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AT DEADLINE

Jones Formally Takes Post Publisher Slot

The Washington Post handed associate publisher Boisfeuillet l
Jones Jr. the title of publisher/CEQ, making him the first per- |
son outside the Graham family to run the paper in more than |

30 years. Donald Graham, chairman of the Washington Post
Co., turned over day-to-day operations of the flagship Post to
Jones last January to focus on the company’s other interests,
including Newsweek, TV stations and Web ventures.

General Media Kills Spinoff Title |
Mind & Muscle Power, a Penthouse spinoff published by General
Media, folded last week. The fitness magazine, a brainchild of ‘
Bob Guccione, was polybagged with 1 million subscriber |
copies of Penthouse last November and January and was on
selected newsstands. In February, it launched as
a stand-alone monthly. Executives at General
Media were not available for comment.

Dr. Laura Takes Early Hiatus
Production on Paramount Domestic Television’s
controversial talk show, Dr: Laura, will be halted
today through Sept. 27 in order to tweak the
show’s format. A company statement said the
break was “typical of many five-day-a-week pro-
grams in production.” However, Paramount
executives privately adiit the show, in its third
week, needs to be more entertaining.

CanWest Sets off Fireworks TV

Canadian-based media company CanWest
Entertainment will announce today the formation
of Fireworks Television USA, which will be based 8
in Los Angeles. Robb Dalton was named presi-
dent. Fireworks this fall is launching two new
syndicated series: Andromeda, starring Kevin Sor-
bo (Tribune) and Qucen of Swords (Paramount).

Broadhand Homes Online More
Subscribers of two-way, high-speed Internet
access spend more time on the Web and less
with traditional media than those homes with
only a telephone modem connection, according
to a study by Arbitron and research firm Cole-
man. Of 3,283 respondents to the survey,
broadband users spend 21 percent of their time
with the Internet while telephone modem users only spend
11 percent of their ime surfing.

CBS’ Kids Share Grows With Nick Jr. Block
Nickelodeon’s Nick Jr. block on CBS, which launched on 1
Sept. 16, helped the broadcast network improve its Saturday-
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morning kids ratings. The first installment of “Nick Jr. on |
CBS,” from 7 a.m.-noon, boosted ratings 150 percent and

share 100 percent to a 2/8 among kids 2-5, tying with ABC '
and surpassing Kids WB’ 1.7/7, according to Nielsen Media |
Research data. CBS’ kids 2-11 share also jumped 67 percentto |
a 1.2/5, while share of kids 6-11 increased 50 percent to 7/3. |l

Cordiant, Publicis Talk Merger

Cordiant Communications Group and Publicis Group are
said to be discussing a merger. Cordiant owns 50 percent of
Zenith Media, the media buying service. Publicis acquired the
other 50 percent of Zenith this month when it completed its
acquisition of Saatchi & Saatchi. Combining Cordiant and
Publicis would also place Optimedia, the media agency
owned by Publicis, under the same roof.

i
|
\
|
Ogilvy, Fallon Share Top ATHENA |
Ogilvy & Mather and Fallon, New York, were |
cowinners of this year’s ATHENA Grand Prize,

splitting a $100,000 cash award. The ATHENAs ‘
(Award To Honor Excellence in Newspaper |
Advertising) are sponsored annually by the \
Newspaper Association of America and were [
handed out Sept. 21. Ogilvy was singled out for |
its 32-page insert for IBM; Fallon for a U. S. |
"lennis Association ad featuring Andre Agassi. |

Addenda: Tauks between Bertelsmann, par- |
ent company of Gruner+Jahr USA Publishing, '
and Reader’s Digest Association over combin-
ing the companies’ database operations are now
on ice...Richard D. Gottlieb plans to step down
in January as CEQ of newspaper publisher Lee
Enterprises, retaining his chairman dtle. Lee
president/COO Mary E. Junck will take over as
CEQO...MediaCom was awarded the U.S. Postal
Service’s media and planning business. The per-
formance-based contract is for one year, with four
one-year options... Twenteth Television has I
renewed the weekly off-net run of The X-Files
135 markets covering 80 percent of the country,
in deals that cover 2001-2003. .. Fortune will raise
1ts circulation rate base to 830,000 from 810,000. |

Clarification: a Special Report featureon |
CNBC’s Chris Matthews in the Sept. 18 issue should have |
noted that Fox News Channel’s O’Reilly Report has periodically |
beaten Hardball With Chris Matthews in the ratings this year. |
However, because the two shows do not always run at the

same time, and due to several preemptions in recent months, it

is impossible to make a head-to-head ratings comparison.
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Kennard: FGC Will Act
On AGL-TW in 30 Days

Although the Federal Communications
Commission last week said it had not
made any recommendations to approve
the AOL-Time Warner merger, Chair-
man William Kennard said Friday, dur-
ing a visit to India, the agency would
make a decision in less than 30 days.

Various players in the transaction
including Time Warner CEO Gerald
Levin and AOL chairman Steve Case
were discussing proposed guidelines for
the merger in Washington DC eatlier
last week. The Washington Post, claiming
to have obtained a draft of the review,
reported Thursday that the FCC staff
would recommend that the agency
approve the $183 billion deal if the two
companies agreed to certain open
access stipulations.

“Draft reports can only be based on
incomplete and speculative analysis and
do not accurately reflect the decision-
making process,” said an FCC
spokesperson, dismissing the story.

According to reports the draft order
calls for AOL-Time Warner to make
legal their promise to offer competing
Internet companies access to their cable
systems and allow them to retain full
control over their relatonships with cus-
tomers. —Megan Larson

Bush is Facing a Biased
Press, E&P Poll Reports

An Editor & Publisher/TIPP poll released
today reports that press coverage of the
presidential candidates has been anything
but even in the view of a significant num-
ber of newspaper readers.

The national poll of 1,956 adults con-
ducted two weeks ago finds that almost
four out of 10 likely voters believe that
the newspaper they read the most “has
favored one candidate over the other in
their news coverage of the campaign.”
Among regular newspaper readers, this
figure rises to 44 percent. Among those
who perceive bias, almost two-thirds feel
that Al Gore has been the press’ favorite
son. Surprisingly, it’s not just Republi-
cans who feel this way. Conservatives
have long charged that the media are
“liberal-oriented,” (continued on page 8)

Games Still Play
For Advertisers

Olympics viewed as marquee event, despite lower ratings

TV SPORTS / By John Consoli

eading into the second week of
the Olympics, most advertisers
are not concerned that NBC’
coverage is on course to
become the lowest-rated Sum-
mer Games in history. Despite
NBC failure t meet its audience guaran-

than regular TV programming.”

“Do I wish the ratings were better? Yes,”
said Tim Spengler, executive vp and direc-
tor of natonal broadcast for Initiatve Me-
dia. “But there are a lot of pluses, and the
Olympics are still a very powerful marketing
platform for advertisers. You are also reach-

tees during the first week of the Sydney | ing a lot of hard-to-reach people—normal-

Games, advertsers the

say that ‘
Olympics are still a marquee television |
event that attracts a large, upscale view- |
ership that is rarely duplicated in thisera |
of dwindling broadcast TV viewership. |
The Media Edge, which bought time
on NBC% broadcasts for a number of
large advertisers, including AT&T, not-
ed that the first week of the Sydney
Games outdrew other prime-time pro-
gramming by a wider margin than the
last two Summer Olympics outside the
U.S.: Barcelona in 1992 and Seoul in
1988. Through the first seven days of
prime time, the Sydney Olympics’ aver-
age 14.6 rating/25 share was 92 percent
higher than the average 7.6 rating earned
by all prime-time shows in the season |
that ended in May. By contrast,
Barcelona’s 17.1 rating was only 49 per-
cent better than all other prime-ime —
programming in the 1991-92 season, while
Seoul’s 16.4 was only 35 percent better than
the 1987-88 prime-time average (see chart).
So while NBC% average rating in the
first week Down Under was almost 2 points
below the network’s projected 16.5, adver-
tisers say that because fewer people now
watch prime-time broadcast TV, the num-
bers are not so bad. “The Olympics are
delivering double-or-better radngs in all
demos when compared to regular TV pro-
gramming that was on this past season,” said
Bob Igiel, president of The Media Edge’s
broadcast unit. “And when income and edu-
cation numbers on the viewers come out,

they will be higher as well. My goal is to get ]

the highest ratings number possible, but the
{Olympics] is certainly performing better

6 Mediaweek September 25, 2000 www.mediaweek.com
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The Games: TV Gold

The Olympics continue to far out-deliver

other prime-time programming

I Olympic Average
251 I Season Prime-Time Average
21.6

20

15

10

5 L ) 1 —1/'6

1988 1992 1996 2000
Seoul Barcelona Atlanta  Sydney

Source:The Media Edge, Nielson Television Inde:

ly light TV users and upscale viewers.”

Tom McGovern, senior vp/director of
sports for OMD USA, noted that there is
stll no programming on television other
than the Olympics where advertsers can
geta 15 rating each night for two weeks on
a worldwide marketing platform.

Media buyers have generally dismissed
ratings comparisons between this year’s
tape-delayed Games on NBC and the 1996
Summer Olympics in Atlanta, which aired
live in the U.S. Comparisons to Seoul and
Barcelona are more accurate because events
from both Games aired primarily on tape
because of the difference in tme zones.

Other factors in the decline in aggregate
TV viewing for the Sydney Games is the
ability to get immediate results on the In-



ternet and on 24-hour cable news channels;
the disappearance of U.S.-vs.-communist
country rivalries; and the weak perfor-
mances in Australia of both the U.S. wo-
men’s and men’ gymnastics teams, which
traditionally draw large audiences.

“Based on the options people have
today, to garner 25 percent of all viewers to
watch often-unknown athletes is a very pos-
itive experience for NBC and its adverts-
ers,” said John Rash, chief broadcast nego-
tator for Campbell Mithun Esty. “In an age
when viewers would have to live in an iso-
lation chamber not to know the results of
the tape-delayed coverage, NBC has really
achieved remarkable audience results.”

Jon Mandel, co-director of MediaCom, |
noted that during these Olympics, NBC% |

broadcast and cable competitors have been
airing programming “to pick off people”
from the Games’ audience, targeting young
viewers with music and other specials
rather than airing broad-based program-
ming against the Games. Under the cir-
cumstances, NBC’ ratings “are not that
bad,” Mandel said.

And if U.S. track star Marion Jones has
some success this week in her much-hyped
quest for five gold medals, NBC’s ratings
could rebound before the Games end Oct. 1.

Because its average first-week ratings
were [ percent below projection, NBC has
offered advertisers makegoods during the
rest of its Games coverage. The network
has added two 30-second spots per hour to
the nine minutes of national spots it was
already running. Ad buyers say the addi-
donal commerecials will not present a clutter
problem. NBC deliberately sold fewer spots
in anticipation of a possible ratings short-
fall, a network representatve said.

Meanwhile, NBC affiliates are also satis-
fied with the Games so far, particularly in
markets where ratings have been higher
than average. “We did a 20 rating last night
in prime, and believe the best is yet to
come,” Roger Ogden, vp/general manager
of KUSA-TV, a Gannett Co.—owned NBC
affiliate in Denver, said on Friday.

NBC paid $715 million for the rights to
the Sydney Games and sold $900 million

| worth of advertising. Deducting $100 mil-

lion for production costs and an undeter-
mined amount for the makegoods, the net-
work should still take home a profit.

“This Olympics might not be a gold me-
dal for NBC, but it might not be a bronze
either,” said Steve Sternberg, senior vp of
broadcast research for TN Media. “There’s
a good chance to make it a silver if viewing
levels improve in the second week.”

‘Safe Harhor’ Sets Sail

Buyers are wary of Hollings’ latest effort to limit TV sex, violence

TELEVISION / By John Consoli

espite being targeted by con-
gressional legislation that could
severely impact their program-
ming schedules in the future,
most of the broadcast networks
last week opted not to get into a
public debate with the government.
Several networks
declined to comment
on a bill by Sen. Er-
nest “Fritz” Hollings
(D-S8.C.)) that was
passed Sept. 20 by the
Senate Commerce
Committee by a 16-2
vote. The so-called
“Safe Harbor” bill
would give the Fed-
eral Communications
Commission power
to deem network
television content too
violent and to deter-
mine the hours in
which such program-
ming should be
banned. Under the bill, violent program-
ming would only be shown when children

do not make up a significant portion of the |
viewing audience, or when those shows are |

rated so that V-chips will enable parents to
block them out electronically.

Opinions are divided over its chances for
success. One network official pointed out
that Hollings had tried on three other occa-
sions to pass such legislation, only to see it
voted down. The exec said it was “prema-
ture” for the networks to worry about it.

Bob Okun, vp of NBC Washington,
also called the legislation’s future “murky
at best,” adding that if it were to pass the
entire Congress, it “would be subject to
legal challenge.” Okun acknowledged that
rather than combining their opposition
efforts, the broadcast networks would
probably lobby against the bill individually.

But if it passes, many in the media com-
munity fear the consequences. “This could
be a nightmare,” warned MediaCom co-
director Jon Mandel, who said his Wash-
ington contacts believe the bill will pass
this congressional session. “The TV indus-
try has not woken up to how bad the situa-

tion really is. If this passes, I'm leaving the |
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Third time lucky? Hollings’ renewed push
to pass his “safe harbor” bill may succeed.

country. It will become pretty much close
to a Third World nation.”

An official at another network deferred
comment to the National Association of
Broadcasters, which offered for comment a
copy of a letter that NAB president Eddie
Fritts sent to John McCain, Commerce
Committee chairman,
who abstained from
last week’s vote. Fritts
also opposes the bill,
calling government
involvement in televi-
sion programming “a
slippery slope.” If the
government can man-
date when certain
programs should air,

not a stretch for gov-
ernment to begin de-
termining which pro-
grams may air at all.
This legislatdon by
Sen. Hollings, while
well-intentioned, is a
| form of censorship which we believe is con-
trary to the First Amendment.”
Meanwhile, media buyers, who spend
millions of dollars on all types of network
| programming, warn that a lack of aggressive
| opposition could allow the legislation to pass
before the end of the current session of
| Congress. They point out that in this elec-
} tion year, the bill will likely receive biparti-
| san support, and those who want to see it
l passed may attach it to an appropriations bili,
rather than pushing it through on its own.
’ Not all buyers, however, see the move-
{ ment as all bad and welcome more family-
|
|
|

SHAWN THEW/AGENCE FRANCE PRESSE

oriented programming and scheduling.
“I’'ve never been in favor of government
regulation, but I am in favor of compelling
programming that is acceptable to all facets
of society,” said Bob Igiel, president of the
broadcast division of The Media Edge.
“This is a clarion call that it is in the net-
works’ best interest to aggregate, not aggra-
vate, audience interests,” said John Rash,
chief broadcast negotiator for Campbell
Mithun Esty. “There is enough public sup-
| port on this issue, that the networks [should]
come up with a solution before legislation is
passed to mandate a solution.”

Fritts said, “then itis |

|
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and indeed this belief is reflected in the
poll in the finding that fully half (53 per-
cent) of all Bush supporters detect press
bias, with four out of five in this group
feeling it is Gore who benefits.

Fewer Gore backers perceive bias,
about three in 10, and most in this
group believe the press has favored Bush
in their coverage, as one might expect.
But a significant number of them—
about one in three (37percent)—say
Gore has gotten more than an even
break from the press. —Greg Mitchell,
special from ‘Editor & Publisher”’

Syndie’s Slow Start Persists
With Premiere of ‘Truth’

New first-run program launches in syn-
dication continued to endure slow per-
formances last week, with the premiere
of the Pearson Television game show 7o
1éll the Truth averaging a 1.1 rating/4
share over its first four days. Thatis 15
percent below its lead-in and 21 percent
short of its year-ago-time-period aver-
age. The Pearson strip, hosted by Sein-
feld alum John O’Hurley, posted its low-
est numbers Thursday (1.0/3).

Meanwhile, ratings didn’t improve
for the four strips that launched the
week prior. Paramount Domestic Tele-
vision’s Dr. Laura averaged a 1.8/6
through the first four days of the
week, according to Nielsen Media
Research, hitting its series low
Wednesday with a 1.6/5. The four-day
average represented a 10 percent drop
from the prior week.

Columbia TriStar Television Distri-
bution’s Fudge Hatchett stayed flat from
its debut overall (1.8/6). Another court
show in its second week, King World
Productions’ Curtis Court, averaged a
1.4/5 through Thursday—down 7 per-
cent from its debut week. And Buena
Vista Television’s reality-domestic-coun-
selor series, Housecalls, stayed flat from
week 1 with a 1.1/4. —Daniel Frankel

Dobbs and NBC Launch
Financial Radio Show

Lou Dobbs, the venerable business jour-
nalist who's exit from CNN nearly a year
ago coincided with that cable network’s
ratings doldrums, (continued on page 10)

Basehall’s Challenge

Postseason broadcasts face a brushback from premieres, debates

TV SPORTS / By John Consoli

ajor League Baseball, whose
postseason playoff and World
Series ratings have been in
decline in recent years, faces a
formidable test next month
of competing for viewers
against the networks’ season
premieres, three presiden-
tal debates and a vice presi-
dential debate. Because the
Summer Olympics were
pushed back to September
this year, most of the broad-
cast networks delayed the
start of their fall prime-time
schedules until October.
That means the baseball
playoffs will have to go up
against season premieres of
new shows, instead of later
episodes as in most years.
Ratings for the Amer-
ican League divisional play-
offs, which begin Oct. 2,
averaged a 7.4 last season,
down from a 7.8 in 1998;
the National League divisional games post-
ed a 7.0 last year, down from a 7.6. The
American and National League Champion-
ship Series, which begin on Oct. 10and 11,
had mixed results last year. The ALCS was
down to a 9.6 (from a 10.2 in 1998), while
the NLCS was up to an 11.9 (from 8.1).
NBC, Fox and ESPN share coverage of the
divisional playoffs, and the two broadcast
nets split the LCS games. The World Ser-
es, on Fox this year, begins on Oct. 21.
Because baseball’s TV audience skews
older and male, the presidential debates—

national TV audiences this fall.

set for Oct. 3, 11 and 17—and the vice
presidential debate on Oct. § are expected
to have most impact on the playoff tele-
casts. As well, some male viewers, and
many of baseball’s smaller
audience of women view-
ers, could pass up the
games for some of the net-
work premieres.

One of the biggest
clashes will come on Oct.
12, when Fox will air an
NLCS game and NBC will
premiere its Thursday-

ER and Friends. And on
z Oct. 24, NBC will pre-
miere its Frasier—led Tues-
1§ day lineup opposite a

. World Series game on Fox.
| Tom McGovern, senior
|2 vp/director of sports for
OMD USA, said that while
baseball might lose some
audience to the debates, the

night schedule, including |

LCS and World Series |

should post decent ratings for advertisers.

John Rash, chief broadcast negotiator at
Campbell Mithun Esty, believes the pro-
gramming with the most recognizable
names will rise above the clutter. “Whether
it’s the politicians, or baseball players like
Derek Jeter, or actresses like Bette Midler
[whose CBS show will premiere next

month] or Geena Davis [who has a new |

ABC show], the most visible stars will draw
the audience,” Rash said.

Major League Baseball officials could |

not be reached for comment. |

Can’t Beat Weh? Join It

Radio excutives embrace the Net threat, at high cost and low return

RADIO / By Katy Bachman

here was barely a live microphone in
sight at this year’s National Associa-
tion of Broadcasters’ Radio Show in
San Francisco last week. Where per-
sonalities such as The Fabulous Sports Babe
once sat, there was instead a display for a ful-

8 Mediaweek September 25, 2000 www.mediaweek.com

|

ly automated radio station that can grind out
today’s top hits with little human inter-
vention. Inside, Internet vendors hawked
streaming and ad-insertion technology.
Though stock prices have dropped re-
cently, radio executives said the slides are
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today, Sept. 25, launched The Lou
Dobbs/NBC Financial Report, syndicated
by United Stations Radio Networks on
more than 575 stadons.

To kick-off his media return, Dobbs
last week visited the National Association
of Broadcasters radio conference in San
Francisco. Even though Dobbs’ format is
short (three 60-second features aired
three tdmes daily), Dobbs, who started
his career at KBLU-AM in Yuma, Ariz.,
said radio was a good way to get back to
calling the shots in the stock market and
other financial news. “Would I like the
entire day? Of course. Radio has always
been about brevity and voice and it'll
take a week or two to find the right
voice,” Dobbs said.

Does all this signal a return to TV for
Dobbs? It’s only a matter of time, con-
firm radio execs who requested anonymi-
ty. For USRN and NBC, parters in
MSNBC and CNBC, Dobbs seems like
a long-term investment. —Katy Bachnan

Study: Newspapers Still Top
All Media in Ad Revenue

Newspapers are in no immediate danger
of losing their top-dog status in terms of
advertising spending across all media,
and look to comfortably lead TV, maga-
zines and online for years ahead, accord-
ing to a leading forecaster.

~ Next year, daily and weekly newspa-
pers are expected to reap $60 billion in
advertising, beating out television’s com-
bined $56.7 billion, consumer magazines’
$13.3 billion and the Internet’s $11.2 bil-
lion, Veronis Suhler’s latest Forecast.

While spending on other media—
including online, TV, radio, magazines
and outdoor—is expected to grow ata
faster clip than newspapers in the coming
years, ink on paper will still get the
biggest share of ad dollars. By 2004,
newspapers are expected to be raking in
$71.5 billion in advertising, compared to
TV's $69.2 billion, consumer magazines’
$16.4 billion and online’s $24.4 billion.
“Each of the categories continues to

grow, but they’re stll dominated by
newspapers,” said Veronis Suhler manag-
ing director Kevin Lavalla. As for those
who see the Internet as a real threat to
newspapers in the short term? “They’re
dreaming,” Lavalla said. —Tony Case

due mostly to a drop-off in dot-com adver-
tising this year. They are also keeping a
watchful eye on the threat of satellite radio
and Internet-only radio stations, which hope
to usurp radio’s audience and ad dollars.
The going belief, as far as Internet radio
goes, is it’s better to join them than beat
them. More than 4,200 channels stream

audio on the Web, up from 2,615 a year ago, |

according to Internet consultant BRS Media.

“We have a huge Internet business em-
bedded in our own company,” said Lowry
Mays, chairman/CEO of radio giant Clear
Channel Communications, which has pur-
sued a strategy of creating original-content
Web stations.

Smaller groups are pooling their efforts. |

Emmis Communications has launched an

industry-wide Web consortium with Bon- |

neville International, Entercom Communi-
cations, Jefferson Pilot and Corus Enter-
tainment. Representing 150 radio stations,
the separate companies have invested more
than $6 million to share technology, content
and marketing. “For the first time, indepen-
dent radio companies have gotten together
and written checks for a common purpose,”
said Emmis CEO Jeff Smulyan, chairman of
the Local Media Internet Venture.

“This isn’t about protecting value, it’s
about creating new value and monetizing
it,” said LMIV CEO Jack Swarbrick, a
partner in law firm Baker & Daniels, which
consulted on the project. That said, none

of these ventures is producing any sort of |

revenue stream. Smulyan doesn’t expect
LMIV to break even for at least three
years. “It’s unchartered waters,” he said. Bl

DBS Siphons Subs

Video customers switch to satellite; cable vetaining new media users

SATELLITE TV / By Megan Larson

olstered by carriage of local signals,

Direct Broadcast Satellite operators

are eating further into cable’s video-

subscriber growth, according to a

study released last week by the Boston-
based Yankee Group consultancy.

“Eighty percent of

households have

some sort of multi- |

Projected Growth of Multichannel Video Homes, 2000-2005

2 million homes over the next five years,
but its share of the multichannel video mar-
ket will decline from 69 percent to approx-
imately 66 percent (see chart).

Cable “is growing through ancillary ser-
vices, and while video is its foundation and
critical for the out-
growth of these ser-

i DBS Cable vices, it is not a
channel video and | Subscribers (in millions) Subscribers (mil.)  growth area in itself.”
much of that growth | 2000 145 68.3 DBS, however,
was done on the ggg; 1;3 gg'g will soon be compet-
shoulders of DBS,” 5504 29 69.7 tive in the broadband
said Mike Goodman, ‘ 2004 236 69.8 arena. StarBand, a
research analyst for 2005 25.0 69.9 partner of EchoStar |

the Yankee Group,

S-ource: The Y;nlaa Group

| Communicatons,

speaking at the Sky-
Forum conference in New York last week.
“Availability of local stations to [satellite
operators] has negated cable’s [subscriber]
advantage,” said Goodman, adding that of
those DBS subscribers who receive a local
package, only 8 percent still retain a cable
subscription.

As for new media services such as high-
speed Internet access, Veronis Suhler, in its
recently released annual Communications
Industry Forecast, concludes that while
satellite has indeed lured some traditional
video viewers from cable television, broad-
band offerings will help cable systems retain
the lion’s share of their customer base.
Goodman added that cable will grow about

10 Mediaweek September 25, 2000 www.mediaweek.com

- ~ will unveil a high-
speed Internet service late 4th quarter,
Goodman said. And while local-into-local

| is boosting business, DBS providers don’t

want to carry every station in a market.
The Satellite Broadcasting and Com-
munications Association, DirecTV and
EchoStar filed suit in the Federal District
Court of Virginia last week against the U.S.
government to strike down must-carry
rules. The Satellite Home Viewer Im-
provement Act mandates DBS operators to
carry all local signals by next year, but
SBCA president Chuck Hewitt warned
that carriage of many stations in a large
market would preclude DBS from carrying
essential stations in smaller markets. W
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Radio Networks’

Growth Slows
Upfront business ofa bt from 99 | @ GETTING INTO COLLEGE

RADIO / By Katy Bachman
ompared to last year, when dot.com | HAS N EVER BEEN SO EASY

mania put an inordinate amount of

pressure on network radio invento-

ry, this year’s upfront marketplace is
expected to be almost mellow.

“While there are still some [dot.com]
mainstays, the volume is not as large,” not-
ed Jennifer Purtan, senior vp of sales for
ABC Radio Networks.

The merger between AMFM Radio
Networks and Premiere Radio Networks |
has also slowed the pace. The reconfigured
networks will not launch until RADAR 68, |
so most advertisers and agencies are wait- ]
ing for special tabulations before making |
any decisions about spending their clients’ |
dollars in 2001. |

|
|
|
|

While the business has moderated, it’s
still healthy, as evidenced by the RADAR
66 report released by Statistical Research
last week. Radio networks showed growth,
with limited-inventory networks holding
their own in the top spots. Westwood's
CNN Max, Premiere’s AM Drive and
AMFM Sapphire were one, two and three.

|
'l STEAMTUNNELS,

Following that trend, American Urban ‘ THE LARGEST WEEKLY

Radio Networks debuted its two new lim-

ited-inventory networks, Pinnacle at No. 16 I COLLEGE MAGAZINE.

INTRODUCING

and Renaissance at No. 22. Only two full-
service networks continue to break into the
top 10: ABC’s full-service Prime network

If you're looking to reach the
college and youth markets, there's

and AMFM’s Diamond, ranked fourth and never been a better vehicle to get

eighth, respectively. | you there. Steamtunnels delivers
Even though the upfront hasn’t quite | the content college students want

revved up, there’s a lot of interest, thanks to | (music, sports, entertainment,

the dot.coms. “The by—product of last year | fashion, techno|OQY, and of course ‘ 4

is the dot.coms did a great service for [net- | the Internet) and the numbers - - ne?:;.:;;?:::

Kgfdfiiﬁ’i}f;mﬂ‘?ﬁ?s s anincredible |l an targeted circulation you need. e
“We see a lot of interest from packaged * Distributed at 233 colleges and universities,

goods, pharmaceuticals, and tune-in adver- with a 3.4 million total student enroliment

tisers,” said Roby Wiener, senior vp of mar-
keting for Premiere Radio Networks.

Due to their respective corporate calen-
dars, some advertisers, such as Procter &
Gamble, Pfizer and others, had to lay in |
their plans anyway. But those who can |

i
|

* 1.9 million circulation (largest in the college market)
* The only weekly college magazine
* Reaching America’s leading consumer group

afford to wait are dOiI_lg so. “We’re not For advertising information contact
going to rush into anyth’l’ng..We may not be Mark Businski, Vice President of National Advertising
done until November,” said Reyn Leutz, Phone: 212-404-7455 » Fax: 212-404-7460

senior vp and assgciate director of national | E-mail: mbusinski@steamtunnels.net * Web: www.steamtunnels.net
broadcast for Ogilvy & Mather. m |
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ZIPPERS—REPAIR
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| CHETTER ZIPPER REPAIR DALTON ZIPPER REPAIR
I Qur Zipper Repairs Are F:?o‘:\edly A‘t)mosphe::lacme"“
f Guaranteed Complete Zippes Services
h | Quality Next Day Service Dﬁ:ﬁﬂg /?E'E SR(EPA]E ______ 897-905;
e ZIPPER COMPANY

b

T oo M m o O W >

g
! I“\‘ll

1

P YV o =2 2 ~ X &

ARDEN HEIGHTS
ZIPPER REPAIR
Sturdy Repairs
Otder and Newer Zippers
Quality Service
Prices Worth Your While
From Fix It to Zip It
Complete Zipper Services
1221 Dallas Dr----------- 125-7300
ATLAS ZIPPER REPAIR
No Zipper is Too Big or Too Small
We Can Repair Any Zipper!
Quality Service & Prices
Replacing and Repairing Zippers
for Over 30 Years

5488 Billings St —-------- 656-6598
ATTRUIT ZIPPER REPAIR
r;lext Day Service
801 Blake St ----------.- 801-0101
BABB ZIPPER COMPANY
1354 Harper St ----------870-0985

BACK TO FRONT ZIPPER
REPAIR

1325 Martin Rd -----«---- 789-
BADLEY & SONS o
ZIPPER REPAIR

Fixing Zippers for 3 Generations

4684 Meeker St ----------| 648-0897
BAFFLED ZIPPER THE

1305 Magis D - o----468-7300

BLIPPER ZIPPER
COMPLETE REPAIRS
Don't Toss it—We Can Repair It!
Guaranteed & Affordable
Next Day Service
Family Owned & Operated

4578 Porttand Dr ------ 218-0854

BLITZ THE ZIP

Let Us Fix Your Zipper

7894 Sommer Ave-------- 451-0588
BLOWN A ZIPPER

Cheaper Than Replacement

4557 Palace St
BLUSTER ZIPPER REPAIR

In The Zipper Business
for 32 Years
Fast, Friendly Service

166 Hooper St «--«------ 778-0528

BOA-CON ZIPPER REPAIR

No Zipper Too Big or Too Smalll
4580 Pine St -----c-s-c-eo 699-0935
BOLD NEW ZIPPER

5088 Market Ave -------- 760-0584
BORN TO ZIP
We Can Fix It Guaranteed]

2308 Buster Dr --+e---o-- 250-0831

CAST IN STEEL ZIPPER
REPAIR SERVICE

Sturdy, Long lasting Repairs!

1999 Fourth Bt -=------209-0533
CASUAL TREND
ZIPPER REPAIR

The Latest in Zippers

High Quality Repairs

2801 Yelston D --------- 877-0195
CATCH THE ZIPPER SPIRIT
4010 Ghmmer Dr_---— - 978-0812
CATHERINE THE
ZIPPER WIZARD

Working Magic on Your

Broken Zippers

202 Robin Ste----snven-o ~586-0855
CATT'S ZIPFER SHOP

7801 Vance Ave ----=-=-- ~421-0568
CECIL'S ZIPPER SHOP

Fixing Zippers For Many Years

1220 Wesley Dr ----e---- £686-0933
CEDRIC & SON ZIPPER REPAIR
Family Ownes » Quality Service

2778 Riverside Rd -------- 300-0950
CENTER LANE ZIPPER
COMPANY

Repalrs & Replacements

1440 Pinder Br —------- 2
CENTS TO ZIPP
Affordable Zigper Replacement
et It Fixed

40-0484

Nan aw it Awav-

CHIME ZIPPER SERVICE
Millions Replaced!
4577 Dawson Dr

CINCH AND ZIP REPAIR

SERVICE L
Fixing Your Zipper at Low Prices
990 Ventrue Dt 58-89

CIRCLE OF ZIPPERS )

Your Trusted Zipper Repairman
4800 Clover St--=------—~ 953-4953

CLAMMER ZIPPER REPAIRS

Quality Repair Services
585-9856

9790 Ogden Ave----—-" "
CLANN-MEND ZIPPER REPAIR

Family Business for 3 Generations
5687 Randalf St ------— 286-0941
CLEMENTS ZIPPER REPAIR
3587 Detling St ~----"" 255-0522
CLEVER ZIPPER THE

Repairing Old or Broken Zippers
4685 Sumner St === 689-0822
CLINT ZiPPER SERVICE
Professional Zipper Repairs

200 S idaho Sl---~--------45|-7365
CLOTH BINDER
ZIPPER REPAIR

Fixing Zippers on Apparel

5844 Kot §t --e--eo-===="" 421-0124
CLOTHES ARE SPARED

\PPER REPAIR
Saving Your Clothes From lﬁe
Rubbish Bin Through Quality

Zipper Repair
1248 Belftower Dr -a-o--210-0500

COBBLESTONE ZIPPER SHOP
Repair & Replacement Services
4890 Cavern Dr -------~ -306-0668

COOPER'S ZIPPER REPAIR
Quality Repairs
Next Day Service
5811 Parker Sl—----—----689-0958

COPPER ZIPPER
Complete Range of Services
8714 Furgus St -—--=--— --161-6854

CORBIT ZIPPER REPAIR
Next Day Repair Service
9905 Kellor St --=-=-===- 899-8974

COST-LESS ZIPPER SERVICE
The Economical Alternative!

5858 Patton St--++--=----" 977-8974

COVE OF ZIPPER FIXERS
Repairing Zippers for 20 Years
No Job is Too Tought
4869 Starlin Dr

CREATIONS iN ZIPPERS
Repairs & Replacements

8974 Selby St —--=------ 487-0862

REATIVE ZIPPER SERVICE

We Repair Your Damaged z;
Quality Rates, Fast ’lurnarw:sers

6861 Plourde St -----....
DANCING ZIPPER COMPALL!
We Repair Damaged
& Worn Zippers
Quality Rates
Next Day Service
4688 Leeds Dr ~—-----—.... 8
DAPPER ZIPPER THE o 028
Bring New Life to Old Clothip,
Professional Zipper Repair &
Replacement
1221 Geiger St---e---. ..
DARN THAT ZIPPER 0181
Fixing Zippers For 27 Years

Quality Repairs & Replacemen,
1337 Hemling Dr ---—--... 458_3;3
DASH IT ZIPPER REPAIR 03

Quick Service Zipper Repair
4980 Farley Rd----——-... 240-04
DATED ZIPPER ———___._Zi‘
REVIVAL
Complete Zipper Services
« Repairs
+ Replacements
« Updates
« Clothing
« Shoes
« Handbags & Luggage
« Tents & More
484 Redwing Rd ---.-.. -480- 05 i
,___—-—--—*___'_“

DATHER ZIPPER REPAIR
Open Seven Days a Week|
Next Day Service
Quality Zipper Repairs
1030 Collier St--«----.....

DAVIDSON ZIPPER SERVIC
Offer Strength To Zippers
Everywhere
4685 Palamino Dr ----—..54

DAWDLE'S ZIPPER SHQp %8
New Life for Oid Zippers
Fast, Friendly Service
1440 Martin St------.-....

DAZEY ZIPPER REPAIR:mD“0
125 Tifsner St -----ee. 100.

DEAD END ZIPPER REPIO\?A»OQ
Don't Let Your Zipper Reach
End—Let Us Fix itl
12285 Elston Dy ...

DELLA THE ZIPPER FixeR ™"
Making Miracles Happen
1040 Sheldon St-—---..... 3

DEMANDING REPAJRS

ZIPPER SERVICE

Fixing the Unfixable

Protessional Repairs

003

2 Deag

14119
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§ ZIPPER REPAIR
th/Be%an Fix It Ben?r
Long-lastinq Repairs
4811 Mellow St ceonennnn 403-0991
;DDLEY DOO.ZIPPER_
We Put the Zip in Your Zipper!
1227 Regis St ------m---e- 319-0974
DILLON ZIPPER C_OMPANY
nepﬁ‘ring & Replacing
4687 Stinson [ 700-0007
DIME SAVEB ZIPPER SHOP
gcona‘“ica' Zipper fiepaurs
aving Zippers & Dimes
TR =, 885-0998
AP

¢ Your 01d Zippers Some Spark}

Giv 4
Grapeving Dr ------ 450-0030
DT?SITY-ZIP ZIPPER REPAIR
ZippY service
Next Day Zipper Repair
7010 Klondike Dr -------- 904-1174
pIRE STRAITS
ZIPPER COMPANY
n Mays' Favorite Zipper Storel
450 Stone R ~-zrcecoees 940-4973

INCT CLOSURE

DISPERREPAIR

Closing Zippers Daily

Repairs & Replacements

4654 Funne! I 467-0950

VIDED & UNITED ZIPPERS
o 468-0080
DleEl-AND ZIPPER
coMPANY
Repairing & Replacing Zippers

0id & New

Next Day Service

quality. Friandly Service
1146 Gander Ave ------ 693-0085

RIGHT ZIPPERS
DO:’{EMNG Zipper Repairs

G Winter St -——--=-= 389-9830

0-DAD ZIPPER COMPANY

Zippe! Repairs & Doo-dad Fixers

Bt 681-0841
SOLEY ZIP RIGHT
coin Zippers Right!

B o= 211-0982
2085 LY L ZIPPER COMPANY
A lity Repairs & Replacements
OuBNew Zippers are Guaranteed
Our pay Service
pwned & Operated
irs on Clothes &Shoes

Cheever St~ 216-6060

e .
pamil
a
F irs While You Wait!
A Repalrs
z/pp;!’y ;55 Gusrantee
g;j;,,,-,,g « Shoes * Handbags

er R
169 M0/ PPERS

‘Dedicated to l}ualiry

3 epairs
gy — 295-0625

continued ===
FADS IN Z!PPERS
Ergsn‘d‘y Zipper Repairs
mage St ---..-......790.0
FAIR ZIPPER TRADE COMPXZI\::Y
ZZ?&e(r;Repairs & Services
T3V0 St --eeeee. S
FALLEN ZIPPERS i
Repairing Afl Zippers
1919 Gwen St ~--......... 606-0668
FALSE.HOPE ZIPPER COMPANY
Repairing the Oldest of Zippers
4111 Evens St -o-e...._. 900-0606
FANTAST|C NEW ZIPPERS
Bring New Life to 0id Zippers
2031 Grove St -----..-.... 241-1484
FASHIONABLE ZIPS
Zipper Repairs
Oid Zippers Like New
2331 FOrt St --eemennn...
FAULTY ZIPPER
Zipper Broken?
We'll Fix It
D;?ge:v‘irs You Can Rely On
ackey St ---.......§35.359
FAVORITE CLOTHING KEEP?ERss
Spve Your Favorite Attire With
Simple Zipper Repairs
311 Skylark Rd
FEEBLE ZIPPERS
R_epairing the Most Delicate of
Zippers
Next Day Service
814 Lowis St---o......_..

FICKLEZIPPER o 0%
We Fix it Fast|
999 Tulip St ---. -aeeeee--885-8065

FIRST AND LAST
ZIPPER REPAIR
We Guarantee Qur Work 10 Last
6595 Shepp St ... --468-
FITTO Z|Pp "
Zipper Alterations and Repai
l pairs
High Quality Work & Seryi
We'll Zip to Fity : n
471 Lang St
FIXED TO zip
Fixing Broken Z; i
fema ippers is Qur
0}1r Work is Guaranteed
Il Zip or Your Money Back!
Convenient Hours
Seven Days a Week
4587 Crater St ---........ -611-01
FLAWLESS ZIPPERS .
We Get it Zipping Like Newl
6489 Mango Dr
FO_REVER ZIPPER
Zszpers that Last
585 Market St .......... 302-0536
FxAﬁZULED ZIPPERS
o'l Untrazzie Your Zi
1224 North Pikg St ---?fggl-ZSBS
FPRIENDLY ZIPPY
rofesslonal Zipper Repal
4684 Yapor Dr -c.o..... < 2?5-0552
GABE'S ZIPPER SHNP

G|.FFORD ZIPPER COMPANY
ggs%eéRepairs Same Day
reta S --------_.68g.
GGI_FTED ZIPPER COMP»?\%Y8888
ive the Gift of Working Zi
3025 Marlow Dr 9828"%:352'5
GILLIS ZIPPER REPAIRS
Zipper Repairs « Next Day Pick-Up
Convenience & Quality
248 White Range Rd
GIMPY ZIPPERS
Zipper Broken?
Call Yst
Work Guaranteed
Next Day Service
Saving Pants & Jackets
Everywhere
2122 Market St ------ ~..§97-
GI_ZMO ZIPPER COMI"AN.,Y0857
Zippers and Gizmos Repaired
Quality Service
8157 Sheldon Or ----

-~469-0909

GLAD ZIPPER THE didg
Quality Zipper Repairs

You'll Be Glad You Called Us}

930 Ronatd St «---....... 198-0985
GLASS ZIPPER

No Zipper is Too Fragile

8706 Ridgewood Dr------359-0125
GLIMMER OF HOPE
FOR ZIPPERS

Top Zipper Repairs

4685 Nolan Dr ------—..... 298
GLINTFUL ZIPPER

l;ew Shiny Zippers

025 Glenshaw Ave----- 305-0985

GLORIOUS 2IPPERS

Repairs While You Wait

458 Oakland St ------... 639-0985
GOOD TO GO ZIPPERS

Getting Your Zippers Good to Go

Quality Work & Repairs

Next Day Service

355 S Riz St ----------.-599.0588
GUILD OF ZIPPER REPAIR ——

Don't Toss Those Jeans Due to a
Faulty Zipper... We'll Fix Them/

Trust Us With Your Zipper
3814 Billiard St----------458-0798

HANDY ZIPPER REPAIRS
Convenient Hours

Next Day Service

7806 Pinkerton Ave ------ 502-0455
HAPHAZARD ZIPPER
Complete Zipper Repair Service
4685 19th St ----eeeen. 352-9085
HARDLY BROKEN ZIPPER THE
Fixing Any Zipper Situation!
Craftwork You Can Depend On
1313 Whittacker St ------ 609-0963
HATTY ZIPPER COMPANY
Complete Zipper Repairs

Quality Next Day Service

ZIPPERS—REPAIR 121
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IMAGE ZIPPER COMPANY
Keeping Your Clothes Looking and
Working Their Best!

1587 Connely St -------- 458-7985

INDUSTRIAL ZIPPERS
Industrial Strength Zipper Repairs
6485 Valtance St -------- 774-8947
INSTY ZIP
Repairs While You Wait
Quickest Zipper Repair
Service in Town
Don't Hesitate To Stop in
And Get Zipped
5015 Water Tower Dr----787-9865

IT 2IPS
Instant Zipper Repairs!

