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National TU: Heating
Concerned about lower
viewership levels, the
networks’ sales teams
are beginning to
aggressively push
fourth-quarter scatter, at
buyer-favorable prices.
Net Cable: Bouncing
Financials are adjusting
but fourth gquarter is
tight across the board.
MClI is buying spots
every 30 minutes on
some networks.

Spot TV: Reviving
Heavy political advertis-
ing continues to
breathe life into an oth-
erwise dull fourth quar-
ter. Overall spending is
apparently on hold until
after the elections, but
retailers have begun to
put buys together for
the holiday season.
Radio: Busy
Inventory is still tied up
with politicals, retail,
cars, .com biz. Can-
cellations are happen-
ing, however, as reces-
sion fears have clients
rethinking campaigns.
Magazines: Hearty
Food ads are shaping
up for a solid ‘99. The
first quarter will see
many brands, including
Kraft, General Mills and
Nestlé, introduce cor-,
porate campaigns and
product launches.
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It’'s why we reac

Brad Pitt doesn’t take his looks too seriously and is shocked that everyone else does.
Jon Krakauer’s heart-stopping account of tragedy on Mount Everest ascended the nation’s bestseller list.
Ivana and Ivanka Trump gaze deeper into the mystery of mother-daughter relationships.

It’s who we are

(And who we’ve been for 25 years)
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It’s ordinary people doing extraordinary things.
And extraordinary people doing ordinary things.

It’s our energy.
Our imagination.
Our courage.

The good things that make us special.
The hardships that shape our character.

It’s the way we tell our stories.
The way we view our lives.

It’s who we are

(And who we’ve been for 25 years)

Be a part of
PEOPLE’s 25th Birthday Double Issue
and celebrate along with 48 million readers.

Closing Date: December 14, 1998 « On Sale: March 5, 1999

For further information, please contact your PeopLe representative, or Publisher Nora McAniff at 212 522-2028.
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Fox Sports Goes to Japan to Replace NBA
Fox Sports Network is expected to announce a deal today with
Major League Baseball to carry the three-week MLB All-Stars
| exhibition tour in Japan as substitute programming for the delayed
| start of the NBA season. The games will air in November on 22
regional Fox Sports Networks that have local

cable rights deals with NBA teams. Among local
NBA broadicast rightsholders, a representative for
WGN-TV in Chicago said that the station will
continue to carry WB network programming on
nights that would have been preempted by Chica-
go Bulls telecasts.

Maynard Parker Dies
Longtime Newsweek editor May-
nard Parker died of pneumonia late
Friday, following a yearlong battle
with leukemia. “Maynard played a
central role in shaping what makes
us 50 proud of Newsweek today,” said Richard Smith,
the mag's chairman and editor-in-chief. “This will not
be an casy week for us to publish.” Parker, 58, joined
Newsweek in 1967 and became editor in 1982.

Parker dies
at age 58.

tive said. “Two weeks after we entered into this binding agreement,
Senior Golfer basically sold themselves again to Times Mirror in
what was a clear breach of contract.” Named in the suit are Times
Mirror, Weider Publications and investment banker Jordan Edmis-
ton Group. Wilma Jordan, president/CEO of Jordan Edmiston, said
the lawsuit is “wholly without merit.”

Toll and Black Link in Expansion Plan

Roger Toll has joined Roger Black Inc. as editorial director and
executive vp. The appointment marks the expansion of Black’s
company beyond publication design and into editorial and publish-
ing. In his 30-year career, Toll has served as editor-in-chief of Srow
Country and founding editor and publisher of
defunct Spanish-language magazine Mds. Black has
helped launch U.S. News & World Report’s Fast
Company and redesigned Reader’s Digest, among
recent projects.

Look to 2025 for Minority Parity

The American Society of Newspaper Editors is
expected to approve a new prcposal this week calling
for national parity for minorities in U.S. newsrooms
by the year 2025. If approved, the revision represents
a compromise within the ASNE, which earlier this

=z year announced its inability to meet a long-held goal
E

$75M Carsey-Layhourne Venture
Forming Hollywood’s newest power couple, Marcy
Carsey of prime-time producer Carsey-Werner
Productions and Geraldine Laybourne, the prima-
ry architect of kids cable king, Nickelodeon last
week announced plans to launch a hip cable chan-
nel for women with an initial investment of about
$75 million in original programming. Reportedly
called Oxygen, a name borrowed from Lay-
bourne’s current venture, the cable network will
initially launch to a couple of million Tele-Com-
munications Inc. subscribers. The goal is to reach a
base of about 7 million subs in three years.

Senior Golfer Is Focus of Lawsuit
The New York Times Co. Magazine Group has filed
’ suit to prevent Weider Publications from selling
Senior Golfer to Times Mirror Magazines. The suit
was filed Oct. 13 in New York State Supreme Court.

B

Time's Isaacson has had

a roller-coaster year
50
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for newsroom parity by 2000. At that time, the
ASNE had proposed seeking 20 percent minority
newsroom representation by 2010. That was a
retreat, said minority journalist groups and some
newsroom executives, arguing that parity would rep-
resent about one in four U.S. newspaper journalists.

Ax Falls on Success Editor, Publisher
Success magazine owner and Chicago real estate
mogul Peter Morris last week dismissed editor-in-
chief Steven Slon and publisher Peter Johnsmeyer,
naming himself editor-inchief and former New Jer-
sey Nets exec Jon Spoelstra as publisher. During his
one-year stint, Slon redesignec the small business
monthly and added a lifestyte service element. But
Slon “wasn’t able to keep the deep well, the core, that
{our] almost fanatic following likes—the motivation,
inspiration and actual advice,” Morris said. Former
editor-in-chief Scott DeGarmo, whom Slon replaced,

[t claims that the Times mag group had a deal with Weider to pur-
chase the golf magazine’s title and subscription list. The lawsuit was
I filed a day after Times Mirror announced the acquisition of the
Weider title (see iterm on page 32) for a reported $3.35 million. A
“binding agreement with Weider Publications to buy certain assets
of Senior Golfer was entered on Sept. 29,” a Times Co. representa-

will return to the editorial board. Slon declined to comment.

Correction: an oct.12 Movers item lisied an incorrect title
for Peter Saad. He is vp, associate group publisher of Hachette
Filipacchi Magazines’ automotive group. Brian McMahon is the
senior vp/group publisher of the automotive group.
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Flagging ratings and cancellations of new

shows are making 4th-quarter scatter less costly

he lack of a new breakout hit on any
of the networks, coupled with a de-
cline in overall viewership, has quick-
ly turned the fourth quarter into a
buyer’s market. While nervous net-

work sales teams have aggressively
begun pitching packages that lump solid ratings
performers with mediocre shows, most ad agen-
cies have chosen to hold off on scatter buying.
This has created a fourth-quarter market that
is even more attractive to advertiscrs compared
to last year.

“Pricing right now is softer than it usually is
for scatter,” said onc agency exccutive who
asked not to be identified. “Deals can be done
at upfront pricing levels. Increases are in the
single digits. We are getting close to the key
holiday season. This does not augur well for the
networks.” Another agency exec described the
market as “orderly, but unsure. There’s no pan-
ic yet, but it’s clear the networks want to move
scatter inventory before there’s a meltdown.”

None of the major network sales exccutives
contacted for this story returned phone calls
secking comment.

What has helped shift the scatter market
from a seller’s to a buyer’s market is the quick
hook given to several new shows.
The networks’ version of a mar-
ket correction officially began
last weck with Fox blinking first,
cutting three more sitcoms just
days after Costello was cancelled.

NETWORK TV / By John Consoli and Betsy Sharkey

Benched were the Sunday freshman comedy
Holding the Buby and the 8-9 p.m. Friday
block of Getting Personal and Living in Cap-
tvity. Putting a positive face on the Fox can-
cellations, the network’s scheduling/research
guru, Giles Lundberg, said the Friday move
opens the way for Fox to return to a “scare
TV” strategy that has proven successful in
the past, pairing its yet-to-premiere new dra-
ma Brimstone, which will first air in Novem-
ber, with Millenniim, now in its third season.

Ad agency execs say that thinking is sound.
Brimstone, no matter how badly it fares on
Fridays, is expected to produce better ratings
and demos than the two sitcoms. And ad-
vertisers are expected to easily shift their

Costello commitments into reruns of King of

the Hill that Fox plans to air in the 8:30 p.m.
spot on Tuesdays.

Despite the cancellations, Steve Stern-
berg, senior partner at TN Media, said Fox is
not doing that badly overall. While the net-
work’s move of King of the Hill to Tuesdays
has not been as successful as expected,
Sternberg noted, Fox is down only | share
point for the season—just what most agen-
cies had predicted. And baseball coverage

"Deals can he done,” said one huyer. “Increases are in
the single digits. We are getting close to the key holiday
season. This does not augur well for the networks.”

A ray of hope
for the nets?
Peter Horton in
Fox's Brimssene.

has helped Fox boost its overall ratings.

Sternberg also said that two new Fox ani-
mated shows that are expected to do well—
Tie PJs and The Family Guy—will premiere
in January, one after the NFC championship
game and the other after the Super Bowl.

In other network programming moves:
CBS, where executives are fundamentally
pleased with the performance of the new
schedule, last week cut the weakest link, The
Briun Benben Show. Benben aired Monday at
9:30 pm. and was adversely affecting CBS’ 10
p.m. freshman, L.A. Doctors. CBS will dou-
ble-pump Everybody Loves Ravmond on Mon-
davs until Nov. 2, when the new sitcom
Becker, starring Ted Danson, will premiere.

UPN, which made the equivalent of a pro-
gramming U-turn this season, has moved
quickly to reverse a slow start. The net last
week cut its sci-fi hospital drama Mercy Point
and shifted time slots on Mondays. The Y p.m.
hour will be anchored with the established
comedy Malcolm & Eddie and the controver-
sial Desmond Pffeifer will move to 9:30) p.m.

“We've gotten incredible support from our
affiliates and our advertisers, but we have to
be responsible and say, ‘Guys, we will do bet-
ter for you,”” said UPN enter-
tainment president Tom Nunan.
“We are finally drawing in
broader audiences. There’s been
a great shift in the people who
are sampling the shows, so we're
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Coyne to Helm Vew Woman
As Glamour Exodus Continues

Glamour's Judith Coyne has been named
editor-in-chief of Rodale Press’ New
Woman. Coyne leaves after spending 12
years at the Condé Nast title, the last five
as its executive editor. She begins her new
job on Nov. 9, succeeding Clare McHugh,
who left the monthly in August. “Right
now, [New Wormnan| is emerging as being
squarely in the beauty and fashion catego-
ry,” said Coyne. “And we want to develop
that, supported by a strong mix of health,
relationships, women’s issues and various
windows on the real world.”

Coyne will also have to keep her eye
| on the magazin€’s sagging circ numbers.
New Woman’s paid circ through June was
flat at 1.18 million; single-copy sales were
down |1 percent, to 333,043, though sub-
scriptions did grow 3.9 percent to
848,037, according to ABC.

Coyne is the 15th Glamour staffer to
leave since former Cosmo editor-in-chief
Bonnie Fuller took over the magazine
last month from longtime editor Ruth
Whitney. —Lisa Granatstein

30 Cahle Networks on Board
For TW's Digital TV Odyssey

Time Warner Cable said last week that
Austin, Texas, will be the first test site
for its digital television service. The
AthenaTV service will initially offer a
flight of about 30 networks by yearend,
with possibly another 70 networks on
the horizon. Meanwhile, Time Warner is
talking to MediaOne and Conmicast
Corp. about forming a partnership that
would have TW deliver digital TV to
subscribers of both cable companies.

AthenaTV has struck carriage agree-
ments with CNNSI, CNNfn, The Golf
Channel, Ovation, Eye On People, Dis-
covery Kids, Discovery Science, BET on
Jazz and Game Show Network. In the
Austin test, the service will be delivered
via HBO’s uplink facility in Hauppauge,
N.Y. AthenaTV will be packaged with a
new digital pay-per-view feed from View-
er's Choice and digital multiplex feeds of
HBO and Showtime. The service will then
be available to customers after the Austin
test is completed.

Until now, (continued on page 10)
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getting the right eyeballs to the screen. Now
i’s about increasing those numbers.”
NBC and ABC are staving the course.

| NBC brass see a clear success in the Monday
comedy Will & Grace, and with the preemp- |

tions for baseball, they believe they haven’t had

| enough time to assess the staying power of

Tuesday night’'s Encore! Encore! An NBC
executive who would not speak for attribution
said the current thinking is to stay with the
schedule through the November sweeps.
Buyers generally agree. “It’s still so early,”

October 19, 1998 MEDIAWEEK

said Rino Scanzoni, executive vp/director of
national broadcast for Televest. “If you look
at the shows and the time periods, the num-
bers are not that far off. We generally don’t
make wholesale changes until November.
That’s enough time to see if there’s a legiti-
mate trend. The only thing that’s surprising is
that the networks have been a bit quicker this
time around [in cancelling shows]. Everybody
is so quick to judge, but when the viewers
have so many options, it takes time to see
what’s working.” |

Financials Shift Dollars

Cable most affected by brokerage advertisers’ budgeting moves
THE MARKETPLACE / By Jim Cooper and Lisa Granatstein

all Street’s turbulent ride in

recent weeks has led some

financial advertisers to reex-

amine their television and

print advertising schedules.

In some cascs, brokerage
houses are seeking to get out of upfront com-
mitments in the fourth quarter, while other
advertisers are shifting media.

Most of the tweaking is with cable budgets.
According to sales executives at several cable
networks, Merrill  Lynch is
requesting relief from its fourth-
quarter commitments. Charles
Schwab, said one network sales
exec, is doing the same, though
one magazine publisher said
Schwab recently shifted money
from print to TV. Merrill Lynch
declined to comment; calls to
Schwab were not returned.

The adjustments come as the
securities industry was rocked
last week by the layoffs of 3,400
employees at Merrill Lynch. Bear Stearns
reported that its quarterly earnings dipped
60 percent and hinted at layotfs.

As for Merrill Lynch, “Sure we let them
out,” said onc cable ad sales excc, requesting

| anonymity. “We have their marker in our

pocket and will call them on it when their busi-
ness improves.” All told, relief requests from
financial advertisers should affect only a few
cable networks: ESPN, A&E, Discovery, the
news channels and the regional sports services.

A CNN representative said the network
is shifting some financial clients from fourth
quarter to first, but that none of the adver-
tisers are dropping out. CNBC and Fox
News Channel, which are experiencing re-

|
|

Mer:ill Lynch

1.860 -MERRILL ext. IRA

Merrill Lynch may bail out
from some cable inventory.

cord ratings growth, reported no changes in
their financial clients’ commitments.

According to the Cabletelevision Advertis-
ing Bureau, financial advertising makes up less
than S percent of basic cable’s total ad reven-
ue. “If they’re going to cut, they’re going to cut
in broadly based media and retain better-tar-
geted media,” said Joe Ostrow, CAB president.

So far, that’s not really happening. The
broadcast nets reported few requests for inven-
tory shifts or cancellations from financial
advertisers.

In magazines,
Money, Time Inc’s
personal finance
monthly, has seen
some of its larger ac-
counts pull back
slightly this year, but
not because of the
market’s  gyrations,
said publisher Geof-
frey Dodge. Fidelity
and  Schwab  have
shifted some of their spending over to TV for
brand campaigns. “We’re pretty steady
through the fourth quarter because our
accounts had to make their commitments ear-
lier in the year,” Dodge said, adding that “for
most of our biggest customers, there's uncer-
tainty in [next year’s] first quarter. They’re
budgeting with contingency plans in mind.”

“I suspect that it's at least stable, if not mov-
ing in the other direction,” said Newsweek pub-
lisher Carolyn Wall of the mag’s financial ads.
Among newspapers with heavy financial ads,
total ad pages for Barron’s dipped 30.4 percent
in September, while The Wall Sireet Journal
reported that third-quarter ad linage dropped
6.8 percent. —with John Consoli

www.ml.com




Every Tuesday we bring science to life and life to science.

There are those who th:nk science is all about a new health and fitness section—along with
dissecting frogs. Well, they obviously haven’t been dramatic photos and graphics.| Now it’s never
reading Science Times, where every Tuesday a been easier to discover the worlds before your
vast, knowledge-thirsty crowd focuses on our eves and beyond them. If you'd [like to reach
pages to keep abreast of the world of science. And this knowledgeable audience, dalll Dan Cohen,
now it’s even better. We’ve given Science Times Senior VP of Advertising, at (212) 556-1493 or
an expanded universz of new features—like e-mail him at dcohen@nytimes.dom.
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Tele-Communications Inc.’s Headend in
the Sky (HITS) has been the sole satel-
lite-delivered digital television system
rolled out to cable customers. TCI hopes
HITS will reach about 1.5 million paying
customers by yearend. Cox Communica-
tions and Buford Television are HITS
affiliates. In announcing the AthenaTV
test, Time Warner said it was in discus-
sions with HITS to serve some of its sys-
tems. —/im Cooper

FCC Minority Recruitment
Rules Attacked by Congress

A bipartisan measure that would prevent

the FCC from reviving equal employment
opportunity rules for broadcasters caught
agency officials by surprise late last week.

Rep. Mike Oxley (R.-Ohio) introduced
the Communications Personnel Paper-
work Reduction Act. The measure, co-
sponsored by Rep. Ralph Hall (D-Texas),
would bar the FCC from using federal
funds to propose and implement new
EEO regulations regarding recruitment
practices and hiring,

In April, a federal appeals court struck
down most of the FCC’s rules requiring
stations to maintain detailed reports on
minority employment. Since then, FCC
chairman William Kennard has repeated-
ly vowed that his agency would develop a
new set of guidelines acceptable to the
court by yearend. However, a spokes-
woman for Oxley said: “Telecom compa-
nies already must comply with civil rights
laws. They shouldn’t have to fill out more
burdensome forms for the FCC.” She
added that Oxley, who chairs a House
finance subcommittee, has been “interest-
ed in this problem for a couple of years.”

An FCC staffer said the Oxley move
was unexpected. However, one commis-
sioner, Harold Furchtgott-Roth, a Repub-
lican appointee with close ties to GOP
House members, had publicly announced
just days earlier that he would oppose the
development of new EEO rules at the
agency. —Alicia Mundy

Adlink Branding Campaign
Targets L.A. Demographics

Adlink, the U.S.’s largest all-digital inter-
connect, last week launched a branding
campaign in an (continued on page 12)
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The 'R’ Word Pops Up at NAB

Broadcasters celebrate good times but worry about the econony

RADIO / By Mira Schwirtz

roadcasters at last week’s NAB radio
convention in Seattle may have
agreed publicly that business couldn’t
be better, with radio revenue at a
record high and consolidation creat-
ing companies better able to compete
with their traditionally dominant foes in newspa-
pers and television. But they still wanted to hear
one message: Everything’s going to be all right.

“What's on everyone’s mind is a recession.
If we do see one, it may be a self-fulfilling
prophecy because we talked ourselves into it,”
Jeff Marcus, CEO of Chancellor Communica-
tions, said during a panel discussion with indus-
try leaders. “But it’s in a recession that people
will see the power of radio.”

“We will not participate in a recession,”
proclaimed Larry Wilson, founder and CEO
of small-market radio operator Citadel Com-
munications.

Yet even as industry executives remained
adamantly positive about radio’s 1999 outlook,
they continued to admit to fears of an economic
downturn and the challenges to radio by new
technologies such as the Internet and satellite
radio. The answer, they said, was consolidation’s
power to keep costs low and revenue high.

“By putting together stations we are getting
rid of redundancy and welcoming synergies,”
said Sam Zell, Jacor Communications’ principal
investor and the convention’s keynote speaker.

Zcll himself is a symbol of consolidation, in
light of this month’s sale of Jacor to Clear Chan-
nel Communications. That topic dominated
nearly every public discussion, with industry
leaders calling it an unstoppable but positive
force affecting every aspect of their business.

Dan Mason, president of CBS Radio, de-

scribed radio stations in five years to be more like
autoplexes where several car dealerships are con-
tained within one building. Station operations,
he said, will follow the same model, with several
outlets housed in the same place.

Many radio concerns are already adapting
their programming to the consolidated market.
Westwood One last week announced a pro-
gramming merger with Fox News that will sup-
ply Westwood affiliates with Fox’s repertoire of
news programs. Although Westwood folded
what was left of the old NBC Radio news-gath-
ering operation earlier this year, Denise Oliver,
Westwood senior vp in charge of programming,
said the Fox deal will not bring cutbacks in West-
wood’s other news operations. Oliver would not
describe the terms of the deal, although a source
close to the pact said the two companies will split
profits evenly.

“We think Fox will complement what we
offer beautifully. It has the [younger] demos we
want to attract,” Oliver said.

Still, even as industry leaders congratulated
themselves on consolidation’s effect on the bot-
tom line, there were sober reminders from all
sides that monolith broadcasters can make
bland product.

After Zell’s speech, Dayton, Ohio station
owner Ro Nita Hawes-Saunders questioned the
speaker closely about consolidation’s threat to
diverse programming. “I’ve chosen to stay in
despite consolidation, because I believe in diverse
voices,” said Hawes-Saunders, who is African
American. The issue was also addressed by FCC
chairman William Kennard during his conven-
tion speech. “It’s important to find new ways to
open doors for free expression, especially as con-
solidation closes those doors,” Kennard said. Il

Arhitron Goes Portahle

Personal meters measuring listenership to be tested in the U.K.

RADIO / By Katy Bachman

fter 35 years of pencil-and-paper di-
aries, radio measurement is about to
graduate to electronic meters. But
don’t look for solid ratings figures any-
time soon, and it won’t happen on U.S.

shores for at least a few years.
This week, Arbitron is expected to official-

ly announce the first field test of its personal
portable meter (PPM) in Manchester, UK.
Arbitron featured models of the PPM tech-
nology at last week’s NAB Radio Show in
Seattle. Despite giving its sexiest new technol-
ogy a high profile, company officials were re-
luctant to provide specific details about the
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effort to update its sales pitch as the best
way to reach targeted demographics in the

' Los Angeles market. Adlink says its cam-
paign will show the company is “ the clos-
est truly targeted television that mar-

| keters can get,” an advantage not
available from local broadcast and cable
marketers, said Vicki Lins, marketing
director. Adlink reaches about 3 million
cable subscribers served by 72 L.A .-area

| cable systems, using digital technology to
segment the market and reach clusters of
cable customers. Advertisers, meanwhile,
are able to tap an entire market and buy

‘ with one tape and one invoice

Adlink users seeking to reach South-

ern California cable customers include
more than 300 top national and regional
advertisers. Adlink’s cable company equi-
ty partners are Tele-Communications

‘ Inc., Time Warner, MediaOne, Comcast
and Cox Communications. —/C

Fitness Names Mahoney
- To Lead Editorial Staff

Sarah Mahoney has been named editor-
in-chief of Finess magazine, succeeding
Sally Lee, who recently moved over to

‘ Parents. Gruner +Jahr USA Publishing
owns both titles. Mahoney has served as
exccutive editor of Parents for the past
three years.

Mahoney said she expects her transi-

‘ tion from a parenting title to one about fit-
ness to be a breeze because both books
share a missionary zeal. “Everybody at
Parenss is so into kids, and they’re very
passionate about it,” said Mahoney. “And

‘ in a completely different way, that’s true
of the Fitness staff too—whatever their
sport or their reason for pursuing fitness,
they’re very serious about it. They’re a
very fit crowd.” So too is Mahoney, who

| holds a black belt in karate. Though this

will be Mahoney’s first week at Fitness, she

says her game plan for the title will

include enhancing the “mind and spirit

component of the magazine.”

In January, Fitness will increase its fre-
quency to monthly from its current 10-
times-per-year schedule and boost its cir-
culation rate base to 1 million from
900,000. Condé Nast’s Self guarantees a
circ of 1.1 million. Weider Publications’
Shape plans to boost its rate base in Janu-
| aryby 18 percent, to 1.3 million. —LG

http://www.mediaweek.com

participating stations and the exact start date
of the Manchester test.

The meter, about the size of a pager, relies
on inaudible codes embedded in the audio sig-
nal. For the test, Arbitron has secured the par-
ticipation of more than 20 U.K. broadcasters,
including radio stations, TV stations and cable
systems. Continental Research, a London-
based research firm that Arbitron purchased
last December, recruited a panel of 50 con-

sumers who carry the meter with them wher- |

ever they go. Each night, panelists place the
meter in a docking station, which transmits
the data to a central site for processing.

Actual ratings won’t be ready until next year
at the soonest. Like the early phases of Statisti-
cal Research Inc’s SMART TV ratings test in
Philadelphia, Arbitron is only testing consumer

October 19, 1998 MEDIAWEEK

willingness to participate, as well as the meter’s
accuracy in detecting the inaudible codes. Test
results aside, the acid test will be the cost of the
service to broadcasters, advertisers and agen-
cies since the technology is considerably more
expensive than the diary methodology.

Meters to measure radio listenership have
been a long time coming. Arbitron first touted
the personal portable meter in 1992 as a tech-
nology that would be too expensive for radio
only. So when Arbitron exited the TV business
in 1993, development of the PPM technology
slowed. It also moved abroad. Manchester was
chosen as Arbitron’s lab because of its unique
market characteristics. Close to  London,
Manchester is a market with a population of
2.5 million and covered, by U.S. standards, by
a small number of broadcast outlets. |

Primestar DBS Deal Falls

$1.1Bil pact to acquire News Corp./MCI satellite slots collapses

SATELLITE TV / By Jim Cooper and Alicia Mundy

acing protracted Justice Department
scrutiny and financial jitters on the part
of its ownership partners, Primestar
last week scrapped its $1.1 billion offer
to purchase the last remaining high-
power satellite slots, owned by the part-
nership of News Corp. and MCI Worldcom.
Last May, Justice antitrust chicf Joel Klein
filed suit against Primestar over the company’s
ownership by major cable companies, including
Time Warner, Comcast, Cox Communications
and MediaOne. The government argued that
the cable operators” joint ownership of a direct-
ly competitive technology, satellite tclevision,
would be monopolistic and reduces competition.
A Justice official said that talks with News
Corp. and Primestar lawyers had not gone any-
where in the past two months. Klein praised the
demise of the merger in a statement, calling it
“a big win for consumers.” Klein has said that a
thriving satellite TV industry is necessary to
provide competition to cable. A trial on the
antitrust lawsuit had been set for February.
Although Primestar lobbyists had argued
that the company’s satellite service would com-
pete vigorously with cable, the Justice Depart-
ment had noted in its suit that in regions where
Primestar has established satellite service, it has
not made scrious efforts to recruit customers
away from cable. Furthermore, DOJ’s suit indi-
cated a deep concern that News Corp. chairman
Rupert Murdoch and Tele-Communications
Inc. chairman John Malone would collude in
shoring up cable operators’ businesses—at the

|

expense of their satellite competitors.

The unstable economy also proved a hurdle
to Primestar’s plans to acquire the News Corp./
MCI slots. Cable operator sources said that
efforts last month by TCI subsidiary United
Video Satellite Group and News Corp. to buy
out Primestar’s MSO partners were scotched
due to general financial worries and haggling
over share prices. Murdoch had hoped that
News Corp. would finally become a direct
broadcast satellite player in the U.S. with the
proposed $700 million payout 1o the four cable
companies, which own 60 percent of Primestar,
cable executives said.

News Corp. is weighing its next move with
its DBS holdings.“We're pursuing other op-
tions for the sale,” said a representative.

Speculation mounted late last week that
DBS providers EchoStar or DirecTV might be
interested in acquiring the News Corp./MCI
assets. DirecTV officials declined to comment
and EchoStar executives did not return calls. A
sale of of the high-powered slots would end
Murdoch’s decade-long effort to launch a DBS
service in the U.S. A sale to EchoStar might be
an easy way for Murdoch to settle a $5 billion
suit between the two companies and to recoup
News Corp.’s considerable investment in DBS.

The deal’s collapse leaves Primestar as a
medium-power dish competitor to high-power
services Echostar and DirecTV. Primestar re-
portedly has held talks about selling its assets
and subscribers to DirecTV, which is owned by
Hughes Electronics. |



fye-opening

SOU'GES

Fast-breaking
coverage of key
developments in
TV, magazines,

newspapers,
cable and more
— only in
Mediaweek!

BIC BUDGET
PRODUCTION

B
S o e ST e
s e s i albenate et g it

Unsurpassed
coverage of
advertising and
marketing —
new accounts,
demographics,
imnovations,
trends and
opportunities

for vou!

Bl

| IYES pesesend el yearof EDIAWER oy S50

(0 Payment enclosed [ Bill me
Chargemy: [] Visa {0 AmEx [ MasterCard

Acct# . Exp. Date

Name. “Title

Company

Address.

City/State/Zip_ _

Phone

Signature

For Faster Service Call Toll-Free I -800 -122-6658 o

Visit our Website at mediaweek.com
To speed your order, please check one box in each section.

Type of firm:
[ 01.Manufacturing (] 11.Ad Agency [J 12.Public Relations [ 13.Independent Media
Buying [J 20.0utdoor [J 31.Newspaper [J 41.M ine [J 61.TV (] 51.Radio

[ 67.Graphic Design [J 79.Marketing Research / Service [J 80.Sales Promo / Support
O 81.Commercial Prod. [J X.Other.

Job Function:

[ C.Product/Brand/Category Mgmt. (] PGeneral or Co-p. Mgmt. [J W.Public Relations /
Public Affairs (] L.Acct. Mgmt. [J RCreative Departmert Mgmt. [ H.Copywriting

[ 1Sales / Product Promotion [] T.Art Direction [1 U.Media Buying / Planning /
Supervision [] V. Advt. / Marketing Research [] X.Other Job Title
*Canadian and Other Foreign: Add US $160 for Postage and Handling.

Y[S ' Please send me  year of - ADWEEK for only $130.

Please check the region you prefer:
[J New England [ East [J Southeast [] Midwest [ Southwest [] West

1 BRANDWEEK for only $B0°
(0 Payment enclosed [ Bill me

Chargemy: [] Visa [J AmEx [] MasterCard
Acct# __Exp. Date

Name. Title

Company

Address_

City/State/Zip

Phone_

Signature_

fo FstrSevice Gl Tal-ee ] -8 0 0 -1 226658 ~JRAMWE

Visit our Website at a .com
To speed your order, please check one box in each section.
Type of firm:
[ 01.Manufacturing [J 11.Ad Agency [J 12.Public Relations [J 13.Independent Media
Buying [J 20.0utdoor [J 31.Newspaper [ 41.Magazine [ 61.TV (] 51.Radio
[ 67.Graphic Design [] 79.Marketing Research / Service [ 80.Sales Promo / Support
O 81.Commercial Prod. [] X.Other_

Job Function:

O C.Product/Brand/Category Mgmt. [1 PGeneral or Corp. Mgmt. [J W.Public Relations /
Public Affairs [J L.Acct. Mgmt. [J R.Creative Department Mgmt. [J H.Copywriting

] 1.Sales / Product Promotion (] T.Art Direction [] U.Media Buying / Planning /
Supervision {1 V. Advt. / Marketing Research [] X.Other Job Title

*Canadian and Other Foreign: Add US $160 for Postage and Handling.




96} X084 Od

6€86-€1890 LO AHNGNYA
H31IN3D 3DIAH3S NOILJIHOSENS

€.61 X049 Od

G¥86-€1890 LO AHNGNVA
H31N3D 3DIAH3S NOILJIHOSANS

33553400V A8 Qlvd 38 T1IM 39Y1S0d

1IVIN A1d3H SSaNisng

0/ "ON LIWH3d

13 A4NENYQ

JHL NI
a3vn 4I
AHVSS30IN
J9V1LSOd ON

S31VLS A31INN

335S340QY A9 QIvd 38 T1IM 39VLS0d

1IVIN A1d3H SSINISNG

9/ "ON LINd3d

1) A4NGNYD

JHLNI
a3Tv 4l
AHVYSS3IOaN
39VLSOd ON

S31VLS d3lINN

-MEDIAWEEK -

GUARANTEE

If at any time during your subscription you are
not completely satisfied, you may cancel and
receive a refund on all unmailed issues. With

no questions asked, and no further obligation.

If you have ever...

Needed to say “Uh ... okay if I borrow your
Mediaweek? Oh ... how ’bout tomorrow?”

Wished you owned your own copy of essential
bonus reports like MEDIAWEEK’s Annual
Report of Media All-Stars

Found out — too late — that an issue contained
an invaluable news item, article or opportunity

...then begin your own subscription today!

