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Detroit Slams

Brakes on Spot

With auto spending off
18%, station execs will
call on Motown for biz
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TV SPORTS

NBG Set to Get

Nascar Keys

Buyers expect ratings
to remain strong as
races move from Fox
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CPMs slide
as network
anxiety mounts
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INDICATORS

NATIONAL TV: BUSY
About 65 percent of
prime-time upfront
buying was completed
last week, with about
$4.6 billion taken in by
the retworks. CBS was
the least active, refus-
ing to write any nega-
tive-CPM business.

NET CABLE: STALLED

A handful of deals have
been cut, but most
negotiations were put
aside as agencies hun-
kered down with broad-
cast nets last week.
Auto and financial caie-
gcry dollars are down.

SPOT TV: FLAT

Stations are struggling
to fill the national
advertising falloff with
local business. While
strong local economies
are helping a few top 40
markets, the picturs is
generally bleak.

RADIO: MOVING
Business is active, but
rates are negotiable in
most markets. Telecom
and local auto dealers
are kicking in for July,
the first month when
comparisons to 2000’s
dot-com bonanza start
to ease.

MAGAZINES: WEAK
Telecom advertisers cut
more from their mag
budgets as they transfer
spending to local mar-
kets to support wireless.
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With the new Power Mac™ G4 and Apple

DVD and DVI F




Now you can maximize target audience
reach in the Philadelphia, Baltimore,
Detroit and Washington DMAs with a
Comcast MarketLink cable buy. It is as
easy to buy as broadcast. And you deliver
your consumer prospects by advertising
on the networks they love to watch—like
VH1, Lifetime and The History Channel.

comcast

One order. One tape.
One invoice. No waste.

Philadelphia. Baltimore. Detroit. Washington.
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CBS 0&0s Pick Up Syndicated Millienaire buying and planning for Philips in Europe as well as its B2B

The syndicated version of Who Wants to Be a Millionaire has account, while MediaVest handled buying in the U.S. and Latin
been cleared on CBS—owned stations in New York, Los Angeles, America, which it will continue to handle until the transition is
Chicago, Philadelphia, San Francisco, Boston, Dallas, Pittsburgh completed. In the U.S., Carat will be responsible for media stra-
and Salt Lake City, Buena Vista Television officials said last Fri- tegy, planning and buying. Philips spent $112.5 million in the
day. The syndie version of the show will launch in fall 2002. U.S. last year, according to Competitive Media Reporting. Sepa-

s rately, Charlie Rutman, executive vp and managing director of
Court Holds Satellite to Must-Carry Rules Carat in New York, has been named president of Carat USA.
Satellite TV operators plan to appeal a ruling last week by a fed-

eral court in Alexandria, Va., to uphold must<arry provisions for Media Edge Takes Media Plan Prize

“local-into-local” service in the Satellite Home Viewer Improve- The Media Edge, New York, took the $10,000 grand prize in
ment Act. The court ruled that, in effect, DirecTV and EchoStar Mediaweek's Media Plan of the Year Awards, which were pre-
must carry all broadcast stations in a market if they carry any. In sented during a luncheon in New York on June 20. The award
New York, for example, it is the difference between carrying the was sponsored by Guideposts magazine.

6 network flagship outlets and the market's total
23 stations. Satellite providers filed suit last year
challenging must-carry as unconstitutional. The
suit argued that their systems lack the bandwidth
to carry all stations in large markets and still roli
out services in smaller areas.

Igiel to Retire After Upfront

Bob Igiel, president of broadcast for the Media
Edge, last week said that he plans to retire upon
completion of this year's TV upfront buying sea-
son. Igiel said he will continue to consult for the
media buying agency, and that his successor
has not yet been determined.

Grammer Hits $1.6M for Frasier

Frasier star Kelsey Grammer agreed last week to

Top Market Clearances for Link
NBC Enterprises Domestic Distribution is asking
Los Angeles TV stations for about $100,000 in
weekly license fees to carry the syndicated ver-
sion of The Weakest Link, according to station offi-
cials. NBC Enterprises is selling the show to the
highest bidder in major markets, as opposed to
offering NBC outlets right of first refusal. Last Fri-
day, NBC—owned WMAQ-TV in Chicago cleared the
show, after CBS flagship WCBS-TV in New York
and CBS outlets in San Francisco and Baltimore
signed to carry Link, which premieres in January.

Addenda: A federal appeals court last week
granted Sinclair Broadcasting Group a stay that
allows the station owner to keep four local mar-

;
:
:

remain with the veteran NBC series through Mel Kam:azin tells his CBS keting agreements in place until the court rules
2004, at a record fee that is reportedly higher sales staff to hold the line next year on Sinclair’s lawsuit against the Federal
than $1.6 million per episode. The deal follows on upfront CPMs Page 6 Communications Commission challenging its

duopoly rules...US Weekly last week laid off five
. editorial staffers. Also, movie editor Liza Ghorbani
the air for about $5.2 million per episode. lﬂcal Meula 12 and book editor Janet Steen have shifted to con-
. i | tributing editor status...Gail Collins, a columnist
New Line Knocks Out Hard Knox Mal'ke.t Pp_ome 19 for The New York Times' op-ed page, was named
New Line Television said last week that it will not Medla Ellte 24 editorial page editor, succeeding Howell Raines,
launch the weekly action hour Hard Knox into syn- Magalines 30 who will become executive editor of the Times in
dication this fall. New Line had cleared the mar- September...Sunbeam Television—owned NBC
affiliate WHDH-TV in Boston named Edward

NBC's agreement three months ago with Para-
mount Network Television to keep the comedy on

tial arts series, co-starring Lee Majors, in 92 per-
cent of the country, but failed to line up the international Kosowski news director, succeeding Nancy Nydam...The Acker-
distribution channels necessary to cover production costs. ley Group, owner of 18 TV stations around the country, has

. 1 named John Dresel president of its TV division.
Carat Wins $600M Philips Account )
Philips Electronics fast week consolidated its $600 million glob- Correction:  Local Media story in the June 4 issue incor-
al media account with London-based Carat, beating out Initia- rectly reported the number of households by which Young
tive Media and MediaVest. Both MediaVest and Carat had man- Broadcasting's San Francisco NBC affiliate KRON-TV won the
aged portions of the media account for Philips. Carat handled 6 p.m. May sweeps race. The station won by 972 households.
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iAoore, Klingensmith, Haire
Upped in Time inc. Changes

In @ major management realignment,
Time Inc. chairman/CEO Don Logan on
Friday elevated several top executives to
fill the void left by retiring executive vice
presidents Lisa Long, David Long and
Jim Nelson. Ann Moore, Michael Klingen-
smith and Jack Haire all were promoted
to executive vp and will continue to
report to Logan.

Moore, the president of the People/
In Style Group who also oversees the
Parenting Group, adds the Time division
and consumer marketing to her portfo-
lio. Time group president Bruce Hallett
and Jeremy Koch, Time Inc. president
of consumer marketing, will report to
Moore. Klingensmith, the president of
the Sports lllustrated division who also
oversees Timed4 Media, adds American
Express Publishing, the Entertainment
Weekly division and Time Inc.’s legal
department to his duties. AmEx presi-
dent/CEO Ed Kelly, EW president John
Squires and legal’s Bob McCarthy will
report to Klingensmith. Jack Haire, the
president of the Fortune Group who also
runs the Personal Finance Group, adds
to his purview the corporate media
sales and marketing division. Haire also
will be Time Inc.’s representative on the
AOL Time Warner advertising council.
Also, Tom Angelillo, president/CEO of
Southern Progress, will oversee Time
Life Inc. —Lisa Granatstein

Hollings Sets His Sights
On Station Ownership Cap

When the Senate majority switched from
Republican to Democrat last month, the
telecommunications community and its
Wall Street investors, which had been an-
ticipating a deregulatory atmosphere in
Washington, wondered aloud, “How
much trouble can Fritz Hollings cause?”
Hollings (D-S.C.) had just become chair-
man of the Senate Commerce Commit-
tee, which oversees telecom legislation.
Last week, Hollings gave his answer
in an op-ed piece in The Washington Post
titled “Your Local Station, Signing Off.”
In the article, co-written by Sen. Byron
Dorgan (D-N.D.), Hollings denounced ef-
forts to raise the (continued on page 8)

pfront Moves
At Lower GPMs

Business slow for GBS, which has not budged on pricing strategy

THE MARKETPLACE By John Consoli

dvertisers put down about $4.6 bil-

lion at buyer-friendly prices in the

broadcast prime-time upfront last

week, but it was the dollars they

did not spend that had the business

buzzing as the week ended. CBS,
which has steadfastly refused to write any up-
front business at lower cost-per-thousand rates
than last year despite the economy’s slowdown,
effectively left about $1 billion in limbo when
the network rebuffed advertisers’ offers to buy
its inventory at decreased prices.

Some buyers, frustrated by CBS’ hard line
on upfront rates, threatened to take some client
dollars originally targeted for the network’s
prime-time schedule to rival nets. Others said
they planned to get on the phone carly this
week to implore Mel Karmazin, president of
CBS parent Viacom, to accept at least part of
their business at lower prices.

While last week’s upfront business for the
five other major broadcast networks was done
at CPM rates that cumulatively averaged 4 per-
cent less than last year, CBS’ ad sales staff was
ordered by Karmazin to uphold the no-de-
creases pledge he made several months ago.

Advertiser spending at week’s end totaled
about 65 percent of the anticipated $7.3 billion
that will be put down with the broadcast nets
in this year’s upfront. But buyers noted that if
CBS continues to hold out a substantial por-
tion of its inventory until the fall season begins,
the network could cost itself $400-$600 mil-
lion in the upfront and reduce the networks’

overall upfront take to about $6.7 billion. Last
year, the networks took in $8.1 billion in
upfront orders; after cancellations, they ended
up with $7.7 billion.

With the WB writing business at CPM
increases averaging 5 percent, according to
buyers, and Fox making deals at flat-to-minus 1
percent, NBC decided to move the market in a
big way early last week by making deals at
CPMs averaging 6 percent less than last year.
ABC then jumped in and made deals at CPMs
averaging 7 percent less than last year.

CBS sales executives held firm, writng only
about $500 million in business at flat CPM
rates. Some CBS execs told buyers to expect
calls from Karmazin, who would attempt to
make his case to them personally.

“Mel should know better—he has a back-
ground in sales,” said one buyer who controls a
significant amount of upfront dollars. “This
year’s marketplace can’t be a surprise to him.
CBS could be in touble—it’s a flawed strategy.”

Karmazin and CBS sales execs were not
available for comment. Dana McClintock, a
CBS representative, reiterated Karmazins posi-
ton—that based on this past season’s ratings
gains in prime tme, the network’s program-
ming is worth the prices asked. “We had the
No. 1 show in Surviver and the No.1 new show
in CSI,” McClintock said. “Our younger demos
were up, and our new shows for next season
have been praised by the critics.”

A CBS executive, speaking on condition of
anonymity, noted the network’s CPM rate

HEADING SOUTH

UPFRONT BUSINESS IS FLAT TO DOWN FOR 4 OF THE BIG 6 NETWORKS

Prime-Time Upfront Sales

Network (as of last week) CPMs vs. 2000 Projected Upfront Total % Change From "00
NBC $1.5 billion % $2.1 billion 8%

ABC $1.2 billion =% $1.7 billion -29%

Fox $1.0 billion ~1% $1.3 billion flat

CBS $500 million flat $1.2-$1.6 billion -25% to fiat
wB $400 million +5% $450 million +5%

UPN $30 million not available $180 million +16%
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bases are much lower than NBC% and ABC,
which both “had hit their plateau and had room
to come down. We can’t make our bases much
lower.” The CBS exec added: “We’ve made a
decision to hold out. We'll write the business
next week or next month—or in scatter.”