458 Staele St ------------ 458-71110
JADED ZIPPER

Fixing Otd and Worn Zippers

4558 Denver Dr - -926-0266
JIFFY 21P

Quickest Zip in Town

Complete Repairs

Quality Service

1074 Norman Dr---------- 383-0852
JIMMY'S ZIP SHOP

Complete Zipper Repairs
Professional & Friendly

Family Owned & Operated

5874 Agate St -----s---- 785-0968
JOVIAL ZIPPER

You'll Be Glad To Have Your Zipper
Repaired

Highest Quality Service

4578 Ballard Rd - ~-------881-8865
JUST ZIP IT

Complete Zipper Repairs

6602 Regis Rd ------ --888-0854
KING ZIP REPAIR SERVICE
Long Live Your Zippert

1847 Mud Lake Rd ------467-8980
KWIK ZIP

Same Day Repairs

990 Dennis Ave ---------- 874-0985
LAST CHANCE ZIPPER

No Zipper is a Lost Cause

889 Loring St ------------787-0847
LEAD ZIPPER THE

Solid Zipper Repairs

618 Wicker St -----a---e-- 797-0684
LESTER'S ZIPPER SHOP
Quality Repairs & Alterations
Next Day Service

794 Gingersnap Dr ------633-0663
LEWIS ZIPPERS

Complete Zipper Services

215 Montreal Rd ------ 251-0985
LICKETY ZIP

Quickest in Zipper Repalrs
Repairs While You Wait

Quality You Can Trust

458 Magers Ave---------- 202-0695
LiL ZIPPY’'S REPAIR SHOP
Friendly Zipper Repairs

1301 Wilco Dr ---------- -511-0658
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continued
MANAGEABLE DAMAGE
ZIPPER REPAIR

Repairing Damaged Zippers

4687 Shoreview Dr ------ 251-0851
MASTER ZIPPER REPAIR

“Dedicated to Quality

Zipper Repairs”

3610 Meadow St -------- 689-0998
MEND YOUR ZIPPER

Mending Zippers for 17 Years
Quality Matters

30215 Winslow St------- -891-9990
MIRACLE ZIP

Performing Miracles on Your
Broken Zippers!

4687 Arden Hilis Rd------ 777-0557
MOTLEY ZIPPER
3122 Pentax Dr --
MUST BE FIXED
Zipper Repairs and Alterations
3012 Universe Dr ~e---300-0345
NEW T0 YOU ZIPPER

Repairs and Replacements

Next Day Service

6895 lllford St - ---689-0985
NINE LIVES ZIPPER SHOP

New Life for Old Zippers

6425 Castle St --—--------900-0987
NU ZIPPERS

Zipper Repiacements, Repairs

and Alterations

6458 Bower Dr -—------- 602-0685
OF NEW ZIPPERS

Complete Zipper Repair Service
388 Tennison St ----------302-0685
OLD & NEW ZIPPER REPAIR
Repairs, Replacements, Alterations
4685 Marper Rd ----------214-0956
PANTS TO BE ZIPPED

Zipper Repairs and Alterations

1808 Dalia Rd
PICTURE PERFECT ZIPPERS
Bringing New Life to Older
Garments Through the Magic of
Zipper Repairs!

3895 Everett St ----------168-0956
PONDERING ZIPPERS

Zipper Repair Services

1995 Wabasha St -------- 689-0985
QUICK ZiP

Same Day Zipper Repairs

Quslity Service & Repairs

4648 Alder St ------------ 355-0984
RENEWAL Z2{PPER COMPANY
Repairs, Replacements and More
The Zipper Specialists

55 Vortex D --e--------a--! 999-1111
RICKETY ZIPPER

Fixing Old Zippers

4650 Lewison Ave--------662-5998
RUSTIC Z{PPER

135 Roster Ave ---------- 485-0956
SEW ITAND ZIP IT

Zipper Repairs

Alsacatinnn

---=-241-0411
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Midseason Traffic Jam

Following a congested fall, nets have a raft of replacements on deck

TV PROGRAMMING / By Alan James Frutkin

s the broadcast networks contend

with a crowded fall, they may find

that midseason proves to be equally

packed. Estimates indicate that pro-
duction on replace-
ment series is up by
at least 25 percent
from last year. But if
networks are looking
to launch shows out-
side of the fall clut-
ter, is more midsea-
son product neces-
sarily the smartest
strategy?

“It’s not as wide-
open a playing field
as it once was,” said
Jordan Levin, exec-
utive vice president
of programming for
the WB, which is
readying four mid-
season series, in-
cluding The Oblongs.
“But midseason still
presents opportuni-
ties, simply because there are stll less shows
being launched than in the fall.”

Last midseason, Fox struck gold with
Malcolm in the Middle and Tirus. This mid-
season, the network may launch as many as
four new series, including The Tick. Perhaps
still reeling from last season’s programming
struggles, the network sees the rise in mid-
season product as a plus.

“We would have been very happy last
year to have an extra drama or two,” said
David Nevins, Fox’s executive vp of prime-
time programming. “The fact that both
Malcobn and Titus succeeded showed us
that if we have the goods, we have the mar-
keting muscle to make them stick.”

But exerting that muscle on behalf of
four series, as opposed to two, could weak-
en the impact of those marketing strate-
gies. “It’s all about the heat you can gener-
ate,” said Stacey Lynn Koerner, vp and
associate director of broadcast research for
TN Media. “And the networks may have
to start making decisions about which of
their shows they choose to promote.”

NBC is preparing the largest amount of
midseason product (approximately six

Fox hopes The Tick, starring Patrick Warburton,
will continue the network’s midseason successes.

series, including the female-targeted Three
Sisters). This may be because the network,
like Fox, took considerable risks with its fall
schedule. In general, the production
increase for midsea-
son—which  runs
from Dec. 14 to
April 14—also may
be a result of net-
works  stockpiling
for the impending
writers’ and actors’
strike next year, as
well as to avoid the
fourth-quarter clut-
ter of the Olympics,
major league base-
ball and electon
coverage.

“A lot of net-
works  purposely
held back shows for
. midseason knowing
they would have a
better chance of
survival if they were
launched next year,”
said Laura Caraccioli, vp and director of
Starcom Entertainment.

With Swwvver’s success this summer,
and Who Wants to Be a Millionaire’s success
last summer, the rise in midseason product
uldmately may point to a gradual shift
toward a 52-week schedule. “We’re devel-
oping constantly,” said Jeff Bader, senior vp
of programming, planning and scheduling
for ABC, which has three midseason
comedies, including one starring Denis
Leary. “All the networks have gone from
fall and midseason launches to basically a
rolling season.” And most advertisers are
applauding that shift. “The best product
can be developed without it having to be
ready at a fixed point in the schedule,” said
"Tim Spengler, executive vp and director of
national broadcast at Initdative Media.

But the upfront market structure that
broadcasters rely on to create their pro-
gramming may prohibit that happening
soon. “There’s just not enough new money
coming in to do a year of all originals,” says
NBC Agency president John Miller. “So
the fall launch is something that will be
with us for a while.” |
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Hearst editors on Cowboys

Cowboys symbolize an independent spirit that has always
been a part of the American landscape. It's timeless. It
extends beyond generations and trends. People today
are looking for independence and personal style.

-Nancy Mernit Soriano, Editor-in-Chief, Country Living

Cowboys are the essence of American male sexuality. Women want a guy
who represents all those great qualities — he’s rugged, he’s independent and
he’s tough. But, how do you take a cowboy and rope him into a modern
relationship? It's a big issue for women today.

~Lesley Jane Seymour, Editor-in-Chief, Redbook

\

A man’s shirt on a woman’s body suggests,
\ “I just got outta his bed.” It's definitely a very
\ powerful thing when women wear men’s clothes.
—Kate White, Editor-in-Chief, Cosmopolitan

\

At Hearst Magazines, our editors hear the call of a new
frontier. We have the courage to blaze new trails, and the strength to
travel uncharted territory. Every month at Hearst, we lead the pack -
reaching more than 60 million readers. That's more than any other
publisher of monthly magazines. So saddle up. We know the way. You
can reach us at 212-841-8351. Or e-mail jhamill@hearst.com.

Hearst Magazines. We read America.

Classic American Homes ~ Cosmopolitan ~ CosmoGIRL! ~ Country Living ~ Country Living Gardener ~ Esquire ~ Good Housekeeping ~ Harper's BAZAAR
House Beautiful ~ Marie Claire ~ O, The Oprah Magazine ~ Popular Mechanics ~ Redbook ~ SmartMoney ~ Town & Country ~ Victoria



NETWORK TV

committed to making the second-year
medical drama City of Angels, which
struggled in the ratings last year, a suc-
cess this season. Although Angels is
scheduled in the highly competitive 9
| p.m. Thursday dme slot against ABC’s
Millionaire and NBC’s Will & Grace and
| Fust Shoot Me, CBS devoted a significant
I
|
!
|
|

|
. CBS and producer Steven Bochco have
|
|
I

amount of ad dme to promote the
sophomore series during Swrviver
episodes this summer. And Bochco said
he’s “been working from top to bottom
to make it a better show. I didn’t feel
good about what we were doing with it
last year.” The producer said that an
“inordinate amount of time was spent
trying to decide what our persona would
be,” adding that the effort uldmately
hurt the creatvity of the scripts. Bochco
said he has been wridng City of Angels
scripts in the morning and NYPD Blue
scripts in the afternoon. “No matter
what happens, [CBS ‘Television presi-
dent] Les Moonves is my hero because

|
| he brought us [City of Angels] back,”
|
|

Bochco said.

SUrvivor producer Mark Burnett said
that 72-year old former Navy Seal Rudy
Boesch, who was among the final three

| contestants on the show’s initial run this
summer, has become a friend and that he
would like Boesch to help out on Bur-
nett’s Discovery Network reality show,
Eco Challenge. Burnett said the format of
Survivor I, set to premiere on CBS in
January, will be the same as the original.
“If it’s not broke, don’t fix it,” Burnett
said. He added that Is environment~the
Australian outback-will be much more
dangerous because the outback is filled
with snakes, crocodiles and lizards, and
the weather is much more volatile.

|

‘ Fall TV picks to click continue to roll

‘ in. TV Guide Channel’s top 10 are: Dark

: Angel (Fox); Titans (NBC); Gilrnore Girls

| (WBY); The Fugitive (CBS); Boston Public
(Fox); Ed (NBC); Grosse Point (WB); The

l District (CBS); Freedom (UPN); and The

| Geena Davis Show (ABC). Among the

| new shows Universal McCann believes

P owill “probably be renewed” are: Gilmore
Girls (WB); Bette, Welcome to New York,
C.S.I and The District (CBS); and The

| Street (Fox). —Fohn Consoli

Marbut to Step Down

Hearst-Argyle architect and co-CEQO will vetire at year-end

TV STATIONS / By Katy Bachman

ob Marbut, chairman and co-CEO
of Hearst-Argyle Television and
one of the station group’ original
architects, announced last week he
will step down at the end of this vear. Mar-
but will enter into a two-year consulting
arrangement with Hearst-Argyle, and also
will become a non-executive chairman of
the company. Former co-CEO David Bar-
rett will become president and CEO.
“Marbut was at the forefront of consol-
idation in television,” noted PaineWebber
analyst Lee Westerfield. “His sunset on
broadcasting marks the closing of a mar-
velous career and contribution to broad-
casting.”
As co-founder of Argyle Television in

| August 1994, Marbut merged Argyle into

Hearst to create Hearst-Argyle in 1997.
While Hearst-Argyle is his most recent
endeavor, Marbut spent seven years at
Copley Newspapers and 20 years as presi-
dent and CEO of Harte-Hanks Commu-
nications, where he was a founder of the
company’s core direct marketing business.

In the last three years, Marbut helmed
Hearst-Argyle while it grew from a com-
pany with 15 TV stations reaching 11 per-
cent of the TV households, to 26 stations
reaching 17.5 percent of households. Un-
der his watch, the company’s revenue dou-

bled from $387.8 million in 1997 to $792.9
million last year, making it the seventh
largest TV group in terms of revenue,
according to data from BIA Financial Net-
work. So far this
year, Hearst-Ar-
gyle continued to
expand its TV
assets, announc-
ing deals to sell
five of its seven
radio stations and
a swap deal with
Emmis Commu-
nications.

Under Mar-
but, Hearst-Ar-
gyle turned on
the nation’s first
commercial digi-
tal station, KITV
in Honolulu in 1997. As of September of
this year, six Hearst-Argyle stations have
upgraded to digital.

In the near term, Barrett will take off
where Marbut, and John Conomikes, who
preceded Barrett, left off. “Barrett can fill
those shoes,” said Westerfield. “It’s a real
mark of the quality of the organization to
see this orderly transition.” Marbut and Bar-
rett could not be reached for comment. B

Hearst-Argyle’s Marbut
met the digital challenge.

Syndie Checks Reality

Fall 2001 development populated with new voyeurism concepts

SYNDICATION / By Daniel Frankel

s syndicators develop fall 2001

programming, new reality formats

are gaining favor over the recent

spate of star-driven talk strips and
judge-ruled court shows.

Just like the networks, syndication is
jumping on the voyeurism bandwagon,
developing such shows as Twentieth Tele-
vision’s Big Diet by European voyeurism
pioneer Endemol. The plot: overweight
contestants compete to lose the most
poundage while avoiding strategically posi-
tioned snacks.

“My feeling is [audience] erosion will
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continue until we develop some different
types of programs,” said Mark Itkin,
senior vp/West Coast head of syndication
and cable packaging for the William-
Morris Agency and Endemol’s U.S. rep-
resentative.

Endemol has also licensed the reality-
relationship concept A/ You Need Is Love
to Stone Stanley Entertainment, which is
developing it for Tribune Entertainment.
The show tracks guests with “love prob-
lems.” Telepictures Productions’ has E-
Lim-I-Date which is similar to The Dating
Game, except the action takes place out-
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CABLETV

Viacom’s MTV Networks Las
week took the country out of TNN and
changed its name to TNN: The National
Network to offer more youth-skewed
general entertainment programming.
TNN president David Hall will leave the
company as the core management team
moves from Nashville, Tenn., to New
York. Nickelodeon/TV Land president
Herb Scannell will also take on TNN
and spearhead the revamp of the net-
work. In the future, TNN will acquire
broader sports and outdoor program-
ming, off-network shows and original
series and movies. Diane Robina was
named general manager of the network.
Also last week, the Delaware Supreme
Court upheld Viacom’ new program-
ming arrangement with the Worldwide
Wrestling Federation, turning back a
challenge by former WWF carrier USA
Networks. The WWF?% highly rated War
Is Raw will premiere on TNN today.

FX last week acquired 15 additional
episodes of Son of rhe Beach, to premiere
in the first quarter. The series, the first
original comedy for the network, earned
an average 1.46 household rating and
delivered 743,000 homes during its ini-
tial 13-episode run earlier this year.

Court TV took Confessions, the contro-
versia} series showcasing videotaped
criminal confessions, off its schedule after
the show’s second airing on Sept. 17. The
cornerstone of the network’ new fall
line-up, Confessions was widely criticized
for lacking depth and being insensitive to
crime victims and their families. In light
of recent government hammering of the
entertainment community for violent
content, CEO Henry Schleiff said he
hopes that Court TV correction of a
programming “mistake” reflects positive-
ly on the industry.

The CGabletelevision Advertising
Bureau last week reported that ad-sup-
ported cable contributed to 60 percent of
the page views (908 million of 1.52 bil-
lion) on media Web sites in July. Among
the top 10 sites in terms of unique audi-
ence were msnbc.com, weather.com, eon-
line.com, cnn.com., mtv.com and oxy-
gen.com, according to data provided by
Nielsen NetRatings. —Megan Larson

side of a studio.

In general, buyers have yet to see the lat-
est crop of reality shows, but some expressed
concern that they might be getting out of
control. “Syndication has had plenty of
game shows that have done well, and its had
plenty of court shows that have done well.
But when you get into these kinds of reality
shows [such as Big Diet], you walk the line a
litle bit in terms of what’s appropriate,” said
Krisuan Magel, vp/national broadcast for
Optimedia International U.S.

The trend toward reality is just the latest

. “me too” concept by syndicators. However,

recent favorites have not pulled big audi-
ences. Last year, an above-1.0 national rat-
ing eluded talk strips built around stars such
as Roseanne. Syndicators responded with
five new court shows this season, three of
which have premiered to modest ratings.
Syndication’s 2001 will offer non-reality
concepts. LMNO Productions, in concert
with eBay, is shopping a variety-auction
strip. Also in the pipeline is a fashion-
makeover pilot from Telepictures starring
Cher, and Columbia TriStar is developing
an acton hour around former Baywatch
actress Carmen Electra. C

Friday-Night Fight

Cartoon and Nick vie for kids prime-time TGIF audience

CABLE TV /By Megan Larson
ith a mix of original series and
vintage cartoons, Cartoon Net-
work has passed several rungs
on the ratings ladder this year
to tie TBS Superstation for August.

A large part of that ratings success can
be attributed to the creation of Cartoon
Cartoon  Friday, the
network’s Friday-
night programming
block, which has filled
a void left by the
defunct T'GIF line-up
on ABC.

Beginning with the
new season on June 9,
through Sept. 3, Car-
toon Cartoon Friday,
which showcases pre-
miere episodes of orig-
inal series such as The
PowerPuff Girls, grew
12 percent to a 1.9

last year to 66.3 million.

“This continued ratings success is
already helping us for the next upfront,”
said executive vp of sales Kim McQuilken.
Moreover, the success of PowerPuff prod-
ucts—toys and films—and hefty invest-
ments in cartoonnetwork.com, has bol-
stered integrated
sales. Original series
such as The PowerPuff
Girls and Dexter’s Lab-
oratory have generated
great appeal on-air
and off—PowerPuff
alone will bring in
$300 million in total
revenue this year.

Still, Cartoon is up

ming  powerhouse
z Nickelodeon.
| % “If someone

emerges and com-

household rating and
25 percent to 2 4.5 rat-

Cartoon’s Dexter’s is inventing bigger ratings.

petes with the un-
abashed leader it is

ing among kids 2-11 and 4.2 among kids 6- | good for buyers,” said an agency executive

11. In prime time during August, the net-
work’s household ratings grew 11 percent
over last year to a 2.0 and increased 24 per-
cent in delivery to 1.3 million, according
Turner Entertainment (Cartoon’ parent
company) analysis of Nielsen data.
“Cartoon has tapped into fresh new
talent but has also done a great job of
packaging and marketing old shows, ” said
Laura Caracciolli, vp and director of Star-
com Entertainment. Toon also benefits
from an increase in subscribers over the
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who requested anonymity.

Nickelodeon, which outdelivers Toon in
total households in prime time and remains
the No. 1 network during total-day, extend-
ed its children’s programming block until
10 p.m. on Fridays on Sept. 15. Though
“Toon is making strides in prime time, Nick
doesn’t intend to change its strategy. “I
know it looks like Nick is putting a toe in
the pool about kids programming at night,
but the story ends with Friday,” said Nick-
elodeon spokesman David Bittler. [ ]
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‘ DENVER

Emmis Growing Its
Cluster One by One

]!
|
|

2

S Jeff Smulyan must be on a

Rocky Mountain high. A
month after Emmis closed its acquisition of
KXPK-FM “The Peak” in Denver from
Clear  Channel
Communications
for $36 million,
the Indianapolis-
based media com-
pany announced
last  week it
plans to purchase
KALC-FM, its
second station in
the market from
Salem Communi-
cations for a hefty
$98.8 million.

Salem, which ]

1980s rock hits from the likes of U2 are

Emmis Communications CEO | mornings and flipped the format from

Modern Rock to an ’80s rock mix that fea-
tures the likes of U2, REM, Talking Heads
and INXS.

“We didn’t want to be one of many

[Modern Rockers)
in the market
fighting for

share,” said Joe
Schwartz, vp and
general manager
of both Emmis
outlets. Clear
Channel, the
dominant group
in the market with
nearly 30 percent
of the radio audi-
ence, has Rocker
KBPI-FM, ranked

BEITIA ARCITIVES/DIGITAL PRESS PHOTOS

i

now getting

concentrates  on 10th in the ratings,
Christian radio heavy rotation at Emmis’ KXPK “The Peak” in Denver.  and Adult Alterna-
formats, sold tive KTCL-FM,

KALC because it needed the cash. Saying
he had “mixed emotions,” Salem CEO
Edward Atsinger said the sale “will sig-
nificantly strengthen our balance sheet
without sacrificing our presence in Den-
ver.” Salem still has three Christian-for-
matted AMs in the market.

With KALC-FM, Emmis is getting a
Hot Adult Contemporary station with a
strong billing and ratings position in the
market. Known as “Alice” by its listeners,
the station is ranked eighth in audience
share and fifth in billings, pulling in $9.8
million last year, according to BIA Finan-
cial Network. “This gives us an opportuni-
ty to grow,” said Smulyan. “[KALC] fits
perfectly with what we’re doing [and] we
don’t plan much change, if at all.”

However, “The Peak,” with only $4.4
million in revenue and declining ratings,
needed some work. On Sept. 6, Emmis
dropped The Howard Stern Show in the

which had been gaining on The Peak.

Using the slogan “80s and beyond,” The
Peak’s new format is actually a return to the
station’s original roots, when it was tlying
high in the ratings playing those groups and
artists when they were in their heyday. Cur-
rently jockless, once The Peak is tully
staffed, it will target a slightly older audi-
ence, adults 25-44, to Alice’s 18-49.

Smulyan is eyeing other stations in the
market. Jefferson-Pilot Communications,
the second-largest group in the market, has
a cluster of five stadons, including top-
ranked KQKS-FM. Tribune has three
Denver stations, its only other radio prop-
erties outside of its heritage WGN-AM in
Chicago. But so far, neither group has
expressed interest in selling.

What makes this second deal so sweet is
that the first deal might not have happened.
Clear Channel had originally planned to
sell “The Peak” to Hispanic Broadcasting,
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but the Department of Justice wouldn’t let
Clear Channel spin off the station to a com-
pany in which it held a 26 percent interest.
Smulyan had bid on KXPK during the
original Clear Channel/AMFM spin-a-
thon at a higher price.

Including announced acquisitions, Em-
mis will have 24 radio stations in the
nation’s largest markets. Chicago is the only
market in which Emmis has a standalone,
WKQX-FM, making it another market
where Smulyan would love to double his
properties. —Katy Bachman

CHARLOTTE, N.C.

Outbreak of 10 P.M.
Local Newscasts

=Y~ # A third 10 p.m. local newscast

<= will launch next month in

> Charlotte, N.C., when WB
affiliate WFV'T throws its hat into the ring.
Though it may be surprising to out-of-
towners that the 28th-ranked market in the
country would have such a competitive 10
o’clock news market, local factors at play
have brought it about.

“This is not a late-night news market,”
says Marni Kaufman, director of media
services for Media Power Advertising in
Charlotte. She cites Nielsen Media
Research May sweeps information showing
a drop in households using television from
41 percent to 20 among adults 25-54 demo
from 10:30 p.m. to 11:30 p.m.

That’s one reason WEVT decided to
enter the fray, says station manager Mark
Gray. “It’s a fairly early-to-bed market,”
Gray said. He also sees an opportunity to
provide a style of 10 p.m. news not offered
by Fox affiliate WCCB and independent
WAXN, whose news is produced by
WSOC, the ABC affiliate (both are owned
by Cox Broadcasting).

“From a competitive standpoint, we feel
there’s room for us to meet a commitment
to the viewer to give them the concise news
at 10 o’clock that’s complete and credible,
so they can go to bed early,” Gray said.
WEFVT has contracted out with Belo-
owned NBC affiliatt WCNC-TV to pro-
duce its newscast.

WCNC’s 11 p.m. news is considered
among the best in the market, which in
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part led to a recent decision by PBS station
WTVItodropits 10 p.m. news, which had
been produced by WBTV, the CBS affili-
ate. WTVI president Hal Bouton said he
did not want to compete with a WCNC-
produced newscast at 10 p.m. “We started
the news five years ago because the quality
of the local news here in Charlotte was
basically, ‘If it bleeds, it leads,” said Bou-
ton, adding that WCNC’ 11 p.m. news
“has a nice, refreshing approach.”
WCCB blazed Charlotte’s 10 p.m.
newscast trail five years ago when it
launched a 30-minute program produced
by WSOC. In January, WCCB put togeth-
er its own news department to produce its
own 10 o’clock news program. WSOC
promptly moved its 10 p.m. news produc-
tion to WAXN upon buying it last spring.
In the May sweeps, WCCB posted a 2.8
rating/6 share with WAXN close behind
with a 2.3/5 share in the 25-54 demo,
according to WCCB. —Gilbert Nicholson

CHICAGO TV
Hume Joins WBBM

S ENN VVBBM-T\/, CBS’ owned-
* and-operated station in Chica-
> go that ranks fifth in ratings

and market revenue, hopes to start

reversing its fortunes. One step in that
direction is the hire, effective Oct. 16, of

Craig Hume as news director.

Hume comes to CBS from Central
Florida News 13 in Orlando, where he
was gm since 1997. He cut his teeth at
Tribune Broadcasting’s KTLA-TV in
Los Angeles, where he began as producer
and news writer, moving up to manager
of news operations in 1993 and later news
director in 1994. Hume’s experience also
includes a stint as Washington corre-
spondent and general assignment re-
porter for Cox-owned newspaper The
Atlanta Constitution. —KB

SAN FRANCISCO

William Dean Singleton’s Media-

MediaNews Adds /J
% News Group last weck strength-
ened its already considerable pres-

ence in the San Francisco Bay Area with the
addition of Gannett Co.’s 40,000-circula-
tion Marin Independent Fournal.

No money changed hands in the deal.
Instead, Gannett lets MediaNews’ Califor-
nia Newspapers Partnership publish the

139-year-old [7 in exchange for a 19.49 per-
cent ownership in CNP. Gannett previous-
ly had a 12.7 percent stake in CNP, which
also encompasses Gannett’s Swi Bernardino
Sun; MediaNews’ Alameda Newspaper
Group, a chain of six dailies in the Bay Area,
including the Oakland Tribune; and a dozen
papers owned by Arkansas-based Donrey
Media Group.

With the Gannett deal, Singleton con-
unues his strategy of “clustering,” snatch-
ing control of several papers in a geograph-
ic area, combining their business operations
and conjoining their ad sales efforts. Media-
News now controls 22 daities in California
with a combined circ of more than 960,000.

Newspaper analyst John Morton said it
made sense for Gannett to free up control
of the [7, considering the paper’s relatively
small circ and the dearth of Gannett inter-
ests in the area. —Tony Case

NEW YORK HA AT

New York Talk outlet WOR-AM

Waish in at WOR AM
has picked Ed Walsh to be the

%
: . .
new host of its morning show.

Walsh replaces John Gambling, whose
contract was not renewed by the Buckley
Broadcasting outlet (Mediaweek, Sept. 18).
“The first thing listeners will notice is that
we’ll open up the phones more than we've
done in the past,” said Bob Bruno, vp/gm
of WOR, who added that the subject mat-
ter will target listeners aged 45-50. “Ed dis-
cusses the news of the day and the hot sto-
rics. But the essence of the morning show
isn’t going to dramatically change.”
Walsh, who starts Oct. 2, is no stranger
to the station. Between 1987 and 1995 he
served as WOR’s vp of programming and
news before heading off to Clear Chan-
nel’s KFYI-AM in Phoenix as director of
news and programming. Since 1995, he
has also hosted KFYI’s morning show.
Walsh’s show
nailed a 4.7
overall share
in his daypart
and a 3.0
among adults
25-54, skew-
ing stronger
among the 35-
64 demo with
a 4.2, accord-
ing to Arbi-
tron informa-

tion. —KB

In from Phoenix: Walsh
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CHICAGO |

Kirk Shifts at Trib

Chicago Tribune media columnist |
Jim Kirk is the paper’s new mar- |
keting columnist, assistant manag- |
ing editor for bhusi-
ness Greg Burns
announced last
week. Kirk will be
stepping into the
space George Laz-
arus used to domi-
nate, reporting on
Chicago’s advertis-
ing, public relations
and media scene
for three decades
until his death on
Sept. 8. Kirk’s col-
umn will run Tuesdays, Wednesdays and
Fridays beginning Sept. 26. —Mark
Fitzgerald, special from Editor & Publisher

. -i'L L Y
Beam him up: Kirk will
pen marketing column. |

BOSTON |

WBZ, WSBK Shuffle

. » More staff shuffling as a result |
: of the recent merger of the
+ CBS and Paramount station
groups took place last week in Boston, this
time on the sales side. Kevin Fitzpatrick,
local sales manager at CBS O&O WBZ-
TV, was promoted to director of sales at
WSBK-TV, the UPN affiliate. He re-
places John Satterficld, who is becoming
station manager at independently owned
WLWC-TV in Providence, R.1., with
which WBZ has a local marketing agree-
ment. Replacing Fitzpatrick will be Mark
Lund, who is shifting over trom the local
sales manager position at WSBK.

GEORGIA |

Taylor Sells to CC

. Clear Channel Communications
g@ 3 recently agreed to purchase seven
~ stations in Macon, Ga., and two
stations in nearby Cochran, from Taylor
Broadcasting, for $17 million. With the
deal, small operator Taylor exits the radio
business. In Mucon, Clear Channel’s new
cluster will control about 24.5 percent of
the market’s radio revenue, putting it sec-

trols 63.3 percent, according to Duncan’s
American Radio. —KB

|
ond behind U.S. Broadcasting, which con- |
|
|
|

-

R |
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New York

|
|
i

BY EILEEN DAVIS HUDSON

Street fight: Hawkers for the Post (left)
and Daily News shout out for readers.
i

Thanks in large part to the expansion of the local Internet

economy, headquartered in lower Manhattan’s Silicon Alley,

New York media outlets are having a robust year. Total ad

spending in the market in the four media measured by Com-

petitive Media Reporting rose almost 9 percent in the 12

months ended last March (see chart on page
26). And spending in several hot local
political races is expected to more than
make up for any second-half shortfall in
dot-com dollars resulting from last
spring’s market corrections.

The biggest news on the New York
media scene these days is the latest news-
stand price war between Mortimer Zuck-
erman’s Daily News and Rupert Murdoch’s
New York Post. On Sept. 12, the News began
distributing 75,000 daily copies of a free
weckday-evening edition, called Daily News
Express. To meet demand, the News last
weck bumped up its print run for the free
p-m. paper to 90,000 copies. Not to be out-

done, the Post has slashed its newsstand | fills “a gaping hole” in the
price in half (to 25 cents) in Manhattan, the | afternoons for readers and

paper’s largest circulation area.
The two tabloids have been struggling

with long-term circulation declines, al-
though both were up slightly in the six
months ended last March, according to the
Audit Bureau of Circula-
tions. Zuckerman recently
hired a new editor for the
News, former New York
magazine and Esquire edi-
tor Edward Kosner.

STATION
"The Daily News Express WXRK-FM
launch “has been every- WINS-AM
thing we thought it would WSKQ-FM
be, plus more,” says Les WLTW-FM
Goodstein, News executive WHTZ-FM
vp and associate publisher, i
adding that the free edition &Iggﬁ’m
WRKS-FM

advertisers.
Long Island-based tab-
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RICHARD B. LEVINE/ NEWSCOA{

Market Protile

loid Newsday, acquired earlier this year by
Tribune Co. as part of its purchase of
"Times Mirror Co., has no plans to launch
an afternoon edition, says publisher Ray-
mond Jansen. Newsday has expanded its
business section this year, devoting more
coverage to technology, Jansen notes.
Meanwhile, the The New York Times'
weekday circulation grew 1.3 percentin the
six months ended in March, to 1.14 million.
‘The Times is the only paper in the U.S. with
circ of greater than 500,000 to have regis-
tered gains over the last three ABC report-

ing periods. For advertisers, the Timesisa |

national newspaper that also carries local
advertising; more than 40 percent of the
paper’s circ comes from outside the New
York area. The paper has introduced a host
of technology—oriented sections and fea-
tures that have scored well with advertisers.

New York is also home to a host of
weekly newspapers, led by The Village Voice.
Last February, an investment group led by
Voice executive David Schneiderman ac-

quired the paper and six other alternative |

weeklies around the U.S. from Stern Pub-
lishing. Schneiderman is now CEQ of Vil-
lage Voice Media; Judy Miszner, previous-
ly vp/sales and marketing, moved up into
his publisher’ slot.

Broadcast television stations in the
country’s largest market (6.87 million TV
households) have been building up their
local news programming efforts in the bat-
tle for market share. ‘Tribune Broadcasting
WB affiliate WPIX-TV in June launched

a morning news program. WPIX officials |

report the 6-8 a.m. weekday show has heen
averaging a 1.5 rating in households, beat-

'Radio Listenership

Avg. Qtr.-Hour Share

Morning  Evening
FORMAT Drive, 12+ Drive, 12+

Alternative 7.2 2.0 !
News 6.5 25
Spanish 5.2 2.5
Lite Adult Contemporary 5.0 7.0
Contemporary Hit Radio 4.8 5.4
News 4.4 2.2
Oldies 41 41
Urban Contemporary Hit Radio 4.0 6.1
Urban Adult Contemporary 3.8 3.4
WKTU-FM  Rhythmic Contemporary Hit Radio 3.3 5.4

Source: Arbitron Spring 2000 Radio Market Report
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ing the a.m. news on CBS flagship O&O
WCBS-TV but running behind WNBC,
WABC and Fox O&O WNYW. In the
July sweeps, the WPIX a.m. news equaled
WABC and WCBS in key demo ratings.

“It’s not a typical morning news show,”
says Paul Bissonette, WPIX vp/general
manager. “It has all the information that
you need, but it doesn’t take itself overly
seriously.” The newscast is modeled on the
morning show on Tribune sister station
KTLA-TV in Los Angeles.

The WPIX morning news features
entertanment reporter Lynda Lopez, the
younger sister of actress/singer Jennifer
Lopez, who has developed a following in
her own right in New York. Lopez had
previously been a DJ on WKTU-FM in
Gotham. In putting together the show’s
on-air talent, Bissonette says he “looked for
people who we knew the market liked
already, rather than bringing in all new
people from all over the country and
spending a year convincing New Yorkers
that they knew the market.”

WPIX, which after decades as the broad-
cast TV outlet for New York Yankees games
lost those rights last year to Foxs WNYW,
was able to plug that programming hole by
winning the rights to the crosstown Mets,
whose games had aired on Chris-Craft’s
WWOR-TV for 36 years. Fox has a tenta-
tive deal in place to acquire Chris-Craft.

Despite the loss of the Mets, WWOR’s
10 p.m. newscast ran in a ncar dead-heat
with WNYW’ and beat WPIX’ in the
July sweeps (see Nielsen chart on page 28).
WWORS late news gets a significant rat-
ings bounce on Thursday nights from
UPN’s popular WWF Smackdown!

The two longtime leaders in the overall
TV news race are the network flagships
WNBC and WABC. WNBC has been the
top-billing station in the market for the past
five years, says Lew Lcone, the outlet’s
vp/sales. He projects [5-20 percent revenue
growth this year, thanks to a boost in local
political ads and NBC’ Olympics coverage.

Ad Spending by Media/New York

all dollars are in thousands (000)

April 1998—March 1999  April 1999-March 2000

Newspapers $1,813,609.4
Spot TV $1,399,360.8
National Spot Radio $125,135.2
Outdoor $68,723.1
Total $3,406,828.5

Source: Competitive Media Reporting

Scarborough Profile

Comparison of New York
To the Top 50 Market Average

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHI $75,000+

College Graduate

Any Postgraduate Work
Professional/Managerial
Atrican American
Hispanic

MEDIA USAGE - AVERAGE AUDIENCES*
Read Any Daily Newspaper

Read Any Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Evening Drive M-F

Total TV Early Evening M-F

Total TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE - CUME AUDIENCES**
Read Any Daily Newspaper

Read Any Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Evening Drive M-F

Total TV Early Evening M-F

Total TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE - OTHER
Accesses Internet/WWW

HOME TECHNOLOGY

Owns a Personal Computer

Shops Using Online Services/Internet
Connected to Cable

Connected to Satellite/Microwave Dish

Top 50 Market New York New York
Average % Composition % Index
32 30 95
40 40 100
28 29 105
23 32 141
12 13 109
10 13 124
22 23 104
13 18 145
12 16 137
56 65 115
66 72 109
23 26 116
18 20 111
30 28 96
38 M 109
13 13 104
75 83 11
79 85 107
80 81 101
74 72 98
Ia! 66 94
91 93 102
57 58 102
49 50 101
60 59 98
18 20 110
70 78 112
12 8 65

*Media Audiences-Average: average issue readers for newspapers; average quarter-hour listeners within a specific daypart for
radio; average hali-hour viewers within a specitic daypart for TV and cable. *“Media Audiences-Cume: 5-issue cume readers tor
daily newspapers; 4-issue cume readers for Sunday newspapers; cume of all listeners within a specific daypart for radio; cume of

all viewers within a specific daypart for TV and cable.

Source: 1999 Scarhorough Research Top 50 Market Report (August 1998-September 1999)

In the July sweeps, WNBC won the 5
p-m. news battle with an average 6.5 rat-
ing/11 share in households, topping WA-
BC’s 6.1/14. WABC contnues to dominate
at6 p.m. (6.2/13
in  July), al-
though WNBC
is chipping away
(5.4/12).

At 11 p.m,
the leaders were
neck-and-neck

$1,901,076.9
$1,527,379.3

$168,729.6 in July, with
$109,277.5 WNBC’s 7.3/13
$3,706,463.2 in  households
edging out
WABC’ 7.0/12.

26 Mediaweek September 25, 2000 www.mediaweek.com

This month, WABC hired away Dan
Forman from WINBC, where he had been
assistant news director. Forman fills the
WABC news  director vacancy created
when Bart Feder left last spring.

Forman readily admits that WNBC’s
acquisition last year of the popular syndi-
cated court show Fudge Fudy (which had
previously aired on WCBS) as its early
news lead-in has significantly altered the
carly news landscape in New York. Fudy has
supplanted WABC% once dominant Oprah
as the leading show in the market at 4 p.m.

At WABC, Forman says he plans to run
more enterprise news stories and “hopeful-
ly restore this place to No. 1.”

Over at WNBC, the outlet in June
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Radio Ownership

OWNER
Infinity Broadcasting

STATIONS
3AM, 3 FM

Clear Channel Communications 5 FM
Emmis Broadcasting 3FM
ABC Radio 1AM, 1FM
Spanish Broadcasting System 2FM
Buckley Broadcasting 1AM
Inner City Broadcasting 1AM, 1FM

Avg. Qtr.-Hour Revenue Share of
Share (in millions) Total

18.1 $257.5 35.3%
20.9 $165.9 22.8%

121 $88.2 12.1%

5.4 $53.1 1.3%

6.3 $51.0 7.0%

2.7 $24.3 3.3%

41 $22.0 3.0%

Includes onty stations with significant registration in Arbitron diary returns and licensed in New York or immediate area.
Ratings from Arbitron, Spring 2000 book; revenue and owner information provided by BiA Financial Network.

tapped former WCBS anchor Jim Rosen-
field to replace Dean Shephard as co-
anchor at 5 p.m. Shephard left to join
Bloomberg Television.

WNBC’s 6 and 11 p.m. news programs
are rebroadcast nightly on Paxson Com-
munications’ PaxNet flagship, WPXN-TV.

WCBS, which has been in a local-news
ratings slump for years and trails its com-
petitors by a wide margin, will welcome
back longtime New York anchor Ernie
Anastos to the station early next year aftera
stint on WWOR. Anastos’ duties have not
yet been announced. WCBS has also hired
Brett Haber to join veteran sports anchor
Warner Wolf at 11 p.m. Haber comes from
Fox O&O WTTG-TV in Washington.

New York’s Spanish-language TV sta-
tions, Univision O& O WXTYV and Tele-
mundos WN]JU, have a strong following in
a market whose Hispanic population is
about 16 percent, according to Scarborough
Research (see chart on page 26). WXTV has
the top-rated news in the market among
Hispanic viewers. And among all viewers in
the market, WXTV’ Noticias 41 beat
WCBS at 6 p.m. in the July sweeps with an
average 2.9/6 in households to a 2.7/6.

This month, WXTV appointed J J.
Gonzalez as managing editor. Gonzalez,
who worked for WCBS for nearly 30 years,
most recently held the news director slot at
cable TV’ Bronxnet Community Pro-
gramming Corp. On Sept. 11, WXTV in-
troduced two new anchors, Ramon Zayas
and Birmania Rios, on its year-old morn-
ing newscast. The outlet has also revamped
its weekend news, including the addition of
new anchors Antonio Martinez, Olga Al-
varez and weatherperson Betty Sermeno.

Cable television in New York gives
broadcast TV and print a run for their
money in the competition for advertising
with penctration of 78 percent, well above
the national average of 70 percent in the
top 50 markets. The dominant operators
are Cablevision Systemns Corp. and Time
Warner. Cablevisions News 12 channel is

| the market’s largest local-cable program-
ming endty, boasting more than 3 million
| subscribers on the company’s systems in

Evening News

the Bronx; Long Island; Newark, N.J.;
Westchester County; and Connecticut.
Time Warner operates a similar news
channel on its systems, New York 1. Cable-
vision also runs the New York Intercon-
nect, which reps some 3.5 million homes.
New York radio has had a blistering
year, with total ad revenue up 34.3 percent
in the first six months compared to the first
half of 1999, according to Miller, Kaplan,
Arase & Co. Local advertising grew 30.1
percent to $326 million. Buyers say there
has been a marked slowdown in August and
September as dot-coms have pulled back.
Still, buyers say inventory remains tight.
The market is sdll buzzing about long-

Nielsen Ratings/New York
Evening and Late-News Dayparts, Weekdays

| Time Network Station Rating Share
‘ 45 p.m. cBS WCBS 1.8 5
‘ 5-5:30 p.m. NBC WNBC 6.5 15
‘ ABC WABC 6.1 14
WB wPIX* 35 8
UPN WWOR* 3.0 7
’ CBS WCBS 2.8 7
Univision WXTV 25 6
| Fox WNYW* 1.6 4
| Telemundo WNJU 1.1 3
' Pax WPXN* 0.6 1
5:30-6 p.m. NBC WNBC 6.5 15
1 ABC WABC 6.1 14
I WB WPIX* 35 8
UPN WWOR* 3.0 7
| CBS wCBS 2.8 7
| Univision WXTV* 25 6
\ Fox WNYW* 2.0 4
| Telemundo WNJU* 1.1 3
| Pax WPXN* 0.6 1
6-6:30 p.m. ABC WABC 7.0 15
| NBC WNBC 6.3 13
J WwB WPIX* 4.9 10
Fox WNYW* 35 7
Univision WXTV 2.9 6
| cBS WCBS 2.7 6
| UPN WWOR* 2.2 5
' Pax WPXN* 1.2 3
Telemundo WNJU L 2

Late News

10-11 p.m. Fox WNYW 4.2 6
UPN WWOR 4.0 6
1 wB WPIX 33 5
11-11:30 p.m. NBC WNBC 7.8 14
ABC WABC 7.0 12
| WwB WPIX* 6.4 1
| Univision WXTV 4.2 8
{ CBS WCBS 4.0 7
‘ Fox WNYW* 34 6
| UPN WWOR* 33 6
Tetemundo WNJU 1.2 4
Pax WPXN* 0.8 2

28 Mediaweek September 25, 2000 www.mediaweek.com

*Non-news programming Source: Nielsen Media Research, July 2000
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time Rock outlet WNEW-FM’s radical
format switch last September to FM Talk.
“We've just started seeing some substandal
[radngs| gains, especially with Opie & An-
thony in afternoon drive,” says Dana Mc-
Clintock, a representative for WNEW
owner CBS/Infinity Broadcasting.

While some advertisers have shied
away from the “shock-jock”~type routines
of Opie & Anthony, Colleen Kelly, senior
broadcast negotiator with Western Initia-
tve Media, says the show is a good alter-
native for some clients. “New York, for
the No. 1 radio market in the country, was
in dire need of a shake-up,” says Kelly.
“[WNEW?’s format change] has changed
the way you can buy New York radio.”

Sister Infinity staion WXRK-FM (K-
Rock), despite some recent ratings slippage
for morning host Howard Stern, remains
tops in the market in reaching 25-to-44-
year-old men. Stern’s show “had its best
year ever in 1999 [in revenue} and is on
track to top that this year,” McClintock says.