AIWEEK“W[H(=

GUARANTEE

If at any time during your subscription you are
not completely satisfied, you may cancel and
receive a refund on all unmailed issues. With

no questions asked, and no further obligation.

If you have ever...

Needed to search the office for an issue

Wished you owned your own copy of essential

bonus reports like ADWEEK’s Agency Report

Cards or BRANDWEEK’s annual “Super Brands”

directory of the top brands in the U.S.

Found out — too late — that an issue contained an

invaluable news item, article or opportunity

...then begin your own subscription today!




Luxury marketing
1S like no other
LUXE defines it.

The marketing of luxury items is a story told only occasionally in the press.
LUXE devotes an entire magazine to it.
LUXE is about influencing the tastes and purchases of the affluent
and the marketers who define that world.

Make sure to be among those who receive
LUXE regularly, 4 times a year.

‘ I looc{ mnes
Bl'l“ldnce

f5 t0 many 0 TOM SHULL
AND THE

TURNAROUND

OF BARNEYS

o

ORDER YOUR SUBSCRIPTION TODAY!
TO ORDER, OR FOR MORE INFORMATION, CALL (800) 722-6658




T . . VR T e e oy R ]

W I R E D 5.01 us

————— e —————

B RN e




Who are our readers? Affluent opinion leaders. Early adopters. Active investors.
Okay. Okay. Yeah, there might be a couple of computer geeks thrown In there, too.




PAGE 16

CNN'’s first three installments of the
mega-documentary Cold War warmed
up the network’s ratings for the Sunday
8-9 p.m. time slot. Predictions made by
Larry Goodman, CNN president of ad
sales, that the series would match the 0.6
rating of Prime News and CNNSI in the
hour are on the money so far. According
to Turner’s analysis of Nielsen data, the
Sept. 27 premiere drew a ().8 household
rating (about 540,000 homes). The fol-
lowing episodes on Oct. 4 and 11 earned
a (.7 and a (.5 respectively. CNN will
air a total of 24 episodes of Cold War.

The Nashville Network wili soon pre-
miere a weekly Friday-night roller derby
series. The two-hour Roller Jam will pre-
miere on TNN on Jan 15 at 8 p.m. The
rink-rollers will compete with up-to-date
in-line skates. The men and women
skaters, on teams including the New
York Enforcers, California Quakes and
the Illinois Inferno, will also skate on a
larger, faster track than in roller days
gone by. Taking a page from profession-
al wrestling, the series will feature
behind-the-scenes color and personali-
ties as part of the show. Roller Jam is the
first attempt to bring roller derby back
to regular-series television since the
sport’s so-called golden age in the late
’6()s and early *70s.

MTV last week teamed up with the
Department of Justice for a yearlong
joint campaign to help young people
stand up against violence. Announced by
President Clinton at last week’s White
House Summit on School Violence, the
campaign, which also includes the
Department of Education and the
l National Endowment of the Arts, will
distribute a Youth Action Guide. The
guide outlines five different ways to help
young people prevent and avoid violence
and will be available via an 800 number.
The effort will also feature MTYV pro-
gramming and on-air promotion devoted
to violence issues. An MTV viewer study
found violence to be the No. 1 concern of
the network’s primary audience of 12-to-
34-year-olds. Both the on- and off-air
campaigns will look at violence in
schools and violence in the streets,
including hate crimes, gang violence and
sexual violence. —Jim Cooper

http://www.mediaweek.com

Forhes Eyes New Fortunes

Business book’s new team sees opportunities with added tech coverage

MAGAZINES / By Lisa Granatstein

s smart young business books con-
tinue to flourish, Forbes Inc., pub-
lisher of the category’s elder states-
man, shows no signs of slowing
down. In recent years, the 81-year-
old company has branched out to
tech and lifestyle spinoff titles, the Web,
newsletters, conferences and book publishing.
Now Forbes is positioning itself for the 21st cen-
tury, enhancing the flagship’s biweckly’s tech
coverage with a new top editorial team.

“We have some fresh people for what we look
to be the continuation
and the deepening of
the Forbes spirit,” said
Steve Forbes, the com-
pany’s CEO and edi-
tor-in-chief. After 37
years as editor of
Forbes, James Mi-
chaels will pass the
torch to managing edi-
tor William Baldwin in
January and will ex-
plore new ventures as
a vice president of the company. Other recent
changes include the appointment in July of
Forbes ASAP editor Richard Karlgaard as pub-
lisher of the flagship. Karlgaard will be based in
Silicon Valley, a Forbes first. In August, Forbes
ASAP contributing editor Michael Malone was
named editor of that title. And last month,
Forbes rejoined the Magazine Publishers of
America after an 11-year rift.

Michaels ied Forbes’ many adaptations over
the years as the global economy evolved from
reliance on heavy industry to high technology.
“If you don’t reflect the changes on Wall Street,
you die,” Michaels said. “I’ll bet a third of our
covers this year have been about technology.”

Three new writers have signed on to Forbes’

Baldwin (right) takes over for Michaels.

| high-tech beat since August; a fourth may be
added soon. New edit content includes Karl-
gaard’s “Digital Rules” column and Stephen
Manes’ “Digital Tools” department.

“You ain’t seen nothing yet,” Baldwin said of
the tech expansion. “It’s probably the most im-
portant thing Il do in my carly stages.” But he
stressed that the book will not abandon core ele-
ments like corporate strategics and investing.

Karlgaard and Baldwin will revive a Forbes
tradition next year: hitting the road together, as
Michaels and former publisher James Dunn
once did. “We are
going to make a lot of
appearances, meeting
with advertisers,” Karl-
gaard said. “We’ll talk
about the direction of
Forbes, where the
economy’s going, the
technology impact.”

Torbes continues to
lead rival Fortune in
both circulation and ad
pages. Forbes’ circ was
flat through June at 784,220, according to the
Audit Burcau of Circulations; Fortune was flat at
767,148. And though Fortune’s ad pages grew
16.8 percent through September to 2,703, Forbes
still was way ahead at 3,002 pages, flat with *97.

The company plans to expand into other are-
nas. “I’s just not enough to print [information]
on page anymore,” said Forbes. “There are var-
ious ways you can slice, dice and deliver it.”

That’s where the 77-year-old Michaels comes
in, as he is charged in part with finding fresh
opportunities in TV. “It’s going to be exciting as
hell,” Michaels said of his new role. “I think I've
proven that a journalist doesn’t have to retire at
65. Now I'm going to try to prove you don’t have
to retire at 75 either.” n

= Alsmma

History Channel Plays Ball

Program/promotion tie-in with MSG designed to draw more men

CABLE TV / By Jim Cooper

n an effort to attract more male viewers,

the History Channel is teaming with Madi-

son Square Garden Network on a pro-

gramming and promotional push aimed at
New York sports buffs.

Starting later this year and running until
fourth quarter 1999, MSG will pepper its cov-
erage of Rangers, Knicks and Yankees games
as well as its nightly SportsDesk news show
with several short-form programs produced

October 19, 1998 MEDIAWEEK
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The WB reports that it is sticking with its
ratings-challenged Hyperion Bay in the
Monday 9 p.m. time slot, where it will
continue to butt heads with Fox’s Ally
McBeal. “Although it has not shown a
1() percent retention level from its lead-
in (the growing 7th Heaven), it has a cer-
tain audience that’s watching it,” Jordan
Levin, WB senior vp of programming and
development, said of Hyperion. “We're
proud of it and we will attempt to improve
itand grow it in the time period.” Levin
also said there is no plan to bring in the
WB?’s hour-long comedy Zoe Bean before
midseason. “It’s a chance to give us a dis-
tinctive voice in comedy, and we want to
give it a proper launch.”

In head-to-head hattles between veter-
an sitcoms, ABC is clearly winning three
and CBS is ahead in one, with two others
too close to call so far. According to
Neilsen Media Research figures, on the
two Tuesdays this season when they have
aired opposite one another, ABC’s Horme
Improvement has averaged an 11.1 in
households, compared with a 9.4 for
NBC’s Mad About You. Home has tallied
a 7.2 in the 18-49 demo and Mad a 5.9.
On Wednesday, ABC’s Dharma & Greg is
averaging a 10.5 vs. a 7.7 for CBS’ The
Nanny (Dharma also is winning the 18-49
battle by about 2-1). ABC’s The Drew
Carey Show is thumping NBC’s Third
Rock From the Sun 10.9 to 7.9 in house-
holds and by about the same margin in
18-49. And NBC’s Just Shoot Me and
ABC’s Spin City are averaging 10.2 and
9.8 respectively, with almost a dead heat
in 18-49 ratings. On Monday, CBS’ Every-
body Loves Raymond is averaging a 10.0
in three weeks head-to-head against NBC’s
Caroline in the City’s 7.4. CBS’ Cosby has
averaged an 8.9 vs. NBC’s Suddenly
Susan’s 8.2, with Susan ahead in 18-49.

3rd Rock From the Sun, now in its third
season and struggling in the ratings, is fol-
lowing a historic pattern for alien-themed
sitcoms, according to Marc Berman, asso-
ciate programming director at Seltel.
Berman notes that My Favorite Martian
(1963-66), Mork & Mindy (1978-82) and
Alf (1986-90) all had successful but short
lives. Character and theme development
on these types of shows eventually wears
thin, Berman said. —Jo/in Consoli

| den Vision big screen in the are-

by the History Channel. Called
This Moment in New York Sports
History, the 3(-second vignettes
will focus on classic moments in
the histories of each of the teams.
MSG anchor Marv Albert will
narrate. Along with airings on
cable, episodes of This Moment in
Rangers History and Knicks His-
tory will appear on MSG’s Gar-

na. And History Channel signage

will be prominent in Madison Square Garden
and Yankee Stadium. History’s programming
(and its promotional presence) will also touch
on the Mets and Islanders and the New Jersey
Nets and Devils.

“One of the things that History Channel
has in common with sports is that we both
have a very heavy concentration of male
viewers,” said Dan Davids, executive vp/gen-
eral manager of the History Channel. Davids
said that along with the MSG partnership,
History will increase the amount of sports-
related programming on the network. During
second quarter 1999, the service will run
Golf: Links in Time, a two-hour retrospective
on golf. A similar special on gambling called
High Roller: History of Gambling is also

The History Channel is
sprinting into sports.

planned. So far, History has
done some Olympics-relat-
ed programming and has
run sports segments on its
nightly In Search of History
series, including a look at
basebail’s 1919 Black Sox
scandal.

“Sports is right in line
with [History’s] core demo-
graphic profile, which is
male-oriented and  up-
scale,” said Brad Adgate, senior vp and cor-
porate research director at Horizon Media.
Adgate noted that History’s prime-time
audience was 68 percent male in this year’s
second quarter.

But another buyer noted that History faces
an uphill battle to attract younger males.
“They do a fairly good male comp that skews
I a little older, but they’re no ESPN with men
18-34 or 18-49,” said the sports buyer.

With the delayed NBA season and a less-
than-stellar start for the Rangers, History’s
Davids admitted that the promotion will have
‘ a few early hurdles to clear. Davids added
| that the History Channel at present has no
| plans to expand the sports tie-in effort

beyond the New York market. |

Preaching From the Pulpit

Tauzin’s ‘safety net’ bill aims to protect consumers from cable

WASHINGTON / By Alicia Mundy

he White House scandal and Con-
gress’ election-year recess both inter-
vened to keep legistation on telecom-
munications from proceeding this
fall. But Rep. Billy Tauzin (R-La.),
chairman of the House subcommittee
on telecommunications, thinks that when the
new Congress meets in January, cable TV
issues may encroach on the Lewinsky matter.
“As it becomes time for us to deregulate
cable,” said Tauzin, referring to the Mar. 31,
1999, deadline, “this is going to get more
attention.” Tauzin hopes so, because he is the
author of a pending bill providing a “safety
net” to consumers that the cable industry vig-
orously opposes. That bill, which he intro-
duced in late July, is a prime example of poli-
tics making “strange bedfellows,” wedding
Tauzin, a defender of deregulation, and Rep.
Ed Markey (D-Mass.), an unregenerate regu-
lator, as the bill’s two chief sponsors.
The provision that has caused the most
intestinal distress at the National Cable TV

Association is one that would allow de-
regulation for individual operators only if the
local government’s cable board certifies that
the franchise has provided customers with an
acceptable range of programming. “That
means consumers will have choices,” Tauzin
expounded. It means unbundling, a fate
worse than death to major cable systems.
Further, Tauzin’s language stipulates that
the local cable regulator can certify the com-
pany only after there has been a public meet-
ing and discussion of the issue. Gene Kim-
melman, president of the Consumers Union,
which opposes cable rate hikes, is particular-
ly fond of this part of Tauzin’s bill. “When
you look at the way cable prices have gone,

to take packages they don’t want, how many
people do you think will tell their local gov-
ernment to go ahead and unregulate their
cable operator?” he asked.

Tauzin and Markey also have called for the
inception of a “skinny tier” by cable compa-

and how companies have forced consumers l
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nies that would allow consumers to get a mini-
mum package of local stations and govern-
ment outlets. Viewers could then choose to
subscribe to either cable or satellite for the
rest of their programming packages.

“Congressman Tauzin is trying to make a
point,” said his spokesman Ken Johnson.
“He’s been saying all along to the cable com-
panies, ‘Stop raising your rates so high, or we
will have to act” Now, he’s showing them
what the future might be.”

NETWORK TV / By John Consoli

have alrcady cancelled several
underperforming new sitcoms,
but a tougher time awaits them
in deciding which new dramas
will survive. Ratings aside, just
about all of the new dramas have thus far
retained—and in some cases even increased—
audience from their first to second half hours.
“The kiss of death for an hour-long drama
is loss of audience in its second half hour,” said
Marc Berman, associate director of Seltel, a
programming buyer. “That’s an immediate
indication that viewers
have watched a show
and arc not interested
enough to stay with it.”
Only two of 13 new
hour-long dramas, WB’s
Hyperion Bay and CBS’
Buddy Faro, have aver-
aged declines in second
half-hour audience. WB
has said it plans to stick
with Hyperion (sec Net-
work TV column, page 16). Buddy Faro has
been hurt somewhat by competing with NBC’s
baseball coverage. Houschold numbers fell
from 6.8 to 5.8 over three weceks; more disap-
pointing has been its decline in the sccond half
hour in the key 18-49 demo, from 2.7/9 to 2.4/8,
according to Nielsen Media Research figures.
While no new drama has produced double-
digit ratings (and most have declined in house-
holds since their premieres), several have
grown audience over the hour in 18-49. CBS’
L.A. Doctors opened with a 9.9 household rat-
ing, but steadily fell to a 7.3 by Week Four. It
has held audience in 18-49, however, averaging
a 3.9/10 and a 3.9/11 for respective halt hours.
CBS’ Martial Law opened with an 8.3 in house-

—u

Sammo Hung of CBS’ Martial Law

hitp://www.mediaweek.com

An NCTA staffer, who declined to speak
for attribution, said: “Tauzin’s bill was never
going to go forward this session. And we don’t
believe it has much of a chance next year.”

Johnson said, “In the current potitical cli-
mate, the bill has an uphill battle. But when
the first double-digit rate raise goes into effect
somewhere in the United States, all hell will
break loose on Capitol Hill.” Meanwhile, he
adds, “Tauzin can use his chairmanship as a
bully pulpit to focus attention on the issue.” B

No Time for Tniggers

Holding viewers in second half hour is keeping most dramas alive

ith relative ease, network execs | holds but dropped to a 7.0 after Week Three,

still, it has seen its second-half 18-49 audience
rating increase from 3.6/11 to 3.9/12.

For ABC, while household ratings for
Fantasy Island (5.8 average) and Cupid (5.2
average) have dropped from their premieres,
the 18-49 audience has increased over their
second half hours. ABC’s Vengeance Unlimit-
ed (5.4 household average) has also shown a
second half hour hike in 18-49, but its 2.7/7
number may be too low to keep it on the air,
buyers say.

Just about all of the veteran hour-long dra-
mas produce audience
growth as the hour pro-
ceeds, and most have
done so sincc their first
secason. A key to CBS
bringing back Chicugo
Hope, which falls in the
middle of the overall rat-
ings pack, has been its
T8 ability to increase audi-
ence throughout the hour.

On Oct. 10, for exam-
ple, Hope increased in houscholds from 7.9/13
to 8.5/15 between the first and second half
hours, and in the 18-49 demo for the season it
has averaged a 4.3/7 in the first half hour and
4.5/12 in the sccond. In their premiere scasons
and thercafter, successful Fox dramas Beverly
Hills, 90210, Ally McBeal and The X-Files cach
increased audience from first to second half
hours. Fox’s Party of Five, now a staple on
Wednesdays, was the one current success that
averaged half-hour audience declines in its first
scason—but the network chose to stick with it.
The decision paid off. On Oct. 7, for example,
Party of Five increased first to second half hour
in household ratings from 4.5/8 to 5.6/9 and in
18-49 ratings from 5.6/15 to 5.9/15. ]

B GREENE/CBS
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TV STATIONS -

NEWSPAPERS' RADIO STATIONS*OUTDOOR

LOUISVILLE, KY./TV STATIONS

Lost Kids Make a Dream Come True

*TWENTY-TWO NEW FACES HAVE JOINED 5

WDRB-TV in Louisville, Ky., to serve up
something different than the usual network-
inspired morning fare. Departing from the

manager John Dorkin. “I've wanted to do this

| I

Among WDRB's new morning faces (. to r.): Northcutt, Oleson, Woolsey and Ramer

as filler for national programming, the Fox
affiliate is going all-local with three new a.m.
news shows.

Backed by its owner, Toledo, Ohio-based
Blade Communications, WDRB has invested

keyed-to-Louisville identity—and to help fill
the revenue gap created when WDRB’s once-
valuable children’s franchise lost ratings.

Ad buyers think it’s a contender. “Based
on all the information I have seen, I am very
excited for [WDRB] in this market,” said Toni

in Louisville.
DeMuth, a Louisville ad agency. “It gives the

folks of Louisville something to wake up to.”
It’s a dream realized for WDRB general

i Moring airs at 6 a.m.; Fox in the Morning
: runs from 7-9 a.m., and the half-hour Fox  ate his stations as independents, never selling
i First News airs at 11:30 a.m. “In the universe :
. we’re in now, it’s more important for a local
¢ station to be truly local,” said Dorkin.

between $500,000 and $1 million to create the

WDRB took a page from successful morn-

Wednesdays, health hints from the University

Station officials said annual operating

: ming psyche “is right on target,”

: ogist Kevan Ramer; former Fox News at 10 re-
¢ porter Hamilton Northcutt was promoted to
- anchor for Fox First News.

Until five vears ago, WDRB reaped a “cou-

. ple million dollars” in annual revenue from the
. for a long time,” he said, “but there was so :
¢ much money out there in our children’s pro-
© gramming...Now that reason is removed.”

norm of offering five-minute local segments

ratings-heavy morning kids block, Dorkin said.

According to Nielsen Media Research data, the
¢ rating for the kids 6:30-9 a.m. lineup hovered at
Launched two weeks ago, Fox News in the
© cent of the kids ad dollars,” he added.

around a 10. It was a time slot that “got 100 per-

But then the audience fell away—opting for

i Nickelodeon and the Fox Family Channel. Rat-
! ings dropped to a 1 in the mornings and rev-
¢ enue from kid-targeted ads dropped two-
 thirds, to less than $1 million, Dorkin said.

The show’s timing and counterprogram-
said Clem,
“because of what the others are carrying, with

the politics and the Monica.” —Megan Larson

PORTLAND, ORE./RADIO
Hard Line Succumhs
To Microsoft Billionaire

i ¢ IT’S AN AMERICAN STORY OF MAVERICKS AND
¢ money. To many, Les Smith was an iconoclast,
| | afiercely independent radio operator moved as
| i much by the pioneer spirit in his Pacific North-
: west home as the thrill of operating his two,
¢ occasionally lucrative, Portland radio stations.

As owner of Portland’s KXL-AM/FM

since 1955, Smith had always vowed to oper-

“to one of the consolidators because they’re

. bad people,” he intoned recently.

But huge promotional spending by consol-

:  idators made for increasingly tough sledding in
i ing-news strategies implemented at other Fox
affils, such as the top-rated effort on WBRC-
¢ TV, Birmingham, Ala.
. Louisvillians get through their day, Dorkin
¢ said, Fox in the Moming offers recipes from the
i Louisville Courier-Journal’s food editor on :
Clem, senior vp of media at Creative Alliance :

Portland’s boom market. Moreover, Jacor

: Communications’ buy of the Rush Limbaugh
Aiming to help

and Dr. Laura Schlessinger shows last year

. wiped out seven hours of daily programming
¢ on Smith’s top-rated, 50-kilowatt KXL-AM.

Smith, ever the fighter but feeling the

© squeeze, rushed in some local talk hosts as
© of Louisville’s top physical fitness doc on :
“I think they are on the right track,” added @ Thursdays, and gardening tips on Fridays.
Tom DeMuth, chairman/CEO of Schneider
i costs for the three shows is about $800,000.
. Fox in the Morning signed co-anchors Stew

i Oleson and Elizabeth Woolsey and meteorol-

substitutes. But the AM continued to lose lis-

¢ tenership. Simultaneously, the 100-kilowatt
. FM sibling, struggling with its own ratings
: problems, attempted to recoup some losses
 last February via a format change from *70s
¢ oldies to contemporary hits.
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It’s a bold move for WNYW, which has

experienced a ratings slump of late. Per the
: October Nielsen Media Research book,

: WNYW is down 20 percent in ratings from

CONTINUED

Then along came another maverick, bil-

who bought the two stations last week in a mul-

station KXL-AM.
ture companies and more than 50 new-media

newest investment “a chance to become

i in November 1996 as an editorial writer after
timillion-dollar deal. Owner of the Portland :
Trailblazers NBA team and the Seattle Sea- :
hawks NFL franchise, Allen represents some :
potentially rich programming for news/talk :

 last year, to a 3.1/8 average sign-on-to-sign-
© off (6 a.m.-3 a.m.), while WPIX’s 3.9/9 is off

i by only 5 percent.

i creasingly, we will be affecting people’s lives,”
lionaire Paul Allen, co-founder of Microsoft, '

says Burgos, 39, who came to the Daily News

a stint as a writer and editor for the John T.

even more involved in the community”
where he owns a home.

Said local buyer Diane Barash: “As a
buyer, I really appreciate KXLs indepen-
dence, because the attitude is much more
provincial, more homegrown.”

Barash said there is talk in Portland of

Allen using the AM station as a launching
pad for one of his sports enterprises. (Cur-
rently, the Trailblazers broadcasting rights
are held by a Jacor-owned competitor,
KEX-AM.) However, KXL gm Tim
McNamara said Allen has no immediate
plans to change the stations, other than set-
ting up management company Rose City
Radio to oversee them. —Mira Schwirtz

PHILADELPHIA/NEWSPAPERS
Gun-Lock Champion

* ON THE OPINION PAGES OF THE PHILADELPHIA

has begun. Morris Thompson, editorial-page
editor for 3'/ years, left the paper this month

Rio de Janeiro. He was replaced by associate
editorial-page editor Frank Burgos.

“My charge was to take an opinion sec- :

NEW YORK/TV STATIONS
_Fox 0&0 Spends Heavily

focused more on local and state issues, : - -

To Boost Sagging Ratings
i * AS ONETIME INDEPENDENT-STATION RIVALS,
{ it appears that Fox Television Stations’ :
: WNYW-TV has taken oneupmanship to a :
{ new level, outbidding Tribune Broadcasting’s
{ WB flagship WPIX-TV for rights to New !
in how our editorial pages are viewed. In-

tion that was always entertaining and make :

it more influential as well,” says Thompson,
45, a three-time Pulitzer Prize finalist. “We

which were closer to home, and saw our-
selves as progressives writing with an en-
lightened self-interest.”

Burgos said last week that the seven-mem-
ber editorial-page staff will remain largely
intact. “What I want to do is to make changes

¢ Under Burgos, the editorial page is expected to
{ maintain its progressive stance. “I will say that
. 1 am a pragmatic liberal—compassionate but
data-driven,” he said. “As editorial writers, we
© will be looking for compassionate and prag-
{ matic solutions.” :

To Head News' Editorials

. Post, and an editorial writer at The Miami Her-
Daily News, a change of editors, not direction, :

Burgos (l.}, a "pragmatic liberal,” replaces
the Rio-bound Thompson at Philly’s Nlews.

coupons in the paper to help stem gun violence.

Thompson has worked as a foreign corre-
spondent for Newsday and The Washington

ald, Detroit Free Press and The Detroit News.

York Yankees baseball and Seinfeld reruns.

But Big Apple spot buyers are wondering

. whether the troubled station could at least
i break even on its estimated $78 million Sein-
 feld investment and $25.5 million—per-year
and Catherine D. MacArthur Foundation. He !
previously worked at the Chicago Sun-Times,
the now-defunct Dallas Times Herald and The
. Miami Herald.
With interests in several computer ven- :

sublicensing deal for Yankees telecasts.
What raised perhaps the most eyebrows
was the record $280,000-to-$300,000-per-

: week licensing deal that various sources esti-
Burgos was the guiding force behind the !
¢ Daily News’ gun-lock campaign, in which 5,000
startups, the Seattle-based Allen called his :

mate WNYW made with Columbia TriStar

: Television Distribution for second-cycle
free gun locks were distributed through :

rights to Seinfeld. Particularly since, as one
buyer noted, the comedy is already begin-
ning to show signs of erosion from its cur-
rent rerun cycle on WPIX, and WNYW
doesn’t assume the rights until 2001.

“WPIX has Seinfeld for another three
years, but it could be expected that its rat-
ings will be down another 30-50 percent
by the time WNYW takes over airings” in
2001, said a veteran buyer, requesting
anonymity. “It’s a real stretch if WNYW
thinks it is going to maintain WPIX’s cur-
rent [unit] rates.”

During the ongoing October book,
Seinfeld is posting a healthy, third-ranked
8.9 rating/15 share household average

i (NSI, Sept. 25-Oct. 12), but it is 11 percent
© lower in ratings and share from its year-ago
¢ average in WPIX’s 11-11:30 p.m. time period.
. (In the same time period, Living Single, with a

2.5/5 average, is the highest-rated sitcom in
WNYW’s late-fringe sitcom block.)
By way of explanation, the buyer said

. WPIX pays about $125,000-$150,000 per
i week for Seinfeld, but earns a robust $450,000-
© $540,000 per week based on typical unit rates
¢ of $7,500 to $9,000.

i He will become the associate foreign editor in
: Knight Ridder’s Washington bureau on Nov. 2
to become Knight-Ridder’s correspondent in

Said Michael Wach, WNYW’s vp and gm:

i “We think that Seinfeld is an atypical sitcom
while waiting for the Rio de Janeiro job to
. open next September. —Len Hollie

in this market, where it will have stronger

. evergreen appeal than The Honeymooners or
i I Love Lucy.”

On deck for possibly more ratings help is

. baseball—a strong promotional platform for
¢ WNYW. So much so that News Corp. and Fox
. Inc. chairman Rupert Murdoch directly nego-
 tiated the 50-game Yankees deal with Cable-
¢ vision’s Madison Square Garden cable net-
: work (Mediaweek, Oct. 5).

Ironically, the deal comes during an Octo-
ber sweeps when WNYW is hoping that a

i major ratings spike from postseason play on

the Fox network is a precursor for next sea-

i son. —Michael Freeman ]
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The media must
develop a greater
collective concern
about advertising,
or we could fall
into a vicious

downward spiral

THE BLUNT PENCIL

Erwin Ephron

Apocalypse Soon!

Sunny, funny advertising has
a dark side. Our slogan isn’t
“Ads work wonders,” it’s
“Half the money’s wasted.”
Only an afterthought, “But I
don’t know which half,”
saves the day and lets us
smile. As if the simple ad-
vertising problem is to make the half that doesn’t work
look more like the half that does.

Not true. In my experience, even half-working is an
exaggeration. Advertising that has a measurable effect
on sales is outnumbered by advertising that hasn’t by
about 3 to 1. That’s a terrible track record for a proud
business. And it’s one that simply can’t continue, be-
cause TV is becoming too expensive.

That's not cable. It's physics.

The days of cheap TV are over. It’s not just adver-
tiser demand and network profit goals driving up price;
now it’s the economics of fragmentation—big produc-
tion costs piled on small ratings. So goodbye to large
audiences and the low CPMs that
made even inefficient TV advertising
cost-effective.

And it will get worse. As the num-
ber of channels approaches infinity,
the average rating will approach zero.
That’s not cable. It’s physics. Per-
versely, smaller ratings bring a sell-
er’s response that makes ratings even
smaller. Adding a commercial here
and there to meet guarantees further
discourages attentive viewing. So we
have the makings of a vicious down-

ward spiral. corporations are going to work, or how well. It re-
Advertisers counter higher costs mains one of the few high-stakes
with some shortsighted tactics of their forced to play games of chance that careful corpo-

own, reach optimization, which gives

a scientific gloss to the well-known fact that it’s not rat-
ing size but rating points that determine how many dif-
ferent people will be exposed to a message. Sixty
1.0-rated spots can have about the same total reach as
five 12.0-rated spots. The big difference is that they
cost about half as much. Hence, the flight to cable.

Attention has become precious.

Advertisers, following their pocketbooks, are turn-
ing all of television into a commodity, differentiated
only by reach. If high-rated, anticipated TV, like ER or
The X-Files, brings a more receptive, more attentive
audience to a commercial, that value is ignored in the
numbers.

Attention has become precious because it’s so hard

We still don’t know how
advertising works,
whether it's going to work,
or how well. It remains
one of the few high-stakes
games of chance careful

to get. Reading is in the waiting room. Some people
even read and drive. Time spent looking at the average
ad is about three seconds. Radio is when we brush our
teeth or rush to make the train, or as background music
at the office. We turn on the TV like we switch on the
lights. Viewing is when we eat or get a chance to talk or
read or pay the bills. Research finds that 70 percent of
prime-time viewing is a co-activity.

The only good news is the consumer. Psychologists
tell us they notice virtually everything but attend to
very little of it. What grabs them is what they fear, what
they like, what they need. Consumers make advertising
work by bringing a receptivity to the messages we throw
at them. So it’s only in part our cleverness that sells
product. The bigger balance is consumers’ shy com-
plicity in our game. Brand advertising appears to work
by simply being there with a message for that consumer
who is ready to buy the product.

There's a new player called the Internet.

Unfortunately, media sellers are not part of this
conspiracy. They don’t concern themselves with
whether the ads they carry produce
sales. They don’t worry much about
the real value of media. In the 50-
year effort to learn more about
advertising, close to a billion dollars
has been spent on research, mostly
by media sellers, mostly to measure
audience, arguably the simplest piece
of the advertising puzzle. Little has
been spent by the media to learn
about advertising itself.

As a result, we still don’t know
how advertising works, whether it’s

rations are forced to play.

But there’s a new player called the Internet. Its
industry standard says Web media will be measured
by consumer actions—click-throughs—as well as traf-
fic. That means that to get their price, sellers must
help advertisers learn how to use the Internet to get
consumers to respond. They must focus on advertis-
ing, not just audience.

Perhaps that concern with consumer response will
filter through and in a few years all the media will be
talking about “how to,” not just “how much.” In Val-
halla, baby. ]

Erwin Ephron is a partner at Ephron, Papazian &
Ephron, a New York-based consultancy. He can be
reached at ephronny@aol.com.
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CABLE TV

A&E Television Networks
has promoted Gerard Gru-
osso from senior vp,
finance, to senior vp and
CFO, overseeing account-
ing, financial reporting,
budgets and planning. Gru-
osso joined A&E in 1985 as
assistant controller... At Fox
News Channel, Jason Klar-
man has been upped from
director of marketing to vp
of marketing. Prior to join-
ing FNC in 1996, Klarman
was director of media rela-
tions for CNBC.

RADIO

Steve Swenson was named
vp/gm of CBS Radio—owned
WCBS-AM. Swenson joins
the New York news station
from Washington, D.C.s
WTOP-AM, where he has
been vp and gm since
1995...CBS Radio has
named Bill Figenshu senior
vp. He will supervise 10 sta-
tions in the Detroit and Tam-
pa markets, with responsibi-
lity for other stations to be
added. He joins CBS from
Chancellor Media Corp.,
where he was senior vp.

AGENCIES

Ira Sussman was named
senior vp/national research
director at Western Interna-
tional Media. Sussman,
who joined the company in
1994 as vp/associate direc-
tor and head of research
for the Eastern region, will
run  Western's  national
research operation, report-
ing to executive vp/manag-
ing director of strategic
planning and research Nan-
cy Idell...Priya Narang has
been promoted to senior
vp/media planning director
at DeWitt Media. Narang
joined DeWitt a year ago
as vp/associate planning
director.