In addition to its earlier Viacom Plus deal
with Procter & Gamble, through which CBS
took in about $150 million in prime-time up-
front spending, buyers said that only two major
agencies, Starcom and Zenith, wrote business
with CBS last week.

NBCs strategy, according to buyers, was to
take in as many dollars as it could, even if the
network had to concede a few points in nega-
tve CPMs. With 12 weeks of presold XFL
prime-time telecasts not returning to the net-
work, NBC has about 1,000 additional 30-sec-
ond spots to move on Saturday nights next sea-
son. “They have a ton of time to sell, and their
strategy was to take in as many dollars as they
could, as soon as they could,” said one buyer.

After NBC moved, ABC decided to follow
the same strategy and go after ad volume rather
than battle advertisers over rates.

Fox wrote upfront deals at the same CPMs
as last year, but the network was said to be
offering discounts of minus 1 or 2 percent if
advertsers were willing to add baseball inven-
tory to their packages.

The WB added more than 30 new adverts-
ers to its roster, according to Bill Morningstar,
the network’s ad sales president. He would not
name the new spenders, but said their cate-
gories include automotive, electronics and ap-
pliance retailers and health & beauty aids.

UPN, which had only about $30 million in
upfront business done by last Friday, was ex-
pected to complete most of its deals after buy-
ers are wrapped with the other networks.

Strong-spending categories in this year’s
upfront so far include foreign automakers (ee
related story at right); retailers; telecoms; and
packaged goods. Among the softer categories
are domestic auto, financial institutions and
movie studios.

With the long-delayed broadcast upfront
finally in gear, several buyers said they were
eager to wrap business as soon as possible and
move on to cable and syndication. Buyers reit-
erated their posturing that syndication will suf-
fer a substandal hit in this year’s upfront.

Howard Levy, executive vp of ad sales for
Buena Vista Television (distributor of Regis &
Kelly), said that while no syndie upfront busi-
ness is being negotiated now, he believes syn-
dicadon will move ahead of cable. “We know a
few agency people who plan on doing business
with us next,” Levy said. “We’re more perish-
able than cable, and we will run out of invento-
ry if they wait.” —with Daniel Frankel =

Auto Gategory in Gridlock

TV execs to visit Detroit with pleas to reverse 18% tumble in spot spending

LOCAL TV By Jeremy Murphy

larmed by an 18 percent drop in spot

spending by the automotve category

in the first quarter, executives from

the Television Bureau of Advertsing
and several local TV station managers will be
traveling to Detroit in July in hopes of con-
vincing the three biggest auto spenders—Ford,
General Motors and DaimlerChrysler—to put
more dollars into spot television.

“It’s a big problem for spot because the
Big Three are so far off in the first quarter,”
said Chris Rohrs, president of the TVB.

Last year, automakers spent $928 million
in the first quarter on spot, according to
Competitive Media Research data. This year,

" - |
Tovon iSO'LAf}A |

= automotive being significantly

Loyota.com

As domestic auto companies have cut back on ad spending,
foreign makers such as Toyota are bumping up TV budgets.

CMR estimates automakers spent just $759
million in the first quarter. March and April
were especially weak, according to one station
group executive, although May and June have
seen slight improvements.

The Big Three domestic automakers
account for most of the drop. DaimlerChrysler,
which spent $226.5 million in spot in the first
quarter of last year, slashed its spending to $155
million—a 36 percent decline, according to
CMR. GM cut its spot spending by 21 percent,
to $122 million from $155 million. And Ford
cut its spot buying 18 percent, to $157 million
from $192 million. “No one foresaw the auto
category becoming so soft,” Rohrs said.

In network TV, first-quarter spending was
up 2 percent, to $620 million. Chrysler led the
way with a 21 percent increase, while GM was
down 14 percent and Ford was off 29 percent.

Automotive media buyers acknowledge
they have made some cuts but insist they’re

sull spending serious money.

“My clients spend over a billion dollars on
the local level ... how do you say someone who
1s spending over a billion dollars is not doing
the job?,” said one major automotive buyer,
who added that stations need to work more
closely with buyers during the planning and
budgeting stages if they want to continue
landing spot dollars. Regarding the TVB’ pil-
grimage to Detroit to get automakers to spend
more money: “Good luck,” the buyer said.

While domestic manufacturers may be
pulling back their ad dollars, foreign automakers
are filling some of the void, said many station
execs. Nissan, Toyota, Mitsubishi and Hyundai
have all spent heavily on spot in the
first quarter, according to CMR,
while BMW, Mercedes and Lexus
have increased spending in the sec-
ond quarter, station execs report.

“It’s made the difference from

down to being slightly down,” said
Bill Fine, vp/gm of Hearst-Argyle’s
WBAL-TV (NBC) in Baltimore.
Nissan’s spending was up 9 per-
cent in the first quarter, to $57 mil-
lion, according to CMR. Toyota
was up 4 percent, to $114 million.
Mitsubishi increased its spending to
$9 million, a 7.6 percent increase.
One station group sales execu-
tve noted that foreign automakers
are using the opportunity to increase their
market share, just like they did in 1991—the
last ume domestic makers slashed budgets.
“[Foreign autornakers] are taking advantage
of the market environment,” said Rob Holtzer,

| general sales manager of WSVN-TV, Sun-

beam Television’s Fox affiliate in Miami. “They
know that in a tough economic climate, they
have to advertise even more. It’s a good move.”
But station execs aren’t kidding them-
selves—domestic dollars are stll their lifeblood,
and getting the Big Three to keep spending in
a tough economy is crucial. Beyond meeting
more frequently with local buyers, some staton
reps are going straight to the domestic auto
manufacturers to make the case for spot.
“Automakers have many choices,” said
Holtzer, who has sent sales reps to Detroit. “It’s
up to us at the local level to make sure we have
reladonships with the key decision makers at
the buying agencies and manufacturers.” W
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Media Wire

35 percent U.S. broadcast coverage cap
on TV-station ownership. “Do we want
broadcast decisions about local news in
Fargo, N.D. and Columbia, S.C. to be
determined by media giants in Manhat-
tan and Los Angeles, whose primary
interest is in maximizing ad revenue?”
said the article, which read like a valen-
tine to the National Association of
Broadcasters, a staunch opponent of
raising the cap. —Alicia Mundy

MSG to Hand Over Yankees’
TV Rights to YankeeNets

YankeeNets, which controls the New
York Yankees, New Jersey Nets and New
Jersey Devils, said last week it will
launch its own regional cable sports net-
work. The move came after YankeeNets
agreed to pay Madison Square Garden
$30 million for the exclusive TV rights to
the Yankees beginning next season.

Losing the Yankees will be a major
concern to MSG parent Cablevision, cre-
ating a huge gap in local programming
next year. In addition to picking up the
Yankees, YankeeNets said it will begin
airing Nets games in March 2002 after
the team’s deal with Cablevision’s Fox
Sports New York expires.

“MSG Network and Fox Sports Net
will both continue providing compelling
and exciting programming,” insisted
Seth Abraham, MSG/Radio City Enter-
tainment president. —Megan Larson

Cohen Eyes AOL TW Role

Having spent the past 10 years growing
the Cartoon Network, departing presi-
dent Betty Cohen is looking ahead to
new chalienges at parent AOL Time
Warner—creating multi-platform pr&-
gramming for young adulits.

Cohen, who will report to Jamie
Kellner, chairman/CEQ of AOL's Turner
Broadcasting System, will create enter-
tainment and information programming
for Turner’s TNT and TBS and for the WB
network. Cohen's reach will also extend
to Turner Web sites, as well as AOL.
“Nobody has done a great job yet of
pulling together programs and services
aimed at [young adults],” said Cohen.

Brad Siegel, president of general
entertainment for TBS, is assuming Co-
hen’s responsibilties at Cartoon. —ML

TV RESEARCH By Katy Bachman

fter sinking millions of dollars into its

local market TV ratngs service, Niel-

sen Media Research released data last

week showing it has finally stopped
sliding response rates, and has even increased
them slightly. Nielsen began tackling response
rates two years ago when local response rates
dipped to below 20 percent in some markets,
causing an outcry in the industry.

Clients assign much of the credit for the
improvement to Harry Stecker, general man-
ager of local services at Nielsen, who joined
the TV ratings firm just as rates had hit bot-
tom. “Harry has been a breath of fresh air,”
said Peter Maroney, vp/general manager of
KOIN-TV, Emmis Communications’ CBS
affiliate in Portland, Ore.

In May, rates inched up to 32.3 percent from
29.3 percent a year ago. For the May survey,

TV SPORTS By John Consoli

edia buyers believe that Nascar’s
transition from five months on Fox
to NBC and Turner Sports for the
rest of the racing scason will be
smooth, with no dropoff in audience expect-
ed. They also think on-air production—a
joint operation between NBC and Turner—
will meet the standard set by Fox in the first
half of the Nascar season.

The first Winston Cup series race on
NBC will be the Pepsi 400, slated for July 7.
The first Winston Cup race on Turner’s TBS
Superstation will air July 22.

It’s invariably harder to generate viewers
in the second half of the Nascar season since
it airs during the summer months when TV
viewing is traditdonally lower. Worse, the fall
portion of the racing season goes head-to-
| head with NFL coverage on Fox and CBS for
12 Sundays.

But Dave Martin, head of DaimlerChrysler
buying unit PentaCom, believes Nascar view-
ers are unique viewers of the sport and will
seamlessly move to NBC and TBS. “We’re not
worried about a ratings falloff,” he said. “The
viewers that watch Nascar will find it, and most

8 MEDIAWEEK June 25, 2001 www.mediaweek.com

‘Response Rate Drop Stopped

Nielsen reports stight uptick in participation, with help from cash incentives

Nielsen sent $5 to every diary respondent in
which head of the household was no older than
50. In the 36 markets where meter homes are
recruited by phone, the average response rate
was 23.9 percent, compared to 20.1 in 1999. In
the other 15 markets where Nielsen recruits
households in person, the average response
rate rose slightly, from 33 to 33.6 percent.

“They're putting their money where their
mouth is,” said George Ivie, executive director
of the Media Rating Council. In July, Nielsen
will begin mailing diaries in specially-designed
priority mail envelopes, a technique to lure
younger, harder-to-survey respondents.

So are declining response rates a thing of
the past? Said TV consultant Norman Hecht
of Norman Hecht Research: “They haven’t
solved the problem, but they’ve changed the
course. They've stopped making excuses.” #ll

Nascar Preps Network Shift

Buyers think ratings will hold up as NBG and Turner take over for 2nd half

NBC and Turner plan to cover Nascar using many
of the same production elements Fox employed.

of its audience are not the NFL audience.”
One potental problem NBC and Turner
could face is the dearth of ad dollars in the
marketplace, especially with all the ad dme
there is to sell on Nascar s three-hour plus
telecasts each Sunday. Fox faced a similar
problem in the first half. NBC and Turner said
they have jointly sold 85 percent of the race
sponsorships, which includes spots on the race
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telecasts. They are splitting the ad revenue 50-
50, according to a Turner representative.