CBS/Infinitys AM News stations,
WCBS and WINS, are maintaining their
strong positions, as is the company’s All
Sports outlet WFAN-AM, which broad-
casts Mets and New York Knicks games.
WEFAN, the home of syndicated morning
man Don Imus, is the top-billing radio sta-
don in New York, according to BIA Finan-
cial Network, which esumates the outlet’s
1999 revenue at $60.8 million. (In ratings,
WLTW-FM, Clear Channel Communica-
tons’ powerhouse Lite Adult Contempo-
rary, is the top overall station in New York.)

Spanish Broadcastings WSKQ-FM
ranks third overall in the market in the rat-
ings, according to Arbitron. Among stations
targeting African American listeners,
Emmis Communicatdons’ lineup of Urban
Contemporary Hits WQH'T-FM (Hot 97),
Urban Adult Contemporary WRKS-FM
(Kiss-FM) and New Adult Contemporary/
Smooth Jazz WQCD-FM (CD101) com-
pete against African American—owned Inner
City Broadcasung’s Urban WBLS-FM.

“It’s been a turnaround story for the last
two years,” says Kernie L. Anderson, gm
for WBLS and ICB’s Talk WLIB-AM.
“We've stabilized. We're consistently in the
top 10 in 25-54 as well as 12-plus. Three
years ago, we were in the top 18.”

Clear Channel’s relaunched WKTU-
FM has successfully attracted African
American listeners with its Rhythmic
Contemporary Hit Radio format.

Outdoor advertising in New York is in
the midst of a boom, thanks to heavy
spending by the dot-coms and the contn-

uing development of Times Square, a major
venue for outdoor ads. Infinity Outdoor,
Eller Media and TDI lead the market. The
popularity of massive “spectaculars” in the
Times Square area is increasing. At Broad-

way and 47th Street, Eller Media controls
the space on a new 300-foot-tall tower that
can support 70,000 to 75,000 square feet of
signs, the biggest display space along the
Great White Way. |

Newspapers: The ABCs

Daily Sunday Daily Market  Sunday Market
Circulation  Circulation Penetration Penetration
New York County (Manhattan): 741,400 Households
Newsday (Long Island) 15,858 10,994 2.1% 1.5%
El Diarlo la Prensa 13,098 2,676 1.8% 0.4%
The New York LawJournal 7,578 1.0%
New York Daily News 126,763 104,043 17.1% 14.0%
New York Post 99,270 62,402 13.4% 8.4%
The New York Times 208,501 230,419 28.1% 31.1% i
El Vocero de Puerto Rico 11,984 1.6%
1
Bronx County: 413,400 Households
Newsday (Long Island) 3,679 8,420 0.9% 2.0%
El Diario 1a Prensa 7,317 2,965 1.8% 0.7%
New York Daily News 80,288 110,468 19.4% 26.7%
New York Post 20,005 19,932 4.8% 4.8%
The New York Times 14,813 22,272 3.6% 5.4%
Nassau County: 436,500 Households
Newsday (Long Island) 227,438 260,307 52.1% 59.6%
New York Daily News 43,489 41,948 10.0% 9.6%
New York Post 21,780 23,989 5.0% 5.5%
The New York Times 52,232 81,861 12.0% 18.8%
Suffolk County: 440,800 Households
Newsday (Long island) 242,704 291,616 55.1% 66.2%
New York Daily News 30,279 27,902 6.9% 6.3%
New York Post 10,865 12,444 2.5% 2.8%
The New York Times 23,632 50,863 5.4% 11.5%
Queens County: 728,500 Households
Newsday (Long Island) 73,166 80,671 10.0% 11.1%
El Diario 1a Prensa 12,258 4,223 1.7% 0.6%
New York Daily News 115,436 142,343 15.8% 19.5%
New York Post 41,314 41,055 5.7% 5.7%
The New York Times 51,657 78,587 11% 10.8
Kings County (Brooklyn): 801,100 Households
New York Daily News 126,146 181,496 15.7% 22.7% §
New York Post 57,758 47,190 7.2% 5.9% |
The New York Times 47,894 68,462 6.0% 8.5%
Westchester County: 329,600 Households
New York Daily News 30,991 30,984 9.4% 9.4%
New York Post 19,175 17,638 5.8% 5.4%
New York Times 58,436 79,913 17.7% 24.2%
The Journal News 98,719 116,407 30.0% 35.3%
Rockland County: 91,300 Households
The Record, The Sunday Record (N.J.) 682 1,985 0.7% 2.2%
New York Daily News 5,684 6,905 6.2% 7.6%
New York Post 5,424 5,703 5.9% 6.2%
The New York Times 8,892 15,003 9.7% 16.4%
The Journal News 39,162 46,984 42.9% 51.5%
Richmond County (Staten Island): 140,800 Households
New York Daily News 21,166 22,075 15.0% 15.7%
New York Post 14,829 11,108 10.5% 7.9%
The New York Times 7,430 12,352 5.3% 8.8%
Staten Island Advance 67,409 87,019 47.9% 61.8%

Souice: Audit Bureau of Circulations
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February, will
have a “cleaner,
more sophisti-
cated  look”
for November,
says editor in
chief Atoosa
Rubenstein.

Art  director
Lisa Shapiro,
formerly dep-
uty art director

Like
at sister pub
Bubble lettering now graces  Harpers  Ba-
CosmoGiri's tweaked cover. zaar, succeed-
ed Deanna Fil-

ippo. “We've eliminated many of our old
illustrations,” explains Rubenstein, who
wants a more crisp and clean look. “We
wanted to get away from the ‘cartoony’
feel, to other kinds [of images] that were
more realistic.”

In an office across town, Iverson is also
hard at work relaunching YM. With a new
creative team in pl: reative director
Trey Speegle, formerly of POZ, and Van-
ity Fair associate art director Mimi Dutta,
who begins this week as art director—the
title has all but gone back to the drawing
board. While some changes will appear in
the December/January issue, February
marks the official relaunch. “My vision is
to make YM just as visual and compelling
graphically as it is meaningful to the read-
er from a relationship standpoint,” says
Iverson. “A girl looks to YM for direction
in leading her inner life, but I want her to
look to YM to lead every part of her life—
fashion, beauty—and be a source book for
celebrity, for cute boys and relationships.”

In February, the number of edit pages
will increase, with a bump in fashion and
beauty coverage. But already, the pending
changes appear to be helping on the ad
front. YM scored its first ads from Ford
and General Motors for December/Janu-
ary, and Tommy Hilfiger returns to the
2.2 million-circ book in February, says
YM publisher Laura McEwen.

Other teen titles with changes in the
works include Time Inc.s Teen People,
which in October added three new fash-
ion/beauty columns and will increase its
fashion and beauty coverage even more in
February, says TP managing editor Chris-
tina Ferrari. Teen People will also raise its
rate base in February by 13.3 percent to
1.6 million.

Changes are also afoot at the 303,000-
circ Twist, run by Bauer Publishing. The
November issue, on stands this week, is

Mediaweek Magazine Monitor
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Trailing its 1999 by 5.74 percent, National Review is looking to fourth quarter to make up the loss. With
an elections windfall—expected with the Oct. 23 issue, says associate publisher Scott Budd—and a
45th anniversary special issue still to come, NR expects pages to balance out by year end. —LL

ISSUE CURRENT ISSUE DATE PAGES PERCENT Yo Yo
DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR
BUSINESS/ENTERTAINMENT
Business 2.08/20 10-Oct 197.50 1-Oct 163.49 20.80% 2698.05 758.61
ESPN The Magazine 2-0ct 41.59 4-Oct 55.88 -25.57% 1,144.51 1,167.89
Forbes 18-Sep 167.24 20-Sep 167.50
Forbes FYI 18-Sep 84.30 20-Sep 79.20
Forbes® 18-Sep 251.54 20-Sep 246.70 1.96% 4,023.83  3,086.54
Fortune 2-Oct 174.02 11-Oct 238.28 -26.97% 451897  3,176.69
Inc.F 1-Oct 87.40 1-Oct 69.30 26.12% 1,301.00  1,087.20
National Review 9-Oct 21.83 11-Oct 26.58 -17.87% 389.09 412.79
Rolling Stone 28-Sep 44, 64 30-Sep 67.88 -34.24% 1296.67 1379.18
CATEGORY TOTAL 868.11 5.71% 15372.12 11068.90

818.
B=MONTHLY IN 1999; e=PUBLISHER'S EST/MAYE F=18 ISSUES PER YEAR; 20=20 ISSUES PER YEAR

PERCENT
CHANGE

255.66%
-2.00%

30.37%
42.25%
19.67%
5.74%
-5.98%
38.88%

——— e
Bimonthlies
September/October 2000

American Express Publishing’s Departures is riding high so far this year, thanks in part to one addi-
tional issue over 1999. The separate September and October editions this year have driven pages
ahead 38 89 percent to date. —LL

American Heritage®
American Photo
Audubon

Bride's

Civilizatlon

Classic American Homes
Coastal Living

Country Home®

Country Journal
Country Living Gardener
Custom Classic Trucks
Departures

Elle Decor”

Fortune Small Business®
Garden Design®

Golf for Women

Healthy Kids
Islands®/@@

Jump?

Kit Car

Mature Outlook
Metropolitan Home
Midwest Living

Modern Bride

Modern Maturity
Mother Jones
Motorcycle Cruiser
Muscle Car Review

National Geographic Traveler8

0ld House Journat
Organic Gardening
Petersen's Rifle Shooter
Powder?

Saveur8

Showboats International
Skié

Skiing’

Slam

Snowboarder®
Southern Accents

Sport Rider

Traditional Home

Trave! & Leisure Golt
Walking’

CATEGORY TOTAL

34 Mediaweek September 25, 2000 www.mediaweek.com

RATE BASE

{(ISTHALF00)

310,000
250,000
450,000
None
75,000
500,000
400,000
1,000,000
None Claimed
475,000
105,000
315,000
450,000
1,000,000
425,000
358,000
None
220,000
400,000
50,000
650,000
600,000
815,000
None
20,000,000
150,000
55,000
55,000
715,000
140,000
600,000
50,000
60,000
375,000
50,000
425,000
400,000
None
70,000
375,000
100,000
800.000
350,000
650,000

CIRC.

(15T HALF '00)
319,741
254,821
466,351
475,013
277,405
510,406
420,186

1,066,795
134000%
512,059

38,8360
466,732
1,000,000
444,349
362,211
15545740
220,283
431,789
699297
607,097
822578
407,923
20,636,813
166,688

728,541¢
145141
605,980

387,659
52,4400
428,179
404,361
196,678
376,340
103,214
823,807
356,8890
664,315

CURRENT PAGES
PAGES LAST YR,
35.82 40.90
59.70 44.01
68.41 84.44

54439  456.69

NO ISSUE
7170 58.72

12763  123.30
95.08 84.79
1428 9.52
30.38 29.03
82.34 72.39

196.31 NA.

21489  222.86
58.57 50.09
49885  67.00
67.81 66.41
47.33 40.00
98.30 77.57
30.70 39.33
2017 21.25
55.36 50.31

165.36  179.90

10538 11351

48418  463.19
63.40 56.84
36.17 35.99
34.08 31.97
19.33 19.03
61.69 48.98
92.55 64.00
30.02 201
26.53 25.00
49.76 4187
63.66 71.16

202.50 98.00

20671 168.02

13356  130.30
59.58 42.67

10667 101.21

179.31 166.64
49.11 41.98

11927 11517

117.06 78.86
76.40 59.24

4,451.33 3,812.25
FOOTNOTES: RATE BASE AND CIRCULATION FIGURES ACCORDING TO THE AUDIT BUREAU OF CIRCULATIONS FOR FIRST
HALF OF 2000 EXCEPT b=AUDITED BY BPA INTERNATIONAL; c=NON ABC/BPA TITLE; e=PUBLISHER'S ESTIMATE; x=DID NOT
REPORT TO ABC BY PRESS TIME. 7=PUBLISHED SEVEN TIMES PER YEAR; 8=PUBLISHED EIGHT TIMES PER YEAR; 9-NINE
TIMES PER YEAR; @=PUBLISHED ONE FEWER TIME IN 1999; @@=PUBLISHED TWO FEWER ISSUES IN 1999; +=PUBLISHED
ONE MORE ISSUE IN 1999.

YEAR Y10

% CHANGE T0 DATE LAST YEAR % CHANGE
-12.42% 241.55 288.64 -16.31%
35.65% 27215 22493 20.99%
-18.98% 346.55 318.56 8.79%
19.20%  3,657.50 3,420.90 6.92%
NA 163.34 177.9 -8.18%
22.10% 235.02 225.86 4.06%
3.51% 127.63 123.30 3.51%
12.14% 591.01 521.07 13.42%
50.00% 80.58 74.12 8.72%
4.65% 165.20 149.82 10.27%
13.74% 297.18 253.16 17.39%
NA. 876.01 630.74 38.89%
-3.58% 912.09 905.13 0.77%
16.93% 416.05 258.76 60.79%
-25.54% 303.82 365.96 -16.98%
2.11% 367.57 350.78 4.79%
18.33% 166.37 185.76 -10.44%
26.72% 504.37 398.8 26.47%
-21.94% 308.41 349.60 -11.78%
-5.08% 101.16 104.71 -3.39%
10.04% 310.66 259.82 19.57%
-8.08% 615.19 607.07 1.34%
-7.16% 579.99 559.69 3.63%
453%  2,880.24 2,765.55 4.15%
11.54% 265.44 228.50 16.17%
0.50% 13024 127.26 2.34%
6.60% 220.25 210.98 4.39%
1.58% 103.91 111.58 -6.87%
25.95% 411.66 370.60 11.08%
44.61% 340.50 263.20 29.37%
49.28% 159.65 115.49 38.24%
6.12% 96.62 99.13 -2.53%
18.84% 21719 186.99 16.15%
-10.54% 273.85 349.95 -21.75%
106.63% 907.00 58513 55.01%
23.03% 598.71 543.97 10.06%
2.50% 453.04 428.33 5.77%
39.63% 37751 217.83 73.30%
5.39% §97.22 511.42 16.78%
7.60% 179.31 166.64 7.60%
16.98% 286.30 247.69 15.59%
3.56% 515.85 44521 15.87%
48.44% 434.05 322.48 34.60%
28.97% 385.07 316.08 21.83%
16.76% 21,473.01  19,369.09 10.86%
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HOW DO YOU MEASURE PASSION? It’s difficult
at best. But, being in the research-and-numbers
business, we find that passion does leave statistical
footprints in the snow: our subscribers pay $197 per
year for their IBD — more than subscribers of any
other national business publication.
Why? IBD isn't just a newspaper.
It’s also a research tool that helps
them make money. So they pay
top dollar for IBD and rely on
it every day. As an advertiser in
IBD, you reap the undivided

attention of very involved readers.

LAST 12 TIMES LONGER. Our readers
keep their IBD an average of 12 days. Being a

research tool, its value persists long after competing
dailies, and the ads in them, hit the recycle bin. In
essence, you get the frequency of a daily with the
endurance of a weekly. One that’s read thoroughly.
Sections are marked, clipped. Compilation books

made. For a “daily,” IBD makes lasting impressions.

WHO ARE THESE PEOPLE? Our average reader is
just your average millionaire. §7% have total assets in
excess of $1 million. While that’s great for them,
consider that 31% are owners or partners of their own
companies. They oversee or are directly responsible
for the procurement of everything that a company
needs to run properly. And when they aren’t buying
useful things for the company, they’re buying shiny;
expensive things just for themselves.

Hey, they've earned it.

OUR READERS
PAY MIORE FOR IT,
SPEND AN AVERAGE
OF 12 DAYS WITHAT,

_ AND WOULDN'T
HAVE IT ANY
OTHER WALY.

DON'T READ IT. USE IT"

REACH IS ONLY IMPORTANT when you're reaching
the important. If you're focusing your marketing
effort on highly successful businesspeople, know
that IBD has a higher concentration of president,
CEO and COO subscribers than BusinessWeek,
Barron’s, and The Wall Street Journal.

THE NAKED TRUTH, PART I
Perhaps a greater indictment of
some of our old-school Wall
t Street competitors: IBD is
the fastest-growing national
newspaper. Without resorting
to the prevailing tactics of deep
discounts or soft sales buried within

student and employee subscriptions, hotel bills
and rental car contracts to prop up their otherwise

declining circulation. Some even want ABC audit

Low Audience Duplication

Of IBD subscribers, only a small proportion
see the need to also subscribe to the following:

Wall Street Journal 17.8%
Forbes 17.1%
Barron’s 13.3%
BusinessWeek 11.8%
Fortune 9.5%

rules to count 75%-off giveaways as valuable media.
Meanwhile, IBD has grown 178% over the past 10
years, gaining market share every year. Our readers
are passionate about our product. Want them to feel
the same way about yours? To place an ad, or for
, more information, call

A
! us at 1-212-626-7676.

L



Magazines

the first for newly named editor in chief
Richard Spencer. “The read is a little
more sophisticated,” says Spencer, whose
readers’ median age is 14. “It was very
cute all over...It just looked too young.”

Emap’s 2 million-cire Teen got a head
start on the competition earlier this spring
with a redesign in March. For November,
its first [6-page Web insert GO! Girls
Online will debut, says Lynn Lehmkuhl,
Emap youth group president.

“They got their eyes opened a bit by
the Teen People’s and CosmoGirl!’s of the
world that are doing a better job in being
in touch with what teenagers want,” says
Vikki Schwartzman, senior vp/managing
director of strategic print services at Uni-
versal McCann on veteran publications
Teen and YM. “And now they are adjust-
ing to that.” —with Lori Lefevre

Oringer to Seek
Opportunities

‘Newsweek’ taps Meredith vet

Newsweek last week tapped Hal Oringer to
become vp/strategic planning and business
development, a new position. Oringer, who
for the past six months was vp of sales and
marketing at Meredith Interactive Media,
spent an additional seven years at Meredith
in consumer marketing and development.

“Hal’s experience in magazines, books
and the Web will be incredibly valuable to
us,” says Newsweek president/COO Harold
Shain. “Ilis responsibilities are going to be
to help us sort through several business
opportunides we're considering right now.”

Over the past vear, Newsweek has dab-
bled with both partnerships and acquisi-
tions. Last November, Newsweek parent
The Washington Post Co. inked a deal with
MSNBC and NBC News to pool their
news and technology resources. Then in
January, Newsweek acquired the 350,000-
circ bimonthly Arthur Frommer’s Budget
Tiavel for an undisclosed sum from Group
XXVII Communications.

Oringer, who joins Newsweek Oct. 2, will
evaluate startups, acquisitions, brand exten-
sions and partnerships within and outside
The Washington Post Co. “[Newsweek] has
been doing very well and there have been a
number of opportunitics that have surfaced
over the last couple of years and nobody to
pursue them,” says Oringer. “I know that
Harold and [chairman/editor in chief] Rick

[Smith] have often been somewhat anxious
that they’re not getting to all the things they
feel compelled to get to.”

Newsweek’s paid circ for the year’s first
half dipped 1.3 percent to 3.1 million, ac-
cording to the Audit Bureau of Circula-
tions. Ad pages through Sept. 25 were
down 3.7 percent to 1,629 over 1999,
reports Mediaweck Magazine Monitor.

AARP Seeks
Glory Days

Boomer spin-off due in March

You know rock 'n’ roll, and the baby
hoomers who grew up on it, are getting old
when the new spin-oft title from the Amer-
ican Association of Retired Persons, com-
ing out next March, features Bruce Spring-
steen on its mock-up cover. It certainly
lends new meaning to the phrase, “Maybe
we ain’t that young anymore,” from the
Jersey rocker’s “Thunder Road” anthem.

Well, pull out those glasses, boomers,
because this spin-off isnt your parents’
magazine. AARP, which publishes geriatric
tide Modern Maturity, will launch My Gen-
eration (the title is a rip-off of the classic
Who song). It will start off with a rate base
of 3.1 million, made up mostly of 50-to-55-
vear-old members of AARP. The balance
will come from AARP’s first newsstand
effort (cover price $2.95.)

The age group certainly is plentiful—
someone turns 50 every six seconds—and it
already has a few reading choices, like the
two-year-old women’s book More, published
by Meredith Corp. But are boomers ready
for a magazine about getting old? “The
magazine isn’t

going to be
about mea-
suring your

blood pressure
every 15 min-
utes,” says ed-
itor in chief
Betsy Carter, a
hoomer herself.
“It’s not going
to be about get-
ting older as
much as the
things that they
are thinking about at this phase of their life.”

And what does the Boss think? Spring-
steen’s representatives did not return phone

The Boss meets The Who:
AARP’s spinoff riffs on rock.
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calls. Carter says there’s no plan to use the

rocker, who celebrated his 51st birthday

last Saturday, on an actual cover of My

Generation. “He’s more symbolic of what
b k| » i’

we're trying to do,” she says. —LL

60 SECONDS WITH...

Jack Rotherham
VP/Publisher, Rolling Stone

Q. Last yer- Rolling Stone aanked out
two year-end double issues. What'’s on tap for
this year? A. We're packaging three year-
end issues. The
first year-end
special is the
“Rolling Stone
& MTV Pre-
sent: The Top
100 Songs”
issue. ..[which]
hits newsstands
Nov. 17. The
second special
will be a year-
end double I, the photo issue, which will
feature the 50 coolest people of the year
on sale Nov. 24. The vear-end double
I, on stands Dec. 8, is the “Yearbook
2000,” issue and will review the best in
music, movies, technology, television
etc. Q. Through the Sept. 28 issue, Medi-
aweek reports RS is down 5.9 percent to
1,297 pages over the prior year: What ac-
counted for that dip? A. No surprise, we
got hit by tobacco. We were seeing a
decline in tobacco spending in the first
half before the Philip Morris news hit.
Happy to report the other {tobacco)
folks are hanging strong. And we com-
pletely lost our Columbia House and
BMG record-club business. The good
news is it’s low-revenue business. But
{to] Publisher’s Information Bureau, a
page is a page and it’s hard to explain
that without acknowledging it. Q. How
are you making up the losses for tobacco?

A. We're seeing good signs from big
brands—automotive, fashion, technolo-
gy, entertainment, and on a really high
note, retail. When the year shakes out,
hopefully we’ll be a point or two up in
pages, but revenue should be double-
digits. Q. You've been there for 13 years,
first as a sales vep. How do you stay golden?
A. I think it's my charm...And, how
should I say this? Maybe I'm a bit
resilient to the chaos...or I thrive on it.
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Coveriny the Sydney Games

as well as the 10C's scandals
presents a serious dilemma for news

organizations, especially NBC

By Alicia Mundy
ope you like Sydney. We may be back
here in four years.” That was the joke
being whispered in expensive suites in
the Regent Hotel, where the British
Broadcasting Corp.’s Adam Minott was interviewing

members of the International Olympic Committee
as the 2000 Summer Olympics got under way.
Shaky sponsors, particularly American corporate
moguls, were also talking quietly about growing
concerns that the Olympics scheduled for Athens
in 2004 might have to be moved. The problem: the
potential for terrorism in Greece, as well as the
lack of progress on facilities. It’s a major headache
for American sponsors, a looming problem for
NBC—which is providing one of the primary
sources of income that make the Games possible—
and a story that simply won’t go away. But there’s
been almost no mention of it in the media. That’s
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Journal.

because, despite promis-
es of reform and open-
ness, the IOC has made
covering Olympics, Inc. a
challenge of Olympian
proportions.

On July 4, The Wall
Street Journal reported on
terrorism in Athens, say-
ing that Greece had
made no serious effort to
crack down on the noto-
rious November 17
group. That organization
allegedly assassinated a
British military officer in
June and a week later
tried to bomb an Ameri-
can government facility.
As a result, the State
Department threatened
to place Greece on a list
of countries that don’t
police terrorism.

Representatives  of
major U.S. Olympic cor-
porate sponsors, includ-
ing Visa, suddenly be-
came concerned that they
would be the likely tar-
gets of terrorism in
Athens. But the IOC’s
reaction to the story was
an attempt to spin spon-
sors and to attack the
The  Fournal
defended itself in an editorial, telling read-
ers, “In the end, our reporter will be
thanked.”

By the time the Sydney games began,
the word at corporate cocktail parties, say
Minott and reporters for The Washington
Post, The New Yark Tinies, Washington Tinmes
and Los Angeles Times, was: The IOC may
need a fallback position, even if it means
returning to Sydney.

But the official position from the I0C’
public relations firm, Hill & Knowlton, is
that the Athens Games “will take place as
scheduled. These concerns have all been
addressed.” One hopes so, as NBC has
already sent the first part of the seed money
to the Athens Organizing Committee to
pay for their infrastructure arrangements.

There has been a litany of complaints
from reporters about heavy-handed behav-
ior by the IOC and its communications
czar—and that has spread to some sponsors
and advertisers, who have said that they
don’t think the IOC has been straight with
them. Many are clearly worried about their

|
]
|
|

investment. But they’re not saying it for the
record, because right now, IOC members
tell reporters, the word has gone forth at
the highest levels that the IOC will not be
happy with any member or sponsor caught
divulging “negative” information to the
media.

But that’s been the 10C style. In January
1999, facing a credibility crisis, the IOC
hired PR giant Hill & Knowlton to handle
the media. Shortly after, the Fourmal broke
a story on the secret internal IOC report on
corruption in the system and with the Salt
Lake City choice. The Fournal had been one
of the only major papers to follow the mon-
ey trail. This presented a problem for the
10C because “the Journal is the paper the
sponsors read,” as a Hill & Knowlton staffer
acknowledged. Soon, the IOC’s PR direc-
tor, Franklin Servan-Schreiber, and reps
tfrom Hill & Knowlton began a barrage of
phone calls to Journal editors and reporters.
In the spring of 1999, Hill & Knowlton met
with Fournal managing editor Paul Steiger
and other staffers, wherein Hill & Knowl-
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Juan Antonio Samaranch
addressed the scandals
while testifying before
Congress last year.

ton discussed the IOC’s progress and con-
cerns about the potential “agenda” of cer-
tain Fournal reporters. One Hill & Knowl-
ton executive told Journal reporter Stefan
Fatsis that the publicity machine had com-
piled a list of reporters whose coverage
troubled the 10C. (The Hill & Knowlton
executive now in charge of the 10C
account, Mike Kontos, says he does not
know ot any such list.)

Schreiber, meanwhile, complained bit-
terly to Suddeutsche Zeitung, a nationally
distributed newspaper in Germany, and to
The Australian, Rupert Murdoch’s flagship
paper down under, about their reporters,
according to British reporter Andrew Jen-
nings, author of The Great Olynipic Swindle.
After a scathing story in The Australian
written by Natasha Bita, Schreiber wrote a
very critical letter to the editor saying, omi-
nously, “In the past, I have given to
Natasha wide access to the IOC upper ech-
elon...” Bita took this as a veiled threat that
her access could be jeopardized in the
tuture.

[AN \WAGREICH/ONLINE USA; INC.
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Last March, after a couple of public con-
trontations with Australia’s high-profile
10C member, Kevan Gosper, Fournal cor-
respondent A. Craig Copetas was pulled off
a plane in Singapore just before it left for
Sydney. He says that he was told by Singa-
pore authorities that his name had popped
up on a list of suspected criminals and ter-
rorists maintained by the Austrialian gov-
ernment. The matter was straightened out.
He was detained and then released. Copetas
and a Fournal spokesperson say they don’t
know who might have put his name on the
Australian database.

Danish reporter Lars Jorgenson nearly
came to blows with Schreiber after
Schreiber told other reporters that Jor-
genson had made up a published report
about a private meeting involving 10C
President Juan Antonio Samaranch and a
Danish IOC member. “I told him, ‘The
next time you want to smear me, you
come to me first,”” says Jorgenson.

Of such claims, Schreiber says, “Ridicu-
lous. Ridiculous. Ridiculous.”

Many reporters believe the IOC has
tried to downplay the serious issue of per-
tormance-enhancing drug use by some ath-
letes, which raises larger questions of cred-
ibility. “You can’t trust anything you see,”
says reporter Jere Longman of The New
York Times. “With performance-enhancing
drugs, you can’t believe any result beyond a
reasonable doubt.” That story, he thinks, is
worse than the corruption
issue, but he notes, “It takes a
lot of commitinent for a paper
to cover the Olympics” as a
business, not a sport.

The L.A. Times made the
commitment last year, sending
two reporters around the
globe to do a seven-part series
on the IOC. At first, writer
Alan Abrahamson ran into a
wall at the IOC. Then an
influential Korean I0C meni-
ber told him: “Human rela-
tionships are all. They are the
key to understanding how the
I0C works and how the deals
are made.” That insight, he
said, helped him understand
why certain members have not
been disciplined at the IOC,
and about the ties between
NBC and the IOC.

“It’s not black and white,”
says Abrahamson of the IOC
culture. “It’s gray.” The series
was incredibly detailed. How-

ever, it was not particularly critical of Sama-
ranch or his inner circle. Shortly after that
series ran, Schreiber’s press office sent notes
recommending it to several reporters, with
an e-mail suggesting that this was the way
the IOC should be covered.

Even in the middle of the Olympics in
Sydney, there is a hostile relationship with
members of the media who don’t tow the
official “athletes triumph” storyline—
availability of credentials is both a carrot
and a stick. “If you’re not a ringhead,” said
one U.S. journalist, “they do their best to
ostracize you.” A few days before the
Games began, the Journal ran a front-page
story saying that Samaranch had asked the
president of Indonesia to release a jailed
financier, in order for him to attend the
Olympics.

It was an embarrassment, following news
that Australia had refused entry to a boxing
official allegedly linked to the Russian
mafia. Transparency International, an orga-
nization that tracks international corruption
in governments and corporations, issued a
report that said, “On the eve of the Olympic
Games, it is worth recalling the bribery
scandal that enmeshed the 10C and the fact
that some of the leaders of the bribe-scarred
10C are still running the show.” It flew in
the face of promises to the sponsors, gover-
ments and the media that the IOC had
cleaned up its act.

At a news conference following the sto-
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ry on the tics between Samaranch and the
jailed Indonesian banker, IOC member
Jacques Rogge of Belgium told reporters
who kept asking about the contretemps,
“The opening ceremony is Sept. 15. If you
want to reach it, you should change the
subject.”

At the next press conference, the BBC’s
Minott and New York Times columnist
George Vecsey, along with several Euro-
pean journalists, sported Wail Street Fournal
publicity pins in a show of solidarity. “I
wore it with pride,” says Minott.

he issue of how to cover the non-

competitive aspects of the Olym-

picsis particularly complicated for
NBC. Its unprecedented long-term con-
tract, which cost $3.6 billion and gives it
TV rights to all Olympiads through 2008,
raises conflict-of-interest flags everywhere.
The unusual relationship puts NBC—a
news organization, a sports organization
and a partner in the [OC—in a precarious
position. But NBC spokesperson Kevin
Sullivan says the network doesn’t under-
stand “where you see a perception of con-
flict.”

“You’re kidding me,” says Sports Illus-
trated’s Frank Deford, one of America’s
most respected sportswriters. He thinks the
treble roles make NBC an “enabler” of the
problem-ridden IOC. “How can the IOC
clean up its act when it’s got NBC to fall

-
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NBC’s Dick Ebersol made the deal that
locked up the Olympics through 2008.

JOHN GRAINGER/NEWSPIX
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back on? And NBC is not going to force
reform. Mostly, it won’t want to hear about
doping up and the corruption issues.”

That may explain the angry outburst |

last June by Dick Ebersol, chairman of
NBC Sports. David D’Alessandro, presi-
dent of John Hancock Financial Services,
had announced he was withdrawing about
$50 million in sponsorship of a package
beginning with the 2002 Games, and com-
plained about all the IOC scandals. After
hearing D’Alessandro’s continuing com-
ments, Ebersol lashed out about him dur-
ing a conference call with reporters. The
New York Times reported him saying, “I'm
sick of watching this
two-bit bully get on his
soapbox...His actions
demanded a response
and that response is:
Shut up.”

It was apparently
Ebersol’s way of assur-
ing sponsors that the
scandal was ending, and
that their money was
safe—and it made sev-
eral IOC members hap-
py that someone was
finally standing up for
them. But it was a
strange role for an NBC
executive to play.

But that’s what comes
of dual roles. One man
who embodies the prob-
lems of conflict of interest, says Deford, is
NBC Sports senior vice president Alex
Gilady, whose longtime ties to Samaranch
helped Ebersol get the exclusive contract
for three Olympics. Since 1994, he has also
been Israel’s represenative on the IOC.

Last December, according to the Four-
nal's Copetas, Gilady confronted Copetas in
the bar at the Lausanne Palace Hotel in
Switzerland in the presence of several other
reporters, including Andrew Jennings.
Copetas and fellow Fournal writer Roger
Thurow had just broken a story saying that
Samaranch was more closely linked to the
late Spanish dictator Francisco Franco than
he had previously admitted. The timing was
unfortunate: Samaranch was about to testi-
fy about the IOC’ corruption problems
before a Congressional meeting.

As Gilady berated Copetas, the reporter
said, “I don’t wanna hear it.”

Then Copetas turned on Gilady and
reminded him about an earlier story the
| Fournal had published about Jennings, who
has become the scourge of the Olympic

“I wore it with
pride,” a
BBC reporter
says of his

Journal pin.

organizers. Interviewed for that piece, Gila-
dy had dismissed Jennings’ various exposés
on the IOC, telling Copetas that Jennings
had a personal vendetta. He had told the
Fournal that Jennings’ uncle had been killed
fighting against Franco in the Spanish Civ-
il War. But Copetas had learned that Jen-
nings’ only uncle was an accountant who
hadn’t travelled farther than Wales.

“You fed me a fake story. You lied to me.
What was that all about?” asked Copetas,
“You've been feeding us crap.”

“So what,” said Gilady. And as the
crowd looked on, he stuck his fingers in his
ears, stuck out his tongue and make a vul-

gar noise. Gilady declined to be inter-
viewed for this article. NBC Sports also
declined to make Ebersol or Olympics
coordinator Peter Diamond available for
comment. Through NBC’ Sullivan, Gila-
dy denied that he “gave false information
to a reporter.”

1l of this makes life difficult for
ANBC News, perched as it is on a

tightrope. Nightly News producer
Albert Oetgen says that the sports division’s
contract has not influenced the news
(though for a while, NBC was running the
Olympic rings on the screen during Tom
Brokaw’s newscast). “When the major cor-
ruption stories broke in early 1999,” Oet-
gen says, “we were determined we would
cover them as hard, or harder, than the oth-
er networks.”

Ebersol, says Oetgen, has not tried to
influence coverage. However, in one in-
stance he apparently tried to spin Oetgen.
When interviewed by Oetgen for one of
the corruption fallout stories, Ebersol,
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| “like any executive of a company” aggres-

sively gave his point of view about the
issue, says Oetgen.

NBC'’s coverage on the earlier scandal
issues has matched ABC’s and CBS’. But on
Sept. 8, NBC skipped major news about a
White House report on performance-
enhancing drugs and Olympic athletes. CBS
Evening News led with the story and ABC
World News Tonight included it before the
first commercial break. But it was back in
the NBC broadcast, relegated to three lines.
And during the week leading up to the
Olympics, Nightly News ran several puffy
profiles on Sydney and the athletes. Some
reporters wonder
whether this was typi-
cal promotional syn-
ergy of a television
network or an attempt
to soften the blow
from negative cover-
age in other outlets.
Oetgen denies it was
the latter.

NBC began its
coverage of the open-
ing ceremony on Sept.
15 with an 11-minute
piece about Olympic
problems. Running in
the 7:30 time slot, it
focused on the Salt
Lake City scandal
and, via interviews
with various officials,
implied that the major problems at the IOC
were being addressed. But there was no
mention of the embarrassment regarding
the ongoing allegations of ties between
some members of the IOC and their asso-
ciates to criminal elements. Or to the loom-
ing issue of the Athens Games.

One NBC staffer, who asked for
anonymity, explained, “This is the athletes’
time now—it’s not the time to bring back
the negative stories.

And, though acknowledging worries
from sponsors and IOC members about
problems with Athens, the NBC staffer
said: “There is no way politically those

Games will be moved. Just to talk about it |

publicly would cause a diplomatic storm
that would hurt the Games and everyone.”

Including NBC?

“Yes‘”

So the Games, and the games, continue.
Athens or bust in 2004. Or as Adam Minott
says, “See you in Sydney.”

Alicia Mundy is Mediaweek’s Washington
bureau chief- n
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How long can the good times last? No one can say for
certain, except possibly Alan Greenspan, and he isn’t
telling. Like the incredibly robust overall economy, the
advertising business is surfing toward 2001 on a wave
of high demand and high expectations.

According to the experts at Veronis Suhler &
Associates, the communications industry was the
fastest-growing segment in the American economy
from 1994 to 1999—outpacing even financial services.
Fed by the public’s insatiable appetite for information
and entertainment, the industry will maintain that
leadership position over the next five years, Veronis
predicts. The media-industry merchant bank forecasts
a compounded annual growth rate of 7.8 percent, mak-
ing media a $745.8 billion business by 2004.

Not surprisingly, the Internet’s role is expected to
keep expanding. By 2004, Veronis predicts, Web
advertising (a forecast $24.4 billion) will surpass cable
($21 billion), network television ($19.4 billion) and econ-
sumer magazines ($16.4 billion).

In addition to Alan Gottesman’s economic overview
and Jack Feuer’s look at the challenges facing the auto
business, the Special Report team examines the vari-
ous segments of the industry, trying to make sense of
the numbers. Each medium is affected by its own set of
challenges and windfalls: The magazine biz’s circulation
woes. Spot TV’s post-election hangover. Radio’s
consolidation-driven CPM creep.

Unless the master economist in the sky changed the
immutable laws of market economics and forgot to
copy us on the e-mail, the torrid growth of the last few
years is bound to cool at some point in the future.
When? Who knows? So enjoy the party while it lasts.

Keith Dunnavant
Editor, Adweek Magazines’ Special Report
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If you believe inthe prescience of the stock market—which has,
for example, forecast four of the past three recessions—the advertising industry
is heading for a slump. The only agencies whose stock prices are higher today than
they were at the start of the year are those soon to be (or heavily rumored to be)
taken over at premium prices.

Despite the weak stock prices, however, there is nothing in these companies’
financial reports that’s signaling a slowdown. Still, the stock market will sometimes
adjust for, or discount, events long before they eventuate. Are we seeing, in this
unimpressive stock-price profile, a real yellow flashing light or just another false
alarm? The best bet right now is false alarm. But despite ten years of uninterrupt-
ed growth, the industry has not become the first tree that will reach to the sky. The
ad business will likely find itself squeezed when the economy puts on the brakes.
Indeed, the ramifications could be severe, since so few agency chiefs today have
senijor-level experience in managing through a contraction.

But it probably won’t happen in 2001.

Given the current favorable economic conditions, the lack of any clear signs
of a slowdown and the head start that the ad sector got from a record-breaking
upfront advertising market, the outlook for 2001 remains good, maybe even
very good.
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our economic fortune teller expects

advertising spending to keep growing in 2001

BY ALAN GOTTESMAN [LLUSTRATION BY CHIP WASS
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Although there’s a lot more to the marketing-services
industry than merely the U.S. advertising sector—indus-
try giants such as Omnicom, Interpublic and WPP take in
less than half of total revenue from media advertising in
the U.S.—it’s still the tail that wags the dog. For one thing,
U.S. media advertising remains the largest single piece of
the global marketing-services industry. For another, main-
line advertising tends to hold a pivotal place in clients’
marketing plans, with disciplines such as sales promotion
and direct-response advertising commonly perceived as
ancillary. So the outlook for U.S. advertising is important
across a broad spectrum of related businesses. And the
outlook is good.

The first clear peek into next year’s results came sev-
eral months ago, when the major TV networks accom-
modated their largest clients—who are, for the most
part, the world’s largest advertisers—in the annual
upfront bazaar. Prices ranged from 10 percent to more
than 20 percent ahead of the comparable airtime buys of

Some of the pressure that would normally elevate prices
and ultimately trigger all sorts of disaster is being re-
lieved through greater productivity. The basic law of sup-
ply and demand, however, has not been repealed—just,
perhaps, amended.

Indeed, an examination of the results in the upfront
market shows the law is still in force: With advertisers
paying more to reach fewer viewers, price inflation is in
full effect. Advertisers continue to demand access to the
large audiences that only the TV networks can deliver;
the supply of such audience units may actually be shrink-
ing. So the price of whatever availabilities are on the mar-
ket follows the law of supply and demand. Inflation just
hasn’t struck in the greater economy. And, of course, it
may not.

One likely scenario is a “soft landing,” with the present
pace of economic expansion declining moderately and tak-
ing the edge off the forces that would normally drive infla-
tion (the economy expanded 5.3 percent in the second

In the annual upfront hazaar, prices for next year ranged from
10 percent to more than 20 percent ahead of last year’s air-time buys, a
good indicator of major clients’ willingness to spend with near abandon.

1999. More than $8 billion worth of airtime was sold in
total, most of it to run in 2001. The money hasn’t all been
handed over yet, merely promised; but even the promis-
es are a good indicator of the major clients’ willingness
to spend with near abandon. And the upfront market,
more often than not, sets the tone for media volume and
prices in general.

U.S. advertisers are responding to the continuing
strength of American consumer demand. The surveys of
consumer confidence reveal a barometer reading that’s
very high. Remember the old “misery index”? It was a
compound with inflation and unemployment as ingredi-
ents. One can still run the formula and come up with a
number, but with unemployment hovering at a 30-year
low and inflation barely noticeable, the answer wouldn’t
matter much.

In theory, the faster the economy grows, the greater
the inflationary pressure: A growing economy puts pres-
sure on employers to find the labor to keep output grow-
ing. When the demand for labor (or any commodity, for
that matter) increases faster than the supply, the price (or,
for labor, the wage) goes up. When their costs rise, busi-
nesses attempt to recoup their increased expenses by rais-
ing prices. That’s one way inflation happens. Historically,
inflation has a tendency to spook consumers, who then
retrench, leading the economy to cool down, or worse. Is
anyone out there now spooked? Not hardly.

Can this happy coincidence of an expanding economy,
trivial inflation and free-spending consumers continue
forever? Many observers note that the economic system
has become more efficient, largely due to technology.

M8 MEDIA OUTLOOK 2001 September 25, 2000

quarter, up from 4.8 percent in the first, both rates being
well above the usual trigger points for inflation). In a soft
landing, the economy would not crash and the growth rate
might even remain positive.

Whatever happens, the U.S. economy is too big to
turn rapidly, and there are few signs that its spunky
performance is about to moderate. Some of the more
interest-sensitive sectors have responded to the rate
increases we've experienced over the past year, in par-
ticular the residential-real-estate market. But there’s no
evidence that the softness here is dampening other
aspects of consumer behavior. Retail sales, for example,
were up 5 percent year over year in the second quarter,
a healthy rate.

The rosy forecast for 2001 is similar to the outlook
expressed 12 months ago for 2000. As before, the greatest
danger to the industry is its vulnerability to economic
weakness. Might that be changing?

The industry has a structural upward bias: Every new
product and product category needs to get its message
out. The ad industry has no shortage of customers. In the
past decade we've seen several good examples of ever-
increasing demand as an enduring trend. The telecom-
munications industry, after the breakup of AT&T, be-
came a free-for-all, in advertising terms, with a large
number of companies trying to establish themselves as
consumer brands all of a sudden and all at once. With
deregulation, even more outfits come along, each offer-
ing services that are hard to explain, especially to con-
sumers who know nothing about selecting a long-dis-
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tance or local phone carrier. And that is all separate from
the cellular-service industry, which is delivering anoth-
er new bundle of ad customers.

Another example: When the federal government eased
the rules covering prescription-drug advertising, making
it practical to talk to consumers directly, another rousing
new customer class was created for the ad industry.