MOVERS |
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Edited by Anne Torpey-Kemph

Swanson'’s Roots

ust think: If Dennis
JSW;mson had never moved

to Illinois, Oprah might still
be hosting a Baltimore-based
morning show.

Swanson, president/general
manager of New York flagship
0&0O WNBC-TV, was just
named “Illinoisan of the Year”
by the Illinois News Broadcasters
Association, so honored for his
contributions to his home state.

Born in Los Angeles, Swan-
son’s parents moved to the Land
of Lincoln when he was 5. He
credits his education at the Uni-
versity of Iliinois as the launch-
ing pad for his career: “I would

SPOTLIGHT ON...

Terrie Robbins
Director of marketing
St. Louis Post-Dispatch

fter word got out about Terrie Robbins’
Alatest marketing coup, a distant indus-

try colleague called to beg, “"Could you
please, please move to Oregon? I'm sure if
you did, a major ball team would follow.”

When St. Louis Cardinal Mark McGwire

stepped up to the plate on Sept. 8 in front of
the hometown crowd to set a new home-run
record, the St. Louis Post-Dispatch set a
record of its own, selling nearly 1 million

copies of its Stadium Extra

game edition, thanks to a coor-
dinated promo campaign by

Robbins. She's now in talks

with Major League Baseball to
create a premium for new sub-
scribers—a set of glasses bear-

ing the images of the Extra

front page and those of other
Post-Dispatch baseball specials.

Robbins, who joined the

Post-Dispatch last spring, has
scored with baseball before. In

a previous marketing job, at

| not be where I am in life with-
out it.”

Swanson
continues to
give back to his
alma mater by
raising funds
for its commu-
nications col-
lege, but his
greatest gift to
I1linois—and
the world— is
the darling of
daytime TV.

In 1983,
during Swan-
son’s tenure as

)

Swanson saw a dia-
mond in the rough cut.

| vp/gm for Chicago ABC O&O

WLS-TV, he saw a rough audi-
tion tape by Oprah and brought
her in to test for the station’s
A.M. Chicago morning show. “1
sat there and
watched that audi-
tion and [ thought,
‘Holy smokes, she
is awesome.””
WLS’ ratings shot
up, and two years
later, The Oprah
Winfrey Show was
born, under Swan-
son’s guidance.
Needless to say,
he can get as many
tickets to Beloved
as he wants.
—Megan Larson

the Star Tribune in Minneapolis, she brought
in $2.3 million by selling Tribune-tagged
“Homer Hankies” during the 1987 World
Series there. "Actually, | morphed the idea

The brains behind
“Homer Hankies”

from the ‘Terrible Towels’ [that Pittsburgh
Steelers fans started waving in the 1970s]. I'll
use anything that creates top-of-mind aware-
ness—that's the challenge.” That, and renting
enough portable toilets to make it worth the
wait. “My general manager was skeptical
{about renting any], until he thought about
the impact of the Series. We had fans waiting
in line for hours for the Hankies.”

Style matters too, says Robbins, who
helped redesign the Tribune last
year. “The day of the launch,
every paper, and every box on the
street, was wrapped in yellow
with a big white bow, with TV ads
and a 3-D outdoor board reflect-
ing the theme,” Robbins recalls.

Robbins’ creative thinking
benefits the entire newspaper
business: She was recently re-
elected to a second term as head
of the Newspaper Association of
America's marketing task force.

—Dori Perrucci

i
|
1

|
|
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WDBO's Gordons Invade Enemy Territory

hen you’re angling for
the public’s attention,
involved with a blonde

bombshell, and liberally spend-
ing your personal fortune, you're
usually running for president. Or
you’re WDBO-AM'’s Gordon
brothers, out to take Orlando’s
talk-radio market by storm. The
three brothers—Doug, 34, Scott,
42, and Jason, 38—TIast week
stepped up a campaign to pro-
mote their two-hour, Saturday-
night comedy show via a strate-

gic media buy: They ran spots on |

Orlando cable systems, during
competitor Howard Stern’s syn-
dicated Saturday-night TV show.
The ads, featuring a blonde
model talking to her radio,
piqued the interest of Orlando
viewers to the point where they
e-mailed the Orlando Sentinel
demanding to know why The
Gordon Brothers Show was

UIose Yc)Usnooze Yc)Ulcjse Yc)Usno
YOUgn00ze, YOU|ose. YOUsnooze YC

being promoted during Stern’s
TV program. (Stern’s daily radio
antics are carried on Orlando
talk/music station WTKS-FM.)
“I just thought, we’re going
to place an ad, and who cares?”
said Robert Jensen, Gordon
Brothers producer. Instead,

I Jensen said, he’s been inundated

with calls from program direc-
tors across the country wanting
to know how he got his politi-
cally humorous show promoted
during a competitor’s TV show.
The reason might be the
Gordons’ apparently bottomless
budget. The three not only have
committed the money they

| earned as authors of such

humor books as The Celebrity
Who’s Who of Losers, but
they’re also using funds from
their day jobs: Doug is a doctor,
Scott’s a surgeon, and Jason’s a
lawyer. —Mira Schwirtz

MOVERS

FNC ups
Klarman

PRINT

Maxine Davidowitz, former
creative director at Gruner +
Jahr’'s Parents, has joined
News Corp. as design director
of 'V Guide and The Cable
Guice. Also at G+ J YM ad
manager Jeanne Sachs has
been upped to ad director...
Clifford Benjamin and Susan
Gable Sussman have been
named group ad directors at

Narang named
DeWitt vp
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A&E taps
Gruosso as CFO

the Hearst Group. Benjamin
was ad dirzctor at Forbes Inc.’s
Beyond Ceamputing and Suss-
man was eastern ad director at
TV Guide. Michael Krantz, a
Time magazine staff writer
covering technology, has been
named Sen Francisco bureau
chief. The former Mediaweek
staffer replaces David Jack-
son, who moves to Los Ange-
les as senior correspondent.

WATCH CNBC ALL BUSINESS DAY. CINIB @ WEEKDAYS 5:30AM-7:30PM ET.

© 1998 CNBC, Inc. and the Dow Jenes Company, Inc. All rights reserved.
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At the Philadelphia Chamber of Commerce recently for a breakfast celebrating the first anniver-
sary of Comcast Sportsiet: (front, I. to r) Ralph Roberts, Comcast chairman; Ed Snider, chairman,
Comcast-Spectacor; Brian L. Roberts, president, Comcast; Fred Shabel, vice chairman external
affairs, Comcast-Spectacor; (back, I. to r) Bill Giles, chairman, Philadelphia Phillies; Jack
Williams, president/CEQ, Comcast Sportsiet; Dave Montgomery, president, Phillies

At the Museum of Television & Radio for the recent kickoff of ESPN SportsCentury, an
18-month multimedia event reviewing the greatest sporting events of the century:
(front, 1. to «.) Rohin Roberts, host, ESPN and ABC Wide World of Sports; Dick Schaap,
host, ESPN The Magazine's Sports Reporters; and Sam Lacey, editor, Baftimore Afro-
Americar, (back, . tor) Mike Lupica, host, ESPN2's The Mike Lupica Show; Richard
Lapchick, president for the study of sport in Society, Northeastern Univ.; Bob Ryan,
columnist, The Boston Globe; and Ron Siinon, television curator, MTV&R

Switching Jobs Can Have An Echoes of First TV Acad
Unfortunate Effect On Your Retirement Savings. Haunt Home Depot

I t is somehow fitting that a Home

Depot, that monument to do-it-

yourself nesting, now occupies the
spot on Hollywood’s Sunset Boulevard
where the Academy of Television Arts
& Sciences first set up shop, on
Nov. 16, 1946. The store is just down
the road from what was another indus-
try relic, the independent TV station.
KTLA, one of the city’s oldest outlets,
now has its WB affiliation up in lights.
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Don't Lose 40% Or More Of Your Retirement Plan To Taxes And Penalties. Back at the Depot, a bronze ATAS
Call For Your Free information Kit Today. plaque paying tribute to the medium |

T. Rowe Price can help. Call options, so you can decide that describes itself as the uninvited
for our free kit on managing what's best for you. Because guest in your living room is easy to
the payout from your former we'd hate to see your retire- miss, located as it is on one of the
employer's retirement plan. The ment plan go all to pieces. salmon-colored columns that frame
kit clearly explains the pros and 4 the returns/exchanges-only entrance.
cons of all the distribution 1-800-541-6127 A burnished profile of the Emmy stat-

ue stands in relief at the top, but most
people pass by, carts loaded with

Invest With Confidence everything including the kitchen sink.
TR H° It stands as yet another reminder of
Jowelrtice television’s ever-mutating status and
Request a prospectus with more complete information, including management fees and other charges and just how hard it is to get noticed when
expenses. Read it carefully before you invest or send money.

the average 18-t0-49-year-old adult
clearly has his or her mind on other
things. —Bersy Sharkey

T. Rowe Price Investment Services, Inc., Distributor. IRAR044295
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On hand for the Television Bureau of
Advertising forecasting conference in
New York: (. to r.) Joe Tirinato, svp,
TVB; Marv Goldsmith, president of
sales & marketing, ABC; Ave Buten-
sky, president, TVB; Peter McCamp-
hell, Media General; and Jeff Roberts,
vp, director of sales, Seltel

Travel & Leisure editor Nancy
Novogrod (c.) presents Robin and
Peter Tauck with Best Outfitters
award at T&L's recent World's Best
Awards gala at New York's

Four Seasons Restaurant

Details publisher Linda Mason (l.) with singer Natalie Merchant, one of
several artists who performed at the Details-<ponsored Red Hot +
Rhapsody event at New York's Webster Hall benefiting AIDS relief

One business publication is read by more people arcund the world than any other. Business Waek.
It's the first choice of business readers and the smart choice of those who wish to reach them.

BusinessWeek

Most Read. Best Read. Worldwide.

www.bustnessweek.com A Divisian of The McGraw Hill Companies
AOL: Keyword: BW 1998, by The Mciraw-Hill Companies, Inc.
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CALENDAR

Conde Nast's GQ will pre-
sent the GQ Men of the Year
Awards Oct. 21 at New
York’s Radio City Music Hall.
Dennis Miller will be the
host; award presenters will
include Madonna and Whit-
ney Houston. Contact: 212-
880-7289 or 212-880-6616.

The Advertising Club of
New York and the Maga-
zine Publishers of America
will present New York
Magazine Day on Oct. 28 in
the Grand Hyatt's Empire
State Ballroom. Keynote
speaker will be Steven Brill,
editor of Brill’'s Content.
Contact Jamie Kelmenson
at 212-533-8080.

The Folio:Show will be held
at the New York Hilton &
Towers Nov. 2-4. Keynote
speakers will include Bruce
Barnet, president/CEQO, Cah-
ners Publishing; and Edward
Lewis, publisher of Essence.
Contact: 203-358-3751.

Advertising Women of New
York will host a luncheon on
Nov. 4 at the New York
Hilton & Towers with guest
speaker Faith Popcorn,
chairman of BrainReserve,
focusing on how trends
affect ad campaigns and
marketing strategies. Con-
tact: 212-593-1950.

The American Advertising
Federation will present the
annual AAF Leadership in
Marketing Communica-
tions conference Nov. 5-8
at the Loews Santa Monica
Beach Hotel in Santa Moni-
ca, Calif. The conference
will focus on the potential
of six fast-growing target
audiences: youth, women,
seniors, gays, Hispanics
and African Americans.
Contact Marjorie Valin at
202-371-2306.
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Media Notes

NEWS OF THE MARKET

WB's Foxx in the UPN House

Telepictures Distribution, the
boutique syndication division of
Warner Bros., has sold the fall
2000 off-network run of the
WB’s The Jamie Foxx Show to
69 television stations (repre-
senting 73 percent U.S. cover-
age), including several Chris-
Craft/United Television UPN
affiliates. The deal with Chris-
Craft/United is an unusual
departure for the Warner Bros.
division, given that other recent
Warner off-network sitcoms
and dramas have been sold to
Tribune Broadcasting stations
(Tribune is a 25-percent owner
of the WB network). Chris-
Craft/United’s UPN flagship
WWOR in New York, KCOP in
Los Angeles and WPWR in
Chicago have all signed up to
carry Jamie Foxx.

WGN Conjures Up Sabrina
WGN-TV, Tribune Broadcast-
ing’s Chicago flagship, has picked
up the local off-network broad-
cast rights to ABC’s Sabrina, the
Teenage Wirch. Contrary to previ-
ous industry speculation, WGN’s
cable superstation will not give
Sabrina national exposure and
syndicator Paramount Domestic
Television is offering broadcast
exclusivity to TV stations around
the country. Sabrina will enter
the off-net market in fall 2000.

Business Week Goes to Court
Business Week and Court TV will
team up to cover Microsoft’s
antitrust trial with a weekly, 30-
minute TV show, beginning at

7 p.m. on Oct. 22 (the expected
opening day of the trial). The two
companies will also jointly pro-
duce daily trial updates on the
Web on their respective sites. The
show, Microsofi on Tiial, will be
hosted by Court TV anchor Ray-
mond Brown and will include BW

staffers Susan Garland, who cov-
ers the Justice Department; legal
affairs editor Mike France; com-
puter industry editor Amy
Cortese; and Steve Hamm, who
covers Microsoft.

Ziff-Davis Kills 3 Titles
Computer magazine publisher
Ziff-Davis will delete three
titles—Equip, Internet Business
and Windows Pro—and cut 350
jobs or 10 percent of its U.S.
workforce. The recent down-
turn in tech stocks led Z-D to
bail out of its weaker proper-
ties and focus on its high-pow-
ered brands such as PC Maga-
zine and PC Week, and
high-growth titles including
Yahoo! Internet Life.

Toy Story: TV Bests Movies
For the first time in years, toys
licensed from hit TV shows are
expected to outsell those based }
on popular theatrical movics
this holiday scason, according to
the annual Duracell Toy In-
dustry Forecast. Kids movies

Edited by Anne Torpey-Kemph

have had a lackluster year at the

box office, clearing the shelves
for toys based on TV hits

including Teletubbies, the BBC
series now in U.S. syndication,

and Nickelodeon’s Blue’s Clues.
Licensed products from Winnie

the Pooh and Rugrats are also
expected to sell strongly.

Overall toy sales are expected to

grow more than 5 percent this

holiday season, according to the

report, produced for Duracell

by Michaels Opinion Research.

TM Acquires Senior Golfer
Times Mirror Magazines has
acquired Senior Golfer from
Weider Publications. Senior

Golfer will join Times Mirror’s

Golf Magazine Properties
group, which inciudes flagship
Golf, Met Golfer and official
publications of the PGA Tour,
Senior PGA Tour and the
LPGA Tour.

Univision Taps CBS Sales Vet

KMEX-TYV, Univision’s Los
Angeles flagship station, has

Forman Tops Times Mags

The New York Times Co. last week named Leonard Forman
president and CEO of its magazine group. Forman, who has
worked for the Times’ planning and corporate development

units, most recently as a

senior vp, will be re-
sponsible for the compa-
ny's three magazines:
Golf Digest, Golf World
and Golf Shop Opera-
tions. James FitzGerald,
who previously held the
position, will retire from
day-to-day supervision of
the group and serve as an
advisor for one year. Last
year, the Times sold six
tennis, sailing and ski titles
to Miller Publishing Group.




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

Every week, Barron’s reaches the rich and powerful in the comfort of their own homes. Nine times a year, it
also reaches them in the privacy of their own airplane seats. Barron’s readers typically take to the wing 80 percent
more often than other affluent adults. They’re nearly 50 percent more likely to participate in frequent-flyer pro-
grams. And spend almost two-thirds more on luggage. (Not a kad audience if you happen to manufacture fine
leather goods.) Making Barron’s a remarkable advertising tool: a magazine that delivers large amounts of air time.

Source: Barron's Primary Reader Survey, Beta Research Corporation, 1995; 1997 Mendelsohn Affluent Survey. © 1998 Dow Jones & Company, Inc. All Rights Reserved DWES.
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named former CBS national
sales executive Mark Dante as
East Coast national sales manag-
er. Dante, who has served as
CBS TV Stations’ national
account exec since 1993, will be
responsible for developing
KMEX’s East Coast ad sales,
working with his West Coast
counterpart Peter Poullopoulos.

RNC Spends $7 Mil in Spot
The Republican Party is helping
to turn around what looked like
a lackluster season for political
spending at local TV stations.
The GOP has launched a §7
million campaign to promote
the party’s image and core val-
ues. Approximately $3.5 million
has been designated for 15
region-specific ads, said Barry
Bennett, a partner at Arlington,
Va.-based Strategic Media. The
National Republican Congres-
sional Committee has dropped
about $400,000 in Columbus,
Ohio and Las Vegas, according
to insiders. Until late Septem-
ber, broadcasters had bemoaned
a weak third quarter and a slow-
starting political season. But rep
firm execs, including Alan Brit-
tain, vp/sales manager at Blair
Television, expect a 10 percent
spending increase this year over
the 1996 political year.

TNN Schedules Gospel Doc
The Nashville Network last week
announced it will run The History
of Southem Gospel Music, a docu-
mentary of the history on the
musical genre. The hour-long spe-
cial will premiere on TNN Nov.
12 at 8 pm. and will feature more
than a dozen rare performances
from Southern gospel music lumi-
naries, including the Chuck Wag-
on Gang, the Blackwoods and
Hovie Lister and the Statesmen.
The special also features rare
gospel photos and footage.

Fox Family Syncs Up Series
Fox Family Channel will pre-
miere a new weekly series called
Great Pretenders beginning on
Nov. 7. The half-hour series, run-
ning Saturdays at 11 a.m., will
feature young performers lip-
synching to contemporary music
hits. Girl group Wild Orchid will
host the show, which will feature
five different acts, backed up by
special effects and lighting.

Rate Bases on the Rise
Several magazines have
announced rate-base increases.
IDG’s PC World is up from
1.125 million to 1.2 million,
effective with the January 1999
issue. IDG’s Industry Standard
has raised its guaranteed circ to
more than 100,000, from 60,000.
And Lewit & LeWinter/Free-
dom’s Mode plans to raise its
rate base from 250,000 to
500,000 next March.

AAAAs Signs Smash Client
Smash, a full-service agency
based in Boston, has been elect-
ed to membership in the Ameri-
can Association of Advertising
Agencies. Among Smash’s
clients are NBC and the cable
networks Showtime, A&E, the
History Channel and VH-1.

PR Vet Keeps Sweeps in Line
Faraone Communications, a
New York-based public relations
agency, wants to help TV indus-
try executives figure out when
rating sweeps periods end and
begin. The agency is offering a
1998-99 sweeps calendar free of
charge via fax. To get a copy of
the calendar, which includes
dates for all seven major rating
periods, send an e-mail message
with your name, company affili-
ation and work phone and fax
telephone numbers to
tfaraon@ibm.net.

A ranking of the top 50 brands’ advertising in network prime time

Week of Sept. 28-Oct. 4, 1998

Rank Brand Class Spots
1 MCDONALD'S G320 72
2 BURGER KING G320 49
3  1-800-CALLATT B221 24

COLGATE TOTAL--TOOTHBRUSHES D219 24
5 LITTLE CAESAR'S G320 22
6  WENDY'S G320 21
7 DOMINO’'S PIZZA G320 20
PAYLESS SHOE SOURCE--FAMILY V313 20
9  ADVIL--PAIN RELIEVER LIQUI-GEL D511 19
MEINEKE DISCOUNT MUFFLER SHOP V241 19
TACO BELL G320 19
12 SPRINT LONG DISTANCE--RESIDENTIAL B221 18
13 HOME DEPOT V376 17
JC PENNEY--BUSINESS/TECHNOLOGY V420 17
15  FLAIR MARKETING INTL--SPRT GDS DR V851 16
KFC G320 16
17  AT&T LONG DISTANCE--RESIDENTIAL B221 15
LEE--JEANS MEN A142 15
OLIVE GARDEN G320 15
POLYGRAM--WHAT DREAMS MAY COME MV B660 15
21 COLOMBO--YOGURT F311 14
DISCOVER CARD--CREDIT CARD B111 14
NINTENDO 64--CRUISIN WORLD GAME SFTWRG511 14
OFFICE OF NAT’L DRUG CONTROL B329 14
SALON SELECTIVES--HAIR PRODUCTS D390 14
SINGER ASSET FINANCE--CONSUMER SVCS B129 14
27 BUENA VISTA--HOLY MAN MOVIE B660 13
CAMPBELLS--SOUP F210 13
COLGATE TOTAL--TOOTHPASTE D211 13
PILLSBURY--REFRIG. COOKIE DOUGH F141 13
SEARS--MULTI-PDTS V490 13
TOYOTA AUTOS--CAMRY SOLARA T112 13
33 AT&T BUSINESS NETWORK--ONLINE B541 12
BMW AUTOS--3-SERIES T113 12
HAIR CLUB FOR MEN V131 12
INTEL--COMPUTER COMPONENTS B522 12
LENS EXPRESS--DRUGS/TOILETRIES DR V830 12
PONTIAC AUTOS--GRAND AM T111 12
SEARS--WOMEN'S APPAREL V410 12
SONY PLAYSTATION--SPYRO/DRAGON GM SFT G511 12
SUBWAY RESTAURANT G320 12
TIME LIFE--VARIOUS RECORDINGS DIR RES V871 12
43 AMERICA ON-LINE B541 11
FREE MONEY--VARIOUS BOOKS DIR RES v823 11
JC PENNEY--APPAREL MEN & WOMEN V410 1
KODAK MAX--CONVENTIONAL FILM G143 11
MCI WORLDCOM LONG D!ST.--RESIDENTIAL B221 11
PARAMOUNT--A NIGHT AT THE ROXBURY  B660 11
SEARS--AUTOMOTIVE V480 11
SPRITE--SOFT DRINK F441 11

Ranked in order of total spots. Includes ABC, CBS, NBC, FOX, UPN and WB. Regional feeds are

counted as whole spots. Source: Competitive Media Reporting
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How to add weight to your media plan without adding fat.

There's only one way to bulk up your media plan without
adding flab..it's with newspapers. Adding newspapers to your
national television plan, instead of spending an equivalent
amount of additional television, will: ¢ Allow you to reach more
light TV viewers who are better/more affluent customers (a 65%
increase in adults 18-49 within the three lightest quintile groups).

there is no other color on the page. Just ask us for proof).

And NNN makes buying newspapers a <nap. With one call,
one order, one bill and one CPM, and the expertise of one of the
newspaper industry’s most experienced sales teams on your side.

So whether you're planning for Autorotive, Computers,
Cosmetics & Toiletries, Drugs & Remedies, Food, Househald

* Provide you with the lowest cost per reach point ofany Products or Liquor & Beverages, call us to find out how
medium. ¢ Deliver high impact at efficient costs (even m newspapers add real muscle to your media plans.

small space color ads provide incredible impact when

Nobody delivers the paper like we do.

newspaper national network®

New York (212) 856-6390 Chicago (312) 644-1142 Detroit (248) 645-2886 Los Angeles (310) 375-5469 San Francisco (415) 454-9168
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Consolidation
among wholesalers
and a falloff at the
stamp houses
promise to put
substantial pressure
on magazine sales

By Lisa Granatstein
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hese are fat times for magazines. Some
titles weigh more than newborns and muiti-
ple rate-base increases draw a yawn. News-
stands are papered with a dizzying array of
glossies, while mailboxes overflow with
offers of subscriptions for a steal. But
beneath this veneer a circulation crisis is
brewing. While newsstand sales and sub-
scriptions have always played like a Rubik’s Cube, a
confluence of ominous events—the rippling effect
of wholesaler consolidation and consumer disen-
chantment with sweepstakes—foretell big chal-
lenges. “There will be a tough year in circulation,”
predicts Cathleen Black, Hearst Magazines presi-
dent. “There are tougher pressures on circulation
growth, both on the subscription side as well as on
newsstand, and going forward probably more so0.”
Even as unit sales on newsstands continue to
shatter records, several top players have seen a
decade of record lows, with sell-through levels (the
percentage of copies delivered to newsstand that
actually sell) hovering at roughly 40 percent. The
causes vary, from the surge of new titles, spinoffs
and one-shots cluttering the stands to enticing bar-
gain-basement subscription deals. But lately, the
pressing concern for publishers, both large and
small, has been the deepening impact of wholesaler
consolidation. Recent changes in the distribution
process have created a new world order, where cries
from both retailers and wholesalers for deeper dis-
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counts and higher efficiency rates have forced pub-
lishers to rethink newsstand strategies.

Couple the changes in distribution with a current
lack of consumer interest in the sweepstakes that
are used to sell magazine subscriptions, and the pos-
sibility that some if not many titles will experience
significant circulation losses looks morc real. The
pressures to make rate base are intense, and pub-
lishers have been known to do anything to keep their
numbers up. “The issue is, what are publishers sup-
plementing audience turnover with,” explains Alan
Jurmain, Loew & Partners/SMS executive director
of media services. “And at what cost are these pub-
lishers investing in order to drive up their numbers.”

Publishers have long faced something of a Hob-
son’s choice: Keep the circ up at all costs and
become less profitable or let it drop and try to main-
tain profitability as advertisers negotiate lower rates
for fewer readers. What’s different now is that both
newsstand and “stamp-house” circ are getting
squeezed simultancously. And as a result, lower cir-
culation at some titles is a virtual certainty.

The newsstand problem is not particularly new.
Historically, publishers have funneled their maga-
zines through their distributors to hundreds of
wholesalers scattered throughout the country.
Wholesalers have been the key link between pub-
lishers and retail outlets, dropping off new issues
and picking up unsold ones. Distributors, whole-
salers and retailers have each received a share of the
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cover price in the form of discounts. Until recently,
many publishers dumped magazines into the mar-
ketplace, giving little thought to sell-through rates.
Then a little more than three years ago, retailers
permanently altered the distribution landscape by
first consolidating themsclves into powerful con-
glomerates and then pressing wholesalers into bid-
ding wars to handle their magazine business. Those
wholesalers who survived demands for ever deeper
discounts absorbed the smaller companies and
quickly merged into regional behemoths of their
own. Since 1995, the number of wholesalers has
dropped from 275 to 55 outfits (and falling), with
about seven players accounting for more than 80
percent of the market share. What is new is that
these larger wholesalers are now demanding more of
the cover price as they try to meet the demands of
retailers for a bigger take. The publisher has become
the odd person out. “You have large entities who are
trying to put large financial and logistical pressures
on magazines,” says Christopher Little, president of
the Meredith Publishing Group.

How are publishers dealing with this? For a start,
it helps to put out better products at a price on which
retailers can make money. Though single copies for
Meredith’s Traditional Home (775,000-circ) are
down slightly by 1.7 percent to 231,667 through June,
according to the Audit Bureau of Circulations, Lit-
tle says a recent upgrade in paper stock, enlarged
trim size and steady cover price increases have

helped considerably in adding to the magazine’s
pocket positions at grocery store checkouts.

Competing With Batteries and Gum

Over at Meigher Communications, read-
ers purchasing Saveur and Garden Design
have paid a stiff price for the magazines’ lush
photos, premium paper and solid editorial
content. Both Garden Design and Saveur sell
for $5 on the newsstand; in January, Saveur
will be bumped up to $6 (chairman/CEO
Christopher Meigher also claims that more
than 90 percent of subscriptions to the eight-
times-yearly Saveur ($30) and Garden Design
($28) are paid at full rate). “At a higher price
you have more to give [retailers] and in fact
have more profits to keep,” Meigher notes,
adding this is the factor that gets his titles
prime spots at checkout. “We can compete
with batteries and chewing gum in terms of
the margins we produce and the actual prof-
its per unit we produce.” Though both Saveur
and Garden Design have suffcred double-digit loss-
es on newsstands in the first half of this year (owing
to, among other things, cover price testing, and a
bankrupt wholesaler who sat on 4,000 copies of Gar-
den Design, Meigher says), the magazines are
expected to turn about $3.3 million in circ profit by
year’s end.

Still, along with retailers’ newfound interest in

[/ v

Hearst president
Cathie Black: “There
will be a tough year
in circulation.”
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“It's a new structure, the purpose of which is
to bring publisher economics and wholesaler
economics into logical sync so we're hoth
pulling in the same direction,” says Jeremy

Koch, Time Inc.’s head of consumer marketing.

An [alternative] SPIN
on the usual DETAILS.

We have more than twice as many
18-3¢ year-old readers than
Spin and Details combined.
Our CPM is at least 30% less

than either magazine.
Understand? Neither do we.

Meet our 20 million
incredibly hip, active
and loyal readers.
Your clients should
really get to know them.

A N

Alternative Weekly Network

One call. One order. One invoice.
800-727-7988

www.awn.org

Sources: Details and Spin—MRI; AWN—International Demographics

Representing over 100 Newsweeklies Including...

magazines comes added pressures on both
wholesalers and distributors to improve their
efficiency rates. Magazines must earn their
keep on the stands. Wholesalers such as
Dublin, Ohio-based United Magazine Co.
have fine-tuned opcrations to meet the needs
of the 16,000 retail outlets it now services.
To maximize retailer profits (as well as its
own), UniMag has developed a psychograph-
ic database of lifestyle clusters where titles
are married to compatible store accounts.
UniMag has also focused on the racks them-
selves, increasing the number of its display
workers from 150 to more than 1,000 in just
18 months. The result is “we have found our-
selves in a better position to develop a con-
sumer pull system compared to what used to
be a supplier push,” says Gene Alfonsi,
UniMag senior vice president.

“I look at it as though [publishers] made
out pretty well, exploiting the distribution
channel for as long as they did,” notes Rich
Jacobsen, president/CEOQ of Time Distribu-
tion Services, which sells to and supplies
wholesalers with titles from Time Inc. and
Meredith Corp. “Very few publishers out
there are taking active steps to try to better
manage their unsold position or their sell-
through cfficiencies as reflected in the con-
sumer base, or the retailer base...Are we
going to get away with that much longer? No
way.”

Running the Numbers

Retailers once paid wholesalers roughly
80 percent of the cover price, but industry
experts say that figure has now dipped to
between 70 percent and 75 percent. Whole-
salers paid distributors, who sometimes are
the publishers themsclves, 60 percent to 65
percent of the cover price. Now wholesalers
are asking for an extra 2 to 3 percent, which
would leave the national distributor with 58
percent to 62 percent to split with the pub-
lisher. In the end, the publisher is lucky to
net half the cover price. “That’s the reality
of the marketplace,” explains UniMag’s
Alfonsi. “The name of the game is gross
margin dollars, not gross margin percent-
age...Publishers, whether they like it or not,
are really at a crossroads of supporting the
system financially so they can have a viable
vehicle at retail.”

Rumblings of distributors being penalized
with additional percentage points for poor
sell-through rates, demands for new-title dis-
counts, and cxtra discounts based on added-
value services such as in-store displays are
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rampant. UniMag attempted to extract higher dis-
counts from suppliers last year, but publishers
balked. Instead the company now negotiates with
publishers on a case-by-case basis. Knoxville,
Tenn.-based Anderson News Company, a major
wholesaler, is said to have recently proposed a
sliding scale of discounts based on various levels
of efficiency. Anderson News Co. did not return
calls for comment.

A Matter of Economics

Some publishers, such as Time Inc., have
already begun to change their newsstand strate-
gies. Through its sales arm TDS, Time Inc. has
implemented new discount rates based on such
factors as its titles’ churn rates, breadth of distrib-
ution and penetration. “It’s a new structure, the
purpose of which is to bring publisher economics
and wholesaler economics into logical sync,” says
Jeremy Koch, Time Inc.’s head of consumer mar-
keting. “So we’re both pulling in the same direc-
tion and responding to the same economic forces,
which traditionally has not been the case.”
Those publishers that can neither accept nor

afford the new costs of doing business could be
knocked off the shelves. “There are going to be
winners out of this among publishers and there
are going to be losers,” says Michael Pashby, the
Magazine Publishers of America’ senior vice pres-
ident of consumer marketing. “Those who try to
become more efficient ultimately are the ones
who will be able to take advantage of the new dis-
tribution realities.”

While the push for more efficiency will ulti-
mately cut down on newsstand clutter and boost
circulation for the larger-circ books, the process is
also expected to hurt new titles, as well as weed
out smaller and less distinctive ones. For the first
half of this year, 57 percent of ABC members saw
a decline in newsstand sales, according to Capell’s
Circulation Report. In all, industry experts have
predicted that hundreds of titles may soon be dri-
ven off newsstands.

