http://www.mediaweek.com

:of the 10.7 percent increase in network
radio listening since many of its stations
were not network affiliated before its debut.

| AMFM is an amalgam of stations owned by

| Chancellor and its sister operator, Capstar
Broadcasting. Both companies are con-
trolled by Dallas-based investment firm
Hicks, Muse, Tate & Furst.

The young network’s 13 percent audi-
ence share in the survey was duc more to

| the listeners it brought with it than any

| grabs it made from network lions CBS-

| owned Westwood One and ABC. Neverthe-
less, Westwood One lost five percent of its
listeners, down to 10.3 million from 10.9
last fall. ABC lost one percent, to 10.2 from
10.3 million.

American Urban Network, formed in
1992 from a joint venture between Sheridan
Broadcasting Network and National Black
Network, lost 16 percent of its listenership,

| down to 413,000 from 492,000.

“Hey, we don’t make the numbers, but we
| have to live by them,” said Jim Bryant, pres-
| ident of American Urban. “We have lost no

listeners from our affiliates.”

| ABC’s adult programming networks

Galaxy, Prime, and Platinum showed a total

decline of 18 percent. The losses, however, |

were offset by the 10 percent increases made
by its youth-oriented Genesis and Advan-
tage programming.

ABC is not worried about its shifts in the |

market, said network marketing director
Julia Atherton, because it still controls the
most popular shows in the business, with all
of the top 20 programs owned by ABC.

“Paul Harvey remains the dominant per-
sonality in network radio,” Atherton said.
“When you look at the specific programs,
we are very pleased with this RADAR
report.”

Executives at Westwood One were not
unavailable for comment at press time.

In the 25-10-54 demographic, ABC’s Ad-
vantage and Genesis youth networks ranked
third and second respectively, AMFM Youth
Radio Network was eighth, and Westwood
One’s youth networks NeXt and Source were
fifth and twelfth.

Prime, ABC’s adult nctwork, ranked first
in 25-54, while its Platinum network ranked
seventh and the Galaxy network was 14th.
AMFM Adult ranked fourth. Westwood
One’s top adult network was No. 6 NBC,
with its CBS network ranked 13th, the CNN
network ninth, and its Spectrum and Variety
networks tied for tenth. |

Bracing for the Future

CTAM confab warns industry: “Traditional marketing is dead”

| CABLE TV / By Jim Cooper

able marketers struggled to make
sense of their industry’s rapidly chang-
‘ ing face as they gathered in Chicago
| last week for the Cable Television
Administration and Marketing Soci-
cty’s annual summit. Just days before the con-
ference, the entire industry had been rocked by
the proposed mega-merger of AT&T and TCI.
“Traditional marketing is dcad,” declared
Peter Chernin, president/COO of News Corp.
and chairman/CEO of the Fox Group. He said
that once digital set-top boxes that have enough
computing power to let consumers store 100
hours of programming are rolled out, “all no-
tions of scheduling and programming go out
the window.” Chernin also pointed to the Inter-
net a8 a medium that will not only make other
| media look like “child’s play,” but will change
| the face of advertising by attracting more rev-
| enue than cable in five years.
“Anyone thinking about control is fooling
themselves,” continued Chernin, referring to
the conference’s umbrella title, “From Chaos

]”

to Control.” Chernin said that the light-speed
pace of technology will likely continue unabat-
ed and that cable is going to have to keep pace
by shifting from mass to personal marketing or
risk losing customers.

That won’t be casy in the face of the
AT&T/TCI merger and any further market
consolidation, but it does present opportuni-
tics. “We have the ability to put cable operators
at the forefront of the Internet wave in the
next five years,” said Kay Koplovitz, former
chairman and CEO, USA Networks.

As usual, CTAM turned to marketers out-
side the industry to tell tules of how their com-
panies have used marketing to create success.
Scott McNealy, president/CEO of Sun Micro-
systems, offercd advice on how the industry
should move forward. “Use Web-based tech-
nology in the cable plant,” McNealy exhorted
the attendees, “because that’s where all the
content is being created in the marketplace.
The Web platforms are the platforms that run
on every computing device on the planet.” W
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‘Pastime’ Is Back on Base

Major League Baseball’s local and national ratings are on the rise

TV SPORTS / By Michael Freeman

rom the looks of its T'V-ratings score-
card, Major League Baseball has taken
some baby steps forward in rebuilding

fan interest 3'/: seasons after a crippling |

players’ strike all but destroyed the

sport. Heading into the All-Star Game
tomorrow night on NBC, local and network TV
executives and industry watchers say the sport
appears to be on the road to recovery.

Through June, baseball’s national broadcast
and cable TV ratings are up 8 percent overall
from last season. On the local broadcast level, 15
of the 33 U.S.-based MLB rightsholders’ ratings
are up for the first three months of this season,
by an average of 13 percent (see chart).

In contrast to the struggle for viewers and
attention that baseball has endured over the

last few years, enthusiasm for the game has |

returned this season, thanks to several factors:

*Three players are well on their way to
breaking Roger Maris’ record of 61 home runs
in a season.

*The New York Yankees are on pace to win
a record 120 games.

*The second season of interleague play has
continued to give a significant lift to both na-
tional and local TV ratings.

“I think it is safe to say that baseball is final-
ly coming back from the effects of the 1994
work stoppage and has established a sustained
growth pattern,” says Neal Pilson, a former
president of CBS Sports who now operates a
his own New York-based sports consulting
firm, Pilson Communications. “The dominan-
ce of the Yankees is a positive story, interleague
baseball is strengthening interest and several
player and team records could be broken.”

Since kicking off its Saturday-afternoon
telecasts on May 30, the Fox network’s lineup
of national and regional games has averaged a
3.7 rating/11 share in the Neilsen metered mar-
kets (NSI, May 30-June 27), a 3 percent in-
crease from last season. Peter Ligouri, senior
vp of marketing for Fox/Liberty Networks,
expects that those numbers will grow as the
pennant and playoff wild-card races heat up
and as the home run-record chase continues
among the St. Louis Cardinals’ Mark Mc-
Gwire, the Chicago Cubs’ Sammy Sosa and the
Seattle Mariners’ Ken Griffey Jr.

MLB interleague matchups, which conclud-
ed last week, were a big hit with TV viewers.

Fox’s June 27 broadcast of the New York Yan-

a record 4.3 rating/12 share in the metered
markets. In New York, the Yanks-Mets telecast
on Fox O&0O WNYW-TV scored a 10.9/28.
The following night, the Yankees and Mets del-
ivered a regular-season baseball record for
ESPN, which registered a 4.3 rating reaching
3.2 million homes. Another interleague game
between the Houston Astros and Cleveland
Indians gave Fox its highest local baseball num-
ber ever, a 21.4/49 on Cleveland’s WIW-T'V.

“The idea of getting a quarter of all homes
in New York and half of the households in
Cleveland for interleague baseball has gone
beyond our wildest imagination,” says Ligouri.
“While we have undoubtedly experienced a
bounce from interleague games, we have had
only a handful of those matchups and they are
not the sole, major contributor to our growth.”

Fox/Liberty officials note that the biggest
percentage ratings growth for baseball this sea-
son has been on cable. Fox Sports Net’s Thurs-
day-night lineup of regional games is up 16 per-
cent over last season to a (.8/1 within the cable
universe for the first 12 weeks of this season.
Meanwhile, Saturday-night matchups on Fox’s
FX cable network are up 3 percent to a 0.4/6 in
cable households. ESPN’s lineup of Wednesday
and Sunday night games is also up by 4 percent,
to an average 1.5/3 universe rating/share.

Artie Bulgrin, ESPN vp of research and
sales development, acknowledges that while
baseball’s ratings do not yet approach the pre-
strike 1993 levels, he also notes that the “com-
petitive landscape on cable and broadcast has
also multiplied the number of programming
alternatives, and made it all the more difficult
to register bigger increases.”

Tim Spengler, deputy director and senior vp
of national broadcast for Western International
Media, believes that baseball still has a long
way to go before it can proclaim itself fully
healed from the strike. Spengler says that he is
“not all that impressed by mid-to-high-single-
digit increases” in the national ratings for Fox
and ESPN. “On average, even if they are up 4
to 8 percent in ratings, we’re talking about
tenths of a rating [point] increases, and that is
not vet a significant swing. Marketplace de-
mands will dictate if [baseball’s networks] get
any increases for their inventory.”

Pilson, whose CBS aired a national baseball
game of the week in the late ’80s and early *90s,
prefers to accentuate the positive. While the

; kees taking on the crosstown Mets lifted Fox to | sport’s national TV ratings growth indeed has
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been only in single digits since 1995, “in totali-
ty it would mean baseball has achieved double-
digit growth, and that is a very positive story,”
Pilson says. “No one is going to get double-digit
growth in a single season in this age of prolifer-
ation and competition. Single-digit growth is
actually a joy to see.”

Among local broadcast rightsholders this
season, nine are earning ratings equal to or
above 1993 pre-strike levels. In 1995, only five
local broadcasters were performing above pre-
strike averages.

While local baseball ratings typically rise
and fall along with the home team’s standing in

http://www.mediaweek.com

Even though the Boston Red Sox are 10 games
behind the Yankees, the Sox are one of MLB’s
best teams and UHF independent WABU-TV
is 40 percent ahead of last year with an 8.1 rat-
ing average for its Sox telecasts. On the flip
side, while the Houston Astros are in first place
in the N.L. Central, the team’s broadcast rat-
ings are down 29 percent to a 3.0, due in part
to a shift this season to low-rated UHF indie
KNWS-TV. The Minnesota Twins, second in
the A.L Central, have seen their broadcast rat-
ings plummet 56 percent partly because CBS
Cable’s Midwest Sports Network moved 10
games to lower-rated UPN affiliate KMSP in a

the pennant race, other factors come into play. | sub-licensing deal this season. |
r
BASEBALL'S 1998 LOCAL BROADCAST TV RATINGS
TV Rightsholder(s) Season-to-Date % Rating Chg.
Team (total 98 package) Rating/Share Average  From '97
AMERICAN LEAGUE EAST
Baltimore Orioles WJZ (37 games) 11.1/21 -25%
WNUV (30 games) 6.0/13 -44%
Boston Red Sox WABU 8.1/19 +40%
New York Yankees WPIX 6.7/13 +2%
Tampa Bay Devil Rays WTSP (15) 5.3/13 NA #
WWWB (51) 4.0/7 NA #
Toronto Blue Jays cBC* NA NA
AMERICAN LEAGUE CENTRAL
Chicago White Sox WGN 2.7/6 -31%
Cleveland tndians WUAB 16.9/33 +17%
Detroit Tigers WKBD 3.9/9 -28%
Kansas City Royals KMBC (15) 4.9/13 -26%
KCWB (36) 4.0/10 2%
Minnesota Twins KMSP 4.0/13 -56%
AMERICAN LEAGUE WEST
Anaheim Angels KCAL 2.8/5 +8%
Oakland Athletics KRON 3.7/9 +3%
Seattle Mariners KIRO (41) 13.7/28 -1%
KSTW (23) 11.5/29 17%
Texas Rangers KXAS (15) 9.2/19 -5%
KXTX (80) 6.2/11 +2%
NATIONAL LEAGUE EAST
Atlanta Braves WTBS (90) 13.0/23 +11%
WUPA (11) 9.4/14 -20%
Florida Marlins WBFS 4.7/10 -18%
Montreal Expos SRC/TQS * NA NA
New York Mets WWOR 3.8/8 +19%
Philadelphia Phillies WPHL 4.1/9 +28%
NATIONAL LEAGUE CENTRAL
Chicago Cubs WGN 5.0/14 6%
Cincinnati Reds WKRC (15) 6.5/16 -19%
WSTR (30) 4.8/11 even
Houston Astros KNWS 3.0/6 -29%
Milwaukee Brewers WCGV 6.0/11 +18%
Pittsburgh Pirates WPGH (8} 6.9/17 +11%
WCWB (7) 5.4/10 +2%
St. Louis Cardinals KPLR 12.4/25 +6%
NATIONAL LEAGUE WEST
Arizona Diamondbacks KTVK 7.6/15 NA#
Colorado Rockies KWGN 7.7/19 -8%
Los Angeles Dodgers KTLA 3.7/9 -20%
San Diego Padres KUSI 7.1/20 +22%
San Francisco Giants KTVU 5.6/14 +4%
Sources: Nielsen Sports Marketing Service, Major Market Network and station rightsholders, based on Nielsen Station Index data {March 30-June 8).
Footnotes: NA=not applicabie *Canadian ratings are not comparable to U.S. Nielsen averages. #1938 expansion teams
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WASHINGTON, D.C.-NEW YORK STATE

TV STATIONS/CABLE
Megan Larson

WASHINGTON/RADIO

Buyers: Joyner Wooed hy WMMJ-FM

* WASHINGTON RADIO STATION WMMIJ-FM 1s !
seeking to climb the ratings chart by wooing |
away popular morning host Tom Joyner :

from top-ranked competitor WHUR-FM,
buyers say. These radio insiders insist that
on-again/off-again negotiations between

owner Radio One will soon culminate in
bringing the popular syndi-

i rent

NEWSPAPERS/NEW MEDIA
Dori Perrucci

RADIO/MAGAZINES
Mira Schwirtz

: women TV and radio station owners, several

es any possible start date at WMMJ to later :
this year.

Meanwhile, insiders say WMMJ’s cur-
morning drive-time  host,

nating around 11th place :

cated talk-show host to sev-
enth-ranked WMML.

Not so, insists Radio
One CEO Alfred Liggins,
maintaining in carefully
chosen words that Joyner
will not be joining the
WMMI lineup this year.

But local ad buyers
believe otherwise. They
said that getting Joyner is a
coup that Liggins just can’t
pass up. “I do not see any
way for Alfred not to get
Tom Joyner right now,”
said one source, requesting
anonymity. “He’s [Liggins]
the No. 1 black-owned-
and-operated radio con-
glomerate in the country, and he always gets

requesting that his name not be used: “Pick-

them and a big loss for WHUR.”

In the quest for a.m. drive-time su-
- NEW YORK STATE/BROADCASTING

are the capstone of a ratings battle between :

Plea for Diversification
Gets Few Supporters

expire this month. A three-month “no-em- :
ployment clause” in Joyner’s contract push- :

premacy in D.C., the Joyner negotiations

WMMJ, ranked eighth in the market, and

WHUR, owned by Howard University.
Joyner’s contract with WHUR is set to

D.C. stations are playing
hide-and-seek for Joyner.

since he signed on with
WMMIJ  nearly three :
years ago.

Syndicated with ABC

urban

stations and ranks first
with  D.C’s  heavily
African American mar-
ket. The two stations :
directly compete for the
capital’s 25-54 audience, :
the most desirable demo- :
graphic in advertising.

“WHUR is sold out :
nonstop;

firt]

in advance to get in. It’s a
Perseke, media director at local agency

ington. —MS$

. New York broadcasters said last week.

Responding to an FCC official’s call for

¢ diversification of viewpoints, conferees at

the 37th annual New York State Broadcast-

¢ ers Association meeting at Lake George,
¢ N.Y,, said that effective ethnic broadcasting
Doug '
i Gilmore, is preparing to leave when his con-
¢ tract expires in December. Doug Gilmore in
ABC Radio, Joyner’s producer, and WMMIJ : the Morning has struggled to prove itself,

¢ with the comedian/musician’s ratings stag- '

is not contingent upon minority ownership.
“No one cares who owns the station,” said
Richard Buckley, president of Buckley

¢ Broadcasting Association, “as long as the

programming appeals to the audience.” It
certainly is a nonissue in major markets,
Buckley said, pointing to the success of
urban radio stations run by nonminorities

© like Emmis Broadcasting’s WQHT-FM (Hot
¢ 97) in New York.

for five years, Joyner’s :
entertainment :
program is on 95 US. :

Roy Stewart, chief of the FCC’s Mass
Media Bureau, implored the 250 attendees
to work toward a broadcasting democracy.
“Diversity of ownership equals diversity of

: opinion,” he said. And if available opportu-
: nities continue to elude the minorities while

that segment mushrooms to fully half the

¢ nation’s population by 2050, whatever mi-

nority voices heard now will grow fainter.
Stewart attributed part of the problem to

. consolidation in both TV and radio, as well
. as the recent abolition of tax credits to sta-
you have to
book three or four weeks :

tion groups that sold outlets to minorities.
Lew Freifeld, VP of PaxNet’s eastern

: region, agreed on both accounts. Two years
: powerhouse in this market,” said Brad :
what he wants.” Said another buyer, also :
i Greer Margolis Mitchell & Burns in Wash- :
ing up Tom Joyner would be a big plus for :

ago, Freifeld served as vp/gm of ABC affili-

i ate, WTNH-TV in Hartford, Conn. It was

one of two stations owned by Cook Inlet

. Communications Corp., based in An-

. chorage, Alaska and owned by American
: Eskimos.

* PERHAPS THE FCC IS MISSING THE POINT ON
increasing the number of minority and :

It was “a great company” that would still

© be in the broadcast business if Congress had-
i n’t killed the tax credits, he said. Without
. them, he lamented, Cook “didn’t have the
¢ resources to compete against the likes of

Hicks-Muse and Argyle,” two broadcasting
conglomerates.
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Stewart said the FCC is looking to revive
the tax credits. For now, however, the agency
is relying on public appeals and the goodwill
of multi-station owners to sell outlets to
female and minority entrants.