The dot-com industry was different in that the ad
demand arose faster, and some of the dot-commies were
placing ads on their own facilities in addition to traditional
media—but it was basically just the latest example of how
every new product or service adds to the demand on the
system. And as each new advertiser comes into the sys-
tem, what happens to the older ones? Nothing. For the
most part, they are still there.

In other industries, a persistent rise in demand would
eventually stimulate the production of new supply. But
that’s hard to do in advertising, where the unit of supply is
not the commercial or ad page or poster facing—there’s no
limit to these—but rather the rating point or the impres-
sion. Ads don’t count unless they are seen or heard, not
merely broadcast or printed. Unless large numbers of peo-
ple are spending materially more time “consuming” adver-
tising, the supply of advertising impressions won’t change
much, no matter how many new forms of media arise.

This imbalance between supply and demand goes a
long way toward explaining the ad industry’s economic

durability—why it has, for example, experienced only
two annual declines in the last 50 years. Another factor
in its endurance is that most advertising is aimed at con-
sumers, and the consumer sector has been the fastest-
growing component of the economy.

There are a lot of reasons why the ad sector will
continue to chalk up a good long-term record of growth, in-
cluding the fact that for all its bulk, it still accounts for a
trivial share of the gross domestic product (1.37 percent,
to cite figures compiled by Zenith Media); there’s plenty of
headroom for more gains. But there will likely be bumps
and stumbles along the way.

Businesses cut back on advertising when they don’t
have the money to advertise or they reckon that customers
are scarce (unlike now, when customers are generally rich
and confident). Moreover, since a business under pressure
will look to lower costs, advertising is often among the first
expenses trimmed, because it’s so easy to do.

Most ad media have rate cards, but if you’re a major
advertiser, there’s usually room for negotiation. As
media sense a fall-off in demand, they tend to lower their
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prices. That’s a normal reaction, since lower prices, in
most circumstances, draw in the bargain hunters and
stimulate sales. But there’s a phenomenon that’s peculiar
to two markets, advertising and stocks, that works the
other way.

In Wall Street’s case, for some mysterious reason,
investors can’t seem to sell a falling stock fast enough.
Additional selling lowers the price further, which then
intensifies the selling pressure. Consider the investor on
the sidelines, one who might be watching a stock at, say,
43 and waiting to pounce if it ever reaches 40. What hap-
pens if the stock plummets to 37? Our investor, more than
likely, will sit on his wallet and congratulate him or herself
for having avoided a disaster. If you liked it at 43 and were
willing to buy it at 40, you ought to love it at 37 — a real bar-
gain. But the first reaction is to fear that something has
gone wrong and withdraw from the market.

The same thing happens in advertising. If a medium
suggests a price for an ad package that is cheaper than
an advertiser was expecting, rather than pounce on the
bargain, the advertiser holds back. That, of course, en-
courages the medium to offer its next customer an even
better deal, which spins the cycle one more time. The
advertising industry and the stock market may be the
only two instances where, when the merchandise goes on
sale, customers run out of the store. (Interestingly, the
same process works in reverse. Advertisers and in-

vestors are as likely to chase rising-priced goods as they
are to flee decliners.)

This double-whammy effect—a slackening in demand,
causing a decline in prices—can slow or halt the ad indus-
try’s growth. True, many advertisers would not cut their
ad plans. But, thanks to a slumping market, they would
wind up spending less than they first budgeted, due to
the lower prices.

It’s not possible to predict what, precisely, will trig-
ger the next retrenchment in the economy. Most econo-
mists think that the current rate of economic growth is
unsustainable. The self-correcting mechanisms that tem-
per the system and that might, ultimately, bring on a
recession are still operable—we just don’t know what
will light the fuse.

And although we can easily make the logical case that
advertisers ought to stay the course regardless of a sour-
ing economy and not cut their advertising, many probably
will. But based on all available evidence, the slowdown is
not likely to happen in 2001. D
Alan Gottesman, a securities analyst and independent
consultant, writes frequently for Adweek.
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With unit sales expected to siow a hit next
must make tough media choices




To paraphrase the famous line about
General Motors, what’s good for the car business is good
for the media. The automotive industry spends more
than any other on television and magazine advertising,
and a dramatic shift in car spending—as in 1999, when
Ford cut $100 million in print advertising—has dramat-
ic impact. Is it an ominous sign, then, that the road to suc-
cess in model year 2001 figures to be a lot bumpier than the
smooth ride carmakers have enjoyed in the past few years?

Like yawning potholes hidden around a curve, some
vexing challenges face the automotive industry. Even the
most conservative estimates place car sales for 2001 at
500,000 to 1 million units below 1999’s record 18 million
vehicles, but there’s been no letup in production. That
means that fall launches will be slugging it out for slices of
a significantly smaller automotive marketing pie.

“The economy is slowing down, and we’re all continuing
to try to sell new and ongoing product in an aggressive
way to maintain share position in the marketplace,” says
Steve Sturm, vice president of marketing for Toyota. “As
you can imagine, that’s a challenging environment.”

The problem of vehicle supply is “a real biggie” for the
new model year, and not just for new cars, says Tom Healey,
partner and director of the advertising and media division
of J.D. Power and Associates in Agoura Hills, Calif. “We’re
going to be up to our armpits in used cars,” he predicts.

There are several other issues that will also impact
car-ad strategies: the rocketing cost of network televi-
sion, which is forcing a reevaluation of the medium; the
extension of the new-model launch period beyond the con-
ventional September-October months, with new product
continually filling the pipeline; and, despite Ford’s cur-
rent struggles with Tiregate, the continuing thirst for
sport utility vehicles among the publie, putting even more

pressure on car marketers in what has become, arguably,
the most critical category in the industry.

In the car business, everything begins with television,
so it’s no surprise that car marketers start with that
medium when discussing trends in the new model year.
Higher network rates, in fact, have kept and even
increased the industry’s traditional 70-30 ratio of TV to
other media, despite the fragmentation and proliferation
of new-media options like interactive television and the
Internet. In 1999, for example, network, cable, syndicat-
ed and spot TV accounted for more than $5.5 billion of the
total $8.3 billion-plus spent on automotive advertising.
While no manufacturer is willing to put a numerical value
on the impact of escalating network-TV rates, no one
denies the effect.

Last year, cable and syndicated television advertising
rose by more than 20 percent each, and spot television
increased by 16.8 percent. Network rose 9.5 percent in the
same period, to $2.3 billion in 1999.

“Over the last couple of years, network -TV costs
have demanded funding,” says J.D. Power’s Healey.
“The ratings keep going down and the demand goes up,
and they have to fund that from somewhere if they want
to stay in.”

One enduring trend in automotive advertising that is
not likely to change in model year 2001 is carmaker
pressure on magazines. For at least a decade, auto ad-
vertisers have been wrangling with the magazine indus-
try about accountability, and manufacturers routinely
shift their spending, or cut it dramatically, as their rela-
tionships with magazines rise and fall. Ford, for exam-
ple, recently slashed its print budget by $100 million.
Toyota, reflecting the manufacturers’ determination to
make magazines more efficient, is pondering a plan that

year, auto makers
in the battie for market share
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would dramatically reduce the number of magazines in
which it advertises.

Automotive advertising in magazines increased 8.9 per-
cent, to $1.7 billion, last year, according to Competitive
Media Reporting.

“There’s just a general awakening, across the automo-
tive industry, of what print can and cannot do, when you
look at the confidence with which automakers are slashing
print budgets,” says one media director. “We have 50 mag-
azine reps blowing smoke up our ass with such consistency
that we're never allowed a breather to give a second
thought about the accountability of the medium.”

“I think, for whatever reason, some of the books lost
perspective of who their customer was, in terms of compa-
nies like Ford Motor Co. and what our needs are from a
brand perspective,” says Michelle Vervantez, who until
recently oversaw Ford’s corporate media and its media-
buying arm, Ford Motor Media. Vervantez was one of the
architects behind the $100 million shift in magazine spend-
ing. “In the past, what would happen was [magazines]
would create something, and if so-and-so didn’t buy it, they
would dust it off, and then they would go see some other
brand. Well, that’s not what we need.”

But magazines are still an important component of any
car media mix, including Ford’s. The automaker—which
has sworn off filming new commerecials until the strike by
the Screen Actors Guild and the American Federation of
Television and Radio Artists is over—recently launched a

unique print program for the Ford Escape, the automak-
er’s new sport utility vehicle. Ford and its agency, J. Wal-
ter Thompson, Detroit, created 15 two-page “advertorials”
tailored to individual magazines, each with a sweepstakes
aimed at that publication’s audience.

As for the Internet, car makers still don’t know quite
what to make of the medium—or even if it is an ad medi-
um. Online shopping has become a fact of life for car buy-
ers, but for car marketers, cyberspace’s usefulness as a
brand-building medium is still in its infancy. According to
AdRelevance, a division of Media Metrix, the automotive
category spent $59.9 million on online marketing in the 12
months ending last June, the most recent period for which
figures are available. Growth in online advertising in mod-
el year 2001 is likely to be small.

“We're trying some new Internet/CRM initiatives,”
says Kenny Laurence, director of global media at Daim-
lerChrysler, which will have a busy 2001 model year with
the launch of redesigned minivans and a new iteration of
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the Chrysler Sebring. “We’re looking at different venues
and different ideas to try to stay on the leading edge of
media planning and buying. But nothing that we've
Jjumped into 100 percent and said, ‘This is the way to go.’
We're still evaluating the worth of Internet advertising.”

Adds Fred Sattler, executive media director at Mazda
agency Doner in Southfield, Mich., “Manufacturer Web
sites are an important stop in the shopping process for con-
sumers, but a big question mark still hangs over the con-
tent sites and the kind of true persuasive advertising
opportunities they afford us.”

Media strategy into the next year will also reflect the
changing time frame of new model launches. “There’s no
one time to launch anymore,” explains Richard Weigand,
media director for Toyota shop Saatchi & Saatchi, Tor-
rance, Calif. “We just had the Corolla face-lift in June and
the Solara convertible launch in May. There’s just so much
desire for keeping things fresh, none of us could probably
physically [launch all new models] at once.”

While many new models will premiere as the leaves
change color—including Toyota’s eight-passenger, full-
sized SUV the Sequoia and Acura’s MDX, that luxury
line’s first effort in the SUV market— others won’t bow
until sometime next year, such as the Buick Rendezvous
in spring of 2001.

It’s no accident that all of those vehicles are sport util-
ities. Half of all U.S. car buyers are now opting for an
SUV (and the category doesn’t even include other light
trucks such as compact pickups), and the airwaves, print
pages, outdoor boards and banner ads will the reflect
SUV’s ongoing importance.

“Everybody’s waiting to see what the next new vehicle
hit is going to be,” says one automotive marketing insider.
“In the meantime, they’re running out every conceivable
permutation of the SUVs. This is the time of the hybrids,
like Pontiac’s Aztek.” Along with the Plymouth PT Cruis-
er, the Aztek is probably the weirdest vehicle anyone will
see on the road this year.

Numerous other variables are likely to directly influ-
ence automotive advertising in the new-model year. No
one knows yet how seriously Ford’s troubles with tire safe-
ty will affect its sales. Will the Koreans’ newly robust sales
health continue? Will the Europeans continue to do well?
And what effect will General Motors’ ambitious new plan-
ning entity, Planworks, have on the world’s largest adver-
tiser’s efforts? (GM spends just under $3 billion annually.)
In fact, so consuming is the creation of Starcom MediaVest
Group’s Planworks that GM begs off even discussing plan-
ning for 2001 yet.

For the nation’s automotive marketers, nobody really
knows what'’s around the corner, but one thing’s for sure:
It will be a wild ride. |

Additional reporting by Tanya Irwin and David Lipin.
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STILL
STANDING

The success of
Survivor
proved that the
networks
haven't lost
their ability to
capture wide-
spread public
interest.

Long-Term Survivors

Mass reach is sustaining
the networks as they show
signs of renewed vigor

BY JOHN CONSOLI
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Advertisers’ love affair with network televi-
sion continues at a torrid pace. But financial analysts are
predicting that ad spending may slow a bit in 2001 before
picking up again in 2002. That forecast is based less on the
anticipated performance of the networks and the economy
in general and more on the inevitable post-Olympies, post-
elections lull.

Veronis Suhler & Associates is projecting that the
broadcast networks will take in $16.2 billion in ad revenues
this year, up 7.5 percent from the $15 billion they generat-
ed last year. Network-TV advertising is predicted to
increase at a compound annual growth rate of 5.2 percent
from 1999 to 2004, reaching $19.4 billion in 2004. But Vero-
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nis Suhler is forecasting that spending on network TV will
increase only 1 percent in 2001, rebounding to a 6.3 percent
increase in 2002.

The broadcast networks do have a chance to upset the
economic model, however, by coming up with some must-
have shows. ABC (Who Wants to Be a Millionaire) and
CBS (Survivor) have recently proved this can be done, just
as NBC had proved it over the years with its Thursday-
night block of Friends, Frasier and ER.

And if the networks were ever in a position to prove the
financial analysts wrong, now is the time. While just a few
years ago many advertisers were experimenting with opti-
mizers to move their ad dollars out of broadcast TV in
order to reach consumers more cost-efficiently, most in the
current hot economy have developed a rejuvenated re-
spect for the networks’ mass-audience reach.

Remember, there were few financial analysts who pre-
dicted that the six broadecast networks would crack the
$8 billion mark for the first time during the 2000-2001
upfront ad-buying period. Though that’s not to say the
networks can just sit back and let the ad dollars roll in.
Advertisers do get ratings guarantees, which the nets
must meet to get full payment for their commercials. And
the mortality rate of new shows is still high. “Almost 70
percent of the shows debuting last season did not make
the cut for this fall,” points out Steve Sternberg, senior
vice president of broadcast research for TN Media.

The networks renewed a total of 18 shows out of the
56 that premiered during the season—the highest re-
newal rate (32 percent) since the 1996-97 season. Those
numbers are way up from the 1997-98 season, when only
13 out of 65 shows were renewed, and significantly up
from the 1994-95 and 1995-96 seasons, when only 11
shows were renewed.

And as CBS proved this summer with its reality series
Survivor, put on a show that captures the public’s interest
and it will watch in droves, even during the summer tele-
vision drought. CBS drew a record audience to the Sur-
vivor finale, and the network was able to charge as much
as $600,000 per 30-second commercial—four or five times
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what it charges for spots on most of its regular-season
prime-time shows.

The success of Survivor and Who Wants to Be a Mil-
lionaire has the networks scrambling to come up with
unique types of programming that will catch on with view-
ers who have defected to cable.

Survivor brought in many new younger viewers, en-
abling CBS to promote its fall schedule to this audience.
Viewers who tune in to the network’s fall shows for the first
time could translate into stabilized or even increased rat-
ings for the network this season. Ditto for ABC, which has
used its hot game show, Who Wants to Be a Millionaire, to
promote its fall schedule, and NBC, which is pushing its fall
shows during its two weeks of Olympics coverage.

Also in the networks’ favor, advertising growth has con-

optimizers came on the scene about three years ago, they
were seen as a tool that advertisers and their media plan-
ners could use to more efficiently spend money by better
targeting viewers. In effect, that meant spending more
money on the individual cable networks and less on net-
work TV. That hasn’t panned out to any serious extent.

Dave Poltrack, CBS vice president of research and
planning, believes that optimizers “became analytically
cumbersome” and, in many instances, “yielded illogical
results, like suggesting an advertiser put all its money
in wrestling.”

“Advertisers today are trying to create marketing
statements for their products that transcend 30-second
spots,” Poltrack says. “They are looking for programs
where their products can establish a unique identity, like

‘90 '91 ‘92 ‘a3 '94 95 ‘96 '97 '98 99

$9.5 $10.2 $10.2 $109 $11.7 $13.2 $13.3 $141

$9.9

$15.0

2000 SPENDING: $16.1

2001 SPENDING FORECAST: Veronis +1% Zenith +11%

All numbers in billions  Source: Veronis Suhier, except 2001 forecast: Zenith Media Services

tinued over the years, despite the networks’ losing audi-
ence share to cable. And according to Veronis Suhler’s
annual industry forecast, the networks’ prime-time audi-
ence share now seems to have stabilized. In 1999-2000, for
example, it was 55 percent, the same as in 1997-98. Veronis
is predicting that will drop to only 54 percent next season
and will remain at that level through the 2001-2002 season.
At the same time, prime-time TV households will contin-
ue to increase, meaning more viewers will be watching
despite the slight dip in share.

Most important to broadcast-network television is the
fact that, in Veronis Suhler’s analysis, the Internet is not
cannibalizing TV usage. Citing a Nielsen Media Research
survey, Veronis Suhler reports that households hooked up
to the Internet were lighter TV viewers even before they
had Web access. And a Statistical Research Inc. study
finds that nearly 50 percent of home computers are located
in the same room as a TV set, and more than half of com-
puter users work with them in locations where they are
unlikely to compete with TV, such as schools or the office.

The Veronis Suhler report also points out that viewers
watched more television in 1999 than ever before, an aver-
age of 7.43 hours per day, up from 7.3 hours in 1998, 7.2
hours in 1997 and 6.9 hours in 1990.

As the $8 billion committed in advance for the fall 2000-
2001 network-TV season indicates, advertisers seem to
have moved away from their heavy reliance on optimizers
in determining where their ad dollars are spent. When
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Reebok did this summer on Survivor.”

Poltrack also believes that network-TV shows using
Internet tie-ins will be able to lure ad dollars that were
previously spent exclusively on the Internet. “We are sens-
ing a bit of a retreat by advertisers who were putting mon-
ey into the Internet alone,” he says. “Five years down the
road, the Internet may be the way to go, but advertisers
have to think about what works today. And they are find-
ing that the mass reach of television is better suited to
moving their products.”

Network TV’s loss of Olympic and political dollars, as
well as the softening of dot-com advertising, Poltrack says,
will be offset by the battle shaping up among wireless-com-
munications advertisers. “The home-technology ad sector
will get stronger in 2001, and network television should
benefit from this,” he says.

Also helpful this year should be the fact that the net-
works offered advertisers more realistic audience guaran-
tees during the upfront, lowering the likelihood that net-
works will have to give advertisers audience-deficiency ad
units this season. That, Poltrack says, means the networks
will have more scatter units to sell at higher prices if some
of their new shows take off among the viewers.

“Next year will continue to be a very strong one,”
Poltrack says. “We don’t see an economic downturn in
the cards.” |

John Consoli covers network television from Media-
week’s New York headquarters.
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Balancing

Publishers will need fancy
footwork to stay on the
high-growth track

BY LISA GRANATSTEIN

Thanks largely to a roaring economy, the con-
sumer-magazine industry has been enjoying record-
breaking revenues. And the good times are expected to
roll into next year. But maintaining that growth will re-
quire Flying Walenda-like finesse.

As publishers seek to enhance their bottom lines, they
will be challenged by increasingly fickle advertisers, like
tobacco companies and automakers, and by the formidable
high-wire act of bolstering circulation, both single-copy and
subscription sales. In recent years, circulation has been
plagued by newsstand clutter, wholesaler consolidation and
the demise of sweepstakes-driven subseriptions. Multi-
platform marketing and brand extensions are some of the
ways in which publishers will attempt to drive growth.

“The one question that we are all asking ourselves is,
How long can the advertising boom continue?” says
Michael Clinton, Hearst Magazines’ senior vice president
and chief marketing officer. “It has been a spectacular few
years in the magazine business. Granted, we are living in
a new economy and there will be new places to grow busi-
ness, like technology and the Web, but there will be other
places where there may be softness.”

Despite the challenges ahead, industry analysts predict
amodest growth in ad revenues. “Our [magazine] forecast
is consistent with a degree of conservatism about the
growth of the economy,” says Paul Hale, managing director
of Veronis Suhler. “There’s a lot of uncertainty, but slow and
steady wins the day.”

Veronis Suhler’s annual Communications Industry
Forecast projects that overall spending from 1999 to 2004 in
magazines will grow at a compounded annual rate of 5.8
percent, to $27.3 billion. Advertising, which has historically
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topped circulation as publishers’ primary source of revenue,
will see its share rise in 2001 to 57.7 percent and by 2004 to
60.1 percent. Over the next five years, ad spending is ex-
pected to increase by 7.5 percent, compounded annually.
By 2004, Veronis projects a bump in advertising totaling
$16.4 billion, up from $11.5 billion in 1999.

Veronis Suhler also expects ad spending to jump 7.5
percent in 2001 to $13.3 billion. Zenith Media calculates a
climb of 4 percent, to $17 billion.

Clearly, the tsunami of dot-com and tech ads is pouring
into publishers’ pages. Early concerns that advertisers
would funnel their dollars toward the Web and away from
magazines have proved unfounded. This year, the Internet
became such a lucrative source of advertising revenue that
for the first time, Publishers Information Bureau reports,
tech ads outperformed the automotive category. Through
August, tech is up 57.5 percent, to $116.2 million, compared
with automotive, which is down 15.5 percent, to $113.6 mil-
lion. “It is clear that dot-com companies have chosen to
advertise heavily in consumer magazines because they de-
liver defined, targeted audiences that support Web-site
branding efforts,” reports Veronis Suhler.

Still, publishers remain wary of the Web, especially after
April’s Nasdaq free fall, which led to a slew of big-spending
Web companies like Boo.com filing for bankruptcy and oth-
ers, like Web portal AltaVista, delaying their IPOs. “I don’t
think, as a marketing discipline, the Web has proved to be
an industry that is well strategized yet,” notes Jack Kliger,
president and CEO of Hachette Filipacchi Magazines. “I
can’t count on it. There’s going to be a lot of shake[out].”

The names may change, but the Web money isn’t going
away, predicts Hearst’s Clinton. “It may not be the same
players as companies merge and new companies are born,”
he says. “I don’t know if we’re going to see the same kind of
go-go growth, but certainly we’re going to see solid busi-
ness there.”

As publishers continue to bank on tech, many will need
those ads to make up for losses in tobacco advertising.
Tobacco giant Philip Morris USA this year butted out of 42
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magazines (totaling over $300 million in revenue in 1999,
according to Competitive Media Research) it deemed heavily
youth-oriented, including Time Inc.'s People, Hearst’s
Cosmopolitan and TV Guide. “The big question mark is
whether Philip Morris will come back, and my expectation is
they will not,” says Mark Edmiston, managing director of
AdMedia Partners. “A number of publishers are still pretty
dependent on them . . . and so the year-to-year comparison
will hurt, because they did run in the beginning of this year.”

What began as a dark year for the automotive category
now appears less bleak. Ford, which announced last sum-
mer that it would put the brakes on $100 million
of its print budget for its 2000 model year, has
crept back into several magazines this fall,
including ESPN the Magazine, and publishers
are optimistic overall for both domestic and for-
eign auto ads in the year ahead. “Automotive
should come back,” says Kliger. “It’s been a soft
year, in part driven by Ford cutbacks, but their
business is looking pretty good, and I don't see
any indication of sales softening.”

One category that promises growth is phar-
maceuticals. Magazines could see a bump in
g advertising if drug companies are successful in
their attempts to convert some of their products
to over-the-counter, says Edmiston.

Some magazine-industry growth will come

from cross-media trends, reports Veronis Suhler. Already,
many cable properties have branched out to print, includ-
ing This Old House and A&E’s Biography. Now, Internet
companies are seeking out print plays: Space.com is creat-
ing Space Illustrated with Hearst, and Microsoft’s
Expedia travel site will launch Expedia Travels with Ziff
Davis Media this fall. “Internet companies are coming to
see that direct, targeted advertising and promotion is
what’s needed,” says Hale. “Producing a magazine is one
way of doing that.”

The circulation story, however, is only slightly encourag-
ing. Unit circulation grew by 1.4 percent, to $9.1 billion, in
1999, a modest increase over 1998’s drop of 0.4 percent. In
2001, Veronis Suhler projects, overall circ income will rise
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1.1 percent, and in 2004 also 1.1 percent, to $10.9 billion—a
small bump of 0.6 percent from the previous five years.
“My crystal ball says, in the aggregate, the industry
circulation is going to go down,” says Kent Brownridge,
Wenner Media’s senior vice president and general manag-
er. “Circulation right now is shakier than it’s ever been.”
Veronis Suhler’s Hale doesn't expect a wave of rate-base
declines, because so much ad revenue is at stake. “Publishers
have found the sources, regardless of the cost,” he says.
“They may be spending more money than they might like to
replace those sources, but they’re willing to keep the rate
bases up because the advertising environment is so strong.”
On the plus side, mergers such as the combination of
Time Warner and AOL will open doors to online data-
bases from which publishers can draw new subscribers.
Meanwhile, as a desperate measure, publishers have re-
sorted to zero- and negative-remit subscription agents, and
they are increasingly using free-trial offers and heavily dis-
counted subscription rates. Others are exploring continu-
ous-service subscriptions and affinity programs that com-
bine subscriptions with club memberships or product sales.
Single copies in 2001 will fall 2.3 percent, according to
Veronis Suhler, and that will improve only marginally,
down 2.2 percent, over a compounded five-year period.
But subscriptions are expected to grow in 2001 by 1.8 per-
cent, and also by 1.8 percent compounded annually
through 2004, up 0.8 percent from the past five years.

“We helieve advertisers will understand that the increases are going to
be substantially higher than in previous years.” —jack Kiiger

Adding to the nagging circ problems next year will be
a bump in freight costs, along with the one-two punch of a
15 percent postal-rate hike and an anticipated double-dig-
it percentage increase in the cost of paper.

“We believe advertisers will understand that the in-
creases we are looking at are going to be substantially
higher than in previous years, and even with strong ad-
vertising, magazines will not be able to offset all of those
noncontrollable increases in one year,” says Kliger. “This
calls for new approaches to how you develop revenue and
control your costs, and the circulation side is one that will
be looked at by publishers very closely.” ]

Lisa Granatstein covers the magazine industry from
Mediaweek’s New York headquarters.
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All Grown U

As cable’s market share
keeps expanding, the fore-
cast remains huliish

BY MEGAN LARSON

DOUG HYUN/TNT, INC

ORIGINAL Coming off the first upfront period in which
RECIPE .
Movies such as Cable moved before broadeast networks, cable television
TNT's Running has officially graduated from its redheaded-stepchild sta-
Mates are tus in the eyes of media buyers to a place on par with
drawing more  hroadcast. As distribution inereases and eable networks
w:!\)'}/eer_s;: d press on with more original programming and aggressive
:dvertisers are ad-sales packages across multiple platforms, the robust
following. growth of the last two years is expected to continue in
2001 and beyond.
“People’s viewing habits have changed,” says Neil
Baker, senior vie& president of ad sales for E! Enter-
tainment. “You go home, you check out the broadecast
channels and then go on to your favorite cable channels.
Buyers do that, brand managers do that, and media exee-
utives at the client’s [office] do that—they realize the val-
ue of cable in their own household, so they realize the val-
ue it holds for the consumer.”
Though formidable reality-based offerings by CBS and
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ABC slowed the rapid acceleration of ratings gains by
cable television this summer, analysts believe the cable
audience will continue to grow at the expense of the
broadcast networks. During the the 2000-2001 season, the
six broadeast networks—excluding Pax TV—will aver-
age an 1.2 household rating for the total day compared
with 14.3 for basic cable, according to the annual Commu-
nications Industry Forecast published by Veronis Suhler.
By the 2003-2004 season, basic cable will generate an
average total-day rating of 16.6, while broadecast essen-
tially remains flat at 18.4. “Over the long term you will
continue to see a shift of viewers from broadeast to cable,
if for no other reason than there are so many new cable
networks launched every year and consumers are getting
more channels,” notes Derek Bane, an analyst for Paul
Kagan Associates.

The proliferation of original scripted series and big-
budget made-for movies in the last year has certainly
attracted larger audiences to cable’s prime-time sched-
ules, but growth is largely attributable to distribution
strides made by smaller and younger niche networks.
The Food Network and Animal Planet, for example,
both witnessed a ratings bonanza during the first two
quarters of 2000 after passing the 50 million subscriber
milestone. Analysts point out, however, that the cable
audience is spreading thinner as the universe expands—
so that not only are the smaller networks reaping re-
wards at the expense of broadeast, but they are also eat-
ing away at older, more established cable brands such as
TNT, MTV, ESPN and USA. Those networks have fallen
from 6 percent to 13 percent in audience share during
prime time over the past year, according to an analysis
of household-ratings data in August provided by Nielsen
Media Research.

But more than ratings and delivery, cable is purchased
because of individual network brands that speak to a very
specific viewer. “The concentration of audience on cable is
pure,” says E!'s Baker. “Very little of the client’s money is
wasted in reaching their target.”

Cable networks netted a record $4.6 billion during
the 2000 upfront—a 21 percent increase from the 1999
take of $3.8 billion. And despite erosion on some of the
top ten networks this year, revenue forecasts for 2001
remain bullish.

Zenith Media predicts total-year cable ad revenue to
increase 7 percent to $10.7 billion next year, from $9.5
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billion in 2000. That take will rise 6 percent to nearly
$12 billion in 2002.

According to Veronis, the amount of advertising dol-
lars placed on cable networks next year will climb 12.9
percent to $11.2 billion, while local advertising is expected
to increase 15 percent to $3.7 billion. Spending on regional
sports networks will increase 14 .9 percent to $464 mil-
lion. From 1999-2004, according to Veronis, advertising in
these three sectors combined will increase at a compound
annual rate of 13.4 percent to $21 billion, with the regional
sports category growing at the fastest clip due to an
increase in the types of sports programming offered at
the local level.

“The economy is pretty strong, and the upfront in and
of itself has become an indicator,” says Chris
Geraci, director of national TV buying for
OMD/BBDO. “Corporate America is laying
down media dollars for the next 18 months in
advance, and that has made a pretty strong
statement about the positive outlook that
they all have.”

The growth rate in cable has slowed, how-
ever, which is attributed by many analysts to
dot-com advertisers. The dot-coms spent like
mad last year and early this year, trying to
promote initial public offerings, many of
which subsequently fizzled. Much to every-
one’s surprise, however, retailers have trick-
led back in during fourth quarter 2000 to pro-

:
:
5

mote Web sites, which could bode well for next year.

Also, the scatter marketplace may suffer next year
because advertisers spent a significant portion of their
budgets during the upfront, according Larry Blasius,
senior vice president and director of national broadecast
for TN Media. “A certain part of the psychology leading
into the upfront was the strength of the scatter market
leading into it—absolutely ridiculous in terms of the num-
bers that were bandied about for scatter advertisers,” he
says. “That forced a lot of people who would have held
back to go upfront. As a function of that, the networks
may have done themselves a disservice.”

Network sales executives have faith, however, that
several categories exist which have yet to hit their spend-
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ing potential. “Consumer electronics, which has probably
undergone the greatest explosion in terms of product
offerings in the last 8 to 10 months, will continue to ramp
up with portability and wireless,” says Joe Uva, president
of Turner Entertainment Group sales and marketing. “We
think those categories are going to drive a lot of the
advertising economy and will more than replace whatever
slowdown there has been in the dot-com marketplace.”

Pharmaceutical spending also is expected to increase
as the population continues to age. Despite consolidation
in the telecommunications and packaged-goods indus-
tries, these sectors will be healthy. “Everyone has heard
that because of consolidation these companies will cut
back on media spending, but what is real is that each
brand still needs share of voice,” says Baker.

Cable networks have the opportunity to build ad rev-
enue by packaging television platforms with their com-
panion Web sites, because, like the channels, the sites
attract a distinctive audience. Already this year, 40 per-
cent of CNN’s upfront deals had a Web component—up
from 10 percent last year.

Larry Goodman, president of sales and marketing for
CNN, wants that number to equal 100 percent. “Going
forward you will see a fundamental shift in the definition
of what gets bought during the upfront, which I hope
would include analog channels, video streaming on the
Web, broadband distribution and interactive TV,” he says.

Adds Uva: “We have advertisers not only express in-
terest in buying TV and executing a Web buy, but they

also want the content linked between the two platforms
to create a feeling of total immersion and affiliation with
that content.”

The rollout of digital will bring cable additional adver-
tising platforms as networks spin off even more targeted
complementary channels. Best positioned to benefit from
such a strategy are companies such as Turner Enter-
tainment and Viacom, which already have consolidated
sales divisions, says Kagan’s Bane. Such dominance may
make it hard for upstarts to gain a foothold in the market-
place. “It is still really difficult for an independent to get
out there and launch a network,” he says.

Megan Larson covers the cable industry from Media-
week’s New York headquarters.
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The Sell Gycle

spot TV is stalling, faced
with a down year and a
lack of momentum

BY KATY BACHMAN

ELECTION
HANGOVER
The onslaught
of campaign
ads, such as Al
Gore's “1969”
spot above,
will account
for as much as
6 percent of
spot-TV dol-
lars this year.

- 4wkl

Spot TV looks stagnant going into 2001,
beset by a variety of troubles: the costs and controversy
surrounding the transition to HDTV, confusion about
ancillary uses of the spectrum, competitively rising pro-
gramming costs, and the looming absence of political and
Olympics spending.

“Election spending is exceptionally strong this year,
which will create an election-year hangover in 2001,” says
PaineWebber analyst Lee Westerfield. He expects politi-
cal spending to total as much as $1 billion, or 6 percent of
total spot-TV dollars in 2000. With those dollars soon dis-
appearing, Westerfield is forecasting spot TV to be flat.
“And that may be a stretch,” he adds.

Veronis Suhler has a slightly more positive forecast:
an increase of 1.8 percent, to $25.5 billion, in 2001, with
national spot going up a mere 1 percent and local a bit
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stronger, for a 2.5 percent gain.

Coming off a solid 6.7 increase in 2000, the spot-TV
business has found itself in a vicious circle: The even-
numbered years, buoyed by Olympics and political dol-
lars, are champagne poppers, and odd-numbered years
are belt tighteners. In 1999, spot TV grew only 3 percent,
to $23.5 billion, compared with a 6.5 percent gain in 1998,
according to Veronis Suhler.

Spot TV has become such a cyclical business that this
year, the Television Bureau of Advertising has decided to
present two-year rather than one-year forecasts. “The
business has gone into a two-year cycle, where the even
years produce 8 to 10 percent growth and the odd years 3
to 5 percent,” says TVB president Chris Rohrs. He is pre-
dicting low, single-digit growth for 2001.

But cycles aside, the spot-TV business will likely still
have an uphill climb to regain the momentum of previ-
ous years. “Business is going to be softer for a number
of reasons,” says Howard Nass, senior vice president
and corporate director of broadcast development for TN
Media. “The economy is slowing up a bit, and the easi-
est thing to cut is broadecast advertising, and the easiest
of that to cut is local.” Nass is projecting that spending
will be somewhere between flat and a 5 percent decline
in 2001.

The stiff competition from cable, satellite, the Internet
and a reinvigorated radio business isn’t going away any-
time soon. “There is a shift away from TV-station spot
advertising,” notes Westerfield. “Locally, most dollars are
still going to newspapers, and radio is trying to poach TV’s
and newspapers’ share.”

The biggest culprit is TV’s longtime nemesis, cable,
which has been stealing both viewers and dollars. “Despite
the hype of one or two shows pulling strong ratings, there
is an audience erosion that goes to cable,” says Bonita Le-
Flore, executive vice president and director of local broad-
cast for Zenith Media. “When you have 100 choices, you
need consistently strong programming.”

Cable has become ever more competitive, agrees Pete
Stassi, senior vice president and director of local broadcast
for BBDO. “Cable draws sports, and a lot of money goes to
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sports. It’s also made some inroads and become more effi-
cient with electronic-data interchange. In a tight market-
place, cable was getting money—now it’s on your mind
when you buy, and it’s siphoning off money.”

As advertisers allocate more dollars to other media,
agencies expect spot-TV rates to hold tight or come down
to remain competitive. “Some markets that had big increas-
es in CPPs are trying to hold their ground, but that’s artifi-
cial—eventually they’ll come down,” predicts Stassi.

But the medium has endured the worst, says TVB’s
Rohrs, asserting that broadcast TV is already “pre-
shrunk.” “We've emerged from the fragmentation threat
and the audience erosion,” he says. As for EDI, Rohrs
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efforts kick in,” says Rohrs. “Local advertisers can see the
impact of TV directly. We're seeing a dramatically in-
creased commitment by smart groups. Over the past
years, that wasn’t important, but now the pie doesn’t grow
on its own.”

Innovation is sorely needed, says Jeff Smulyan, CEO of
Emmis Communications. “TV grew disproportionately for
80 many years, it’s been lulled into complacency,” he says.
“TV has got to develop new sales prospects. Until it does,
it'll suffer.” Emmis has begun to seek nontraditional
sources of TV revenue through advertiser marketing pro-
grams and event sponsorships.

Other groups have come to a similar conclusion. “2001

‘35 ‘96 ’97 98 "99

$10.0 $10.9 $11.4 $121 $12.6

2000 SPENDING: $13.4 2001 SPENDING FORECAST: Veronis +2.5% Zenith +4.1%

All numbers in billions ~ Source: Veronis Suhler, except 2001 forecast: Zenith Media Services

promises that 2001 will be the year of the full build-out.
“That will make us more user friendly,” he says. “It will be
easier for advertisers to do geographic targeting, some-
thing cable has been successful in claiming.”

The automotive category could be a deciding factor for
spot TV’s fortunes in 2001, as auto makes up as much as
30 percent of each station’s business. With the category
slightly off toward the end of 2000, its performance in 2001
is still hard to predict. “It’s a bellwether category for all
TV stations,” says Zenith Media’s LeFlore. “Whether
automotive advertisers spend their dollars locally or
nationally, it’s hard to tell.”

Other strong categories that will drive the business in
2001 include retail telecommunications, pharmaceuticals
and financial services. The dot-coms, which have cooled
down since distorting the advertising market in general
earlier in 2000, could also be a factor in 2001. Rohrs is opti-
mistic that spot TV will benefit as dot-com advertising
matures and ads are targeted to areas where specific users
are located. “Those [dot-coms] that have survived will
think more like marketers, and that [means] more geo-
graphically driven planning,” he says.

But the savviest TV operators aren’t leaving advertis-
ing prospects to chance or relying on network compensa-
tion, which has been flat for the past five years. They're
looking at ways to make up the shortfall, and that means
increasing local dollars, something over which stations
have more control.

“The percent of a station’s revenue going to local has
now passed 50 percent, and that’s growing as development
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in a traditional sense may not be what we want it to be,
but the nontraditional-revenue business may be the name
of the game,” says Don Browne, president and general
manager of WIVJ-TV, the NBC owned-and-operated sta-
tion in Miami.

Even with the number of groups assembling duopolies
or forming alliances with other networks or local stations,
efficiencies and cost cutting will go only so far, Browne
says. “The elephant in the room is the Internet. We have
to be good in our core business, but we're also attacking
the Internet in an aggressive way. I'm betting a lot that it
will be an upside for us in 2001.”

Despite the doom-and-gloom forecast for 2001, the TV
story is still developing and is bound to turn around, says
Mark O’Brien, vice president of BIA Financial Network.
“The real opportunity is the conversion to digital, but
that won’t be realized in 2001,” he says. O’Brien believes
that the TV business will eventually be able to earn as
much from interactive TV and datacasting as it does
from advertising. “There’s a lot of potential, much of
which is on hold and holding up the opportunities for TV
to capitalize on,” he says. “Until that changes, TV is
going to be an ad-driven business, and that [means rev-
enues] will be flat.

“Broadcasters have got to figure out how to get peo-
ple back,” adds Nass. “They’ve got to promote the medi-
um. It’s a great medium, but they haven’t been out telling
the story.” |

Katy Bachman covers the radio and television indus-
tries from Mediaweek’s Washington bureau.
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The news is good, led
hy gains in national
atlvertising and in
circulation

BY TONY CASE

The robust advertising that market news-
paper publishers have enjoyed lately is expected to con-
tinue into the coming year and beyond, according to lead-
ing industry analysts. Although the rate of growth in ad
spending is likely to slow somewhat, newspaper ad dollars
in 2001 are expected to surge from 5 percent to 7 percent,
spurred by the strong economy and the overwhelming
strength of national advertising.

Veronis Suhler paints the most hopeful picture, figur-
ing on a 7 percent jump, to $60 billion, in total newspaper
ad expenditures next year, compared with an estimated
7.4 percent gain, to $56 billion, in 2000. The firm predicts
“steady growth” for the medium through 2004. News-
paper-circulation revenue is forecast to improve 2.6 per-
cent next year, up from 1.4 percent this year.

Newspapers’ top-dog status ends in 2001, however. The
medium will slip to second largest in terms of advertising
and consumer spending, Veronis Suhler prediets, with
newspapers taking in $71.8 billion ($64 billion for the
dailies, $7 billion for weeklies). The entertainment seg-
ment, encompassing films and recorded music, is forecast
to gross an estimated $71.8 billion; and in the next five
years, cable and satellite TV is expected to surpass both
entertainment and newspapers.

Both Paine Webber and Zenith Media expect newspaper
ad spending to jump 5 percent in 2001. The categories to
watch next year include healthcare, telecommunications,
financial services and computer/Internet, says Paine Web-
ber publishing/broadecast analyst Lee Westerfield.

With the proliferation of the Internet, shrinking circu-
lation and the closure of so many metro dailies, it’s no won-
der that newspapers have been viewed as a medium in
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decline. But the old-fashioned print product continues to
get a second look from advertisers, especially major na-
tional ad clients looking for mass reach as the TV audience
keeps fragmenting. The circulation picture is also rosier—
while daily circulation has trended downward for years,
last spring newspapers actually recorded a modest 0.2 per-
cent gain in total weekday sales compared with a year ear-
lier, according to the Newspaper Association of America.
(The industry still struggles to attract Sunday readers,
with cire on Sundays dipping 0.6 percent.) Veronis Suhler
predicts that circulation growth is likely to continue, due
to an aging population (an estimated 71 percent of those
over the age of 35 read newspapers), increased publisher
promotions and stable pricing at the newsstand.

“The circulation declines seem to have leveled off,”
says Jim Rutherfurd, executive vice president in charge
of investment banking for Veronis Suhler, “There’s been
a restructuring of the industry, the demographics are
favorable, and newspaper publishers have done a lot to
continue to improve the produect in terms of color, more
pictures, shorter stories, and the creation of more and
more sections that are relevant to readers. With as
much as is being invested into the product, things are
turning around.”

Rutherfurd singles out the phenomenal growth of
national advertising, which previously was “only a dream
for the industry, rather than a reality.” While retail and
classified remain the medium’s biggest sources of ad rev-
enue, national continues to be the fastest-growing sector,
gaining ground at an unprecedented pace. The aggres-
sive sales efforts of individual papers, coupled with
industrywide initiatives—most significantly the NAA-
backed Newspaper National Network, which sells adver-
tising in dailies nationwide—have brought such coveted
advertisers as Procter & Gamble and Johnson & Johnson
into a medium they once blatantly shunned in favor of
television and consumer magazines. In the first quarter
of this year alone, newspaper national advertising soared
18.7 percent over the comparable period last year, to $1.8
billion, the largest quarterly percentage gain since 19883,
the NAA reports.

The country’s largest newspaper publishers—including
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Gannett, Knight Ridder and Tribune—reported double-
digit growth in national advertising last year, and industry
watchers expect national to stay ahead of the pack. “There
is little doubt that national advertising will continue to be
the fastest-growing advertising segment for newspapers”
over the next five years, Veronis Suhler reports. The New
York Times alone has achieved a whopping 16.7 percent
gain in ad-revenue growth so far this year, led by impres-
sive growth in national ad business.

Growth of this magnitude, however, is not likely to
continue, and the national segment is expected to soften
somewhat in the coming year. Miles Groves, senior vice
president/chief economist for the Barry Group,
a newspaper adviser whose clients include the
Washington Post, Seattle Times and Arizona
Republic, forecasts that in 2001 national ad
spending in newspapers will slow to a 10.8 per-
cent growth rate, down considerably from this
year’s 15.1 percent. Groves predicts that total
newspaper ad spending will jump 5.8 percent
next year, down from a 6.3 percent rate of
growth this year.