“Small magazines are finding it increasingly
difficult to get distribution display,” says Bob
Guccione, Jr., who launched Gear, a 200,000-circ
men’s magazine in August. Guccione says he
poured $300,000 into newsstand promotions to
pull Gear through the wholesaler system. While he
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“The lines are forming around the block in front of these other sources
[such as PDS], where people are into big-time heroin in just trying to

prop up the rate base,” says Gregory Coleman, Reader’s Digest Assn.

claims his startup received special treatment from
wholesalers as a result of his track record with
Spin, he believes that other small magazines one
day may not get the protection they once enjoyed
from their national distributors. “Individual titles
are going to be treated relative to their size, and
that means only the big guys are going to get
treated well,” he explains. “It’s business.”

These new realities do not spell the end for
new titles, says UniMag’s Alfonsi. “There is a
higher standard of efficiency,” he admits. “But if
it is a product that wholesalers really feel there is
a market for, we would always want to give the
new product a try. New titles are [our] lifeblood.”

Retailers are in fact earning more profits from
magazines, says John Harrington, editor of the New
Single Copy newsletter, “and have therefore become
more enthusiastic about the product, giving it bet-
ter display and more space.” Adds Meredith’s Lit-
tle, the upside “is these larger wholesalers and larg-
er retailers are capable of much bigger display of
magazines and much more sophisticated marketing
of single copies.”

Because of the turmoil in the single-copy dis-
tribution system, pub-
lishers have increasingly
been relying on sub-
scriptions as a sure bet
to maintain rate base
and keep ad dollars
flowing. Each year, mil-
lions of direct mailings
are sent out to lure
prospective readers. By
far the biggest efforts are done by the sweepstakes
or “stamp sheets.” Along with the remote chance
of winning up to $10 million, Reader’s Digest,
Publishers Clearing House and American Family
Publishers offer consumers wildly discounted
deals. PCH and AFP account for roughly 25 per-
cent of all new subscription sales. AFP alone
sends out 840 million pieces of direct mail each
year. And the offers are enticing. Why pay a $2.95
cover price for U.S. News & World Report when
you can have 21 issues for $11.93 through PCH?
Deals such as this have also contributed to the
long-term shift away from the newsstand and a
move towards subscriptions. Though publishers
generally keep only 10 to 15 percent of the pro-
ceeds, increasingly sweepstakes have played a
greater role in sustaining rate bases.

Trouble at the Stamp Houses
As long as subscriptions enabled publishers to
offset their unit losses on newsstand, there was no
problem. This year, however, may go down as
sweepstakes’ annus horribilis. The bomb dropped
in March, when 32 states and the District of
Columbia filed a class action suit against Ameri-
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“Publishers who don't
anticipate or respond to
the changes going on in
the circulation of maga-

zines will have a much
more difficult time than

they have in the past.”

—Chnis Little, Meredith

can Family Publishers, a unit of American Family
Enterprises (which is partly owned by Time Inc.)
for deceptive practices. The suit was quickly set-
tled, with AFP agreeing to tone down its mailings,
but the damage was done. AFP’s bad press quickly
spread to other sweeps as consumers eschewed
their mailings and subscription volume faltered.
“In the short term publishers have seen real sub-
scription volume shortfalls based on what’s hap-
pened this year,” admits Susan Caughman, Ameri-
can Family Enterprises’ president/CEQO. “But it’s
beginning to recover at this point.”

That shortfall may amount to as much as 30
percent this year in subscription volume, says Dan
Capell, editor of Capell’s Circulation Repori. And
while there may be some recovery next year “in the
long term,” he notes “stamps won’t be as big as
they were in the past.”

Publishers are increasingly turning to alterna-
tive agents, including credit card renewal services
and telemarketers, for new subscribers. Agents,
such as PDS (Paid During Service), can act as a
quick fix. While these services offer customers
subscription packages of multiple titles over vary-
ing numbers of years, publishers must pay PDS the
full subscription price, plus a percentage of that
subscription rate. “The lines are forming around
the block in front of these other sources, where
people are into big-time heroin in just trying to
prop up the rate base,” says Gregory Coleman,
Reader’s Digest Association’s U.S. magazine pub-
lishing president. Coleman adds, however, that
using these agents can be a smart short-term strat-
egy but dangerous if relied on for too long. And
while the Digest does not use PDS or similar ser-
vices, “we would consider using it as a very short
term plug,” notes Coleman.

After years of cashing in on direct mailings
through its own sweepstakes, Reader’s Digest
recently took some hits of its own. Through June,
its paid circ fell 2.7 percent to 14.7 million—and
missed its 15 million rate base, according to ABC.
Subscriptions, the company’s bread and butter,
dropped 1.8 percent to 14 million; newsstand
copies skidded by 18.6 percent to 650,394.

Feeling pressures on both the newsstand and
with subscriptions, RDA announced in September
that it wanted to draw younger readers to its flag-
ship. Direct mailings for Reader’s Digest will be cut
back 20 percent to 25 percent with savings reallo-
cated to selling the magazine through direct-
response TV and radio ads. In January 1999, RD
will begin a two-step rate base decrease that will
see its circ lowered its by 17 percent to 12.5 million
effective with the July issue. Ad rates will be
dropped commensurate with the cuts, but the
monthly will add its planned 6 percent ad rate
increase in the new year.

Also announcing rate base cuts this fall was
News Corp.’s TV Guide (soon to be owned by Unit-
ed Video Satellite Group), which said it will slash
guaranteed circ by 9.2 percent to 11.8 million
effective with the weekly's Oct. 17 issue. TV Guide
will both reduce ad rates and, unlike the Digest,
bump up its cover price by 25 percent to $1.49 as a
means of offsetting any losses.

Though Hearst president Black says the sweeps
softness “has impacted some magazines,” the one-
two punch delivered from both subscriptions and
on newsstands will not result in any of its titles
lowering their rate base. Three years ago, Hearst
rocked the industry by slashing its magazines’ cir-
culations, raising cover and subscription prices, but
maintaining ad rates. The move was an effort to
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California has some of the most sophisticated, affluent
buyers in the world.
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American women — they all want to be fun, fearless and

female. It's about enjoying your life, loving your relationship,

your work, everything you do. And knowing that you can

have whatever You want, if you work for it. For Americans, money is very much a game.

-Kate White, Editor-In-Chief, Cosmopolitan A spectator sport. Movies, books, baseball. Everything
today is reported and discussed as a business story.
We're obsessed with the economics of it all.
-Steve Swartz, Editor-In-Chief, SmartMoney

Our concept of home has changed in America. It's no longer
a shelter from the elements. It's a shelter for the soul. \
—-Lou Gropp, Editor-In-Chief, House Beautiful \
\ \
\ There’s been a great shift in our attitude towards nature in this country.
The fact that it’s a limited resource has finally sunk in. For the first time

in our history, a lot of different groups are on the same side.
=John Atwood, Editor-In-Chief, Sports Afield

We're a country of self-invention. Even when

it comes to gardens. American gardens are much less

traditional because we're making up new rules.
—Diana Murphy, Editor-In-Chief, Gardener



| think American women used to feel that things
had to be done a certain way. Now it’s figuring out
what works for you. It’s incredibly exciting.
The changing American woman is changing the world.
-Lesley Jane Seymour, Editor-In-Chief, Redbook
America is a leader in two things: hair and teeth.
They’re two of this country’s greatest scientific achievements.
-Glenda Bailey, Editor-In-Chief, Marie Claire

Americans are going back to handmade things.

Soft edges are more popular than hard edges because

they're more human. | think it's a response to the \

machine age and the growth of technology.
-Rachel Newman, Editor-In-Chief, Country Living The biggest dilemma in this country

Editor-In-Chief, Country Living’s Healthy Living today is what to keep as we go into the

next millennium and what to throw away.

-Nancy Lindemeyer, Editor-In-Chief, Victoria
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ilso a tremendous
-hance.
lown after one try.

| wish Americans knew more about history. There are
lessons we've forgotten. Everything that’s happening today,

the things we get in a stew about, have all happened before.
—-Annette Stramesi, Editor-In-Chief, Colonial Homes

American designers invented sportswear. They introduced pants
and sweaters for women. It’s a look that has become hugely influential.
American clothes are like the Alka Seltzer of world fashion.

-Liz Tilberis, Editor-In-Chief, Harper’s BAZAAR

The biggest issue facing America today? Dumb drivers.
Cars today handle better and it makes people think
they have more ability than they actually do.

—Joe Oldham, Editor-In-Chief, Popular Mechanics

Luxury today doesn’t consist of things. The greatest
luxuries now are time, privacy, peace and tranquility.
—Pamela Fiori, Editor-In-Chief, Town & Country




People focus on the diversity of lives here, but there is :

diversity within lives. America is the land of the second «

Or the third. Or the fourth. In other places people shut «
Remodeling is bigger than ever before because I don’t think we celebrate enough how lucky we are.
people today want stability. WWe don't want to move because —Ellen Levine, Editor-In-Chief, Good Housekeeping
we're constantly surrounded by change.

—Kelly Reardon-Tagore, Editor-In-Chief, Special Publications
\

\ Boating is a perfect metaphor for the American experience. \
\ It’s all about freedom, self-reliance, adventure into
\ the unknown. It’s almost like going back to the frontier.
\ —Peter Janssen, Editor-In-Chief, Motor Boating & Sailing
\
\
\ \ ..
Fifty years ago the American male was returning home \\ \

from war. There was a clear idea of what needed to be
accomplished. That certainty of goal is missing today.

And | think American men feel guilty for having it so good.
-David Granger, Editor-In-Chief, Esquire
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o~ . Y. _"—"\_‘E__i_-
e

e For women of the world

MOTOR BOATING & SAILING HE\RST&&EXG\Z\&ES — k.

= - s s == T
POPULAR MECHANICS

_——  REDBOOK.

, . HEARST MAGAZINES > 4
5—’? Smart Money | P

At Hearst Magazines, we cover America in all its infinite variety.
From families to fashion, medicine to motorboats, relationships to
real estate. And our editors don’t just look around, they look ahead.
Every month, nearly 70 million readers find themselves in our pages.
That's more than any other publisher of monthly magazines. Our
16 titles can put you into the hearts and minds of this country. So if
you want to speak to America, give us a call at 212-649-2199.

Hearst Magazines. We read America.



October 19, 1998 MEDIAWEEK

http://www.mediaweek.com

PAGE 49

hone in on its core readers—and do away
with the marginal ones. During that time,
Hearst attempted to change its mix, placing
more emphasis on circulation than on ad
revenue. Ad pages in 1996 suffered, but the
company held its ground and has since seen
its advertisers return.

“Like smart publishing companies every-
where we will continue to look at what level
of circulation we can sustain at a profitable
rate,” notes Black. Next year, some Hearst
titles’ circ will even rise—Marie Claire is
expected to climb from 650,000 to 700,000,
and Cosmopolitan will grow its rate base
from 2.3 million to 2.4 million.

Other heavy hitters, such as Time Inc.,
have scen some softness with sweeps
response rates. “But it’s manageable,” says
Time Inc.’s Koch. “We’re not talking about
a crisis. We’ll have to spend a little more,
work a little harder and be more creative,
but the rate bases aren’t in jeopardy.”

Just as the older mass titles such as TV
Guide and Reader’s Digest have cut back on
their rate bases this year, more may follow
suit in 1999. “The cost of maintaining circu-
lation levels is so high, unless they get it
back on the ad side, they’ll have to cut
back,” Capell explains. The nearly 100 ABC
titles that raised their rate bases this year
were mostly younger, growing magazines, he
adds, and their growth was duc in large part
to a booming economy and a strong adver-
tising environment. Young titles with rate
base hikes slated for 1999 include: Dennis
Publishing’s Maxim (450,000 to 650,000)
Lewit & LeWinter/Freedom’s Mode
(250,000 to 500,000) and Fairchild Publish-
ing’s Jane (400,000 to 500,000).

With fears of a slowdown in advertising,
not all publishers agree with these smaller
newer magazines raising their rate bases.
“Small magazines are growing into the teeth
of a strong headwind,” notes a publishing
exec at a large company. “When cssentially
prudence is called for, they can’t afford pru-
dence. There’s a lot of evidence to suggest
they shouldn’t be doing this—1999 may be
the year of reckoning for all magazines.”

“Publishers who don’t anticipate or
respond to the changes going on in the cir-
culation of magazines will have a much
more difficult time than they have in the
past,” warns Meredith’s Little. “It requires
more creativity in thinking where and how
to sell your magazine,” Little adds. “But the
opportunitics are there for people willing to
change.”
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Politically Correct

Walter Isaacson’s tactful, shrewd management style keeps 7ime ticking

No Friend of
Bill: The m.e.'s
relationship
with Clinton is
“non-personal.”

By Jeff Gremillion
ike a political candidate buffeted by the polls during an election campaign, Time

managing editor Walter Isaacson has enjoyed and suffered through some wide
swings in public opinion this year. Last March, Isaacson presided over the grand-
est, most publicized magazine event ever, Time’s 75th-anniversary gala at Radio
City Music Hall, featuring a Who’s Who array of 20th century political leaders
and celebrities. That same month, Time topped Adweek Magazines’” annual Hot List, a valida-
tion of Isaacson’s two-year mission to freshen the newsweekly’s tone, shifting it from homoge-
nous, Time Inc.—style journalism-by-committee to pieces more reflective of the writers’ person-
al passions. Time’s ad-page numbers have continued to climb this year—they were up 2.2 percent,

to 1,839, through September—even as competitors Newsweek and U.S. News & World Report

PETER MURPHY

have suffered declines of about 6 percent.

But over the summer, fortune took a seri-
ous spin in the opposite direction. Isaacson had
to manage the fallout from a botched, highly
controversial story that alleged murderous mis-
deeds by the U.S. military during the Vietnam
War. Thirty years ago, “Tailwind” was the code
name for a military operation in Laos, an oper-
ation terribly mischaracterized in a CNN re-
port and a June 15 Time article as intended to
kill American defectors and facilitated by
nerve gas. Last summer, “Tailwind” took on an
entirely new meaning—a journalistic/synergis-
tic fiasco that took Time and CNN parent
Time Warner weeks to sort out and drew in the
highest levels of the military. CNN staffers
who produced the TV piece also wrote the
companion Time article, in the very first in-
stallment of Time Warner’s ballyhooed syner-
gy vehicle, Newsstand: CNN & Time.

“It was like a kick in the gut to me,” Isaac-
son says of Tailwind. He seems eager to accept
responsibility for the blunder, and to spin the
whole nasty mess as a reminder of Time’s pow-
erful place in the media world.

“CNN had done previous shows that talked
about similar types of things,” Isaacson says.
“It was only when it was printed in Time mag-
azine that it kicked up such a controversy. It
reminds us that we have to be on guard every
single day about our credibility and our author-
ity and getting things right.”

While some accounts of the gaffe included
speculation that Time Warner officials direct-
ed him to print a version of CNN’s Tailwind
account in Time, Isaacson says the story was
published on its merits. “We’ve done many sto-
ries that we got from outside organizations, be
it CNN or a book excerpt of some kind,” he
notes. “You don’t always re-report ever ything.
CNN had spent eight months reporting this
story. They had talked to more than 100 peo-
ple. It wasn’t like they made it up. We looked
at all the supporting documents. It seemed like
a solid story. When we went back later and re-
interviewed, we found people who said, ‘The
transcript might say that, but that’s taken out
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Yet thanks in part to Isaacson’s (and |
Time Warner vice chairman Ted Turn- |
er’s) full-disclosure-style apologies, the
public seems to have let Time and CNN
off the hook. In a Wall Street Journal/

of context. They pushed me into saying that.”” |

Two weeks after the Tailwind piece ran in
Time, Isaacson, in an Editor’s Note, pledged “a
full and fair examination of the charges and
countercharges.” Two weeks later, another Edi-
tor’s Note appeared, titled “Tailwind: An Apol-
ogy.” Isaacson retracted the story and apolo-
gized for the mistake. (CNN also retracted its |
Newsstand report and fired three producers.)

“As soon as we realized there was a problem
with it,” Isaacson says, “we wrote in the maga-
zine that we were going to get all the details and
find out all the facts and we were going to put
them out there. We found out the story was
wrong, and we dumped everything into the
public record, page after page of documents,
saying here’s what we did wrong. At least we
tried to come clean and hide nothing.”

Isaacson believes he’s learned from the epi-
sode. “I don’t think there’s a big danger of mak-
ing the same mistake again,” he says. “I don’t
think we’ll take an investigative piece and put it
in without checking it. We’re gonna make peo- |
| ple at the magazine responsible for the truth of |
everything we put in the magazine.”

Still, some media-watchdog types say
Time has yet to make an adequate penance.
“[Time] got away with murder,” says Suzanne
Levine, a media commentator and former
| Columbia Journalism Review editor who be-
| gan her career as a Time Inc. fact-checker. !

“They need a bigger mea culpa. This was an
| effort to participate in synergy that went too
| far. The journalism suffered.”

Within Time Inc., especially among editor-
ial staffers who work closely with corporate
partners on broadcast projects, Tailwind caused
serious damage. “This has confirmed our worst
fears,” laments a high-level Time Inc. editor.
“We shouldn’t be in the TV business.”

NBC poll last month, Time ranked higher than
any other magazine or newspaper for objectiv-
ity and fairness. (CNN was tops among all me-
dia.) “Time magazine still means something,” |
says Pam Levine, Carat Media Buying Services
vp. “If you ask most consumers now [about
Tailwind], they probably won’t even remember.”
Tailwind has not slowed Isaacson’s
drive to expand Time’s horizons with partner-
ships and brand-building projects that display
the editor’s talent for mixing good journalism |
and savvy marketing. Isaacson, an ac-
complished author of biographies, is particu-
larly enamored of projects that feed his passion
for history. The Time 100, highlighting the most
important people of the century, is a partner-
ship with CBS, which airs prime-time news spe-
cials in conjunction with each special issue. The
third edition in the series arrived on newsstands
this month (the sixth and final installment is
scheduled to come out in late 1999). |
The Time 100 is an example of what the
outgoing, politically shrewd Isaacson has been
able to pull off. “Walter’s done more to raise
the profile of this magazine than anyone else in
a very long time,” says Nancy Gibbs, a Time
senior editor who also happens to live down the |
block from the boss in suburban Bronxville, |
N.Y. “People think they know what Time is. It’s
an old, established institution. You’re not going
to make any impression on anyone if you can’t
get them to pick it up. You do whatever it takes
to get them to read it that first time. There’s a
PR challenge, no question about it.”
Isaacson’s promotional and political skills |
are by no means limited to traveling the party
circuit and appearing on talk shows to draw the
spotlight toward Time. He’s become something
of a goodwill ambassador for his Bronxville
neighborhood, recruiting Gibbs and Time assis- |

“It was like a kick in the gut to me,
Isaacson says of the Tailwind
debacle. “We have to be on guard
about our credibility and our
authority and getting things right.”

3

tant managing editor Priscilla Painton to a med-
ia enclave that’s also home to Forfune m.e. John
Huey, political consultant Ed Rollins and execs
from The New York Times and ABC News.

As Isaacson approaches his third anniver-
sary as m.e. in January, he has several chal-
lenges to consider, including the magazine’s cov-
erage of the Clinton scandal and possible im-
peachment proceedings. The political-candidate
comparison again applies, as Isaacson has spent
a good part of this year rebuffing characteriza-
tions that he is soft on a major public issue—the
president. “I think we’ve been fair and straight
and good,” Isaacson says of Time’s coverage,
adding that archrival Newsweek and others
“swing radically” in favor of, then against, Clin-
ton. “We’re definitely not pro-administration.”

Naysayers point out that Isaacson and Clin-
ton are both baby-boomer Rhodes Scholars
from the South and that the president appeared
as the guest of honor at Time’s 75th-anniver-
sary bash just after the Lewinsky story broke.
“My relationship with [Clinton)] is totally pro-
fessional and non-personal,” Isaacson says. In
fact, the editor has shown some tenacity in
probing the president’s actions. In an April
interview aboard Air Force One, Clinton
declined to answer several pointed queries
from Isaacson, including when the editor asked
“How can that be?” after the president sug-
gested he had not known that executive-privi-
lege claims had been made on his behalf until
he’d read about them in the press.

Considering his comfort level with the pol-
itics that goes with his job, it’s quite possible
that public office could be in Isaacson’s future
after Time has passed him by. “Maybe I'll go
back to New Orleans and run the paper, maybe
run for mayor,” the Big Easy native says. Itisn’t
the first time he’s half-joked that Louisiana pol-
itics may be his next calling. “But I’'m so lucky
to have this job, especially now. To be editor of
Time at the end of the century and the begin-
mng of a new millennium is an amazing thrill.
You can’t believe how lucky I feel.” |
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Survey reveals that
people of color

make up less than

7 percent of magazine

£ November 1998

1

By John Masterton

Welcome to the first edition of
the Mediaweek Magazine Moni-
tor, which will report magazine
advertising-page sales for
monthlies, weeklies, biweeklies
and bimonthlies. This week, we
look at the monthlies and the
weeklies.

The list was derived from Pub-
lishers’ Information Bureau files.
Every effort was made to contact
all PIB magazines and invite
them to participate. To date, the
vast majority have. The lists will
grow over time as more publish-
ers begin reporting.

The Mediaweek Magazine
Monitor, MMM for short, groups
titles together in a way that we
believe will be most useful to the
advertising buying and planning
community. Thus, titles are
grouped by category with their
major competitors and then sub-
divided into general demographic
groups. This way, buyers may

continued on page 54
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A Long Way to Go
To Achieve Diversity

It would come as no surprise to anyone who
works for a magazine that the industry has a
long way to go to achieve racial diversity. In an
effort to determine just how far the industry
does have to go, Mediaweek contracted Fairfield
Research Inc., a media-research firm, and Ray-
mond-Karsan Inc., a human resources consult-
ing firm, both based in Lincoln, Neb., to con-
duct a human-resource profile of the editorial
and sales/publishing sides of the American mag-
azine industry.

October 19, 1998 MEDIAWEEK

Based on the 165 magazines contacted, only
6.1 percent of professional staff are people of
color, specifically African American, Hispanic
American, Asian American or Native Ameri-
can. Professional staff was defined as editors,
executive editors, associate editors, managing
editors, contributing editors, full-time writers,
freelance writers, group publishers, publishers,
associate publishers, sales managers, and inter-
nal sales people. On the editorial side, only 6.1
percent of the staff of America’s top 3(X) mag-

| Mediaweek Monthly Magazine Monitor

RATE RASE CIRC. CURRENT PAGES % CHANGE YEAR m % CHANGE
PAGES LAST YR TO DATE CAST YEAR

00-IT-YOURSELF
Adults 25-54
FAMILY HANDYMAN 1100000 1,126939¢ 5471  53.39 247% 572.20 555.38 3.03%
TODAY'S

HOMEOWNER10 950,000 9550678 54 35.09 53.89%  465.04 430.85 7.94%
CATEGORY TOTAL 108.71 3848 22.86% 1,031.25 98623 ,  5.17%
ENTERTAINMENT
Adults 18-34
PREMIERE 600,000 6027918 8501 86.45 -1.67% 638.2 694.97 817%
SPIN 525000 5353928 852 93.28 8.66% 9234 917.16 0.68%
ust 1,100,000 1,101,2228 5266 85.75 -3859% 52888 69488 -23.89%
VIBE 600.000 6062378 11567 111.47 3 7% 99157 897.34 10.50%
CATEGORY TOTAL 33854 6.9 -10.19% 308205 . 320435 -3.82%
ENTHUSIAST
Adults 18-48
AUDIO None 1003708 5132 816 -37.11%  559.46 756.03 -26.00%
BACKPACKER 205000 2747088 60.13  62.67 1.405% 64169 581.3 10.39%
BICYCLINGT0 100.000 1006612 418 65.77 3645% 583.76 7.06__ -20.80%
BOATING None 2088142 12625 91.26 38.34% 143449 1277.27 12.31%
CAR AND DRIVER 1.200,000 1,219,708% 14598 170.26 214.26% 129047 134 1 -3.86%
CAR CRAFT 375000 3854992 5137 5489 452% 589.28 537.95 9.54%
CHEVY HIGH

PERFORMANCE 175000 1884192 4l  84.36 o 89754 9095 | -1.32%
CIRCLE TRACK I58.800 1300168 7877 81.27 -3.08%_ 943656 _.956.36 -1.23%
CRUISING WORLD 155,000 147,005 10167 94.74 7.31% 1.227.58 71,194.0Z 281%
CYCLE WORLD { 3_1_0,,000 3238548 6281, 6362 -1.27%  877.66 756.26__ 16.05%
DIRT RIDER 170,000 1799792 8864 10891 -1861% 97985 1.016.48 -3.51%
FLYING None 3086548 97.67 6098 60.17%  858.55 727.87 17.95%
FOUR WHEEL

& OFF ROAD 350000 377.3178 117.25 107.23 9.34% 10938 1.144.07 -4.39%
GOLF DIGEST DID NOT REPORT
GOLF MAGAZINE 1,400,000 1,469,0782 11585 89.02 30.14% 1,268.22 1,098.48 16.45%
HOT ROD 750,000 8180108 = 8892 8164 8.92%.. 968.19 645.16__ 50.07%
MOTORBOATING

& SAILING “bne 1244708 17234 18057 456% 1684.16 1,789.66 -5.89%
MOTORCYCLIST 240000 2405998 4929 4598 __7.20% 68696 56876  22.94%
MOTOR TREND 1,150,000 1.188,8632 11428 10761 6.20% 1002.62 959.83 4.46%

continued on page 54
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Magazine Professionals:
Both Sales & Editorial Departments
Magazine Professionals Diversity Study

Includes Editors; Executive Editors: Associate Editors: Managing Editors; Contributing Editors: Full Time Writers:
Fre:-Lance Writers: Group Publishers; Publishers: Assaciate Publishers; Saies Managers: Iternal Sales People

Black 2.55%
Hispanic 1.50%
Native American .32%
White Asian American 1.70%

93.93%
s '_f-.
i TR

azines are people of color. Only 6.7 percent of
the sales and publishing staff are people of col-
or. While all racial minorities were significantly
underrepresented in the editorial and sales/pub-
lishing staff of America’s magazines, the best
represented minority was Asian American (an
index of 46 percent against the total U.S. popu-
lation). The least-represented minority was His-
panic Americans (a 14 percent index against the
total U.S. population).

Smaller-circulation magazines have under-
represented minorities more than larger-cire
books. For example, on average, only 4 percent
of the professional staff at magazines with cir-

average, 7 percent of the protessional staff were
people of color at magazines with circulation

U.S. Magazine Professionals Compared
with Total U.S. Professionals

M USA Popu lation ’ Magazine Professionals

Black IR 16

-

Hispanic 10.7%
1.5%

3.7%
1.7%

Native . 9%
American | .3%

Asian

Source: Fairficld Research, lng,

over 500,000},

‘ The Fairfield analysts developed a stratified,
random and representative sample of magazines
that would be surveyed about the diversity of
their editorial and sales/publishing statf. Ray-
mond-Karsan analysts assisted in developing the
survey instrument and worked with Fairtield as
it ficlded the study. The sample of magazines
was stratified according to circulation: circula-
tion over 3 million, 4 percent; cire 2-3 million, 5
percent; circ 1-2 million, 18 percent; circ

Editorial Departments*

Magazine Professionals Diversity Study

*Includes Editors; Executive Editors; Associate Editors: Managing Editars;
Contributing Editors: Full-Time Writers; Free Lance Writers

Black 2.43%
Hispanic 1.21%
Native American .51%

Asian American 1.92%

culation under 500,000 were people of color. On |

Mediaweek Magazine Monitor
gt Monthlies |

FOOD‘.\ WINE compare competitive magazine ad-page per-

-4 ; formance against their competitors, against |
lassic Thankglving the competitive group and against the cate-

L L Ll e
ok

T Mk sy we gory as @ whole. As the list of magazines
that are participating grows, new categories
and demographic subgroups will be added.

Overall, the good news continues for the
magazine business, with the monthlies that
reported posting a 2.57 percent increase in
ad pages in the month of November com-
pared with the same month last year. Year-
to-date, these magazines are up 4.17 per-
cent in pages.

Among the categories, the Entertainment
group is having a slow go of it, with all the

continued on page 56
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C RMEBASE  CRC. CURRENT PAGES % CHANGE YEAR YD %CHANGE
PAGES LAST YR. T0 DATE LAST YEAR l
ENTHUSIAST
Adults 1846 (continesd)
ORGANIC
GARDENING® 600,000 6598202 2417 323 -25.17%  226.26 2838 -20.27%
PETERSEN'S

PHOTOGRAPHIC 200,000 2023082 9627 10202 t_-5.64%. 1,029.07 942.53 9.18%
POPULAR

MECHANICS 1,400,000 14253962 8504 6739  26.19% 71034  659.41 7.72%
POPULAR

PHOTOGRAPHY 450,000 4547413 19698 17558 © 12.19% 1.849.65 1,761.71 499%
ROAD & TRACK 735,000 737,362 13897 15146 . 825% 1.260.83 13497237 -655%
ROD & CUSTOM 130,000 1360608 877 9058  W]IBY 1,03559 1.011.62 2.37%
SAILING WORLD 60,000 60,1382 4975 3896  27.70% 413 44341 6.86%
SALT WATER

SPORTSMAN 150,000 1503543 6821 6037 ~ 12.99% 92463 83278 11.03%
Sk 400,000 4183322 15472 16315 . 5W% 71929 72912  -1.35%
SKING? 400,000 401,303% 13571 1664 -18.44% 58623 57885 1.27%
SKIN DIVER 200,000 200,692 __5967 848 -29.63% 74062 85527 -1341%
SPORT 750,000 751,0592 © 5152 3857  3358% 34677 35092  -1.18%
SPORT TRUCK 200,000 2002592 14 - 84.06 876% 946.49 © 89421 5.85%
TENNIS! 775000 7759358 4537 6408 -29.28% 71756 78301 -836%
VIDEQ'10 750,000 2503288 5816 8731 -3339% 35257 4584  -23.09%
YACHTING None 1323412 17472 191.08 B856% 154705 159085  -2.75%
CATEQORY TOTAL I Y A% M0 .0 1.58%
FASHION/BEAUTY l
Women 1924
ALLURE 750,000 799,373% 12749 11413  11.71% 12403 1,26905 -2.27%
MADEMOISELLE 1,100,000 1,158,2743 107 134.21  -2027% 1207.92 1,197.04  091%
MARIE CLAIRE 650,000 7348413 13161 124.77 548% 1,137.39 1,122.32 1.34%
NEW WOMAN DID NOT REPORT
Seqment Total 1.1 mn A88% 258500 (17 P T )
FASHION/BEAUTY |
Women 1849
COSMOPOLITAN 2,300,000 2,581,9858 176.07 169.92 362% 182852 173607 533%
ELLE 900,000 941,770 17961 169.27 6.11% 191283 198284 -353%
GLAMOUR 2,000,000 2,208,926 20958 19015  10.22% 187384 177634  549%
HARPER'S BAZAAR 700,000 7265823 15212 13254  14.77% 142647 140808  131%
VOGUE 1,100,000 1,1255858 264.86 253.63 443% 248165 257197 -351%
Segmont Total U 986 1% HuH (7 Y] 51%
FASHION/BEAUTY
Women 25.54 |
VICTORIA 950,000 959,599 67.82. 485 3984% 4823 470.1 2.60%
Soyment Total 082 M 4 " mny 200%
CATEGORY TOTAL 19898 199192 % 15122 §369088 (77,3
FOOD/EPICUREAN
Adus 2654

BON APPETIT 1.000,000 1,059,0283 13382 134.53 053% 103642 78825 31.48%
FOOD & WINE 775,000 8833818 11917 13582 -12.26% 84166  755.15  11.46%

continued on page 56



MEDIAWEEK PRESENTS THE I3TH ANNVAL

MEDIA ALL-STARS

The Editors of MEDIAWEEK are looking for the best people
in our business. Take a look at last year's winners and you'll
get the idea.

We invite you to nominate a media professional for
the 1998 awards. The deadline for nominations is
Friday, October 30

TO NOMINATE, YOU MUST

be a working media professional or media saies rep or
research supplier doing business with agencies and buying
services. Nominations are limited to two per person.

TO NOMINATE, YOU MUST

submit a complete ballot which includes the reasons why
you think your nominee should be selected as a winner.
Winners are chosen based on overall excellence in their
field based on exceptional performance on a specific project
or account. Enclose an extra sheet of paper if necessary.