But the solution to minority station own-
ership lies not with broadcasters but with
educating young minorities and women, said
Ave Butensky, president of the Television

Bureau of Advertising. “Universities can tell :

you how to become a news anchor or a pro-

ducer, but they fail to teach the business,” :

such as offering courses on how to be a sales
manager, he said, urging the FCC to take
their road show to college campuses. —ML

LONG ISLAND, N.Y/MAGAZINES
Rich Market Showers
Potential on Publishers

Socialism. “Share the wealth” is the philoso-

phy of Jason Binn, co-publisher of Hamptons
magazine, concerning the competition be- :
tween his weekly and the equally glossy, over-

sized monthly Hamptons Country.

That three-year-old magazine magazine '
got deeper pockets last year with the arrival :

of Marvin R. Shanken as publisher. Coun-

try’s focus on financiers and the famous is a :

logical step for Shanken’s publishing com-
pany, which targets the rich and exclusive
with his other ultimate niche lifestyle mag-
azines, Cigar Aficionado and Wine Specta-
tor. “I1t’s a well-known fact that it’s a very
affluent market and it’s a trend-setting
market,” Shanken said. “If we didn’t think

that there wasn’t potential, we wouldn’t :

have gone into it.”

Binn, who claims his mag’s revenue has
jumped 30) percent, is not thinking about
sharing this year’s largesse. Rather, there’s
money to be made by all at this vacation isle

of free enterprise, so there’s really no need :

to compete.
This year Hamptons magazine’s ad rev-

enue will near $3 million, up 30 percent over :

last year, Binn said. It is difficult to deter-

mine which magazine has the lead, since :

neither mag submits to independent pub-
lishing audits.

The founder of another luxe publication.
south Florida-based Ocean Drive magazine,
Binn joined 20-year-old Hamptons last
spring at the invitation of publisher Randy
Schindler. It is this summer’s early success

© gional publishing em-

¢ in ads for Hamptons
in his first month.

¢ Shanken says Coun-
© try’s business is boom-
¢ ing, with revenue up
i “in the hundreds of percents” compared to
* [F THEY DIDN’T COVER LONG ISLAND’S TONY :
Hamptons, you could almost believe the |
region’s select magazine publishers were turn-
ing on their cherished socialites in favor of :
. tons is the early 30s. Shanken said Country’s :
© likely to make its headlines. —MS u

http://www.mediaweek.com

that is already fueling
dreams of making
even more money.
“Eventually,  we’ll
either be bought out
by a conglomerate or
create our own re-

pire,” Binn said.

Binn said he has
already capitalized on
his relationships with
advertisers from
Ocean Drive, selling
more than $1 million

Like Hamptons,

last summer.

Both magazines say they don’t have much :
in common other than their appeal to the :
: Articles on Ivana Trump’s new boyfriend

wealthy. Binn said the target age for Hamp-

target is 30 and over.

OUR VIEWERS SPEND
MONEY AS FAST AS THEY MAKE IT.

THE

BAD

NEWS

OUR VIEWERS AVERAGE
$5.35 AN HOUR.

B.c.

BURLY BEAR NETWORK
6.5 million cable subscribers. 275 colleges. 3.4 million students.

Country

Shanken says Country’s revenue is
up “in the hundreds of percents.”
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Nevertheless,
both agree that
neither their adver-
tisers nor their edi-
torial overlap.

Granted, both
pubs feature arti-
cles on charity
events, polo and
expensive real es-
tate, and each is
equally  riddled
with candid photos
of stars and less-
recognizable mem-
bers of local soci-
ety. But Country,
which prints and
distributes 50,000
copies (most of
which are free),
throws in a relatively generous helping of

. editorial meat, with articles on artists and

writers. Hamptons, which prints 35,000
copies for free distribution, is more dishy.

and a party thrown by David Bowie are more
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Danny Stein, 212.293.0770; www.burlybear.com
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Lightening up:
New design
touches give
features more
breathing room.

Hoping to invigorate
Its somewhat staid
image, ‘Audobon’ is
evolving with more
service and travel in

its edit environment

Magazines

By Lisa Granatstein

Natural Selection

udobon, the bimonthly nature/conservation magazine, is gear-

ing up for a busy second half of 1997. The title will introduce

an ecotravel-themed issue in September/October, celebrate its

100th anniversary in November/December and unveil a re-

design in the January/February edition. ® Though Audobon, which is

published by the National Audubon Society, has earned a solid reputa-

tion for its photographic essays and articles linking global events to the

environment, it has been perceived as being somewhat staid and acad-

emic in tone. Lisa Gosselin, who came over last February as editor-in-

chief from Rodale Press’ Bicycling,
has given Audobon a wake-up call.
The design has become more open
and airy, the length of stories is more
varied and new columns and depart-
ments are in development.

“We needed to bring a lifestyle ele-
ment to environmentalism,” Gosselin

explains. "How Audobon can encour-
age you 1o act, to enjoy nature more
and understand it better.”

The title’s new call-to-action ap-
proach was showcased in a pull-out
consumer guide to seafood safety that
appeared in a May/June special report
on sealifc conservation. At least three
cruise lines, inctuding Royal Carib-
bean, have banished swordfish from
their menus as a result of the guide.

Many health-conscious readers have
called Audobon for extra copies, New
York’s American Museum of Natural
History wants to reproduce the guide
in a publication for high school stu-
dents and Walt Disney Co. has or-
dered copies for its theme-park chefs.
Among the new columns is Back-
yard, which offers
tips on building
ponds and luring
hummingbirds. An
upcoming section
will show how ex-
plorers and scien-
tists go about mak-
ing the world a
better place. “This
is not an armchair
e publication,” Gos-
selin says.
Audobon’s next
issue will drive that
point home. While
it has long written
about the wonders
of nature, the mag-
azine will now of-
fer information on how to get to par-
ticular spots, where to stay and cat
and note special events, adding for the
first time a true service element. The
Sept./Oct. book will feature a giant
ccotravel section outlining a wide
range of treks, from a $1.800 jaunt to
Suriname to help sea turtles move
their eggs to a $27,000 guided tour of
Africa via private jet. For Dian Fossey
wannabees, there’s wild gorilla-stalk-
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ing in Uganda’s forests. The ecotravel
special is expected to run at least once
a year, while a regular travel column
will be added to the magazine.

The title’s increased emphasis on
travel is a response to readers’ desire
for nature-related getaways, says Aud-
obon publisher James Fishman. Most
of the title’s readers are twentysome-
things or boomers with no kids and
ample disposable income. “Our read-
ers travel like crazy,” Fishman says.
“And its done in relation to Audobon,
rather than casinos and wildlife—not
that they don't go there, t0o.”

About 40 percent of the maga-
zine’s ad pages are travel-related, pri-
marily from foreign countries and
state and regional tourist authorities.
“We get every state in the union, but
not the airline to take people there,”
admits Fishman. “I’m hoping as Lisa
presents a magazine that has a more
mainstream feel to it, those advertis-
ers will feel that Audobon is more
than just a special-interest magazine.”
Fishman is also looking for more busi-
ness in the luxury goods and financial
services categories.

Audobon’s ad pages were up 31.3
percent in the first quarter, to 125.
Fishman says the gain primarily came
from the same clients booking addi-
tional pages, rather than new business.

“They're not on everyone’s radar
screen,” Melissa Pordy, Zenith Media
senior vp/director of print services,
says of Audobon. “But once people in
the ad community are exposed to the
title, they really see the validity it has.”

The book’s circulation operates
much like National Geographic,
Smithsonian or Sierra Club. Sub-
scribers receive Audobon by joining
one of 500 local chapters of the Na-
tional Audobon Society. Audobon’s
circ has remained flat at slightly above
450,000 since NAS lowered the rate
base several years ago from its peak of
480,000. Newsstand sales, which ac-
count for just | percent of total circ,
dropped 5.1 percent in the second half
of last year, to 5,176. “We are look-
ing at a more aggressive newsstand
stance,” says Fishman. “We think
there’s an opportunity for a highly
specialized magazine, if it’s sold in
the right outlets, to do very well.”
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Preparations are in the works for
the Nov./Dec. centennial issue, a cel-
ebration of 100 years of conservation
that Gosselin promises “will have a
different look and feel from all other
issues.” The package will include a
look at 1(¥) people who have helped
save the world and 10 places and
species the conservation movement
has saved—and lost.

Smith.: Making Sense
0f the Complicated

Just prior to Fourth of July weekend,
US. News & World Report editor
James Fallows set off some fire-
works of his own by announcing to
his staff in a 19-page speech that he
had been fired by owner Mortimer
Zuckerman. Staffers at the Wash-
ington, D.C.-based newsweekly re-
sponded to Fallows’ farewell address
with a standing ovation.

Fallows’ statement, which report-
edly infuriated Zuckerman, led to a
flurry of high-level internal phone
calls and e-mail exchanges over why
the editor had gone on the offensive
about his firing and who had actual-
ly dismissed him—Zuckerman or
editorial director Harry Evans.
Hours later, Evans named Stephen
Smith, editor of National Journal, as
USN&WR’s new editor.

Smith, a veteran of Time and
Newsweek, is expected to take the
helm by next week. Last Tuesday, he
met with the 220-member U.S. News
staff for an hour and fielded ques-
tions. Staffers said the new editor
promised there would be no imme-
diate personnel changes. He dis-
cussed the magazine’s strengths
(technology, political reporting) and
weaknesses (the title’s overall de-
sign, and the cover in particular).

In an interview, Smith said of his
mission: “You need to make sense of
complicated issues for readers and
you need to cover interesting stories
well. And you have to present it in
photography and design that brings
out the best of the story.” Smith’s
primary challenge is figuring out

Writers Block

Nancy Novogrod

Editor-in-chief, Travel & Leisure

Q. You've just hit your fifth anniversary running
T&L. What are your proudest accomplishments?
A. I'm proud of the way the magazine looks and
reads. I'm also proud we've found a way to pack-
age service- 0r1ented information that presents a very full view of trav-
el and that expands the boundaries of a travel magazine into lifestyle
areas like food, shopping and beauty. Q. How's it going with T&L Fam-
ily? A. We had the first issue in April and the second one is coming out
in October. This is an acknowledgment of the enormous growth in the
family travel market, the two-career couple and the fact that vacations
are becoming more opportunites for busy families to bond. Q. You
mean there’s more to family travel than screaming at your kids in the back
seat? A. [Laughs] Well, yes, you do some of that, But they are learning
things even if they are just fighting in the back seat. One of our funny
expriences was taking our Kids to Venice years ago. Here we were walk-
ing along these canals and our son was looking for shops where he could
buy T-shirts of rock groups. We suggested that there was a better time
and place. But it got through, because he’s a great traveler now.
Q. What's this about you being a serial packer? A. One of the ways of
avoiding this terrible time of packing the night before, when I really
want to do other things, is by packing bit by bit for a week or so before
my trip. I just have to remind myself which trip. It can get confusing.

A sample of great writ-
ing from a recent issue:

“High heat created irra-
tional solutions: linen
suits that collapsed into
deep wrinkles when one
bent an arm or a knee,
and men'’s straw hats as
stiff as matzohs, which,
like some kind of hard
yellow flower, bloomed
annually all over the city
on a certain sacred
date—June 1 or so.
Those hats hung deep
pink creases around
men's foreheads, and
the wrinkled suits,
which were supposedly
cooler, had to be pulled
down and up and side-
wise to make room for
the body within.”

how to narrow the gap between
USN&WR’s paid circulation of 2.2
million and that of Time’s (4.2 mil-
lion) and Newsweek (3.2 million).
Fallows’ departure follows last
month’s exit of USN&WR presi-
dent/publisher Tom Evans, who
joined Internet company GeoCities.
In his statement, Fallows said
that he and Zuckerman had differ-
ences over “the process of owner-
editor interaction...and the opera-
tions of the magazine as a business.”
Fallows also said he had been at odds
with his boss about news priorities,
citing their disagreement over how to
cover Gianni Versace’s murder as
one example (Zuckerman thought
the magazine did not devote enough
space to the story). Fallows also cit-
ed tension over shutting down for-
eign bureaus and cutting back on
stringers, who had taken up some of
the slack from the bureau closings.
The editor did not mention it in
his statement, but staffers said he
also was upset with Zuckerman and

in connection with the June 29 exclu-
sive cover story on a new set of Mon-
ica Lewinsky tapes.

“My read is that Mort was actu-
ally actively angered by the improve-
ments at the magazine that were at-
tributed to Jim’s editorship,” says
Timothy Noah, a USN&WR senior
writer. “I think Mort doesn’t like
sharing credit.” “He’s like George
Steinbrenner,” another staffer
says. “Just get a new manager.”

Zuckerman and Evans
could not be reached for
comment.

Fallows had a difficult rela-
tionship with the owner almost
from the day he took the job in
fall 1996, and his last few
months were filled with specu-
lation about his departure. In an
April 6 e-mail, Tom Evans
wrote Fallows: “[Harry Evans]
also said he thought that this
week’s mag was outstanding S
and that he has become a big
fan of yours and he’s still work-

— in “Before Air-Con-
ditioning,” Arthur Miller
fondly recalls hot sum-

mers in New York City.
The New Yorker,
June 22&29

WRIHMMHI(;UIDE

Lewinsky, Linda Tripp:

-, New revelations from their private talks

.‘mﬂ.ﬂ

ing on Mort, admittedly with
limited success.” .

Evans for not having spent enough to
promote the magazine, particularly

Fallows reportedly wanted a
bigger push for this issue.
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When it comes to covering fall TV, TV Guide, the authority,

owns the beat. Because we have nearly 38 million TV groupies
who can’'t wait to find out which shows will rock their world,
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AGENCIES

Ann Fenkell has been pro-
moted to senior vp/director
of print production services
of BBDO Detroit, from vp/
director of print production
services and art buyer...
Annette Cerbone of TBWA
Chiat/Day has been promot-
ed to media director of cor-
porate broadcast and re-
search...Maren Woodlock
was named vp/group media
director of Grant/Jacoby...
Chris Newton has left Ar-
nold Communications, Bos-
ton, as vp to join Greenberg
Seronick O'Leary & Partners
as vp/director of media and
marketing services.

MAGAZINES

Ann Lundberg, New England
manager for Vogue, has
been named publisher of
Parenting’s BabyTalk and
Parenting’s Healthy Pregnan-
cy...Joseph G. NeCastro has
left Reader’s Digest USA as
vp, finance to join Penton
Media as CFO..Meryl L.
Gura has left Meredith Corp.
to join Sunset Publishing as
senior account manager...
Jennifer A. Smyth, former
Midwest manager for House
Beautiful, has been named
Midwest ad sales manager of
Soap Opera Digest and Soap
Opera Weekly.

TELEVISION

Mike Mazurek, former man-
ager of media and interactive
sales for Detroit Red Wings
and Olympia Entertainment,
has joined Fox Sports Detroit
as national sales manager...
Laura Bonington Masse, for-
mer division director of mar-
keting for Discovery Channel
Online, has joined American
Movie Classics as vp of mar-
keting. Also, Jacqueline
Majers has joined AMC as
director of marketing, from
Spelling Entertainment.

,
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SPOTLIGHT ON...

Ron Kuby

Co-host, Curtis and Kuby
WABC-AM, New York

Curtis and Kuby, on WABC-AM, and New

It’s one hour before his daily radio show,

York public defense lawyer Ron Kuby is
meeting with his on-air sparring partner,
conservative Curtis Sliwa, to discuss the

day’s topical subjects.

“Livoti?” Kuby proposes, referring to
New York city police officer Francis Livoti,

convicted that day of
violating a citizen's civil
rights. Sliwa, a founder
of the street vigilante
group the Guardian
Angels, shrugs. The
subject won't rouse his
conservative listeners.
“Jews getting dissed
by Superman?” Sliwa
counterproposes,
describing Jewish
groups’ criticism of DC
Comics for publishing a

Ron Kuby (left) with Curtis Sliwa:
Together they cover the spectrum.

Edited by Greg Farrell

World Trade Center bomber Sheik Omar
Abdel-Rachman, Kuby was often a target of
Sliwa’s Guardians, who would yell at him
across police barricades at rallies in New
York. A year ago, Sliwa invited Kuby to be a
guest on the Curtis Sliwa Show.

The pair worked so well off each other,
says WABC program director Phil Boice,
that Kuby was offered a Saturday-morning
gig with Sliwa that helped them land their
present 6-7 p.m. weekday time slot.

The two have found a rare radio chem-

istry that gives their

Superman instaliment that did not identify
victims of the Holocaust as Jews. Kuby

doesn't bite.

The controversial defender of such noto-
rious figures in New York criminal circles as
convicted Long Island Railroad killer Colin
Ferguson, Mafia kingpin John Gotti and

show “great potential,”

Boice said.
Kuby is still the tar-

get of vehemence.
Today, however, what
keeps him ticking is the
show's listeners, who
number 200,000 a
week, a strong average
considering radio lis-
tening drops dramati-
cally after 6 pm.