The Newspaper National Network is seeing
results thus far in 2000 that are some 50 per-
cent ahead of last year, according to president
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and general manager Nicholas Cannistraro. The packaged-
goods segment alone is generating an additional 40 percent
in revenues for the organization. In the coming year, Can-
nistraro predicts, pharmaceuticals will be an especially
dependable category. “If we have any strength, it’s in
reaching the mature adult audience, and that’s where most
of the medicine is used,” he says.

Computers will also bring more money into the indus-
try, with such names as Dell and Gateway using news-
papers to sell their wares. But Internet-related adver-
tising, while “here to stay,” probably will see some falloff,
Cannistraro says. “Some of the biggest [Web businesses],
like Amazon.com, are still not making any money. At
some point they’re going to have to cut their spending
back to try to make a profit.”

Higher interest rates and diminishing sales likely will
lead the national automotive segment to “flatten out,” Can-
nistraro says. Automotive could be hit even harder as car
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manufacturers turn to the Internet to push product. The
Ford Motor Co. has been using the Web quietly for the last
couple of years and recently said it will use the Internet
more aggressively. “An awful lot of newspaper income
comes from the dealer associations and dealers them-
selves,” Cannistraro says. “When that dries up . . . it’s
going to change everything, I think.”

The retail segment also looks to grow at a slower
pace in 2001. Groves forecasts retail growth decreasing
to 2.2 percent next year, from 3.5 percent this year. Gen-
eral merchandise—encompassing department, discount
and specialty stores —continues to generate the most
retail dollars, Veronis Suhler reports. The fastest-grow-
ing retail segments include financial and computers/elec-
tronics, both witnessing double-digit increases. Food and
automotive retail are suffering declines.

The biggest threat facing daily newspapers on the retail
front, Groves says, continues to be the shift from run-of-
press (ROP) advertising to preprints. “Newspapers need to
do a better job of selling the combination of ROP display
ads, which can help grow a customer base for an advertiser,
with inserts,” the consultant says. The dailies are losing ad
business to less-expensive vehicles that are promising more-
targeted reach, such as suburban weeklies, Groves says.

Meanwhile, the classified-ad boom should continue

Pharmaceuticals will be strong, says Nicholas Gannistraro. “If we have
mature-adult audience.”

apace in 2001, improving 7.8 percent, up from 6.2 percent
this year, according to Groves’ estimates. Veronis Suhler
reports that Web sites such as Monster.com have siphoned
some of print’s classified-ad business. But the firm predicts
a “bounce-back” in the coming years as the low unemploy-
ment rate forces businesses to recruit labor through all
available channels. Although newspapers have benefited
from the explosion in Web-related advertising, they con-
tinue to see little fruit from their own online ventures,
according to Veronis Suhler. But the Internet’s impact on
the newspaper business will continue to be “slight” in the
short term, the firm says.

As Veronis Suhler points out in its forecast, the indus-
try has “defied the skeptics who have been proclaiming
the demise of this print format since the dawn of the
Internet age.” [ ]

Tony Case covers the newspaper industry from Media-
week’s New York headquarters.
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-Dialing for Dollars

Advertisers keep flocking
to radio, driving demand
to new heights

BY KATY BACHMAN

Advertisers will face amuch more stable radio
marketplace in 2001. For the first time since the Tele-
communications Act of 1996, radio ownership should be much
less of a moving target in 2001, now that Clear Channel has
completed its $23.5 billion acquisition of AMFM., By far the
biggest radio merger to date, the deal resolved the fate of
hundreds of radio stations in as many as 100 radio markets.

Though there are fewer players in the radio biz, those
players are also stronger and more professional, and
they’ve learned to capitalize on well-positioned radio clus-
ters. So while the pace of consolidation has slowed, it has
enabled radio to better position itself compared with other
media. Coupled with a strong economy, the demand for
radio advertising remains strong going into 2001.

Radio Advertising Bureau president Gary Fries is fore-
casting that radio advertising will rise 15 percent in 2000,
surpassing the previous year’s 14.6 percent increase. “After
20 percent monthly growth early in 2000, the business is
stabilizing, settling in at 13 to 15 percent,” says Fries, who
is forecasting a more-modesﬁ gain of 13 percent for 2001.
Others, such as Standard & Poor’s media analyst William
Donald, are more bullish. Donald sees radio ending the year
up 20 percent, to $21.22 billion, with 2001 coming in at
$24.19 billion, up 14 percent.

Except for cable, no other medium has grown more in
recent years. “The business has climbed to a new level,”
declares Jeff Smulyan, CEO of Emmis Communications.
“It’s a better business than it’s been in a long time. Radio is
outpacing other media because more advertisers are using it
as a primary medium. It’s clearly a medium on the rise.”
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A holy grail for years, the radio industry is finally getting
a bigger piece of the advertising pie. Veronis Suhler, which is
projecting a 9.4 percent increase in radio advertising for
2001, notes that since 1994, radio’s share of local advertising
has grown by 3.7 percent to 21.6 percent last year. The
increase is an indication, says Veronis, that advertisers
believe in radio’s ability to reach niche audiences. Combined
with national spot, radio grabbed 19.3 percent share of the
advertising market, up from 16.0 percent in 1994.

“A wide arc of advertisers are contributing to radio’s
growth,” says Lee Westerfield, an analyst with PaineWeb-
ber, who is forecasting a 10 percent hike for radio. Bever-
ages, especially beer, and automotive have been big con-
tributors, he adds. Categories including movies, credit cards
and financial services, healthcare and retail are expected to
continue to pump dollars into the medium.

Telecom is looking particularly strong. Companies push-
ing a variety of services, from cell phones to wireless Inter-
net and broadband services, are expected to be big advertis-
ers on radio going into 2001, predicts Bishop Cheen, a media
analyst with First Union Securities. “There’s a whole new
wave of telecom products that will turn to radio because it’s
priced right and there is tremendous reach,” he says.

Contrary to many reports, radio’s growth has not been
driven solely by the dot-com category, despite the fact that
dot-com allocated nearly half of its dollars to radio last year.
Fries estimates that dot-com companies contributed only a
percentage point or two to radio’s total growth, most of it
concentrated in the top 30 markets, such as New York, San
Francisco and Seattle. “It won’t be as strong in 2001 as the
opening bell was, but it will grow, and radio will be a signif-
icant recipient of it,” Fries notes.

Dot-coms did, however, increase demand for radio since
flooding the market in third quarter '99, wreaking havoc on
ad rates well into 2000. In San Francisco, many buyers com-
plained that ad rates were approaching TV rates. Now that
the dot-com frenzy has settled, advertisers may be able to
breathe a sigh of relief next year.
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“We were paying the price for the dot-com surge, which
distorted the ad rates for the first six months of the year, but
now things are slowing down,” notes Pete Stassi, senior vice
president and director of local broadecast for BBDO. “The
radio industry is acting more positively to regular advertis-
ers rather than pushing them aside in favor of dot-coms.”

Radio operators have become a lot more savvy about man-
aging their inventory, using yield-management systems that
set rates for dayparts and demographies based on demand.
“When you start reaching sell-out percentages in the high 90s
and 80s, you have to maximize every piece of inventory you
have,” notes Fries. So advertisers can expect to pay the high-
est rates for popular dayparts, such as morning and afternoon
drive times, or for hard-to-reach demographics.

That doesn’t mean rates won’t increase in 2001; they will.
But chances are rates will go up a more modest 10 percent
rather than the 15 to 30 percent increases, sometimes 35 to
40 percent, that advertisers have paid this year.

Pigeonholed in the past as solely a local medi-
um, radio is seeing national and network sales
keeping pace with local. Network radio will see
its first $1 billion year in 2000. National spot,
which has scored double-digit increases through-
out the year, has been buoyed by savvy radio
owners, who have clustered stations together,
offering attractive regional buys. “Advertisers
are seeing the impact of a regional buy—why go
into a market and cherry-pick when you can just
make one phone call?” says Joan Gerberding,
president of Nassau Broadcasting Partners.

Network radio has been on a roll since AMFM

launched its top-market networks two years ago. Many radio
networks followed suit, with a steady stream of new RADAR-
rated networks in 2000. “Most of the growth has come from
increased spending on the part of existing advertisers,” says
David Kantor, president of AMFM Radio Networks, which
will merge into Premiere Radio Networks next year. “There’s
been little or no attrition, so that keeps demand strong.”
Procter & Gamble is a prime example. The Cincinnati-
based consumer-products giant has increased the number
of brands it advertises on network radio and has commit-
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ted more money to the medium for next year.

But rates will go up, because with the merger, Premiere
will be offering slightly less inventory. “Pricing will be
healthy,” Kantor says. “While the increases won't be as tor-
rid as previous years, there will still be double-digit growth.”

Along with the increased demand for radio has come
increased commercial clutter, a thorn in the side of any media
buyer’s plan. That, too, has settled down as more groups,
such as Emmis, Cox Radio, and Citadel, have backed off,
carefully balancing programming with commercials. Pre-
miere Radio Networks will attack clutter with new com-
mercial lengths next year of 45 and 90 seconds.

“We know the number of commercial minutes are up one
to two minutes per hour. [The new spot lengths] will allow
us to reduce the number of commercials per hour. People
hear commercials but not the duration of time,” says Kraig
Kitchin, president of Premiere Radio Networks.

While the prospects for 2001 are good, it could be the
calm before the storm. Radio, particularly network radio,
may be on the verge of facing new competition from satellite
radio, much the same way broadcast TV found itself in a
fierce fight for viewers with cable TV.

Two companies, Washington-based XM Satellite Radio
and New York-based Sirius Satellite Radio, will be market-
ing subscription-based, 100-channel digital radio in 2001.
Both services plan to offer some advertising on selected
channels, but few believe it will have much impact next year
on radio’s listeners or compete for many of its ad dollars.

Internet radio is another question mark. Hundreds of
Internet-only radio stations have launched finely niched chan-
nels on the Web in the last few years. Most offer advertising.
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Today their audiences are only a small fraction of a local radio
station’s, but that could change when the quality of the audio
improves and broadband becomes more prevalent. Broad-
casters are banking on the fact that they know more about
programming audio than any other Internet-only player, but
many have hedged their bets by either streaming their sig-
nals on the Web or launching “side stations” in order to give
their loyal listeners more of what they want. |

Katy Bachman covers the radio industry for Mediaweek
She’s based in suburban Washington, D.C.
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- Banner Years Ahead

Never mind the shakeout,
the Weh is becoming ever
more indispensible to
advertisers

BY ANN M. MACK
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WALLPAPER-
ING THE WEB
Banner ads
will remain the
de-facto ad
unit online,
though they
will evolve into
more dynamic
marketing
tools.

Despite a roller-coaster year for dot-coms,
online ad spending is expected to continue to flourish
in 2001.

“We hit a hiccup in April,” says Jason Heller, CEQ of
New York-based media-buying and -planning firm Mass
Transit, referring to the dot-com market correction. “Any-
one in the industry who says they weren't affected is lying.
We were all affected. We hit a bump in the road and noth-
ing else. Natural selection has to happen sometimes. We
are a healthy industry that’s moving forward fast.”

Analysts’ predictions reflect this momentum. Cam-
bridge, Mass.-based Forrester Research expects U.S.
online ad spending to reach $8.7 billion in 2001, up 61 per-
cent from this year. New York-based Jupiter Communi-
cations forecasts $7.3 billion for next year vs. $5.3 billion
in 2000.

As the online population completes its shift from a male-
dominated, early-adopter world to one that mirrors the
offline universe, more and more marketers will embrace
the Web as a means of reaching their audience. For the
first time ever, in 2000 the number of women online has
surpassed that of men, according to a study conducted by
Media Metrix. The Internet measurement service also
found that the number of Web users with annual household
incomes under $25,000 has grown by nearly 50 percent.
Forrester reports that the U.S. online audience will grow
to 60 million households by 2003.

With the changing online demographic, “advertisers
will expand their budgets,” explains Peter Petrusky,
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director of new media for PricewaterhouseCoopers, New
York. “Advertisers will be willing to spend as the medium
reaches critical mass.”

According to a Jupiter survey, marketers plan to in-
crease Internet ad spending at a higher rate than for any
other medium. About 73 percent of advertisers said they
would increase their online ad spending in the next 12
months, in contrast to the 43 percent who said they would
increase their magazine spending and the 37 percent who

@;} www.gefn.com

> SIGN UP NOW

planned to increase their cable-TV budgets. This expect-
ed boom, Jupiter predicts, will propel the Internet to
fourth place as an advertising medium—behind broadeast
TV, radio and newspapers—representing almost 8 percent
of the total U.S. advertising market by 2005.

Forrester’s estimates are even more optimistic. The
research firm expects online ad spending to reach the 8 per-
cent mark a year earlier, hitting $22 billion by 2004.

The challenge with advertising growth of this magni-
tude: grabbing consumers’ attention. There will be an
explosion in clutter, says Marissa Gluck, a Jupiter analyst.
The company forecasts that by 2005, a consumer will re-
ceive in excess of 950 Internet-based marketing messages
per day, more than double the 440 impressions that a Web
user saw in 1999. “Consumers are inundated with adver-
tising, online and offline—on TV, in print, on billboards, in
e-mail boxes,” Gluck says. “They are completely over-
whelmed. How do you overcome consumers’ resistance to
advertising?” Rather than relying on the banner, Gluck
suggests that, to funnel out noise on the Net, advertisers
adopt ad forms such as rich media, viral marketing, e-mail
and sponsorship or affiliate programs.

Although advertisers, media buyers and Web publish-
ers express excitement about alternative online ad units,
most agree that the banner will remain the de-facto stand-
ard in 2001. Contrary to pointed arguments that the ban-
ner is dead, owing to abysmal click-through rates, the
beleaguered ad unit continues to outrank other forms of
advertising on the Net—a sign that it is very much alive.
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Indeed, the Internet Advertising Bureau (IAB) reckons
that banners account for 52 percent of online units. “It is the
digital equivalent of the 30-second spot,” explains Scott Witt,
supervisor of the media-buying unit at interactive agency
Organic, New York. Yet the banner will not survive in its
current form, evolving from static, perfunctory real estate
into a dynamic, utility-driven tool. “What you're going to see
changed is what [advertisers] are doing with the banner,”
Witt says. “The banner is sort of glossed over now.”

Beyond the banner, sponsorships make up 27 percent of
advertising on the Web, the IAB reports. Interstitials—
full pages that display while a Web page loads—capture 3
percent, as does e-mail marketing. As businesses begin to
see e-mail as the silver bullet for acquisition and retention
challenges, Jupiter predicts that dollar allocation to this

market will increase substantially. Jupiter estimates that
commerecial e-mail spending will grow from $164 million in
1999 to $7.3 billion in 2005.

“There will be an increase in interest and spending for
e-mail,” says Gluck, “It’s inexpensive, and there are high
response rates.”

Marketers and analysts also anticipate a rise in exper-
imentation with rich media, Web ads that use a combina-
tion of audio, video and animation. Although this format
currently makes up only 2 percent of online ad budgets,
advertisers hope to take advantage of rich media as band-
width limitations decrease and technology progresses.
But, cautions Serge Del Grosso, media director for Organ-
ic, the message must be first and foremost. He cautions
against using glitz just to induce the gee-whiz effect:

The sales pitch
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“We're increasingly pressed to develop ‘wow’-type adver-
tising to engage the customer. There are developmental
and technological costs involved. Do the response rates
Jjustify the investment?”

Gluck agrees, saying advertisers have to be careful
where they put rich media. “Consumers are goal oriented,”
she explains. “They are utility driven, not entertainment
driven.” She suggests placing rich media on leisure-orient-
ed sites rather than in content-heavy areas.

Despite a burgeoning field of online players, analysts
predict that advertisers will continue to buy ad space
mostly on the top 50 sites. According to Jupiter, some 70
percent of Web ad spending goes to the top 15 sites.
“There is a significant amount of concentration in this
business,” explains Petrusky. “The strongest brands will
continue to stay on top as the number and types of
advertisers expand.”

The count may increase, but the landscape of companies
pushing their products and services online will remain fair-
ly stable. Jupiter predicts that financial services will stay
at the top, accounting for $1.3 billion in online advertising
in 2001, up from $1.1 billion. Media and computer hardware
and software companies will follow, each allocating $900
million to online efforts. The telecommunications, travel,

L

automotive and health industries fall behind those two cat-
egories. Compared with their significant expenditures in
traditional media, consumer packaged-goods companies’
online ad spending will represent only a small slice of the
Internet ad world. They are expected to dish out only $200
million next year.

In terms of payment, the hybrid model, a combination
of CPM and CPA (cost per action), will emerge once again
as the norm in 2001. According to the IAB, hybrid deals
account for 48 percent of the market. CPMs or impres-
sion-based deals comprise 42 percent and performance-
based deals 10 percent. Forrester expects performance-
based deals to make up 50 percent of online ad budgets
by 2003.

Integration of the Internet and traditional ad efforts
will be a key to success, analysts emphasize. Rather than
perceiving online advertising as separate from offline,
marketers should meld the two to create a synergistic,
consistent message and brand image across media. “The
Internet is not a replacement medium,” says Petrusky.
“Advertisers instead will use it as a complementary inte-
gration tool.” u

Ann M. Mack covers technology issues for 1Q News, a
supplement to Adweek Magazines. She’s based in New York.
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-ollll Must-gee TV

A DYING
BREED

Talk shows like
the new Dr.
Laura are on
the wane, with
court strips
filling daytime
instead.

Off-net shows are
a bright spot in the
syndication market

BY DANIEL FRANKEL

In the world of syndication, off-
network programming still rules. Such
top-shelf sitcom fare as Friends and Sein-
feld fetched double-digit CPM increases
during last spring’s upfront market. But
it remains to be seen whether the over-
all syndication market will sustain its
growth in the wake of a very weak third-
quarter scatter market, declining overall
ratings and buyers’ lack of enthusiasm for
new syndicated programming.

The Syndicated Network Television
Association projects year-to-year rev-
enue growth of 15 percent to 17 percent
among the top 200 advertisers this year.
Meanwhile, Veronis Suhler estimates
that this year’s overall market will jump
to $2.4 billion, up from $2.3 billion in 1999.
According to the Veronis projections, the
syndication marketplace will see a steady
4.2 percent growth rate in 2001.

Most CPM increases will be in the single-digit range
next year, says independent media consultant Jerry
Solomon. “I don’t think next year’s marketplace will be any-
where near as strong as this year’s has been,” he says. “I
doubt you'll see the kind of 10 to 15 percent CPM increases
we had this year. But then again, [the market] doesn’t have
to be as strong. It can take a smaller increase—or even be
flat—and it'll still do well.”

The demand for off-net shows is one of the main reasons
why syndication’s 2000 upfront market increased 9 percent
over 1998, to $2.4 billion, according to the SNTA “Off-net-
work programming has been very influential [in terms of
the market’s growth],” says Allison Bodenmann, SNTA
president. “It has been what’s driven the adult-brand dol-
lars into syndication the last five years.”

The inclusion of barter-advertising-rich off-net pro-
gramming has given the syndication business access to net-
work prime-time buyers, many of which hope to reach net-
work-prime audiences without having to pay
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network-prime dollars. In fact, according to Competitive
Media Reporting, among syndication’s top 20 ad-revenue-
earning shows this season, 10 are off-network. (Friends
ranked highest, taking in $181 million.)

In 1995 there were five or six off-net shows in syndica-
tion, and next year there will be 33, says Bodenmann. The
increase, she says, is opening up opportunities to get adver-
tisers who wouldn'’t otherwise be interested in syndication.
“Advertisers like off-net shows, because they know what
they’re about, and they don’t have to worry about the envi-
ronment,” she says. “And there are advertisers who say, ‘I
can no longer afford to buy premium shows on the net-
works, so I'm going to buy them in syndication.”

And certain shows, Bodenmann says, such as The X-
Files, “do higher numbers than their network counterparts
in some cases.”

Adds Dan Arzewski, vice president of national broad-
cast for Creative Media: “Syndication is definitely an
alternative to prime time now. I think [advertisers] are
really, really familiar with broadcast prime time. And
clients who aren’t that savvy don’t really know where
that Seinfeld episode they’re watching in prime access is
coming from.”

But, at least on its leading edge, off-net’s ratings are
declining. Former NBC powerhouses Friends, Seinfeld and
Frasier—still the top-rated off-net sitcoms, even though all
three have been in syndication for several years—have
seen their national ratings drop this season. In fact, Colum-
bia-TriStar’s Seinfeld, which garnered network-prime-like
ratings during its first couple of years in syndication, now
consistently scores below-5 national ratings. Of course, this
kind of erosion is to be expected with repeat broadcasts,
and the fact that all three shows still rank among syndica-
tion’s top 10 is a testament to their quality.

The problem, according to Horizon Media’s Brad Ad-
gate, is that there doesn’t appear to be a new off-net entry
on the horizon ready to deliver the kinds of national rat-
ings—above 10, in some cases—that shows such as
Friends, Seinfeld and Home I'mprovement earned in their
early syndication cycles. In fact, Adgate says, national rat-
ings in the 3 to 4 range—such as those obtained by class-of-
'99 off-net entries 8rd Rock From the Sun and The Drew
Carey Show—are all that reasonably can be expected of
2000’s entries, such as Paramount Domestic Television’s
Spin City.

Meanwhile, among first-run programming, the prolif-
eration of reality court strips in daytime has increased
ratings as the format staple, talk, has faltered. Says
Bodenmann: “The needs of the stations are driven by
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ratings success, and one of the reasons why there are so
many court shows is because two stations in a market
will have them, and a third station will start getting
killed. It then says to itself, ‘You know, what we need is
a court show.”

According to Starcom Entertaiment’s Insider’s Guide,
the number of daytime viewers watching syndicated pro-
gramming has surpassed the number of viewers watching
daytime television on the three major networks.

Advertiser interest in the courts strips, however, seems
lukewarm. Despite the fact that several court shows rank
near the top in national ratings, they’re not among the
highest ad-revenue earners. “Shows like Judge Judy pro-
duce good ratings,” says one buyer, “but most of these
courtroom environments look thrown together, and you're
not sure how much [production] money is behind them.

They produce a less positive environment for advertisers
than, say, an Entertainment Tonight.”

According to Creative Media’s Arzewski, the sheer
number of available ratings points among court shows
keeps demand down—and CPM increases in the single-
digit range.

On the opposite end of the spectrum, CPM increases
have been much higher for weekly, half-hour home-
improvement programs. National ratings for these niche-
targeted shows are often below a 1, but they're in high de-
mand among upscale brands. “These shows sell out really
quickly, all on their own,” says Bodenmann. “If there
were more of them, it would benefit advertisers, but
there isn’t a lot of station demand for them.” |

Daniel Frankel covers the syndication business from
Mediaweek’s Los Angeles bureau.
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HITTING THE

JACKPOT
Spending on
billboards and
other out-of-
home spaces
Es skyrocket-
ing, even as
inventory
increases.

Nowhere (o Hide

BY ANNE TORPEY-KEMPH

=]l

Parkmg meters. Bathroom walls. Airplanes’
overhead storage bins. No surface is safe in the new out-
of-home environment. Maverick marketers seeking stand-
out impact may be pushing the envelope of consumer tol-
erance with unorthodox placements, but you gotta love
that out-of-the-box thinking.

“[Out-of-home] is metastasizing. It’s all over the place.
There's a buyer for just about every kind of outdoor op-
tion,” says Pete Riordan, vice president at New York
agency BBDO, who buys outdoor for clients including GE,
HBO, Lenscrafters, Visa and M&M-Mars.

Sure, billboards are still the mainstay of the business,
but the growth in alternative outdoor is remarkable, with
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loads of smaller companies jumping in with ever-more off-
beat options. Riordan calls New York “the wild, wild
West” for alternative out-of-home. “There are very few
restrictions, and there’s a lot of cowboys out there.”

The number of businesses offering alternative, one-off,
custom solutions is growing at a rapid pace, says Diane
Cimine, vice president, Outdoor Advertising Association
of America. “We’ve been getting about a dozen calls a
month from such companies wanting to join the OAAA,”
she says. The myriad options and creative possibilities are
what’s driving the medium’s growth, she contends.

According to Veronis Suhler’s latest Communications
Industry Forecast, outdoor spending rose 9.5 percent to
$4.8 billion in 1999, compared with a 9.0 percent increase in
1998. Growth has been on the rise since 1996, when it was
7.4 percent. Leading the field are Infinity Outdoor (TDI),
Eller Media and Lamar Advertising. And BBDO’s Riordan
says one to watch in the coming months is the French com-
pany J.C. Decaux, the fifth-ranked outdoor player. The
company commandeered the street-furniture businesses in
New York and San Francisco, Riordan notes, and is now
shooting for significant placements in shopping malls.

The top three outdoor categories in 1999 were local
services and amusements, with $533.8 million, up 13.3
percent from 1998; retail, with $521.7 million, up 28.3 per-
cent; and public transportation, hotels and resorts, with
$438.2 million, up .2 percent.

Out-of-home is expected to grow 10.4 percent in 2000 to
$5.3 billion, and it is projected to grow at a compound rate
of 9.6 percent from 1999-2004, reaching $7.6 billion in 2004.

Like other media, outdoor is enjoying the freer-spend-
ing habits produced by a robust economy. And while other
media have felt a dot-com drop-off in their pocketbooks,
outdoor companies report fairly steady dot-com busi-
ness—bad news for BBDO’s Riordan, who says he’s root-
ing for the dot-coms to die out, which would reduce de-
mand and bring rates down. (Last year’s Great Billboard
Rush by the dot-coms drove rates through the roof.)

“I don’t see dot-com going away,” says Randy Swain,
president of Seattle-based AK Media, which controls 6,800
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faces in the Northwest and Northeast, and recently cap-
tured Verizon’s business. “National has scaled back a bit, but
there’s tons of smaller local players looking for exposure.”

In Times Square, dot-com is still very healthy, says
Brian Turner, president of Sherwood Qutdoor, citing new
contracts with angryman.com and onmoney.com. “We
haven’t experienced a drop-off in that category.”

Carl Eller, chairman/CEO of Eller Media, the No. 2-
ranked outdoor player, says his dot-com business has
remained steady compared with last year, representing
about a 5 percent to 6 percent share of Eller’s total rev-
enue. But he attributes the “pretty significant” revenue
boost his company saw in first-half 2000 to greater inter-
est in outdoor overall. “Procter & Gamble, for example, is

New York-based Park Place Media, in June established
the Alternative Media Council under the OAAA umbrel-
la. Fisher is planning roundtables and powwows to pro-
mote interaction among the alternative players. His top
priority is to launch an indexing Web site (alt.media.com,
targeted to be up by November), where “even the most
Jjunior media planner can see all the concepts, search by
market or by company, get media kits, get in touch with
the right people fast.”

Eller Media, too, is capitalizing on the Internet to
serve clients’ needs and address the matter of account-
ability. “The Internet allows us to digitally do proof-of-
performance for advertisers much faster,” explains Carl
Eller. Similarly, AK Media delivers completion reports
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spending dramatically in outdoor due to a change in [me-
dia planning] philosophy,” asserts Eller. He also notes that
auto makers Ford, GM and Chrysler have “dramatically”
boosted their spending with Eller so far this year. BBDO’s
Riordan, too, says he expects the medium to keep getting
hotter and that next year the agency will have more, dif-
ferent accounts that use the medium more heavily. “As
broadcast fragmentation continues, out-of-home still can
deliver huge tonnage,” he says.

But how do you prove it? That’s always been a sticking
point with outdoor—that elusive accountability.

It’s high on the industry’s to-do list this year. To wit,
the OAAA recently conducted a series of eye-tracking
studies to measure what is seen and recalled, and it has
put considerable resources online to support use of the
medium. As part of its “Millennium Plan,” a set of initia-
tives developed late last year from an industry assess-
ment by consultant Erwin Ephron, the OAAA has creat-
ed an online creative library, demographic maps, optimiz-
ers and buyers guides complete with rates.

“This might not seem like big news, but for this indus-
try it’s major,” says OAAA’'s Cimine.

Other OAAA initiatives aimed at aligning outdoor with
other media include collaboration with Scarborough and
Arbitron to develop a ratings system for better audience
measurement, and work with the Advertising Agency
Association of America to set up standards and practices.
SRDS, Cimine adds, is establishing an online buyers guide
to include who’s who in each market, rates, ete.

On the alternative front, Chip Fisher, president of
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and proof-of-performance reports digitally. “Clients get
what they need quicker, and we get paid faster,” says AK
president Swain.

Technical developments offline are big news in outdoor
too. For the industry’s core billboard business, improve-
ments in facing materials, like Flex-face vinyl, enable
quick changes in marketers’ messages. Improved digital
printing processes, with four- and six-color graphics, are
making images sharper and clearer, to show more detail
from a distance. Several companies are developing innov-
ative ways to use LED light panels. Earlier this month,
Infinity Broadcasting’s outdoor unit, TDI, unveiled 75
illuminated bus panels that by day appear as standard
bus-exterior posters and light up at night via LED panels
powered by the bus itself. BBDO’s Riordan mentions a
similar technique being developed by Yesco, whereby
LEDs are spaced out across a billboard to create one
image by day and another, illuminated one by night. “It’s
possible you'll see one of these on the Condé Nast build-
ing in New York’s Times Square,” he hints.

AK Media, which also holds broadcast properties, is
working on a way to deliver displays digitally from a cen-
tral hub—*“to create a digital billboard network, if you
will, like in broadcast,” says Swain. Stay tuned.

With all these tech enhancements and efforts to get in
step with other media, out-of-home just keeps on truckin’,
further distancing itself from its image as the “booze,
butts and bikinis” medium. [ |

Anne Torpey-Kemph is Mediaweek’s copy chief and
departments editor. She’s based in New York.
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A hetter-than-expecte
year for h-to-h hodes well
for future growth

BY KEN LIEBESKIND

A gI’OWth In certain business-to-business mag-
azine categories and a rise in trade-magazine readership
have helped to improve b-to-b ad revenue this year, with
further increases predicted for 2001 and beyond. The good
news is also due in part to business-magazine Web sites,
which are serving as a key new source of ad revenue.
With ad pages up 6 percent, to $440 million, and revenues
up 13 percent, to $5.7 billion, through the first six months of
2000, the full year’s growth will be “better than anticipat-
ed,” says Gordon T. Hughes, president and CEO of Ameri-
can Business Media. “The upswing can be attributed to
expenditures in a broader base of magazines than in past
years and a tie-in to the recent figures that show b-to-b
readership up a whopping 42 percent over last year.”
Overall, Veronis Suhler predicts 6.4 percent annual
growth in ad spending from 1999 to 2004 for all trade maga-
zines, with spending reaching $17.1 billion by 2004. Contin-
ued growth will be based on a strong economy and the abili-
ty of publishers to “compete with or incorporate Internet
competitors into their core businesses and revenue streams.”
The fastest-growing categories are technology, finance
and telecommunications, with some improvement in agricul-
ture, Hughes notes. Medical magazines are also doing well,
due to the large number of new drugs that are coming out.
“Being Internet-related means there’s a buzz surround-
ing it,” says Nicole Fadner Friese, ad director at Medza, an

TRADE MAGAZINES SPENDING

Internet-advertising monthly launched by MediaPost
Communications in June. “We've had a lot of great support
from companies like Doubleclick and Engage Technologies
[the online ad networks], with traditional media companies
coming on board to make the jump to the Net.”

The technology category led the way for trades last
year with $3.6 billion in spending, up 9.8 percent, accord-
ing to the Veronis Suhler Communications Industry Fore-
cast. But a softening of the category has been reported as
major advertisers, including IBM and Dell, sell directly to
consumers and move their advertising to consumer media.

The computer and software categories dipped 31 percent
last year in ad pages and 12 percent in revenue, according to
Hughes. The categories represented 40 percent of all b-to-b
publishing ad spending in 1998 and 1999. The downturn will
continue, with the computer and software categories “still
in trouble,” Hughes says.

Veronis Suhler predicts that the technology category
will show a small gain of 3 percent through 2004. The
growth will come from the development of cross-media
packages that will satisfy techno-savvy advertisers.

Publishers are already incorporating the Internet into
their revenue streams by selling ads on their Web sites.
Online advertising “is part of the big picture” for trade mag-
azines today, says Bill Furlong, president and CEO of B2B
Works, a Chicago firm that places ads on trade-magazine Web
sites. Companies now spend 2 percent to 5 percent of their ad
budgets online, Furlong says—this may not sound like much,
but they spent nothing three years ago, he explains.

Magazines originally gave away ads on their Web sites
with multi-page buys, but now “publishers know the Web
platform represents a huge revenue opportunity,” Furlong
says. There was a fear of Web advertising taking dollars
away from print, but Furlong says, “new money” is coming
in from advertisers who are “struggling to figure out how
much to allocate online.” But he also believes advertisers
may begin to shift their dollars away from print, buying few-
er magazines in a vertical market as they spend more online.

“Integrated media is the key trend in the b-to-b maga-
zine industry,” says Cam Bishop, president and CEO of
Intertec, publisher of 100 business magazines, including Cat-
alog Age and Folio. “We're pushed by advertisers who ask
not just for print but for electronic. It’s a total package.” W

Ken Liebeskind is a New York-based freelance writer.
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CABLE TV
Nancy Jordan was named senior vp
of MetroChannel ad sales at Rainbow
Advertising Sales Corp., a division of
] Cablevision's Rainbow Media Hold-
ings. The former marketing director at
‘ WABC-TV in New York, Jordan will
|

spearhead business development
strategy at the company, overseeing
sales, promotion and research.

| TV STATIONS

Peter Daniels has been named

national sales manager for WNBC.
’ Daniels had been an account execu-
tive for WNBC sales since 1998.
Daniels came to WNBC from WNYW,
where he was responsible for all sales
coverage to major advertising agen-
cies in the tri-state area. He has
worked in various sales capacities
since 1979. Daniels will continue to
help manage traffic and sales service.

TELEVISION PRODUCTION
Buena Vista Television has announced
a number of high-level promotions as
part of its ongoing restructuring. Holly
Jacobs has been named senior vp of
| programming and development for the
| newly formed Buena Vista Prod-
uctions, overseeing all first-run devel-
‘ opment for syndication, cable and net-
work. She moves over from vp/reality
programming for ABC Daytime. Karen
i Glass has been appointed vp of devel-
l opment of Buena Vista Productions,
reporting to Jacobs. She has served as
executive producer for numerous reali-
| ty, talk and variety specials. And Mike
| Henry has been promoted to vp of cre-
ative services for Buena Vista Tele-
‘ vision. He moves up from executive
| director of creative services...Albert J.
, Kornak Jr. has been promoted to cor-
porate director of production for Peg-
asus Communications Corp. He was
most recently production manager for
WOLF-TV, Pegasus’ Fox affiliate in
Wilkes Barre-Scranton, Pa.

MAGAZINES

Peter Herbst, former editor of Time
Inc.’s Family Life, will move to Paris to
become editorial consultant for Ha-
chette Filipacchi Medias. Herbst will
consult on all (continued on page 56)

The Media Elite
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Playin’ in the Band

elations among ad, media and
R marketing execs aren’t always
harmonious, but now there’s a
new forum where they can all make 1
beautiful music together.

The brain-
child of Tra
Berman, Mil-
lennium TV
Sales & Market-
ing account
exec and a for-
mer concert
promoter/book-
ing agent, the
Media All-Stars
launched
recently as a
bimonthly
musical extrav-
aganza with
fare ranging
from funk to country to soul to rock.
Other core players include Bill Cowen,
also of Millennium, on guitar; Medi- |
aVest’s Peter Gusmano, on drums; and
Young & Rubicam alum Jonathan Buck-
ley, also on drums. For these industry
vets and a growing group of after-hours
musicians, the public peformances at

The way his Media All-Stars event is growing, Millenni-
um TV's Berman is anything but a one-man band.

clubs around New York are now a regu-
lar extracurricular activity.

“I created the Media All-Stars as a
way for TV-industry people like myself
to express a different creative side,” says
Berman, who
put on the first
event at the
famed club Le
Bar Bat. With
five or six dif-
ferent bands
and attendance
growing to
over 600 peo-
ple per event,
“we are begin-
ning to attract
names in the
caliber of
Anton Fig, the
drummer of
Late Show With David Letterman,”
Berman says.

Wannabes should visit Berman’s Web
site (at www.nycgig.com), sign up, and
send a demo tape or press kit to the P.O.
box listed there. The next Media All-
Stars event is slated for Oct. 19 at Le
Bar Bat. —Marc Berman (no relation)

Star Status for Nassau Exec

merican Women in Radio and |
ATelevision at its recent annual

meeting in Los Angeles honored
Joan Gerberding, president of Nassau
Radio Network, the national sales divi-
sion of Nassau Broadcasting, with its
2000 Star Award for her commitment to
women’s issues in broadcasting.

The 25-year radio-biz veteran says
she has made women’s causes a priority
in her work life. “Ever since I started my
career, I felt very strongly that there’s a
lot of talent in women that is sometimes
overlooked,” says Gerberding, who also
serves as vice chairperson of the New
Jersey Broadcasters’ Association board
of directors. Gerberding says she pro-
motes her cause by trying to be a role
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model and by speaking to professional
women’s groups. —Lori Lefevre

\ WP

At AWRT’s recent awards gala, Gerberding (r.)
with Erica Farber, CEQ of Radio & Records
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‘The Brothers Caraccioll Results

‘ ince parting ways after their fresh- ney as media director for the Australian
man year at Oswego State in upstate | Baseball League, Tom worked in the
New York, identical twins Jerry and States as sports information director for |
Tom Caraccioli have taken similar PR Merrimack College near Boston.

career paths, though
miles apart. The
brothers played a year
of hockey together at
Oswego State, then
Jerry transferred to
Cal State—Fullerton.
“I had to get away and
test my owh wings,”
says Jerry, who has match; the brothers

‘ done publicity for . 4 even issued a joint
CBS Sports for the Jerry (right) is 12 minutes older than Tom.  press release on the ‘

The twins’ paths ‘
crossed recenty when |
CBS Sports and USA
Network teamed up |
in the wee hours of
Sept. 6 to broadcast
the conclusion of a '

s
marathon five-set The who's who are
U.S. Open tennis ' all here.

past four years. coverage.
After graduation, Jerry worked for the Though they now work for competing
California Angels and the Oakland Ath- networks, Jerry says blood is thicker than New York Times readers are the
letics, while Tom, now in PR for USA business: “Having a brother as your coun- :
. i . most culturally active people around,
Sports, represented the Boston Red Sox. terpart facilitates solutions to any prob-
And while Jerry lived and worked in Syd- lems that might arise.”—Ffobn Consoli attending more movies, museums,

theater and dance performances

\
‘ SPOTLIGHT ON... than readers of any other consumer

Eric Schotz \ publication measured by MRI*
\

CEO, LMNO Productions

ith possible talent-guild strikes looming and tele-
W vision networks turning to reality programming, it
reminds Eric Schotz of old times. Schotz started
‘ LMNO Productions 11 years ago during a television-writers
strike, and he got through it by creating reality specials such
as Making of a Model for the networks.
In fact, for a full decade before reality-format TV became  Reality pioneer ‘
a huge business, Los Angeles-based LMNO (which stands \
for Leave My Name Off) carved out a nice niche with it. “We’ve been constantly
working,” Schotz says. “With or without a strike, we've always had enough work.”
Projects have run the gamut from the Bill Cosby-hosted Kids Say the Darnedest
‘ Things for CBS to the racy Guinness Book of World Records: Prime Time for Fox.
In between, the company has done plenty of cable work, including Behind Closed
‘ Doors With Joan Lunden, a series of prime-time specials for A&E, and New Atti-
tudes for Lifetime. “We spread ourselves among all the cable and broadcast net-
works,” says Schotz. “We've never overcommitted to one single network.” ‘
\ With 160 employees, LMNO is now poised to ride the reality wave to expan-
sion. The company also benefits from a good relationship with Britain’s Granada
Media, a creator of reality and game formats. Out of that relationship, LMNO is
‘ developing several projects for Fox, including the game show Krypton Factor and
the special Since I've Been Loving You.
LMNO'’s pipeline is pretty full. Other ongoing projects include Boot Camp, a
h reality-game project for Fox that puts contestants through a series of grueling
military-like exercises. Also in the works is an MTV pilot, Mall Confessions, as well
as an eBay-branded variety-action strip that's being shopped to syndicators.
“Doing this for as long as we have,” Schotz explains, “we’ve met a lot of inter-
esting people, and we've found a lot of incredibie stories.” Maybe toco many—
LMNO is now investigating various fiction projects. —Daniel Frankel

To ensure a sold-out audience at
your next cultural event, contact
Jyll Holzman, Senior Vice President,

Advertising, at 212-556-4058 or

jholzman@nytimes.com




MOVERS

(continued from page 52) aspects of
HFM'’s French operations and will report to
Anne-Marie Couderc, executive vp/CEQO of
HFM...Nancy Telliho, New York sales
manager for Newsweek, has moved over
to sibling publication Arthur Frommer’s
Buaget Travel as publisher...Corky Pollan,
the “Best Bets"” editor of Primedia’s New
York magazine, has been named style dir-
ector for Condé Nast's Gourmet.

RADIO

Vernon S. Wright Jr. has been named
senior vp of marketing and sales for
American Urban Radio Networks. The
longtime ad-industry exec was most
recently vp/general manager at SFX Radio
Networks. The appointment marks
Wright’s return to African American—
owned AURN, which he helped create in
the early 1990s...Lance Panton has been

IF YOU'RE MAKING PLANS TO ADVERTISE IN DETROIT

REMEMBER:

WHEN IT COMES TO THE SUBURBS,
SPRING NEWSPAPERS
COVERTHE MAP.

The SPRING Newspaper Network covers well
over 90% of the Detroit suburbs. And more
suburban female shoppers read SPRING News-
papers than either the Free Press or News®.
They read our papers because we're thesr
newspapers. The ones with all the hometown
news they just can't get anywhere ¢lsc.

So if you're making plans to advertise in the
Detroit suburbs, remember that the SPRING
Newspaper Network has the kind of coverage,
and readers, to put your advertising plans on
the right road. Give us a call. We'll gladly help
map things out.

ONE CALL. ONE REP> ONE INVOICE.

1-800-382-8878

Wright returns
to AURN

Telliho packs bags
for Budget Travel

promoted to program director of WZAK-
FM, Radio One's Urban Contemporary
station in Cleveland. Panton will also con-
tinue in his current position as program
director of WENZ-FM, Radio One's Young
Urban Contemporary station in Cleve-
land...Janice Giannini was named execu-
tive vp and chief information officer for
Arbitron, responsible for managing the
company's information technology infras-
tructure. She comes to Arbitron from
Lockheed Martin, where she was director
of program planning, analysis and over-
sight...Fred Fried has been promoted to
marketing division president for SFX
Entertainment’s Sports Group, from senior
vp...Ross Crystal has been named exec-
utive producer of entertainment news for
Westwood One. Crystal comes from West-
wood's Metro Networks, where he was
executive producer of entertainment news
and syndicated programming...Steve
Winters has been promoted to vp of mar-
keting services for Westwood One's Metro
Networks in Houston. He was national
director of marketing for Metro Net-
works...Fred Weber, former CEO and co-
owner of the Broadcast Group, has been
named to the board of directors of West-
Star TalkRadio Network...Debbie Kwei
was named vp and general manager of
Radio One’s WCCJ-FM in Charlotte, N.C.
Kwei was most recently general sales
manager for Infinity's WPEG-FM, WGIV-
AM and WBAV-FM in Charlotte... Owen
Weber was named vp and general man-
ager of Radio One's Cleveland cluster of
radio stations, WENZ-FM, WERE-AM,
WZAK-FM and WJMO-AM. Weber comes
to Radio One from Infinity, where he
served as vp and general manager of sta-
tions KILT-FM and KIKK-FM in Houston. ..

o
SPR!NG
Newspaper Network

WWW.Springnewspapers;.com

John Rogers was named general manag-
er of Shamrock Broadcasting’s radio sta-
tions in Oklahoma. He was formerly vp
and general manager of International
Media Partners.