Your Name

Title

NOMINATE THE 1998 MEDIA ALL-STARS

Company

Address

City

Luncheon sponsor

S NBC

Participating sponsor

€he New York Eimes

Presented by

Reception sponsor

CATEGORIES: Media Director Magazines
Planning Spot Television
Research Radio
National Television Newspaper
or Cable Out-of-Home
New Media
Category
Nominee
Title
Agency
Address
Phone

This person is an all-star because

Please complete this ballot and mail it to Betsey Geller, Special Events
Coordinator, MEDIAWEEK, 1515 Broadway, 12th Floor, New York,
New York 10036 or fax it to Betsey's attention at (212) 536-5353

If you prefer, you can register your ballot online by logging on at
www.mediaweek.com

For further information, please call (212) 536-6537
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750,000-1 million, 13 percent; circ 500,000-
750,000, 18 percent; circ 300,000-500,000, 35
percent; less than 300,000 circ, 8 percent. The
survey has a margin of error of plus or minus 7.3
percent at the 95 percent level of confidence.
Initially, Fairtield interviewers attempted to

Sales/Publishing Departments
Magazine Professionals Diversity Study

*inchudes Gronp Publishers: Publishers; Associate Publishers.
Sales Managers; laternal Sales People

Black 2.42%

Hispanic 2.01%
Native American .20%
Asian American 1.51%

contact the human resources departments of
magazines and publishing companies. “We
found that most human resources departments
we contacted would not disclose any informa-
tion about the profile of their cditorial and
sales/publishing staff,” said Brad Zumwalt,
Fairficld project director and analyst. “We did
guarantec confidentiality with regard to their
individual responses. As well, we were talking
about the demographics of a group of employ-
ees, not individual employee information.”

One reason for this, said Bill Erickson, a
director of Raymond-Karsan, is that “the
nature of the HR job in many companies is
increasingly compliance-oriented. It does not
surprise me that HR executives were uncom-
fortable in talking with Fairficld’s interviewers.
It is safer to not open one’s company to possible
compliance weaknesses.”

Fairficld interviewers then began contacting
the editorial and publishers’ offices directly and,
overall, found good cooperation. “The staff and
executive level was more than willing to talk
with us,” said Zumwalt. “As well, we got a good
amount of anecdotal information from our
interviews. Many publishers told us they receive
significantly fewer applications from people of
color than they’d like. With regard to the edito-
rial staff, we were told that it was the magazines’
experience to see minority J-school graduates
gravitate to the more social publishing world of
newspapers and the clectronic media.”

“The data make it clear. Nearly 94 percent
of the editorial content of America’s top magu-
zines is developed by professionals whose life

Age Profile: Both Sales & Editorial Departments
Magazine Professionals Diversity Study

55 and Over
- 4.0%
18-34 Years O\ .
y _43.! /

35-54 Years Old
54.0%

http://www.mediaweck.com
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continued from page 54

for the year.

books off 10.19 percent in November. Us was
down 38.5 percent for November and is down
23.8 percent year-to-date. Spin was down 8.66
percent for the month but is up 0.68 percent
for the year. And Premiere was down 1.67 per-
cent in November and is off 8.17 percent for
1998 so far. The bright spot in the category
continues to be Vibe, which posted a 3.77 per-
cent gain in November and is up 10.5 percent

The Enthusiast category remained basically
flat in November, as it has been for the year.
Several books, however, are posting some wide

RATE BASE CIRC. CURRENT PAGES % CHANGE YEAR L] % CHANGE
PAGES LASTYR. 10 DATE LAST YEAR

GOURMET 850,000 8793312 12413 13577 857% 114822 1,108.26 3.61%
CATEGORY TOTAL a2 8512 -1.15% 263 265166 1L13%
GENERAL INTEREST
Aduits 18-49
GEORGE 400,000 4192142 8178 79.67 265% 62643 638.57 -1.90%
IN STYLE 900,000 1,151,0248 1982 14543 36.79% 1,622.09 1718978 - 36.34%
VANITY FAIR 1000000 1,118,895% 18885 180.77 3.20% 169564 14856/ 14.13%
Seyment Total 45653 5.47 1495 184006 kxila v 19.01%
GENERAL INTEREST
Adults 25-54
THE ATLANTIC

MONTHLY 450,000 462,035 60.31- 64.32 6.23% 486.03 502.62 -3.30%
HARPER'S 205000 2152668 3066 37.33 =17.87% 306.41 2994493 2.31%
NATIONAL

GEOGRAPHIC DID NOT REFCH1
READER'S DIGEST# 15,000,000 14,675,5412 110 80.49 6.66% 92259 1.004.18 8.13%
SMITHSONIAN 2,000,000 2,088,299 96.3 79.97 2042%  653.31 654.59 0.20%
Seyment Total w1 %21 4% b2 k2 2460.883 316%
CATEGORY TOTAL e §67.98 14.34% 83125 §T14.303 9.31%
HEALTH/FITNESS
Women 13-49
AMER. HEALTH

FOR WOMEN® 1200000 1,004,6728 6683 53.17 2569% 518.25 494.97 4.70%

FITNESS?0 900,000 1,004,3918 66582 66.13 ~047% 68579 652.09 5.17%
PREVENTION 3.000.000 3,152,8148 9172 96.71 1'% 91085 853.26 6.75%
SELF 1100.000 1,149,506 117.22° 124.1 5.63% 1.260.74 1,252.37 0.67%
SHAPE DID NOT REFTHR!
Segment Tetal 159 w2 0.48% 1371583 2528 3%
HEALTH/FITNESS
Men 13-49
FLEX DID NOT REFQRT
MEN'S FITNESS DID NOT REPORT
MEN'S HEALTH 450,000 1,587,573% 100.8 87.38 16.36% 810.66 772.08 5.00%
MUSCLE & FITNESS DID NOT REPORT
RUNNER'S WORLD 455,000 492,881 _ 321 ; 4504 -28./3% 450.07 g -12.13%
Segment Total 1329 1322 0.36% 126073 128428 1.43%
CATEGORY TOTAL my 7264 0.3%% 4636.36 453697 21%%
KIDS
BOYS' LIFE 1,300.000 1,370,247 917 422 I 11012 139.62 -21.13%
CONTACT KIDS10 300000 312,2498 3 7 51187 43.33 -13.34%
KIDCITY0 260,000 2552798 2 4 50.00% 3583 k31 -3.16%
CATEGORY TOTAL {1 R3] 532 -1536% LW 2682 -15.45%
LIFESTYLE
Mea 18-34
DETAILS 475000 4762902 1UB.52 101.86 6.54% 1,012.42 L b 4.59%
DETOUR 100.000  112,000¢ 635 61 410% 664.5 667.25 0.41%
Seyment Totai 1mae 16285 5.62% 167692 1635.22 255%
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. experience is not in sync with nearly one-third
MO}]thl[eS ‘ of the Arr'ler.ican people,” said Gary Gabel-
seasonal swings. house, Fairficld CEO. “When one takes the
The Fashion/Beauty group had a good show- long view, one may consider asking a very
ing among the Women 18-49-directed books, important question: If magazines’ diversity
with a 7.29 percent gain for November. But stays relatively the same, will magazines truly
year-to-date the group is essentially even with be a medium for and about the American peo-
IasTt_gle:;\:r. Py e S . i o ple of the next millennium?”
714 eer?:Znt ob?;ts e:r t?) d?a\::an thzvea:?e ir’ £ From a human resources perspective,
14 13ppercen’t Gezeral T bogks hadpa ‘ Erickson said, “A serious commitment to
go;)d month, up 14.34 percent, and are having diversity can enrich the culture of a company
a good year as well, up 9.31 percent. Health and actually improve overall employee satis-
and Fitness remains flat. ) faction and the work environment... Diversity,
Setinvediomgadrad | particularly at the professional and leadership
_ Pe—— _ L e - levels, can enhance the depth, perspective and
RATE BASE CIRC. T e LU R A BT e creativity of America’s magazines.”
_— —— — Other study findings: More than half (54
LIFESTYLE percent) of the editorial and sales/publishing
Nes 1349 . . 5. A vearsof 2
ESQUIRE 650,000 6720732 10299 7443  3837% 7214 53637  34.50% Safffwere hatwegnog f""d,SJ' yl ‘_‘”;;’t age. lee
GENTLEMEN'S average magazine professional is 37 years old.
QUARTERLY 650.000 7002443 3143 3143 0.00%_1859.28 167595 10.94% More than half (55 percent) of the magazine
MEN'S JOURNAL 5501000 5669432 9139 87.29 470% 833.45 6.1 17.94% ’ professionals are females. As with age, the inci-
PENTHOUSE DID NOT REPORT N ) . o ’
PLAYBOY 3150000 3151.495° WRES 4493  2609% 5023 5097  -1.45% dence of females is consistent across both the
Segment Tatal 56533 52085 BS% 39643 us 122 sales and editortal side of the house.
CATEGORY TUTAL 13066 1418 852%  num 88518 s Fairfield completed the surveys with mag-
MATURE MARKET [ azines from 57 different publishing companics
R between Oct. 1 and Oct. 1(), including the fol-
MODERN MATURITY ID NOT REPORT lowing: Condé Nast; Gruner + Jahr; Hachette;
NEW CHOICES™ 600,000 61 1,441: 3304 4421 25.27% 42857 47982  -10.68% Hearst; Primedia; Meredith; New York Times
SUNSET 1,425,000 1,464,5592 [107.05 12033 -16.02% 1,061,071 1,004.14 5.66% . , ishing: ader’ :
S bR DS a5 DAREET 1ess . fuse Co.; Petersen Publishing; Reader’s Digest
OUTDOORS -
Ben 13-54 -
BOWHUNTING® 160.000 160,348 3805 4812 -2093% 37564 386.8 -2.89%
FIELD & STREAM 1.750,000 1,757,5432 7875 5868 34.20% 817.86 66232  23.48% a a ZI n e s
GUNS & AMMO 575000 5975708 4499 39.94 12:64% 410.63 42964 -4.42%
HANDGUNS 150,000 160,829 33.35 3567 ER 3133 323.04 -3.02% -
HUNTING 350,000 350,633¢ THT39T 65.02 2096%  360.71 46489 _ -22.41%
OUTDOOR LIFE0 350,000 13680232 6957 61.95 1230% 543.06 523.58 3.72% I r e
QUTSIDE 526000 5412422 364  124.41 964% 1,173.08 1.106.2 6.05%
SALT WATER & -
SPORTSMAN 150,000 1503548 6821 = 60.37 1299% 924.63 83278 _ 11.03%
SPORTSAFIELD'0 450000 4532022 7429 5451  3629% 49543  5E5.89  -15.44% e Ia Ix
CATEGSRY TOTAL 5% 54867 MY MMM TS 147% l
PARENTING/FAMILY
FAMILYFUN ".035,000 10647892 (10578 110669  USb%_ 6775 62187  8.95% MPA StUdy shows
FAMILY LIFE'0 400,000 4036592 [370.16  89.73 22.77%  572.29 45325  26.26% . .
CATEGRRT TOTAL 5% 1R LM% 12n R 6% prlnt WOI‘kS Wlth TV
PERSONAL FINANCE
By John Masterton
Adaits 1854
KIPLINGER'S s Media planners know well the adage about
PERSONAL FINANCE ‘,000000 1,064,461 - 92.12 -14.24% 829.93 863.3 -3.87% advertisers not knowing which half of their
MONEY ,900,000 19350142 _126.06 13256 490%.1.090.16 118363 _ -7.90% advertisi orks and which doesn’t. N P
MUTUAL FUNDS 750,000 742,492 a7 426° 469 509 -7.86% AGVERASING WORES B0 WG A0S S (NOw @
SMARTMONEY (700,000 7244958 11828 12454  £03% 1,148 99548  11.99% new Magazine Publishers of America study
CATEGSEY TOTAL WM w2 LI LR A3 from market rescarcher Millward Brown
SCIENCE/TECHNOLOGY | tries to add impact while trimming waste.
Mes 1324 Although it doesn’t quite pinpoint
—— g q pinp
DISCOVER ‘,2000@0 1,206,7458 60.14_ 64.78 -1.16% 480.32 e7.45 -15.35% which half of media Spcnding is w'dsted'
POPULAR SCIENCE'0 11,655,000 1562,353% 6253 7173 -12.83% 539.6 62835 -14.12% the MPA report does claim to help identify
SCIENTIFIC AMERICAN 21D NOT REPORT . i . o e e
SPECTRUM, IEEE one 304430c 6199 6933 -1059% 48794 60097 -1881% which media mixes can be most effective.
WIRED 4UU,000 415256a 1409 18539  -24.00% 1,135.1 117319 -3.25% N ‘isinel i s J
YAHOO! INTERNETLIFE 400,000 4039232 8427 562  4995% 583 3746  5563% ot 4 bt e 0eE | e t“‘it”ﬁr;) !
CATECORT THTAL nn W W 1n% e TT™ good bit of magazine spending atongside a

Continued on page 60 full television schedule to achieve the best



Adlink is the innovative approach to television advertising that
will help you reach more of the audience you really care
about— the customers most likely to buy your products. With
Adlink’s digital interconnect that links 24 cable networks
offering top programming across more than 70 cable headends,
| T°S | | TV
you can actually segment the enormous Southern California
market. Now you can tailor the buy and your creative mix.
Geographically, demographically and psychographically. And
you can reach the entire cable market simultaneously with one
buy, one tape and one invoice. It's as close to direct marketing

as the medium and the technology allow. It’s Targeted TV.




ADLINK
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MPA cxecutive vp of marketing, who wi on its rebound, with November pages up 38.37 per-
detail study resglts during her An?crlca.n | cent and year-to-date pages up 34.5 percent.
Magazine Conterence presentation  in 8 The Personal Finance category may be beginning
Orlando this week. ué? to feel the effects of the global financial mess. The
Even though publishers have been % group was down 7.04 percent for November,
pitching this message for years, she says, ! which helped flatten year-to-date. Upstart Smart-
| —the-difference—now—is—that it-—stands up- Money took a 5 percent hit in November, but the
under scrutiny from Millward Brown, an title remains up almost 12 percent for the year. »
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N PAGES LASTYR. 10 DATE LAST YEAR
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Wars: The Cilntons.
Then and Now

Issue Current Issue Date

Date Pages Last Yr.
NEWS/BUSINESS
Business Week 19-0ct  109.92  20-Oct
Economist 10-Oct 56.5 11-Oct
Newsweek 19-Oct 67.2 20-Oct
People 26-Oct 8239  27-Oct
Timet 19-Oct 75.3 20-Oct
US News & World Report DID NOT REPORT
CATEGORY TOTAL mu
ENTERTAINMENT/LIFESTYLE
Entertainment Weekly 16-Oct 56.71 17-Oct
Time Out New York 14-Oct 756 15-Oct
TV Guide DID NOT REPORT
CATEGORY TOTAL 121
SPORTS/LEISURE
Sports lllustrated 19-Oct 4977  20-Oct
The Sporting Newss 19-Oct 1466  20-Oct
CATEGORY TOTAL LYY
SUNDAY MAGAZINES
Parade 18-Oct 1060  19-Oct
USA Weekend 18-Oct 1119 19-0ct
CATEGORY TOTAL 2.
TOTALS 609.84
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As with the charts on monthly publications
that begin on page 52, with this issue Mediaweek
introduces a regular update on ad-page perfor-
mance of major weekly magazines.

This information is presented as a ready refer-
ence for time-pressed print planners, not a horse
race among publishers. This is why, for example,
the newsweeklies and weekly business books run
in the same category, to more accurately reflect
the selling environment in which they operate.

The figures that will appear in this space each
week are meant to represent a title’s national-
equivalent ad pages. Since most books do a brisk
business in targeted ads in demographic and
regional editions, these tallies should not be con-
strued as the be-all and end-all of any particular
magazine’s fortunes. They should, however, help
indicate where many advertisers are finding
opportunities.

It’s also worth noting that the year-to-date
results normally present a clearer picture of a
magazine’s fortunes than issue-to-issue compar-
isons because of such variables as special issues
or ad sections lost or gained from the same week
of the previous year.

Pages Percent YD YTD Percent
last¥r. Change Pages Last Year Chnge
114.13 -369% 307027 30399 1.00%
68.97 -18.08% 220325  2250.53 -2.10%
79.82 -1681% 175299  2001.93 -12.44%
66.03 2478% 313795 3126568 0.39%
74.01 1.74% 2088.21 996.82 458%
402.96 -289% 1225266 12414.86 A%
28.68 97.73% 140007 142553 -1.79%
50.4 50.00% 254000 19033 3345%
79.08 §.1% B nan 18.36%
572 -1299% 2167.68  2189.46 -0.95%
15.97 820% 6748 565.96 21.38%
nu -11.84% ne8 274642 354%
16.04 -3392%  498.24 538.66 -7.50%
10.72 438% 48535 538.07 9.80%
76 1857% 993.58 1976.713 -8.65%
581.97 478% 20018.80 19565.84 21%

E.. ESTIMATED PAGE COUNTS. NOTE: 1998 YTD TOTALS FOR EW AND S| ARE MEDIAWEEK ESTIMATES.

Morcover, Miller argues, the report—
which will be followed in February by an
A.C. Nielsen survey of how magazine
advertising impacts product sales—has
lessons for advertisers forced to absorb
ever higher TV costs to reach increasingly
fractionalized viewing audiences. “If you’re
already a heavy TV advertiser, there comes
a point of diminishing returns,” she says.
“Instead, why not put incremental media
spending into magazines to rcach light TV
viewers and grow your awareness levels?”

The study has some roots in a landmark
1991 Family Circle study that sought to
draw correlations between print advertis-

ing and in-store purchase activity, accord-
ing to Rebecca McPheters, an MPA con-
sultant who helped create the FC study
when she was an executive with the now-
defunct New York Times Women’s Maga-
zine Group. Among lessons from the FC
project, McPheters says, is that the MPA
purposely chose a nationally projectable
sample from Millward Brown, a rescarch
company major advertisers already know
well. Plus, she says, the Family Circle study
was proprictary to a single magazine. This
covers the entire magazine industry and is
much more indicative of the effectivencss
of an entire medium.” |

Laschever
Publisher, GQ

Q. What’s been the biggest change for you
since coming to Condé Nast in July from
American Express Publishing? A.Thada |
great 10 years at American Express Pub-
lishing [most recently as vp/group pub-
lisher in charge of Departures, Your
Company and Skyguide). 1 really grew up
there, and they gave me my chance in
this business. Coming to Condé Nast is
like going to play for the Yankees,
because I look around at the other pub-
lishers in the company and I feel like I'm
playing on a team of all-stars. Having
been a reader of G for as long as [ can
remember and to be captain of the team
is a really amazing opportunity. Q. What
has impressed you most about GQ’s Men
of the Year franchise? A. What impresses
me is the power of the GQ name and
how the award is really coveted by the |
sports and Hollywood role models that
get nominated. This event [Oct .21] also
brings the magazine to life. It has
become a real important part of the
marketing plans for a lot of our advertis-
ers—the November issue will carry 317
pages. All of the excitement of the show,
the tie-in with VH and the added value
of bus-back [ads], data research and the
fact that this will generate over half a bil-
lion media impressions makes this a very
important event for advertisers. Q. Who
is attending this year’s event? A. The pre-
senters are cqually as impressive as the
winners. The presenters include Madon-
na, Whitney Houston, The Artist, James
Earl Jones and Willem Dafoe... What
also makes this so much fun is one
moment I’m having a conversation with
an advertiser and my assistant will come
in to tell me Madonna’s manager is on
the phone. Q. Do you think your access
1o the stars will threaten your most-eligi-
ble-bachelor status? A. Yes, it could. In
fact, 1 don’t want to start any rumors
about Cameron Diaz and me, but I'm
kind of seeing....Well, the truth is I saw
her once in There’s Something About
Mary. A boy can dream, can’t he?
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»Wired Digital, San Francisco, has selected l
At Hand Network, Pasadena, Calif., as the exclu-
sive provider of HotBot’s yellow pages listings.
At Hand is a joint publishing venture between
Ameritech, Chicago, BellSouth, Atlanta,
SBC Communications, St. Louis, and
U S West, Denver. Users of Wired Digital’s
HotBot navigation portal will be able to search

the business listings of seven providers of
Internet telephone numbers.

» EBay, San Jose, Calif., which runs an auction
site, breaks its first national ad campaign this
week to build awareness in advance of the hol-
iday season. The campaign, via The Acme Idea
Company, South Norwalk, Conn., is the first
campaign from former Pepsi-Cola Co. chief
marketing officer Brian Swette. Ogilvy & Math-
er, New York, handled the media buy with
Acme. The ads, which will air on radio and in
magazines such as Parade, People and Enter-
tainment Weekly next month, carry the
tagline: “You just might find it at eBay.”

« Columbia TriStar Interactive, Culver City, Calif,,
has signed a distribution deal with Tripod,
Williamstown, Mass., to promote the TV show
Dawson’s Creek on its site. Tripod users will
be able to create enclaves within the show’s
virtual community, Capeside.net, which is
located within the Dawson’s Desktop Web site.
In addition, Tripod will promote the show and
the site to users.

» At the annual Association of National Advertis-
ers conference in Naples, Fla., Oct. 11, Casie,
the Coalition for Advertising Supported Infor-
mation and Entertainment, recognized the
following clients and agencies for creating out-
standing interactive ads: Procter & Gamble and
agency Blue Marble for Scope; John Hancock
Variable Life Insurance and ModemMedia.Poppe
Tyson; Avon Products and Think New ldeas; and
Dell Computer and Grey Interactive.

*Yahoo, Santa Clara, Calif,, has acquired Irv-
ington, N.Y.-based Web marketing firm
Yoyodyne Entertainment for just under $30 mil-
lion in stock. The acquisition will permit the
Yahoo ad sales force to tailor promotions to
particular advertisers directed at the Web des-
tination’s 40 million monthly visitors or
25 million My Yahoo members.

*Ford Motor Co., Detroit, relaunched its Web
site, fordvehicles.com this week, which gives vis-
itors access to vehicle information, Ford-brand-
ed merchandise, promotions, updates on Ford
professional racing activities and the ability to
request price quotes from a dealer. Also, Mazda
Motor Co., Irvine, Calif., has embarked on a Web
ad ecampaign for its new Protege. The campaign
was created by CKS Group, Cupertino, Calif.,, and
W.B. Doner & Co., Southfield, Mich. !

Fox Vowing to Get in Net Game
By Leveraging TV Division

BY BERNHARD WARNER—Vowing—some
skeptics would say, yet again—to become a
top media company for news, sports and
entertainment on the Web, News Corp.’s
News America Digital Publishing arm is
relying on its television division to plug its
online properties. As part of the plan,
NADP last week broke the first of three
irreverent 30-second spots
for Fox Sports Online, via
CIliff Freeman & Partners,
New York, on its Fox
Sports Net stations to
raise awareness and build
traffic to the site.

It’s the biggest
promotional effort to date
for any NADP property,

which also include Iox New spots show sports fans going to
News Online and TV Guide absurd lengths to stay on foxsports.com.

Entertainment Network,
or TVGEN. “Our goal is to be No.1or2in
each of the [news, sports and
entertainment] categories by the end of
the fiscal year [in June 1999),” said Matt
Jacobson, executive vice president of
NADP. The effort comes after several
years of pursuing a variety of online
strategies, including the aborted iGuide
initiative, a precursor to TVGEN that was
born in 1996 after it parted ways with its
Net partner MCI.

Until now, Fox has been quieter than
rival media companies in building and
promoting its Web properties, leaving

IBM Close to Naming New
Roster of Interactive Shops

BY ADRIENNE MAND—IBM is nearing a
decision in its interactive agency review and
could make a choice as soon as this week.
The business, expected to be split among
several agencies, could total tens of millions
in revenue for the winners, sources said.

Company representatives declined
comment. Sources said the review, which
initially included as many as 130 shops, was
now down to less than 10 contenders.

Some of the agencies believed to still be
in the pitch include: OgilvyOne, New York,
IBM’s lead agency; Nicholson NY, Think
New Ideas, New York; Studio Archetype,
San Francisco; and Strategic Interactive
Group, Boston, all of which already handle
work for the Armonk, N.Y.-based company.
Modem Media.Poppe Tyson, Westport,
Conn. and Brand Dialogue, New York,

www.foxsports.com

making a ditference

|

many to ponder whether the network is
serious about digital media. For example,
ABC and CBS dominate online sports with
espn.com and cbs.sportsline.com,
respectively, and NBC, through its
MSNBC.com site, is in a battle for domi-
nance of online news with CNN.com.

Still, Fox watchers have speculated the
media company will burst
onto the scene by acquiring
a portal. Scott Ehrlich,
senior vice president and
executive producer of
NADP dismissed the
speculation, stating that for
now the company wants to

build momentum for
its Web sites “from
our traditional broad-
casting property.”

For example, it’s

leveraging its Fox Sports TV coverage and
personalities by customizing Web-only pro-
gramming from Fox Sports pro football

announcers Pat Summerall and
John Madden.
However, Ehrlich and Jacobson

acknowledged that the company still is
interested in the possibility of acquiring a
portal in the future, but right now most of
them carry too high a price tag.

“As soon as we see a deal that’s more
reasonable, we’d pull the trigger,” Ehrlich
said. “We absolutely will pull the trigger
and we’ll pull it fast.” B

Young & Rubicam’s interactive division, also
remain in the hunt.

Sources said OgilvyOne, whose parent
company, Ogilvy & Mather Worldwide, han-
dles the IBM business globally; likely would
keep most of the business. The rest will
probably be split by division amongst
other shops.

IBM and Microsoft lead the pack in
online advertising, both spending approxi-
mately $7.7 million in online media during
the first quarter of this year. The IBM fig-
ure represents a 148 percent increase over
the same period in 1997.

IBM is known for using the Web for
more than just branding, and for employing
rich media in its ads. In addition, the com-
pany utilizes the Web for customer service
and electronic commerce. #
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AT FLYCAST WE BELIEVE that you can never have too much of a flyc(lst

good thing—even on the Net. That's why we manage your Web network
buy across hundreds of sites for what you'd normally pay for
single-site placement. How do we do it? Through a unique blend
of people smarts and smart technology, we're able to optimize your buy on the fly,
thus delivering a lower cost per click. (The fact that we serve hundreds of millions of ads

monthly may have something to do with it, too.) If achieving better results at a fraction

of the cost sounds like a good idea, give us a call. And get more of what you're really after.

Fycast is 3 tragemark of Fiycast Communications Inc.

WWW.FLYCAST.COM 1-877-FLYCAST (toll-free)
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*Internet “roll-up” company iXL, Atlanta, has
acquired Santa Clara, Calif.-based Pantheon

Interactive, a design and engineering firm with
clients including Cisco, Microsoft and Xerox.

*NetGravity, San Mateo, Calif., announced its
Global Profiling Service, which will give cus-
tomers access to an anonynmous consumer
profile database that helps target ads and mes-
sages. MatchLogic, Redwood City, Calif., will be
the premiere provider of classic demographic
data. Aptex Software, San Diego, Calif., will pro-
vide online behavioral analysis.

*Netscape Communications, Mountain View,
Calif, rolled out a consumer-oriented fall line-
up of content on Neteenter’s Kids & Family and
Entertainment channels. Partners include the
Rolling Stone Network, Children’s Television Work-
shop, BabyCenter and Yucky.com. The expanded
general interest content is intended to strength-
en the company’s position as a portal.

+ Four online stores have formed a network that
will promote each other’s sites to consumers.
Music store CDnow, Jenkintown, Pa., computer
seller Cyberian Outpost, Kent, Conn., children’s
toy retailer eToys, Santa Monica, Calif., and
movie site Reel.com, are building the network,
which is scheduled to launch in November.

*CNNfn.com, New York, is partnering with Dis-
cover Brokerage, San Francisco, to provide its
users with access to Discover Brokerage’s
online trading services. Discover Brokerage will
provide CNNfn.com users with links to imme-
diate and actionable news items from its site
that will aid online trading. In addition, users of
the trading service will be able to view up-to-
the-minute CNNfn news. The service will
launch on the site this quarter.

*Ad network DoubleClick, New York, and
ARtaVista, a division of Houston-based Compag,
will launch the AltaVista Holiday Shopping
Guide during the last week of October. The ser-
vice includes a directory-like structure and
interactive gift guide. Participating companies
include Amazon, N2K, 1-800-Flowers, Reel.com,
DVD Express and Junglee. AltaVista and Dou-
bleClick will promote the guide on the AltaVista
homepage and through an extensive online
advertising campaign.

* According to a new study by InterMedia Adver-
tising Solutions, New York, Internet advertising
experienced a sharp upward trend in the first
quarter of 1998, with the top 25 categories
inereasing spending by a total of 92 percent
compared to the same period last year.

*Ad network ADSmart, Andover, Mass., has
namned John Federman, publisher of PC Week, to
the post of chief executive officer.
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OgilvyOne Recruitment Effort
Embraces the Great Outdoors

BY SUSAN KUCHINSKAS—A good employee
must be hard to find, if New-York based f
OgilvyOne Worldwide is trying to take
them off the streets. The interactive shop
launched a  highly-unusual recruit-
ment campaign Oct. 5, eschewing
headhunters or classifieds in
favor of a poster appearing on
sidewalk displays, in subway sta-
tions and as “wild postings” on
construction sites in New York.
The agency is also conducting an
in-house posteard campaigh.
Produced by the creative
team of Bruce Lee and Julie
Lam and account supervisor
Christian Carino, the poster
shows a bald African American
man, head in hands, and the copy
line: “Use it wisely”—referring
to his brain. Its only other copy is
the instruction, “Resumes to |
OgilvyOne.com.” The in-house postcard
effort uses the same visual and the line,
“Anyone come to mind?” It promises people
who find OgilvyOne employees a bounty of
$1,000 for additions to the professional staff

OgilvyOne proves good
people are hard to find.

and $750 for
administrative staff.

“All the ads were strategically placed,
surrounding our competition,” said
OgilvyOne spokesperson Mary Fichter.
“The point of this is to attract the top talent
around the city and across all
disciplines.”

Headhunter Bonnie Halper,
executive director of New York’s
Sendresume.com, mused,
“Maybe they’re having a hard
time finding people because they
don’t know where to look.”

The campaign doesn’t exact-
ly have competitors quaking in
their Doc Martens, either. Said
Jon Schneider, vice president,
marketing director in the New

York office of Bronner Slos-
berg Humphrey’s Strategic
Interactive Group, “I haven’t noticed them,
and I would probably be highly sensitized
because I [used to work at] Ogilvy Direct.”

Nevertheless, Fichter said the agency
had received 200 resumes in the effort’s
first week. B

additions to the

MSN.com Upgrades with
New-Look Car and Travel Sites

BY SUSAN KUCHINSKAS—It’s been a busy |
two weeks for the Microsoft Network. This |
week, the Redmond, Wash.-based MSN
launches redesigned sites with new fea-
tures for its two main channels, Expedia
and CarPoint. Their debut follows a
redesign of the MSN main page and
announcements of new partnerships with
real estate brokers and listings services for
its HomeAdvisor service.

The changes are part of a push by MSN
to turn its assemblage of independent
consumer sites into an integrated, |
Mierosoft-branded unit. Microsoft spokes-
people report traffic is up at all sites. |

MSN Expedia (formerly Expedia.com),
the travel channel, debuts today with a new
interface for better functionality and a new
look that’s more consistent with the
revamped MSN.

A “Special Deals” section has been
added in which travel-related advertisers
can buy “slots” to highlight their travel bar-
gains. Special Deals can be updated by the
advertisers themselves. Advertisers also
maintain their own reservation bookings,
though eventually it may be undertaken by

MSN. There are 40 travel partners in the
program, which launched in January of
1997. Erik Blachford, lead product manag-
er, said he expects advertiser participation
to grow by 50-100 percent in the next year.

Launching Oct. 22, the beta version of
MSN CarPoint 3.0 includes new features
for both the general car-buying public and
auto dealers. “Personal Auto Pages” let
users fill in a car profile, which then gener-
ates a customized auto maintenance
schedule with e-mail reminders. Site
content includes information about
maintenance procedures and costs.

“The Used Car Marketplace” has been
revised to allow for more focused searches,
including customer management and
response tools available from the 2,000 deal-
ers in the network. Dealers pay to
participate and must agree to pricing and
service guidelines.

On Sept. 14, Microsoft announced its
plan to bolster HomeAdvisor by including
service features from brokerages such as
Coldwell Banker Bain, Seattle, Wash., and
Prudential California Realty, Sacramento,
Calif,, plus eight realtor listing services. B
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A million home

ages! Now that’s
a community worth talking about.