“At first, they all
cailed to tell me how
much they hated me,” Kuby says recalling
his listeners’ outraged reaction to the show
when it started a year ago. “Now, it's about
half.” “There’s not much yelling on the
show,” Boice adds. “I tell them, don't go for
the jugular. | look at it more as fencing than
a gunfight.” —Mira Schwirtz

Phlladelphla Dally News Urges Readers to Lock Their Guns

he Philadelphia Daily
l News has had to buy
another round of gun

locks in response to the paper’s
gun safety program, launched
June 24. The Knight Ridder—
owned daily, which expected to
give away 1,000 of the special
locks during a year-long cam-
paign, distributed 1,400 in the
tirst week of the campaign,
titled, “Have You Locked Your
Gun Today?”

“We want that slogan to be
imprinted onto pcople’s con-

suouqness

> said Frank Burgos,

associate editorial page editor.
Unconventional as the editorial
campaign is, said Zack Stalberg,
exccutive cditor, “it’s readers who
are driving this. In recent focus
groups, they’ve told us, more
than I would have imagined, ‘get
in there and solve problems.””
Last month, the National
Rifle Association held its annual

| meeting in City of Brotherly

Love, which has more gun own-
ers than any other American
city. —Dori Perrucci

Welcome to Philadelphia:

Have you locked your gun?
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An unusual career path for Carey:
from print sales to recording artist

Former Worth Sales Rep
Marketing Her Own CD

Imost every famous musical
Aurtist, from Joni Mitchell and
: Carole King to Jewel and Natalie

Merchant, started at the bottom and
worked hard to achieve success. Edie
Carey, who aspires to follow in their
footsteps, also started at the bottom—the
tottom of the publishing business. Carey
never expected that her job in sales at
Worth magazine would further her musi-
cal career, but now, she says, it “was so
unbelievably helpful.” Carey, currently a
24-year-old p.r. assistant with Capital
Publishing, Worth’s parent, is leaving
after two years with the company to pur-
sue her singing ambitions full time. And
she’s leaving with a wealth of marketing
knowledge. “I've learned how to promote
myself,” Carey says. “You become a real-
ly great spokesperson for yourself.”

Carey, an Italian literature major,
joined the fashion sales department at
Worth and helped sell the magazine’s
advertising space to Italian designers,
including firms like Versace and
Armani, before moving to the public
relations department.

Her new job will be to scll her first
CD, The Falling Places, and she is looking
tor a small label to distribute it. She says
her current plan of marketing the CD
over the Web at www.cdfreedom.com
works, but limits her recognition. How
many first-time recording artists have this
kind of marketing savvy? —Lori Lefevre

FARRCAREY
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Help.
WeTre missing
some employees.

Advertising employees, to be specific. Client Service people, Creatives, Media -
you name 'em, we need 'em. Because frankly, we're growing like gangbusters. So if
you'd love to work with great clients like Sprint®, British Airways®, American Express”,
Cadillac®, and Holiday Inn Express® we'd love to hear from ycu. Send or fax your
resume and cover letter to Maria Alvarez today care of DraftWorldwide, 633 North
St. Clair Street, Chicago, IL 60611 (Fax# 312:944-6505 or e-mail at hr@draftnet.comy.

e DraftWorldwide

We create results.

Member of The Interpublic Group
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711 ]{/fﬁ Avenue
New York, N'Y 10022
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Scotf Uazya 2/2.833.6215
fax 212.833.6292




Introducing a new magazine
that calls it like it sees it

for the PC Owner
who demands the best.

Special Sneak Preview from the Editors of hoot Magazine

MIMUM | |

MINIMUM BS For PC Cwners

THE ULTIMATE PC




Maximum PC targets the PC Owner who wants straightforward informa-
tion about how they can maximize their computer’s performance. For
them, it's about owning the best hardware, upgrading with the latest
board, and coaxing every ounce of performance out of the box. Maximum
PC will provide a unique editorial environment that is truthful, hard-
hitting, and speak directly to the reader’s PC passion.

Most PC magazines target the corporate buyer, celebrating the best in
mediocrity. But people spending their own money on technology need a
magazine that exclusively serves their needs. Maximum PC delivers.
Finally... (sorry it took us so long!)

Maximum PC will deliver a guaranteed rate base of 300,000 PC Owners
who want to “get it all” out of their PCs... people who are the first to
know and the first to buy when it comes to PC-based technology.VVhether
motivated by entertainment, family, cr career, this community demands

the best in PC technology and has the means to acquire it.
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Maximum FC from Imaginre Mecia » 150 Morth Hill Drive, Brisbane, Czalifornia 94005
415.468.4684 » wwwimaginemedia.com




Research the account.
Make the pitch.
Win the business.
Impress your boss.
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Members of Adweek Online can access every article from all 6 regional
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In addition, members can search through the 100,000+ articles published in
Adweek, Brandweek, Mediaweek and MC since January 1992.

For membership details, contact Adweek Online at (800) 641-2030 or info@adweek.com
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The mEd |a Spent last week dissecting the AT&T/TCI deal; now the story is
entering a new round of debate. According to at least one published report, America
Online chairman Steve Case and @Home chief Tom Jermoluk are fighting over what
should enter the home via a cable modem. Jermoluk has positioned @Home, which is part-

owned by TCI, as a speedy Internet connection and a portal. Case thinks cable operators’

NEW

@deadline
Web-A-Bunga

Nestle, Glendale, Calif., and
Fox Television Network, Los
Angeles, are collaborating on
a site centering on the
Butterfinger Candy Bar and
The Simpsons, sources said.
Expected to launch July 13 at
www.butterfinger.com, the
site is being created by Rare
Medium, New York. It will
include a trivia contest as
well as other activities.

No Smoke Screen

As part of a $70 million war
chest to promote the State of
Florida Anti-Tobacco Pilot
Program, Miami-based agency
Crispin Porter & Bogusky
Advertising and Cow Interactive
Communications, Los Angeles,
relaunched a teen-centered
anti-tobacco Web site July 4 at
www.wholetruth.com. The site
is being funded {rom the
state’s January court settle-
ment with tobaceo companies.
The agencies are considering
online media ad buys for the
state’s anti-smoking campaign.

Very Big Deals

Unilever, London, last week
announced two large-scale
deals with America Online,
Dulles, Va., and Microsoft,
Redmond, Wash. With AOL,
Unilever has entered into a
three-year international inter-
active marketing deal in which
100 Unilever brands will
receive prominent placement
throughout AOL’s service.
Microsoft announced a multi-
year agreement with Unilever
to boost use of the Internet for
advertising mainstream
consumer products.

By Bernhard Warner

estern International Media, a leading
Wmedia buying firm, is in negotiations to

buy up an unspecified stake in another Los
Angeles-based neighbor,
Zentropy Interactive, people
close to the negotations said.
The deal could be finalized as
soon as this week.

Daniel Roth, chief strategic
officer at Western, declined to
comment on the talks. Roth
and Western president and
chief operating officer Michael

Kassan are believed to be Western exec Michael Kassan (above) is
said to be a key player in the Zentropy deal.

heading  discussions  for
the agency. Zentropy
refused to comment.

The potential investment in Zentropy by
Western, a unit of The Interpublic Group of
Companies, New York, would give the media-
buying stalwart a division to develop online
media, in the form of both Web sites and ad
units, as it continues in its strategy to work
more directly with advertisers rather than
through ad agencies. Western reported $2.6 bil-
lion in U.S. media hillings for 1997.

For Zentropy, the Western affiliation would
put the online agency in front of more advertis-
ers at a time when they are ready to commit
dollars to multimedia ad campaigns, perhaps
convinecing some to shift more money toward
online media buys. Media planning is typically

officials  also

pipes should be open to competitors such as AOL. Stay tuned. —Catharine R Taylor

Go Western: Zentropy To
Align with Media Buyer

for

a higher business
online agencies.

Zentropy has amassed a roster heavy with
West Coast-based clients,
including skincare company
Neutrogena and Dreyer’s
Grand Ice Cream, plus movie
studios and record labels such
as Twentieth Century Fox
Pictures and  Polygram
Records. Zentropy has been
working continuously with
Western's syndication division
since the May 1997 launch of
the Conan.com Web site for the
syndicated television series.

Zentropy specializes in content development
for the Internet, interactive television and
online marketing. In 1997, the agency generat-
ed $2.3 million in revenue.

The proposed deal would be a deviation from
the recent spate of agency mergers in which
traditional ad agencies have initiated deals with
inadequately funded interactive agencies. This
would be the first deal in which a company spe-
cializing in media buying purchased an
online agency.

While it hasn’t been as aggressive as its New
York-based competitor Omnicom Group, IPG
currently owns a stake in a variety of interac-
tive agencies including: Thunder House Online
and Nicholson NY. &

margin
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INDIFFERENT

Women are more loyal to CondéNet than to other web sites
attracting women. So if you're looking for her, she's probably here.

WHERE TO FIND THE IDEAL WOMAN

www.condenet.com

www.swoon.com www.phys.com food.epicurious.com travel.epicurious.com

Source: Media Metrix, 01 1998. © 1998 CondéNet, a product of Condé Nast Publications, Inc.
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Sprite Sponsors
Pseudo, For Real

Coca-Cola Company’s youth-targeted
Sprite brand committed to its first Inter-
net sponsorship last week, in a venture
with Pseudo Programs, New York. Pseu-
do bills itself as an Internet television
network and broadecasts live weekly shows
using RealNetworks’ RealAudio
and RealVideo.

Sprite sponsored last Wednesday’s 10
to midnight Pseudo show, 88Hip-Hop,
holding The 88Hip-Hop Sprite Summit,
which was cybercast at
www.88hiphop.com and could also be
accessed at www.pseudo.com. The show
typically receives 150,000 unique viewers
per month.

The event was constructed as a special
edition of 88Hip-Hop. Kool Here, a DJ
from the Bronx who is credited with
inventing the phrase “hip hop” in the *70s,
as well as editors from hip hop magazines
The Source and Stress, discussed the
definition of hip hop and how it is being
represented in the media.

“It’s a test case for Sprite to see how it
goes and build better things {on the Net),”
said Mark Kotlinski, executive producer
of 88hiphop.com. “It’s target marketing to
their core audience.”

Sprite sponsored the NBA this year
and runs its TV creative targeted to
urban youth. Though the brand focuses on
a young demographic, the company has
been slow to incorporate online media in
its marketing. Sprite’s major competitor,
7 Up, launched a significant Web pres-
ence at www.7up.com in 1995. Last year
7 Up spent an estimated $500,000 to
$750,000 on its interactive budget.

Executives from Sprite could not be
reached for comment.

—Anya Sacharow

[Q movers

Hearst New Media & Technology, New
York, named Eliot Russman vice president
of network marketing; he was formerly
executive vp of FreeRide.com, New York.
Also at Hearst, Marty Chavkin was promot-
ed to vp of e-commerce and database mar-
keting from director of marketing ...
Stephen Ste. Marie, previously vp of
DIRECTY, Los Angeles, has joined
CareerPath.com, Los Angeles, as CEO ...
Arbitron NewMedia, New York, has
appointed Greg Verdino vp and general
manager, Internet information services;
he was formerly vp of Blau Marketing
Technologies, Bethesda, Md. ... Cone
Interactive, New York, has named Debbie
Katz senior media planner. She was a
media planner at Modem Media, Chicago.
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Jaguar.com Redesign On The
Prowl for Luxury Car Buyers

BY ADRIENNE MAND—Ogilvy Interactive,
New York, part of the OgilvyOne
Worldwide direct marketing subsidiary of
Ogilvy & Mather, this week will launch the
first part of a two-phase redesign of the
Jaguar Cars Web site. The site, represent-
ing the high-end Ford Motor Co. division, is
geared toward current owners and poten-
tial luxury car buyers.

At www.jaguar.com, the site features a
section on each model, a history of the
British company, which
has North American
headquarters located in
Mahwah, N.J., and a
dealer locator. A person-
alized car configurator
will be added in the fall, §
which will coincide with
a $100,000 online media
buy to support the site,
said J.G. Sandom, direc-
tor of Ogilvy Interactive.

HOLD THE KEY

get the online brand in syne with the look
and feel of its ongoing traditional campaign,
which is handled by Ogilvy & Mather, “We
wanted to make sure we were consistent,”
said Beverly Sobel, interactive and database
marketing manager for Jaguar Cars.

The site, originally created by SoftAd,
Mill Valley, Calif,, has been on the Web
sinee 1995 and has not always meshed with
Jaguar’s offline campaigns.

In order to determine what elements to
include in the redesign, Ogilvy and Jaguar
asked nearly 200 consumers, many of whom
are Jaguar owners, to rank 150 features
that might be included in the site
by preference.

“For the first time ever, we did a specif-

The new Jaguar.com aims to have much more in
A main goal was to common with the carmaker's offline campaign.

ic look at what people want in a Web site,”
said Sobel, describing the new incarnation
as a foundation to which functions can be

| added in the future. “It's overwhelming the

kinds of functionalities that you can provide
on this site ... It’s hard to decide what it is
you're going to throw your limited funds
at.” Sobel would not say how much the
site cost.

Kenneth Kim, producer at Ogilvy
Interactive, said the research showed that
consumers wanted infor-
mation on safety, which
was added to the
redesigned site, and a
more illustrated history
of the company In
response to the survey,
the site also has a new
section on how to buy pre-
owned Jaguars, as well as
details on the auto-
maker’s warranties.

The old site was at the
Web address jaguarcars.com, but Sobel
said the company acquired jaguar.com
from its previous owner. The new address
will be included in traditional ads as well.

Sandom said Ogilvy carefully evaluated
Jaguar’s goals before creating the site.
“We've always been sort of chagrined by
the lack of business principles” when com-
panies create Web sites, he explained.
“[Principles] sort of fly out the window:”

Matters such as the site’s objectives and
who to target often get overlooked in online
projects, he said. In addition to the cus-
tomer research, Ogilvy also analyzed
traffic to the site, the path users follow
most and the number of leads it sends
to dealers. &

p@Home Network, Redwood City, Calif., signed

10 distribution agreements in North Amer.ca
and internationally for its high-speed cable

modem Internet access. Domestically, @Home

inked deals with cable operators Century
Communications, Insight Communications,
Bresnan Communications Co., Lenfast
Communications, Jones Intercable, Cogeco and
Garden State Cable. This extends @Home’s
market to L.A., Colorado Springs, Indiana,
Illinois, the upper Midwest, Philadelphia,
southern N.J., Delaware, Washington,
Washington, D.C., and Las Vegas.

DFreeRide Media, New York, a site that offers
consumers discounts and free merchandise,
this month will kick off an online eampaign.
Half of the banners will run on general
interest sites, while the rest will target
groups including women, families with
children, college students and seniors.

»CDnow, Jenkintown, Pa., launches its $22

million ad buy on the cable networks MTV and

VH1, both New York, this week, with ads on
MTV. Ads on VH1 will begin running in two
weeks. The overall figure includes online
integration of VH1 and MTV content on

CDnow’s site as well as integrated marketing

between the networks and CDnow.

PMatchLogic, Louisville, Colo., has launched a

new service, TruEffect, that provides Inter-

net-based, cause-and-effect ROI tracking for

online advertisers. The service tracks cor-
sumer action within an ad campaign across
the entire Web, ending with the final sale on
the marketer’s homepage. Results are
delivered in near real-time.

TAL G

On-line Communities
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DAmerica Online and Excite both turned to Wall
Street last week to raise cash. AOL, Dulles,
Va., announced it will offer roughly $500 mil-
lion in common stock in a block trade; the mon-
ey is expected to be used to finance further
acquisitions. Separately, AOL struck a series of
marketing alliances worth $75 million with
Donaldson Lufkin & Jenrette’s DLIDirect, ETrade
Group, Palo Alto, Calif., and Toronto-Dominion
Bank’s Waterhouse Securities, for display on
AOL’s personal finance channel and its new
Brokerage and Mutual Fund centers. ...
Excite, meanwhile, announced the Securities
and Exchange Commission granted the Redwood
City, Calif., company approval to initiate a two-
for-one stock split, which goes into effect

July 6.

DThe Internet Advertising Bureau, New York,
announced plans to develop voluntary stan-
dards for measuring audience metrics of the
Internet. The IAB has set a2 September target
date for completing and publishing guidelines
on research practices, a forum for comparing
research results and educating the industry
about the differences among the various mea-
surement companies. In addition, the TAB is
pushing for experimentation with new
reporting tactics.

DMichael Fuchs, a former chairman of HBO, New
York, joined the board of directors of enhanced
TV broadeast provider Wink Communications,
Alameda, Calif. Fuehs was instrumental in
developing original programming for HBO.

DCorrection: The new headquarters for VF Corp.
was incorrectly stated in a June 22 article. The
location is Greensboro, N.C.

Tripod to Pinch-hit for Major
League Baseball Players’ Site

BY BERNHARD WARNER—TIuiling to spark
serious interest in its Web site from either
aclvertisers or fans, the Major League Base-
ball Players Association is ceding partial
control of the ad sales and promotional
duties for its year-old site, Bigleaguers.com,
to community site Tripod and its parent,
Lycos. The new-look, co-branded site is
expected to make its debut this week.
Developed by Think New Ideas, New
York, the site launched
last July with the hopes
of achieving some much-
needed public relations
help for professional
baseball players and a
new advertising revenue
stream for the union.
But the union lacked the
funds and manpower to

promote the site and The MLBPAsite features outdated photos such as
subsequently failed to Cincinnati Red Pete Harnisch in a Mets uniform.

attract big-spending advertisers. As a
result, Bigleaguers.com has languished
with low traffie figures and a small pool of
advertisers such as online merchants
Spree.com and Netmarket.