Observer & Eccentric Newspapers « HomeTown Newspapers « Heritage Newspapers « C & G Newspapers
Michigan Community Newspapers
Readership scores based upon 1998 Belden Rescarch study of suburban Detroit.
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|

LARRY HAMMERNESS

Premiere magazine celebrated its sponsorship of the recent Toronto Fitm Festi- Wenner Media's Men's Journal hosted a party at the Phoenix Lounge at the

val and pre-screening of The Contenders at Prego Della Piazza in Toronto. Argyle Hotel in Los Angeles to fete the mag’s aunch of its first book, The Great
(L. tor.) Jim Meigs, editor in chiet, Premiere; Kim Pinto, vp/publisher, Pre- Life, due out from Penguin Books in October. (L. to r.) CAA agent Patrick White-
miere; and actor Jeff Bridges, who stars in the upcoming theatrical release. sell; Craig Kilborn, host of CBS’ Lafe Late Show, and MJ editor Mark Bryant.

Reach

s everything

They're old and young, male and female, urban and rural

Deliver your d
from every state in the nation. 18 miliion of them sit in our | )
doctors’ waiting rooms every month...and that’s where you can heal th messaga i 4 i '

find AccentHealth's innovative, in-office television programming.

That's 18 million health-conscious consumers ready to hear tO Ove r 18 m I /#Oﬂ

your message ... consult their doctor ... make a purchase.

No other medium captures your prospect at such a perfect VISItOI’S mOn th,ﬁ?

moment. Make the last point of influence your first point of
contact. Put AccentHealth on your media schedule today.

-0 |

Now accepting exclusive category reservations for 2001.
Call Ken Smallwood, VP, National Sales Manager at
212.763.5119

e
C Accent Health
Information For Healthy Living CdNNJ

www.accenthealth.com



Redefining
media merchant banking

~ A TEAM of media industry specialists with operating experience
~ A SOURCE of private equity

~ A MODERN provider of financial and M&A advisory services
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KLUTZ

has been sold for U.S. $73,877,000

The New York Times Company
has sold the

Daily World

a daily newspaper serving Opelousas, Louisiana

NELVANA.

o

B

e

Gannett Co., Inc.

We acted as financial advisor to0, and

We acted as financial advisor to, and assisted in j isced in th 5 h 14
the negotiations as the representative of i+ assiSteci G n-egonauons asttne ]
The New York Times Company. B representative of Klurz. .
September 2000 % May 2000 ﬁ
T R S SRR
T A TR P 2 5 S S e T T
ROBINSON LERER & MONTGOMERY, LLC
a leading provider of strategic communicatons in the
public relations industry %
&

B has sold 100% of its stock to i
& a partfolio company of

" VS&A Communications Partners II, L.P.
has been acquired by
Citadel Communications Corp.

Young &Rubicam Inc.
a leading diversified, global markering and

communications company P
or

$190,000,000

We acted as financial advisor to, and assisted 7 : . .
3 We acted as financial advisor to, and assisted in

BRI =

i e et e marer
Broadcasting Partners Holdings, L. [
March 2000 January 2000 l
R B U 45 i AN
Kevin M. Lavalla Robert J. Broadwater Francis UEsperance Lawrence M. Crutcher | Hal Greenberg
Managing Director Managing Director Managing Director Managing Director Managing Director
lavallak @veronissubler.com — broadwater@ueronissubler.com lesperancef@ueronissubler.com  crutcherl@ueronissubler.com greenbergh@ueronissubler.com

Mergers & Acquisitions | Debr & Equity Financings | Valuations | Recapitalizations | Fairness Opinions | Research

350 Park Avenue New York, NY 10022
212-935-4990 212-381—8168fax

www.veronissuhler.com

Veronis Suhler

MEDIA MERCHANT BANK

Activities requiring securities industry registration will be performed by Veronis, Suhlet & Associates’ wholly-owned broker-dealer affiliate, Veronis, Suhler & Associates LLC.
Veronis, Suhler & Associates LLC is a member of NASD and SIPC.




CALENDAR

The Virginia Cable Telecommunica-
tions Association will hold its 34th
annual convention Oct. 8-11 at the
Hyatt Regency Hotel in Reston, Va.
Contact: Barbara Davis at 804-780-
1776.

Adweek Conferences, as part of its
Agency Dynamics Seminar Series, will
host a seminar Oct. 12-13 at the Atlanta
Hilton & Towers. Contact: Adweek Con-
ferences at 888-536-8536.

The Consumer Electronics Associa-
tion will sponsor the CEA Industry
Forum & Fall Conference Oct.15-18 at
the Fairmount Hotel in San Francisco
Contact: 703-907-7600.

The International Communications for
Management Group will sponsor Inter-
active TV: Explore Convergence
Oct. 16-17 at the Beverly Hilton, Bever-
ly Hills, Calif. Contact: 415-817-0449.

The Advertising Research Foundation
will hold a series of workshops Oct. 16-
19 at the Roosevelt Hotel in New York.
Contact: 212-751-5656.

CTAM will host a Broadband Opportu-
nity Conference Oct. 18-19 at the San-
ta Clara Marriott in Santa Clara, Calif.
Contact: Seth Morrison at 703-549-
4200.

The American Center for Children and
Media will host Kids TV Goes Digital
Oct. 24 at 30 Rockefeller Center in New
York. Contact: 847-390-6499.

The Society of Professional Journal-
ists will hold its annual convention and
conference Oct. 26-29 at the Adam’s
Mark Hotel in Columbus, Ohio. Contact:
Tami Hughes at 765-653-3333.

The Association of National Advertis-
ers will host a series of seminars
Nov. 13-15 at the Rye Town Hilton in
Rye Brook, N.Y. Contact: 212-697-5950.

The California Cable Television Asso-
ciation will hold its annual Western
Show convention Nov. 28-Dec. 1 at the
‘ Los Angeles Convention Center. Con-
tact: Paul Fadelli at 510-428-2225.

Inside Media

NEWS OF THE MARKET

Mfume Targets Talent Agencies, Advertisers
NAACP president Kweisi Mfume told
the first annual conference of the Black
Broadcasters Alliance in Baltimore last
week that “two culprits who thought they
got away” from his organization’s push for
diversity in television are the talent agen-
cies and major advertisers. Mfume said
both will come under NAACP scrutiny in
the coming months. He also said his
organization has examined the top 100
advertisers on television to determine
what products they are marketing to what
audiences. Without naming names,
Mfume chastised advertisers who “sneak
in the back door” of the networks and
secretly ask for commitments to shows
aimed at white target audiences for their
products. The goal is for the NAACP to
figure out “what buttons to push” to get
the advertsers to “build some cama-
raderie” and join the diversity fight,
Mfume said.

CBS MarketWatch Weekend Ups Penetration
MarketWatch.com will kick off the sec-
ond season of its weekly syndicated finan-
cial news series, CBS MarketWarch Week-
end, with 80-percent clearance—triple the
market penetration it had in its freshman
season. Anchored by Susan McGinnis and

Aliens Abduct Cab

Edited by Anne Torpey-Kemph

Alexis Christoforous, the half-hour pro-
gram has also nailed new sponsorships
from Datek, Fidelity, Geico, Quest, Intuit
and Compagq.

Seinfeld Nabs NATPE Chairman’s Award
Comedian Jerry Seinfeld will receive the
Chairman’s Award next January at the 38th
annual National Association of Television
Program Executives confab in Las Vegas.
The award is given every year to a person
who has made an “outstanding contribu-
tion to the television industry.”

UPN’s Nunan Named HRTS Chief

UPN president Tom Nunan has been
unanimously elected to head the Holly-
wood Radio and TV Society for the
2000-01 term. Nunan officially began his
tenure last week when outgoing Society
president Tony Jonas handed him the
gavel at an HRT'S tuncheon featuring
entertainment presidents from the six
major networks.

Condé Nast and Ford Battle Breast Cancer
Condé Nast and Ford will launch their
latest effort to raise awareness of breast
cancer with a four-page special insert in
October issues of Vogue, Glamour, Made-
moiselle, Self, Allure and Vanity Fair-

e Ghannel

Move over, Muider. The History Channel plans to reveal the real skinny on those lit-
tle green men. On Thursday, Oct. 9, at 8 p.m., History's Mysteries launches UFO
Invasion Week, investigating the intrigue surrounding extraterrestrials and whether
the govemment is covering up their existence. The premiere of Area 51: Beyond

Top Secret—a look at what
really goes on at the Nevada
“military base"—kicks off the
week of specials. Following is
the premiere of Secret UFO
Files, examining suppressed
CIA documents, on Tuesday;
Ancient Aliens on Wednes-
day, and Roswell.: Secrets
Unveiled on Thursday. Citing
the National UFO Reporting
Center, the History Channel
stated that there were more
than 2,500 UFO sightings in
1999. Is the truth out there?
Are we alone?
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History Channel will focus on flying saucers starting Oct. 9.
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Actress Yasmine Bleeth will be featured in
the insert, sharing her own story of her
mother’ struggle with the disease. The
section, which is projected to reach a total
of 29 million readers, is the seventh in a
series from Ford’s campaign in support of
the Susan G. Komen Breast Cancer
Foundation.

American Zoetrope Signs New Pacts
Alliance Atlants and Viacom Productions
have signed exclusive television develop-
ment deals with Francis Ford Coppola’s
American Zoetrope. Viacom’ deal will
focus on the development of series televi-
sion, while Alliance Atlantis’ two-year
pact involves the creation and develop-
ment of films and miniseries for TV.

Carsey-Werner Has Six Shows for Cannes
Carsey-Werner International is offering
six programs at the Mipcom 2000 pro-

i .

g

gramming confab in Cannes, France. Up
for international sale is the new John
Goodman-starrer Norvnal, Ohio, as well as
Grounded for Life, Dog Days, 3rd Rock From
the Sun and That "70s Show.

Virgin Radio Tops Wehcast Ratings
London-based Virgin Radio (www.virgin-
radio.co.uk), Ginger Media Group’s Hot
Adult Contemporary Internet radio sta-
tion, topped Arbitron’s Webcast ratings for
July with 236,100 aggregate tuning hours.
For February, the last time Arbitron
released Webcast data, Virgin Radio was
third behind two NetRadio (www.netra-
dio.-com) formats, Hits and '80s Hits.
This time, NetRadio’s '80s Hits was sec-
ond with 201,000, followed by Internet-
only radio station KNAC.com in third
place with 148,600. The radio ratings
company is still trying to bring back its
original Webcast estimate measures of

Kiplinger’s readers rank #1 in luxury car ownership’among personal finance magazines, a category that includes Money
financial advice longer than any of them, as well as the savviest thinking for the new financial age, is it any surprise we've attractec

cume and time spent listening, which
became problematic when Real Net-
works disabled the unique identifier from
its player due to privacy concerns.

RTNDA Study; Radio News Gets Heard

A new study commissioned by the Radio
and Television News Directors Founda-
tion found that while TV is the dominant
news medium, people have more contact
with radio news throughout the day and
see it as a welcome form of radio pro-
gramming. The survey of 1,229 adults
found that more than half of radio listen-
ers pay close attention to the news when
it airs. More than 90 percent view it pri-
marily as a local medium, saying that an
important function of radio news is to
inform people about community events.

BuyMedia Purchases Sales Software
BuyMedia, an online ad exchange for
radio and TV, last week announced the
purchase of the Tvscan and Cablescan
divisions of Tapscan, which provides sales
and proposal software for more than
1,000 TV stations and cable systems.

For advertising information call Alex McKenna, Advertising Director at: 212-852-5628. *1999 Fail MR! **2000 Spring MRI
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Combined with Marketron, a sales and
proposal system for radio stations that
BuyMedia bought earlier this year, the
company’s services represent the “only
online solution that works with all three
media,” said CEO Mike Jackson.

HDTV Station Count at 154, NAB Says

The latest station to make the transition
to digital is KT TC-TV, Quincy Broad-
casting’s NBC affiliate in Rochester,
Minn., bringing the total number of sta-
tions broadcasting in digital to 154 in 54
markets, the National Association of
Broadcasters reported last week. KTTC
was ahead of schedule; according to FCC
rules, the station isn’t required to make
the digital Jeap untl 2002.

Jones Unveils Two New Radio Web Formats
Radio syndicator Jones Broadcast Pro-
gramming has added two new niche for-
mats for radio station Web sites, New
Wave and Future Hits. Early in the sum-
mer, the Seattle-based programmer
announced Web formats Totally Awe-
some '80s, That *70s Channel and Super

Fly, and 14 others in development. Sev-

eral traditional stations are streaming the |

formats on their Web sites, along with
streaming the station signal. Citadel’s
WSSX-FM in Charleston, S.C., is run-
ning Awesome ’80s, and Leggett Broad-
casting’s KSTR-FM in Grand Junction,
Colo., streams Awesome "80s, Future
Hits and New Wave.

Time Launches Education Special Report

. Time magazine has launched a monthly

special report focusing on education.
The six-to-eight-page reports, which
started with the Sept. 11 issue, cover
issues facing parents, teachers and stu-
dents in national school systems. Volvo
Cars of North America is a featured
advertiser. The first report looked at the
issue of standardized testing.

Meredith Suspends Shop Online 123
Meredith Corp. has decided to suspend
publication of its Internet shopping guide
Shop Online 123. The supplement, which
was initially polybagged with 10 Meredith
titles’ subscriber issues and had a rate base

| of 4.9 million last October, was intended

to be distributed again this holiday sea-
son. However, due to a downturn in the
consumer dot-coms category, the compa-
ny decided it wasn’t a viable print option
at this time. Meredith will maintain the
title’s companion Web site, Shopon-
linel123.com.

Glamour, Atlantic Team for College Tour
Glamour magazine and Atlantic Records
have teamed up for the 6th annual “Glam-
our Venus Music Tour,” which launched
last week at California State University-
Long Beach. Atlantic Records talent Yve
Adam and virginwool will perform at 10
college campuses nationwide for the

| month-long tour, sponsored by Lucky

Brand. Complementing the nighttime
performances are daytime festivals of fash-
ion and beauty, showcasing the products

| of a large group of advertisers. In conjunc-

tion with the tour, Glanour ran a 27-page
special college section in its September
issue. This is the first ime the Condé
Nast monthly has partnered with the
record producer on this event.
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Now that there are less than 90 days until christmas, ecommerce pundits have

crawled out of the woodwork to proffer their predictions on the e-holiday shopping season. Depending
on who you want to believe, the tea leaves indicate: 1) It's going to be a banner year, the best ever,

2) It's going to be an okay year, or 3) It's going to be a terrible year, the worst ever for e-commerce. |
guess it all depends on what flavor of paper millionaire you are: 1) You cashed out before things went
south, 2) You work at Microsoft or Oracle, or 3) You used to work at Pop.com or DEN.—Kipp Cheng
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IToymaker Takes Off

iToymaker.com, a Los Angeles-based
new media agency that creates interac-
tive customized entertainment for
youth brands online, today launches
with a group of strategic alliances
including San Francisco-based Pulse
Entertainment and Britney Brands,
New York, among others.

Worth.com to Launch
Worth Interactive launches New York-
based Worth.com Oct. 2, targeting
those Web users with a net worth of
$500,000 or more. Worth Media,
publishers of Worth magazine is an
investor in Worth Interactive.
Worth.com will offer three core content
areas: wealth, living and giving.

HGTV.com Blossoms
HGTV.com will relaunch on Oct. 2 with
new features, content and projects
from 18 Home & Garden Television
shows. The site will also offer an origi-
nal daily video “Tip of the Day” and
later this fall will add live Webcams,
including one in a warehouse in
Pasadena, Calif., so flower fans can
watch the creation of a Tournament of
Roses Parade float from start to finish.

Corrections: In “Search Patterns”
(Sept. 11), iProspect's Fredrick Marcki-
ni was quoted as saying that there are
3 to 5 million pages indexed in the
average search engine. In fact, he said
there are 300 to 500 million. Regard-
ing the Curious Networks platform
delivery story (Sept. 18), the company
did not provide the Chicago Tribune
with any content delivery technology.
1Q regrets the errors.

ICast Comedy Channel
Bucks Recent Trend

By Erik Gruenwedel

ith entertainment Web sites under
Wincreasing scrutiny by advertisers \

and consumers following the much-
publicized closures of Los Angeles-based
Digital Entertainment Network, Pop.com, ‘
and most recently, Pseudo Programs in New
York and MXGOnline.com, iCAST Comedy
faces its own set of challenges. The online |
comedy channel of Woburn, Mass.-based
iCast.com will kick off an
online and offline promo-
tional campaign begin-
ning this month. ICast is
the sole entertainment
property in Andover,
Mass.-based CMGI’s
portfolio of companies.

In anticipation of
the channel’s December
launch, iCAST Comedy is
planning a mid-October
promotion that includes a
25-city college comedy
tour in search of America’s funniest students.

Selected winners will join actress/comedi- |
enne Janeane Garofalo, who recently signed
on as celebrity spokesperson for iCAST Com-
edy, on a proposed national tour next spring.

Early last month, CMGI announced plans |
to sell or eliminate several of its 17 Internet-
based properties after incurring more than
$700 million in losses during the last three
quarters.

Despite the ominous message from head-
quarters, Brian Murphy, chief executive offi-
cer for iCAST Comedy, believes his company
is immune to the proposed cuts.
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ICast.com says that it has learned from the
mistakes of other entertainment sites, and is
forging ahead with a promotional campaign.

“[ICAST] is their only entertainment
site,” Murphy said. “We aren’t affected by
that reorganization. [CMGI chief executive]
David Wetherell and CMGI have been noth-
ing but supportive for this venture and are
committed to its success.”

While Murphy doesn’t necessarily see com-
edy as the genre that will save entertainment
on the Web, he believes a proper mix of jokes,
— short-form animation,
and streaming audio and
video can be profitable.

“Some people believe
we are entering the
comedy game late on
the Web,” he said. “But
frankly, what we have
(*‘., ..»" been able to do is
c\'“““ ' [observe] what doesn’t
| work on the Web and

why, and translate that

into a programming
model and business
model that makes sense for the Web.”

ICast will have content aimed at mirroring
the cable network Comedy Central, including
a restricted access “blue room” featuring
adult-theme humor, a 30-minute radio show
with Garofalo and an expansive joke area
designed to build a “significant traffic base,”
Murphy said. ICAST Comedy is operating on
an advertising-supported business model.

Other eyeball builders for iCAST Comedy

] g"’

Flakey

{ include distribution through iCAST’s enter-

tainment alliances with Palo Alto, Calif.-
based search engine AltaVista and Houston-
based Compaq Computer Corp. B
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Pay-For-Placement Search
Services Offer Ad Aiternative

BY KARL GREENBERG—Pay-for-placement
search services are thriving and portals
want in on some of the action, say analysts.
According to Danny Sullivan, editor of
Darien, Conn.-based  SearchEngine
Watch.com, an industry e-zine, there are
more than a dozen search companies offer-
ing some form of pay-for-placement on
results pages, with more companies on the
way. GoTo.com, with its recently inked
deals with America Online and its sub-
sidiaries, exemplifies this growing trend of
offering advertisers an alternative to ban-
ner ads via search results placement.

The Pasadena, Calif.-based GoTo, which

allows advertisers or sites the opportunity
to bid for positions on keyword results
pages, this week executes its services on
CompuServe. GoTo’s search results will be
incorporated into Compu-
Serve’s main service as well
as its custom brands. The
deal puts GoTo’s paid list- |
ings at the top of Compu-
Serve-branded search
results pages.

Also, on September 5,
GoTo sealed a deal valued at

$50 million with Compu- L

Serve parent AOL.com, allowing Amerlca
Online to distribute GoTos pay-for-perform-
ance listings on the search results pages of
AOL, AOL.COM and Netscape Netcenter.

The distribution of GoTo across all of
AOLSs search is expected to be implement-
ed this fall, while Netscape’s GoTo results
are now up and running, according to John
Gentry, vice president of business develop-
ment for GoTo.com.

“Prior to AOL/CompuServe, our reach
was 24 million unique users,” he said. “Post
AOL implementation, we will be at 60 mil-
lion unique users, reaching 75 percent of
the Internet audience.” AOLs reach is
roughly 23 million users, while Compu-
Serve has nearly 8 million members, and
Netscape Netcenter 31 million registered
users in July, according to AOL reps.

“The Netscape and AOL deals are

huge,” said SearchEngineWatceh.com’s Sul- |
livan, adding that the deals also constitute |

a watershed in the search business. “In
essence, Netscape, and soon AOL, are the
first major services where advertisers can
buy top listings,” he said.

Bob Kington, vp of programming for
CompuServe, said that its deal with GoTo
is based on shared revenue from GoTo’s
customers, who bid for position on a cost-
per-click basis. “They bring both revenue

and good search results; it’s an ad deal in
the sense that they are paying for the right
to be on that page.”

According to Gentry, the AOL deals
reflect GoTo’s larger vision of itself as a
business-to-business entity, a strategy
afforded by the fact that its revenue isn’t
based on banner advertising (which would
require it to sell real estate on its own
pages) but on the listings themselves,
which GoTo can put on anyone’s pages.

But Sullivan said that, while this model
garners qualified leads for advertisers,
consumers may lose confidence in the
integrity of search engines if they can’t
tell whether results are bought. “GoTo
itself admits it had no reputation to lose
when it launched its pay-for-placement
service, but major players like Excite or
Lycos could risk bad press
if they undertook a large-
scale sale of their main
results,” he said.

While GoTo, at its own
site, displays the prices
advertisers bid for place-
ment, GoTo’s results at
CompuServe, are denoted
with a hyperlink title,
called “premium results pages.” Only
when you click on it do you arrive at a
GoTo-branded CompuServe page with an
explanation of how GoTo works.
Netscape’s top results, garnered from
GoTo, are titled “partner search results”
by Netscape.

“A partner search result, in this case,
is an advertisement,” said Sullivan. “And
there is no way an ordinary person
searching understands that these are
ads,” he added. “And they may not care,
as long as they are relevant. There’s noth-
ing wrong with them selling that way, but
to be honest with their users, they should
call them something different than ‘part-
ner search results.” ”

“I don’t think it matters,” said Compu-
Serve’s Kington. “If we termed the results
‘editors best pick,” it might be an issue. I
compare it to the yellow pages, where you
see listings advertisers have paid to be
prominent on the page. And Goto’s results
are good.”

“Ultimately, I think these are useful
services for advertisers,” said Sullivan.
“And while some may hate the idea that
things can be bought and sold on search
engines. But in many ways pay-for-place-
ment gives search engines more control,
which benefits consumers.” m
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Bridge Interactive Communications knows
a thing or two about designing sites for
packaged goods. The Cincinnati-based
interactive shop has created 10 in all, the
1 majority of which

| have been for
neighbor Procter
& Gamble. In its
most recent work
for P&G, Bridge
redesigned
Luvs.com, a site it
originally created

{ two years ago for
the diaper brand.

1 Nancy Wine, vp of
account service, and chief creative officer
Jerry Preyss spoke with /Q about the haz-
ards of working with a certain purple
dinosaur.—Jennifer Owens

Packaged goods sites tend to get a bad
rap for being too passive. Are contests
[like the site’s “Luvs Barney Rewards”]
the key to making such sites work?
Jerry Preyss: | think that’s part of it. The
whole idea of creating a sense of commu-
nity ... is something Nancy understands
how to do, and it’s a unique thing that
Bridge does. But you're right, a lot of pack-
aged goods site are pretty bland and are
not as interactive [as the should be].
They're just transmitting pretty basic infor-
mation and hawking goods online.

How does the Barney’s program work on
Luvs.com?

Nancy Winé: You collect the UPC codes
from the actual package and send your
points to Consumer Relations. Then you
can go online to track how many points you
have. The more points you have, the bigger,
better Barney stuff you receive. And if your
church group or your nursery work together
to form a team, you can actually win a live
performance of Bamey.

How are you marketing the site?

NW: It's an integrated campaign. {The URL]
is on all the packaging—it’s on the diapers
and the wipes and on in-store displays.
And on Sept. 11, we did a special appear-
ance on The Rosie 0'Donneill Show, which
was great. They showed the Luvs.com logo
a couple of times in the program ... It
drove our traffic up enormously the day it
was on.

What's next for the site?

NW: We're looking at possibly doing some
e-commerce and selling some variety packs
through the site as well as some Barney
toys and prizes. B
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Excite Introduces New
Instant Messaging App

BY SARAH I HEIM—Excite@Home today
released Excite Messenger, the Redwood
City, Calif.-based portal and broadband
service provider’s new online service that
offers instant messaging capabilities to
Internet users on PC-compatible comput-
ers around the globe.

Excite Messenger replaces Excite Pal,
the earlier instant messaging service
offered by Excite@Home. The new product
is a step up from its predecessor, offering
online communications access without addi-
tional downloads. In addition to text-based
chat, users can also use Excite Messenger
to converse in real time if their PCs are
equipped with microphones and speakers.

While the thought of free, one-to-one
instant voice messaging may cause some
long distance carriers a few sleepless
nights, Excite senior manager of instant
messaging Amy Ebro said that Excite Mes-
senger appeals to a different market. “It
relies on the user being in front of the com-
puter and being online,” she said. Ebro con-
ceded, however, that some erosion in the
long distance market is bound to take place.

“Primarily, what we have seen is that
the use of voice over IP is ancillary,” said
Lydia Loizides, an analyst at New York-
based Jupiter Communications. But she
added that as instant messaging moves
beyond plain text-based chat, the impor-
tance of voice capabilities will increase in
the coming years.

“I think the industry trends are proving
that instant messaging is becoming a plat-
form to build other content and services on
top of,” Ebro
said. “It's a
good platform
to leverage and
push other pro-
ducts from.”

According to Ebro, the new messaging
platform makes the possibility of expansion
for other Excite@Home products and servie-
es, such as Excite Inbox and Excite Address
Book, an achievable goal. For example, if a
user isn’t online when an instant message
arrives, the next best thing would be to send
along an e-mail urging the person to log on.
Excite users could then send messages from

Excite @ Home

their Excite Inbox and keep their addresses
in Excite Address Book.

Links to Excite’s Bluemountains.com
electronic greeting cards, Excite Planner
and Excite Shopping are also integrated
into the Excite Messenger’s menu bar for
easy user access,

“We want to make sure our products
work together reasonably,” Ebro said.

Ebro said that Excite@Home is com-
mitted to developing produects that work
in tandem with other instant messaging
services. Excite Messenger is an active
member of the IMUnified, a coalition of
leading technology and instant messaging
companies established to create a set of
specifications that will enable functional
use among its members’ instant messaging
services. By
the end of the
year, Excite
Messenger is
expected to be
fully compati-
ble with founding members of the coali-
tion, including AT&T, Yahoo!Messenger,
Tribal Voice PowWow and MSN Messen-
ger—basically everyone in the market
except for AOL and 1CQ.

“The only way companies can really
present a good force against AQOL is to
come together,” said Loizides. “Instant
messaging is a very powerful tool.” B

EW.com, Promotions.com Tout NBC Lineup

BY IENNIFER OWENS—A virtual “scratch and
win” game will publicize NBC’s new fall
lineup of programs in a new promotion cre-
ated by Entertainment Weekly’s EW.com
and Promotions.com, a New York-based
maker of online promotion products.

“The NBC Scratch, Match & Catch
Instant Win Game” premiered last week
and will run until Nov. 10 on a microsite
built specifically for the game. EW.com
plans to highlight the promo through its
own existing banner and button ad spaces.

Visitors, who must register their names
and e-mail addresses to play, use their
mouse to scratch at an image of the NBC
prime-time schedule for that particular day,
explained William J. Stutzman, director of
EW.com. Users can play up to twice a day
with 1 in 114 odds of winning NBC-related
products such as branded mugs or the grand
prize, which includes a studio tour and tick-
ets to see a live taping of The Tonight Show.

“[NBC] was looking for a way to pro-
mote its fall schedule online, and everyone
wants to go beyond the banner,” said Stutz-
man. “What this provides is getting people
to interact daily with [NBC’s] schedule ...
It’s a way to get [users] back every day

instead of trying to buy enough advertising
to drive them in everyday.”

In addition to awarding prizes, the
seratch and mateh promotion will build an
e-mail database filled with the names of
users who have opted in to receive more
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ITCHY FINGER: EW.com and Promotions.com
have launched a virtual scratch and win
promo for NBC's new fall lineup.

information from NBC, while also asking
users a random question chosen from a pool
of six created especially for NBC, such as
“Is Michael Richards from Seinfeld getting
his own show on NBC?”

68 Mediaweek September 25, 2000 www.mediaweek.com

“The point is not that they answer cor-
rectly or incorrectly,” said Promotions.com
partner Steve Caputo, “but that they have to
answer it. They can’t get to the game unless
they answer it ... I equate it to a speed bump.”

For other Promotions.com clients, which
currently include popsecret.com and kraft
foods.com, the questions can be more
research-oriented. But Caputo said that in
this case, NBC was more interested in
“reinforcing what the programs are. It real-
ly just puts the name of the programs out
to [users] one more time.”

In that vein, the game will direct play-
ers to NBCi.com/premier, which touts
NBC'’s new fall shows. NBC also has agreed
to be the exclusive sponsor of EW.com’s fall
TV preview coverage.

Stutzman said that while the game will
be promoted solely through EW.com’s own
ad space, “the idea is that in the end, [NBC]
could promote it anywhere they want.”

And while the interactive, instant-win
contest is a first for EW.com, Stutzman said
it won’t be its last. Already, he said, the site
has sold a similar scratch-off promotion to
Purina O.N.E., a pet food brand that will
debut its own game later this fall. m
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Disney Net Group Livin’
Large With New Ads

BY SARAH J. HEIM—At a time when standard 1
banner ad efficacy is in question, the Dis-
ney Internet Group has rolled out a new ad
unit, called “Big Impressions,” that compa- ‘
ny reps hope will continue to attract adver-
tisers and encourage customers to click.

Already available on the Disney Inter-
net Group’s ESPN.com and GO.beta.com—
the beta version of the newly revamped
GO.com Web Guide—these alternative ban-
ner ads “Don’t look, walk or talk like a ban-
ner ad,” said Thomas Hartman, vice presi-
dent/worldwide sales at GO.com.

The large, uniquely sized 260-by-180
pixel ad units appear in the upper-right-
hand corner of the site’s homepages. They |
are sold on a day-by-day basis and have a
$35 CPM, Hartman said. The North Holly-
wood, Calif.-based Disney Internet Group
plans to roll out these advertising units
across its network of sites—which includes
ABC.com, ABCNews.com, Family.com,
Disney.com, WallOfSound, MrShowBiz.com
and Movies.com—throughout the fall.

Not only do these ads provide a page- ’
dominating branding experience, they also

Jupiter Media

BY ANN M. MACK—On the heels of the final-
ized merger between Jupiter Communica-
tions and Media Metrix last week, the |
newly combined research and analysis firm
unveiled a fresh logo to refleet the consoli-
dated assets of the newly formed company.
New York-based Jupiter Media Metrix,
the offspring of the two Internet research
firms, borrowed elements from both of its
parents’ existing logos to create an updat-
ed look for its own brand stamp. From
Jupiter Communications’ logo, the new
company took the circles; from Media
Metrix, the new logo adopted the cross.
“We borrowed from both and we feel like
we've created something new,” said Gene
DeRose, president and chief operating |
officer of Jupiter Media Metrix.
Christopher Johnson and Associates, a [
company that creates and builds brands,
aided Jupiter Media Metrix in its branding
efforts. The New York-based shop chose to
use a blue, black and white abstract sym- [
bol for the logo, rather than a literal one.
“How do you reflect [all their areas of com-
petency] in a literal symbol?” asked Chris
Johnson, president of Christopher Johnson
and Associates. “It would be impossible.”

handle enhanced creative applications such
as drop-down menus and streaming media.
Hartman believes the unusual size and
location of the “Big Impression” units will
make users more inclined to clickthrough
than when encountering
traditional banner ads.
“The perception in the
market is that there is
user fatigue with the ban-
ner,” Hartman said. How-
ever, because the “Big
Impression” ads will only
be seen on Disney Inter-
net Group sites, Hartman
and others hope that they
will be more enticing.
GO.com, the sixth
largest site on the Web,
also recently launched
ActivAds, another type
of advertisement. These ads are prominent-
ly positioned on all search results pages and
provide a combination of drop-down menus,
search boxes, and GIFs and links, Hartman
said. The ads appear on the right-hand col-
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The company, which was tapped by
Jupiter Communications to create its
logo earlier this year, also sought to
develop a symbol with staying power.
“The best brands and logos are brands
and logos that last for a long time,” said
Johnson. Paul Kelly, vp of corporate
marketing for Jupiter Media Metrix,
agreed, saying, “There were strict
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Disney Internet Group's

“Big Impression™ ad units are larger

than standard banners, encouraging
users to clickthrough.

Metrix Unveils

umn of the search results page and are inte-
grated with other content, a SpotBanner
and commerce-focused links.

Focus group work done by GO.com
found that users responded well to adver-
tisements that were targeted and valuable,
Hartman said. To this end, GO.com’s in-
house design team came up with ActivAds,
which use the keywords entered by users
on the search page to target the advertise-
ments that appears with the found set.
of the ActivAd is to focus
the advertiser on provid-
ing valuable functionality
or content that links the
user right to their site,”
Hartman said.

Interested advertisers
are now able to surround
their targeted audience
by purchasing all the ad
slots on search results.

“This gives advertis-
ers the opportunity to
present all they have to
offer,” said Hartman.

Hartman added that
there has already been
interest in the new advertising options, not
Jjust by veteran advertisers, but also by
those who understand the value of building
a brand and are cognizant of the new oppor-
tunities popping up on the Internet. m

United Logo

Metrix was known for its conservative
nature, while Jupiter Communications
had been labeled “a bad boy,” Johnson
explained. “It was more of an outside per-
ception than an internal reality,” he said.

In its new brand position, Jupiter
Media Metrix wanted to highlight the
synergy of the two businesses, yet put
forward the notion of two respected

marching orders to create a classic logo | brands. “We were bringing together two
with longevity, rather than a trendy logo.” | strong businesses into a merged entity,”

.
 000e 00
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‘LJupiter Media Metrix

Johnson said. “We
wanted to make sure
nothing was lost in
the translation.”

Late last week,
Jupiter Media Metrix
introduced its first
initiative as a unified
company. Called Jx

Christopher Johnson and Associates
also worked with Jupiter Media Metrix to
tackle the branding challenges inherent
in any merger. Back in June, when the
merger was proposed, many raised con-
cerns about the cultural differences
between the two companies. Media
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Intelligence, the new
suite of subscription-based services
offers clients analysis and research about
markets, regions, industries, technolo-
gies and customer groups by tracking
activity, noting trends, analyzing indus-
try segments and evaluating the compet-
itive landscape. m
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Shockwave.com Continues to Grow Despite
Tepid Market, Debuts New Programming

BY KARL GREENBERG—While a growing
number of broadband entertainment dot-
coms have recently sunk like over-freighted
barges in stormy weather, Shockwave.com,
whose sine gua non is broadband content
that’s narrowband-friendly, continues to
remain afloat, and is launching even more
new content this week.

Beginning tomorrow, the site will pre-
mier its new fall lineup, with diversions
that include offbeat Hollywood director
Tim Burton's animated series, Stainboy,
based on a character from his book, The
Melancholy Death of Oyster Boy and
Other Stories; and the newest episode of
Radiskull and Devil Doll, a series of ani-
mated shorts designed in-house by Macro-
media animator Joe Sparks. In addition to
these Shockwave.com exclusive pro-
grams, last week the site rolled out an
interactive Shockwave-enabled interpre-
tation of pop doyenne Madonna’s number-
one hit single “Music.”

San Francisco-based Macromedia
launched Shockwave.com on May 24,
1999, as a consumer online entertain-
ment destination. It was also meant as a
showcase for rich media built in Macro-
media’s proprietary vector-based graph-
ics and animation produets such as Flash
and Shockwave. Since last year, Shock-
wave.com has seen its registered user
base increase five-fold—from 5 million in
October 1999 to 25 million by July 2000.
In July, said company reps, the site gar-
nered 8.2 million unique visitors, up from
4 million in the beginning of the fourth
quarter of last year. According to
Michael Yanover, Shockwave.com’s vice
president and general manager of series
and show content, the site now features
nearly 170 original programs.

“Our secret weapon is that you can
watch or play on our site on a 56K modem
and have a very compelling experience,”
Yanover said. “You don’t need to have a T1
or DSL connection; and when you consider
that 95 percent of the U.S. Internet users
are {logging] on at dial-up speeds of 56K or
less, that becomes relevant. We are not try-
ing to be a place that you can only appreci-
ate with high-speed access.”

Entertainment sites have been noto-
rious for not making money, evinced by
the recent closures Pseudo.com and Dig-
ital Entertainment Network, the origi-
nal poster children for Internet-as-cable
TV. And while Yanover won’t say
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A BOY AND HIS STAIN: Director Tim Burton’s Stainboy is one of the
new programs appearing on Shockwave.com beginning this week.

b

| whether Shockwave.com’s balance sheet |

is in the black, he claimed that “we are
making revenue.”

Yanover pointed out that co-sponsor- |
ships and merchandising combined with
low production costs keep liabilities down.
“If you look at the content launching this
week, Tim Burton’s Stainboy has been
substantially underwritten by Compaq,
the show’s sponsor.” Yanover said Compaq |
will have brand placement on the home-
page and links to the Compaq’s site at the
beginning and end of each of the six Bur-
ton episodes. “We also have ad banners
running at the same time on those pages.
We think that’s a solid model.” He added
that, concurrent with the new Radiskull |
episode, Shock wave.com is launching an
online store offering branded merchandise
from Sparks’ animated cartoon, which,
according to Yanover, has garnered a
large cult following.

“The online store will launch with T-
shirts, toys, caps and other merchandise
from Radiskull,” he said, adding that the
show is also being created internally on a
low-cost basis. “That means we have ad
banners and transactional income from
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merchandise you can only buy on our site,
based on characters you can only watch on
our site, so merchandise is sold at market
value, not at a discount.” He said the on-
line store is largely in response to fans. “We
have only had three episodes of the show,
and we have received 10,000 letters so far
asking for merchandise.”

The company last week announced the
Shockwave Single for “Music,” the title
track from Madonna’s new album. The
interactive video for the song, available
exclusively on Shockwave.com, is linked
to a Macromedia Shockwave-powered dis-
play that allows a user to collect flashing
icons or “tokens” throughout the song,
which they can trade in to mix their own
version of the single. Some of the site’s
other Shockwave Singles include tracks
from artists Chuck D, Phish, Todd Rund-
gren, The Cure and Tsar, according to
company reps.

Yanover said Shockwave.com is also
experimenting with other ad schemes
involving embedded product placement or
ads within shows themselves that link back
to advertiser’s sites, although he could not
comment on specific executions. B
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War of the Rosés

Will the merger of Wineshopper.com and

Wine.com create an unstoppable portal of

potent potables? Yes and no. By Janis Mara

ow that online vintner
WineShopper.com and former
archrival  Wine.com  have

popped the cork and announced
an upcoming merger, the ques-
tion arises: Will the new all-things-wine
megasite create an online monopoly that
crushes the grapes of similar sites?

According to a varietal, er, variety of
sources, the answer is no. “It’s true that the
merger creates the dominant player, if not
in sales, then in stature. But that’s not to
say that everyone else is going to disappear.
It just makes it more difficult for them,”
says Ken Cassar, an analyst at New York-
based Jupiter Communications.

Wine.com CEO Bill Newlands, who will
stay on as CEO of the new company, says
“We have established competitors, includ-
ing eVineyard.com. Any time you have a
competitor, you always expect that you're
going to have a good race.”

For rivals of the Napa, Calif.-based com-
panies, which will go by the brand name
Wine.com after the merger closes next
month, the race is already a good one. In
fact, Brett Lauter, chief marketing officer
of Portland, Ore.-based eVineyard, claims
to be unfazed by the proposed merger and
says the online wine-selling arena will con-
tinue to grow, and offers lots of room for the
merged company’s competitors. “It is
expected that online wine sales will even-
tually earn around five to ten percent of
what is currently a $19 billion total wine
market,” says Lauter, citing statistics from
a report by analyst Mark Swartzberg of
New York’s Salomon Smith Barney.

Lauter believes that the days of wine
and roses are not yet over, citing the over-
all wine industry’s growth rate of 15 per-
cent per year for the last several years.

The threat for online wine merchants,
however, may be Uncle Sam. Indeed, the
main obstacle facing Web-based wine sell-
ers is government regulation, according to
Jupiter’s Cassar. Most states restrict the
sale and delivery of alcoholic beverages
across state lines.

Wine.com’s Newlands says the merger
of Amazon.com-backed WineShopper.com
and the independent Wine.com, which
launched in 1995 as Virtual Vineyards, one
of the earliest online businesses, was a nat-
ural. “We felt the companies had unique
strengths that were complementary. A
merger would mean we would not spend
time and energy fighting each other, but
could build our network around the world,”
says Newlands. “WineShopper.com did a
good job building up the back end. They
have a fairly comprehensive system that
handles each state’s requirements in a high-
ly automated way.”

Newlands says that between the two
sites, just about every wine-related content
player is represented. “We have partner-
ships with Wine Spectator, Wine Today,
Food and Wine, Opentable.com, the Wall
Street Journal, The New York Times,
MSN.com, AOL and, of course, Amazon.”

Now that the merger has been
announced, what’s going to happen next?
Already, the merger has caused major
changes, at least for a number of WineShop
per.com and Wine.com employees who were
laid off earlier this month. Though New-
lands declined to state the exact number,
around 36 WineShopper.com workers and a
smaller number of Wine.com employees got
their walking papers.

“We have done some reduction where
there was duplication in the companies,”
Newlands says. “But when we end up with
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one company we are going to be significant-
ly larger than each company separately.”

According to Newlands, the company’s
next step will be to “build our network
around the world.”

Expansion abroad makes sense for two
reasons: First, Newlands says, “when you
see the aggressive growth of the Internet in
places like Europe and Asia and how that
matches up with per capita consumption of
wine, it's a very attractive market.” He says
that most of Europe “has a per capita con-
sumption that’s anywhere from 10 to 15 times
what the average is in the United States.”

Secondly, the regulatory environment is
much simpler elsewhere, because other
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VINO VERITAS: Following the close of the merger
of Wineshopper.com and Wine.com, the new
company will be known as Wine.com.

countries “are more wine cultures,” New-
lands says, and because “as they say,
‘There’s 50 countries in the United States
and only 17 in Europe.” ”

According to Jupiter’s Cassar, in the
wake of the merger, “We’ll see a few mass
players and a number of niche players. We
won’t see medium-sized businesses. We're
starting to see this right now; in fact,
throughout every retail sector we're seeing
companies shaking out. The small businesses
will aspire to grow. Some will succeed, some
will go out of business. And some will have
to shrink back to the niches.” m
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Choose or Lose

Using MindArrow Systems’ eBrochures,
Youth-e-Vote Gets Teens Involved With the
Election Process. By Sarah J. Heim

merican citizens under the age
of 18 may not be old enough to
cast a vote in next month’s
Presidential election, but the
folks at Youth-e-Vote—through
an online campaign featuring eBrochures—
are doing everything in their power to
ensure that these kids are the first at the
voting booths when they come of age.

“We're trying to turn today’s students
into tomorrow’s voters,” says Donald Tighe,
director of public affairs and government
relations at Washington-based Youth-e-Vote.
“We need to try and engage young Ameri-
cans before they even become voters.”