Talk City has passed the 1 million home page mark, putting us squarely
in the top tier of home page providers. A-d, just as important, according to Media Metrix,
Talk City tops all competitive sites—including GeoClities—as determined by average time spent on site per visit.,
No surprise, then, that mainstream media giants NBC, Hearst and Cox Interactive recently invested in Talk City
and chose us to provide community services to their online offerings. No surpris, either, that mainstrzam
advertisers like Procter and Gamble, Sears, and Sony Entertainment choose

¢ 9 y
b ]
Talk City for their online community advertising. So why not give us a call and ‘M (!

see what the fastest-growing community site can do for your online advertising. On-line Cormmunities

New York 212.836.4363 Chicago 3129571230 Newport Beach 714.646.907C

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

*The Community sites category is defined by Talk City. The time spent measures are from the June 1998 Media Metrix At Home WWAV Audience Measurement Report.

Join the Conversation.
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Heart Association
E xercises Online

Blue Dingo Digital, New York, has created
a new advertiser-sponsored fithess Web site
for the American Heart Association that
leverages the possibilities of interactivity to
educate visitors about the benefits of
physical activity.

The site, www.justmove.org, serves a pri-
mary audience of adults aged 25-55 at all
levels of physical activity. Rusty Breedlove,
new media director for the American Heart
Association in Dallas, said that in addition to
educating Americans on the cardiovascular
benefits of physical activity, the site is also
intended to motivate users to reduce their
risk of heart attack or stroke regardless of
their current level of activity.

Among the site’s features are a My Fit-
ness section that determines users’ appropri-
ate activity levels. Fitness News provides
health-related stories from the Reuters news
serviee, and the site also has an event calen-
dar for AHA events and a bulletin board area
for users to communicate with each other,

Another feature, scheduled to go live in a
few weeks, brings the concept of online per-
sonal training to the Web. In the Exercise
Diary, users log the type of activity they will
T do and what their

2 goals are. An inter-
active “personal
trainer” function
will monitor their
progress, sending
motivational tips
and e-mail
reminders with “a
very friendly prod-

ding” if they fall
\ behind, according
L to Joe Beatrice,
JEa5> president of Blue
your personel tness ssiwer | Dingo Digital.
It's better for your heart. Blue . | ‘It’s almost like
Dingo helps the AHA work out it’s external to
* you,” he added.

“It’s somebody that’s going to keep up with
what you're doing.”

Users may also opt to be part of a national
fitness database to see how their activity cor-
responds with others of their age and gender.

Bayer Corporation is currently the exclu-
sive sponsor, with its aspirin logo attached to
fitness and health facts throughout the site.
The AHA may consider future non-compet-
ing sponsors to defray expenses, Breedlove
said. The site will be promoted through AHA
materials, public service announcements, at
AHA events and on other AHA sites.

The AHA launched its flagship site,
www.americanheart.org, in September 1995,
and has several consumer and professional
sites providing information on nutrition,
stroke, congestive heart failure, and high
blood pressure. —Adrienne Mand
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‘Web Ratings Companies’ Union

May End Online Traffic Grldlock

BY ADRIENNE MAND—With the cry for stan-
dardization of Web measurement reaching
a fever pitch, probably no development has
done more for the cause than the decision |
last week by two of the industry’s competi-
tors—until now locked in a heated online
ratings battle—to merge.

The companies, New York-based |
Media Metrix and Atlanta-based |
RelevantKnowledge, had been notoriously
outspoken about the superiority of their
own latmgs methods. Meanwhile, the

; online media industry
has recently seemed to
want nothing more
than a peace treaty.
For instance, measure-
; ment standardization
B was one of the big top-
ies at August’s Future
of Advertisers |
Stakeholders Summit
~ hosted by Procter

& Gamble.

Thus, industry lead-
ers last week applauded the formation of
the new entity, which will keep the Media
Metrix name and add the tagline, “The
Power of Relevant Knowledge.”

Richy Glassberg, senior vice president,
general manager of Turner Interactive
Sales, as well as vice chairman/treasurer of
the Internet Advertising Bureau, said, “I
think it’s a very positive move ... Instead of
focusing on the product needs, they're
focusing on solving workplace issues,” such
as measuring online usage in business and
at universities.

However, he cautioned that while the
merger is a good first step, it remains to be
seen if Media Metrix will fill the role it sees
in the industry as the chief source for audi-
ence information.

Mary Ann Packo, who had been presi-
dent and chief operating officer of Media
Metrix, will retain those titles. She said last
week the eompany will become the “leader
in interactive audience meaurement, com-
bining the strengths of each [company] and
measuring all digital media.”

In terms of further management
shifts, Jeff Levy, who was CEQO of
RelevantKnowledge, and Tim Cobb, presi-
dent, now are vice chairmen of the Media
Metrix board. Media Metrix chief executive
officer Tod Johnson will retain his title.

The stock-for-stock transaction for an
undisclosed amount creates a 90-employee ‘
company that ean measure 15,000 Web sites
and poll 40,000 people. Its combined client |
list of 250 companies includes Microsoft,
America Online, Intel,

Packo: the new entity
will lead the industry.

| companies also had different methods of

Motors and Yahoo.

If the merger will quiet the standardiza-
tion controversy that has roiled the industry
at least since RelevantKnowledge’s 1997
launch, some of that tongue-wagging will be
taken up by talk about which company’s |

| model the newly-merged entity will follow:

RelevantKnowledge was formed by for-
mer Turner executives Levy and Cobb
partly in response to perceived problems
several years ago with Media Metrix’s tech-
nology and methodology. While Relevant
Knowledge said it could deliver traffic data
in real-time, Media Metrix relied on its
panel to mail a disk of online surfing infor-
mation back to the company.

RelevantKnowledge also felt it would
have greater success in tracking the hard-
to-follow market of business users. The

building a panel of users.

The new Media Metrix plans to use a
hybrid model that will track Web and |
America Online usage in real-time and col-
lect offline usage data by analyzing disks
that users’ send back to the company.

Levy said the merger is in response to
an industry-wide call for a reliable
measurement with one methodology. He
downplayed the companies’ previous
blcke1 ing, explaining that an apples to

. == apples”  comparison
shows their methods of
g collecting data yield
similar results 99 per-

| cent of the time.
Although there
are other Web

8 audience measurement
firms, such as Milpitas,
i Calif.-based |
NetRatings, Relevant-
Knowledge and Media
Metrix were the two ‘
leading companies in the category. |
However, further competition is on the
horizon. Nielsen, the leader in television
ratings, has long been expected to go
public with a plan to enter the Web
measurement field.

Media Metrix proposes five new areas of
concentration: a larger sample of business
users, including business-to-business trans-
actions and electronic commerce; more
frequent delivery of data; integration of
audience data with server data so clients
can compare unique visitors to hits; inte-
gration of quantitative with qualitative
research; and the introduction of global
data with international panels. The |
November data will still be collected from
separate panels. B

vy:—merger spurrd »
need for standardization.




A valuable consumer insight from
your friends at Sony Online Entertain

The Station.

R We've ve Got Your Game

The Station <station.sony.com> is where it's at for online fun seekers, with the Net’s #1 To advertise in the |
gameshows and games like JEOPARDY!, Wheel of Fortune, The Dating Game, Tanarus, B Eh ittt o1 ipanins s N
College JEOPARDY!, and more. People also come to Sony for sonymusic.com and the SOny o7 cneck out |

Pictures sites to get the latest on the music, movies and TV shows they love. Sony Online http://ads.station.sony.com/adinfo
Entertainment is the place to find just about any demographic you want to reach, enjoying a
world of online entertainment. And according to our findings, ENTERTAINMENT IS GOOD.
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ZapMe Beams
Into Classrooms

As Internet access and computer skills
become crucial for students, trading them
for ad space doesn’t seem as alarming as it
did when Chris Whittle introduced his
Channel One service in 1989.

Or so it seems as San Ramon, Calif.-
based ZapMe Corporation prepares to
launch a satellite-based computer network
for schools on Wednesday. The company
has more than 100 schools in 12 states
signed up, and a long waiting list.

ZapMe will provide the complete infra-
structure for middle and high school com-
puter labs free in return for selling adver-
tising space in a window on its proprietary
Web browser. In exchange, schools receive
15 Pentium II Compaq PCs; Compaq
servers; a suite of Microsoft products
including Office Suite and SQL DataBase;
17-inch Philips monitors; satellite uplink
facilities by GE Americom; and TIBCO
Software data transmission applications.

Most of the technology companies are
providing equipment in return for adver-
tising on the system rather than cash.
ZapMe estimates the total value of the ser-
vice to be $9,500 per month, per school.

“We initially tried to sell the service
[directly] to schools,” said chairman and
CEO Lance Mortensen, “but we discovered
that the schools don’t have any money. We
realized, ‘Free is good.””

The school district is responsible for
registering students on the service.
Parents sign permission slips authorizing
access only to ZapMe’s “extranet” of
around 10,000 Web sites
or full Internet access.
Either service includes
e-mail, bulletin boards
with dynamically gener-
ated content (so that, for
example, kids don’t see
information designed for teachers), moni-
tored chat during limited hours, and
search using AltaVista’s technology.

A proprietary browser application runs
on top of the Internet browser, hiding the
browser screen. A “bulletin board” taking
up approximately one-eighth of the page in
the lower left corner serves a constantly
rotating selection of ads and announce-
ments from the school. Clicking on one of
the ads launches a full-screen rich media
presentation which can be linked to the
advertiser’s Web site.

Ad placements are currently limited to
the network’s technology partners. In the
future, placements will be sold to other
advertisers ZapMe considers appropriate,
including non-technology companies.

ZapMe expects to have 300-500 schools
wired by the end of 1998.

—Susan Kuchinskas

MARLA AUFMUTH
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'hen it comes to Rex Briggs, one co

earning, not online marketing research. Al

INSIDER

LIVETO
LEARN

By Adrienne Mand

net services at advertising 1'esearc company M

San Francisco—part of the WPP
Group—but his quest for knowledge
began long ago. When he was 14, he
started taking college-level courses
near his hometown of Running
Springs, Calif. By his high school grad-
uation, he had completed all of his col-
lege-level liberal arts requirements.

“T was mainly doing it because I really
loved to learn,” he recalls.

Briggs attended Georgetown
University in a special program for
foreign policy before deciding there
was “too much bureaucracy” in the
field. He transferred to California
Polytechnic State University, where he
earned a business degree with
a concentration in marketing
and research.

Briggs combined his interest in
politics with his marketing concentra-
tion by coordinating surveys there
about what it takes to get students to
vote. “That’s when I really started
getting a lot more into market
research, to understand and hear the
voices of people through chis
quantitative approach,” he says.

He worked for three years studying
Generation X, minority markets and
technology trends for Yankelovich
Partners, before moving to HotWired
in 1995, where he created the research
department. He joined Millward
Brown Interactive in 1997.

The research company has done

more than 60 studies focusing on
Internet advertising and marketing for
clients including the Internet
Advertising Bureau, IBM, DoubleClick
and Netscape. Millward Brown’s
studies have yielded timely results as
advertisers ponder the value of various
ad models, including banners,
sponsorships and this year’s darling,
“rich  media”—multimedia inter-
active ads that have TV-like
production values.

“Rich media offers some really
great potential,” Briggs notes, “but if
the ad doesn’t create a brand message
effectively, it doesn’t matter what kind
of technology you put around the ad.”

Given his background, it’s obvious
that he believes companies should look
at their Internet experimentation as “a
continuous learning cycle.” He
explains, “Most organizations haven’t
figured out that it's OK to make mis-
takes as long as you learn from them
and are able to change strategy based
on what you've learned. They see it as a
failure rather than learning.”

Briggs underscores the point by
citing one of his research blunders:
predicting that click-through rates
would be the best measure of an ad’s
effectiveness. Instead, he says, it
means a user has an immediate need
for the product and believes the need
can be fulfilled online.

Live and learn. B




Another breakthrough consumer insight
from Sony Online Entertai
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' SonyMusic.com
““Rock to Classical, A Hit Online

Sony Music <sonymusic.com> is one of the highest trafficked music sites online, with To advertise in the

artists like Lauryn Hill, Gloria Estefan, Bob Dylan and more. People also come to Sony for ~ online world of Sony

The Station, with the Net's best branded gameshows and games and to Sony Pictures for — cospamcont 2 oo o1
our great mov € and TV show sites. Sony Online Entertainment is the place to find just hitp:¥ads. station.sony.com/adinfo
adout any demographic you want to reach, enjoying a world of online entertainment. And

according to our findings, ENTERTAINMENT IS GOOD.
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The Web tries to shed its Big Brother image on privacy. By Adrienne Mand

ly the equivalent of a junior high school

lunchroom: Users say, “I'll tell you a secret
if you promise not to tell anyone else.” And every-
one’'s very trusting until they learn a
big-mouthed gossip has repeated all of their
private disclosures.

Substitute cyberspace for the cafeteria and
the public is just as wary. Web sites try to provide
relevant information to users by asking for per-

sonal demographic
data and
promising

not to

The current world of online privacy is basical-

share it with any third parties, namely advertis-
ers. Consumers, on the other hand, are wrestling
with the notion that the Web is Big Brother
According to a recent study by Louis Harris, 61
percent of non-Internet users say privacy con-
cerns keep them from getting online, and 78 per-
cent of current users say the issue makes them
less likely to use the Web more extensively.

To address these concerns, sites increasingly
are posting privacy policies, explaining what they
will do—and more importantly not do—with the

data they gather. And, technology may help
improve privacy too. Many companies are work-
ing on tools that will block the transmission of
certain data to third parties and allow users to
more readily pick and choose what data they
choose to send out into the ether. Together, the
initiatives could make the medium move closer to
what advertisers say it can do: help, rather than
hinder, users’ lives.

Kelly Rodriques, CEO of Novo/Ironlight
Interactive, San Francisco, admits that right now;,
making consumers trust those who ask for data is
Job One. It “... is now raised to a level of aware-
ness where everyone’s got to address it,” he says.

However, like many in his field, he believes
that if sites deliver enough value for data,
consumers will deliver. “Don’t take any informa-
tion from me without asking, but if you get value,
I'll tell you anything,” is how he explains
the bargain.

Rodriques cites a promotion on the American
Airlines Web site, which offers contest winners a
customized vacation based on their travel
preferences. The collected information aids the
airline in delivering future services to users.

Barak Berkowitz, vice president of marketing
at Infoseek, Sunnyvale, Calif., agrees that portals
and other sites have the user’s interest at heart
when they ask for personal information.
“Whatever information they give us, we need to
give them much more information and higher
value,” Berkowitz says.

But as the Harris poll shows, most consumers
don’t see it that way. Thus, two weeks ago, eight
portal companies, including Infoseek, along with
dozens of other Web sites, joined an initiative
called the Privacy Partnership. The partnership
is sponsoring a banner campaign that connects to
a new Web site affiliated with Internet privacy
group TrustE, to provide privacy information to
consumers and publishers.




Yet another valuable consumer
insight from Sony Online Entertainment...
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2 The Place for Movies and TV Online.

Sony Pictures Online <spe.sony.com> delivers the inside scoop to movie goers and To advertise in the |
TV lovers.They go there for exclusives on major movie releases like The Mask of Zorro, TV~ online world of Sony |
shows like Mad About You, Dawson’s Creek and more. People also visit Sony to play the ~ ¢2!! Cheis Hoe at 212:833-8113
Net's best brarced gameshows and games at The Station, and sonymusic.com for the http:/fads. station.sony.com/adinfo |
latest on their favorite artists. Sony Online Entertainment is the place to find just about |
any demograghic you want to reach, enjoying a world of online entertainment And |

according to our findings, ENTERTAINMENT IS GOOD. |
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Siegel & Gale’s

Andrew Zolli says

the industry wants

to be self-regulat-

ing on privacy.
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Andrew Zolli, vice president of interactive
media at New York’s Siegel & Gale, which
designed the ads and the partnership site, says the
group was partly motivated by “a very
consistent message in the industry to be
self-regulated.”

Consumers’ worst fears seemed to be
validated in August when online communities com-
pany GeoCities was cited by the Federal Trade
Commission for releasing personal details about
its customers—in violation of its own
privacy policy.

Bruce Zanca, vice president of
communications for Santa Monica,
Calif.-based GeoCities, says the
incident, in which the company
inadvertently provided “optional”
information supplied by users to a
third party, was a mistake that
was rectified quickly.

As part of a settlement,
GeoCities agreed to rewrite the
privacy statement on its site. The
site also now includes a link to the

“Don’t take any
information from
me without
asking, but if you
get value, I'll tell
you anything,”’
says Novo’s

it properly.”

Infoseek’s Berkowitz adds: “The reason that
the Internet is such a great medium for
advertisers is our ability to provide truly
relevant advertising. The customer sees it and
goes, ‘Thank you for giving me this ad.” The
ability to cookie is a control enabler to avoid ads
that annoy customers.”

At the same time, the use of cookies by third
parties, such as companies that serve ads to

content sites, have left many publishers
wondering if the practice
violates their own

privacy policies.

One potential solution is the
“Privacy Proxy” tool being
developed by online ad
network Real Media, New York.
The tool, which will be
integrated with the company’s
Open  AdStream  serving
technology by the end of the
year, allows sites to provide
aggregate demographic infor-

FTC’s site, and the company ROd I’i u mation to the ad servers.
agreed to obtain parental permis- q €s. However, by intercepting third-
sion before collecting any S — party cookies, it blocks the

personal data from children 12 and younger.

Zanca claims the problem, though unwelcome,
ultimately led to the company forming a better
policy than others in the online world.

“The matter with the FTC has given us an
opportunity to clarify what our procedures
are and lift the cloud of ambiguity,”

— he says.

As Internet users themselves have
become more savvy, they have
increasingly questioned the use of
“cookies,” tracking devices attached
to a user’s Web browser which follow
their online movements. Susan Scott,
executive director at TrustE, says
consumers are smart to be wary,
though the vast majority of companies

utilize cookies for legitimate
research purposes.
“IThe use of cookies] is

usually for good things,” she observes.
“But it’s dangerous in the hands of
[companies] who are not going to use

transmission of personal information about indi-
vidual users.

“No cookie from a third party is actually sent to
the user,” says Greg Gendron, vice president of
technology marketing for Real Media.

Others predict the future will include
Web browsers that ask users’ permission to
divulge certain information as often—or
infrequently-—as they like, making the business of
collecting data better than the all-or-nothing
proposition it often is today. Chris Evans, founder
of Raleigh, N.C.-based ad management company
Accipiter and vice chairman of its Engage
Technologies unit, describes a process in which a
user could agree to provide his or her ZIP code to
anyone who wants it, e-mail address to some, and
credit card number to no one.

“If the marketplace is going to grow to the
scale that we all want it to and that we're
anticipating, there has to be consumer trust,” he
says. Packaging within browsers makes sense, he
says, “because there’s a real potential to have the
baby thrown out with the bathwater.” B



Sony Online Entertainment reaches a
profound conclusion regarding consumer preferent;gs %

Sony/Online Entertainm‘éiﬂ'
““What Everyhody Wants Online.

It's quite simple. We have what people want: great entertainment. We're the To advertise in the
leaders in branded online gameshows, games, music, movies and TV shows. o 8336113
And we have what you want: the best demographics in the biz. or check out

http://ads.station.sony.com/adinfo

The conclusion is obvious. Games are Fun. People Enjoy Music. People I
Love TV & Movies. And Sony is Entertainment Online. |
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Online ads are popping up everywhere. By Susan Kuchinskas

o m e e e e e e - —--——— - - - - ---—--

ested in finding out more about the new
Lexus?” We have to ask because we're now
selling demographically targeted, contextual ad
placements in /Q News. No, no, we’re just kid-
ding, we're not doing that ... yet.
Of course, if this were a Web site, it might be
different. Bored with banners, jaded by intersti-
tials—and still hungry for cash—Web publishers,

First, we have to ask, “Would you be inter-

like Manhattan real estate moguls selling the air
rights above their buildings, are looking for new
kinds of real estate. True to form, a gaggle of
spunky technology companies are enabling the
industry’s ad addiction.

In mid-1997, pop-up ads began, well, popping

up, obscuring the screen until the
(often-frustrated) Web site visitor clicked the
window closed. GeoCities came under fire from
members for placing them on members’ free
homepages, though the intrusion could be avoided
by paying $4.95 per month. After initial com-
plaint, the public seems to have thrown up its
mouse-hands, because pop-ups are now springing

- i - = = = e =

up all over, including The New York Times Web
site and Netscape’s Netcenter portal. In fact, says
Tony Nethercutt, regional sales manager for
DoubleClick, San Mateo, Calif., pop-up ads work.
“We've found that a pop-up can increase click-
through dramatically,” he says.

For example, on one entertainment site repre-
sented by DoubleClick, a banner did .7 percent
click-through, while the pop-up achieved 3 per-
cent. “Same page, basically same creative,” he
says, explaining with a bit of understatement
that, “It’s an enhanced creative. It's something
that jumps out at you a little bit.”

Most innovative ad models are stealthier,
beguiling the user into voluntarily downloading
the ad-serving mechanism as part of a desired
application. Alexa Internet, San Francisco, Calif,,
was an early player, launching its free navigation-
al service in July of 1997. It’s a tool bar with an
ad window that starts up when a browser is
launched, and, like a pushy party guest, lingers
after the browser is closed, serving cached ads
until you click it shut. Alexa pays for eyeball time
by giving the user information about each site
visited including “What’s Related?,” a list of the
top 10 sites other registered Alexa users
visited next.

One of Alexa’s key sales points is that the com-
pany can place ads concurrent with sites that do
not include advertising, such as government or
academic sites. In effect, this allows the company
to serve ads to formerly ad-free environments,
though this only happens when the Alexa
toolbar is on.

In August of this year, Alexa inked a deal with
Netscape, Mountain View, Calif., to provide its
What's Related? service for Netcenter Smart
Browsing, a set of enhanced features for the
Netscape 4.5 browser. In this case, the top two
items on the list are paid placements. They’re
separated from the true Alexa hnks by a tasteful



When it comes to reach,
no one can touch us.

Looking for the growing force in Internet advertising? 24/7 Media

now reaches one out of three Internet users” The secret of our
success i3 really no secret at all; we represent highly visible brand
name sites. If you want your Internet advertising message to be seen,
buy the networks with the greatest reach and most powerful brands
in the business, 24/7 Media. |
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Alexa’s gray

“What's Related?”

box lists sites

which pay for

placement first.

gray line.

On October 5 at Fall Internet World in New
York, New York-based Roboecast introduced an
automated Net surfer called Roboplayer. The free
application lets users create a bookmark-like list
of links which is displayed on a special window
adjacent to the browser window. On the top is a
small banner ad. The product benefit is that the
app will automatically sequence through the links
in any order and at any speed set by the user. It’s
like watching a slide show where the user can
stop, pause, rewind and skip.

The catch is, every fifth screen is an ad
instead of a Web page. Yes, these ads can be as
interactive as any other. And, advertisers will no
doubt be happy the Roboplayer client application
tracks the entire session and
reports the user’s activities back
to the Robocast server.

Say you typed a keyword into
a search engine and got back a
results screen with 10 links. You
could pull this list of links into the
Roboplayer so that you could
skim them as they played auto-
matically instead of clicking one,
reviewing the site, hitting the
back button, clicking the next,
ete. If you did this, you'd be try-
ing to ignore ads served by
Robocaster instead of those that
would have been served by the
search engine.

Yes, says Roboeast CEQO Damon Torres, in
such a case his service would be indeed pulling

eyeballs away from the

search service. Possibly

because he’s a nice guy, pos-

Vodeasay ot 36 bllion  revecnes,
madng o deaneus tumeound fo e

o
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sibly because he doesn’t
want to start a war, Torres
says he wants to do deals
with search engines to serve
those ads for them. “We
wrung our hands about
that,” he says, “to find a

solution  which  might
be symbiotic.”

Torres says that his company’s full-page rich
media ads can make up in quality what search
engines would lose in quantity. To prove his sin-

“We've found
that a pop-up
[ad] can increase

click-through

dramatically,”
says

DoubleClick’s

Nethercutt.
1

cerity, he's hired Kirk Woerner, former vice pres-
ident of technology for ad network 24/7 Media,
New York, as vice president of ad technology to
make sure Robocast delivers.

The technology is also being sold as
Robocaster to publishers who want to automate
navigation through their sites. American
Express Publishing Corporation, New York, has
signed on to introduce Robocast-enabled versions
of Travel & Leisure and Food & Wine, with a co-
branded, downloadable Roboplayer. Nissan Motor
Corps./Infiniti USA division, Gardena, Calif., and
Crystal Cruises, Los Angeles, Calif., have
developed rich media ads especially for
the publications.

Also at Internet World, CyDoor Technologies,
Tel Aviv, Israel, made the U.S.
introduction of an application to
sell ads on software that access-
es the Internet. The company
demonstrated the program run-
ning on Disconnector, a product
from PixieSoft, Bney-Brak,
Israel, which automatically
closes the Internet connection
so that users don't have to wait
by the computer for long down-
loads to finish. Software
developers who sign up with
CyDoor receive a small monthly
payment for every user. CyDoor
sells and serves the ads, target-
ing them through IP address analysis, user
profiles and analysis of the clickstream. When the
user activates the program, ads are downloaded in
the background and cached to run simultaneously
with the program as long as it’s open.

But it remains an open question as to whether
the public will accept ever more encroaching ads.
Says Doug Hansen, director of sales for Alexa
Internet, the companies who offer the right things
to users will succeed. “I think the ones that sur-
vive will be those which provide useful, relevant
information or tools,” he says. “If they’re not
related to what you're doing on the Internet,
they distract from, rather than add to
your experience.”

When you think about all this new online ad real
estate up for grabs, doesn’t it make you want to
enjoy a nice cold Coca-Cola? @
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ValueClick is your guaranteed source of clicks. You
pay for clicks — as many as you want — but not for e
imprzssions. <A \ P

By the way, cost-per-click campaigns usually
generate more impressions per dollar than CPM
carpaigns. So get impressions, but pay for results.

Let cne of our experts help you plan your next campaign.
Weli show you how to get a guaranteed number of clicks,

and more impressions, for the same budget. Call today
at 80'5-965-0543 x15.

www.valueclick.com (805) 965-0543 advertisel u ck.com

ValueClick

The Pay-for-Resuits Advertising Network
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MTV’s The Hollywood Reporter’s Box Office
B Uzzwo RT HY For 8-Day Weekend ending October 12, 1998
This Last 3-Day Days Total
Week Week Picture Weekend Gross In Release  Gross Sale
BUZZWORTHY are usually by new, 1 1 Antz 17,116,086 1 38,023,777
-and-comi ists who MTV
up-and-coming artists who ! 2 3 Rush Hour 12,405,465 25 99,682,886
believes have special potential. Of
the videos that MTV designated as 3 2 What Dreams May Come 12,142,510 11 32,473,664
BUZZWORTHY, the vast majority 4 4 A Night at the Roxbury 6,761,487 11 18,444,974
have been certified gold or plat- 5 New  Holy Man 5,672,635 4 5,672,635
inum. 6 5 Ronin 5,333,290 18 31,451,342
Week of 10/12/98 7 6 Urban Legend 5,303,722 18 27,033,935
8 7 There's Something About Mary 3,106,000 90 162,180,638
g‘“‘tis/t‘/f G(;O“P: Black Eyed Peas 9 8  One True Thing 2,170,715 25 20,433,260
ong/Video: “Joints & Jam” - -
Director: Brian Beleticz 10 9 Saving Private Ryan 1,488,003 81 186,445,958
11 10 Simon Birch 1,201,907 32 15,469,169
. Black Eyed Peas are keeping 12 15  Armageddon 820,431 104 198,895,750
it real. Real how they see it. With hip
hop influenced by SOlll, Jazz and 13 New One Tough COp 733,289 4 733,289
Latin rhythms. With a live band. 14 11 Blade 670,619 53 66,982,271
With pumpin’ live shows that inspire 15 14 E 6572 29 5.480.721
Black Eyed Peas to burst into acro- veres.t Ll ! el
batic movements. With energetic live 16 26 Clay Pigeons 606,978 18 1,098,065
shows that drive audiences into a 17 13 Ever After 570,024 74 63,396,216
frenzy. And you can catch some of
this vibe on MTV. 18 12 Rounders 528,368 32 22,457,149
19 22 The Parent Trap 493,640 76 64,914,107
Artist/Group: Shawn Mullins 20 24 Dr. Dolittle 377,884 109 142,673,071
SD ong/ Vlde: “Lu ':""’V" 21 19 Soldier's Daughter Never Cries 354486 25 1,162,261
irector: Roger Pistole
Shawn Maullins honed his 22 20 The Impostors 317,405 11 732,014
craft the old fashioned way: writing 23 16 Lethal Weapon 4 314,973 95 129,217,058
songs that can be played on an 24 17 Pecker 273,423 18 1,558,776
ac‘;ustic ggllitar a’(lid working the}fln out 25 21  How Stella Got Her Groove Back 262,403 60 36,922,999
in front of live audiences more than ; ;
200 nights a year. With the arrival of 26 45 Alr.Bud. Golden Receiver 220,568 60 10,145,984
Soul’s Core, his latest album and first 27 32 Lolita 187,484 83 558,955
on major label, Shawn Mullins is no 28 23 Mulan 173,876 116 120,182,414
longer Aﬂ%fllta}’ls }’eslt kept ;nusical 29 18  Strangeland 163557 11 649,440
secret. While he's playing larger 30 31  Touch of Evil (reissue) 161,828 32 1,095,426
rooms and making bigger bucks,
Shawn’s not planning on changing his 31 25 The Mask of Zorro 152,061 88 91,324,609
music or his outlook on life. 32 52 Africa's Elephant Kingdom 134,692 165 1,947,526
33 34 Madeline 125,312 95 29,635,702
34 29 Next Stop, Wonderland 124,219 53 3,070,431
© 1998 MTV 35 30 Permanent Midnight 109,722 27 1,026,236
© 1998 The Hollywood Reporter..
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EAST

SERVICES & RESOURCES

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 accepled. Call M. Morris at 1-800-7-ADWEEK. Fax 212-536-5315,

ADV/DESIGN SCHOOLS |

ADVERTISING SPECIALTIES

ART/DESIGN SERVICES

Creative Lesson #1: Skip class.

And go online. Get 1-on-1 feedback
from a top DDB veteran/Y&R CD,
[ and build a hire-me-now book - 1 A DV ERT

WHEELS AMERICA

INVVIsSIOn
GRAPHICS

Over 11 Years Experience In The
Advertising/Publishing Business

Uohif Doande ane.

with Mentor™ Online Creative Training.
As taught at UCLA Extension Writer's
Program. Visit now:
http://home/earthlink.net/~adease i

{"includes production)

ADVERTISING INTERNET
RESOURCES

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

| ADVERTISING SPECIALTIES

Get your message moving
with our MobileBoard special!
5 DAYS FOR ONLY $4500

giant, backlit ads
going where you
need them. ..
day and night!

% WEB DESIGN
% WEB GRAPHICS
% COMPANY PRESENCE
% CAMERA READY
AD PRODUCTION

(Call us: tolP e | || Call Steve at: 718-544-7670
800-823-0044 | Visit Our Website

http://www.invisiongraphics.com

| ART DIRECTION

TALENTED AD/DESIGNER
Beautiful print/colfateral/adv/promo portfolic.

| this PaxTire

ADVERTISING SPECIALITIES

Conceptto finished Mac exp. 212-496-0453

is an X-Large
Heavy-
weight
T-Shirt!

Compressed
under 50 tons of pressure
It's Full Size, truly it-is!

Stock & custom shapes available:

M
o
* >;:;w:$“
o

WATERMAN

+ CD Case * Hockey Puck

» Soda Can + Credit Card ? PA R K E R
® Postcard "Mailer-Tee™  * Heart

* Mini T-Shirt * Mini Cereal Box

PAPERSMATE.

rack Promotions. Include coupons, catalogs and
event schedules inside packages.

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

PRIME TIME Pl«e

“The Advertising Specialty & Business Gift People”
DIRECT REPRESENTATIVE FOR:

‘S‘Vﬁ%ﬁ

ORAND MSNALLY  ZIPPO

‘ ART DIRECTOR: Versatile, elegant design.
Brochures, logos, corporate, ads, promotional
& editorial. RobbiMuir212-587-6619

I'LL MAKE YOU LOOK GREAT.
Adv/Promo/Design Solutions. 212-877-9001

FREE GIFT
WITH
FIRST ORDER

(732) 643-0777
Fax (732) 643-1008

www.logomall.com/primetime
email: ptp1955@aol.com
3425 Route 33
Neptune, NJ 07753

THINKING
awardwinning AD with MacG3
ad concepts, corp. identities. 212 595.3126

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

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

Award Winning, Versatile AD/Designer
‘ Concept to Finish. Reasonable. 212-763-1903

|
|
|
|
Great for GWP's, Tradeshow Giveaways and On- \

Padires oy ART/DESIGN SERVICES

ART/DESIGN SERVICES

3-STRIKES CUSTOM DESIGN
25 Crescent Street. Dept. B1S
Starnford. Ct 06906

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

s smnrfs

FREELANCE
ADVANCERS

A \ o) ot
.EWf,.\..}I L BA ,' JERS

. C<2r>rc>du0e photos or ohwr artin fullUud :
r with our patented Matrix printing process.