The audience base that NBC and Turner
will be inheriting is sizable. Fox’s coverage
generated a 20 percent household ratings
increase over the average network rating last
year, to a 6.7, according to Niclsen Media Re-
search. Among men 18-34 and 18-49, ratings
grew 21 percent and 25 percent, respectively,
toa 5.1 and a 6.6. And the June 10 telecast of
the Michigan 400 on Fox’s cable unit, FX,
recorded a 4.8 universe rating, the highest in
the network’s history.

NBC has heen promoting its upcoming
Nascar coverage since last fall’s Summer Olym-
pic telecasts. Sam Flood, who will produce the
joint coverage on NBC and Turner, said tele-
casts on both networks will share a common
look 95 percent of the time. Each will use sim-

ilar graphics, only the network logos will be
replaced. “We want to build on what Fox did,”
Flood said. “Every technology Fox used, we
have. We may use it a little differently.” In one
twist, NBC will air its pre-race coverage from
behind “pit row” on the race track rather than
from a studio.

In a related development, once Fox final-
izes its acquisition of Speedvision in August, it
plans to program the cable network heavily
with Nascar content, and is even contemplat-
ing working Nascar into the network’s name.
Fox cable execs are also talking about creat-
ing a unified sales team to sell Nascar across
FX, Fox Sports Net and Speedvision, rather
than having each unit’s sales team sell against
one another. “We’re still pondering what
we’re going to do,” said David Hill, chairman
and CEQO of Fox Sports. ]

Cable’s Summer Traffic Jam

Scheduling of big-budget original series and movies getting more complicated

TV PROGRAMMING By Alan James Frutkin

hen TNT launches the two-part

original film The Mists of Avalon on

July 15, its greatest competition

may come not from the broadcast
networks, but from Lifedme. That same night,
the women’s cable network airs season pre-
mieres of Strong Medicine and Any Day Now, as
well as the season finale of The Diwvision.

For years, cable networks have steered
clear of broadcasters by launching signature
programming during the sammer. But now,
as cable production continues to rise, cable
networks are finding it increasingly difficult

1 -‘
TNT’s Mists of Avalon, starring Juliannna Mar-
gulies, will do battle with Lifetime’s originals.

ERIK HEINILA/TNT

to steer clear of each other.

“This is the beginning of cannibalization,”
said Stacey Lynn Koerner, vp of broadcast re-
search for TN Media. With Avalon’s obvious
female appeal (the movie focuses on the
women behind the Arthurian legend),
Koerner said the two cable networks are like-
ly to split their similarly targeted audience.
“They would have done much better, had
they aired on different nights,” she added.

Executives at both cable networks are
confident that their programming will draw
big numbers. “We’re the one to beat,” said
Tim Brooks, Lifetime’s senior vp of research,
who added that the network’s three series
have developed loyal followings.

Meanwhile, Avalon’s marquee-name cast
(Joan Allen, Anjelica Huston, Julianna
Margulies) is likely to draw a substantial
audience as well. What’s more, the network
hopes Avalon’s action sequences draw its tra-
ditionally male-targeted audience, said Steve
Koonin, TNT’ executive vp and gm.

Despite posturing, executives at both net-
works express concern for the increased com-
petition they face from their cable brethren.
“We’re all watching each other, particularly
the largest networks, more closely than we
used to,” said Brooks. So are buyers. “TV
should be about expanding your audience,
not splitting it,” said Guy McCarter, director
of entertainment at OMD/USA. “Ultimate-
ly, this is not good for business.” |
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figures for the six months ended March 31, the Post’s
weekday sales grew a whopping 11.6 percent, to 487,219
copies, and Sunday circ gained 2.8 percent, to 368,636,
compared with a year earlier. Meanwhile, the News
dipped 2 percent weekdays, to 716,095, while Sunday
sales were level at 821,080. “Post Soars! News Snores!”
the Posz bragged in house ads for days following the ABC
report—naturally, without mentioning its price cut.

This wasn’t the first time the Post had spiked its circ
by playing the giveaway game (remember Wingo?) at the
newsstand, even as the tab has lost truckloads of cash—
believed to be as much as $20 million or $30 million a
year—since Murdoch’ second coming. Nobody knows
for sure how much the paper is gushing, but one has to
wonder: How wise can such deep discounting be when
a paper is bleeding millions, especially in the midst of a
crushing ad downturn?

“Sure, it costs money,” Post Publisher Ken Chandler
admits. “But we believe it’s the most effective promotion.
You're giving the reader more value for their money. It’s
a great sampling technique,” he maintains.

Not surprisingly, execs at the News have a different
take on Murdoch’s business tactics. “We’re here to make money. The Post
has a different agenda,” says Les Goodstein, president and chief operat-
ing officer of the News. Goodstein insists the News will not match its
rival’s price. “The market leader doesn’t chase after the competitor,” he
sniffs. “Once you do that, you fall into a trap.” News spokesman Ken
Frydman says of the Post’s circ growth: “They bought it; they didn’t earn it.”

But News Editor in Chief Kosner—who, as editor of New York mag-
azine, called Murdoch boss for more than a decade—offers an even more
blunt assessment of his competition’s financial machinations: “The Post is
not run as a business—it is a vanity publication. The Post is [Murdoch’s|
mouthpiece in New York, both for political and for media purposes.
Whether they lose 10 million or 15 million or 30 million a year doesn’t
really matter that much in the scheme of News Corp.” Kosner predicts
the Post’s circulation fortunes “will melt away like an ice cube on a stove”
once the paper hikes its price.

“The economics of [the Post’s 25-cent price] defies me,” pipes in ana-
lyst Atorino. “Murdoch obviously has infinitely deep pockets. The Dai-
ly News has a more serious financial issue—I don’t know how deep their
pockets are, but certainly nothing like News Corp.’s.”

Not everyone sees the Post’s pricing strategy as misguided. “I’d like to
see more papers do it,” says Miles Groves, chief economist of the Mary-
land-based Barry Group, a newspaper adviser, noting that other big-cir-
culation papers are economically priced—including The Washington Post,
which also goes for a quarter.

Even though the Post has made great circulation strides, the News
remains the city’s dominant tab in terms of reach, and has made some
downright bold business moves of late under Goodstein, Zuckerman,
and CEO and Co-Publisher Fred Drasner.

It launched a successful free evening daily, the Daily News Express, tar-
geting commuters and giving advertisers a fresh print platform in the city.
While other papers have scaled back their distribution, the News is
aggressively expanding to Long Island to compete against Tribune Co.s
firmly entrenched Newsday—this, as Newsday continues to make gains in
the borough of Queens, where the News has long been top dog but has
lost ground. In an unusual marriage, the News has teamed with its for-
mer owner and present-day competitor Tribune to sell natdonal adver-
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“A lot of
business is
gone for

good—-hut

tising across major categories.

All hasn’t been rosy for the News. The ad falloff
forced the paper to slice 2 percent of its staff, just as the
Post and most all newspapers have cut back. And, like
the Post, the News has witnessed some disruption in its
highest ranks. The week of the Post bloodletting, News
sunday editor and former George magazine editor
Frank Lalli abruptly resigned after less than three
months. It was widely reported that Lalli wanted to
return to the magazine world—but the editor was said
to be at odds with other top News editors, and Lalli also
complained about limited resources making it “difficult
to get things done.”

While the Post is enjoying significant circulation
gains and is breathing new life into the tabloid format,
it has faltered elsewhere. As the News’ free commuter
paper has thrived, the Post pulled the plug on its 10-
month-old sports weekly, New York Post Sports Week. The
News also recently beat the Post to the punch in spon-
soring the first debate between Democratic candidates
for New York mayor.
| Retail advertising, long newspapers’ strongest seg-

ment, is evaporating with industry consolidations—the closure of the

Stern’s department-store chain is but one example—and slackening retail

sales. Goodstein says retail, which used to account for over one-half of
the News’ ad business, now represents only one-third.

The News’ financial condition was dire enough in the spring of 1999
that Zuckerman threatened to shut the paper when its 400-plus drivers
won a ruling from an arbitrator that awarded hefty pay raises plus back
wages exceeding a staggering $18 million. Luckily for Zuckerman, a fed-
eral judge in the fall of that year overturned the arbitrator’s decision,
asserting that it “jeopardized” the paper’s very existence. Zuckerman lat-
er told reporters the judge’s ruling was “essential” to the News’ prospects.

‘The Post’s Chandler points out, “A lot of business is gone for good—
but there’ stll some business to be had out there.” The publisher notes
that by beefing up its business section, the Post managed to score several
upmarket accounts of late, including the high-end department store
Henri Bendel and Manhattans Mercedes-Benz dealer.

National advertisers have not flocked to the tabs, with their largely
working-class appeal, as they have other large dailies, including the
Times. Goodstein is banking that the nascent News/Tribune Co.
national ad effort will create a bonanza for both those publishers.
“They’ve [Tribune] got Long Island, Chicago, and Los Angeles—the
one piece of the puzzle they didn’t have was New York,” he explains.
“It’s not really so strange [an arrangement| when you take it apart—
we're not competing for national ads; we’re competing with magazines
and broadcast for those dollars.”

The Post hopes advertisers and readers will give it a second look once
it fully cranks up its state-of-the-art, color printing facility in the Bronx—
a development that promises to give the old gray tab a brighter, cleaner
look. On the news side, Allan and company keep turning up the vol-
ume—mid-June brought titilladng Page One stories on a yuppie sex club
and Mayor Giuliani’ financial troubles.

Chandler hints that the Post intends to win this war. “We are really
focused on growing this paper, on improving the editorial product—and,
obviously, on the ad front we’re going to be super aggressive in attract-
ing new business,” the publisher says. “We’re building a foundation for
the future here.” u
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BY EILEEN DAVIS HUDSON

Tulsa, Okla.

LOCAL MEDIA OUTLETS IN TULSA, OKLA., ARE TALLYING UP THE GAINS FROM THEIR
coverage earlier this month of the U.S. Open golf tournament, which
ran overtime into a fifth-day playoff on June 18. Tiger Woods’ unsuc-
cessful attempt to win his fifth consecutive major championship at

Southern Hills Country Club in Tulsa gen-
erated an estimated $75 million for the
local economy, including incremental ad
revenue for local television stations and
extra newsstand sales for newspapers.

Golf has been very good to Tulsa this
year. In September, the market will play
host to the Williams Championship, an
event on the women’s LPGA Tour spon-
sored by Tulsa—based Williams Cos.

The biggest benefactor of the U.S. Open’s
visit to Tulsa was KJRH-TV, Scripps Howard
Broadcasting’s NBC affiliate. In addition to
airing NBC’s coverage of the tournament,
KJRH aired half-hour local specials on
nine days before and during the event. Bill
Sevenoaks, the staton’s gencral sales manag-
er, says the additional revenue from Open
programming nearly doubled what the sta-
tion took in when NBC last carried the Super
Bowl in 1997.

KJRH bumped its ad rates up about 25

percent for its live Open specials, which pre-
empted syndicated reruns of Friends at 6:30-
7 p.m. on weeknights, following the station’s
evening newscast, Sevenoaks said. On week-
ends, the specials aired live at 10:30 p.m. fol-
lowing the late news. Advertisers, all of
which were new to KJRH, included Merrill
Lynch, Williams and three local golf cours-
es. The specials, promoted as “golf lifestyle
shows,” included segments on where the vis-
iting Open pros stayed and dined while in
the Tulsa area. KJRH co-anchor Karen Lar-
son also showcased the fruits of her three
months’ worth of golf lessons.