MLBPA officials last year were opti-
mistie that the union could leverage the site
to secure sponsorship deals with technolo-
gy companies—a category of advertisers it
has had limited dealings with offline. No
such deals have materialized, said Chris
Dahl, editor of Bigleaguers.com, citing the
union’s lack of connections in that industry.

Now; the ad sales operation will be han-
dled by Tripod’s 60 sales representatives,
said Scott Walker, vice president of market-
ing at Tripod. Tripod currently charges
between $40 and $50 per thousand impres-
sions. But Dahl, a former Associated Press

sports writer and the union’s only employee
who works on the site full time, believes the
MLBPA’s online sponsorship fortunes will
turn around with the help of Tripod and
Lyeos. “Certainly, our focus in the first year
was to build on the content and get a handle
on this new toy we have here,” Dahl said.
“Now we're ready to take step two ... We
recognize Tripod has the ability far beyond
ours to generate A: traffic and B: ad sales.”

As part of the deal,
Williamstown, Mass.-
based Tripod will assist
the union and Think with
bull(hng content, includ-
ing  baseball-themed
communities, plus pro-
motion and ad sales.
Tripod and Lycos will
split all advertising sales
revenues 50/50, Dahl
said. Ad rep firm, 24/7
Media, New York, had handled ad sales
duties until last week.

The deal, which runs through opening
day of the 1999 baseball season, is based
purely on revenue-sharing with no money
changing hands upfront, Walker said. The
MLBPA plans to expand merchandise
sales on the site; Tripod won't be involved
though, Dah! said.

Dahl noted a top concern for the
MLBPA was getting the more than 700
active players to make regular updates to
their homepages. Signs of just how daunt-
ing a task it is keeping the site current
were evident last week. Pros Pete
Harnisech and Gary Sheffield, each of
whom have changed teams in the past
year, were pictured on the site’s front page
wearing their former teams’ uniforms. B

o
BASEB&LLSEASON
* 33

...statlstlcally

speaking,

of course.
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INSIDER

STOLI'S
STEWARD

. } By Bernhard Warner
Patricia Barroll oesn t mind the y(art a Stewart references. In fact, the 34-year-old s

I
! i |
between herself and t eﬁoyenneo sophisticated palates 1s an apt one. “The ‘Martha Stewart of Vlartinis' has becon:

1y mcwame. procanm arro , vice president of marketing communiecations at Carillon importers

A s i

the Fort Lee, N.J.-based marketers of
Stolichnaya Russian Vodka. Over the
past two years, Barroll's work teaching
adult education classes about the intri-
cacies of martini mixology has made her
a fixture in hotspots from San Francis-
co’s Bix to lower Manhattan’s Pravda.
But it’s Stoli’s presence on the Internet,

e connectio

marketer to venture online with | not sophomoric. Just like our print cam-
Stoli.com, breaking an industry-wide, | paigns,” she says. Today, the Web is an
decades-old voluntary abstention from | extension of Stoli’s branding position as
advertising on any form of a cocktail authority. Ear-
electronic media. lier this year, Stoli

Despite the threat of Central was upgraded to
backlash from consumer version 2.1, now contain-
watchdog groups, Barroll ing Quicktime video seg-

Freedam af Vadka

See the Bartender

not on the club circuit, that has made | never considered Stoli ments of martini mixing
Barroll a true pioneer. Central a gamble. “It was demonstrations.
| In 1995, Barroll beat Martha and all | not a problem for us It’s all in keeping with

because we've always taken the
high road,” says Barroll, a

Barroll’s philosophy: A little guiltless
self-indulgence is good. “People are tak-

but a handful of advertisers onto the
Web with the Stoli Central site before

either the martini or the Internet were
considered a chie part of 90s culture.
Carillon, under the direction of its

10-year veteran at Carillon.

The Web is an extension of Stoli's |

vivid print ads, which consistently fea-
ture modern Russian art. “We've always
strived to make [the site] sophisticated,

ing the time to do the research to find

out what is the best of the best. “This is

how I see the Internet being used—
more as a tool of convenience rather |
than a tool of luxury.” B

[ agency, Margeotes, Fertitta & Partners,

New York, was the first distilled spirits

And isn’t that what really counts? Talk Cityis  sites; in terms of unaided brand recall. Simply put,

the fastest growing community audience on the Web—  advertising on Talk City gives you a direct, interactive

more than 5,000 new members join us daily. We've leapt  relationship with the best-looking demographics on the
into Media Metrix’s Top Ten of all Websites™ in terms of Web. And that's sureto ¢ 4

AL @

On-line Communities

time spent on site per month. And our audience is make your media plan-

receptive to your on-line messaging—ads at Talk City ning and placement look

score 400% higher than ads placed on search engine great. Give us a call.

Join the Conversation.

New York 212.836.4363 Chicago 312.957.1230

For more ahout our advertising opportunities visit us on-line at www.talkcity.com/mediakit/ For banners, please contact your 24/7 Media Representative.

Newport Beach 714.646.9070
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The 1998 Major Media Directory - with over 9,000 listings and more than 40,000 personnel
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CULTURE TRENDS

MTV Around
the World

Artist

1. Run DMC

2. Garbage

3. Ricky Martin

4. Madonna
5. Billie Myers

[MTV Brasil

Artist

1. Biquini Cabadao
2. Planet Hemp

3. Backstreet Boys
4. Racionais

MTV Japan

Artist

1. Massive Attack
2. Hide w/ Spread
Beaver

3. Smashing
Pumpkins

4. Simply Red

5. Lenny Kravitz

Week of 6/29/98

[ MTV Europe

Artist Title

1. Lighthouse High

Family

2, Madonna Frozen

3. Savage Garden Truly, Madly
Deeply

4. K-Cl & Jolo All My Life

5. Celine Dion My Heart Will
Go On

MTV Latin America (North Feed

Title

It’s Like That
Push It

La Copa De LA
Vida

Ray Of Light
Kiss The Rain

Title

Janaina

A Doled
Everybody
Dairo De Um
Detento

5. Natalie Imbruglia Torn

Title
Teardrop
Pink Spider

Ava Adore
Say You Love Me

If You Can’t Say
No

Billboard’s Top 15 Singles

gl
Compiled from a national sample of top 40 radio airplay monitored by Broadcast Data Systems,
top 40 radio playlists, and retail and rack singles sales collected, complied, and provided by
SoundScan. July 4, 1998
This Last Peakk  Wkson
Week Weelk Pos. Chart  Title Artist
1 1 1 6 The Boy Is Mine Brandy & Monica
2 2 2 21 YoureStill The One " Shania Twain
3 3 1 21 TooClose N Next a
4 4 1 9  MyAl Mariah Carey
5 9 5 3  MyWay o Usher
6 10 6 2 ComeWithMe  PuffDaddy
7 7 76 Adia Sarah McLachlan
8 5 4 12 Everybody Backstreet Boys N
9 8 7 23 They Dont Know “Jon B. )
10 6 3 7 I Get Lonely N Janet
11 11 1 15 AllMyLife K-CL& JoJo
12 15 12 14 Saylt Voices Of Theory
13 W B 13— 2 - Mak_e It Hot NicoleE;t Missy Elliott & Mocha
14 12 1 31 Truly I\Eily I%eply Savage Garden
15 13 8 13 Sex And Candyﬁ - Marcy ngground -
619—% Billboard/SoundSean, Inc/Broadcast Data Sy?tems - o

How to speak to
more than

a quarter million
new customers
without uttering

a word of Chinese.

Now it's easier than ever for businesses like yours to
start a conversation with New York's more than a quarter
million* Chinese-speaking consumers and for them to find
you. Presenting the New York City Yellow Pages for the
Chinese Community. It's brought to you by Bell Atlantic
Yellow Pages, the premier directory publisher, and World
Journal, the nation's most widely read Chinese language
newspaper. They've combined their business expertise
and are making it available to you.

This Chinese language directory will provide your

H# R E ¥R

WORLD JOURNAL

“Based on 1996 MKIS population data for Brooklyn, Queens and Manhattan

business with more ways to sell to this fast growing market
in the areas where they live and work. And, it will provice
Chinese consumers with complete, accurate shopping
information in their language of choice-Chinese.

No other resource provides as much information-24 hours
a day, 365 days a year.

For more information on how to advertise in

New York City Yellow Pages for the Chinese
Community, call1-800-562-8961.

Q=T

Yellow Pages
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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.

ADVERTISING INTERNET

ADVERTISING SPECIALTIES

ART/DESIGN SERVICES

RESOURCES

theispot™ www.theispot.com
THE ILLUSTRATION INTERNET SITE
PORTFOLIOS and quality STOCK from
100's of the werld's best artists

ADVERTISING SPECIALTIES

No Magicians,
No Rabbits.
JUST HATS:

MOBILBOARDS ADVERTISE BRANDS
ALL ACROSS AMERICA

Giant, back-lit ads going where you need them.
The driving force in mobile media!

CALL WHEELS AMERICA ADVERTISING FOR MORE INFORMATION TOLL FREE AT

1-800-823-0044

Write us at 70 South Franklin Street, Wilkes-Barre PA 18701

Copywriter's Dream-AD/design 212-877-90(1

INVIsSIOnn
GRAPHICS

Over 11 Years Experiance In The|
Advertising/Publishing Business

% WEB DESIGN
% WEB GRAPHICS
% COMPANY PRESENCE

® CAMERA READY
AD PRODUCTION

Mobile
Back-lit
Advertising!

High-quality, custom headwear
for your promotional program.

Call 1-800-331-1181 ext. 38

Going Where
Customers Go!

Day & Night-
We Move
Brands!

Call Steve at: 718-544-7670

Visit Our Website
hitp://www.invision-graphics.com

or #mail ot www.hyponline.com

ADVERTISING SPECIALITIES

ART DIRECTION

$ PARKER
(PAPERSMATE

o
s

under 50 tons of pressurey,
It's Full Size, truly it is! a8
Stock & custom shapes availabie:

PRIME TIME Pl

i’ an xil“e _ TALENTED AD/DESIGNER ,
:A:e?vy- “The Advertising Specialty & Business Gift People” BSSESL“;,'SS?.'i?ﬁh'fée&"a"fé’lépﬁ?ié’?giﬁé’
T'Sh’il’ﬂ RVREEFREHHIGS FURATINE [EOF: FHEM% (T;'I,'FT Award Winning, Versatile AD/Designer
ot WATERMAN @ %S Fl A ST oﬂDEﬂ Concept to Finish. Reasonable. 212-769-1903

¢ CD Case * Hockey Puck
* Soda Can * Credit Card » J
* Postcard "Mailer-Tee™* ¢ Heart 9 RAND M(.:NAIJLY ZI pm
* Mini T-Shirt * Mini Cereal Box

Great for GWP's, Tradeshow Giveaways and On-

pack Promotions. Include coupons, ' and

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

(732) 449-3443
Fax: (732) 449-3560
http://www.logomall.com/ primetime
1955 Route 34
Wall, NJ 07719

ART DIRECTOR: Versatile, elegant design.
Brochures; iogos, corporate, ads, promotional
&editorial. Robbi Muir212-587-6619

HANDY MACANDY F/L AD (212) 988-5114

event schedules inside packages.

ART/DESIGN SERVICES

ART/DESIGN SERVICES

Call for more information about samples,
mock ups & dimensional mailers!

PaxTrres oy

3-STRIKES CUSTOM DESIGN
,s“‘£$<

Graphic Designer of printed matter, ads,
slides, web pages, etc. with fast Mac G3.

914-232-8956 www.bestweb.net/~bfuchs
25 Crescent Street, Dept. BIS
Stamford. Ct 06906

Tel. 203-359-4559
4 Fax 203-359-2187

Visit our Web Site at www_3Stnkes.com

we've SUWEID iy iy, ADQPY ot

unique creative vislon
Mac Graphics & lllustration
Call Alyta Adams 212-678-2278

ADVERTISING SPECIALITIES

g INEWIFABRIIBANNERD/

5 IMPRINTED' TOWELS

Aoz

or with our patented Matrs printing proces:
o Beautiful silkscreening available for S
[BARNUMS AN
extra fast turnarounr? a5 ?-v'_"\@‘
® Low minimums ) .
e Many sizes & fabrics = A
ﬁ 3 STRIKES CUSTOM DESIGN, Craatve Sobutons with Fabric since 1979 | -

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

FREELANCE
ADV ANCERS

hEl

yougsElf
to the most reliable
freelance service
1in the arka

212661 0900

unlike a lot of the

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

hElp themselves

: multi-platform/multi-media
graphic designers grt dirkctors illustrators camp/mech
expert production artists editors copywriters proofrtaders
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BRANDING

COMPUTER SOFTWARE

COPYWRITING

CORPORATE IDENTITY

ph@enix

BRAND STRATEGIES
CONVENTIONAL WISDOM IS AN OXYMORON
email: Ideas2fly@aol.com
or call: 212 769 0754
Visit: www.phoenixbranding.com

p with ADMAN?
Authorized dealer— | provide sales, training &
consultation on glstem set-up, upgrades &

implementation. Over 14 years in ad agency
finance. Steven Cauy51 8-581 -92?:

COMPUTER SYSTEMS

BROCHURES

Visualization for Writers & Artists
Blaze new concepts. Brochure (718) 852-7636

COMPUTER SOFTWARE

TAKE CONTROL
OF YOUR AGENCY'S
FINANCES! 2 oo
o e | G

1-800-843-1795

| WRITE IT A LITTLE SMARTER,

Revillon leveraged its history with an exhibit at
its boutiques. “Corporate Memory”
Marketing works. 212-765-6968.

If you had
Clients & Profits,
youd already have
today’s job list.
Imagine: Daily job hot sheets for the
production meeting in minutes, not
hours. See the big picture, or zoom
in on details: Get weekly traffic, job
status, staff work-to-do reports with

a click of your mouse. Mac and Win-
dows. Available today. Demo $45.

800 272-4488

www.clientsandprofits.com

COPY/CREATIVE

Find Creativity
inwords & images
Elegant brochures. B to B. DM. Packaging.
CallCharlene 516-679-6838.

A LITTLE FASTER.
10 years of award-winning experience CREATIVE
in all media in all product categories.
On time. On strategy. On the money. KILLER B-TO-B PORTFOLIO
(212) 7598028 Stinging copy or complete project. 800-772-3409
DIRECT MARKETING
Create Results.

CREAT|VEconceptsacopy
strategic

b-to-b and consumer ADS,

BROCHURES, etc.
(212) 348 - 9181

Call 310-377-3930

DISTRIBUTION SERVICES

FRESHinventiveQUICKfunROBmatson718.399.0690

TAGLINE...
“you'reit!” 212.691.6713

Fetching Copy. 800 9AD DOG9

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

GET YOUR MESSAGE INTO YOUR MARKET
Wildpostering, Handouts. All markets/colleges.
Clients include Reebok, Disney, Casio, Nike.
Call Citys Metro 800-272-7324 f: 800-551-2031

FILM/VIDEO
PRODUCTION

GLENN ROLAND FILMS 310-475-0937

FULFILLMENT FULL SERVICE

COPYWRITING

MEDICAL/PHARMACEUTICAL/TECHNICAL
Copy & Research Ari Satant: 212-580-4030

HELP!!!

I'm being held hostage by the world's most
impossible clientl Save me, and 'l write sparkling
copy for you as if my sanity depended on it -
because it does! Alan Zoldan (914) 362-8445

Fulfillment America, Inc.
Database Mgmt, Order Processing, POP,

Promotions, Pick and Pack
Boston-Dallas 1-800-662-5009

INSURANCE

RENT AN AWARD WINNER
StanMoore (201) 391-2329

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

Cadillac copy, Pontiac prices. 800-200-0397

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

WRITING THAT SELLS
Business building ideas. Copy that gets results.
Sales Literature, PR, & Corp. Communications.
Nancl Panuccio 212.688.5936

Professional hel
for creative minds.

It's the t powerful,
al'tllel' ﬂeﬁb?e,agéagsy mgement,
job tracking, scheduling,

billing & team accountiny
software ever develo

www.medigroupltd.com

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

GORGEOUS, SEXY PORTFOLIO
| specialize in writing Fashion and Beauty.
Ruta (212) 972-1808 or rutaf@aol.com

Hospital Advertising Copy Pro (914) 772-3224

| WRITE PRESENTATIONS THAT SELL
For sales reps & corporate honchos. For Hall-
mark, Schick, BusWeek & you, 212-371-8733

COMPUTER SOFTWARE

Call 1-800-488-7544.

For information and
demo disk see our Web
page admanweb.com
or email' us at N

com. AW

ADMAN FOR WINDOWS & MAC

110 new customers bought it.
151 current Adman customers converted to it.
And that was in 1997 alone!

Adman” Complete Accounting, Billing, Production, Traffic,
Media and More. Millennium compliant. Cross-platform
compatible. 240 reports to choose from. It's the smart choice.
Over 2,400 agencies have trusted their work to Adman.