* Beautiful silkscreening available for V
extra fast tumaroun [

* Low minimums

o Many sizes & fabrics

=2 3 STRIKES CUSTOM DESIGN, Omdemmedrcm1979 o
25 CRESCENT ST, STAMFORD, CT =MATRIAE
TEL (203)359-4559 * FAX (203)359 -2187 | ——

* % % Classified Advertising

212 661 0900

Providing Excellent Artists & Writers
Since 1987

A web Design & Production
A Copy/Tech Writers
A Proofreaders

A Graphic Design
A Art Direction
A I1lustration

http://www.freelanceadvancers.com

a better way to save the dayl

M. Morris at 1-800-7-ADWEEK * *
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COMPUTER SOFTWARE

Call 1-800-488-7544.
For information and

demo disk see our Web

page admanweb.com
ogemail_us at

b.com.

ADMAN FOR WINDOWS & MAC
L

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.

A

COPYWRITING

| WRITE IT A LITTLE SMARTER,

A LITTLE FASTER.

10 years of award-winning experience

in all media in all product categories.

On time. On strategy. On the money.
(212) 759 « 8028

COMPUTER SOFTWARE

COPY/CREATIVE

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

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

800 272-4488

www,clientsandprofits.com

FRESHinventiveQUICKfunROBmatson718.399.0690

TAG LINE...
“you're itl” 212.691.6713

Fetching Copy. 800 9AD DOGS

Find Creativity
inwords & images
Cruiseftravel brochures - Elegant B to B
Call Charlene 516-679-6838.

DYNAMIC DUO - DC WRITER & XNY AD
Concepts that fly. DC/VA (703) 425-2084

Take it to the Edge.
THE COPY EDGE
336.274.2871

COPYWRITING

AWARD WINNER - Fresh, fast, versatile.
Onstrategy, ontime. 212-737-8977

s Professional hel

l-l-eﬂ't for creative minds.
It's the most powerful,

al" tllel‘ ﬂz;)xglgggxx\g mﬁﬁr{rl\;nt,

Mac and Windows

WUEIEEERE  software ever develoj

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

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

illing & team accmmptg\f

www.medigroupltd.com

Need help with ADMAN?
Authorized dealer— ! provide sales, training &
consultation on system set-up, upgrades &
implementation. Over 14 years in ad agency
finance. Steven Cass 518-581 2

COMPUTER SYSTEMS

TAKE CONTROL OF
YOUR JOB COSTING

CONTROL The Complete Agency Financial System

— I > Tme&Bling * Puchase Control * Estimatig
P > Moda > Fayol prabiss
> Traffic Contral * Job Costing * Employse Tme

MAC or
WINDOWS

> 1'80“‘343‘1 ?55 rnn:::igknn

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

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

CREAT'VECONCEPT.E.&CQPY
strate

IC
b-to-b and consumegADS,
BROCHURES, etc.
(212) 348 - 9181

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

Impres
ellent Ref

Sharon Macey ~ 203.

Chiat/Day senlor writer with Powerbook.
Wili travel. (415) 563-8800

FILMVIDEO
PRODUCTION

GLENN ROLAND FILMS 310-475-0937
FULFILLMENT FULL SERVICE

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

INSURANCE

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.

HOT COPY, COOKED TO ORDER...
Hungry for print?
Call Joan at 212,254,9311
| deliver.

MARKETING SERVICES

MARKET YOUR BUSINESS NATIONWIDE!
Give Your Business Natlonal Exposure!
Your Commerclal Heard on Hundreds of
Top Radlo Stations. Call 1-888-830-1145

COPY IN LIMBO?

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

Quick fumaround,

Who could ask for anything more?
Call 212-367-9783
E-mail:
ToniKamins@worldnet.att.net.

WRITING THAT SELLS
Business building ideas. Copy that gets resuits.
Sales Literature, PR, & Corp. Communications.
Nanc! Panucclo 212.688.5936

C/D K&B O&M DDB-MICHELE-201.906.7863

Cadillac copy, Pontiac prices. 800-200-0397

Copywriter. Fast, Fearless. Freslance. (212) 724-8610.

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

CORPORATE IDENTITY

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

MEDIA BUYING &
PLANNING SERVICES

MEDIA MERCENARY
Ten Year Vet Avallabie for: Long & Short

Term Projects/On-going Lonsuitation
[718] 259-086 I/MediaMercaaol.com

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

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

The History Lady advises cos. on docu-
menting their who, what, when. Call Phyilis at
Barr Consuiting Services 212-765-6968

DISTRIBUTION SERVICES

GET YOUR MESSAGE INTO YOUR MARKET
Wildpostering, Handouts. All markets/colleges.
Clients inciude Resbok, Disney, Casio, Nike.
Call CityeMetro 800-272-7324: 800-551-2031

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

=) F-U-N! Free Kaleidoscope! :-)
Save 25% on media buys in major magazines.
Call Toll Free 888-609-2343 for info & free toy.

SMALL TO MID-SIZED AGENCIES
Let Us Show You How You Can
*provide your clients improved media service
*reduce your clients' media costs
*reduce your own operating costs
MEDIA FIRST INTERNATIONAL, INC,
New York-212-686-3342 X 222
Minneapolis-612-630-1102 X 1

Classified Advertising Call M. Morris at 1

-800-7-ADWEEK
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MEDIA BUYING & PROOFREADING RADIO COMMERCIALS RADIO COMMERCIALS
REANNINGI SERVICES Inane name. Insane radio. Beard Boy Prod.
ONTHESPOT? EDITORIAL EXPRESS Humor. Music. Real people. 949-458-2305 Good (Sep(;)é-)Tgh:lg g%"é’g Spot.
25 Year Vet Availablé For EXPERIENCED - FAST - PRECISE

Freelance Radio & TV Spot Buying/Consulting Advertising - Collateral The Other Guys Charge You A Bundle
(973) 736-1005 kik5@juno.com Catalogs - A%nua| Reports To Cover The Cost Of Their Big Space Ads. RADIO PRODUCTION
Magazines - Manuals Our Productions Sound Great, Too.
- — But When You Hear Our Prices, 1 h !
NEWSLETTERS Call: 508-697-6202 They Sound Unbelievable., Print Ads Suck! Hear what you're

Fax: 508-697-7773 800/789-RADIO missing at usradioworks.com

Sounds Almost Too Good To Be True.
P ORPORALE NEVSLETTER PUBLICATIONS RADIO PRODUCTION
Our client.:l irllclz;de tjlge Fortune 500
..and the less fortunate.
Reach Diabetics In DIABETES DIGEST!
all 203-637-8154 #1 Circulation in US. Call 800 761 5885. &
W00 youRI-OIpEl MMM woo'p(:?gl)‘oal:ﬁq:
RO.P. DISPLAY L Lev-0c8 (€2€) Xed 996729
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DIVISION OF GEORGE PATTON ASSOCIATES INC. 8661 11dv/UIEW Y
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RADIO PRODUCTION RADIO PRODUCTION

EEREED | || GREAT RADIO

Custom sizes, designs and prototypes quickly fabricated! f X

Call 1-800-572-2194 for a free brochure! Jou have ISN'T

Order on-line: www.displays2go.com e e-mail: info@plasticrafters.com radio assignment. mm
A\ 4

PRINTING ey ovmtemns ooz || | TGP

You want your radio to be as good as

it can be. > We want our radio to be At least not very often. Heck,
as good as it can be. » You call and even “high-end” radio costs less
o U T o F H o M E L I T H o ask for our reel. > We-seng it to you, than the cateﬂn‘ budget on a
TRANSIT SIGNS - BUS, SUBWAY, AIRPORT, TAXI ¢ OUTDOOR & MALL POSTERS ¢ BACKLIT f’h'°"9 ’("’;ﬂ‘;& ol ‘“;e'- You love TV spot. Why cut corners when
e reel. e talk. You fax us o . . 5
st. auis, o Compton & Sons, INC. sine 1853 | || bre'. o e gererote one for you > | | | shis powerful mediur 18 so
) ’ b ¢ You approve it. > We send you a inexpensive anyway? In radic,
77" PRESS CAPACITY  800-325-1451  SHORT & LONG RUNS fimeline. > You opprove it. > We you get what you pay for.

Fax Specs For Quick Quote (314)991- 4726 develop a range of ideas lo present to
you. » You approve a direction. »
We send on estimote of whot it will
cost to produce. > You approve it.

RADIO COMMERCIALS We cast in LA or New York or
wherever. » You approve it. » We
produce in LA or New York or Portland
T {depending on the job). » You come
| to the session or get potched in by
phone. » We make it perfect. > You
approve it. » We ship it. > You love

W > We get poid > You win WorldWideWadio
H o] L L Y w o o] D

awards. » We ge; a mention. »
Ev body’s h i R t.
e I"""{;m RS CHECK 0UT OUR [T Y0)
New York (212] 337.9800 218,957 5509 Fax: 213 9577050
-mail: wadio@wwwadio.com
| fortlond(303) 22¢;9288 Visit our web site: wwwadio.com

“Give your radio
every bit of bang
d bUCk’H buy” | CHUCK BLORE

I READY WHEN YOU ARE,CB

For Classified Advertising Call
Call Chris (800) 443-2020 1-800-7-ADWEEK

* * * REACH YOUR AD COMMUN|TY WITH ADWEEK MAGAZINES * * *
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RADIO PRODUCTION

RADIO PRODUCTION

W Svep te 98 Bls?

Gall for%our radio demo! 323-969-9767 « Fax: 323-969-9343

arley, Bigs & Bedder

Radio at its best

TV PRODUCTION

H

i S

MA SHARP
Eoky tm"" b

CALL (510) 843-7655 (cA

-~
’Ir -

e original
sthe-Street
terviewer

Campaigns now
running in Chicago,
San Francisco,
Philadelphia

& Minneapolis.

VIDEO PRODUCTION

Films 212-582-9600

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

CREATIVE VIDEO THAT IMPACTS!
15 Years Producing Sales, Marketing,
Promotion Videos. CSA 516-287-6056

Classified Advertising Call M. Morris at 1

YELLOW PAGE SERVICES

O'Halloran Advertising, Inc.
Serving Nat'| & Regional advertisers.
Strategic marketing designs, mapping,
demographics & business data all
at no added cost. (800) 762-0054.

USE
ADWEEK MAGAZINES
TO GET NATIONAL
EXPOSURE

One-Person-Enterprise
Wants To Look Bigger?

Beautiful office floor with separate
office available. French glass doors.
Chelsea. Near subway. $500
monthly. Use of conference room
and copier.

Call Courtney at 212-255-8423

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.

EMPLOYMENT

CLIENT SERVICE
ACCOUNT EXECUTIVE

Fast-growing global media software
vendor looking for Account Execu-
tive to work with diverse client base.
Must have minimum of 2 vyears
media planning experience. Re-
sponsibilities include software train-
ing and client service. Must work
well in  dynamic, high-growth
environment. Some travel required.
Fax resume to (212) 725-6402 or
email to Sales@Medlaplan.com

ASST
PRODUCTION
MANAGER 28-30K

Position will be responsible for all
aspects of production including
electronic prepress and ad trafficking
for weekly trade magazines.
Candidates should have experience in
Quark Express, Photoshop and print
production. Some late nights. This is
not a design position, so please no
portfolios.
ADWEEK Classified, Box 4086
1515 Broadway, 12th fl.
New York, NY 10036

EMPLOYMENT

NEW BUSINESS
DIRECTOR

J. Walter Thompson, a proven
leader in the advertising industry, is
currently seeking a senior executive
to handle new business develop-
ment in its Downtown Detroit
office. Qualified candidates should
have at least 6-8 years experience
within the advertising or marketing
industry; an MBA is preferred. ideal
candidates will be familiar with the
branding concept and multi-
disciplined advertising. Excellent
interpersonal skills and presentation
ability are required. We are a leader
in our field and offer a competitive
compensation/benefits package
and a dynamic team environment.

If you need a spark in your career,
you should send your resume and
salary requirements in strictest con-
fidence to:

J. Walter Thompson
Attn: Delayne Edwards - NB
500 Woodward Ave
Detroit, M| 48226
Fax: (313) 964-3191
Email: delayne.edwards@jwalter.com

Analyst

Looking for an analytical thinker
with 1-2 years experience in
media (broadcast/cable network
or agency experience required).
Must have knowledge of research
materials and an understanding
of how to retrieve data from
research  systems. Ideal
candidate can undertake multiple
projects, work under deadlines,
and work well with numbers.
Responsibilities include:
generating rating tracks,
retrieving competitive spending
figures, and pulling together
information for sales pieces
positioning CNN news networks

against competitive cable
networks and broadcast
networks.  Person should be

detail oriented, proficient with
PC and possess strong verbal and
written skills. Fax cover letter
and resume to:

Turner Broadcasting Sales, Inc.

Human Resources Dept.
(212) 852-6886

RATES for Employment and Offers & Opportunities

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

Classified Asst: Michele Golden

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

The identity of box number advertisers cannot be revealed. If ADWEEK must typeset
ad, charge is $20.00. 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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a ™
we’re More

Than Just Bleach

The Ciorox Company is a premier international

marketer and manufacturer of consumer goods. .
riome to more than 90 products, the Clorox }}.
portfolio includes items in the areas of home f
cleaning, charcoal, food and auto care products. f’"’” ]
Our success as a leader in consumer packaged 5.u~.,g?

goods stems from our passion for providing
high quality, value-added products.

DIRECTOR OF
MEDIA SERVICES

We're seeking a highly motivated individual

to provide strategic oversight of our in-house
media services group as well as the planning and
buying activities of our agencies-of-record. This
position will also involve driving our company’s
advancements in the area of interactive media.

This position requires 10+ years of experience in
media with an emphasis on broadcast, preferably
in a major advertising agency. In addition to a
successful background in planning, managing
and directing national broadcast budgets and
buy execution for consumer packaged goods
products — the ideal candidate must have
outstanding written and verbal communication
skills, excellent presentation skills, and the ability

to supervise and manage multiple projects. ml_:lldden

A marketing/advertising degree is preferred.

Check out our website to get the big picture —
www.clorox.com.

We offer a competitive salary and benefits
package. Send your resume with salary history,
indicating JOB CODE AMAWS231, to: The

Clorox Company, Attn.: Corporate Staffing, _;JJ_]J i)
P.0. Box 24305, Oakland, CA 94623. Fax: & g
(510) 271-6593. E-mail: (in ASCII format only) *;)_I_JJ;:

to: staffing@clorox.com. AA/EQE.

K r www.clorox.com

SALES PROS & EDITORS

Hot traditional and new media agency with national reach and international

experience has a problem. We're spoiled by success and must have the best

sales and creative pros. We gotta have!

® Aggressive sales pros who make a great and lasting impression on long
lasting clients. Must have extensive, current experience and great contacts.

® Media 100 editors with experience in broadcast and commercial
applications.
Please fax resume with compensation history and cover letter to:
516-498-9153 or 212-517-2291

[f you're as good
as you think you are,
we hieed you (0 help us
get even better.

We know you're out there. You're the best at what you do and it’s
time to do it some place new. Why not here? We're growing like
crazy and this means we are in serious need of expert help. If you
end up here, there will be national and local accounts to try your
talents. There will be all the raves you deserve and an actual chance
to help shape a company’s destiny. How many people get to say that
at the end of the day? You might.

POSITIONS AVAILABLE INCLUDE:
ACCOUNT SUPERVISORS - Minimum 7 years experience in agency account

management supervision. Strategic thinker with excellent account planning and
leadership skills. Technology and direct marketing experience a big plus. |

ACCOUNT EXECUTIVES - Minimum 3 to 4 years experience in agency
account management. Excellent written and oral communication skills required
with demonstrated ability to write creative briefs and conference reponts. Retail
advertising and/or direct marketing experience preferred.

ACCOUNT COORDINATORS - Minimum of 1 year of agency experience
required. Must be able 1o juggle muluple tasks and possess meticulous
organizational skills. Excellent opportunity for advancement.

DIRECT RESPONSE COPYWRITER - Established dm copywriter who
can make the mouth water, the heart beat faster, tum features into compelling
benefit-driven headlines, juicy letters, engaging brochures that generate the I

lead, get the order, make the sale. Asking too much? Not for our list of clients,
the names you know.

STUDIO MANAGER - Must be highly organized and be able to implement
and maintain studio procedures, as well as train and assist artists in lile setup
and preparation for commercial printers. Must have extensive experience in
Quark, PhotoShop and Illustrator. Computer networking, web design knowl-
edge and familiarity with postal specs all a plus.

SENIOR ART DIRECTORS - Five to 7 years experience, MAC proficiency,
with a killer book that demonstrates creativity. Must be able 10 work in a fast
paced, team setting,

JUNIOR ART DIRECTORS - Two to 4 vears experience, MAC proficient,
and a real team player. Strong sense of typography and design

MAC PRODUCTION ARTISTS - Strong PhotoShop skills, as well as
Quark and Nlustrator to finalize art director files for printing. Good sense of
typography. Use of PowerPoint a plus. Retail and/or DM experience a real plus.

W

SOURCE COMMUNICATIONS
Advertising & Marketing Solutions
We are an equal opportunity employer. Send your resume with
cover letier and salary requircments to: Attn: Executive Vice President,
Source Communications, 433 Hackensack Avenue, Hackensack, New Jersey
07601 or for the fastest consideration, fax us at 201-343-5710, or
email us at info@source-com.com.

Looking for the perfect job?
ADWEEK CLASSIFIED
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MERCHANDISING/
PROMOTION MANAGER

Meredith Corporation’s Midwest
Living magazine seeks a creative
thinker to develop and execute
added value programs. Successful
candidate will handle daily RFPs

| and write sales presentations for
sales staff as well as assist in the
development of customized and
category presentations.

A college degree with a minimum

of 3 years experience in a magazine
marketing department or related
activity, strong organizational
abilities and excellent written/oral
communication skills are necessary.
Candidates should ideally
demonstrate an understanding of
research and the ability to write
copy as needed. Interested
candidates please send resume with
letter and salary requirements to:

Human Resources, Dept. AD
125 Park Avenue, 17th Floor
New York, NY 10017
FAX: (212) 551-6919

eredith

CORPORATION

Equal Opportunity Employer

ASSOC. CREATIVE DIRECTOR
ost in a big agency? I need a creative
powerhouse for a tiny, 3-month-old
lagency with big ideas and even big-

ger ‘cojones’. Art priority, but you can
write great heads and contribute to amaz-
ing concepts. You’re great at inspiring
clients and staff with your ideas, You’re
damned good with a Mac and with mark-
ers (remember those?). And you’re ready
for a ground-floor opportunity with room
to soar, Join me, and with my terific
national brand contacts we’ll grow fast!

GRAPHIC DESIGNER

an, are you flexible. You can

Mump from exhilerating Gen-X to

legant blue chip without break-

ing a sweat. You can bang out great mark-

er comps, and you love contributing to

concept. You play the Mac like Hendrix
plays the guitar, and you’re fast.

We are a tiny, 3-month-old agency with
big ideas and even bigger ‘cajones’. You
haven’t heard of us yet, but we’ve got
incredible contacts, and we're going places
fast. This “ground floor” opportunity will
help you wear more hats, work higher on
the food-chain, and feed your ambitions
much faster.

Fax Resume to (203)866- N94

group, inc.
140 Water Street, South Norwalk, CT 06854

Network
Advertising
Client
Service Rep

AdWare Systems, Inc.,
a software and services
provider to the marketing/
communications industry, has
an immediate opening for a
qualified network buyer to
support our broadcast media
software products. Position
requires telephone support,
product testing, user training
and basic computer skills for
our New York office.

We offer competitive salary
and great benefits. Send
resume and salary require-
ments lo:

AdWare

I Y S TEMS, INC,

Ms. Carroll Sams
P.0. Box 1137
Louisville, KY 40201

Equal Opportunity Employer

PRODUCER

A global advertising agency is
seeking a solid producer with ap-
proximately 3-5 years of experience
to work on its retail automotive ac-
count in Denver, CO. Solid writing
skills, T.V. production (as this is
85% of our business) and pres-
entation skills are required.
Automotive experience is a plus!

Interested candidates should
send a resume and reel to:
J. Walter Thompson
1401 17th Street., Sulte 1500
Denver, CO 80202
NO CALLS PLEASE
EOE M/FIDN

PROMOTION
MANAGER

Magazine publisher seeks creative
person for busy, fast-paced promo-
tion department. Responsiblities in-
clude copywriting for collateral
materials, special issue promotions,
invitations, etc. Also, idea genera-
tion and project management for
various promotional programs, in-
cluding special events and direct
mail. Candidate should 2-3 years of
related experience.
ADWEEK Classlfied, Box 4085
1515 Broadway 12th FI.
New York, NY 10036

ADVERTISING (NY, CT)

ACCOUNT Supervisors/Execs
Pharmaceutical and
Agency background

BARTER Trade Sales
Strong barter experience needed!

MEDIA (NY, CT)
PLANNERS/Supervisors/
Directors
2+ years experience traditional/
interactive/new media
Phone: 212-376-6010
Fax Resume: 212-376-6054

X*CEL CONSULTING, INC.

MECHANICAL ARTIST
PRODUCTION MANAGER
RETOUCHER
TRAFFIC MANAGER

Actually, all of the above.
Great opportunity for a key role
in a small agency. Give us a call.

Ask for Danielle DeMoro.

ellenson group
212-840-8811

STRATEGIC PLANNERS
ACCOUNT MANAGERS

Leading-edge, NY-based advertis-
ing firm, specializing in new concept
marketing to Fortune 100 com-
panies, seeking strategic planners
and idea-driven account managers
to support major US expansion.
Minimum 4 yrs related experience.
MBA helpful. Various positions;
salary ranges $85M to $120M. Fax
resume and comp requirements to:
HR Manager

(215) 654-9965

Fast growing Media Buying service
looking for rising star. Minimum of 5
years experience in Spot Television.
Contact: Lee Rudnick
DBI Medla, Executlve Search
PH: 212-338-0808 Ext 5
FAX: 212-338-0632
Visit our Web site at hitp://www.dbiny.com

DBl| MEDIA

Executive & Support Staffing Services

SALES MANAGERS

and salespeople for new innovative
marketing concept using out-door moving
BILLBOARDS. N.Y.C. based wj/offices
opening soon in LA, Miami, LV. SF,
Atlanta, Chicago, D.C. and Canada. Talent
needed in all locations,
FAX: (212) 997-0801
www.montage-blliboards.com

A Dwvision of Diane Bardy, Inc.

 PRODUCTION ARTIST

Mid-Town Photo Lab looking for
experienced Production Artist. Must
be available to work flexible hours/
shifts. We offer a pleasant working
environment with a good benefits
package. Salary commensurate
with experience.

PH: (212) 768-3336
FAX: (212) 768-3642

SR ACCOUNT EXECUTIVE

For consumer product accounts
wanted by fast growing Advtg
Agency for their NY office. Must
have Masters in Advtg or Mktg
Communications & 2 yrs exp or
Bachelors & 5 yrs exp. Will be
responsible for independently han-
dling day-to day activities & must
be capable of handling different
accounts simultaneously.
Respond to:
ADWEEK Classified
BOX 4083
1515 Broadway, 12th Fl.
New York, NY 10036

CALL 1-800-7-ADWEEK

SALES

Full time sales opportunity. Digital
photo studio seeks motivated
individual with good energy and atti-
tude to sell our creative company.
Contact Douglas 212-279-2848

ADVERTISING SALES

NHL ICE, the partnership between
the National Hockey League and
IBM, seeks aggressive, professional
ad salesperson for intemnet ad sales
and sponsorships for the New York
office. Sports marketing and internet
understanding a plus.

Please fax resume and

salary requirements to:

212-789-2670

ACCOUNT PLANNERS WANTED

Love advertising? Passionate about
growing brands? Top creative advertis-
ing agencies need account planners
with crackling intelligence, passion,
creativity and out-of-the box strategic
thinking to develop brand building
advertising  strategies. 5-10 yrs,
$70-200K, SF, LA, NYG, Chicago,
Boston, Minneapolis.
Ada Alpert, Alpert Executive Search
212-297-9009 Fax: 212-297-0818
alpertsearch@worldnet.att.net

FILM & TV JOBS

Entry level to senior level professional
jobs in entertainment nationwide
(cable & TV networks, film/TV studios,
TV stations, etc.). 2x/mo. For info.,
Entertalnment Employment Journal:

www.ee).com (88B) 335-4335
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CONSUMER

PROMOTION

COORDINATORS

USA Networks, a highly acclaimed broadcast entertainment congl-
omerate, seeks self-motivated, proactive individuals to take on the
challenges of these key positions. Opportunities exist at both USA
Network and the Sci-Fi Channel.

The selected candidate will ‘be responsible for the day-to-day
management of consumer promotions including client coordination,
sweepstakes registration and on-air/print/on-line production. In
addition you will conceptualize/create original show and channel
promotions and assist in the development of promotional proposals for
Ad Sales client requests. The qualified individual must possess solid
experience in the Promotions or Advertising field and excellent writing
skills. A college degree, preferably in Marketing and knowledge of
Windows 95 are also necessary.

We offer a salary in the low $30s and an outstanding benefits package.
Please send/fax your resume with salary requirements (only resumes
with salary requirements will be considered) to: HR Dept PC, USA
NETWORKS, 1230 Avenue of the Americas, NY, NY 10020. FAX: 212-
262-5343. (no phone calls, please). EOE M/F.

OUsaAa,

N ETWORK

ACCOUNT MANAGERS

mberWorks Incorporated, a leading direct marketing company
based in Stamford, CT is experiencing enormous growth and has
multiple career opportunities within our Account i’[anagcment
department.

These highly visible positions are responsible for the development
and management of our Fortune 500 clients’ marketing plans, and
will be the primary point of contact ensuring all aspects of the pro-
gram strategy is managed effectively.

Qualified candidates will possess a BA/BS degree, 3+ years of
hands-on account management experience, preferably in direct mar-
keting, strong interpersonal, oral and written communication skills,
and a high degree of strategic and analytical ability. Must be a
deta.il-oncnteg, self-starter with solid PC skills looking to excel
within a fast-paced company.

We offer outstanding salary and

stock option packages, as well as W
a comprehensive benefits pack- < T
aEc including 401(k), stoci pur- < &
chase plan and tuition assistance.

Please forward resume and

salary requirements via fax to

(2&3 462-7075, or e-mail

klombard@memberworks.com or

mail to 680 Washington Blvd.,

Suite 1100, Stamford, CT

06901. See us on the Web at

www.memberworks.com. EOE

sERWo

DIRECTOR ofF BUSINESS DEVELOPMENT

Seeking top leadership talent to continue building a fast growing, entrepre-
neurial high-tech consumer marketing company. Come join our client’s truly
visionary $220 million electronic marketing services company as an Easr
Coast, Midwest or West Coast based Director of Business Development.
Enjoy generous compensation and benefits while meeting revenue objectives
by selling national/regional programming to top tier consumer products com-
panies. Benefit from working on a team with top management while taking
the initiative to build business partnerships with the marketing executives of
consumer products manufacturers. Enhance your marketing ability while
developing and presenting solutions-based, value-added programs that drive

manufacturer’s product sales.

Potential candidates must meet the following requirements: 6-10 years of sales
and/or marketing experience preferably within the food/consumer packaged
goods industry {or within a progressive organization that markets products
and services to the food and/or consumer packaged goods industry, i.e., adver-
tising agencies, consulting firms, and promotions agencies). Must be able to
analyze and synthesize data into profitable business strategies/solutions,
negotiate and close highly complex deals, as well as understand the retail
environment and the impact of promotional spending on the bottom line.
BS degree or equivalent required. MBA preferred.

Please submit resume to:
Mike Magurany, A.T. Kearney Execuiive Search
Fax: 312-223-6369 * Email: mike_magurany@atkearney.com

ATKFEARNEY

INTERACTIVE MEDIA SPECIALISTS

The interactive media group of Messner Vetere Berger McNamee Schmetterer is
one of the first integrated interactive media departments developed by a
traditional advertising agency. We are, In fact, a leader in digital media.

At our SOHO headquarters we have opportunities on two levels for people who
are dedicated to producing innovative strategic media plans. If you want to join
a leading interactive media team, we’d like to hear from you.

Middle-Senior Level: You should have at least 2 years experience in planning,
negotiation/buying and tracking of clients’ online media campaigns. Heavy
client contact requires excellent communication skills. Prior technology and/or
finance account experience desired, Microsoft (Word, Excel, PowerPoint) a
must. Knowledge of HTML a plus.

Junior/Middle Level: This position requires 6 months - 1 year internet related
experience with specific knowledge of measurement tools and research data.
Proficiency in MS applications (Word, Excel, PowerPoint) a must. Strong
organizational, communication and attention-to-detait skills essential. Excellent
opportunity for an eventual planner/buyer/negotiator role. Super-sharp entry
level candidates are encouraged to apply.

If you want your media career to grow, we're the place to be. Competitive salary
and benefits package. To apply, please

Email to: resume_mvbms@yahoo.com. Or Fax to: 212-886-2492.
We are an equal opportunity employer. myjfidiv.

SEASONED MEDIA PLANNER

with 5 years national experisnce needed for strong planning and buying service
located in extremely high growth area. Broadcast buying experienced preferred,
but not necessary for right candidate. Excellent compensation and benefits
package. Fax or send resume to:

Impressions Media Services
Fax 864/233-1942.... ...7 Washlington Park, Greenville, SC 29601

NETWORK RADIO ACCOUNT EXECUTIVE

Westwood One/CBS Radio Networks has an opening in our New York Office
for an Account Executive. Individual must be an energetic, self-starter with a
proven ability to develop new business. Media sales experience a plus.

Qualified candidates should mail resume with cover letter to:

WESTWOOD ONE
1675 Broadway, 17th Floor, New York, NY 10019
No Phone Calls
EOQE/MIF

* * * Classified Advertising M. Morris at 1-800-7-ADWEEK * * % J
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MARKETING MANAGER

BACKPACKER Magazine has an exciting opportunity available for
you to assist in all advertising/marketing aspects including
promotional, merchandising and special events. Responsibilities
include writing/producing sales presentations and promotions, create
annual marketing plans, manage trade shows, sales meetings and
produce vyearly media kit. Candidate will have excellent
communication skills, marketing and/or advertising experience and
strong writing skills.

Daq you enjoy backpacking, hiking and the outdoors? Rodale offers a
pleasant working environment, competitive benefits package and
promotes healthy active lifestyles. If you're our candidate, send
resume to:
Human Resources Dept. (AW-MM)
RODALE PRESS, INC.
33 E Minor Street, Emmaus, PA 18098

E.O.E.
Visit our website at www.rodalepress.com.

ADVERTISING

VICE PRESIDENT OF MARKETING
2 AND ADVERTISING

Are you a creative, cause and effect marketer?
Do you inspire and direct others to do the same?

We are looking for a dynamic leader to develop our brand imaging for four brands of
apparel and 600+ retail stores.

A proven track record in brand positioning through advertising, publicity and promotion is
required along with strategic thinking that develops and drives brand equity and sales.
You must be an initiator and driver of new ideas and tactics to meet objectives with the
ability to create, motivate and direct a highly fiexible and efficient department. Experience
in developing and managing a consumer brand(s) is a plus. Experience in retail industry is
helpful, but not required. If you are intelligent with excellent written and verbal communi-
cation skills, we would like to talk to you. MBA preferred.

MOTHERS WORK, INC. is the largest manufacturer and retailer of maternity clothing in
the world. We offer a dynamic work environment, excellent benefits and competitive com-
pensation package. We are currently positioning our Matherhood Maternity trademark for
licensing opportunities. If you are interested in leading one of the most exciting marketing
and brand positioning programs in the country, please fax or send your resume to:

Mothers Work, Inc., 456 N. 5th Street, Philadelphia, PA 19123 or

Fax: {215) 625-2745, Attn: Sr. VP of Sales.