KJRI was counting on its connection to
the biggest sports event to hit the market in
years to help boost its profile in Tulsa, the
country’s 59th-largest television market with
490,160 TV households, according to Niel-
sen Media Research. For years, KIRH has
run a distant third in the local TV news rat-
ings. Michael Kronley, the outlet’s gencral

DON SIBLEY

manager, arrived three months ago from
Scripps Howard’s WXYZ-TV, the NBC
affiliate in Detroit, where he served as statior:
manager. Kronley says his immediate goal is
to make KJRIH’s newscasts “more relevant
and more responsive to the public.” Kronley
quickly put together a committee of staff
members to address areas of concern. Sever-
al changes have taken place already on the
newscasts, including the addition of more
live remote reports, a faster-paced pres=nta-
tion and new graphics.

“This is a marathon, not a sprint,” Kronley
says. “We’re not going to be No. 1 in the
next [ratings] book—we’ve been No. 3 for
quite a while.”

Allbritton Communications’ ABC affil-
iate, KTUL-TYV, is the established news
leader in the market. For the past 10
Nielsen books, KTUL’s 10 p.m. news has
been the top-performing late newscast
among all ABC affiliates. During cther
news time periods, particularly at 5 and 6
p.m., KTUL is in a ratings dogfight with
KOTV-TV, Griffin Television’s CBS affili-
ate (sce Nielsen chart on page 22).

Pat Baldwin, KTUL vp and general
manager, notes that his outlet has stability
on its side. The station’s news, weather and
sports anchors have all been on the staff
between a dozen and 20 years, and several
KTUL reporters have worked in the mar-
ket for many years. “We have a lot of expe-
rience in the market—that’s what we hang
our hats on,” Baldwin says.

When breaking news takes place, a
majority of Tulsa area viewers turn to
KTUL, Baldwin says. In 1999, when a
severe tornado ripped through Oklahoma
City (about an hour and a half away) and
began tracking toward Tulsa, KTUL pro-
vided continuing coverage throughout the
evening. Following its 10 p.m. news, the
station bumped a syndicated rerun of Frasier
and stayed with the tornado story. At mid-
night, the station registered a whopping 25
rating and 65 share, Baldwin says. “Weath-
er’is king here,” he adds. (In fact, play was
suspended on the first day of the U.S. Open
because of severe lighting; a tornado warn-
ing was also in effect).

Last November, KTUL completed a
station build-out that added 15,000 sq. ft.
of space, mostly for the newsroom. The
station now covers about 44,000 sq. ft. and
is one of the largest local broadcast facili-
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AD SPENDING BY MEDIA/TULSA

ALL DOLLARS ARE IN THOUSANDS (000)

is KDOR-TV,

Jan.-Dec. 1999 Jan.-Dec. 2000 which was ac-

Spot TV $72,514.81 $78,253.58 quired in June
National Spot Radio $4,977.47 $5,161.68 2000 by Christ-
Total $77,492.27 $83,415.26 ian Trinity Broad-

Source: CMR, a Taylor Nelson Sofres company

ties in the country. KTUL also boasts the
strongest broadcast signal of any station in
the Tulsa market.

In non-news programming, KTUL earns
solid ratings with syndicated repeats of
Frasier, which the outlet double-runs in late
fringe from 10:30 to 11:30 p.m. KTUL also
has rights to Big 12 Conference football
games featuring the University of Oklahoma
and Oklahoma State University. “Friday-
night football is big here,” Baldwin says.
When the University of Oklahoma Sooners
won their seventh national title last season,
KTUL aired seven of the team’s games, in-
cluding ABC’s network coverage of Okla-
homa’s triumph over Florida State in the
Orange Bowl. KJRH also has rights to Big
12 basketball, airing about 20 regular-season
games and another eight playoff contests.

Oklahoma City-based Griffin acquired
KOTYV last December from Belo Corp.
KOTYV executives did not return phone calls.

Clear Channel Communications is a
dominating player in Tulsa’s local media.
The company owns both the Fox and UPN
affiliates in the market, along with six radio
stations and Eller Media, its outdoor adver-
tising business. Clear Channel last Decem-
ber created Tulsa’s first TV duopoly by
acquiring UPN affiliate KTFO-TV to go
along with its Fox affiliate, KOKI-TV. Nei-
ther outlet carries local news programming.
Executives at the two stations could not be
reached for comment.

In an effort to promote its various media
brands in the market, Clear Channel this
month staged the first annual Clear Chan-
nel Riverfest, a two-day event on the banks
of the Arkansas River, which runs through
Tulsa. Hanson, the hoy band of brothers
who hail from Tulsa, headlined the River-
fest, which attracted an estimated 15,000
people.

Tulsa’s WB affiliate, KWBT-TV, was
acquired this past February by Cascade
Broadcasting. The station averages ratings
in the 2s sign-on-to-sign-off, in the same
range as UPN affiliate KTFO.

Another broadcast outlet in the market

|
|
|

casting Network.
In addition to its
primary signal on Channel 17 in Tulsa,
KDOR also has two translator signals for
nearby Muskogee, Okla., and Independence,

SCARBOROUGH PROFILE

Comparison of Tulsa
. 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
African 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
Access Internet/WWW

HOME TECHNOLOGY

Own a Personal Computer

Shop Using Online Services/Internet
Connected to Cable

Connected to Satellite/Microwave Dish

Kan. KDOR produces a local half-hour pub-
lic affairs program on Fridays at noon called
Foin Our Town. Another locally produced
program, Praise the Lord, airs for 90 minutes
on Fridays.

KDOR’s primary competitor is LeSea
Broadcasting’s KWHB-TV, another Chris-
tian outlet in the market. Many area resi-
dents are are Christians, and Oral Roberts
University, the well-known Christian liber-
al college, is located in Tulsa.

"Tulsa’s only daily newspaper is the fam-

Top 50 Market Tulsa Tulsa
Average %  Composition % index
31 28 88
41 41 100
28 31 112
25 14 54
12 10 83
10 8 77
23 20 88
13 6 46
12 3 27
53 50 94
64 63 99
22 20 91
18 17 93
30 36 120
39 41 107
13 14 110
72 68 95
77 76 99
75 71 95
73 71 96
71 74 105
91 91 100
58 57 98
3g 27 70
64 59 92
27 24 90
73 63 87
14 25 174

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

cume of alt viewers within a specific daypart for TV and cable.

Source: 2000 Scarborough Ressarch Top 50 Market Report {August 1999-September 2000)

20 MEDIAWEEK June 25, 2001 www.mediaweek.com



FAN

1

- i
o

N, N ‘o oh
L L g e \

AWTHORN Ry
/—suﬂfs ‘ \'_‘ <

£rom the Dask A

e ron dUring o,

x qek
At AUV\Y—. Now 3

goPN RADIO. guests €N
xended ST

dhovl viere o ¢

Y wospitality.
eV\O\Ja\ of our &xX

oting iP5 fue 9ot
Go* Gome\-

wo
v\v,s ;Or ‘“\e s
O\" QV\A ‘\'\\Q Fo( \,ou...\de

Pree words

re %ot
ee s

At ESPN'RADIOQ;it’s 4ll about the fans. Take Mike Leven, ZMirman of Hawthorn Suites™
_—for jnstance. To get the full story of how he scored big with ESPN RADIO, go to the
websit’e&ted above. You canalso pick up a FREE ESPN RADIO GIFT while you're there.
THE WORLDWIDE LERDER IN SPORTS
www.espnradio.com




RADIO OWNERSHIP

Owner Stations
Cox Radio 1AM, 4 FM
Clear Channel Communications 1AM, 4 FM
Renda Broadcasting 2FM
Journal Broadcast Group 1AM, 2 FM
Shamrock Communications 2FM
Permry Broadcasting 1AM, 1 FM
Stephens Family LP 1FM

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

28.4 $13.9 31.9%

18.7 $8.6 19.7%

125 $6.7 15.5%

135 $6.4 14.7%

6.9 $3.3 7.6%

5.0 $1.8 4.1%

5.0 $16 3.7%

Includes only stations with significant registration in Arbitron diary returns and ticensed in Tulsa or immediate area.
Ratings from Arbitron Winter 2001 book; revenue and owner Information provided by BIA Financial Network.

ily-owned Tulsa World. The World’s circula-
tion averaged 143,582 during the six months
ended in March, a decline of 6.1 percent,
according to the Audit Bureau of Circula-
tions. The paper’s Sunday circulation was
206,801, a drop of 3.3 percent.

Like most other media outlets in Tulsa,
the World made the most of the U.S. Open.
On June 10, the paper included a 96-page,
full-color Open preview with its Sunday
edition. The special section generated more
than $1 million in revenue, says Wor/d pres-
ident Robert E. Lorton III.

Then starting on June 13, the day before
the tournament began, the Wor/d ran daily
special sections on the Open; the sections
ran a miniumum of 14 pages, including
advertising. The paper also ran an Open
story on Page 1 every day during the event
and featured related stories in its Business
and Living sections, says Joe Worley, World
executive editor.

The paper’s advertising department
began developing strategies for tieing in
with the Open a year in advance. In April,
the World published a special 28-page sec-
tion on golf in Oklahoma, featuring infor-
mation about every public and private
course in the state.

While the 96-page Open magazine was
the Worlds largest and most elaborate spe-
cial section to date, the paper has published
several other special sections. Last year, the
daily ran a section on capital punishment in
connection with the debate over the execu-
tion of convicted Oklahoma City bomber
Timothy McVeigh. The section included a
thumbnail profile of every inmate on death
row in Oklahoma and examined residents’
opinions on the death penalty. The 12-page
World section won a first-place award for
public service from the Oklahoma Associ-
ated Press.

Following the release of the U.S. Cen-

|
|

|

}

|

|
|

sus Bureau’s 2000 data, the World published
a special six-page section with detailed
information about Oklahoma’s population.
The World also publishes Satellite, an occa-
sional department within its Living section
that is written, designed and produced by
local high school students.

The World markets itself as a statewide
paper, with national and international news.
The paper publishes five zoned editions
each day: Midtown, Southside, Eastside,
Westside and Broken Arrow.

While the World is the only daily in Tul-
sa, it does face competition from some sub-
urban papers. In Bartlesville, about 50 miles
north of the city, Donrey Media Group
publishes the Bartlesville Examiner-Enterprise
(daily circulation 10,986; Sunday 13,438).
And in Muskogee, about 50 miles south,
Gannett Co. publishes the Muskogee Phoenix
& Times-Democrat (daily circ 19,088; Sun-
day 20,078).

In local cable, Cox Communications is
the dominant operator in the market. Cox

NIELSEN RATINGS CHART

provides local advertising insertions on the
eight cable systems it controls in the DMA
through its advertising arm, CableRep. Cox
also has agreements with two other MSOs,
Wehco and Charter Communications, to
handle ad insertions on their smaller sys-
tems on the castern side of the market, says
Vic Bailey, gm of CableRep-Tulsa. Alto-
gether, CableRep can insert commercials
on systems that serve a total of 216,000
subscribers. In the Tulsa metro area, Cox
next month will expand the number of
cable channels it inserts ads on to 40, up
from the current 36.

Cox controls about 60 percent of the
cable households in the DMA. Overall
cable penetration in Tulsa is just 63 per-
cent, well below the average of 73 percent
in the country’s top 50 markets, according
to Scarborough Research. Some 25 percent
of the market’s residents are connected to
satellite TV services, almost double the
national average (see Scarborough chart on
page 20).