ADMAN®

Services company

\

COPY IN LIMBO?

WEB SITE LOST IN CYBERSPACE?
LET A WRITER TAKE CHARGE!
Professional joumalist (NY Daity
News, NY Times, NY Magazine et al)
and writer will handle your press
releases, newsletters, web content,
and corporate communications.
Service with a smille.

Quick tumaround.

Who could ask for anything more?
Call 212-367-9783
E-maill:

ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE?

We specialize in insurance for

advertising & media firms.
Our rates are the most
competitive in the industry!

Advertiser's Professional Liability
Property & Liability Coverage

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

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

MACINTOSH CONSULTANTS

ToniKamins@worldnet.att.net.

MAC HELP
Solutions - Upgrades - Stabllization
212.595.4783

MARKETING SERVICES

HOT COPY, COOKED TO ORDER...
Hungry for print?
Call Joan at 212.254.9311
| deliver.

IT'S THE THINKING STUPID.
Anyone can write ads. My strategic observa-
tions and copy builds brands.. 212-243-7567

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

STRATEGIC CONSULTANT-Branding;
Positioning; Creative; Image; New Business
Presentations. Cail Bob (212) 213-8269




CLASSIFIED ADVERTISING/July, 1998

Page C3

EASTERN SERVICES & RESOURCES

MARKETING SERVICES

MARKET YOUR BUSINES S NATIONWIDE!
Give Your Business National Exposure!
Your Commercial Heard on Hundreds of
Top Radio Stations. Call 1-888-830-1145

MEDIA BUYING &
PLANNING SERVICES

OUTDOOR
MEDIA

Full service all at no cost

¢ Planning
* Proposals
* Negotiating
¢ Contracting
¢ Production
* One invoice
* One payment

WILKINS

OUTDOOR NETWORK

wwwoutdoor-ad com
infol won.om

165 Anqeles New York
{310)373-9166  (91) 637-6099

Alanta
{110) 804-1818

Baltimore
(410) 82512

St Lous
(316) 930-1022

MEDIA MERCENARY
Ten Year Vet Avallable for: Long & Short

Term Projects/On-going Consultation
{718) 259-086 I/MedlaMerc@aol.com

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

RO.P DISPLAY

RADIO COMMERCIALS

PLASTIARAFTERS

DIVISION OF GEORGE PATTON ASSOCIATES INC.

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

Custom sizes, designs and prototypes quickly fabricated!

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

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

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 PRODUCTION

PRINTING

OUT OF HOME LITHO

TRANSIT SIGNS - BUS, SUBWAY, AIRPORT, TAXI ¢ OUTDOOR & MALL POSTERS ¢ BACKLIT

st.tous, o Compton & Sons, Inc. sice 15

77" PRESS CAPACITY

800-325-1451

SHORT & LONG RUNS

Fax Specs For Quick Quote (314) 991-4726

MULTI-MEDIA

RADIO COMMERCIALS

IS HARD,

IS HARDER.

It’s a strange beast, radio. Hard
to get right. Our all-star team
of radio experts will make your
project easy - and fun! d

Expert Macromedia Director Design &
Programming. Presentations, Web, CD-Rom.
Emergencies our specialty. DIS 201-944-3627

NEWSLETTERS

€t us create you

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

Call 203-637-8154

PROMOTIONS

THINKING ABOUT AN AIRLINE PROMOTION?
Airline Discount Certificates
Most Major Airlines Included
(206) 217-9390

PROOFREADING

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.

WVVH-TV Southampton
Advertise on TV in the Hamptons! (NY)
For info: 1-800-757-WVVH www.wvvh.com

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

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

EDITORIAL EXPRESS

|EXPERIENCED - FAST - PRECISE
Advertising - Collateral

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

PUBLICATIONS

Reach Diabetics At Top Pharmacy Chains!
#1 Circulation in US. Call 800 761 5885.

-

Radio creative
or production

COMEDY,
DRAMA,
PATHOS

(and the other
Musketeers)

(Shuck Blore
CALL CHRIS HOGAN
(800) 443-2020 « (213) 462-3822 Fax

gl e

CHECK OUT OUR g Hu{ ¢ i}

213.957.3399 Fax:213.957.7050
E-mail: wadio@wwwadio.com
Visit our web site: wwwadio.com

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

Looney name. Lovely radio. Beard Boy Prod.
Humor. Music. Real people. 714-458-2305

(Radioland)

You have a radio script.

4

We have an award-winning radio
production company. = You want
your spot to be as good as it can be.
= We want every spot we produce
to be as good as it can be. = You
call and ask for our reel. & We send
it to you, along with our rate sheet. =
You love the reel. ® We talk. & You
fax us your script. = We tweak it {if
you want us to]. & You approve it. &
We send an estimate of what it will
cost to produce. & You approve it.
= We cast in LA or New York or
wherever. ® You approve it. & We
produce in LA or New York or
Portland (depending on the job). =
You come to the session or get
paiched in by phone. & We make it
perfect. = You opprove it. & We
ship it. © You love it. = Your client
loves it. & We get paid. = You win
awards. = We get a “Production
Company” mention. = Everybody's
happy. = Repeot.

Los Angeles (213] 9389287
New York (212} 337-9800
Portland (503) 2249288
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RADIO PRODUCTION

RADIO PRODUCTION

COOKIE LOVES HER CLIOS.

" Wheee! < /T
\_I'm naked! /
\/_-

Call for our radio demo! 213-969-9767 « Fax: 213-969-9343

{ Campaigns now
running in Chicago,

= - San Franasco,

1 . i = Phiadelphia

Sarley, Bigg & Bedder CALL (510) 843-7655 (0 e
RADIO PRODUCTION TV PRODUCTION vmc:-ovsns

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

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

The Voice You Wish You Had Is Mine!
Sandra Van Delinder 1-800-739-5306

VOICES

WEBSITE DESIGN

MY VOICE FOR YOUR PROJECT
Promos, commercials, narrations & hosting
ISDN capabiliity @ BMProd. 212-229-1887

wwwdesign@594.com 2]2-560-7412

YELLOW PAGE SERVICES

Phone 213.462.4966 Fax 213.856.4311

Classified Advertising

1-800-564-5448

O'Haiioran Advertising, Inc.
Serving Natl & Regional advertisers.
Strategic marketing designs, mapping,
demographics & business data all
atno added cost. (800) 762-0054,

OFFERS & OPPORTUNITIES

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.

SMALL AGENCY
CONSULTANT

Management, Systems, Production,
Traffic, Billing, Business Affairs.

914-359-0632

EMPLOYMENT

R i) FILM & TV JOBS
¥ Entry level to senior level professional
www.rga—joblink.com 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

Roz Goldfarb Associates
(212) 475-0099

EMPLOYMENT

Designer/layout specialist sought
for fast-paced growing communica-
tion consulting firm. Branch office
seeks creative, organized, responsi-
ble, self-starter to join a small, con-
genial team. Must be Macintosh ex-
pert, specifically Pagemaker,
Quark, lilustrator and Photoshop,
with strong knowledge of electronic
file preparation. The candidate for
this position should have the ability
to work independently with support
from our full-service California de-
sign studio. Salary commensurate
with experience. Please respond
with resume and salary history to:

Sheppard Associates
ATTN.: Design Director
1055 Washington Bivd., 6th Floor
Stamford, CT 06901
FAX (203) 359-3406
no calls, please

ACCOUNT PLANNERS WANTED

Love advertising? Zap through shows
to view commercials? Top creative
agencies need account planners with
crackling intelligence, passion, creativi-
ty, and out-of-the-box strategic thinking
to uncover consumer behavior and de-
velop outstanding advertising
strategies. 3 yrs+, $50-185K+, SF, LA,
NYC, Chicago.
Ada Alpert, Alpert Executive Search
212-297-9009 Fax: 212-297-0818
alpertsearch@worldnet.att.net

DEDICATE YOUR
CREATIVITY TO
CLASSIFIED
Send Us Camera Ready Art Work.Your ad will |
stand out from the others and get better
results, if you are creative and design an ad
that sells your jobs to potential employees

Call 1-800-7-ADWEEK and get the details.

Classified Advertising
1-800-7-ADWEEK

RATES for Employment and Offers & Opportunities

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.

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

Classified Asst: Michele Golden

The identity of box number advertisers cannot be revealed. If ADWEEK must typeset
ad, charge is $20.00. Deadiine 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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HELP WANTED

Field Marketing

Manager

As a member of the Retail Opera-
tions group you will be charged
with supporting the Southeastern
U.S. franchisees in planning, ex-
ecuting and evaluating advertising
and marketing programs. Focus
will be directed towards integrat-
ing national marketing initiatives
at the local level.

You will work closely with Field
Operational Managers and
Franchise Partners to meet sales
goals. You will travel frequently to
facilitate ad co-op meetings,
marketing workshops, brand
evaluations and grand openings.

Qualified candidates have 5+
prior years hands on advertising &
marketing experience, a successful
track record in selling in market-
ing programs to business owners
and are proficient in public speak-
ing roles. Experience working with
franchisees, ad co-ops and ad agen-
cies is preferred. Travel up to
50%.

Mail resume and salary
requirements to:
Attention: Human Resources
PO Box 5000
Leesburg, VA 20175

DYNAMIC AGENCY

One of America’s fastest growing marketing & communications agencies
(www.dvc.com) needs talented people NOW:

SENIOR COPYWRITER

Successful candidate needs 7+ years heavy promotion experience working on
both consumer and trade materials, sales brochures, POP, Direct Mail, T.V. etc.
Must be MAC proficient on Quark, Photoshop and lllustrator. Good supervisory
and training skills are a must. Code: SRCW

COPYWRITER

Requires 3+ years of experience with print, broadcast advertising, and promo-
tion for both consumer and trade. Successful candidate will create concepts
and write copy for all types of marketing communications. Must be MAC profi-
cient and able to handle numerous projects. Code: CW

ACCOUNT SUPERVISOR:

7+ years of AGENCY experience with at least 2 years at an AS level. Must have
extensive experience within the travel trade and hotel industry; excellent
strategic planning, writing and verbal skills. Must have strong supervisory &
management skills. Job Code: AS

We offer excellent growth potential, competitive compensation and great bene-
fits, in addition to being an extremely employee oriented company. For con-
sideration, please send resume & cover letter which must include salary history
to:

Dugan Valva Contess Inc.

Attn: HR/list job code
10 Park Avenue, Morristown, NJ 07960

or fax: 973-285-3078

NATIONAL TV AD SALES
Account Executive with 2-3 years Experience

NYC company seeks sales professional with agency contacts to represent syn-

dicated, cable and satellite TV ad sales on both agency and client level. Strong

presentation and negotiation skills. Salary 60+ & comm (based on experience).
Please fax resume to “Account Exec” @ (212) 702-4625.

Regional

Account Executive

First Data Solutions is the informa-
tion products division of First Data
Corporation, a Fortune 500 compa-
ny and $5 billion credit card pro-
cessing giant. USAVE is a strategic
marketing application that brings
together thousands of merchants
with some of the most well known
credit card issuers in the industry.
We are looking for aggressive, self-
motivated sales professionals for our
USA Value Exchange Group. We
have sales opportunities available
nationwide.

You will call on businesses and re-
tailers to sell USAVE's target
marketing and advertising programs
for placement in credit card state-
ments. 1+ years of outside cold call-
ing is required. Candidate possess-
ing experience in selling copiers,
pagers, cellular service, credit cards,
or check guarantees would be a de-
finite plus.

In return for your efforts, you'll
enjoy a competitive compensation
package (first year earnings poten-
tial up to $50,000 including base
plus commission), and rewarding
benefits. For immediate considera-
tion, fax your resume including
salary history to: 713-850-2346 or
email to: lhopkins@usavalue.com

First Data Solutions
www.firstdatacorp.com
Equal Opportunity Employer M/F/D/V

CLASSIFIED
SALES MANAGER

Great opportunity to join Ieading

ADVERTISING
SPACE SALES

DIRECTOR OF PROMOTIONS

Venator Group, o nalional speciolty
refoiler, seeks o highly skilled professional to
creole, develop, manage, and execute promo-
tional programs for Fool Locker, lady Foot
Locker, ond Kids Foot Locker. In addition, you
will develop/enhonce relotionships, and man-
i oge outside promolion ogencies os well os
negotiote promationol deols with leogues,
properties, elc.

Quolified condidate must possess 5-7 years of
consumer promation experience on o client or
agency side olong with o proven track record of
suecessful retail promotions. Candidote must be
o superior negofiotor, well-orgonized, ond
hove excellent communicotion and computer
skills. You must also hove the ability to travel

os needed.

Pleose moil/fox your resume {only resumes
with solory requirements will be cansidered) to:

Employment Manager-DB
233 Broadway
New York, NY 10279
FAX: (212) 553-2475
An Equal Opportunity Employer M/F/D/V

trade publication serving the pro-
fessional photography market. Indi-
vidual will be responsible for manag-
ing classified section for a monthly
magazine. You will be soliciting new
business as well as maintaining and
upselling current acct. base. Candi-
date should have 1-2 year's sales
experience, strong telemarketing
and organizational skills. Knowl-
edge of sales software programs a
plus. Send resums along with salary
requirements to:
PDN, Attn. Associate Publisher
1515 Broadway, NYC 10036
Fax (212) 536-5224

Leading magazine company seeks
a dynamic, eager, and imaginative
sales rep for advertising sales serv-
ing the advertising, marketing, new
and traditional media communities.
We're looking for someone who has
the talent and hunger to become a
sales star. 2-3 years sales experi-
ence is preferred. We pay salary +
commission + benefits. Fax your re-
sume, income requirements, and a
cover letter to:
CLARISSE
212-536-5353
Equal Opportunity Employer

ADVERTISING
SALES

Billboard, the world’s foremost
music industry magazine, seeks
advertising sales representative in
its New York office. Previous sales
experience in the entertainment
category required.

Please fax resume to:

(212) 536-5055

Attn: Sales Department

SENIOR PRINT BUYER

Extremely busy and expanding
dept. is seeking individual that has
current & strong print buying expe-
rience. Candidates should possess
superior negotiating skills, be
motivated and detail oriented.
Knowledge of other forms of media
and/or barter experience a plus. Ex-
cellent package and benefits.

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

PRODUCTION TEMP

Full time temp position needed for
Production Dept at trade magazine
group. Person will assist in ad traf-
ficking, page transmission, reprints
and general duties. Prepress and re-
print production experience pre-
ferred. August 1998 through Janu-
ary 1999.

Send letter/resume to:

Elise Echevarrieta
ADWEEK Magazines
1515 Broadway, 12th fl.
New York, NY 10036
or email:
EEchevarrieta@Adweek.com

DO GOOD
WORDS HERE.

New York's fastest-growing
technology agency is looking for
copywriters. Required: Agency ex-
perience, team attitude, positive feel-
ings for technology. Experience
working with New Media and/or on
computer or telecom accounts a big
plus. Fax resume and letter to

M. Welch @ (516) 741-3966
Or e-mail to:
mwelch@wngadv.com

Reach Your Ad Community in
ADWEEK
CLASSIFIED
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Make a great living in
New York City with under 10k.

Let's face it, not everyone can work wonders with a 10k Federal Express, L.L. Bean, and Seagrams to name a few. And
banner ad. But then again, we're not looking for the average that list is growing fast.
media person. :

So fast, in fact, that we also have openings at all levels in

We're the Strategic Interactive Group. A team of dedicated marketing and creative in both New York and Boston. So if
professionals with a passion for creative ideas and a talent for you're the kind of person who can think outside the box — no
strategic thinking — and we're looking for an Associate Media matter how small it is — e-mail a resume to tdreier@sig.bsh.com
Director to join our New York office. You'll work with a today. You'll find working for the Strategic Interactive Group has
Fortune 500 client roster that includes American Express, many rewards — including a great salary.

Strategic Interactive Group

A Bronner Slosberg Humphrey Company

Mail to: Terri Dreier, Human Resources, The Prudential Tower, 800 Boylston Street, Boston, MA 02199 « Fax (617) 867-1111 * No phone calls, please.
SIG is an equal opportunity employer. M/F/H + www.sig.bsh.com

B u . L D THE WALL STREET JOU
272

The world looks
to DOW JONES
and our flagship

- -
ENTIRELY Advertising Sales publication,
The Wall Street
N EW ME D' U M The Sales Representative will be Sal el Tor
responsible for selling advertising space in i e
The Wall Street Joumnal and other Dow Jones timely, insightfuly
WASHINGTON, D.C. AREA publications for the Media Category. We and accurate
Digital City, a division of America Online, is a national network of localized require 2+ years of sales experience, excellent business news
online and internet sites featuring city guides, entertainment, directories, presentation skills and a college degree. Agency and information.

classifieds and other content. We are currently seeking a Manager of Market experience would be a bonus. (Code: 62201) We seek
Research to work in our Tyson’s Corner, VA office to play a critical role in . . d :
setting the course of content development and driving advertising sales. The Advertising Coordinator will WO Cynamic

assist the Media and Technology Representative entrepreneurs to
in selling The Wall Street Journal. This is a spearhead
perfect opportunity for someone wishing to
break into sales! The ideal candidate will have
strong organizational and presentation skills and
a college degree. (Code: 62202) midtown office.