EQE M/F/DNV

SALES PROMOTION

Wunderman Cato Johnson, a Global Direct Marketing Agency, has several
opportunities in our NYC corporate headqguarters for those people who want
to bulild the future of Strategic Sales Promotion. In retum, we offer un-
paralieled career growth and the resources of a fullservice agency.

if you are currently a dynamic Account Director, Account Executive or a
Promotion Administration Manager with a strong background in all aspects
of promotions including sweepstakes, kindly

fax your resume with salary requirements fo:
(212) 627-8363
EEO MIFIHV

CNI/NEWS 12/NY1/TW CITY CABLE SALESPEOPLE

Here's your chance to move up to a commercial NY Television station. Sales
office based in NYC. This station is a direct competitor and growing very fast.
Make the move now.
Contact: Lee Rudnick, DBl Media, Executive Search
PH: 212-338-0808, Ext.5 FAX: 212-338-0632
Visit our website at http:/fwww.dbiny.com

FCB

F
Media and Creative Opportunities

We're Growing! Foote, Cone & Belding is seeking experienced and entry level
media and creative professionals to join the agency team servicing the Taco Bell
business. Ideal candidates are those who thrive in a fast-paced snvironment and
love a challenge. QSR a plus! Opportunities include:

8.F. Orange County

Senlor Planner/Supervisor
Medla Planner
Assistant Media Planners

Medla Supervisor
Art Directors
Copy Writers

Please fax your cover letter and resume: 714-432-1108, attn: HR.

Please reference position interested and include salary history. EOE

SR. MARKET COPYWRITERS

WANTED

Creative Director/Broadcast Producer
So far this ad is pretty bland, huh?
Houston Agency needs a good
creative director who has heavy ex-
perience writing and producing for
the consumer retail market. Please
fax your resume and let us know how
you can help spice up our lives - and
the ads for our clients!

Love Advertising
Fax (713) 552-9155

The Search is Over!

P
s
pe

mRUM 212-687-4050 '}

www.forumpersonnel.com

USE ADWEEK MAGAZINES
TO GET NATIONAL EXPOSURE.

RESEARCH ANALYST

Leading Chicago Ad Agency seeks
Senior Market Research Analyst to
work on contract at one of its Chicago
area Clients. Candidates must have a
minimum of 5 years market research
experience. M/F/VIH EEO
Adweek Classified
Box 3684, 936 Merchandise Mart
Chicago, IL 60654

ART/LAYOUT DIRECTOR

Wanted by Japanese newspaper
publishing co. in Manh. Must have
4 yrs exp formulating design con-
cepts using research & knowledge
of Japanese culture to create lay-
out designs for advtg in Japanese
language media. Apply to: HR
Dept, Inter-Media New York, Inc,

A world leader in the advertising
industry is seeking Copywriters to
join its team of talented and
creative individuals in its Denver of-
fice. The ideal candidate will
possess 2-4 years of experience
and a broadcast background is
essential! Good presentation skills
are required, as this is a key re-
sponsibility for this position.
Qualified candidates should submit
their cover letter, resume, salary
history and samples in confidence
to:

J. Walter Thompson
1401 17th Street, Suite 1500
Denver, CO 80202
NO CALLS PLEASE

666 Fifth Ave, Sth FI, New York. ECEMWEDN
NY 10103.
P— — Call M.Morris
each your ad community in
ADWEEK CLASSIFIED 1-800-7-ADWEEK

* * * Classified Advertising M. Morris at 1-800-7-ADWEEK * * %
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Spread the word.

Share the wealth.

If you're a marketing professional, then this is for you. Visa is the
world’s largest consumer payment system and its leading card brand.
We have pioneered everything from worldwide ATM service to the way
electronic payments and chip cards work. That makes for a lot of good
things to spread the word about. And the more we do, the more we grow.

Marketing Managers

Our Marketing Services/Promotions Department is responsible for
creating, developing and managing communications materials, direct
marketing programs and consumer promotions. This department
currently has exciting career opportunities open for the right candidates
for full-time, regular positions, as well as contract positions. This is
something you don’t want to miss.

As Marketing Manager, your responsibilities will be to consult with
Visa product and service groups to determine marketing and
communications needs and project parameters, while managing all
aspects of assigned projects to ensure that schedules, budgets and
objectives are achieved. Additionally, managers are responsible for the
development of national consumer promotions, merchant/retail programs
and the leveraging of our sponsorships, event and strategic alliances.

Requirements include a minimum BA or BS in Marketing, Business or
directly related field; five to ten years’ experience with increasing
responsibility in a marketing communications environment; Financial
Services Experience/MBA highly desired. We are particularly interested
in candidates with direct mail, database management, promotions and
on-line/interactive experience.

The Marketing Managers we seek must possess the following: general
agency, promotions, marketing or advertising experience; strong project
management/client services skills; strategic thinking/analytical skills;
supplier/vendor management skills; excellent verbal and written
communication skills; collateral/print production experience; strong
attention to detail; highly organized and able to excel in a fast-paced
environment.

Visa, located in Foster City, CA, offers the dynamic environment you'd
expect from an industry leader. Please mail, e-mail, or fax your resume
to: Visa, Human Resources, Dept. CT/10/19/AW, PO. Box 8999,

San Francisco, CA 94128. E-mail: CTELFORD@visa.com

Fax: (650) 432-3273. Visa scans and processes resumes electronically.
Please use a minimum 12-point black font, and do not use underlining,
bold, italics or fancy typeface. EOE

VISA
f

Visit www.visa.com

ACCOUNT EXECUTIVES

The world’s only interactive music video network and the newest member of
the TCl Music family seeks two high-energy, self-starters to develop key
advertising accounts and expand our roster of advertisers. Based in New York
City, these ACCOUNT EXECUTIVES must have 3-5 years of cable network
selling experience, a proven track record in sales, excellent communication
skills, agency and client contacts, knowledge of pop culture, music and the
ability to package it all for an effective sell. Creativity and an entrepreneurial
mindset are essential. College degree required. There is a strong potential for
growth within our sales organization. We offer a competitive salary and
comprehensive benefits package. Employment contingent upon successful

completion of a drug test and background check.

Send resume with cover letter and salary expectations to:
music network

THE BOX

“Account Executive”

175 Fifth Avenue

Sulte 700, New York, NY 10010
Fax: 212-253-1443

Equal Opportunity Employer

SENIOR MEDIA PLANNER

Rockett, Burkhead, Lewis & Winslow, one of the Southeast's most
dynamic and fast growing marketing, advertising, and public relations
agencies is recruiting a media professional with three to six years' plan-
ning experience for our Media Department. Healthcare, Business to Busi-
ness, Retail and Entertainment experience a plus. Candidate should be
familiar with IMS, MRl and SmartPlus.

In addition to an attractive compensation and benefits package, RBL&W
offers a great location working with exciting clients in a team oriented
environment.

Qualified candidates for this available position should send resume to:

RBL&W

Human Resources - Media
P.O. Box 18189, Raleigh, NC 27619-8189

or fax to 919 848-2614
An Equal Opportunity Employer

DIRECTOR OF ACCOUNT SERVICES

New Jersey AAAA’'s ad agency seeks an accomplished Director of Account
Services. The successful candidate must have strong management skills, be
strategically-minded, possess an in-depth knowledge of agency operations.
This team leader must also have the ability to instill confidence in clients, staff
and management. Great presentation and written skills a must.
We can offer you an excellent compensation/benefits package
in an exciting work environment.

THE LUNAR GROUP, INC.
Attn: Human Resources
9 Whippany Road, Whippany, NJ 07981
Fax: 973-884-1734

SALES MANAGER

One of the top 5 offices in North
America is seeking a sales man-
ager, with extensive sales manage-
ment experience, to launch our ef-
forts into the new millennium. Expe-
rience in advertising or direct
marketing preferred. We offer com-
petitive salary, bonuses, major
medical, profit sharing, and 401K
Send resume and salary history to:

Box 818 ADWEEK

100 Boylston St. Ste. 210
Boston, MA 02116

Account Supervisor

Fast-paced Northern Virginia AAAA
ad agency seeks sharp, multi-tasked,
detail-oriented, marketing and
advertising expert o work on a
dynamic account. 5+ years agency
experience, brand marketing, retail
and promotional experience re-
quired. Send resume, cover letter
and salary history to:

E. James White Company
151 Spring Street
Herndon, VA 20170
or fax to (703) 318-8540
Attn: Human Resources
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CULTURE TRENDS

Artist
1. Depeche Mode

3. Marilyn Manson

5. U2

Artist
1. Spice Girls

3. Titas

4. Jon Bon Jovi
5. Skank

Artist
1. Smashing
Pumpkins

3. Pearl Jam
4. Madonna
5. Lauryn Hill

MTV Around
the World

Week of 10/12/98
| MTV Europe
Artist Title
1. Boyzone No Matter What
2. Stardust Music Sounds
Better With You
3. Savage Garden To The Moon
And Back
4. Sash f. Tina Mysterious
Cousins Times
5. Simply Red The Air I Breathe

MTV Latin America (North Feed)

Title
Only When I Lose Myself

2. Eagle Eye Cherry Save Tonight

Dope Show

4. Natalie Imbruglia Wishing I Was There

Sweetest Thing

Title
Viva Forever

2. Backstreet Boys Stop Playing Games

E Preciso Saber
A Viver

Ugly
Resposta

Title
Perfect

2. Manic Street Preachers If You Tolerate This...

Do the Evolution
Drowned
Doo-Wop

Billboard’s Top 15 Singles

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. October 17, 1998

This Last Peak  Wkson

Weel Week Pos. Chart Title Artist

1 1 2 9 One Week Barenaked Ladies
2 3 - 2 The First Night Monica

3 2 1 6 I Don’t Want To Miss A Thing Aerosmith

4 4 3 15 How Deep Is Your Love Dru Hill/Redman
5 5 7 3 Crush Jennifer Paige

6 New New 1 T'll Be Edwin McCain

7 12 13 30  This Kiss Faith Hill

8 6 4 17 Because Of You 98 Degrees

9 7 8 Touch It Monifah

10 10 11 19 Time After Time Inoj

11 5 20 My Way Usher

12 9 8 10 Never Ever All Saints

13 1 9 35  Lately Divine

14 14 17 10 Westside TQ

15 20 22 5 I Still Love You Next

©1998 Billboard/SoundScan, Inc./Broadeast Data Systems

Billboard’s Heatseekers Albums

Best selling titles by new artists who have not appeared on the top of Billboard’s album charts.
October 17 1998 Provided by SoundScan.

This Last Wks. on

Week ~ Week  Chart Artist Title

1 New New Unkle Psyence Fiction

2 4 3 Shawn Mullins Soul’s Core

3 New New Deborah Cox One Wish

4 2 14 Cleopatra Comin’ Atcha!

5 7 2 Lee Ann Womack Some Things I Know

6 17 2 Shakira Donde Estan Los Ladrones?
7 13 12 Five Five

8 10 12 Trin-I-Tee 5:7 Trin-I-Tee 5:7

9 9 8 Jennifer Paige Jennifer Paige

10 6 33 Jagged Edge A Jagged Era

11 2 Big Tymers How You Luv That? Vol. 2
12 8 6 Tatyana Ali Kiss The Sky

13 New New Will Downing & Gerald Albright Pleasures Of The Night
14 11 6 KEB’ MO’ Slow Down

15 18 4 Whitey Ford Sings The Blues

Everlast

© 1998 Billboard/SoundSean, Inc.
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MTV Around
the World

Week of 10/12/98
Artist Title
1. Steps Last Thing On
My Mind
2, Aerosmith I Don’t Want To
Miss A Thing
3. Boyzone No Matter What
4. Garbage I Think I'm Paranoid
5. The Moffatts If Life Is So Short

MTV Latin America (South Feed

Artist

1. Kapanga

2. Marilyn Manson
3. Fabiana Cantillo
4. Los Kapanga

5. Modern Talking

Artist

1. Chori Chori

2. Khandala

3. Pyar To

Hona Hi Tha

4. 0 Jaane O Jaane

5. 0 Jaane O Jaane

MTV Australia

Artist

1. Pras Michel
2. Fathoy Slim
3. Aerosmith

4. Lighthouse Family
5. Goo Goo Dolls

Title

Me Mata

The Dope Show
Jupiter

Me Mata
Brother Louie’98

Title

Karreb
Ghulam
Pyar To
Hona Hi Tha
Piar Kiya To

Dama Kya
Piar Kisi Se Hota
Hai

Title

Ghetto Superstar
Rockafeller Skank
I Don’t Want To
Miss A Thing
High

Iris

Billboard’s Top 15 Country Singles

Compiled from a national sample of airplay.
October 17, 1998 Provided by Broadcast Data Systems.

This Last Peak  Wkson

Week Week Pos. Chart  Title Artist

1 1 1 15  Where The Grass Grows Tim McGraw

2 2 5 14  Don’t Laugh At Me Mark Wills

3 5 7 13 THoney'mHome  ShaniaTwain
4 3 4 12 I'll Go On 7Lo?n§ You Alan Jackson

5 7 9 16 E_vathi;g_’é Changed_ Lonestar
6 4 6 21 You're Gone Dimond Rio

7 9 10 13 Forever Love Reba

8 10 11 9 You Move Me Garth Brooks

9 14 18 12 How Do You Fall In Love Alabama

10 13 15 9 Wide Ope; Sp:;%  Dixie Chicks
11 12 16 11 A Little Passed Little Rock Lee Ann Womack

12 6 2 16 How Long Gone ~ Brooks & Dunn
13 16 17 12 Nothin’ New Under The Moon Lee Ann Rimes
14 8 3 19 26 Cents The Wilkinsons

15 17 19 18 I Wanna Feel Th;WEAg;n Tracy Byrd

©1998 Billboard/Broadeast Data Systems

Billboard’s Top 15 Albums

Compiled from a national sample of retail store and rack sales reports.
October 17, 1998 Provided by SoundScan.

This  Last ~ Whks.on

Week: Week Chart Artist Title

1 New New 1 Jay-Z Vol 2... Hard Knock Life

2 New New 1 Outkast Aquemini

3 New New 1 A Tribe Called Quest_Tﬁe_Love Movement_ o

4 1 2 6 Lauryn Hill The Misedueation of Lauryn Hill

5 New New I—SheTyl Crow  The Globe Sessions
6 2 5 28 ‘NSyne  ‘NSype
7 New New 1 Kirk Franklin The Nu Nation Project

8 10 12 48 Shania Twain Come On Over

9 New New 1 Various Artists Mean Green- Mjr Players Comip
10 9 6 13 Barenaked Ladies Stunt o
11 8 7 3 Soundtrack  Rush Hour

12 6 - 2 Keith Sweat Still In The Game

13 11 8 60 Backstreet Boys  Backstreet Boys

14 7 3 12 Beastie Boys Hello Nasty

15 5 1 3 Marilyn Manson = Mechanical Animals

© 1998 Billboard/SoundScan, Inc.




"WORDS TO
LIVE BY.

CANCER
RESEARCH

INSTITUTE
HeLrPBOOK.

WHAT TO DO
It CANCER
STRIKES

e _ |
Few things can change a person’s life as profoundly as hearing the words “you have cancer.” Dealing with cancer, or helping a loved one
through it, presents serious challenges. But having the right information can help improve the odds. So the Cancer Research Institute
provides a HelpBook that offers explanations of terms and answers to important questions patients ask. It also contains a resource
directory containing information that just might help you or someone you know live a longer, fuller life. Write to the

Cancer Research Institute HelpBook, F.D.R. Station, Box 5199, New York, NY 10150-5199. Include $2 for postage and handling.

CANCER
RESEARCH

INSTITUTE

EXPLORING THE BODY'S IMMUNE SYSTEM AS A WAY TO PREVENT, CONTROL, AND CURE CANCER.




IT BEGAN TWENTY YEARS AGO WITH
ONE SMALL MAGAZINE. . .




ADWEEK

PRINT MEDIA

MEDIAWEEK -
Weekly maga-
zine about the
content and
flow of adver-
tising dollars to
all media.

BRANDWEEK -
The only
== % weekly edited
b ., ~ exclusively for
Z America's top

g 4

ADWEEK -

|
NeWSW§§K y for brand marketing
the advertising

executives.
business. Six W’gﬁﬁ% 2 SHOOT -
f?giOﬂal Q_‘" = "‘: Newsweekly for
editions. 3 ADWEEKASIA - £ those involved in pro-
The fortnightly duction and post pro-
magazine of duction work on TV
advertising,

commercials.
marketing and
media in the
Asia-Pacific
region.

CUSTOM PUBLISHING/
CREATIVE SERVICES

— DIRECTORIES MARKETING SOLUTIONS -

W@ONS A marketing consulting and

Definitive industry guides — companies, people, addresses, '-. custog] pu:hlshmg d';/'S'on_
phone numbers, statistics, resources, rankings and much more. created to help OF“ a vert.lsers
get the most value from their marketing

CLIENT/BRAND MAJOR MEDIA efforts.
SHOOT DIRECTORY
For Commercial Production AN ADWEEK BOOKS -
and Postproduction The latest ideas and theories
MEK from some of advertising and
BOOK marketing’s best thinkers.

S e B IETRES BEST SPOTS -

BEST SPOTS Monthly and annual
compilations of the best new US TV
commercials as determined by Adweek’s
editors. Major international advertising
award show reels also offered.

AGENCY INTERACTIVE
MARKETING

EDUCATION
ADWEEKASIA

;|“ .
DIRECTORY ADWEEK CONFERENCES - CONFhNGES
Including: (1) ADWEEK Forums on Internet

Marketing; (2) ADWEEK Creative Seminar;
3) MC Summit - on Technology Marketing;
(4> New Directions - on Account

CD-ROM 4-IN-ONE

DIRECTORY MARKETER'S GUIDE

TO MEDIA Management. (5) Internet Media Dynamics
RECTONTES et - buying and selling web ads.
% 3 THE MEDIA SCHOOL - Held in =
- . .
AW major cities. Two-day and
) . . :
X ;,-f three-day intensive courses on
b media buying and planning.
For subscriptions call 800-722-6658. For advertising call



MAGAZINES

MC -

\4 LUXE - The only IQ NEWS -
“\.;?“‘—, AN ‘ The magazine Weekly
-~ ! quarterly dedicated news of

journal of entirely to new
luxury technology media
marketing. marketing. 3 and
Internet

A monthly.
marketing, with

daily website updates.

W T INFOMERCIAL
MARKETING
SOURCEBOOK -
A complete
resource guide
for everyone
invoived in the
infomercial business.

IQ -

Six-times-a-
vear report from
the front lines

of new media
and Internet
marketing.

ONLINE SERVICES AND WEB SITES

ADWEEK BRANDWEEK MEDIAWEEK MC ONLINE - the website of ADWEEK ONLINE
ONLINE ONLINE ONLINE MC Magazine with news SUBSCRIPTION SERVICE -
’ updates g Full text
every articles and
Tuesday archives of
and ADWEEK,
Thursday. BRANDWEEXK,
MEDIAWEENK,
1Q and 1IQ
3 News.
http://mvww.adweek.com http://mww.brandweek.com  http://www.mediaweek.com http://www.marketingcomputers.com. http://www.adweek.com
MAJOR AWARDS COMPETITIONS
CREATIVE MEDIAWEEK BRANDWEEK ADWEEK
\&/ CLIO AWARDS - @ ravor
| Recognizing THE YEAR -
3 advertising MEDIAWEEK AGENCY OF
L excellence Editors and THE YEAR -
worldwide. industry profes- » Editors pick
ég sionals choose e the hottest
- Ame'rlca's most creative shops, regionally and
media plans. MARKETERS OF nationally.
ICON [ THE YEAR -
AWARDS - \'i MEDIA (Presented at the
The Editors of 7\ ALL-STARS - A ANA Annual Meeting)- Creative
MC Magazine MEDIAWEEK BRANDWEEK All-Stars -
celebrate Editors pick editors’ selection National and
the best of the best of the best and regional teams picked
technology media buy- brightest people in to celebrate new and
advertising and marketing. ers, planners and directors. big-brand marketing. enduring talents.

212-536-6460. For all other information call 212-536-5336.



You depend on
us every week...
now rely on our

H. W OO s00n sl e ol e o ol s

R R S R

The perfect complements to

your magazine subseriptions. N e e e s
are for anyone working in the world
of advertising, marketing and media. Whatever
your responsibilities, having these directories at your fingertips, gives you the
information and data needed to get the job done quickly and accurately. With
comprehensive data on Agencies, Brand Marketers, Media and Interactive/New
Media Marketing, ADWEEK Directories is the only reference library you need.

The 1999 editions are on press now.
Call 1-800-468-2395 For Details and To Order



BRANDWEEK Directory

OSUNBEAM BAKERY PRODUCTS

Quality Bakers of America, Inc.

70 Riverdale Ave.

Greenwich, CT 06831

Phone: (203) 531-7100 (203) 532-32
Fax: (203) 531-1406

E-Mail: morano@ gba.com

URL:  hup:/fwww.sunbeambread.com |
rand Established: 1942
pt/Service Category: Food
fledia Expenditures:

0,000

Brand Name, Brand
Marketer, Address, Telephone, Fax,
URL, Headquarters/Parent Company,
Product/Service Category, Media
Expenditures, Leading Ad
Agency/Contact, Key Personnel

$500,000, Syndicated TV - $350,

bpapers - $350,000, Trade Publics f
j)oo Outdoor - $175,000, Interay”
Media Budget: Up 10% i
1997 Sales: $401,000,000 exact
Budget Set: Mar.
Lead Advertising Agency/Contact
QBA Adbvertising & Communicatio
Greenwich, CT (203) 532-3244 . .
Morano, Vice Pres.
Additional Advertising Agencies:
Calvert & Co., Upper Montclair, N
(973) 783-0600 . . . Dale Calvert%
Dewitt Media, Inc., New York, N&¥
S e 0) Bob Flog#”

Pags

ADWEEK Directory

Eric Mower and Associates

360 Delaware Ave.

Buffalo, NY 14202

Phone: (716) 842-2233

Fax: (716) 842-6676

E-Mail: first initial last name @ mower.co,
URL:  hup:/fwww.mower.com

gemcy: Pablie 64 Agency Name, Address,
Ultimate Parent Co Telephone, Fax, E-mail, URL,
Eric Mower and A{ Gervices Offered, Fields Served,

Syracuse, NY - o
(315)466-1000 | Annual Billings, Billings by
Services Offered:
*Consumer Advel
Marketing, Media
Public Relations, Sal
Interactive/Internet Services, Event
Management/Marketing, Out-of-Hom!
Advertising, Strategic Planning/Mark:
Corporate Communications, Producti¢
Fields Served: Automotive, Entertainm

Medium, Key Personnel,
Major Accounts/Clients

fledia Expenditures By Medium: ?
$500,000, Spot Radio - $100, 000%

/' MEDIAWEEK Directory

Entertainment Weekly

Time Inc.

1675 Broadway

New York, NY 10019
Phone: (212) 522-5600
Fax: (212) 522-0074

Frequency chkly

1200 £33

Address, Telephone, Fax, Format,

|

Single Cop| Demographics, Representation, Circulation,
Editorial q
popular ¢ Personnel, Rates and more for...Radio,
the peopld Broadeast TV, Cable TV, Daily Newspapers,
LI Magazines and Out-of-Home
Target Rea s §

Mng. Editor . . . . ........ James W
RICSTRRIRRR ATl = i 5 uij i Michael J.
Pub ...................... Mx;

.................... Alexam
Circ.Dir......................
Dir., Finance/Admin. . ... .. Georg
ASSOC I RU D s &ie oo rblha o 5 ¥ |
Prodn.Dir. .............. Carg
Assoc.Pub. .............. Dg"

Dir., Promo./Pub. Affairs .. ;
Dir., Mktg. Devel.

Rates: )

1Q Directory

Company Profile: We are a premier Internet/intranet sq y
provider with an in-house staff of artists and programg
Primary Accounts: America Floral Services (www.'
Vernon (www.lillianvernon.com), New Century Nety

Financial Services/. Banks/_Savings &
Food, Retail Stores/_Chains

Employees: 55 Year Foun |

1997 Billings: $36,002,300

1997 Billings By Medium: Network T
$6,128,041, Cable TV - $891,130, R
$5,793,183, Newspapers - $5,710,44
Publications - $1,038,411, Trade Pu
$274,104, Direct Marketing - $756¢"
Collateral - $3,843,904, Other

Address, Telephone,
Fax, E-mail Address, URL,
Key Personnel, Services
Provided, Ad Specifications,
Accounts, Strategic alliances,
Company Profile

.newcentury.net), Silly Classix (CD-ROM), Te
egic Alllances: Apple Computers; Bell Atlani,
; Microsoft; UPN-Paramount Channel 20.
Site Developed By: In-House.

d Placement Contact: Jim Hatch, Dir., Mktg
Base: Flat Fee.

er Sizes In Pixels (width x helght): 468x6+
25, 120x240, 120x90, 120x60, 88x31.

mum File Size: 50 Kilobytes. File Formats: G|

(Pub. Rel./Sales Promas®
1997 Fee Incomsas”

Sponsorships Avaliable: Yes.

Digital Scribe
67-71 Yellowstone Blvd., Ste. 6D

Call 1-800-468-2395 to order

1999 Agency Directory - $325
1999 Client/Brand Directory - $325
1999 Major Media Directory - $325
Any 2 Above - $525  Any 3 Above - $660
1999 Directory of Interactive Marketing - $300
98-99 Marketer’s Guide to Media - $75

On the Web at Adweek.Com
( Outside the U.S. call 732-363-5679 )

Forest Hills, NY 11375-2846
(718) 268-1493
E-Mail: harry_widoff@msn.com |
URL: http:/www.digitalscribe.com/

Project Mgr. Harry Widoff*
Mktg./Sales  William Corsa
Programmer Joseph Gonzalez

Animation Dir. Steven Speer

Year Established: 1989 Empioyees T/
Operations: CD-ROM Deveiopment, Consut
Multimedia Video/Graphic Design, POP/A¢
Developer.

Company Profile: To find pich
productlon and desigs -

. o SitanaB

¥




Phoro py STEVE FRIEDMAN

JAY CHIAT

PIONEERS ,PACESETTERS, PARTNERSHIPS
AND SOLO ACTS.
CREATIVE BREAKTHROUGHS AND BREAKDOWNS,
TRENDS AND EVENTS THAT
CHANGED THE BUSINESS.

CevesraTing THE Last 20 YEARS OF ADVERTISING
IN OUR SPECIAL ANNIVERSARY ISSUE.

A 100-PLUS-PAGE PERFECT-BOUND EXTRA. POLY-BAGGED WITH THE NOVEMBER 9,

1998,

ISSUE OF ADWEEK.



DON'T MISS IT!

A 100-plus-page Special Issue on the occasion of
ADWEEK’s 20th Anniversary...

R T W R e e
AL A L T T L el

€ e pe @2

C)e/ééraﬁng

THE FUN ® THE TRIUMPHS * THE BIG BANG *® THE BRITISH INVASION
THE MONEY * THE TURNING POINTS ® THE LEGENDS * THE NEW GENERATION
THE BEST CAMPAIGNS * THE CREATIVE BREAKTHROUGHS
THE CHANGING MAP OF ADVERTISING & LOTS MORE!

How to get it...

ADWEEK subscribers will automatically receive a copy of this special
supplemental issue with their November 9, 1998 edition.

Not currently subscribing to ADWEEK? What a pity! But, because we
want everyone to help us celebrate, you can order your copy of this
Collector’s Edition of ADWEEK at only $25 per copy.

Call Jeff Giacchetti at (212) 536-5257 to place your order.

Supplies are limited. Place your order by October 31 to reserve your copy.
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BY LEWIS GROSSBERGER

For Crisis’ Sake

A LOT OF YOU HAVE BEEN FRANTICALLY CONTACT-
ing Media Person via e-mail, fax and shrill, high-

pitched screaming to say, “Hey, Media Person, all this sex scandal mate-

rial in the media is very stimulating and meets most of my intellectual

needs as well, but what the heck’s going on with that wacky economy?

Are we merely experiencing some minor stumble on the inexorable

march of global capitalistic triumph, or is it time to round up the kids

and head for the concrete-reinforced bunker in the woods with the elec-

trified wire around the perimeter and the 10-year supply of Spam and

Kool-Aid?” In answer to these questions,
Media Person now segues into the time-hon-
ored, educational Q&A format invented by
the immortal Greek philosopher and hemlock
promoter Socrates many years ago to impart
wisdom effectively as well as show up smart-
ass students.

Q: What started this crisis again? I never got
that part.

A: How many times must Media Person tell
you? It was a simple chain
of events beginning when
a dipsomaniacal Bangkok
used-car dealer named
Sampang Boolagang
bounced an alimony
check, which caused his bank, First Thai
Nationscam, to collapse, which caused the baht
to be devalued, which caused Indonesia to
default, which impelled international specula-
tors to short the ruble, which made the stock
market plummet, which caused a gigantic hedge
fund in Connecticut to default on its phone bill,
which inspired Ken Starr to wire Linda Tripp in
hopes of catching Bill Clinton discussing the
Whitewater scandal with Monica Lewinsky.
After that, the rest was obvious.

Q: So are we facing economic Armageddon
here or what?

A: Experts are evenly divided on this crucial
issue. Fifty-three percent of living Nobel laure-
ate economists believe we’re in for a short reces-
sion, followed by another long spurt of econom-

ic growth and renewed stock market upswing;
38 percent predict a nine-decade depression
accompanied by famine, global warming and
leprosy; and 26 percent say there’s something
off in the arithmetic but they can’t put their fin-
gers on it. Media Person firmly believes that
whichever eventuality eventuates, he will be able
to make a convincing case that he predicted it
all along.

(Q: What is the International Monetary

Whether to panic is a very personal decision, which is hetween
the individual and his family, his God and his tax consultant.

Fund’s responsibility in this crisis?

A: Not important. Forget it.

Q: Who is Alan Greenspan?

A: Now you're talking. Alan Greenspan runs
everything. Everyone knows this, but no one
likes to talk about it because then why do we
have a president and Congress? As head of the
mysterious and all-powerful Federal Reserve, a
fundamentalist religious sect, Greenspan has
the power to raise and lower interest rates. Inter-
est rates are of paramount importance because
the entire world populace is divided into two
groups: people who don’t have enough money
and people who have more than they need.
Greenspan, previously chief oddsmaker for
Caesar’s Palace in Las Vegas is the only person
in the world who understands when to raise and

lower interest rates, with the exception of a 63-
year-old Puerto Rican deli owner in Flushing,
Queens, named Jose Salazar, but let’s not talk
about him now. It is Alan Greenspan, not
Leonardo DiCaprio or James Cameron, who
should be holding up his arms yelling, “I’'m king
of the world.” Actually, according to NBC cor-
respondent Andrea Mitchell, who is reportedly
married to Greenspan, he often does, but let’s
leave sex out of this.

Q: What should I do with my money now?
Should I bottom-fish or cut and run? Should 1
gut it out or head for safe ground?

A: You should find yourself a good metaphor
consolidator. But wait, you say you still have
money? You are among the lucky few. But what
you do with it now is crucial because we are in a
brief period of volatility, which will be followed
by a tiny correction and then a minor deflation-
ary phase, after which most of us will be dead.
OK, specifics: You must avoid stocks and mutu-
al funds because of market turmoil, eschew
bonds due to the risk of rising interest rates, stay
away from real estate because of high prices,
skip government securities with their low
returns, shun low-return precious metals and
commodities, don’t hoard cash and above all,
don’t go in for foreign investments. Anything
else is perfectly safe.

Q: I'm confused. Are
you saying I shouldn’t
panic...or I should?

A: Whether to panic is
a very personal decision,
which is between the indi-
vidual and his family, his God and his tax con-
sultant. Panic is a drastic step and should be uti-
lized only when absolutely necessary. Before
attempting it, make sure you thoroughly
research the panic literature (you'll find lots of
good stuff on the Internet) and choose the pan-
ic mode that best suits your emotional and
financial needs. Some people prefer the classic
arm-flailing, screaming-hysterically-while-rac-
ing-in-berserk-circles mode while others may
opt for the always popular rigid-freeze-up-in-
the-fetal position. As for Media Person, he has
always favored a more relaxed approach to pan-
ic in which you lie comfortably on the couch,
eyes fixed on the TV screen, mouth agape, a
thin stream of drool down your chin, little or no
movement for 10, maybe 15 years. |
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the 1999 MC ICON AWARDS

all for entries coming soon in MC,

They're on the way. Look for the Icon Awards ¢

Adweek, Bra

Forbes

ndweek, and Mediaweek. For more information, contact Sponsored by:
Alexandra Scott- Hansen at (212) 536-6537 or log on to > www.marketingcomputers.com. asivavise ros
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