The Tulsa radio market is ranked No. 64
in the country by Arbitron. Cox Radio’s five
outlets in Tulsa have a combined listener
share of 28.4 and control nearly 32 percent
of the radio advertising dollars spent in the
market, according to BIA Financial Net-
work (see Radio Ouwnership chart above).
Atlanta-based Cox acquired nearly all of its
Tulsa radio properties in 1996. In 1999, the
company added Classic Country stick
KTFX-FM. Cox changed that station’s call
letters to KRT'QQ-FM and flipped its format
to Rock. Rock is one of the dominant for-
mats in Tulsa, along with Country and

EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

Time Network Station Rating Share

5-5:30 p.m. ABC KTUL 10 28
CBS KOTV 9 25
NBC KJRH 3 9

6-6:30 p.m ABC KTUL 12 27
CBS KOTV 9 21
NBC KJRH 4 8

Evening News

10-10:30 p.m. ABC KTUL 17 2
CBS KOTV 12 23
NBC KJRH 7 13

Inciudes local news programs only. All household rating and share numbers are estimates, compiled from diary returns.

Source: Nielsen Media Research, May 2001
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RADIO LISTENERSHIP

Avg. Qtr.-Hour Share

Channel stations in Tulsa.
Del Giorno previously was
program director and after-

Morning  Evening noon-drive host at KRMG-
Station Format Drive, 12+ Drive, 12+ AM, Cox’s l)owerhouse News/
KRMG-AM News/Talk 12.7 9.2 Talk station in the market.
KMOD-FM Album-Oriented Rock 8.7 7.0 KTBZ is the only Sports
KHTT-FM Top 40 6.6 6.8 outlet in the market.
KWEN-FV Country 6.4 6.0 Also in February, Clear
KBEZ-FM Adutt Contemporary 6.1 5.1 Channel flipped the format
Kv0O-FM Country 6.0 4.6 of its struggling Alternative
KV0O-AM Country 5.3 46 outlet KMRX-FM to Chris-
KXQJ-FM Christian Coptemporary 4.8 5.5 tian Contemporary. KMRX
KL -] Oldies 5 a8 competes with loca'lly owned
KRAV-FM Adult Contemporary 4.3 4.7

Source: Arbitron Winter 2001 Radio Market Report

News/Talk.

Cox owns two Rock properties. KRTQ-
FM plays mostly *90s fare from the likes of
Korn and Creed, with a sprinkling of some
older hits thrown in. Sister outlet K]SR-FM
offers Classic Rock. KRT() skews toward
young male listeners, while KJSR targets
listeners in the 35-45 range and has about a
45 percent female skew.

Clear Channel owns six stations in the
market, with a combined listener share of
18.7 and revenue share of 19.7 percent,
according to BIA. CC’s KAKC-AM “La
Bonita,” which flipped from News/Talk/
Sports to Spanish a few vears ago, is not
included in the listener/revenue totals
because the outlet does not attract enough
listeners to register in the Arbitron Radio
Market Report. Rick Cohn, vp and market
manager for Clear Channel’s radio holdings
in Tulsa, says he has maintained the Span-
ish format on KAKC because the market’s
Hispanic population, although small (about
3 percent, according to Scarborough), “is
underserved by radio.”

Clear Channel’s Album-Oriented Rock
station KMOD-FM has been on the scene
for nearly 30 years and has led the market
in total adult 25-54 listeners for about the
past 15 years, Cohn says. Competitor Cox’s
efforts to “bookend” KMOD, reaching
younger and older demos in the Rock for-
mat with KRTQ-FM and KJSR-FM, has
failed to overtake KMOD, Cohn says.

In February, Clear Channel changed the
call letters of its Sports/Talk station KQ-
LL-AM to KTBZ-AM “The Buzz.” CC
replaced the syndicated morning show One
on One Sports from ESPN Radio with local
host Michael Del Giorno, who also serves
as director of programming for all six Clear

Christian ~ Contemporary
station KXOJ-FM (control-
led by Stephens Family LP);

| KMRX has a Rock edge, while KXOJ is

more Christian Adult Contemporary. Cohn
says he decided to make the programming
switch with KMRX because the station was
not performing well with the Alternative
format and because Tulsa has a strong
Christian youth movement.

Renda Broadcasting has two solid sta-
tions in Tulsa—Adult Contemporary KB-
EZ-FM and Top 40 KHTT-FM. Shamrock
Communications also has two FMs in the
market, Alternative KMYZ-FM and KT-
SO-FM. in January, Shamrock gave up on
the market’s only Classical-formatted out-
let, switching KTSO to a “Soft Oldies”

Clear Channel’s Oldies property.

Journal Broadcast Group owns three
Country stations in Tulsa—KVOO-AM
and -FM and KCKI-FM. Mike DeMarco,
vp/general manger of the three outlets, says
each station targets a different audience.
KVOO-FM is an older-skewing Classic
Country station, with an emphasis on news
and information. KCKI-FM plays a Hot
Country format, targeting younger listen-
ers. KVOO-AM has more of a mainstream
listenership. The outlet, celebrating its
75th anniversary this year, is the oldest
commercial station in Oklahoma and was
the launching pad for Bob Wills and the
Texas Playboys, considered the fathers of
Western swing music.

Perry Broadcasting’s two FM outlets
serve Tulsa’s African American community,
which accounts for an estimated 6 percent of
the market’s population, according to Scar-
borough. Perry owns Urban stick KJMM-
FM. Late last month, the company ac-
quired KGTO-AM from Cox. Perry, which
had operated KGTO since February via a
local marketing agreement, changed the
station’s format from Adult Standards to
Rhythmic Oldies.

The dominant player in Tulsa’s outdoor
market is Clear Channel’s Eller Media.
Eller controls more than than 1,000 fac-
ings on standard-size permanent and ro-

playlist. KTSO competes with KQLL-FM, tary bulletins. [ |
NEWSPAPERS: THE ABCS
Daily Sunday Daily Market Sunday Market
Circulation  Circulation  Penetration Penetration
Tulsa County: 226,697 Households
Tulsa World 99,878 139,289 441% 61.4%
Wagoner County: 21,104 Households
Muskogee Phoenix-Time Democrat 1,528 1,488 72% 71%
Tulsa World 5,574 8,673 26.4% 41.1%
Creek County: 25,841 Households
Tulsa World 7,011 10,813 271% 41.8%
Mayes County: 14,967 Households
Tulsa World 2,911 4,632 19.4% 30.9%
Osage County: 15,821 Households
Bartlesville Examiner-Enterprise 491 587 3.1% 3.7%
The Daily Oklahoman 272 243 1.7% 1.5%
The Ponca City News 364 452 2.3% 2.9%
Tulsa World 3,359 4,482 21.2% 28.3%
Rogers County: 27,115 Households
Tulsa World 6,216 9,655 22.9% 35.6%

Source: Audit Bureau of Circulations
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M.E. Kelly never had a cover subject sﬁow up in
his office unexpectedly—until recently.

Climb Time

THERE WAS THE “AIDS in Africa” cover story. The
“Global Warming” cover story. The Christy Turling-
ton-as-the-face-of-yoga cover story.

Since taking over from longtime m.e. Walter

Isaacson in January, Jim Kelly has presided
over some 25 issues of stalwart newsweekly

Time, some provoking more reader reaction |

than others. But the one that most moved
Kelly himself was the recent “Blind Faith”
cover story, chronicling the amazing feat of
Erik Weihenmayer, who scaled Mount
Everest without the aid of sight. When Kel-
ly saw the dramatic photos from the climb,
he made the decision to go with Weihen-
mayer as the cover story, even though the
king and queen of Nepal were killed by
their own son the same week.

Then a funny thing happened the day the “Blind Faith” issue hit stands: The cover subject
and his father popped into Kelly’s office on short notice, thanking him for the coverage. Meet-
ing the climber in person left Kelly nothing short of inspired. “As corny as it sounds, it was def-
initely the most compelling, inspirational, dramatic story I've experienced” since becoming m.e.,
says Kelly. “Rarely does such a wonderful story fall off a mountain.”

DARRYL ESTRINE/HBO

Lou DiBella says that during his tenure in the 1990s as
head of all boxing televised on HBO, he was “the most
important buyer of boxing matches in the worid.” Under his
leadership, the cable network and its pay-per-view unit put
together and televised some of the biggest boxing matches

CEO and Founder:, DiBella Entertainment

in the history of the sport, including the Riddick Bowe—Evander Holyfield series.

Now the boxing shoe is on the other foot. It's DiBella, the promoter, trying
to get his fights aired by HBO. After 11 years at HBO, DiBella felt he had
accomplished as much as he could as a TV matchmaker. He'd always been
interested in the other side of the sport—managing boxers—so in May 2000,
he quit his HBO executive post and started his own sports and entertain-
ment company.

“Now I'm dealing with the same people at HBO that used to work for me,
and I'm kissing their butts with impunity,” he jokes. One of those former col-
leagues, Kerry Davis, was hired by DiBella and became his successor.

On July 7, HBO's Boxing After Dark series, which was created by DiBella in
his days at the cable network, will televise a fight co-promoted by DiBella in
Coney Island—the first match held at that Brooklyn, N.Y., location in 50 years.

DiBella has done well in his new profession. Last December, he signed
six Olympic-veteran fighters to long-term contracts, among them Ricardo
Williams Jr. and Germain Taylor. In January they made their pro debuts on
the same night on a boxing card televised on HBO's KO Nation series.

DiBella says in his years negotiating matches, he always felt for the box-
ers. “| always believed the fighters should know everything about their
finances and not be kept in the dark,” DiBella says. “The fighters are my
clients—! work for them, they don’t work for me.” —John Consoli
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Movers

NETWORK TV

CBS News has promoted three vice pres-
idents to senior vps. Marcy McGinnis,
who joined CBS News in 1970 and has
been vp of news coverage since 1997,
was upped to senior vp. She oversees
CBS News’ worldwide news-gathering.
John Frazee, vp of news services since
1989, was also promoted to senior vp,
as was Betsy West, who since 1998
has been vp of prime-time news, includ-
ing 60 Minutes, 60 Minutes Il and 48
Hours....ABC has promoted Spencer
Neumann from executive vp/CFO of the
Walt Disney Internet Group to executive
vp of the TV network, where he will work
with Alex Wallau, ABC Television presi-
dent, on a range of policy, programming
and operations issues. He will continue
to be based in Los Angeles.

MAGAZINES

Jullan Lowin, former publisher of G+J
USA’'s Fast Company, has joined New
Economy biweekly Red Herring as pub-
lisher...Virginia Campbell will leave
Movieline later this week after 12 years
as editor to return to the literary field.
Executive editor Heldi Parker will serve
as acting editor in chief until a perma-
nent replacement is named...Ronni
Faust, former vp of communications for
BBC Worldwide Americas and communi-
cations veteran for the media industry,
has joined the Magazine Publishers of
America as vp of communications...
Randi MacColl, executive director of
marketing and creative services for
Condé Nast's Architectural Digest, has
been promoted to associate publisher,
marketing.

RADIO

Julle Talbott was named senior vp of
integrated marketing solutions for Pre-
miere Radio Networks, the programming
subsidiary of Clear Channel Communi-
cations. She had been COO for MJI, a
syndication company owned by Pre-
miere...George Mler was named pro-
gram director of Spanish Broadcasting
‘System’s WSKQ-FM in New York, replac-
ing Gino Reyes. Mier comes to SBS
from Q Broadcasting, where he was vp
of programming for the company’s sta-
tions in Orlando and West Palm Beach,
Fla., and Chicago.



IG OUT OUR EARS.

WHECH WE ARE VERY CAREFUL

TO CLEAN BEHIND, BY THE WAY.