MANAGER OF MARKET RESEARCH

You will analyze and interpret AOL usage and industry reports to help Digital
City determine appropriate content and programming plans in support of local
advertising sales efforts in major metropolitan areas. Conduct and/or commis-
sion original empirical research into the online activities and interests of Digital
City members, AOL members and internet users.

The ideal candidate will posses a Bachelor's degree, training in sampling and
scientific methodology, and 4-6 years of research and analysis experience,
preferably in the online medium. Must be able to create new resources to draw
conclusions regarding the direction of programming content for Digital City as
well as possess excellent communications skills. Media and/or ad agency
experience helpful. A strong understanding of the corre-
lation between programming and marketing is desired.
Relocation assistance will be provided. We offer an
outstanding compensation package including an
aftractive salary, stock options, and excellent benefits.
Please forward your resume to: AOL, Human
Resources, Attn: 01ABM007, 22000 AOL Way,
Dulles, VA 20166. Fax: (703) 265-5769. Or email:
careers@aol.net (include Attn: code on subject line)

AOL is an Equal Opportunity Employer.

advertising sales
from our

DOW JONES offers a competitive salary and
an excellent benefits package, with opportuni-
ties for career growth. For consideration, please
mail/fax your resume including salary
requirements to:

DOW JONES & Company
Staffing LP (Code: ) DWES\
200 Liberty Street

New York, NY 10281

FAX: 212-416-4290

E-mail:

luclla.poncedeleon@cor.dowjones.com

Visit our website:

www.dowjones.com/careers Equal Opportunity Employer

AMER,I CA
/

—

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4«

r * % % REACH YOUR AD COMMUNITY WITH ADWEEK MAGAZINES * * %
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. HELPWANTED |
LookSmart

LookSmart Limited, the fastest growing category navigation
service on the World Wide Web, is seeking a number of
outstanding advertising sales candidates for the following
positions in both our New York and San Francisco offices.

Reglonal Account Managers

5+ years advertising sales experience with a proven track record for
increasing revenue. Must possess excellent presentation and writing skills
to excel in a highly competitive interactive ad sales market. Must be
highly organized self-starter with an entrepreneurial spirit and an interest
in sales management. Knowledge of the web ad market a plus.

Account Managers

3+ years advertising sales experience with a proven track record for
increasing revenue. Must possess excellent presentation and writing
skills to excel in a highly competitive interactive ad sales market.
Must be highly organized self-starter and an entrepreneurial spirit.
Knowledge of the web ad market a plus.,

Both positions offer competitive compensation packages and
excellent benefits. Forward your resume to jobs@looksmart.net, by
fax to 415.437.3829 or mail to: LookSmart Limited, 487 Bryant
Street, San Francisco, CA 94107-1316 Attn: Sales Manager

Public Relations/Marketing Professionals
Expand Your Strategic Horizons

Cone Communications is a nationally recognized public relations/marketing
firm with a dynamic and energizing environment. If you share our passion for
innovation, excellence, and social responsibility, you should be here.

Account Director

Professionals with at least 8-10 years experience in public relations/marketing
who are searching to service an outstanding roster of Fortune 500 clients in
the field of consumer products with a strong interest in active lifestyles. We
are seeking strategic thinkers with exceptional staff management and devel-
opment skills, plan development experience, budget administration and
strong client/stakeholder relationships for a major internationally recognized
consumer brand. Candidates should have a deep understanding of the pr/
marketing industry.

Please send resume to:

Cone Communications
90 Canal Street, Boston, MA 02114

or fax to (617) 523-3955.

Would you call a plumber
when you have a headache?

Of course not. The original — and still the ONLY

, — interim staff service focusing
The':‘ don’t exclusively on direct marketing.
calljustany

temp service

There’s too much to risk.
So when you need the

when you « very best interim
need a DM A database, traditional
pro. Call g DM or website marketing
DMOC! help, call the FIRST, the

BEST in the business —
Direct Marketers On Call.

DIRECT

MARKETERS | Tel: 212069141942 / Fax: 2129241331

— | visit our website at www.dmoc-inc.com

SENIOR WRITER

We need: Strong concepts, good
presenter, broadcast experience

We prefer: Prolific wordsmith.

You get: CW/AD owners, clients
who choose us for our creative.

Join a fiesty, growing
team unwilling to settle
for work that simply gets
noticed. If it doesn't get
talked about, we get
pissed, We're looking for
a couple of key people
who share that passion.

ACCOUNT MANAGER

We need: An experienced team
leader who loves people, details
and brand development.

We prefer: Range of experience

You get: Creat clients, great work,
totally cool working environment!

Send resume, samples

and a snappy cover letter to:
robbin@ydog.com

or fax to (864) 676-0001

Yormer
AD SALES SR. RESEARCH ANALYST

Tumer Broadcasting seeks an experienced Senior Research Analyst to join its
NY based ad sales research team for TBS/TNT Entertainment Networks. This
highly motivated, detail oriented individual will be responsible for generating
audience and marketplace analyses, effective sales positioning and support
materials for the sales force. ideal candidate will have 3-5 years related ressarch
experience at a cable or broadcast network, ad agency or other media research
company. Knowledge of Nielsen Media Research national products, MRl and
other syndicated research sources required. Strong written & verbal skills,
strategic creative thinking and the ability to interpret data are essential.
For consideration please send/fax resume & cover letter
with salary requirements to:
Turner Broadcasting Sales, inc.
420 Fifth Avenue, NY, NY 10018
Attn: Lisa Jakovac Fax: (212) 596-6397
A Time Warner Company
Equal Opportunity Employer

REVENUE PLANNER

Works with VP of Sales Planning on tracking and forecasting Fox Family Channel
Ad Sales. Assists in development of upfront & scatter rate cards, inventory control,
stewardship and tracking of CPM and revenue growth for the network. Takes part
in the development of a computer system for Ad Sales. Requires minimum of 2
years in sales andfor agency setting. Strong organizational/analytical skills a
necessity, in addition to strong PC skills (Excel preferred). Seeking team player
with solid work ethic & positive attitude. Broadcast network experience preferred.
Maii resume to: The Fox Family Channel, Human Resources, 1133 Avenue of
the Americas, 37th Fioor, New York, NY 10036. EOE/No phone calls, please.

The Fox Family Channel

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

ACCOUNT EXECUTIVE
ASSISTANT ACCOUNT EXECUTIVE

Dynamic mid-town ad agency looking for two energetic account people. Ex-
cellent opportunity to be part of fast growing $30MM plus national account;
terrific Client/strong marketing partnership. AE should have 3+ years

agency experience (packaged goods background a plus); AAE should
have |+ years (media/traffic background OK)

Please fax resume to: 212-354-1002
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Cunningham Communication is a team of falented and
motivated public relations professionals who work with |
industry-leading, technology based clients. We have |
opportunities in our Austin, Texas, Cambridge, Mass., \
and Palo Alto, Cafifornia offices.

Account managers with six or more years in public
relations, including agency experience managing a PR
account team. A technology background is preferred.

Account associates with three or more years in public
relations, agency experience a plus, with sirong writing

and media relations skills required. A technology back-
ground is preferred.

We value innovation, leadership, quality and honesty; we
offer excellent compensation, premium benefits & a unique, |
refreshing work environment.

Please send, fax or e-mail your resume foday, indicating
location desired to: Human Resources

1510 Page Milt Road

Palo Alto, (A 94304

Fax: {650) 858-3702
E-mail: kgreene@«ccipr.com

Visit our web site at: www.ccipr.com

Berks County, PA ad agency ready to
hire our next team of superstars!

CREATIVE DIRECTOR - ART

Looking for a C.D. with the proven ability to provide strong concepts/strategies
and solid creative direction. A passion for high design, excellent leadership
qualities, and superb presentation skills a must.

SENIOR ART DIRECTOR

Seeking exceptional senior level art director. Qualities wanted: A passion for
great design and concepts, ability to handle multiple projects, and direct others
effectively. Must be MAC proficient, production savvy, and detail oriented. Mini-
mum 5 years experience.
Beautiful country location. National accounts.
Send resume, salary requirements, and sample work to:
P.O. Box 2398, Reading, PA 19608

We want the best!

SALES PROFESSIONAL
WANTED

Leading magazine company has a top metro NYC sales position open for a
dynamic, energetic self-starter. 2-4 years selling experience in print and online.
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 1-800-7-ADWEEK

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

Why CA? 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 application development to
all kinds of business applications like
manufacturing and financials. We make
more kinds of software for mare kinds of
computers than any other company in the
world. Immediate opportunities exist in
our ISLANDIA, NY office.

Typesetter motivated, top-notch
typesetter to join our fast-paced environ-
ment. Must be a team player with a "can-
do" attitude. Candidates must have a mini-
mum of 2 years professional typesetting
experience for this full-time position. Must
be proficient in Quark and possess
advanced typesetting skills for multiple
page layouts, including style sheets.
Knowledge of llustrator 7.0, Photoshop 4.0
and scanning abilities a pius.

Senior Artists Terriic opportunity
exists for talented design professionals to
create dynamic work in a corporate art
studio. The ideal candidates are high
energy individuals with the ability to work
on multiple projects simultaneously and
meet aggressive deadlines. Qualified can-
didates have 5 years proven design expe-
rience in creating collateral, packaging,
logos, etc. You must be able to conceive
ideas in a team atmosphere while provid-
ing art direction to others. Excellent atten-
tion to detail is a must. Must be MAC liter-
ate and proficient in Quark, Photoshop and
lllustrator.

We offer a generous compensation pack-
age with a long list of benefits that nobody
else can match, including 401(k) and profit
sharing plans, company-paid medical and
dental coverage, on-site daycare and fit-
ness centers, tuition reimbursement and
tremendous growth opportunity. Please
call or send your resume today.

Computer Associates International, Inc.
Human Resources Dept -AW

One Computer Associates Plaza

Islandia, NY 11788-7000

Tel: 800-454-3788 e 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

(AOMPUTER®
iSSOCIATES

Software superior by design.

Equal Opportunity Emptoyer M/F/D/V. Al product names refeenced herein are the trademarks of their
respective companies. © Computer Associates International, Inc., Islandia, NY 11788-7000.

DIRECT MARKETING EXECUTIVE
$100 Million Agency

Baltimore-based Gray, Kirk/VanSant Advertising and Public Relations

Agency is looking for an executive to head up our Direct Marketing Dvision.

The ideal candidate will have 10 plus years in developing direct marketing

campaigns with consumer products /services. Agency account service

experience is preferred.

The right person will immediately join the senior ranks of our agency

with the opportunity to enjoy both personal and financial growth.

Our agency offers a competitive salary and comprehensive benefits.

Please send, fax or e-mait your resumé to:

Roger Gray
c/o Gray, Kirk/VanSant
The World Trade Center
40!} E. Pratt Street, Baltimore, MD 21202
(Fax: 410-234-2441)
rogerg@gkv.com

Responses will be held confidential.
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ESTABLISHED MAINSTREAM AGENCY

SEEKS ROCK-SOLID ACCOUNT DIRECTOR.

You're a mature individual with the experience in “brand name” mega-agencies
that makes our clients comfortable. You've got a flexible, “client-friendly” golf
game and strong schmoozing skills. Yet you can also make the creatives feel
that they’re almost being heard. And, of course, you can talk about “strategic
planning” as if you could actually do some. Sound like you? Then rush salary
history and resume to Account Director, Box 00, New York, NY 10022 now.

If you wouldn’t even dream of responding
to the ad above, let’s talk.

We want an account director with brains, backbone, a sense of humor and,
well, some attitude. Write to Human Resources, FGI, 206 West Franklin
Street, Chapel Hill NC 27516, e-mail: hr@fginc.com. Oh, and if you happen
to have a good golf game, we won’t hold it against you.

f gl Smart people quietly building a great creative agency.

MANAGER,
CustoMm PROJECTS

Bring your expertise to Time Inc., the nations largest maga-
zine publisher and a leader in the marketing of books, music
and videos. Currently, we have an outstanding opportunity
for a detail-oriented professional to direct the development
of advertising supplements for FORTUNE magazine.

Managing a team of freelance creative and sales profession-
als, you will have responsibility for assigned projects.

The creative entrepreneur we seek will have a bachelor’s
degree, preferably in the liberal arts, marketing or busi-
ness, and demonstrated sales, sales development and
negotiating abilities. The team-player we seek will be
highly-motivated and able to handle multiple projects
simultaneously while meeting strict deadlines.

We offer an attractive salary and outstanding benefits. For
consideration, forward your resume to: Recruiter CS,
Room 4067, Time Inc., 1271 Avenue of the Americas, NY,
NY 10020-1393, or fax to: 212-522-4510. EOE.

Timelnc.

ADVERTISING SPACE SALES

ADWEEK Magazines seeks a dynamic, eager and imaginative inside
sales rep for our classified advertising department. Although this is a
full-time inside sales position, we're looking for someone with the
intelligence and poise of an outside sales pro. 1-3 years experience
preferred. Salary & commission + benefits. Fax resume & salary
history to:

Harold Itzkowitz
(212) 536-5315

No Phone Calls, E-mail, or unrequested visits, please.
We're an equal opportunity employer

DIRECTOR
OF MEDIA SERVICES

(New York City/Long Island)

Immediate opening for experienced pro well-versed in all media types.
Must be well-acquainted with computer technclogy and print/on-line
media. Person can work in NYC or Long Island office. Must be team
player, solid communicator.

Candidates should fax response and resume to:
(516) 741-3966

Knight Ridder Real Cities, the first web network with deep community roots, is
seeking experienced sales staff to expand our efforts. Unlike many web pub-
lications, each one of our 40 sites has a real-world counterpart in the communi-
ty it serves. A real office, staffed by people who have been interacting with our
audience for years, bringing them relevant news, information and content that
relate to their lives. All of which makes this a dream network for advertisers. Visit
our web site at www.realcities.com.

Senior Internet Sales Managers, East/West Coast

are needed to sell Real Cities products to national advertisers and agencies,
develop sales plans, make presentations, demonstrate products, provide
customer follow-through, and ensure successful advertising programs. 3+
years of media sales exp. required, Internet/banner sales desirable; 30-40% na-
tional travel required. They report to our Director of Sales Development.

If you are interested in joining this collegial and entrepreneurial team, please
send your resume by email: jobs@newmedia.kri.com or fax to (408)
938-6098, or mail your materials ¢/o Human Resources at Knight Ridder New
Media, 50 W. San Fernando, 7th Floor, San Jose, CA 95113,

ACCOUNT EXECUTIVE
ASS'T. ACC'T. EXECUTIVE

DCA Advertising has challenging posi-
tions working on prestigious accounts
requiring solid experience in print, col-
lateral and TV in full service ad
agency. We seek professional,
assertive and energetic individuals
with strong verbal & writing commu-
nication skills. A/E position requires
min. 4 yrs. exp. and A/AE requires at
least 2 yrs. exp. in an ad agency.
Heavy client contact and interaction
with all departments. Excellent bene-
fits and competitive salary. Please fax
or e-mail your resume and salary re-
quirements:
(212) 261-4224
or jsparber@dca.dentsu.com

COPYWRITER
WANTED

Fast paced, mid-sized, Manhattan
agency seeks ambitious and
energetic copywriter to work on
print, TV and radio. Candidates
must have a minimum of 2 years ad
agency or publishing experience,
the ability to handle tight deadlines,
and a love of books and reading.
Fax resume and salary history to:
Copy Supervisor, 212-561-9397

CATCH A CREATIVE GENIUS
WITE ADWEEK CLASSIEIED
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THE FREE R.A. BLOCH
NATIONAL

CANCER HOTLINE
1-800-433-0464

hen cancer strikes you, your fomily or friends,
w relioble informetian is vital. Tolking o a concer
survivor will help you or your loved ones success-
fully cope with this obwoys-reatable, often-curoble
disease. All of absolutely no chorge
(all 1-800-433-0464, 24 hours o day to be
makched with o survivor with your type of cancer. et the
R.A. Bloch Notionol Cancer Hotline help you get through
the shock and uncertainty of o cancer diognosis
Al colls ore absolutely free, completely sponsored by
Richard Bloch and Sprint, and donofions ore never, ever
solicited. Qur voluzteers don't give medicol odvie —
thes folk from persanol experience of beafing conces
Their “I've-been-there” experience might save your life
Call now for help, comfort and hope.

The Search is Over!

mRUMm-asuoso

www.forumpersonnel.com

1-800-433-0464

Classified Advertising
1-800-7-ADWEEK

FREELANCE MEDIA
PLANNER/BUYER

Fast growing mid-town agency with
prestige clients is looking for expe-
rienced media planner for interest-
ing freelance assignments. Knowl-
edge of New York print and broad-
cast (cable TV) helpful.
Contact us by fax 212-986-3484
(Attn. Pete) or
e-mail peterb@ymb-ny.com

Mad -Dog's Wants You

Print & Broadcast Traffic
Manager

Ad agency seeks zealous
individual with 3 years agency
traffic experience; a sadistic
need for control; ability to retain
loads of information and handle
numerous jobs at once.
Tolerance of dogs is a must.
Target start date 8/1. Fax
resume to: (212) 675-0340 or
mail to 126 Fifth Ave., 12th
Floor, New York, NY 10011.