Not surprisingly, the nonprofit Youth-e-
Vote has focused its youth awareness cam-
paign via the Internet, where millions of
teenagers surf and swap e-mail every day.

On Nov. 2, just five days before Election
Day, Youth-e-Vote will sponsor an unoffi-
cial election on its Web site, located at
www.youthevote.com. Poised to be the
largest online vote ever, according to Tighe,
the election will bring together students of
all ages, from schools across the country.
They will be able to log onto the site and
vote for President, as well as in state sen-
ate and gubernatorial races.

Getting word out about the historic
Youth-e-Vote election has been facilitated
by the donation of eBrochures, which are
electronic multimedia messages designed
by the Aliso Viejo, Calif.-based application
service provider MindArrow Systems.

Unlike more traditional marketing tools
such as print brochures and direct mail,
eBrochures offer an inexpensive, easy-to-
track and arguably more effective alterna-
tive for marketers and sales people.

“As with a typical brochure, background
images can change and personalized mes-
sages from the company president or CEQ
can appear within,” says Mike Pennell, vice

president of marketing for MindArrow Sys-
tems. However, unlike their print counter-
parts, eBrochures also offer marketers the
ability to track important details about
recipient behavior, such as who read the
message and who requested more informa-
tion on the product or event—without
infringing on the viewer’s privacy.
Mmd:\mw Systems, Inc.

oy Youth@Vote
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These highly compressed, self-contained
eBrochures—which ean be distributed via
e-mail or downloaded directly from a Web
site without the use of plug-ins or players—
can deliver video and audio, as well as graph-
ics and interactive hyperlinks to recipients.

Although eBrochures can take up to a
minute and a half to download using a 56K
modem, the high-quality end result is the
same regardless of a PC’s Internet connec-
tion speed, Pennell claims. MindArrow is in
the process of developing eBrochures that
can also be downloaded on Macs and
expects that these files will be up and run-
ning by the beginning of next year.

The first of several upcoming Youth-e-
Vote eBrochures was sent to 15,000 educa-
tion leaders nationwide last week. Featur-
ing Sen. John McCain (R-Ariz.), Lt. Gov.
Kathleen Kennedy-Townsend (D-Md.) and

76 Mediaweek September 25, 2000 www.mediaweek.com

® Forward to a Fend

several teens, the interactive message urged
students, teachers and adults to get involved
in the political process, at every level.

“When you vote, you have the power to
rock the world,” Sen. MeCain persuasively
told recipients who took the time to open
the eBrochure.

According to Pennell, an eBrochure cre-
ated by MindArrow, announcing teen music
sensation 'NSyne’s recent album release,
was viewed by 34 percent of the 250,000
people who received it. While these numbers
are high in comparison to the 1.5 percent
read rate for direct mail, even more intrigu-
ing is the data on the number of times recip-
ients viewed the same eBrochure and how

ROCK THE E-VOTE:
Washington-based
Youth-e-Vote enlisted
MindArrow Systems to
create an eBrochure
to promote an online
mock election aimed
at students across
the country.

Recipients who opened the 'NSyne
eBrochure and saved it on their desktop
clicked on it an average of seven times, and
64 percent of unique viewership came from
those who had received the announcement
from a friend.

Perhaps the Youth-e-Vote campaign will
help to increase the number of young voters
in Ameriea, a number that has been declin-
ing over the past two decades. According to
Tighe, in the 1996 presidential election, only
32 percent of 18- to 24-year-olds voted.

Tighe and his colleagues at Youth-e-Vote
hope that by receiving an eBrochure, kids
will be encouraged to spread the word
about the mock online election to their
friends and that the importance of voting
will become instilled in their minds for elec-
tions to come. W
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Winning
Combo

Dot-coms discover that jocks make ideal
spokespeople. But will users click with

the star athletes? By Sarah J. Heim

aybe it’s a reflection of the public’s enduring wor-

ship of athletes, but it seems that sports figures can

sell just about anything these days. Call it cool—or

hot or phat—by association, having a star athlete

represent a brand often does wonders for the prod-
uct’s mind- and marketshare. When you think about b-ball legend
Michael Jordan, you think Nike. When you think about NBA All-
Star forward Grant Hill, you think Sprite (despite the soft drink’s
anti-image campaign),

Beginning this month, when you think about trampolinist Jenny
Parilla, you'll think Flipside.com. At least that’s what the market-
ing team at the arcade-style gaming site is banking on.

Even before the Flipside.com sponsorship of the Sydney-bound
athlete was announced in late August, the 19-year-old trampolin-
ist had already garnered her fair share of media exposure, espe-
cially for an athlete competing in an obscure Olympic event.

But it’s that edgy, unexpected exposure that Flipside.com hopes
will rub off. With any luck, Parilla’s prominently worn Flipside.com
T-shirt and jacket—coupled with her public enthusiasm about the
site—will drive curious players to the Berkeley, Calif.-hased online
gaming destination where players can win cash and prizes.

“Jenny’s ... the type of person who goes to our site,” says Flip-
side.com’s Vernon Thompson, who adds that Parilla’s adventurous
spirit as the only American to participate in the first-ever trampo-
line exhibition at the Olympics makes her like other Flipside.com
users: fun, energetic and spontaneous.

SPORTY SPONSORSHIPS

Finding the perfect offline sponsorship opportunity to help gain
brand loyalty—or at least awareness—in the marketplace is a
growing trend among dot-coms. “Many dot-coms are going the
offline route,” says Christopher Todd, an analyst with New York-
hased .Jupiter Communications. “Aside from major television slots,
it’s the best way to experiment with, and to drive the value and
affinity of, a produet.”
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BOING!: Olympic trampolinist
Jenny Parilla entices new users
by wearing gear that prominently
features Flipside.com’s logo.

Plus, offline sponsorships typically do not bear the hefty price
tags of TV commerecial spots. Thompson is the first to admit that
Flipside.com’s decision to sponsor Parilla this fall was an experi-
ment, and an unconventional one at that. But he is quick to add,
“If this works the way I think it will, we’ll continue doing it.”

Thompson’s positive attitude about the brand marketing possi-
bilities associated with offline sponsorship isn’t unusual or unwar-
ranted. Marketers looking to promote brand awareness or shift
brand perception can find great success by introducing the right
athlete to the right consumer, says Jupiter’s Todd. However, he
adds, “If you’re looking to actually sell products or seek a very
measurable return, and you don’t have the right combination, you
could be hurting when all is said and done.”

BE TRUE TO YOUR ECO-TEAM

There may be no easy way to gauge how much additional new busi-
ness is generated by an athlete like Parilla sporting a Flipside.com
logo on her jacket or talking at press conferences about how much
she enjoys playing games like solitaire or chess on the site. But
there’s also no denying that people can be very loyal to particular
athletes and sports teams.

“To develop this kind of alignment puts companies in a favor-
able position with the fans,” Todd says.

This is exactly what the media relations department at Atlanta-
based ISP EarthLink.net had in mind when they decided to spon-
sor one of 74 four-person teams in this year’s Eco-Challenge. The
hard-core sporting event—touted as the toughest expedition race
in the world—was held in Borneo and has gained increasing recog-
nition since its genesis in 1995.

According to EarthLink’s media relations director, Arley Baker,
people who participate in and watch this grueling sporting event—
where teams race 300 miles nonstop, 24 hours a day, en route to
the finish line—are typically college-educated, active and sophisti-
cated Net users—just the folks EarthLink wants to attract.

Not only that, hut the type of dedication and desire exemplified
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by the athletes participating in the event represents the same
strong work ethic at EarthLink, Baker claims.

“To be in this competition, it’s all about focus, discipline,
strength and communication,” says Baker. “All these things that
are core to Eco-Challenge are core themes in our business.”

BUDGETS VS. BRANDING

EarthLink made the decision to take the money to sponsor the
Eco-Challenge team out of its corporate communications budget,
rather than using its advertising or marketing funds. “This is just
pennies in terms of your typical six-, seven- or eight-figure spon-
sorship,” Baker says. “This was below six figures for us.”

Claudia Caplan, vice president of brand marketing at Earth-
Link, sees an offline sponsorship campaign like Team EarthLink
as having a “sort of goodwill benefit.” In other words, even if there
is no direct correlation between cost and revenue payback, she
expects that there will be a heightened recognition of the corpo-
rate logo and that the company will receive positive feedback.

The agreement to make the Eco-Challenge sponsorship a cor-
porate communications campaign did not arise as a result of adver-
tising budget cutbacks at EarthLink, Caplan claims.

In fact, as a result of the growing interest in offline sponsor-
ship, EarthLink has created a special position, senior manager of
sponsorship and special events, held by Val Whalin, to help man-
age the volume of requests.

Similarly, Flipside.com’s Thompson says that its decision to try
a more unconventional offline sponsorship approach was not made
because of advertising spending cutbacks. Quite the contrary, Par-
illa is only a small part of a $10 million advertising campaign that
kicked off after the lighting of the Olympic torch.

“Jenny was a part of our strategic plan, but not because of cut-
backs in advertising spending,” says Thompson. “We see this spon-
sorship as a tremendous opportunity for growth and a way to help
maintain our user loyalty.”

Although the recent buzz in the dot-com industry has empha-
sized shrinking ad budgets, Jupiter analyst Todd concurs, “We

haven’t seen any clear indi-
cation that dollars are shift-
ing into offline sponsorships
because of budget cuts.”

Mainly, what these alterna-
tive marketing strategies are
driving at is getting to people
in new and innovative ways.
“We want to get on people’s
radar screens,” says Virginia
Gray, vice president of mar-
keting at Flipside.com. “We’re
trying to get at people from
different angles.”

OLYMPIAN EFFORTS

Flipside.com’s Gray has an
acute understanding of brand-
ing and a history of revitalizing brands that have fallen by the way-
side—most notably, the Avon cosmetic line in the 1990s.

The Olympics provide a great platform to launch a branding
campaign because the Games combine entertainment and sports,
Gray says. When she wasn’t flipping around on the trampoline,
Parilla did a satellite media tour and appeared on CNN, the Enter-
tainment Network and a host of local television stations, always
espousing the joys of gaming on Flipside.com.

BUFF BIKERS: Earthlink wanted to align
its brand with Eco-Challenge’s aura of
strength and dedication.

EarthLink is also using the offline sponsorship to make more of

a publicity push. And so far, it appears to be working. Next spring,
the primetime news series 48 Hours will air an episode covering
the Eco-Challenge. There will be prominent exposure and training
footage of one of Team EarthLink’s three male members and its
sole female member.

“This is just a different, noncommercial way to catch people. It
opens people’s minds,” Kaplan says in reference to the Team
EarthLink sponsorship. “Gaining recognition means the difference
between a friend and a stranger showing up on your doorstep.” m
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SPIKE IT!: Spike.com CEQ Ashiey Farr (left)
and COO Nick Abrahams hold down the fort
at the company's Los Angeles studio.

Gen-X Games

hile much of the Internet traffic for the ongoing Olympic Games
in Sydney, Australia has focused on obtaining real-time results
and commentary rather than waiting for the 15- to 18-hour tape
delay of U.S. TV broadcasts, Nike.com is Webcasting, among
other things, the streaming-video adventures of Billy and Volki.

The Webcast, from Nike.com, the Web component for the ubiquitous
Beaverton, Ore.-based sports and fitness brand, follows a fictitious pair of
Aussie teens in search of Olympic counterculture and a mystical athlete. It
represents an innovative slice of programming from Radio Free Sydney, a
24-hour Internet radio channel on Nike.com/2000 that targets the 16- to 18-
year-old demographic.

The site was produced by Spike.com, a 34-employee, Los Angeles-based
streaming-media services company that includes SpikeRadio, SpikeTV
and SpikeVideo.

Traffic to Olympic-themed Web sites is expected to reach 73 percent of
the country’s households with Internet access, according to a report in The
Hollywood Reporter (Sept. 10).
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Streaming media provider
~ Spike and Nike team up to

produce a different brand

of Olympic coverage.

; By Erik Gruenwedel

Photograph by Alan Levenson
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Olympic Banner Ads
Scored High Marks

ow was the competition among advertisers of officlally recognized sponsors of the
H Olympic Games? As measured by New York-based Medla Metrix, taking the gold—
by a huge margin—is IBM’s banners for Its promotlonal Olympic site and the officlal
olympics.com, which tallied a grand total of more than 30 mlilion ad Impressions.
Meanwhile, Sydney 2000's banners took silver, with a total of more than 16 million

impressions for the period June through August 2000.—Sid Ross
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movers

New York-based <kpe>, a digital media and
entertainment company, announced three
new appointments: Matthew Ringel was
named vice president, strategy; Sanford
Anopolsky was named vice president, strate-
gy (west coast); and Robert Argento was
named vice president, corporate communica-
tions. Prior to joining <kpe>, Ringel was presi-
dent of CAM! Spectrum, the
television and events produc-
tion subsidiary of Columbia
Artists Management, New
York; Anopolsky was formerly
a management consultant
with Boston-based Bain &
Company; Argento served as
director of media strategy at New York-based
Middleberg Euro ... Steve White, director of
product planning and research at Redmond,
Wash.-based MSNBC.com, was promoted to
chief technology officer. Prior to joining
MSNBC.com, White was director of technolo-
gy at the Corbis Corporation, Bellevue,
Wash. ... Focus One Media Group Interna-
tional, a Geneva, Switzerland-based market-
ing communications services company,
named Chuck Kushell global chief executive
officer. Kushell joins Focus One Media
Group in New York after serving as presi-
dent of the New York office of Hill, Holliday,
Connors, Cosmopulos/NY ... San Francisco-
based Echo Networks, an Internet radio
service, named Tuhin Roy evp of strategic
development. Prior to joining Echo, Roy
practiced corporate law in Silicon Valley ...
New York-based Bigfoot
Interactive, a direct e-
marketing company, appoint-
ed TIm Dolan vice president,
list services division. Dolan
was director of business
marketing services at
Orange, Calif.-based Exper-
ian Information Solutions ... Stuart Zakim
has joined Woburn, Mass.-based iCAST, an
online entertainment company, as vice
president, public relations. Zakim will work
out of iCAST's New York City office and was
most recently vice president, corporate pro-
motion for Chicago-based Playboy Enter-
prises ... Los Angeles-based ShowBIZ
Data, an entertainment business-to-busi-
ness portal and provider, has appointed
Keith Teruya chief technology officer. Most
recently Teruya was a consuitant to both
ShowBIZ Data and Digital Savant (recently
acquired by ShowBiz Data) ... San Francisco-
based Imagine Media appointed Jared
Cantor eastern director of sales and busi-
ness development. Cantor served as a sen-
ior account executive at the New York-based
World Wrestling Federation Entertainment’s
New Media division.—Edited by Sid Ross




Promote

Imagine a scenario where you’re able to meet
your sales and marketing objectives by making
promotional offers tailored specifically to the
consumers you want, when you want -- in man-
ageable, measurable increments. Where you can
offer prizes, points, premiums or product samples
and keep track of the return on your marketing
investment as you go.

Imagine being able to locate, identify, qualify and
establish one-to-one relationships with a continu-
ously replenished pool of customers, prospects
and known category users.
Where you can spark and main-
tain a running dialog with thou-
sands of people ready, willing
and able to buy your product
because they’ve chosen to sign
on and stay in touch.

Imagine, on a moment’s notice, being able to
start, stop or change your offer, where you can
ramp it up or scale it back according to what’s
working and what’s not. Where you can match the
level of promotional activity to the ability of dis-
tributors and sales forces to keep up with demand.

To marketers whose experience pre-dates the
Internet, this truly is a dream come true. But at
Promotions.com -- Internet promotion experts
and providers of online promotion solutions since
1996 — it's an everyday reality.

That Internet promotions are an idea whose time
has come is underscored by the continued partic-
ipation of such major marketing clients as Kraft
Foods. NBC, The Sharper Image, the William
Wrigley Jr. Company, World Wrestling
Federation, Compaq Computer and many, many
others.

They’re discovering what respondents told
Forrester Research for a recent special report: that
Internet promotions are less expensive, more
manageable and more effective---3 to 5 times
more, in fact---than offline promotions.

Internet promotions
are a marketer’s
dream come true.

-Steven H. Krein

Think about it: the effectiveness of a promotion,
the precision of database marketing and the
speed, economy, efficiency and measurability of
Internet transactions. This win-win-win combo is
why expenditures on Internet promotions are
expected to grow to $14.4 billion a year by 2005,
according to another Forrester Research report.

But don’t take our word for it. See for yourself by
checking out our Web site. We’ve designed an
Internet promotion for brand, product, agency and
account promotion managers just to help you get
to know us. Simply log on, opt-
in, dialog with us, check out a
case history of your choice. You
may even win a valuable prize
in the process.

Founding Partner and CEO, Promotions.com
steven.krein@promotions.com

So take the first step. Log on
to www.promotions.com/brandgame. Making
dreams come true for your brand couldn’t get any
easier.

No purchase necessary. Void where prohibited. Game ends on 9/30/00.
Game subject to complete official rules which can be found at
www.promotions.com/brandgame. For a chance to win without playing
online, hand print your name, complete address, daytime phone number,
and email address ona 3 x 5 piece of paper and mail to:
Promotions.com Instant Win Game, P.O. Box 5070,

Ellenton, FL 34222-5000.

Email promos@promotions.com,
Telephone 1-800-976-3831 x166, or visit our
Web site at www.promotions.com.

OUR OPT-IN PRIVACY POLICY
Since its inception, Promotions.com has taken a leadership
position in the adoption of a strict Opt-In Privacy Policy as a
safeguard 10 consumer privacy. Full details, which are explicit
and available to all respondents, can be found on our
Web site. www.promotions.com.

XROMOTIONS.COM"

THE INTERNET PROMOTION EXPERTS

NASDAQ: PRMO ® 2000 Promotions.com Inc. Al rights reserved.
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CULTURE TRENDS

]

MTV’s The Hollywood Reporter’s Box Office
B U z z w 0 RT H Y For weekend ending September 18, 2000

This Last 3-Day Days Total

Weelk Week Picture Weekend Gross In Release  Gross Sales
Buzzworthy songs are usually 1 1 The Watcher 5,805,680 10 17,376,895
by new, up-and-coming artists 2 New Bait 5485501 3 5,485,591
who MTV believes have special —t —
potential. Of the videos desig- 3 3 Bring it On 5,084,580 24 50,935,610
nated as Buzzworthy, the vast 4 2 Nurse Betty 4,658,762 10 13,552,543
majority have been certified 5 5 Space Cowboys 2,515,232 45 82,202,221
gold or platinum. 6 4 The Cell 2,448,021 31 54,985,122

7 6 What Lies Beneath 2,406,524 59 145,578,552

Week of 9/18/00 8 New  Almost Famous 2,314,646 5 2,376,387

Artist/Group: Radiohead 9 34 Scary Movie 2,039,085 73 151,771,492
Song/Video: "Kid A" 10 New Duets 2,002,588 3 2,002,588
Album: Kid A 11 7  TheArtof War 1553230 24 27,378910
The first “single” from the band’s 12 8 The Original Kings of Comedy 1,537,461 31 34,013,542
highly anticipated follow-up to 13 11 The Replacements 1,384,541 38 41,022,781
the critically acclaimed OK 14 12 Nutty Professor II: The Klumps 1,219,740 52 118,545,210
Computer - to be released 15 9 The Way of the Gun 1,217,915 10 4,253,728
October 8. Radiohead has 16 10 Highlander: Endgame 1,103,196 17 10,804,448
decided to go the un-conventional 17 14 Coyote Ugly 1,003,196 45 56,717,183
route by not picking singles from 18 13 Autumnin New York 945,789 38 35,445,797
the ,record - leaving that task to 19 15  Saving Grace 896,914 45 9,691,210
radio programmers. s 200 16  TheCrew 670811 24 11,877,369
it that Kid A is practically an
T I e it 21 19 The Perfect Storm 543,376 80 179,419,774
turned down to a whisper. But 22 24 Gladiator 518,144 136 184,986,532
with the state of thin g5 in rock 23 18 Hollow Man 490,265 45 72,055,301
music today, can you blame them? 24 22 X-Men 476,840 66 154,680,757
Thank god for Radiohead. 25 17 Bless the Child 469,332 38 28,134,407

26 25 The Tao of Steve 345,312 47 3,036,262
Artist/Group: Fuel 27 26 M:I2 315,667 117 214,815,531
Song/Video: “Hemorrhage” 28 28 Chicken Run 276,101 89 104,933,101
Album: Something Like Human 29 - Shaft 265,165 94 69,843,965
G s single from the 30 27 The Kid 254,661 73 67,748,872
sophomore release from the 31 23 Backstage 203,393 12 1,025,060
Pennsylvania rockers. Scored 32 31  The Patriot 202,832 82 112,416,239
some pretty decent radio-play 33 21 Turn it Up 195,027 12 1,120,891
with their first record. 34 32 Big Momma’s House 190,980 108 116,761,472

35 39 T-Rex: Back to the Cretaceous 174,845 696 34,379,349
(SEID LY ©2000 The Hollywood Reporter




Jt's what you

INE
Or'€.

Conrect ycur message to the best in sports and entertainment
We ofer mere cpgortunities to get your product irto mere veriues than you can imagine.

From telev<€ior., ra=io and print, to signage, n-ven.e distribgion and the war dwias wek,

we can spread ycur message from the scoreboard to the <=ybozrd — reaching our loyal
and crowi~g audience of over 15 million civerse and desi-able New York austamers.

Contac= Cary Kimmel, Director, National Sales at 212-465-€385 or cary. kimmel@ty2garcen.com

adison
al..EGarden

Marketing Partrerships

- <G -

—'-”\

© 200U Mddisun Gauars fGarden. L All rights reserved.



Culture 2 September 25, 2000
lngV tTc(I)p 20 The Billboard 200
ou n own The top-selling albums compiled from a national sample of retail store sales.
Week of 9/18/00
This Last Wks on
1. Mystikal “Shake it Fast” Week  Week Chanrt Artist Album
1 1 11 LL Cool J The Greatest...
B LETTN RIS 2 3 16 Nelly Country Grammar
3. Nelly “Country Grammar” 3 2 17 Eminem Marshall Mathers
4. Fuel “Hemorrhage” 4 4 50 Boyz IT Men Nathan Michael Shawn Wayna
5 8 25 Barenaked Ladies Maroon
. Papa Roach “Brok f
8. Papa Roach “Broken Home 6 5 8 Creed Human Clay
6. Orgy “Fiction” 7 7 31 Britney Spears Oops!...I Did it Again
7. Disturbed “Stupify” 8 9 20 N Syne No Strings Attached
9 1 3 Doors Down The Better Life
8. Janet Jackson “Doesn’t Really Matter 10 6 9 Various Artists Now 4

17

18

19

10.

11.

12,

13.

14,

15.

16.

. Incubus “Stellar”

Rage Against the Machine “Testify”
Red Hot Chili Peppers “Californication”
RO.D. “The Way I Am”

Deftones “Change”

Green Day “Minority”

SR-71 “Right Now”

DMX/Sisqo “What You Want”

. Mya “Case of the Ex”

- RO.D. “Rock the Party”

. Common “The Light”

20. Pink “Most Girls”

©2000 MTV

©2000 Billboard/SoundScan, Ine.

The Billboard Hot 100

The most popular singles compiled from a national sample of radio play and retail store sales.

This Last Peak  Wkson

Week Week Pos, Chart Title Artist

1 1 1 8 Music Madonns

2 19 2 7 Give Me One Night 98 Degrees

3 2 1 16 Doesn’t Really Matter Janet Jackson

4 3 3 21  Jumpin’ Destiny’s Child

5 6 5 26  Kryptonite 3 Doors Down

6 4 1 23  Bent Matchbox Twenty
7 5 1 15 Incomplete Sisqo

8 7 7 23  Country Grammar Nelly

9 9 9 9 Come on Over Baby Christina Aguilera
10 11 10 21 With Arms Wide Open Creed

©2000 Billboard/Soundscan




Outside the TV box, that is. With more than 1.6 million kids 6-11 and 600,000 moms tuning in weekly,*
Radio Disney is proving that the way to kids’ hearts is through their ears, not their eyes.
Our listeners are loyal - listening nearly two hours a day!*
But, they're not on the couch, they're on the go - attending our events, participating
in our promotions and sampling our clients' products. They're Radio Active!
So tune in and discover what our listeners have...that there's life outside the box.

Radio Activel

For advertising information, contact Jim Pastor at 312-899-4076 or visit us at www.abc.com

*ABC estimate based on Chiidren 6-11, Children's Radio Audience Estimates, October 1999 Network Report, Statistical Research, Inc.
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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 third Thursday of the current month
for appearance the following month. RATES: $47 per line monthly; $292 per half-inch dis-

play monthly. ALL ADS ARE PREPAID. Monthly, quarterly, semi-annual and annual rates
available. Orders and copy must be submitted in writing. Mastercard, Visa, and American
Express accepted. Call M. Morris at 1-800-7-ADWEEK. Fax 646-654-5313.

-

ADVERTISING-EMAIL

ADVERTISING SPECIALISTS

OPT

| Our opt-in email lists
have generated as much as

47% click-through rates!
Call today for a quote on email lists
... e-management ... e-brokerage
and e-delivery. 100% trackable.

Smart Email Marketing. Now You’re Thinking.

Call 561-498-2422 ext. 210

email: sales@optininc.com

INC

ADVERTISING SERVICES

ADVERTISING SPECIALTIES

Go to www.samepage.com and create your own
custom e->tudio. VWhere everyone involved can review
and collaborate on projects in progress. Anytime,
Anywhere. In a secure, cross-platform environment.
Qur affordable, innovative e-Studios support unlimited
users and require no software to download. Sign up
now and receive a FREE 30-day trial. And change the
way you work forever

< SAME-PAGECOM™

Toll Free 1-877-765-2655

i I this business it's the only place to be:"

ADVERTISING SPECIALTIES

NEON SIGNS High quality genuine neon
signage at competitive prices.
Call 888-526-8321 or www.jantecneon.com

Catch a Creative Genius
ADWEEK
CLASSIFIED

m—— =1 =
Imagine coworkers, | |§%  3STRIKES' %
. TACTICS THAT CAPTIVATE, COMMUNICATE AND ACTIVATE.
freelancers and dlients | - SRR
all on the same page. | (1. PakTite: -
i : is an X-Large &
(tsnota m|cIe, It's a web site.) :-Iear\l/y- "gé gg
\ weight ’
T-Shirt!

}

Many stock & custom shapes available: ¥

(R
Great for GWP's, Tradeshow Giveaways and On-
pack Promotions. Include coupons, catalogs
and event schedules inside packages.
MATRIX® DISPLAY SYSTEMS
4 color process functional
P.0.S. Display and Promotional items.

Patented super absorbent
bar and counter mats.

EMATK[X%
Other p: MATRIX prod

fiseadiilf)
include Photo towels, Banners and Blankets.

Beach Towel

Screen printed towels of all sizes an

weights,low minimums, quick delivery.
3-STRIKES CUSTOM DESIGN

25 Crescent Street, Dept. BW4 Stamford, Ct 06906

Tel. 203-359-4559 Fax 203-359-2187 as)
Visit our Web Site at www.3Strikes.com 91243

... spend too much
time juggling

CLEARANCES,
TRAFFIC SCHEDULING,
TALENT PAYMENTS,
TAPE DUPLICATION
and SHIPPING 2??

..if 8o, call the
professionals at

Broadcast
Traffic &
Residuals,Inc.

contact: Marian Davis, Sr.V.P.
marian.davis @ btandr.com
Phone: (917) 339-7803

ART/DESIGN SERVICES

FREELANCE
ADVANCERS

212 61 0900

Providing Excellent Artists & Writers
Since 1987

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

A Graphic Design
Art Direction
A T1lustration

http://www.freelanceadvancers. com

a better way to save the day

ART/DESIGN SERVICES |

Classified Advertising

1-800-7-ADWEEK

www.boezewinkeldesign.com

REACH YOUR AD COMMUNITY

ADWEEK MAGAZINES
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= |

EMPLOYMENT SERVICES
— ADWOES
THESE ARE UNLIKE WEL\— WHAT DO THEY DESCRIBE AN T SAYS.. 1 Looking for a permanent or temporary
i ANY RIEROGLYPHS You MAKE OF THEM7? ANCIENT LABOR, “THIS JoB STINKS, position in Advertising? AD PROs can
| EVER DISCOVERED/ AGREEMENT LETS GET ANOTHER ONE.”

MAPE BY HUNDREDS find that position for you. It's as easy

as faxing us your résumé. So. have

WHAT

ITSAY? you checked your career lately?

ADVERTISING & MARKETING
CAREER SPECIALISTS

L&\’vlu&u MR

CHICAGO - 311 W. Superior. Suite 500, Chicago IL 60610 (312) 751-0090 fax (312) 751-0089
I] Rﬂ OAK BROOK - 1100 Joric Blvd., Ouk Brook IL 60523 (630) 571-9900 fax (630) 571-9930
. NEW YORK - 29 W. 46th St.. 6th Floor, New York NY 10036 (212) 840-7767 fax (212) 840-9040 Aftiared with Ad Temps, inc. EOF
ART/DESIGN SERVICES CARTOONING COPY/CREATIVE COPYWRITING

creative, strategic ADS

BROCHURES, etc.
212 348 - 91 8 1 Thinks strategically. Writes creatively.
- Good. Fast. Very experienced.

‘ ‘ Call Patt (212) 595-6780

Top-tier copy pro @ low rates 212.439.1845
FREELANCE COPYWRITER

Custom Illustration
And Cartoons
Call Jame at 661 299-4764

INVisIion

GRAPHICS

INVISION GRAPHICS offers the
most creative and dynamic graphic
concepts from start to finish.

mm) WEB DESIGN

An executive copywriter from Y&R, Fincl Svcs, B'm.'B’. Sang Eopi
an executive art director from O&M, Savvy. award-winning copy pro

all the awards and, best of all, Ads, brochures, annual rpts, direct response,
w i 445
mm) COMPANY PRESENCE | P L ?ggrga s, | advertorials, more. 201-445-1686
212.769.4545
mm) CAMERA READY ART T e S You don’t need a full-time
mm) ADVERTISING copywriter. I don’t need a
Call STEVE At: 718-544-7670 COPYWRITING | JSull-time job.

www.invisiongraphice.com [ LONG COPY SPECIALIST Al Media.I Impre?sive Clients.
! Brochures, annual reports, catalogs, more. | Excellent References.
ART DIRECTION eyt Lom 'DANICOLARI 7184427845 Sharon Macey ~ 203.454.4771
TALENTED AD/DESIGNER creativesprocuctioncmed S CORPORATE COMMUNICATIONS i = — -
Beautiful print/coliateral/adv/promo portfalio. Web content, articles, presentations, and HOT COPY, COOKED TO ORDER...
Concep o inishec Mac exp. 212496 0453 COMPUTER SOFTWARE | more.914-478-8420 ghost@westnet.com Hungry? Call me ... | deliver!
== "N ‘ | - 212.254,9311
HANDY MACANDY F/L AD (212) 988- 5114 VISIT ADMAN - >www.a?nﬁ1aﬁnweb.conr1 GEII\}I-SV'é:?xv#!Em www.joanweb.com It
. . . Smart, speedy, creative copy.
WANTED: Clients&Profits® Classic, 3 user
7 = ¢ Call Deb today 908.889.6205
EXC€ flOnCII | liceneasExmail gfagency @bslisoutn.net | e-mail: copyone @ sprintmail.com ! WRITEIT A LITTLE SMARTER)
W - ‘ |
[ Concept&Deslgn | - T} | Copywriter.Fast. Fearless. Freelance.(212) 724-8610. | A LITTLE FASTER'

| INTERACTIVECD PORTFOLIO
i | 212-873-2381 fax212-873-2307
grandduke@earthlink.net

10 years of award-winning experience

in all media in all product categories.

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

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

AUDIO ON HOLD CREATIVE FREELANCERS
] If you had
| Clients & Profits;

FLASHPOINT (’ your client would have | % Ffach generation is definpd by its symbols —
that invoice by now. - & new media is no exception.

() MESSAGES ON-HOLD
Music and voice talent turn

your h ol d but ton into a Iﬂiagfneélnwg‘?ﬁs;hat Véﬁ'Fe th?”‘é " The Creative Group, a leading provides of N
powerful business/image tool. selves. Or unbilled costs nvoice e . . |

¢) VOICE MAIL MESSAGES automatically. For one job or all jobs. | fltze#gnce vzeb e, |s'no_w the exchsie webu; AnoNaL
Top voice talent for your [ ' | Al without retyping. Laser quality starting and coreermenloring parret . .
voice mail prompts creatc a | | letterhead. No billi of Webgrls Intermational The women’s tech knowledge sonnection
highly protessional image. on your letterhead. No billing sys- " www.webgrrls.com

€) RADIO COMMERCIALS tem is more flexible. Mac & Win-
Attention grabbing ads; vibrant dows. Available today. Demo $45. Call today
voice talen(; with S(c:;ntlflt!atmg | 888.846.1668 THE .CREATIVE GROUP
music and sound effects. ! -

800 272-4488 www.Cregfivegroup.com t , WARKETING & ADVERTISING PROFESSIONALS

TOLL FREE: 877-352-7478
www, flashpointstudios.com

‘ www.clientsandprofits.com © The Greative Group. EOE
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COPYWRITING

MARKETING SERVICES

RADIO COMMERCIALS RADIO COMMERCIALS

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, newsletters, web content,
and corporate communications.
Service with a smile.

Quick turnaround.

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

ToniKamins @ worldnet.att.net.

WANT IT FUNNY?

Top copywriter (DDB, Y&R, Della Femina)
who's also a top comedy writer (Hollywood
sitcom/screenwriting credits) creates super-
smart print and broadcast. (212) 769-3737.

CREATIVE

Pushtherightbuttons, D. Grider 212.213.5333

FILM/VIDEO
PRODUCTION

GLENN ROLAND FILMS 310-475-0937

ILLUSTRATIONS

CUSTOM ILLUSTRATION
AND CARTOONS
CALL JANIE AT 661-299-4764
http://janieg8s.home.mindspring.com

INSURANCE

ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE?

We specialize in insurance for

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.

MARKETING RESEARCH

m SURVEYS

Focus Groups

Secondary Research
In consumer, commercial and socio-political markets,
with 37 years experience covering all 52 states and over
50 foreign countries. Litigation support division for
Attomeys. Full service research and consulting services
are provided to large and small firms, designed ad hoc
to match client needs. Fast tumaround capabilities.

Initial Consultation Complimentary

INTERCONTINENTAL MARKETING INVESTIGATIONS INC.
P,0. Box 2147 « Rancho Sania Fe, CA » 92067
website: www.imiresearch.com

Tel 858-756-1765 ¢ Fax 858-756-4605

MANUFACTURERS...
Think Outside Your Box

Group is an experienced team

Eudaged goods professionals tha
provide these integrated services:

- National & Regional Sales Management
I d Logistics & Transportati

* Markeung & Advertising

+ Customer Service & Consumer Affairs

Contact: Jeffrey Freeman, President
Ph. 800.917.0003 or 925.691.7700
Far:925.3632670  www fulcon-network.com

Falcon Management Group

The other guys charge a fortune
to cover the cost of their big space ads.
Our Clio-winning Productions sound great, too.
But when you hear our prices,
they sound unbelievable.

800/789-RADIO

Sounds almost too good to be true.

GOOFY NAME.
GROOVY RADIO.

Humor - Music - LA Talent

Scripts - Casting - Production
BEARD BOY PRODUCTIONS
National rep: Pat O'Hara
805-569-9112

No Wimpy Radio!

www.creativeoasis.com {888) KR Sound ® www.kenrayzor.com

RADIO PRODUCTION

MEDIA BUYING &
PLANNING SERVICES

TEAM ENTERPRISES USA
Media Planning and Buying
nsullivan@teament.com
Call Neil, AE 781-994-0213

PARAGON MEDIA (212) 704-9965 (ext. 235)
Allmedia, including the web, Selling on the web?
We'll show you how to reach your customers.
Email mgross @ paragonmedia.com
Visit our website at www.paragonmedia.com

Need help doing Newspaper?
Call us for knowledgeable media planning
and buying services...working for you!
Newspaper Connection (301) 668-7831

EXPERT PLANS & BUYS............. 908-470-1221

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
MEDIAFIRST INTERNATIONAL, INC.
New York-212-686-3342 X 222
Boston-617-927-0202
Minneapolis-612-630-1102 X 1

PRESENTATION FOLDERS

ik R r‘_,\’,h,"g s

V‘ln-!

“World s Bes\t: e
Overall Production
Two. Years o

;j Htor
(i Rurlrllrl n h
it g SVIEGRRLTE () PR

J,,;Moslus ADVERTISING AvaRDS '

ik
A0S RE f 4 4l
LS, & ’f’
E U RN g M
LR ¥ 4 4 sy ¢ b

. Fax us your radio scnpts arid letds Hin w|th e |n

Call or email us for your free demo (D, or visit us at www.sarley.com

Sarley, Bigg & Bedder

Radio at its best

Phone 323-969-9767 Fax 323-969-9343 Email info@sarley.com

PressKits

V¥ Glossy/ linen/felt stocks-many
recycled; assorted colors

¥V 9x12; glued 4"pockets

¥ Foil, emboss or print
¥ Quick turnaround

¥ Custom kits /other presentation
materials /assembly

Madia
m Distribution
Services
Call or write for prices and samples

8592 Venice Blvd., Los Angeles, CA :90034
310-836-6600

ONE IN FIVE PEOPLE
CAN'T READ.

Which makes our ads at least 20% more effective than print.

PLAMNET
OUTER

RADIO WRITING & PRODUCTION

206.624.9700 www.outerpianetradlo.com

RADIO MERGURY GOLD AWARD WINNER

PROOFREADING

EDITORIAL EXPRESS

EXPERIENCED - FAST - PRECISE
Advertising - Collateral

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

USE ADWEEK MAGAZINES
TO GET NATIONAL EXPOSURE.

Catch A Creative Genius With Adweek Classified
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RADIO PRODUCTION

// If you're

RADIO PRODUCTION

WADIO:

RADIO PRODUCTION WEB PRODUCTION

DICK & CHRIS@
THE FAMOUS

Web Development

h Team For Hire

having a hard
time finding
talent, we aren’t.

WE ARE PRETTY passionate about
ereating and producing great radio.
Tt’s what we do. {t's all we do. So. many of
our waking hours (and even some of our
sleeping ones) are spent searching for,
listening to. and developing interesting
new voice talent. We find people in the
obvious places: Los Angeles, San
Francisco, New York and Chicago.
But we aiso find them in places like
Portland, Seattle, Vancouver, Toronto,
Montreal, Arizona, Dallas, Denver.
Minneapolis, Virginia, London, Australia
and South Africa. But finding talent is
only half the battle. Directing them and

www.wadio.com

RADIO’S

ANNOYINGLY |

TALENTED
COUSIN.

POV VY VN
RADIO RANCH

“We shoulda called
the Radio Ranch.
We didn't. Now our
dotcom is dot gone.”

--Anon dot.com

What could an
experienced
eBusiness production
crew do for you? A lot!

Our 16 person team is

highly skilled in ail aspects of
web development: SQL compliant
databases, ASP and ASP+, Java,
Javascript, DHTML, XML, MTS
and Com+, MS BackOffice, 3-tier
Architecture, Clustering and Load
Balancing, Shockwave, graphics,
animation and streaming media.
We also write great copy!

Contact Jeff Dalton to learn more
about why Paramax is your best

pulling real. believable, compelling |
performances out of them is another

outsource opportunity for
web production.

1140 N La Brea Ave
Los Angeles, CA 90038
Phone (323) 462-4966

radioranch1140@aol.com
www.radio-ranch

thing we bring to the party. That's why
some of the country’s hottest ad agencies
will only trust Radioland to cast and

PARAMAX PRODUCTIONS, INC. {
732-224-1048 ext. 18 I

direct their radio. It's why you should
j call Em at 323-962-2506 and ask
for our latest CD.

jdalton@pmx.com

LA: 323 957 3399 - NY: 212 768 9717

We wrote a jingle about ourselves
ltgoes like this

Creative Oasis 425-830-7633

SWEEPSTAKES TELEVISION VOICE-OVERS

i
SweepstakesAgency.com |
|

www.creativeoasis.com Funny outtake reel. johnmatthew.com

SWEEPSTAKES

Providing agencies and
sponsars with administrative l
expertise for k |
Games, Contests & Internet

TV PRODUCTION

Reach your ad community in

ADWEEK CLASSIFIED

Creative OnLine & Traditional Promations
Go to www,ctacomp.com or Eric 888-371-3742

Promotions

Phenomenal Fitm And Video Productions
For Limited Budgets. 212-582-8600 or
visit us at www.richmanfiims.com

(203) 546-5000 |

[ carcH A cREATIVE GENIUS ] [ carch a crEATIVE GENIUS |

OFFERS & OPPORTUNITIES

ANNOUNCEMENTS PRINTING
Suppliers * Art Directors *» Account Executives ¢ Clients ¢ Printers  Media Directors
OUT OF HOME LITHO

TRANSIT SIGNS - BUS, SUBWAY, AIRPORT, TAX| ¢ OUTDOCR & MALL POSTERS 4 BACKLIT
st. Lous, o Compton & Sons, Inc. sine 1653

77" PRESS CAPACITY 800-325-1451  SHORT & LONG RUNS
Fax Specs For Quick Quote (314)991-4726

adclients;com»

Bringing clients and ad professionals together.

Log On Today

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

« Ad Agencies * Copywriters ¢
o siabeuey Buiasiep « w4

Production Managers * Designers » Public Relations * Photography * Web

REACH YOUR AD COMMUNITY
WITH ADWEEK CLASSIFIED
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EMPLOYMENT

COPYWRITER/MANAGER

Join one of the most exciting, fastest growing
companies in the entertainment industry...

A Y 1T ACO M

COMPARY

We're a prominent member of the Viacom corporate family and a global
company that owns and operates programming services worldwide including
MTV, VH1, Nickelodeon, Nick at Nite, TV Land, TNN, CMT, Noggin, and the
Digital Suite.

As a member of our dynamic Creative Team you will be responsible for
developing, writing and overseeing the production of creative print and on-air
material, ensuring the most effective verbal and visual execution of projects,
both corporate and network. This will include meeting with clients to review
present material and discuss strategies, working with Project Manager to
oversee projects from start to finish, managing and mentoring junior writers
and proofreading copy at all stages of a project to ensure accuracy and
consistency.

The professional we seek will possess a Bachelor’'s degree in English or
Journalism, at least four years of copywriting and editing experience and a
thorough knowledge of project management and production, preferably within
an ad agency or corporate environment. You must be a creative team player,
able and willing to work with a variety of people to collaborate and create
innovative and effective material. Your ability to translate business objectives
into original, creative products that communicate effectively to a target
audience, will be key to you success. Exceptional writing, editing,
organizational, communication and managerial skills along with the ability to
formulate budgets and deadlines, and work well in a fast-paced, high pressure

environment are essential. Knowledge of Macintosh computers and software is I
required. Master’'s degree is preferred.

We offer competitive salary and benefits package in a dynamic, challenging
environment. To explore your career with MTV Networks, please send your
resume, including salary history and job code, to: Staffing Resources Job Code
GKCM, MTV Networks, 1515 Broadway, 16th Floor, New York, NY 10036,
fax: 212-846-1473 or e-mail: mtvjobs@hotmail.com

We are an EOE/M/F/D/AAP, encouraging and embracing diversity in the workplace

DIRECTOR OF
ADVERTISING

Leading fitness organization with
headquarters in Paramus, NJ seeks
creative advertising pro to manage
and grow creative services depart-
ment. Responsibilities include direc-
tion and production of all TV, radio
and print advertising creative as well
as managing department staff and
budget. Looking for “cutting edge”
creative thinker. Fax resume, which
must include salary history to:
201-368-8642.