Aad moms cre just the beginning. We're cleaning up or. teachers, kids, and dads,
t30. (Which ears we have your Back-to-School audience all wrapped wip.) We reach
10 millio=. -ariqaz visitors every month. Parents who are affluent and well-
ecucated —p-ofess_cnals, as well as homemakers. Teachers who are very involved.

LEARNING

Eids who secome engaged with our sites everyday. With LearningNetwork.cam, you NE-WDORK

czn react ame cf zhese coveted targets or all of them. Let us help you build
asmart pan for 3ack-ta-School and start planning for Q4 holiday season now.

Eook your m=2dia by June 30th and get 20% off. Contact jil_ thibault@learingnetwork.com or call (800) 927-6006 ext. 1625.

Reach Pzeats
Fer IyEcucatior.com
SchoolCasn.com
Ino®P eas2.com

Reach Kids
FurBrain.com
FactVonster.com
KLNlive.com

Where pa-en’s, teachers
& kids came together.

Reach Teachers

Teachervision.com
MySchoolCnline.com
TeachePoints.com



Media Di

CHRIS HOLLO

Backstage at the Country Music Hall of Fame in Nashville, Dolly Parton chatted
up V1 and CMT chief Joha Sykes and COO Ann Sarnoff before Parton’s recent
appearance on Country Music Television’s new show, CMT Most Wanted Live.

Alan Taylor, host af the syndicated Motar Trend Badio programs, interviewed
Jamie Lee Curtis in New York recently as she discussed her Kid Care
Identification Program by Ford Motor Co.

Parents magazine celebrated its new fatherhood columnist, Al Roker, at a
recent luncheon at Shelly's New York. (L. to r.) Mary Jo Romeo, publisher of
Parents; Roker; and Pam Gentile, advertising director for Cotton Inc.

~ " o \alassi
ol -
oo - , alassis
www.valassis.cem - www.valassis.com - www.valassis.com - www.alassis.cem - Connecting People.to Brawds™
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CLASSIFIED ADVERTISING/June, 2001

Page C1

EAST

Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month).
New ads, copy changes, and canceliations are due by the third Thursday of the current month
| for appearance the following month. RATES: $49 per line monthly; $304 per half-inch dis-

play monthly. ALL ADS ARE PREPAID. Monthly, quarterly, semi-annual and annual rafes
available. Orders and copy must be submitted in writing. Mastercard, Visa, and American
Express accepted. Call Sara Weissman at 1-800-7-ADWEEK. Fax 646-654-5313.

ADVERTISING INTERNET
RESOURCES

it a Technical Dead End?

Blast Your Way Out With
METAFUSE.

‘We're not Web-site designers.

‘We're a programming SWAT team ‘
for the hard-core interactivity that

puts your killer Web sites ahead

of the pack and top-of-mind.

949.476.6499

www.metafuse.com

ADVERTISING SPECIALTIES

PAKTITES® COMPRESSEDTSHIRTS
This PakTite'

is an X-Large
| [Heavy-

WEI’%]Ir

Many stock & custom shapes available:
Great for GWP's, Tradeshow Giveaways and
On -Pack Promotions. Include coupons,
catalogs and event schedules inside packages.

ART/DESIG

N SERVICES

FREELAN

ADVANCERS

CE

Providing Excellen

a Graphic Design
A Art Direction
A I1lustration

http://www.freel

Since 1987

a better way to save the day

210 661 0900
t Artists & Writers

A yeb Design & Production
A Copy/Tech Writers

A Proofreaders

anceadvancers.com

ART/DESIGN SERVICES

CARTOONING

(PRESSED AND

com
s S

Screen printed towels of all sizes and
weights,Jow minimums, quick delivery;
Also patented Matrix® photo towels

3-STRIKES CUSTOM DESIGN
1905 ELIZABETHE AVE. RAHWAY, NJ 07065

1 Tel.732-382-3820 Fax.732-38:
l E-mall:customerservice@3strikes.com

ASI
91243

Web Site : www.3Strikes.com

ART/DESIGN SERVICES

Almost as creative as your ad
agency’s accounting department.

ROCKET B

Advertising

Big agency tatent.
small agency rates.

www.rocket12.com

BRANDESIGN

Where does one stop and the other start?

Corporate identity,
websites and other
susiness collateral.

www.courtneyco.com

212-594-1748

NEED A GREAT BROCHURE?
Call Ted Dixon (212) 226-5686

25 yrs., A/D with full production exp, 24/7
service, no farming out.
www.gregorynewsondesigns.com
or call (212) 926-0363

INVIsion

GRAPHICS

INVISION GRAPHICS offers the
most creative and dynamic graphic
concepts from start to finish.

mm) WEB DESIGN
Bs) COMPANY PRESENCE

mm) CAMERA READY ART

) ADVERTISING

Call STEVE At: 718-544-7670
www.invisiongraphics.com

Custom Illustration
And Cartoons
Call Janie at 661 299-4764

| http://janieg8s. home.mlndsprlng.com

COPY/CREATIVE
AWARD-WINNING

RadioPrint.TV

MEDIA-SAVVY

RadioPrint.TV

ART DIRECTION

LOG ONTO

Sr. AD/designer, www.mollicastudio.com

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

Not your average AD*Dick G.212.213.5333

FAL A/D 212-873-2381

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

RadioPrint.TV

[ WE DON T OVER PROMISE
| WE OVER DELIVER.
Call Dann & Gary
914-715-5636

creative, strategic ADS

BROCHURES, etc.

COMPUTER SOFTWARE

212 348 - 9181

Visit ADMAN - >www.admanweb.com

What's the big idea? DG 212.213.5333

COPY/CREATIVE

EAVY CREATI

An executive copywriter from Y&R, ™
an executive art director from O&M,
all the awards and, best of all,
now you can afford us.
Before you think twice, call once.

212.769.4545

See our work at www.heavycreative.com

COPYWRITING

Top copy pro @ low rates (212) 439.1845

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

Now: Corporate Profiies & Helpful
Commentaries by Celebrity Writers 24/7
JohnR8831@aol.com

SMARTEN UP!

Senior big agency writer creates fresh, strang,
clever copy. See for yourself.
www.Portfolios.com/Smartypants.com
Or call: (212) 769-3737

CORPORATE COMMUNICATIONS
Expert writing for Web or print. See me at
usable-thought.com or call 914-478-8420

Chiat/Day senior writer
(415) 563-8800 email: chuck@thegze.com

LONG COPY SPECIALIST
Brochures, annual reports, catalogs, more.
DAN ICOLARI 718-442-7846

HOT COPY, COOKED TO ORDER...
Hungry? Call me ... | deliver!
212.254.9311
www.joanweb.com

FREELANCE COPYWRITER
Thinks strategically. Writes creatively.
Good. Fast. Very experienced.
Call Patt (212) 595-6780

www.CreativeCopywriter.com
See for yourself.

CREATIVE

Push the right buttans. D. Grider 212.213.5333

CREATIVE SERVICES

more creative than humanly possible « 212 749 2782

Seasoned creative team now available for
brand-bullding, product-selling & web craft-
ing. Windows also washed.312.409.5798.

Reach your ad community in
ADWEEK CLASSIFIED
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EAST SERVICES & RESOURCES

DIRECT MARKETING

MARKETING CONSULTANTS

PROOFREADING

RADIO PRODUCTION

MORE BANG FOR YOUR BUCK
We'll show you how to target the
customers you need with creative
and unexpected direct marketing.

Call Lisa (212) 481-7300 x.13

Lisa@EverydayMedia.com

EDITORIAL SERVICES

BETTER WORDS EDITORIAL SERVICE
Writing, editing, copyediting, proofreading.
Take advantage of the Cdn. exchange rate!
(647) 439-9962 info @ betterwords.ca
www.betterwords.ca

INSURANCE

ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE?

We specialize in insurance for
advertising & media firms.
Our rates are the most
competitive in the industry!

Advertiser's Professional Liability
Property & liability Coverage

Life & Disabhility Insurance
Group Heallh, 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 CONSULTANTS

MARKETING

Management Executive with 15+
years' experience in strategic plan-
ning, business development, sales
and marketing, product launches,
| J event planning, awards programs,
and conference management, is
seeking clients with event plan-
ning/marketing needs on a project
basis. Proven track record of in-
creasing revenue, developing new
clients, extending brand and produc-
ing quality events. Producer of one
of the industry’s most premier
events. International experience.

Phone: 609-588-8703

marshastoltman@ hotmail.com

WANT HELP?
| Marketing Consulting. Strategic Planning
‘ Brand Building. Thorough.
ZBC, Inc., Len Zimmerman (212) 860-3107
‘ www.zbcinc.com

MARKETING RESEARCH

SURVEYS

Focus Groups
Sccondary Research

Vi
T [27

In consumer. commercial and sociopolitical markets,
with 37 years experience covering all 50 states and over
50 foreign countries. Litigation support division for
Attorneys. Full service research and consulting services
are provided to large and small firms. designed ad hoc
to match chient needs. Fast turnaround capablities.
Initsal Consultation Complimentary
INTERCONTINENTAL MARKETING INVESTIGATIONS INC.
P.Q. Box 2147 » Rancho Santa Fe, CA » 92067
Website www imuresearch com
Tel 858-756-1765 o Fax 858-756-4605

MEDIA AUDITING

Measured Performance of
Media Agency
www.hawkmedia.com
415-343-2420

MEDIA BUYING &
PLANNING SERVICES

Maximize your MEDIA investment.
North American expertise & knowledge.
Canadian Media Specialists.
Results-Driven-Proven Solutions
the media people
Tel & Fax; 416-367-2604

America’s Radio Experts.....212-292-4225

SAVE MONEY! SAVE OVERHEAD!

Let us be your media department.
Experienced in over 150 markets nationwide.
State-of-the-art research capabilities.
Call Andy Malis at MGH: 410.902.5012

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
MEDIA FIRST INTERNATIONAL, INC.
New York-212-686-3342 X 222
Minneapolis-612-630-1102 X 1

MusIC

www.LicenseMusicNow.com

PRINTING

77" PRESS CAPACITY

800-325-1451
Fax Specs For Quick Quote (314)991- 4726

OUT OF HOME LITHO

TRANSIT SIGNS - BUS, SUBWAY, AIRPORT, TAXi ¢ QUTDOOR & MALL POSTERS ¢ BACKLIT

st.1ois, v0 Compton & Sons, Inc. sice 1853

SHORT & LONG RUNS

EDITORIAL EXPRESSQ§

| |EXPERIENCED - FAST - PRECISE

Advertising - Collateral
Catalogs - Annual Reports
Magazines - Manuals

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

RADIO COMMERCIALS

Need radio spots en espaiiol?
spanishradioservices.com (713) 407-1468

Creative Oasis 425-830-7633

www.kenrayzor.com

www.killerradio.net

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.

RADIO PRODUCTION
Killer Radio!

www.kenrayzor.com ¢ (888) KRSound

If you play our
ree] backwards,
you can hear
the sound of
Ed McCabe
choking on a
pork chop.

RADIO IN
THE NUDE
310-451-0500

radiointhenude.com |

RADIO PRODUCTION

Twa Years

<MOBIUS ADYERTISING AWARDS

Fax 0% your

“World's Best
Overall Production

and Running

Call or email us for your free demo (D, or visit us at www.sarley.com

Sarley, Bigg & Bedder

Radio at its best
Phone 323-969-9761 Fax 323-969-9343 Email info@sarley.com

Looking for the perfect job?
ADWEEK CLASSIFIED

] | Classified Advertising Call Sara Weissman at 1-800-7-ADWEEK |
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EAST SERVICES & RESOURCES

RADIO PRODUCTION

RADIO PRODUCTION SWEEPSTAKES

Finally,a New York

creative team
that loves radio
assignments

Bart Smith produces.
Chris Grabenstein writes.
You get *way better radio.”