EDITOR

NYC based Adweek Directories
seeks full-time editor for annual
directory. Previous editorial experi-
ence and good computer skills re-
quired. Experience in database
environment helpful. Great benefit
package.
Send resume to
Dept. MT
Adweek Directories
1515 Broadway, 12th floor
New York, NY 10036
or fax to: 212-536-8801

THREE AUDIENCES
FOR THE PRICE

OF ONE

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

For Classified Adverﬁs:'n Rates

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

ADWEEK
BRANDWEEK

MEDIAWEEK Classified.

THREE FOR ONE . . ., not a bad idea.
Call M. Morris at 1-800-7-ADWEEK
or just Fax it to: (212) 536-56315

CLASSIFIED MANAGER: M. MORRIS
MAIL TO : ADWEEK CLASSIFIED 12TH FL.
1515 BROADWAY, NEW YORK, NY 10036
PHONE: 1(800) 7-ADWEEK

OR FAX (212) 536-5315

n——————————————————————————————————————1

THE CONVENIENT CLASSIFIED CONTACT FORM

USE THIS HANDY COUPON TO FAX OR MAIL YOUR AD

r

| |
| |
| |
| |
| |
| |
| REGION: East___ New England ___ Southeast ___ |
| M EDIAWEEK Midwest ___ Southwest ___West __ All_ |
| CATEGORY |
| PAYMENT |
| *FREQUENCY: Ax_ _ 2x_ 4x___ Q CHECK QMASTERCARD QVISA O AMER.EXP. |
l . . Signature |
I MORE: (Speley) Cardholder's Name |
| *Not applicable to Advertising Services Categories Card # Expires |
: AD COPY (aAttached additional sheet if needed) :l
| |
| |
| |
| |
i NAME ADDRESS ]
I PHONE FAX I
L

I
|
L

REACH YOUR A COMMUNDTNY
WOTH ADWEEK GL/asSSUFEIED
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CULTURE TRENDS

MTV’s
Buzz Clip

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

Week of 6/29/98

Artist/Group: Eve 6
Song/Video: “Inside Out”
Director: Scott Sampler

Not one of the members
of th L.A. trio Eve 6 are of
legal drinking age, but the
core of the band have been
writing and performing
together for five years - devel-
opm% songs that capture angst
and frustration with a refresh-
ingl honesty and poeticism as
well as music sophistication
and raw power. Drawn togeth-
er by a seriousness about play-
ing 1n a rock band and a love of
punk music, the band was
signed to RCA Records Label
two years ago while they were
still in high school.

Artist/Group: Rammstein
Song/Video:“Du Hast”
Director: Philipp Stolzl

Little is know of the six
East German men who have
ascended to International fame
and notoriety under the
moniker of Rammstein.
Formed in 1993 be an assem-
blage of factory-weary proletari-
ans raised in East Berlin and the
more remote Schwerin,
Rammstein wasted no time
crafting a distinctive voice. The
relentless pulse of the band’s
industrial/metal sound and
unparalleled pyromania of its
live shows have accounted in
equal measure to Rammstein’s
meteoric rise to fame in its
homeland. With their first U.S.
release, Sehnsucht out, the
band’s ma imity is bound to
resonate stateside as well

© 1998 MTV

’ Offi
The Hollywood Reporter’s Box Office
For 3-Day Weekend ending June 29, 1998
This Last 3-Day Days Total
Week Week Picture Weekend Gross In Release  Gross Sale
1 New  Dr. Dolittle 29,014,324 3 29,014,324
2 2 Mulan 17,017,845 10 54,234,591
3 1 The X-Files 13,282,430 10 54,886,848
4 New  Out of Sight 12,020,435 3 12,020,435
5 3 The Truman Show 8,505,589 24 99,495,475
6 4 Six Days, Seven Nights 7,579,671 17 47,136,940
7 5 A Perfect Murder 5,273,627 24 55,237,974
8 7 Hope Floats 2,435,158 31 48,929,193
9 6 Can't Hardly Wait 2,138,505 17 21,169,878
10 10 The Horse Whisperer 1,885,386 45 66,532,043
11 9 Deep Impact 1,606,139 52 135,792,903
12 8 Godzilla 1,458,014 41 132,388,522
13 New  Gone With the Wind (reissue) 1,192,593 3 1,192,593
14 14 Everest 1,006,529 115 22,451,159
15 13 Titanic 922,618 192 587,071,239
16 11 Dirty Work 496,666 17 8,987,403
17 37 Lost in Space 439,208 87 67,490,100
18 12 Hav Plenty 394,464 10 1,854,768
19 26 Paulie 338,996 73 25,070,144
20 21 The Opposite of Sex 307,802 38 1,554,599
21 17 Bulworth 240,805 45 25,360,854
22 34 High Art 223,600 17 469,469
23 18 Good Will Hunting 211,689 206 137,529,046
24 16 I Got the Hook-Up 202,419 33 9,906,181
25 19 The Last Days of Disco 193,592 31 2,196,587
26 25 The Spanish Prisoner 184,298 87 8,015,028
27 42 He Got Game 171,359 59 21,021,254
28 22 The Wedding Singer 144,136 136 79,410,776
29 74 Dangerous Beauty 137,689 129 4,448,372
30 41 Cousin Bette 131,795 17 344,518
31 33 Thrill Ride 124,867 353 7,038,941
32 31 Wilde 118,591 59 1,321,063
33 20 City of Angels 117,226 80 75,754,519
34 23 Sliding Doors 115,400 66 11,088,670
35 57 Les Miserables 104,123 59 13,583,119
© 1998 The Hollywood Reporter




DIRECTORIES ‘98 Editions Available Now

Are you using up-to-date data? The new 1998 editions of Adweek’s Agency Directory, Major
Media Directory and Client/Brand Directory are coming off the press. Containing over
20,000 Advertising, Marketing and Media Companies and more than 90,000 personnel.

If you've been using that “other reference,” you'll be pleasantly surprised by how much more user-
friendly we are. Listings are arranged so you can find all the data you need the first time. You can
search by brand, by agency, by company name. And there are indexes to help you search by geo-
graphical location, by category, by type of business or type of media. Backed by the resources of
ADWEEK, BRANDWEEK, MEDIAWEEK, and MC.

Also, if you're a client looking for someone to build a Web site, an agency with a multi-media need,
or a developer in search of digital alliances, you'll find all the answers you need in ADWEEK’s
Directory of Interactive Marketing. Listing over 3,000 interactive companies, this invaluable
reference can save you hours of research.

FOR FASTER SERVICE OR FOR INFORMATION ON OUR NEW CD-ROM

CALL 1-800-468-2395 © -~

MK ORDER ALL 3 AND SAVE

DIRECTORIES

1515 Broadway, New York, NY 10036 Name
Or call toll-free 1-800-468-2395 Title

[ YES. Please send me the following ADWEEK Directories:

Firm
[ 1998 Agency Directory @ $295
[0 1998 Client/Brand Directory @ $295 Address
[0 1998 Major Media Directory @ $295
[1 Any 2 of the above for $475 City/State/Zip
[ All 3 of the above for $600
3 1998 Directory of Interactive Marketing @ $225 Area Code and Phone Number
[0 STANDING ORDER OPTION. Check this box and your Card #
directories will be automatically renewed for you next year. &
[0 Charge my: O VISA o MC 0O AMEX Exp. Date
O Checkenclosedfor$_
Signature

U.S. and Canadian residents please add $12 for shipping and handling. All other non-U.S., add $45 per directory. Add applicable
sales tax in CA, FL, GA, IL, MD, MA, NJ, NY, OH, TX & CANADA. \FZBADAD3798

., MEK ORDER ALL 3 AND SAVE

DIRECTORIES

1515 Broadway, New York, NY 10036 Name
Or call toll-free 1-800-468-2395 Title

[0 YES. Please send me the following ADWEEK Directories:

U.S. and Canadian residents please add $12 for shipping and handling. All other non-U.5., add $45 per directory. Add applicable
sales tax in CA, FL, GA, IL, MD, MA, NJ, NY, OH, TX & CANADA. IFZBADAD3798

|
|
I Firm
I [0 1998 Agency Directory @ $295

11998 Client/Brand Directory @ $295 Address
l 0 1998 Major Media Directory @ $295
] [0 Any 2 of the above for $475 City/State/Zip
I [0 All 3 of the above for $600

[0 1998 Directory of Interactive Marketing @ $225 Area Code and Phone Number
I [0 STANDING ORDER OPTION. Check this box and your
| directories will be automatically renewed for you next year. Card #
I O Charge my: O VISA O MC 0O AMEX Exp. Date

[0 Check enclosed for $_

: Signature
!



. 1/2 the cost
- 1/2 the time

(EI | T popular Agency and
CTORY Client/Brand Directories

PLUS a new Major
Media Directory.

DIRECTORIES

For fastest service, or for

information on our new CD ROM

CALL TOLL-FREE 1-800-468-2395
NECESSARY

IF MAILED
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‘Media Notes

Women in Cable & Tele-
communications’ 17th = —
annual national manage- \ NEWS OF THE MARKET

ment conference will be |
held in Washington, D.C., on
July 19-22 at the JW Mar- l
riott Hotel. With the theme,
“Put your mind on the line,”
the conference offer atten-
dees instruction in how to
make the most of technolo-

gy in the workplace. For fur-
ther information, contact
WICT at 312-634-2330. |
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Edited by Greg Farrell

New Disney Programming
Beginning this week, the Disney
Channel is introducing a new
overnight programming block,
“Vault Disney,” aimed primari-
ly at Disneyphiles and nostalgic
adults. The channel will kick
oft “Vault” with the Swamp Fox
series and the film Johinny
Tremain. Programming will run
from 11 p.m. to 6 a.m. Mondays
through Saturdays and from |
Y p.m. to 6 a.m. on Sundays
through August. Throughout .
the summer, the block will fea- |
ture various older Disney series,
selected episodes from The

ture was airbags, and respon-
dents considered power doors
and windows and remote key-
less entry a safety feature,
rather than comfort and conve-
nience accessories.

Turken, director of licensing,
and Cynthia R. Lewis, pubtish-
er of Marie Claire, were both
promoted to vp.

New Times Mirror Title

The Outdoor Company, a divi-
sion of Times Mirror

Magazines, will be launching a
new magazine targeted at male
boomers called Qutdoor

Explorer. The new title, which
will first be published seasonal-

ly and then bimonthly in 2000, }
is designed to be a how-to guide

Promotions at Hearst

Hearst Magazines announced
several promotions. Chris
Butler, group circulation direc-
tor, was promoted to vp. Chris-
topher L. Lambiase, publisher
of SmartMoney, was also pro-
moted to vp. In addition, Risa J.

The Satellite Broadcasting
& Communications Associ-
ation will present the
SBCA ‘98 National Satel- |
lite Convention & Exhibi- |
tion from July 23-25 at the
Opryland Hotel in Nash-
ville, Tenn. For more infor, ‘ Mickey Mouse Club, as well as ‘
contact the SBCA at 703- some classic Disney films.
549-6990. \ ‘
Survey: DBS & Cahle Mix
The Satellite Broadcasting and
Communications Association
and research firm the Yankee
Group will release a set of sur-
veys today indicating that 25

Everythlng
' yourkids
- already know

The Society to Advance
Media Professionalism is
hosting its first annual
expo, "Media in the Millen-
nium—What's New? What's

You?,” to be held Aug. 12-
14 in Chicago. The expo
will focus on the difference
between the “old media”
and the "new media.” For
details, call 717-651-0903.

Women in Cable & Tele-
communications will hold
an Executive Development
Seminar from Sept. 9to 11
in Loveland, Colo. For more
info, contact Chris Bolletti-
no, 312-634-2335.

The IRTS Foundation will
host a newsmaker lunch-
eon with Federal Commu-
nications Commission
chairman William Kennard
as the guest speaker. The
event will be on Sept. 15 at
the Waldorf-Astoria in New
York. For more information,
contact Marilyn Ellis, 212-
867-6650, extension 306.

percent of direct broadcast
satellite homes with access to
cable maintain their subscrip-
tions and that 88 percent of
new subscribers would recom-
mend DBS 1o friends.

GH Seal of Approval for Cars
The Good Housekeeping
Institute seal of approval will
find ¢ new home—automobiles.
The Institute conducted a sur-
vey of female new car owners,
studying how they felt about
their vehicles. The results,
which were compiled from
3,503 responses, will be used to
rate cars on how they meet
women’s standards of impor-
tance. The study revealed that
while 77 percent said they were
“very satisfied” with their cars,
only 37 percent would buy it
again. Car scats were very
important in a car purchases,
yet they were satisfactory least
often. The most important fea-

about :

RET YOU'RE AFRAID TO ASK.

i

Time turns back the clock with recent covers.

Backward in Time

‘ Forget about the ‘70s. It's the ‘60s that are back, baby.
‘ With Lost in Space and The Avengers in theaters this year
and grownups on TV singing the Slinky theme song in Isuzu
commercials, everyone is getting into the nostalgia act—
even Time magazine. For the past few issues the newsweek-
ly has been churning out covers that are a blast from the past.
\ First, the magazine chimed in with the coverline “Everything
your kids already know about sex * bet you're afraid to
l ask“—a play on the now-classic '60s sex book. The June 15
story examined where children’s sexual knowledge is com-
ing from. Using the book's title “was just a very easy way of
getting across that line,” explained James Kelly, Time deputy
‘ managing editor. “Then we decided well, let’s just ape the
whole 1960s Austin Powers look.” Next was last week's issue
on “The Gun in America 1998,” a reproduction of the mem-
orable Roy Lichtenstein June 21, 1968 cover. “We did it
around this time 30 years ago, shortly after Robert Kennedy's
assassination,” Kelly explained. —Lisa Granatstein
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to the outdoors. “It will show
readers how to enjoy the out-
doors,” says Jeff Paro, publisher
of Qutdoor Life, Field & Stream
and the new title, “in contrast
to the current diet of leading
publications that challenge you
to go outdoors.” Sports
Hllustrated’s Stephen Madden
has been named editor of
Outdoor Explorer.

Cutbacks at DJ's Ottaway
Effective Aug. 1, Dow Jones
will trim fulltime staff at its
Ottaway group of community
newspapers by 220, or 8.4 per-
cent. The decision is aimed at
bringing about a significant
margin improvement at
Ottaway. Ottaway publishes 19
daily and 17 weekly newspapers
in 12 states.

Newsday in Food Fight
Newsday’s new “Food Day”
pages, which feature a weekly
shopping list and menus for the
week ahead, premiered June 24.
“Food Day,” which appears in
the Long Island, N.Y., paper’s
Part 2 section, is also located in
the leisure section of the
paper’s Web site.

Tearsheets Go Digital

Digital tearsheets launched last
week for ad agency and adver-
tising clients of Media Passage,
the Seattle-based newspaper
advertising, planning, place-
ment and payment service.
“Customers have asked the
newspaper industry for
tearsheet processing relief and
we have responded with an effi-
cient, high-quality, scalable
solution,” said Carl Bryant, the
company’s executive vp for
business development. The
product, called digi-TearSheet,
is available on CD-ROM and
can hold up to 1,300 images.

Brickyard 400 on Live TV

For the first time in its five-year
history, the Brickyard 400 stock
car race will be televised live in
Indianapolis on local ABC
affiliate WRTV. Raceway man-
agment decided to give WRTV
the right to air the Brickyard
this year “as an experiment” to

| see how it fares in the ratings

and as an anniversary gift to
the station, which turns 50 this
year, said a spokesman for the
Indianapolis Motor Speedway.
WRTV will pick up ABC
Sports’ national broadcast of
the Aug. 1 race.

TLC Ratings Up

The Learning Channel said it
continues to grow its prime-
time ratings. TLC ratings
increased 14 percent the second
quarter of 1998 over the previ-
ous year, to an average (.8 uni-
verse rating, according to
Nielsen Media Research data.
TLC’s ratings among adults 25-
54 were up 20 percent, to an
0.6, tieing the network (in rat-
ing) with Nickelodeon, A&E
and Discovery for sixth place in
that demo. TLC credits the
overall increase to the success
of two special programs, Los¢
Ships and Great Egyptians I1,
which earned a 1.3 rating and a
1.2 rating respectively.

Newsweek News

Newsweek has named Bruce
Brandfon advertising director, a
vacant post since Greg Osberg
left for C/Net last fall. Brand-
fon was Newsweek’s eastern
regional ad director. In other
moves, William Youngberg was
named Chicago-based franchise
development director, a new
post, from salesdevelopment
director. Western regional
advertising director William
Ganon was named sales devel-

MARTHA |
STEWART

By popular demand, MSL
Weddings goes quarterly.

response” to previous editions. Weddings launched in July
1994 as an annual and was increased to a biannual publi-
cation in 1997. Over the last year, there was a 33 percent
increase in ad pages, bringing the total for the upcoming
issue to 262. The new edition will be the biggest ever
when it hits the stands July 27. —Lori Lefevre

opment director and will relo-
cate to New York from Los
Angeles. In New York, Roy
Brunett was named director of
communications for the maga-
zine. He had been at the Susan
Magrino Agency, where he
worked on a variety of television
and print accounts.