ART DEPARTMENT
PRODUCTION COORDINATOR

Designer handbag company seeks
experienced production coordinator
to assist with all graphic design,
advertising, and marketing projects
in art department. Must have
thorough knowledge of pre-press
production, printing techniques and
processes, as well as proficiency in
QuarkXPRess, Hlustrator and
PhotoShop for Macintosh. Must be
polished and professional.

Please fax resume to
Mrs. Adams at:

212-206-3985

kate spade

NEW YORK

ADVERTISE CALL 1-800-7-ADWEEK

" Marketing
Consultants

If you're serious about being a consultant,
it's time to partner with CPRi.

CPR/ is a national marketing services firm offering classical mar-
keting and Internet expertise (Brand, Research, Direct’MarCom} to
world-class organizations for the rapid execution of their market-
ing initiatives.

Industry leaders, including over 150 Forture 1000 and dot.com com-
panies, repeatedly turn to CPR/ to provide innovative, emerging
practices and resources that enable speed-to-market. So come talk
to CPR/, the leader of this marketing category.

Please contact us at: E-mail: hiring@cpri.com or Fax (847)
821-0554. Please reference job code NAT-AW-0925 when
responding. Visit us at our web site www.cpri.com. EOE

* Atlanta ¢ Chicago * Dallas * Detroit * Los Angeles * New York
* Orange County * Parsippany * San Francisco * Silicon Valley

Sales/Marketing

PT with potential to go F. Offering attractive hourly-
rates and commissions. We are an aggressive
well-established NYC based Design firm
specializing in both corporate and small business
identity with plans to diversify into new media.
Candidate will have a working knowledge of
traditional design first and new media second.

GRS

Thirty East 21st Street @) New York, NY. 10010
(212)777-1500

WL CArnase.cont

RECRUITMENT
ADVERTISING
AE/WRITER

Senior Position
in Philadelphia

This is a great opportunity to move up from
your current salary and career level!
Orenstein Advertising is a 32-year-old recruit-
ment advertising agency with a reputation for
innovation and quality. We see recruitment
advertising as a high calling (maybe that's
why we're growing so rapidly). We're seeking
someone with at least three years of recruit-
ment advertising experience...whose cus-
tomer-service skills are just as honed as
her/his writing skills. If that describes you,
mail or e-mail your resume to: President,
Orenstein Advertising, Inc., 1518 Walnut
St., 3rd Floor, Phila., PA 19102. E-mail:
Irv@orensteinadv.com. EOE.

to $150 K+B!

CPA 10+ yrs w/ PR or AD exp: finc'l
reptg, acctg ops, et al for healtcare
PR firm. Joanne Ratner Search

(P) 212 683-1975; (F) 212 683-4682
Attn JR or (E) jobs @jrsearch.com

Finance Director

LCA’I‘CH A CREATIVE GENIUS I

RATES for Employment and Offers & Opportunities

MINIMUM: 1 Column x 1 inch for 1 week: $184.00, 1/2 inch increments; $92.00 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: $35.00 per insertion. Replies mailed daily to advertisers. Read-
ers responding to any ads with box numbers are advised not to send samples unless they
are duplicates or need not be returned. We are not responsible for recovery of samples.

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

Classified Asst: Michele Golden

The identity of box number advertisers cannot be revealed. If ADWEEK must typeset
ad, charge is $25.00. Deadline for all ads in ADWEEK EAST is Wednesday, 4:30 p.m.
If classified is filled prior to closing, ads will be held for the next issue, Classified is com-
missionable when ad agencies place ads for clients. No proofs can be shown. Charge
your ad to American Express, Mastercard or Visa, ADWEEK CLASSIFIED, 770 Broadway,
7th fl. New York, NY 10003, 1-800-723-9335 Fax: 646-654-5313.
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MARKETING
FINANCE

OPERATIONS

$§Sa293ns J

Bring your career to Tricon Global Restaurants, Inc.
We are the largest restaurant company in the world,
and the parent company of such world-renowned
brands as KFC, Taco Bell, and Pizza Hut. But it's our
corporate culture that makes us truly unique. Our
supportive environment encourages innovation,
teamwork and growth, and offers unparalleled
opportunities for advancement.

We currently have opportunities
in the following key functions:

HUMAN RESOURCES

To view our current openings or to apply online
visit our website at:

www.triconglobal.com

TACO
BELL

Tricone
.

KFC

Tricon is an equal opportunity employer.

Who's taking the advertising world by storm?

You& @

Creative i Advertising & Interactive Media

We handle the hottest technology accounts in Silicon Valley, from the
Fortune 100 to the coolest dot-coms. We're literally bursting at the
seams with new business. And we need you today:

Sr. Copywriters

You've live and breath high tech. You've got a BA/BS, five-plus years
of high-tech ad agency experience, and a kick-ass portfolio and a
truckload of awards to prove it. You can handle client contact with the
best of ‘em. And whether it’s a print ad, direct mail, or a Web site, you
can shape strategy and execute flawlessly across all media.

Sr. Art Directors

After five years of agency experience, you've got the perfect portfolio,
and now you want the perfect job. From print ads to direct mail to the
Web, you've got a stack of awards that'd sink an air craft carrier.
You're a whiz at PhotoShop, Quark, and Illustrator. And you know
when to break the rules, and when to embrace them.

Production Artists

You're already a star designer. The rest of the world just doesn't know
it yet. You know PhotoShop, Quark, Illustrator and more. And you've
got a desire to learn from some of the industry’s hottest designers.

Creative i offers an excellent compensation package with competitive
salaries, quarterly bonuses, medical coverage, eight paid holidays and
up to 20 personal days off per year to start. And we’re your big chance
to sink your teeth into bleeding-edge advertising, direct mail and Web
projects for some of the coolest companies in the industry.

If this sounds like the opportunity you've been waiting for,
rush your resume and PDF's of up to three samples to
rmathieson@creative-i.com (no phone calls, please).

These are full-time positions. No freelancers please.

Creative

214 Homer Avenue, Palo Alto, CA 94301
advertisﬂng & interactive media
The Brand Starts Here.

ADVERTISING

SALES

Due to rapid growth, the Chicago Sun-
Times is seeking Account Managers for
its NY office. Responsibilities include
managing existing accounts and devel-
oping new clients.

Salary, commission, benefits, 401k. Some
travel. It you are hard-working and pro-
fessional and interested in hearing more
about this position, please call Gregg
Rubin at:

212-965-8260
or fax your resume to
212-965-8264

Public Relations

Manager

Leading fitness chain, with headguarters
in Paramus, NJ seeks talented PR pro

with  proven media relations.
Responsibilities include developing and
implementing PR programs, writingpress
releases, pitching the media and
orchestrating local PR events. Must
possess strong communication and
writing skills. TV and print media contacts
a plus. Fax resume and salary history
t0: 201-368-8642.

MARKETING MANAGER/ASSOCIATE BRAND MANAGER

Looking for an opportunity to stand out from the crowd? Corporate America ber-
ing you to death? Leading agricultural packaged goods company selling national
branded products needs top-tier marketing manager and an Associate Brand
Manager with experience in the following areas: brand management; promo-
tions; merchandising; sales support; packaging and new product development.

The ideal candidate will have strong academic credentials, good creative
understanding as well as an ability to execute projects on time and or: budget.
Must be able to manage staff and outside agencies. As one of the largest pri-
vately owned companies we offer great offices in a convenient Westside loca-
tion, excellent benefit package, 401K plan, and top pay for top performers
Please submit resumé to:
E.Canavan, 11444 W. Olympic Blvd, Suite 250, Los Angeles, CA 80064
Or fax your resume to: (310) 966-4678.

* % % REACH YOUR AD COMMUNITY WITH ADWEEK MAGAZINES * * *
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In this position, you will manage the finance functions for Media Sales;
oversee the preparation of various financial reports; prepare budget
analyses for barter sales activity reports; manage billing and collections
of advertising sales revenues; approve extensions of credit to advertis-
ers; analyze and research variances in Media Sales revenue due to
option events and overdelivery; and work with related joint venture
(Black Pearl Entertainment) on revenues and receivables.

The position requires a BA/BS degree in accounting or finance;
5-7 years’ experience in accounting/finance in a related business,
preferably at a managerial level; thorough knowledge of generally
accepted accounting practices and principles, in-depth understanding
of media sales and barter sales activity; strong knowledge of program
stewardship reports and Nielsen ratings; a proven ability to manage,
motivate and develop staff; and strong written and verbal communi-
cation skills. MBA strongly preferred.

Please send resume, along with salary history,
to: Warner Bros. Human Resources, Ref.
#YAAW1001, 4000-D West Magnolia
Bivd., PMB180, Burbank, CA 91505, or
fax to (888) 309-5959, or e-mail to
whbjobs@alexus.com. Warner Bros. is an EOE.
A Time Warner Entertainment Company.

~ MEDIA FINANCE

Warner Bros. Domestic Television Media Sales is searching for a
Director Media Finance in our midtown Manhattan location.

AN °
[1feeiinic
from Spacelabs Medical

ADVERTISING SALES EXECUTIVE

Can you sell advertising to North America’s largest consumer
packaged goods and pharmaceutical companies? Can you work
with brand managers and weave through their agencies to
uncover & create 7-figure ad spending budgets? Do you like the
freedom to work independently? Do you want a unique sales
opportunity with a leader in the medical device industry?
Spacelabs Medical has the largest installed base of in-store
healthcare-monitoring kiosks in the US, generating over 200
million visits per year in major chain drug stores, supermarket
and mass merchandise retail locations. Field-based in New
York or New Jersey, our executive sales team is now being
formed to sell ad space on a new, in-store Web-based network
of e-kiosks, as well as on the Web site. This executive level
opportunity provides the excitement of a start-up, but with a lot

more security.

We offer a very attractive, 6-figure compensation package with
full benefits. For more information or to apply in confidence,
visit our Web site at: www.lifeclinic.com/aboutus EOE

Creative Director

International POP display firm looking
to add superior creative talent to our
growing team. If you are a strong
creative talent, able to motivate others,
can build and maintain a successful
team, enjoy a fast-paced environment,
and can manage multiple deadlines,
we'd like to meet you.

POP design exp, presentation and
mgmt skills a must. Candidates must
have 10 yrs exp managing a creative
dept. You must be computer literate,
have a background in graphic and in-
dustrial design with strong understand-
ing of manufacturing processes. High
quality design capabilities, attention to
detail and the ability to manage both
the creative and business side of the
dept are essential. You must work well
with others in a team environment and
be able to manage resources and
deadlines. You'll manage our NY-
based design team and collaborate
with our other design offices.

Competitive comp and excl benefits
package including 401K. Send resume
and salary history to
Human Resources, Dept MK
POP Displays
26-45 Brooklyn-Queens Expressway
Woodside, NY 11377
Or fax to 718-721-6004
No phone calls
All replies confidential.

your path to career success
Sklar & Associates
national specialists
for the placement of
media professionals
in traditional and
new media careers

SSklar  eAssociates

search consultants

national: 877-467-4608  312-467-4600
fax: 312-467-4664 email: patriciaasklarsearch.com
www.sklarsearch.com

ADVERTISING
MANAGER

Foot Locker Worldwide Marketing
Group is seeking a professional
with a minimum of 3-4 years expe-
rience who will be responsible for
advertising projects across all Foot
Locker Worldwide divisions. This en-
tails daily interface with manage-
ment, ad agencies & vendors as
well as internal PR, promotions, VM
& Research departments. Require-
ments include: experience in ac-
count management on client or on
agency side along with expertise in
TV/Print advertising.

Please fax resume to:
212-720-4465
ecriscuolc@esnaibrgroup.co
EOE

FOOT LOCKER
LADY FOOT LOCKER
KIDS FOOT LOCKER

MEDIA DIRECTOR

Award winning NJ advertising agency
with diverse range of consumer, B-to-B
and interactive clients seeking a Media
Director with 6-10 years of experience
to join our media department. Position
requires solid planning and buying
skills across all media for national and
regional accounts. Knowledge of in-
teractive (banner advertising, email)
strongly preferred. Excellent pres-
entation, and strong writing skills re-
quired. This is an excellent opportunity
for an enthusiastic, experienced gen-
eral / direct agency or media service
individual to manage an established
media department and contribute to a
growing agency. Send resume with
salary requirements to:

HR Administrator

525 E. Main Street

Chester, NJ 07930

or email:
resposito@grafica.com
or fax to:
(908) 879-2569

Classified Advertising
1-800-7-ADWEEK

Wanted: Independent
Account Executive

Solicit sponsorships for ethnic

event organizer.

Call: (212) 682-6610
www.philippinefiesta.com

MEDIA PLANNER

NY based ad agency seeks Media
Planner with 1-2 years experience in
planning and buying online media.
Must be able to effectively plan and
negotiate all types of interactive
advertising. Fax resume and salary
requirements to 212-886-2492.

MVBMS

TIRED OF COMMUTING
TONYC?

We offer permanent positions in
Fairfield County for: Art Directors,
Creative Directors, Web Designers
and Programmers Copywriters, Ac-
count Executives and Managers.
Please call or fax, CreativeLink LLC
Phone 203-854-5465
Fax 203-854-9933
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=Research Director
Sports lllustrated

Join America's foremost sports weekly magazine in this newly
created role whose mission is to further enhance Sports lllustrated's
position in the advertising marketplace. Critical responsibilities
include interpreting syndicated research, managing custom projects,
acting as a consultant for S| Media Sales and Marketing clients, and
managing outside vendors. Further duties entail interacting with the
Time Inc. Corporate Marketing Information group, developing and
refining SI's demographic editions, and creating industry specific
primary research for S| clients.

To be considered, you MUST have a minimum 5 years of
syndicated research experience and be able to demonstrate
expertise in its interpretation and use. Strong communication skills
and a knowledge of sports and sports marketing is key.You'll also
need to be creative and understand the advertising sales process.

If qualified and interested, please email your resume and cover
letter with code TMAWRDCS to: Timeinc@ALEXUS.com, or fax
to: 877-534-5137, using the same code. An Equal

Opportunity Employer.

Timelnc.

We're looking for a writer

with the mind of J.P. Morgan and
the heart of Ché Guevara.

Citigate Albert Frank, a premier B2B advertising agency with
offices around the world, is seeking a corporate/financial
services copywriter with a revolutionary bent. The ideal
candidate will be seasoned—not stale. Show aptitude—
without attitude. Be fast—yet focused. Comfortable writing
long—and short—copy. And able to present—and sell—work.
We offer a competitive salary and benefits—plus a great
working environment. If you're interested, send a resume and
4 writing samples to Citigate Albert Frank, 850 Third Avenue,
New York, NY 10022, Attn: Human Resources.

Citigate
Albert Frank

_

ADVERTISING AND MARKET RESEARCH
DIVISION CHIEF

Enormous opportunity exists for a seasoned, top-of-the-line advertising/
market research executive with the Department of Defense (DoD).
Within DoD, the Defense Manpower Data Center (DMDC) is responsible
for the corporate advertising and market research programs in support of
military recruiting. These programs have recently been expanded, and in
this newly-created “Chief” position, you will supervise an internal staff of
15, an advertising account team, and market research agencies in the
development and execution of communication strategies, creative execu-
tions, media buying, advertising tracking, and market research for DoD’s
primary target markets. The corporate advertising program consists of
television, print, direct marketing and internet executions. The marketing
research program runs the gamut from econometric studies to focus
group research and large-scale national surveys and polls.

Advanced degree in marketing or a related discipline and three or more
years of senior-level supervisory experience in advertising and/or market
research are highly desirable. Prior military experience or experience
working with the military is a plus. Your ability to present ideas verbally
and in writing to senior-level defense officials is essential. Experience
and knowledge of the youth market and their influencers is highly desira-
ble. Your proven track record as a strategic thinker and your commit-
ment to excellence are necessary to perform in this job and its environ-
ment.

The position reports to the Assistant Director for Program Management
and carries a GS-0301-15 rating. The salary range is $85-$110K and
benefits are comprehensive.

For details about how to apply for this position, see the official listing on }
the U.S. Office of Personnel Management's website —

http://www.usajobs.opm.gov/wfjic/jobs/VO0028.HTM

Chief, Advertising & Market Research Division, Supervisory
Open period is 9/11/2000 - 10/10/2000
Grade: GS-0301-15
Announcement Number: CO-0-0536

All qualified candidates will receive consideration without regard to
race, religion, color, sex, age, national origin, lawful political affiliation,
marital status, union membership, or non-disqualifying physical or
mental disabilities.

| Use ADWEEK MAGAZINES to get National Exposure B

all
Guna

MANAGER OF CORPORATE DEVELOPMENT
The Ad Council, the nation's largest provider of public service advertis-
ing seeks a professional who wants to apply his/her skills to our Corpo-
rate Development Department. You will meet with corporate clients,
assist in identifying prospective donors, and will develop funding
strategies to secure ongoing financial support. Minimum of 3 years of

fund-raising experience at a supervisory level req.
We offer a competitive salary and excellent Benefits Package.
Please email resume and salary requirements to:

cgerard @adcouncil.org
or send to:
Ad Council
Human Resources Dept., Room 6
261 Madison Avenue, New York,NY 10016
Fax to: 212-922-1676
No phone calls please
EOE
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Weekends on the Beach...
Never Buy Another Winter Coat...

WestWayne, Inc., the Southeast’s largest independent agency has recently
been awarded significant business from Celebrity Cruise Lines. Celebrity
Cruises is the highest rated premium cruise line in the industry and has the
youngest fleet of any major cruise line. WestWayne is proud to be their
advertising partner.

The expansion of our relationship with Celebrity has created numerous op-
portunities for sharp advertising professionals in our Miami area. We are
seeking candidates with high-end retail and direct mail experience. The ac-
count offers challenges in areas including TV, Print, Direct Mail, Cable,
and Radio.

We are seeking the following:

Creative Account Management
Senior Designer Senior Account Executive
Designer Account Executive

Senior Print Producer
Print Producer

We offer competitive salary, great benefits, 401(k) and profit sharing, a
great environment, access o discount cruise travel, and the opportunity to
live in sunny Florida (no state tax!). Interested candidates should forward a
resume with salary history to aperalta@westwayne.com or by mail to
WestWayne, Inc., 4649 Ponce DelLeon Blvd, Suite 400, Coral Gables, FL
33146, attn: A. Peralta.

west(w)ayne

Account Coordinator

A
()
ound
PRINT PRODUCTION COORDINATOR

The Ad Council, the country’s leading provider of public service advertising
(Smokey Bear, “Friends Don't Let Friends Drive Drunk”) is looking for a
Print Production Coordinator to join it's Creative Services Department. Re-
sponsibilities include assisting Print Production Director with trafficking print
materials, managing billing process for print production, liaison with ven- |
dors and Account Executives. Qualified candidates should have: minimum
1 year for print production, Microsoft Office including Excel, (Donovan Data
Systems is a plus) and be good at multi-tasking.

We offer a competitive salary and excellent Benefits Package
Please email resume and salary requirements to:

cgerard@adcouncil.org
or send to:

Ad Council
Human Resources Dept., Room 10
261 Madison Avenue, New York, NY 10016
Fax to: 212-922-1676
No phone calls please
EOE

Experienced advertising/ marketing
ADVERTISING professional needed to develop &
implement advertising, direct mail &
MAN AG ER public relations campaigns for
America’s largest competitive yellow
pages publisher (one of America's fastest growing corporations). Strong
media, creative, copywriting & production experience required. Excellent
written, verbal, organizational, analytical & PC skills (Word, Excel, Quark a
plus). Able to juggle numerous projects simultaneously, work with minimum
supervision, be a team player & hard worker. Fast paced environment, great
opportunity at LI headquarters. Competitive salary, comprehensive benefits.
Send/fax/email resume (must include salary history/reqs) to: Human Resources
YELLOW BOOK USA

‘/e”aw 100 North Centre Ave.,

Rockville Centre, NY 11370

BoolK[R s
email: h lowbook.com

oy

Discovery Communicatians, Inc., a leader in the media industry, has an entrepre-
neuriol enviranment that ensures you won't run out of challenges. We have an exciting
apportunity based out of our Bethesda, MD headquarters:

Project Manager, Advertising and Promotion

Confributing at every stage of the odvertising process, this position will write creative
strategies; spearhead interactions with creative advertising personnel, briefing
creative teams and providing feedback on concepts; recommend research for
creative insight; aversee campaign implementation; liaise with infernal /external
design teams, media strategy graups and external trafficking agencies to communi-
cate media plans; coordinate crosscorporate, integrated marketing efforts; and
co-manoge advertising production budget, which includes monitoring invoices and
preparing monthly forecasts/analyses. This detail-oriented and creative position
requires a BS/BA, or an equivalent combination of skills, fraining and experience,
3+ years’ industry, advertising, media or entertainment marketing experience, a
background multitasking in c?ost—paced environment, knowledge of advertising

production/promation, proficiency with MS Office and strong inferpersonal,

Dis

communications and organizational skills.
Ad agency experience is desired.
nu p" Discovery Communications, Inc. is an
] ®  equal opportunity employer. Please send
; your resume to: FAX: {301} 652-2053;

email: Recruiter_2@Discavery.com,
ATTN: 5¢/00106.

DISCOVERY
COMMUNICATIONS
INCORPORATED

GENERAL/DIRECT/INTERACTIVE

Vintage Resources is now one of
the leaders in placing Adv profls in
the NY area. We focus on your indiv
talents. We reward your efforts w/
the best career opptys & negotiate
the best compensation pkges.

Group Manag. Director ......... to $200K
Business Development. 1o $150K
AAE to Acct Director . to $130K
Media (All Levels) ................. to $125K
Database Marketers............. to $120K

Fax resume 212-490-9277 or email

vintageresources @aol.com

Advertising 30K-150K

General, direct, interactive advertis-
ing agencies. Small creative bouti-
ques to large top ranked shops. In-
dustries across the board including
hot new media accounts. All levels
Account Management. Please con-
tact Deborah:

Phone: 212-499-0835
Fax: 212-448-0932
or Email:
dparnes @tuttieagency.com

ADVERTISING
SALES EXECUTIVE

Seeking New York based creative,
goal oriented sales executive for a
leading advertising sales organiza-
tion. Newspaper sales or ad agency
experience necessary. Must be able
to work closely with newspaper
staffs as well as sell national
advertising at agency and client
level. The ability to handle multiple
projects a must. Excellent written
and verbal skills required. EQE.

Fax resume in confidence
212-692-7111

Account Supervisor &
Senior Account Executive

1-2 years experience in account
supervision required for
Account Supervisor & 3-4 years
experience as Account Executive
required for Sr. AE position.
Internet/technology sawvy, but not
exclusively. Dynamic team player.
Enthusiastic and fun.

If either of these positions excites you,

fax resume to 212 675 0340 or
Email louise_norton@maddogadv.com

Looking for the perfect job?
ADWEEK CLASSIFIED

Must like dogs.

Magazine for Intl. TV

Seeks experienced individual with

strong editing and writing skills for
the position of Managing Editor.

50K. Also seeking experienced
Writer/Reporter. Low 30K’s.

Fax resume to 212-924-7620.

Reach your ad community in

ADWEEK CLASSIFIED
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Growing In-House Retail Advertising
Department Needs

Assistant Production Manager

Candidate must have direct mail back-
ground with focus on traffic, color prep,
and print production. Prior retail advertis-
ing experience preferred.
Sr. Designer

Position reports directly to creative
director. Responsibilities include creative
management of assigned projects, back-
ground selection, layout design, and in-
terfacing with photographers. Must be
able to handle multiple projects simulta-
neously. Mac proficiency in Quark Ex-
press required. Minimum 5 years experi-
ence in retail advertising with strong
direct mail background.

interested candidates should forward re-
sume and salary requirements to: BHG,
555 Madison Avenue, Box #70312 NY,
NY 10022. Equal opportunity employer
m/idiv.

§$ Signing Bonus $$ Signing Bonus $§ Signing Bonus §§

Media Supervisor

We're looking for a well-rounded and dynamic Media Supervisor to spearhead
our Chicago media team. Unique opportunity to manage a top tier account with
reporting line to the So Cal office. Ideal individual will possess 4-5 years agency
experience and supervise media activity on top-notch broadcast/print/online
account. Candidate must possess polished management skills and the ability to
offer guidance to media team. Proven history of excellent client and vendor
relations required. Candidate must have national as well as local media knowl-
edge and exposure. Previous hospitality/leisure experience extremely helpful.
(Job Code - MS/Chicago)

Interested candidates please forward resume to:

FCB Southern California
Attn: Cheryl Petrash - (job code)
535 Anton Blvd, Suite 700
Costa Mesa, California 92626
Fax: 714/708-9299
e-mail: cpetrash@socal.fcb.com

EOE/AA/M/F/IDIV

No Phone Calls Please

AD SALES

PLANNING ANALYST
{New York, NY)

Hungry for a change? The Food
Network seeks a motivated self-
starter who wants to be an integral
part of a successful, growing
network.

Responsibilities include performing
spreadsheet analyses, tracking
inventory, maintaining databases
and creating sales proposals. Ideal
candidate will be detail oriented,
organized, able to multi-task and
work within deadlines. Must be a pro-
active individual with an ability to
troubleshoot and prioritize projects.
Minimum 2 years of media experi-
ence required.

We offer challenging work, a desira-
ble working environment and com-
petitive salary/benefits. To apply,
pl send a resume and cover-

ACCOUNT SUPERVISOR

Tetter to:
Scripps Networks

Zimmerman & Partners Advertising, a division of OmniCom, has im-
mediate need for Account Supervisors to work in our regional field of-

Attn: Human Resources Dept,
P.O. Box 50870
Knoxville,TN 37950
or email your qualifications to
jobs @scrippsnetworks.com
You may also fax your resume/
cover letter to: (212) 398-1312

Scripps Networks is wholly-owned
and operated by The E.W. Scripps

Business Development
Assistant

needed in a Stamford, CT based en-
tertainment company. This position
will provide administrative support to
3 company executives and report to
the Senior VP. MUST be proficient

fice in Reston, Va supporting the Nissan regional marketing group.
Must be experienced professional with regional agency background,
presentation, communication, computer skills. Automotive exp. a big
plus! Responsibilities include client relations, promotional planning,
strategic marketing, competitive analysis, campaign development. Fax

in Microsoft Office for Mac, espe-
cially PowerPoint, and have a strong
knowledge of Adobe PhotoShop.
MUST also be Internet and email
savvy. Hours: 9-6. Please fax cover
letter and resume to: 203-968-6661.
Robby Markowicz
Manager, Administration
203-327-6545,ext. 314

resume to 703-904-0612. ZADV.COM
Zimmerman & Partners Advertising

Company and is an Equal Opportunity
Employer.

ATTNs
FREBLANGERS
ADWEEK can offer you the exposure
you need in our Services & Resources
section. If you need to get your service

out to the people who matter, you need
to advertise now.

Call for info
1-800-7-ADWEEK

J OB UMN FNEARISE

Log Onto Adweek Online Today

® Help Wanted Ads - by job type - from all six classified
regions of Adweek, Brandweek, & Mediaweek

® Contacts — the names and addresses you need from
tully searchable databases

® Stay Up - to - date on current news, people moves, key
industry issues, account changes

Visit our Website at: http://www.adweek.com
e-mail: adweek@adweek.com

ACCOUNT EXECUTIVE

MVBMS, a New York based advertis-
ing agency seeks account executive
with 2+ years agency experience to
join one of our account teams on a
dynamic, cutting edge technical ac-
count. Fax resume with cover letter
and salary requirements to
212-886-2492, ATTN: Emily
Westerman or email to
emily.westerman@mvbms.com.
Check out our web site at
MVBMS.com to learn about our unique
culture

MVBMS

Reach your ad community in

ADWEEK CLASSIFIED

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

USE ADWEEK MAGAZINES

TO GET NATIONAL EXPOSURE
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CULTURE TRENDS

The Billboard 200 || Billboard Modern Rock Tracks

Compiled from a national sample of airplay provided by Broadecast Data Systems.

5 Years Ago This  Last  Peak Wkson i
Week  Week  Pos.  Chart Title Artist .
The top-selling albums from 9/16/95
1 2 1 4 Minority Green Day
1. k/D i
Soundtrack/Dangerous Minds 2 1 1 24 Last Resort Papa Roach .
2. Hootie & the Blowfish/Cracked Rear View 3 3 2 14 Stellar Incubus
3. Alanis Morissette/Jagged Little Pill 4 5 4 6 Hemorrhage Fuel "
4. Soundtrack/The Show 5 4 3 19 Change Deftones
5. Bone Thugs-N-Harmony/Eternal... 6 e 2 & Right Now SE-71
7 9 7 9 Loser 3 Doors Down
6. TLC/crazysexycool
8 11 8 4 Fiction Orgy
7. Shania Twain/The Woman in Me
9 7 1 16 Californication Red Hot Chili Peppers J
e B elen ou 10 12 10 15  Stupify Disturbed !
9. Selena/ Dreaming of You ©2000 Billboard/Broadcast Data Systems
10. Jeff Foxworthy/Games Rednecks Play

Billboard Top Video Rental

10 Years Ago Compiled from a national sample of retail store rental reports. ‘
The top-selling albums from 9/15/90 This Last '
1. M.C. Hammer/Hammer Don’t Hurt ‘Em Week Week Title Studio ‘
. - 1 1 Erin Brockovich Universal
2. Wilson Phillips/Wilson Phillips
2 2 The Cider House Rules Miramax
3. Jon Bon Jovi/Blaze of Glory:Young Guns IT
3 3 Magnolia New Line
4. Mariah Carey/Mariah Carey 4 i e N Universal
5. Poison/Flesh & Blood 5 12 Ghost Dog Artisan
6. Bell Biv Devoe/Poison 6 10 Titus Fox
7. Anita Baker/Compositions 7 15 The Big Kahuna Universal |
8. Keith Sweat/I'll Give All My Love... 8 8 LN ED GRS
9 14 The Next Best Thing Paramount
9. New Kids on the Block/Step By Step
10 6 Romeo Must Die Warner

10. Soundtrack/Pretty Woman

©2000 Billboard/Soundscan ©2000 Billboard/SoundScan, Ine.




Order Your 2000 Edition of
MEK the MEDIAWEEK Directory today!

Where can you find the up-to-date information you need
IRECTORIES on the most powerful segments of the media instantly?

Turn to the 2000 MEDIAWEEK Directory — your best source

for media data, backed by the worldwide resources of

MEDIAWEEK Magazine.

other reference gives you key contact and rate information on Radio, TV, Cable, Out-of-
me, Magazines and Newspapers in one book. You'll find over 9,000 individual listings and
'r 40,000 personnel for the Top 100 Local Media Markets, the Top 300 Consumer

gazines, the Top 150 Trade Magazines, plus National Networks, Syndicators and Sales

’s. Organized by media type, each section provides detailed information on format, demo-
phics, daypart avails, affiliation, representation, circulation, ownerhsip and much more.

3 2000 MEDIAWEEK Directory is also on CD-ROM and on the Web...with powerful
tware that lets you search and retrieve information in seconds and export data for mail
rge with no restrictions!

HE MEDIAWEEK DIRECTORY IS AVAILABLE IN PRINT,
D-ROM AND ON THE WEB. For faster service or
ore information, call 1-800-468-2395.

M (AYES! Please rush my order of
the 2000 MEDIAWEEK Directory

DIRECTORIES in the format I have chosen.

0.",‘ Recycled Paper

Name, 0 Standing Order Option. (Check this box and
your order will be automatically renewed for
Title you next year at this year's prices.)
Jompany Q Check enclosed for §
Address Q Bill Me (Directories shipped upon payment.)
Charge my: O Visa U MC 0 AMEX
City/State/Zip
Account # Exp.Date
Phone e-mail
2 PRINT EDITION $340 & EEEE
2 CD-ROM EDITION $480 To order ADWEEK DIRECTORIES Online
J CD-ROM & PRINT COMBINED $750 go to www.adweek.com/directories

U.8. & Canadian residents, piease add $12 for shipping & handling. A other non-U.$., add $45. Add applicable sales tax in CA, FL, GA, I, MD, MA, NJ, NY, DH, TX & Canada.
IFMSMWDI0900

m JYES! Please rush my order of
the 2000 MEDIAWEEK Directory

DIRECTORIES in the format I have chosen.

Name Q Standing Order Option. (Check this box and
your order will be automatically renewed for
Title you next year at this year's prices.)
Company Q Check enclosed for §
- Q) Bill Me (Directories shipped upon payment.)
Charge my: QVisa QMC QO AMEX
City/State/Zip
Account # Exp.Date
Phone e-mail
Q PRINT EDITION $340 Signature
0 CD-ROM EDITION $480 To order ADWEEK DIRECTORIES Online,
Q CD-ROM & PRINT COMBINED $750 go to www.adweek.com/directories

U.8. & Canadian residents, please add 812 for shipping & handling. AN other non-U.8., add $45. Add applicable sales tax in CA, FL, GA, I, MD, MA, NJ, NY, DH, TX & Canada.



ADWEEK
DIREUTORIES

A information you

L0 =\ need for the

\ @ new millennium!

For faster service or for
information on our
CD-ROM, call 1-800-468-2395.

” l l “ NO POSTAGE
NECESSARY

IF MAILED
IN THE

BUSINESS REPI_Y MA"_ UNITED STATES

FIRST-CLASS MAIL PERMIT NO 581 NEW YORK NY
POSTAGE WILL BE PAID BY ADDRESSEE

DIRECTORIES
1515 BROADWAY

NEW YORK NY 10109-0025

” I l ” NO POSTAGE
NECESSARY

IF MAILED
IN THE

BUSINESS REPLY MAIL UNITED STATES

FIRST-CLASS MAIL PERMIT NO 581 NEW YORK NY
POSTAGE WILL BE PAID BY ADDRESSEE

DIRECTORIES
1515 BROADWAY
NEW YORK NY 10109-0025




THAT WAS YOUR COMPETITOR’'S NEW SPOT. DID YOU CATCH IT?

AdFlash.

The fastest delivery

of your competitors’ new spots.
Available online

within hours of first airing.
AdFlash.

Speed is everything.

@ COMPETITIVE MEDIA REPORTING
A Taylor Nelson Sofres Company e

Call your CMR Sales Representative or contact 212.789.1234 for a demo.
www.cmr.com



Wlth the S"RDS

Interactwe

For over 80 years,
media professionals

have relied on SRDS for
accurate data about media properties.

B Watl Sreet fournal fnteractive Editin
+ Gocab = £ Calue,

————

The Interactive Advertising Source is the - e et

most comprehensive source of online

Online Efficiency

B Accessible via Internet

m Convenient Searching by
Keyword, Market, or Audited Sites

m Daily Updates Keep Users Current

Print Convenience m Direct Links to Evaluate Sites

m Complete Listings m Create and Print Contact Reports

m Fast Access to Contact Information

Research Online Specialty Services m Helpful Industry Articles

Stay Current with Daily Updates
Annual Subscription Just $561

advertising opportunities, delivering the
information needed to develop
integrated media plans.

Review Over 4,500 Sites

Target Business, Consumer
& Geographic Markets

To get listed or to advertise, ® Unlimited Online Access, 24 x 7

contact Valerie Rome Heys Subscription includes 1 PIN code. Call for additional user pricing.
at (415) 249-6021 ® 4 Quarterly Print Issues

or vheys@srds.com. Try It Today - Risk-Free!

If you're not completely satisfied, just return
the print issue within 30 days and owe nothing.

To Subscribe, Call 1-800-232-0772 ext. 8022

or E-Mail subscribe@srds.com
AWKISBM) See More Product Information at www.srds.com

SR

Working for You - Online! k



Streamline o
Newspaper Planning »
& Buying With The SRDS
Newspaper Advertising Sourc
Now Online!

Media professionals rely on SRDS to deliver fthe complete,
accurate data about papers that they need ta make inf
decisions. Now SRDS subscribers can consult their us
source online at www.srds.com. %

 Over 3,200 Full SRDS Listings
with Current Newspaper Data

« Continuous Updates '
A3y

« Search by State or DMA for _‘. =
Displav & Classified Listi AVIHDIERNINE!
splay & Classtiled Listings . AT RVIVIVETH RO

* Conduct Quick Title Searches e Business Publication Advertising Sourze’
£ Consumer Magazine Advertising Sourze”

Imteractive Advertising Source”
" Direct Marketing List Source’ '
r P - Tl S Radio Advertising Source”

Onlme Access Included
with Print Subscriptions!

call 1-800-23200772EX 80224
for your subscriDEY PINEOUE

« Link to Web Sites, Media Kits & Publi

» Coverage Maps

80% Reach | lsy KN

5;..1

—

To Subscribe, Call 1'800"23 'J'.n‘.l‘_ 2,0, S S R D 5

Just $661 for 12 Print Issues & ’
See More Product Information at WWW.S{| SN Working for You - Online!

AWKNWMM
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QUESTIONS. ANSWERS.

COFFEE AND TIME TO THINK.

BEFORE THE RAT RACE BEGINS.

DAILY NEWS ON THE NET.
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Photo by Pierre Freem




Your cat. Qur CAT.

Coming on October 2nd.







JANUARY
FEBRUARY
MARCH
APRIL
MAY
JUNE
JULY
AUGUST
SEPTEMBER
OCTOBER
NOVEMBER

DECEMBER

Investor Relations in
the Internet Reality

MC s the only publication completely dedicated to the strategy of marketing technology: computers,
software, telecommunications, and Internet products and services.
Each month, our readers gain insights into the thinking of top marketers at leading companies

To Kits like Dell, Intel, Compaq, Gateway, IBM. Microsoft, HP, Sun, Apple, Sprint PCS, eBay, Cisco and
from Gola '

R Yahoo — marketers who spend more than $5 billion in media advertising

ot e Poyl SV, sung
& g merrs vear yen

and lots more on marketing services. And who turn to MC for the = / )

marketing intelligence they need to stay on top. I they're your target for new business. you should

turnto MC, too. For ad space, contact Publisher Ron Kolgraf at ron@marketingcomputers.com or
TECHNOLOGY MARKETING INTELLIGENCE

(617) 482-0876. For subscriptions, call (800) 722-6658. Adweek - Brandweek - Mediaweek - MC
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Media Person

BY LEWIS GROSSBERGER

EJ.'

{5

Oh, Limp Olympiad

MEDIA PERSON MUST REGRETFULLY AN-
nounce that the Olympics did not hold his interest this

year, which, in his opinion, means they were (or possibly are—who

knows whether they’re still going on or not?) a complete failure. NBC

was finally forced to admit that only six people have been watching its

coverage, three of them complaining bitterly, proving once again that

Media Person pretty much sets the tone for life in America today.

¢ Unfortunately, the reasons being cited for the low ratings—the late

September start date, delayed coverage due to time difference, Inter-

net competition, etc.—are all wrong. If
we break down the Olympics into its
component parts, we can easily recog-
nize the root causes of the problem,
though MP hates to have to drag botany
into this discussion.

1. Sports: Are sports really as interest-
ing as they’re cracked up to be? Aren’t
they actually kind of silly? And also quite
tedious to watch? Come on, admit it. Let’s
say you’re 40 or 50 years old and male. (If
you’re younger or a wo-
man, try to picture your
father or uncle, if possi-
ble.) As a typical Amer-
ican, you’ve now watch-
ed an estimated 16 bil-
lion hours of sports, which, let’s face it
essentially consist of people endlessly
repeating the same few motions: running,
jumping, throwing things, kicking things
or propelling themselves rapidly across a
limited space by various means of loco-
motion, physical and/or mechanical.
Aren’t you getting pretty tired of the
monotony by now? Media Person sure is.
Thats why he’s retdred from spectator
sports. (Except for boxing, where people
try to bash each other’s heads in or bite
their ears, which is kind of exciting, what
with the blood and all.)

We know that the television muck-a-
mucks are aware of this problem, which is
why they developed the Poignant Little
True-Life Biodrama format for covering

i
|
z

|
|
|
|
|
i
|
|
|

the Olympics and hired Dennis Miller to
try to make football funnier. Unfortunately,
the Poignant Little True-Life Biodramas,
typically showing how some 19-year-old
really got upset four years ago because she
came in second, cried a little, blew her nose,
ate Wheaties and is now really determined
to come in first, are about as fascinating as
Julie Whatsername interviewing the girl-

friend of the latest banishee on Big Brother. |

Media Person says its time we banned

sports from the Olympics.

2. Pageantry: People wearing stupid
hats and waving while walking around in a
big circle shooting videotapes of other

people doing the same. Doves cooing. |

One thousand crocodiles in tie-dyed capes
forming the Olympic rings while Olivia
Newton-John sings some tuneless song.
This is the Miss America contest meets
Leni Riefenstahl at EuroDisney. This is
for people who think cheerleaders are en-
tertaining. Get rid of it.

3. Nadonalism: Enough already with
countries! Countries were a good idea
when they first came in around half a mil-
lennium ago, but by now they’ve outlived
their usefulness. Lets stop talking about
globalism and do it already. As the biggest

98 Mediaweek September 25, 2000 www.mediaweek.com
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By Day One, MP was already sick of Australia, where
everyone wanders around saying, “No worries.”

and best country, its up to the United
States to take the lead. Dissolve the union!
Lets all just be Earthlings! Then the
Olympics won’t be able to push its tire-
some emphasis on Romanian gymnasts
and Australian swimnasts and we can focus
on the individual trigonometry champs
and speed typists (don’t forget, they won’t
be doing sports anymore), which is as it
should be. And why does each Olympics
have to be held in one country? By Day
One, Media Person was already sick of
Australia, where, we are constantly told,
everyone wanders around saying, “No
worries.” As a catchphrase, thats even
lamer than “g’day.” MP could coin a bet-
ter Aussie cliché with his eyes closed. For
instance, how about, “Stick it in your
wombat, mate!”? In the age of television
and Internet, why can’t every country host
an event? Oops, forgot, there are no more
countries. OK, every uh, area code.

4. Swimmers With Gigantic Feet: Ob-
viously there is something unfair going on
when mutants and space aliens are allowed
to compete. This Thorpedo guy has size
17 feet, or flippers, actually, larger than
those of any known human, which propel
him with the speed of a frightened tuna.
Apparently, he has escaped from some lab-
oratory with a German
professor chasing him,
closely followed by a
mob of villagers. Even
worse, he wears a full-
body condom. What’s
that all about? (as they say in New
Zealand). If we must watch swimming,
damn it, we want our swimmers naked, as
God intended them. (Though, frankly, it’s
time we got rid of God, too, along with
sports and countries. You can stll pray for
a victory if you like, just not to anyone.)

5. Winning: An obsolete concept. Co-
operation, respect, inclusion, thats the
ticket. Get rid of those tacky medals.

So there you have Media Person’s
modest plan for improving the Olympics.
He’s done his part. The rest is up to you.
Everyone out there, send an e-mail imme-
diately to Juan Antonio Samaranch and
tell him to get moving on this. At first he
will ignore you, but don’t be disheartened.
The revolution always starts slowly. W
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+ It fits. Wear it.

ELLE.com - just one of the
sophisticated brands in our collection.

At Phase2Media, we’ll find an online brand that is absolutely you - one that fits
your advertising objectives like a second skin. As the leader in single-site Internet
sales, we deliver premium branded sites that reach your specific demographics.
And our smashing advertising packages and custom-tailored sponsorships help
you get your message across with true panache. From ELLE.com to Sothebys.com
to Britannica.com, we’ve got the brands that sell brands.

www.phase2media.com

Put Your Ad Where Your Audience Is

NEW YORK « ATLANTA « CHICAGO « DALLAS + DETROIT « 10S ANGELES » SAN FRANCISCO « LONDON

sales@phase2media.com /Toll Free 1-877-368-8350