Contact Chris @ 917.753.9566 Or Bart @ 206.343.9645

RADIO PRODUCTION

89 Clios...and counting

work with the best in the business
bertberdisandco.com
call for the reel 323.462.7261

RADIO PRODUCTION

ONE IN FIVE PEOPLE
CAN'T READ.

[Which makes our ads at least 20% more effective than print.

PLANET
OUTEH

RADIO WRITING &
206.624.9700

PRODUCTION
www.outerplanetradio.com

RADIO MERGURY GOLD AWARD WINNER

Use ADWEEK MAGAZINES to get National Exposure

I

Sweepstakes.Web Promotions.Administration
‘ Go to www.cfacomp.com or Eric 888-371-3742

How to produce better
radio without using
a production company.

A Guide for Writers and Producers
2. WRITING SCRIPTS.

VOICE OVER

Hear here. www.johnmatthew.com

ADWEEKONLINE:

FINDING THERIGHTEMPLOYER
JUSTGOTAWHOLE LOT FASTER

ADWEEK MAGAZINES Classified Online at
adweek.com, the most comprehensive
and most up-to-date source of advertising,
marketing and media positions, has
several new features that will help you
streamline andtarget your search:

e Instant e-mail responses.Just by
clicking on an email link that
appears in many online ads, you

| can send your resume, cover let-
ter, and other material in seconds
to a prospective employer, And
this means to confidential ads, too!

e Visitan employer's web page.

Many oniine ads have a direct link

to the company's website, so you

can learn more about them fast.

Directlinks tothe ADWEEK

MAGAZINES Archives. Just by

clicking on the company's name,

subscribers to ADWEEK Online's
premium services can search the

Adweek, Brandweek, Mediawesk

and MC archives fornews and

J features about an employer. The

more you know, the smarter you'il
| search.

| VISIT ADWEEK.COM
In printand online,
ADWEEK MAGAZINES
Classifiedis
THE HIRE AUTHORITY

|

|

|

|

i

|

|

|

: Writing radio is actually easy, once
[ you have a strong premise. It’s kind
i of like sculpting: just take away
1 everything that doesn't serve your
| premise. Good dialogue is usually
| kind of "messy” and non-linear.
| You can learn what's working and
| what isn’t from your auditions.
| Suggestion: listen to movies with
| good dialogue (start with the Coen
| brothers). When you present to
| your client, be sure and tell them
| “the spot will (hopefully) evolve
| throughou( the process, but the
| basic message will remain intact.”
| This will keep them from re-writing
I your scripts. Keep it open. And never
| send them the script ahead of time,
: or they'll grade it like a term paper.
[ Always insist on them hearing the
| spots first, "like their target will
| consume them,” and then send scripts
1 afterwards. And if you get stuck, call
| Austin at 503-224-9288 or send your
| scripts to austin@radioland.com.
|
|

ATTNS
FREELANGERS

ADWEEK can offer you the exposure

you need in our Services & Resources

section. If you need to get your service su BSCRIPTION ou ESTIONS" ‘
Need Information about a subscrip-
tion to ADWEEK, BRANDWEEK, or
MEDIAWEEK? For fast service, call
our subscriber hotline TOLL FREE: ‘

1-800-722-6658

out to the people who matter, you need
to advertise now.

Call for info
1-800-7-ADWEEK

OFFERS & OPPORTUNITIES

SHARE SPACE _AcauisiTions _J __________ OFFICESPACE |

OFFICE SPACE TO
SHARE

Located in the heart of Midtown, on
56th Street, in New York City. $750
per month inciudes gas & electric.
Call for an appointment
212.307.0007

A Great Opportunity
We're looking to acquire Web Design
and/or Print Design Agencies to com-
pliment our busy and growing group.
Can be a shop of one, two or more.
All inquires will be responded to and
held in strict confidence. E-mail:

ab@visiongraphics.com

PRIME LOCATION

Garden City Ad Agency has two
windowed furnished offices available
Appr. 12 x 16 each. Ideal for individual
or small company. Reception available.

Conference room. Garage.
Call 516-228-5162

HAVE EXCESS SPACE?

Established ad agency with 6 staff
seeks sublet in midtown with compati-
ble agency/marketing firm. Use of
conference room & reception.

Call: 212-879-7613

RATES for Employment and Offers & Opportunities

MINIMUM: 1 Column x 1 inch for 1 week: $192.00, 1/2 inch increments: $96.00 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. Readers
responding to any ads with box numbers are advised not to send samples unless they are
duplicates or need not be returned. We are not responsible for recovery of samples.

1-800-7-ADWEEK Classified Manager: Sara Weissman

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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OFFERS & OPPORTUNITIES

RADIO PRODUCTION

HELP WANTED...

WADIO:
IT’S LIKE

HIGH

DEFINITION

RADIO.

SERVED FRESH DAILY

Starting July 2, 2001, ADWEEK MAGAZINES
CAREER NETWORK, your leading online
source for the best jobs in the advertising,
marketing, and media businesses, will be
posting fresh, hot, new jobs each and every
business day. Now, you will find the latest
and most exciting career opportunities five
days a week -- and you will find more of
them in your professions than anywhere
else on the web or in print.

And for our advertisers, this new daily post-

www.wadio.com

? ing means that your help wanted ads appear
faster than ever before -- and you can fill

those positions faster than ever before with
the best candidates imaginable.

For more information about this
valuable new service
call us at: 800-7-ADWEEK
in the West, call 888-8-ADWEEK

ADWEEK MAGAZINES
CAREER NETWORK

el o 2t

LA: 323957 3399 - NY. 212 768 9717

CLASSIFIED ADVERTISING/June 25, 2001

EMPLOYMENT

EMPLOYMENT

Director Of Media Business Dev
Great Comp PKG Also TV/Radio/Print
Buyers-$$ Commensurate with Exp

Our Client & position, located, in Houston TX. is A Top 10 member of “THE
FORTUNE 500" Answer this ad only if you have 5 plus years exp in developing
Media Business with National FORTUNE 500" clients in TV, Radio, Print, etc. are
looking for an outstanding performer FOR THE MEDIA BUYER POSITION
SPECIFY WHAT MEDIA YOU ARE CURRENTLY BUYING.

Relocation package offered Reply in strictest confidence to: Lee Rudnick DBI
Media Executive Search PH: 212-967-0744 All resumes must be emailed as
word documents or pasted in the EMail To: lee@dbiny.com www.dbiny.com

W
A= MARKETING

GROUP

ACD/ART & ACD/COPY
HALLMARK LOYALTY MARKETING GROUP

You've been developing strategies and creating concepts for
large companies for years. You’ve created ads, direct mail and
all manner of marketing communications. You're good at it.
Your boss likes you. Life is swell.

Now it’s time to take the next step.

We are Hallmark lLoyalty Marketing Group, an agency
focused on customer retention. We build relationships |
between Fortune 1000 brands and their customers using |
creativity and emotion. Think direct marketing, only nicer.

We’re looking for creative people—the very best art directors ‘
and copy directors with a history of strategic thinking, great 1
presentation skills and a top-notch portfolio of work that has [
successfully connected customers to companies. |

Interested candidates should send a cover letter, resume and
5-10 representative work samples. ACD/Copy candidates will
be asked to complete a loyalty portfolio of exercises.

MAIL TO:

HALLMARK CARDS, INC.
CREATIVE STAFFING ADW/444
P.O. BOX 119580

2501 MCGEE

KANSAS CITY, MO 64108-2615

HALLMARE CARDS, INC. 1S AN EQUAL GITORTUNITY EMPLOYER. NG MIONE CALLS FLEASE. ‘

your job is online

www.rga-joblink.com « 212-475-0099
ROZ GOLDFARB ASSOCIATES

DIRECTOR OF FINANCE

Successful Bethesda communications/social advertising firm seeks motivated
senior Director of Finance for managing budgets, contracts, financial statements,
and cash management. Requires significant accomplishments in information systems
(Deltek/Sympaq), government contracting, [RS/DCAA audits, and pricing
strategies. Must be a hands on leader, team player, and skilled commuricator.
Submit cover letter, resume, and salary history to:

Equals Three Communications
7910 Woodmont Ave, #200
Bethesda, MD 20814
E-mail: hr@Equals3.com
or fax: HR/DOF 301-652-5264
EOE

Looking for the perfect job?
ADWEEK CLASSIFIED
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ideas more powerful

than a locomotive

uperheroes wanted.

(We’ll supply the cape.)

It's about working with the best and brightest, the
knowledge you gain from others. Simply put, it's about
the leve! of talent around you.

Surround yourself with business leaders and trailblazers.
They're here at Capital One—driving business strategy,
ready to help elevate your career to new heights.

We're one of the 50 Best Performing Companies in the
S&P 500 according to Business\Veek® for the second year
in a row. Some say we're superheroes of the financial
services industry. From one superhero to another. ..

Your cape is waiting.

For more information on careers at Capital One, visit us at
www.capitalone.com/superjobs.

100 BEST
COMPANIE
T0 WORK FO

Director of Consumer Research
Executive level opportunity available for market research
professional with 10+ years experience, proven evidence
of linking research to strategic business decisions and
ability to provide leadership across the Brand Organization.

Director of Agency Operations
Executive level opportunity available for financial analysis,
strategic cost decisioning, and operational optimization
related to our internal advertising agency. Must have 10+
years advertising agency exprerience managing mid to large
agency operations in general manager or controller role.

Interested candidates, please forward résumeés to:
E-mail: mandy.baker@capitalone.com or fax: 804-290-6501

CapitalOne

www.capitalone.convsuperjobs

Capital One is an equal opportunity employer committed to diversity in the workplace. We promote a drug-free work environment.




Page C6

CLASSIFIED ADVERTISING/June 25, 2001

AKE TELEVISION
NETWORKS

VICE PRESIDENT, INTERNET SALES

A&E Television Networks has an opportunity for a Vice President, Internet
Ad Sales. Responsible for meeting company's Internet advertising revenue
goals. Work closely with Internet rep firm, AETN sales force (television,
print) and Integrated Sales team.

The qualified candidate must possess a College degree in Marketing or
Business Administration. 10+ years experience in Ad Sales with at least 2
years Internet experience. Must understand Internet advertising models and
technical requirements of online advertising. Strong sales management
skills with track record of building and managing a sales organization, as
well as strong negotiation skills. Must have client/agency contacts with decision
makers on Internet buying/planning. Strong problem solving and com-
munication skills are critical.

For immediate consideration, please forward or fax your resume with salary
requirements to:

A&E Television Networks
Attn: Human Resources Dept./VPINT
235 East 45th Street
New York, NY 10017

Or Fax: (212) 907-9402
E-mail: recruiter2@aetn.com
NO PHONE CALLS PLEASE
EQE M/F/DIV

Marketing Consultants

Speed is the only real
competitive etge.