FCC: No Waiver for Granite
Despite a stated goal of increas-
ing the number of minority-
owned stations, the FCC denied
minority-owned Granite Broad-
casting’s appeal to co-own
KNTV-TV in San Jose and
KOFY-TV in San Francisco due
to conflicts with duopoly
rules—both stations have over-
lapping Grade A signals. Regu-
lators stated that while they
appreciated the FCC chairman’s
goal for a diversified viewpoint
in broadcasting, they did not
consider it sufficient grounds for
granting a duopoly waiver.

Y Daily News Latino Special
The New York Daily News will
celebrate the 10th anniversary of
the Bronx Puerto Rican Day
Parade with a special, VIVA
New York, July 26. The Latino
monthly magazine has a distrib-
ution of 400,000 and will be
inserted in the paper’s Sunday

Martha
Marries
Times 4

Here comes the
bride—again. Martha
Stewart Living Wed-
dings will be published
four times a year begin-
ning with the Winter
1999 issue. A statement
issued by Martha
Stewart Living Omni-
media attributed the
increase to a “wonderful

edition. Ad rates are $5,880 for
a half-page of color and $10,500
for a full page.

Billboard Tops Own 40 Chart
Hot 100 Singles Chart and
Billboard celebrate 40 years of
setting pop music trends this
year. The anniversary will be
highlighted in Billboard’s

Sept. 19 issue, on newsstands
Sept. 12. The magazine will
focus on the performers who
have topped the charts over the
past 40 years, asking people in
the industry to discuss what the
charts have meant to them. The
issue will also include trivia
about chart records. Billboard is
published by BPI Communi-
cations, parent of Mediaweek.

Littleford Awards Given
Weyerhauser Co., in conjunction
with McGraw-Hill’s Chemical
Engineering, was awarded the
Grand Littleford Award for
Corporate Community Service
by the American Business Press.
The award honors companies, as
well as the publications and
reporters who report on it, for
their commitment to social
issues. The awards were named
for William D, Littleford, chair-
man emeritus of BPI Commu-
nications Inc.
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BIG DEAL

Flight of the Infiniti G20

Advertiser: Nissan’s Infiniti division
Agency: TBWA/Chiat Day, Venice,

Calif. ‘
Begins: This month

Budget: $40 million

Media: Newspaper, TV ‘

ooking to attract younger buyers,

Infiniti will position its all-new

G20 sedan this month in newspa- |
per ads touting the car as “Born in Japan.
Educated in Europe. Sold in the U.S.”
Maguzine ads, outdoor ads and a TV
spot, all backed by an estimated $40 mil-
lion budget, follow in August for a new
launch that is viewed as representing the
Nissan unit’s best shot at attracting first-
time luxury buyers To do so, the G20,
priced around $25,000, will be positioned
in ads as bringing a European sense of
style to a Japanese luxury compact.
That appeal will be picked up in the
launch TV spot, via agency TBWA/Chiat
Day, Venice, Calif., in which the car is
seen cruising past world icons, such as the
Eiffel Tower and Oxford University, said
Infiniti vp and general manager Tom
Orbe. “We think the G20 will appeal to a I
slightly younger buyer than we have had,”
said Orbe. “We've been able to price it
aggressively 1o attract people in their |
upper 20s and early 30s, and we think one
of the car’s strengths is its styling and fun-
to-drive quality.”
The newspaper ads will run next week in i
USA Today, The Wall Street Jownal and
The New York Tines. The magazine ads I

are running in car enthusiast magazines as
well as men’s and women’s lifestyle maga-
zines. Infiniti, like its sibling division, is
lagging the competition, posting 21,480 in

unit sales through May, down 16.3% from ‘
a year carlier. That contrasts with big

gains for competitors Lexus, Mercedes-

Benz and BMW. Infiniti is running a dou- ‘
ble-barreled campaign under the tagline,
“Own One and You’ll Understand,” alter-
nating among humorously hyperbolic TV
spots showing how devoted owners are to l
their cars and other ads that play up real-
customers’ satisfaction with the machines. |
In those, the car is displayed on a

turntable while the soundtrack plays Peg- ‘
gy Lee’s “Fever” and carries voiceovers

from owner letters about how much they |
like their car. —David Kiley ’
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Real Money

ADVERTISING ACTIVITY

PEPS! ONE

Advertiser: Pepsi-Cola
Agency: BBDO/N.Y.

Begins: November

Budget: $50 million

Media: TV, radio, print, outdoor
Pepsi-Cola will launch Pepsi One, a new
diet cola made with a “better-tasting” artifi-
cial sweetener approved last week for use in
beverages by the Food and Drug Adminis-
tration. Pepsi is looking to beat out rival
Coca-Cola as the first to introduce a bever-
age using the sweetener, acesulfame potas-
sium, or Ace-K, marketed as Sunett by
Nutrinova Hoechst Group, based in Frank-
furt, Germany. Beverage marketers

IN THE MEDIA MARKETPLACE

As Friskics continues to lag well behind
Purina’s various entries in the $1 billion dry
cat food segment, Nestlé aims to spur inter-
est among cat owners with a new larger,
chewier cat food that promises to reduce
feline plaque and tartar by 25%. Beginning
in October, Nestlé will launch $7 million in
dedicated TV ads, $1.6 miltion in consumer
print and millions in promotional support,
an onslaught aimed at reaching 95% of cat
owners 10 times between October and
December, with the message: “Strong per-
sonalities start with strong teeth.”

Nestlé determined the need for a product
such as Dental Diet, which comes in 16.2-
oz. bags, when

have been pinning their hopes on a
better-tasting sweetener to revital-
ize the slumping dict cola category.
Pepsi One, which contains one
calorie, will hit shelves in 12 to 15
weeks. Creative will debut with a
TV campaign in November, via
BBDO in New York. The national
launch will be backed by radio,
print, outdoor, in-store and sam-
pling efforts. Spending is estimated
to be in excess of $50 million,
sources said. Pepsi One will be
marketed separately from Diet
Pepsi, which will retain its formula,
said a company representative.

research showed
80% of cats over
age three can
develop dental
problems that
lead to gum dis-
easc and often
larger health
problems. The
formulation of
Dental Diet,
which features
bigger, chewier
kibble pieces, is
intended to

>

Pepsi spent $20 million on Diet

Pepsi media last year, according to Compet-
itive Media Reporting.

Packaging features a silver background with
the globe icon, and the word “One” in black
block letters. Diet Pepsi’s packaging is silver
and white. —Sloane Lucas

FRISKIES DENTAL DIET

Advertiser: Nestlé

Agency: McCann-Erickson, L.A.

Begins: September

Budget: $10 million

Media: TV, print, POP

Nestlé is hoping to drive sales of its Friskies
brand in the competitive dry cat food seg-
ment this September with more than $10
million in introductory support behind new
Friskies Dental Diet, the first non-prescrip-
tion food for adult cats that touts preven-
tion of dental problems.

remove plaque

and lead to better
dental hygiene,
results that until
now have only come from veterinarian-
prescribed products.
Dedicated TV ads, via McCann-Erickson,
L.A., will air on network prime time featur-
ing the current tag, “Bring out the Friskies
in your cat,” along with creative featuring
cats eating new Dental Diet and saying,
“Now we can feast on Friskies and crunch
our teeth clean.” Nestlé will offer trial-size
shippers in stores and will offer 2 million
free-box coupons as well as buy one, get one
free coupons to top markets, 1 million
direct mail samples or free coupon purchas-
es to cat-owner households and 1 million
samples in a leading cat litter brand. A 45
million-circulation FSI drops in early Octo-
ber. PR efforts will communicate the
importance of feline dental care to the top

From BBDO: a big
push for Pepsi One
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CMR Top 50 ‘

A Week y Ranking of the Top 50 Brands’ Advertising in Network Prime Time

1
—— = — Week of cune 15-21, 1998

fee Coolattas, from Maine to the mid-
Atlantic states for Fruit Coolattas, Binder
said. —Judv Warner

Source: Conpetitive Media Reporting

e —— —__§}

] Rank Brand Class Spots

1 MCDONALD’S G320 95

200 newspapers, cat shows, radio and local \ 2 WENDY’S G320 45
TV. —Stephanie Thompsoin ‘ 3 M&M CANDIES F510 40
4 BURGER KING G320 39

DUNKIN' DONUTS' COOLATTA l 5  BLOCKBUSTER VIDEO V372 28
Advertiser: Allied Domecq 6 PAYLESS SHOE SOURCE V313 26
Agency: Hill, Holliday, Connors, Cosmop- i 7 JC PENNEY BUILDING SUPPLIES V470 24
ukos/Boston 8 BUENA VISTA-MULAN B660 22
Begins: Labor Day DOMINO’S G320 22
Budget: $6-8-million K MART APPAREL MEN V510 22
Media: TV 11 10-10-321 LONG DISTANCE B221 21
Allied Domecq’s Dunkin’ Donuts unit this 12 1-800-COLLECT B221 19
week touts refreshment and excitement in COLGATE TOTAL TOOTHPASTE D211 19
TV commercials from new agency Hill, Hol- 14 PIZZA HUT G320 18
liday, Connors, Cosmopulos/Boston, behind l QUALITY CARE PARTS & SERVICE T144 18
its Coolatta beverages, which are charged 16 SPRINT LONG DISTANCE B221 17
with winning new consumers at non-pcak ‘ VICTORIA'S SECRET STORES V311 17
periods to the coffee and baked goods chain. | VOLKSWAGEN JETTA T113 17
The two spots, the first in a pool of nine ‘ 19 7UP F441 16
spots being readied for Labor Day, are ‘ AT&T LONG DISTANCE RESIDENTIAL B221 16
expected by industry sources to absorb \ RED LOBSTER G320 16
$6-8 million in media during their six- to 22 ACCLAIM FORSAKEN GAME SOFTWARE G511 15
eight-week flight, or about 20-30% of the CREST EXTRA WHITENING PASTE D211 15
Randolph, Mass., firm’s annual budget. OLIVE GARDEN G320 15
One 3()-second spot titled “Construction” ‘ 25 EVEREADY ENERGIZER BATTERIES H310 14
shows hot, sweaty workers at a dusty down- ‘ REVLON MOISTURE STAY LIP COLOR D120 14
town work site apparently ogling pretty SEARS V450 14
women. [t turns out, however, that what 28 DURACELL ULTRA ALKALINE BATTERIES H310 13
they’re really thirsting for is one of the cool ‘ 29 FORD AUTOS T114 12
coffee Coolattas being curried toward them GATEWAY COMPUTER B511 12
on a tray by a jovial hardhatted coworker. \ 31 ALL ULTRA LIQUID LAUNDRY DETERGENT H422 1"
A Jaws-inspired spot for Fruit Coolattas, DIEHARD AUTOMOTIVE BATTERIES T141 1"
Dunkin’ Donuts’ first non-coffee-based FORD TRUCKS T117 1
drink, features a lifeguard yelling into a HEALTHY CHOICE LOW FAT CHEESE F312 11
megaphone at swimmers and sunbathers that HOME DEPOT V376 11
“He’s back!” No, it’s not the great white PIER 1 IMPORTS V379 1
shark, or even Fred the Baker, who's being l PRIMESTAR SATELLITE SYSTEM H514 1
heralded, but rather the man dispensing 38 ACCLAIM ALL-STAR BASEBALL GAME G511 10
Fruit Coolattas. “Come see what all the ‘ CADILLAC CATERA T111 10
excitement is about,” enthuses the voiceover. \ GATORADE F450 10
The coffee- or fruit-flavored drinks. which LOREAL VITA VIVE SHAMPOO D320 10
could rack up $100 million in sales between MAYBELLINE EXPRESS FINISH NAIL POLISH D150 10
May and August, are attracting business | UPS B832 10
from new consumers at times outside the 7- 4y AMERICAN EXPRESS CREDIT CARD B111 9
11 a.m. period when some 60-70% of BUENA VISTA--ARMAGEDDON B660 9
Dunkin’ Donuts sales are generated. “This | BURLINGTON COAT FACTORY MEN V311 9
is all incremental business,” said marketing HALLMARK GREETING CARDS B722 9
vp Edward Binder. The spot-market media \ JC PENNEY APPAREL MEN & WOMEN V410 9
buy for the TV spots as well as for radio ads JELL-O GELATIN F142 9
also due this month will mirror the avail- KENMORE REFRIGERATOR H211 9
ability of the product: systemwide for Cof- | Ranke i crder of total spots. Includes ABC, CBS, NBC, FOX, UPN and WB. Regicnal feeds are countzc as whals spots.
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Media Person

BY LEWIS GROSSBERGER
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All Out of Figs

YES, IT’S TIME ONCE AGAIN FOR MEDIA PERSON’S
popular Fig Ratings. These evaluations of current

media concerns are issued here periodically, beginning in 1973, when

MP readers complained that information overload had reached such

crisis dimensions that they could no longer keep up and nobody was

sure which issues they should give a fig about and which they shouldn’t.

Since then, media clutter has only gotten worse and so figs are more

important than ever for news filtering—as well as being excellent

sources of fiber. The Fig Rating system (whose mechanics are kept a

closely guarded secret to thwart copycatting
but basically utilize a focus group of lightly
intoxicated soccer referees) objectively assess-
es issues in the media and then awards either
three figs (you are deeply, deeply concerned
and must learn all you can); two figs (you’re
interested, but if the story jumps to another
page, you're not going with it); one fig (the
headline’s all you need), or no figs (you’ve
entered a level of ennui so profound it’s indis-
tinguishable from death).

Streisand ~ Marries
Brolin! (0 figs): She’s a
dominating diva who
makes unwatchable mov-
ies; he’s the former star
of an old TV show Media Person can never
remember the name of. For Fig fans, the up-
side of their pairing is that two annoying ce-
lebrities can now be ignored at the same time.

Zuckerman Fires Fallows! (0 figs): No sur-
prise; Zuckerman fires everybody. Of course
Harold Evans says it was really he who fired
Fallows. Guess what? Either way, we don’t give
a fig. It’s not as though anyone was reading
U.S. News. But at least Maureen Dowd got a
column out of the event—and also used up all
the good lines. (“Zuckerman goes through
editors faster than he once went through girl-
friends.”) Media Person is starting to get an-
noyed with Maureen Dowd.

(By the way, we were supposed to have lit-
tle pictures of figs after each headline instead

of just writing how many figs are awarded but
the art department got into a big dispute over
whether to draw fresh figs or dried figs and
now nobody’s talking to anybody and there
are no pictures of figs at all.)

Science Panel Urges Study of UFO Re-
ports! (0 figs) How can you study UFO re-
ports? Even if there really was an alien
spacecraft hovering in the sky when two sub-
stance-abusing rollerbladers took a fuzzy

Again, we see that the only people who give a fig about the interminable,
increasingly desperate Starr prosecution are radio talk-show hosts.

photo of it, it isn’t going to be there any more
when the scientists show up with their instru-
ments. Besides, there wasn’t. Life is not The
X-Files. There are no space creatures buz-
zing around and never have been and even if
there were, so what? Tourism is good for the
economy.

Casino Gambling Lures the Elderly! (0
figs) Maybe you’d rather have them forming
street gangs and mugging ghetto youths?

Judge Throws Out Web Hubbell Case!
(1/2 fig) Once again, we see that the only peo-
ple who give a fig about the interminable,
increasingly desperate Starr prosecution are
radio talk-show hosts. The public has decided
that Clinton is probably guilty of something,
but nothing worth getting into a tizzy about.

It will not be budged from that position. Starr
can’t win the public over and he can’t win the
courts over. Starr needs to take a long vaca-
tion and rethink his entire life.

Calvin Klein Sues Ralph Lauren Over
Similar Perfume Bottle! (0 figs) This case
stinks.

No More Unknown Soldiers! (1/2 fig) Fol-
lowing identification of the remains (six
bones) of an Air Force pilot shot down over
Vietnam which will now be removed from the
Tomb of the Unknowns, Defense Secretary
William Cohen said technology makes it
unlikely there will ever be another unknown
soldier buried there. Damn! Another disin-
centive for young people to enlist in our
armed forces.

Ohio Paper Apologizes to Fruit Compa-
ny! (0 figs) The Cincinnati Enquirer did
print a front-page story retracting accusa-
tions it made in an investigative series alleg-
ing bribery in Colombia and improper pes-
ticide handling, but Media Person simply
refuses to take seriously anything relating to
a corporation that insists on calling itself
Chiquita Banana.

Mike Wallace Lobbies Disney to Make
Changes in Movie About Him! (0 figs) Mike,
you are not going to be played by Leonardo
DiCaprio. Now quit bug-
ging them.

Visitors  Flock to
Opening of Princess Di
Museum! (0 figs) Media
Person can hardly wait
to go to Althorp and view such fascinating
exhibits as the 100,000-shoe closet, the bick-
ering animatronic Charles and Di robots and
of course that scary, state-of-the-art tunnel
roller-coaster ride.

U.S. Industry Slows Production! (1/2 fig)
The economists have got it wrong again. They
say that the decreasing growth rate by U.S.
manufacturers, lowest since 1955, is a clear
sign that the Asian crisis is hurting the Amer-
ican economy. No. It’s a clear sign that it’s
summer, when nothing happens and even
when it does it seems less interesting. It’s hot.
Nobody wants to work except Ken Starr. In
fact, that’s why it’s hard to care about any-
thing right now...and why hereabouts figs are
in such short supply. |
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