We're here to ensure that marketing will never be a factor in time to
market. As a nationwide provider of integrated marketing solutions
to industry leaders including over 200 Fortune 1000 companies, we
deliver expertise in the following competencies:

¢ Research/Customer Analytic and Insights

¢ Brand & Product Offering

¢ Direct/MarCom Campaigns

* Internet & Channel-Focused Marketing
For consulting opportunities, please contact us at: E-mail
Nationalrecruiting@CPRi.com or Fax (847) 821-0554. Please
reference job code NAT-BWOQ7 when responding. Visit us at
our web site www.cpri.com. EOE

* Atlanta  Chicago * Dailas e Detroit » New York ® Orange County
* Parsippany * San Francisco * Silicon Valley

SENIOR
CREATIVE GURU

with passion for great advertising and
an interest in social issues. Join the
Washington, DC office of a top pro-
gressive ad firm with high profile cli-
entele dedicated to the environment,
choice, health care, children's issues
and helping elect Democratic Senators
and Governors. We're looking for
7+ YEARS OF EXPERIENCE writing
and directing creative for TV, radio
and print.

INTERESTED IN BEING AN
ACCOUNT PLANNER?

Enlist in Miami Ad School’s Boot Camp
for Account Planners. This twelve week,
intensive training program is offered once
a year in Jan- uary. Classes are taught by
leading Agency Planning Directors from
top-notch agencies including; Goodby Sil-
verstein & Partners. TBWA/ Chiat/Day,
Merkley Newman Harty and BBH. Planning
students are teamed with creatives
to simulate an agency environment. Only
twenty recruits are accepted. You must
have agency experience to apply. Financial
aid and placement assistance is available.

GMMB is an Equal Opportunity
Employer. Send resume, work sam-
ples and why we should hire you to:
HR@gmmb.com, Attn: HR-SC2
NO PHONE CALLS, PLEASE

For more information call:
1-800-858-3190

Copywriter ACCOUNT DIRECTOR

Experienced writer, 5+years, to help
build brands and write great copy in a
company on the grow. Lancaster, Pa.
agency with national accounts, spe-
cializing in high-end products for the
home. Fulltime position-no freelancers
please

Email: (tbomboy@whitegood.com)
or Fax: (717-396-9526) Attn: Crea-
tive Director. No phone calls please.

White, Good
&
Company Advertising

Spafinder magazine, the leading pub-
lication devoted to the spa experience,
has an immediate opening for a
talented, hard working sales profes-
sional. Candidate MUST have exten-
sive print experience calling on
non-endemic categories. Most desired
experience is with beauty/fashion/ lux-
ury goods. Also desired: import
auto/food/heaith products. Please fax
resume to Claude:
212-924-0042
or email: claude@spafinder.com

Promotion Manager

The Food Network , a division of Scripps Networks, has an exceptional opportunity
for a Promotion Manager to work in their Marketing Department,

In this role, you will develop and execute major quarterly promotions; manage the
development of promotional sweepstakes on-air spots; create strategies and big
ideas for major promotions; and manage promotional agency relationships. To
qualify, you must meet the following criteria: 4-7 years of entertainment marketing
experience; 2-3 years of cable promotion experience; and experience working with
ad sales and affiliate groups Experience executing promotions beginning to end
necessary. 4+ years of client side marketing highly preferred.

We offer a desirable working environment, competitive salary and comprehensive
benefits package. Candidates who meet all requirements are welcome to apply.
Please send resume, which must include salary requirements, to:
FOOD NETWORK
1180 Avenue of the Americas
New York, NY 10036
Attn: HR/SF-PRMGR
Email: jobsny@scrippsnetworks.com

Or Fax 212-398-0850
Scripps Networks, is a wholly-owned and operated by the E.W. Scripps Company
and is an Equal Opportunity Employer providing a drug-free workplace through
pre-employment screening.

®
foodtv.com

ATTN: ADWEEK CLASSIFIED ADVERTISERS:
ADWEEK Classified closes on Wednesdays at 4:30 p.m.

All copy and artwork must be in our New York office no fater than
WEDNESDAY. Copy received after Wednesday will be held and run in
the next available issue. We appreciate your cooperation.
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HELP WANTED

ACCOUNT MANAGER

The Chicago Sun-Times Newspaper
Network is seeking a highly motivated
Account Manager for its NY office.
Responsible for handling a range
of categories and will have the skills to
develop strategies/proposals to meet
clients marketing and advertising ob-
jectives. Strong interpersonal & pres-
entation skills required. Working
knowledge of syndicated research is
preferred. Salary commission, 401K.
Send resume to:
270 Lafayette St., Ste. 505
New York, NY 10012
Or fax to: 212-965-8264

ATUN3
FREELANGCERS
ADWEEK can offer you the exposure
you need in our Services & Resources
section. If you need to get your service

out to the peopie who matter, you need
to advertise now.

Call for info
1-800-7-ADWEEK

SUBSCRIPTION QUESTIONS?

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

1-800-722-6658

Reach your ad community in

ADWEEK CLASSIFIED

If you have been searching for a dynamic career environment
which will capitalize on your energy and eagerness to achieve,
Essence Communications may have the position to satisfy your

search. The minimum requirements are . . .

EXCELLENCE IN MOTIVATION, STAFF/ORGANIZATION,
INNOVATION IDEAS ABILITY TO INTERFACE WITH SALES
MANAGEMENT/SR. LEVEL EXECUTIVES & MKTNG. ANALYSTS.
STRATEGIC THINKER -EXCELLENT ORAL/WRITTEN
PRESENTATION SKILLS-SOLID TEAM BUILDER

Sales Development Manager

Min. undergraduate deg. in Mktg. 5+ yrs. in Ad Sales - Magazine Rsch. or agency
media research experience. Responsibilities include

Meet w/adv. Sales & their clients to gain a full understanding of needs &
requirements.

Commun. w/Mkt. Rsch. to obtain necess. data to develop presentations to
Adv. Clients.

Provide in-depth analysis of existing Secondary Rsch. (i.e. MI) to meet Adv.
Sales requirements

Regular Consultation w/Ad Sales on rsch. to give more in-depth mktg.
presentation to Ad. Clients

Sales Development Director

Min. undergraduate deg. in Mktg./Comm., Graduate degree a plus - 7yrs. exp. at
the corp. level Achievement of excellence in the following areas of Sales Devel-
op.critical

Meet regularly w/Adv. Sales & their clients to gain a full understanding of needs,
& requirements

Regularly comm. w/Mkt. Rsch to obtain necess. data to develop into
presentations for adv. clients.

In-depth analysis of existing secondary rsch. (i.e. MRI)

Regular consultation w/Adv. Sales/Merchandising Group within corp. mkting on
how to use rsch info. to give in-depth/presentations to adv. clients.

For interview must submit resume & cvr. Itr. w/sal. hist.
NO PHONE CALLS
IMMEDIATE HIRE
Respond to: Elaine P. Williams
V.P. & Director/Human Resources
Essence Communications
1500 Broadway
New York, NY 10036
or Send email to
careers @essence.com

CREATIVE DIRECTOR

Immediate opportunity for bright, ver-
satile CD to build, and nurture, a crea-
tive department for a growing NJ
agency. Must be a big thinkerOand a
big doer. Background in hard goods
and/or hi tech helpful. You'll immedi-
ately work on shaping a hi-visibility
national account, as well as shaping
our team. And that's just the beginning.
Interested? Curious? Send resume and
cover letter to:
Adweek Magazine Classifieds
Box 4158, 770 Broadway, 7th Floor,
New York, NY 10003

Media Buyer

Train ride to NYC getting old? Mediassociates,
a Danbury, CT media agency seeking highly
motivated, detail-oriented individual w/ excellent
negotiating skills. Print buying req'd, broadcast
buying a plus, Salary commensurate w/ experi-
ence. Four-day work week avail. EQE.
Fax or e-mail resume to
Scott Brunjes: 203-797-1400
E-mail: scottb@mediassociates. com

BE A DOER

Advertise in ADWEEK classi-
fieds, and you'll be rewarded
with responses. And maybe
more than that. Be a mover
and a shaker with ADWEEK
classifieds. Call NOW!

Call
1-800-7-ADWEEK

[ ADvERTISE CALL 1-800-7-ADWEEK |

MEDIAWEEK Classified.

THREE AUDIENCES
FOR THE PRICE
OF ONE

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

THREE FOR ONE . . ., not a bad idea.
Call 1-800-7-ADWEEK
or just Fax it to: {646) 654-5313

Catch A Creative Genius With Adweek Classified

JIO BN pIRENRRISE:

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

USE ADWEEK MAGAZINES

TO GET NATIONAL EXPOSURE




For more information,
contact MuchMusic USA:

2T 8ob Dahit 212.382.5079. [ Anthony D'Arrigo 212.382.6152 [{LI0CIL] Laurie Trombley 212.362.5074 Charlene Weisler 212.3825225 |

- mm
Sd

www.mmusa.tv

WE GIVE MUSIC
- FANSWHAT THEY
REALLY WANT.

ALLMUSIC,
ALL THE TIME.

MuchMusic USA is the only music television network that gives viewers a voice and
a choice in the music they see. In Third Quarter 2001, MuchMusic USA will premiere
new programs that are directly influenced by our audience. Each new program has an
interactive component that encourages our audience to participate on-air by sounding
off online. This unique brand of music programming extends our advertisers’ reach by
keeping our viewers tuned in on multiple platforms. No wonder MuchMusic USA is the
best way to connect to the oh-so-elusive 12-34 year-old audience.




Order Your 2001 Edition of

the MEDIAWEEK Directory today!

Where can you find the up-to-date information you need
DIBECTOR on the most powerful segments of the media instantly?

Turn to the 2001 MEDIAWEEK Directory — your best source

for media data, backed by the worldwide resources of
MEDIAWEEK Magazine.

No other reference gives you key contact and rate information on Radio, TV, Cable, Out-of-
Home, Magazines and Newspapers in one book. You'll find over 6,000 individual listings and
over 47,000 personnel for the Top 100 Local Media Markets, the Top 300 Consumer
Magazines, the Top 150 Trade Magazines, plus National Networks, Syndicators and Sales
Reps. Organized by media type, each section provides detailed information on format, demo-
graphics, daypart avails, affiliation, representation, circulation, ownerhsip and much more.

The 2001 MEDIAWEEK Directory is also on CD-ROM and on the Web...with powerful
software that lets you search and retrieve information in seconds and export data for mail
merge with no restrictions!

THE MEDIAWEEK DIRECTORY IS AVAILABLE IN PRINT,
CD-ROM AND ON THE WEB. For faster service or
more information, call 1-800-468-2395.

0::’ Recycled Paper

ME JYES! Please rush my order of
the 2001 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 O Check enclosed for &

)

! O Bill Me (Directories shipped upon payment.)
Address

Charge my: 0 Visa O MC Q0 AMEX

City/State/Zip

Account # Exp.Date
Phone e-mail

Q PRINT EDITION $349

Q CD-ROM EDITION $490 To order ADWEEK DIRECTORIES Online,
Q CD-ROM & PRINT COMBINED $765 i Wi,

Signature

U.5. & Canadian residents, please atd $12 for shipping & handling. All ather non-U.8., add $45. Add applicable sales tax in CA, OC, FL, 6A, I, MD, MA, NJ, NY, O, TX & Canada (63T).
MWDI0601

M AYES! Please rush my order of
: the 2001 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.)

Q0 Check enclosed for $

Company

Q Bill Me (Directories shipped upon payment.)

Address

Charge my: 0QVisa QMC QO AMEX
City/State/Zip

Account # Exp.Date
Phone e-mail )
0 PRINT EDITION $349 Signature
0 CD-ROM EDITION $490 To order ADWEEK DIRECTORIES Online,
0 CD-ROM & PRINT COMBINED $765 00t w0

U.8. & Canadien residents, piease add $12 for shipping & handiing. Al other non-U.8., add $45. Add applicable sales tax in CA, OC, AL, GA, I, MD, MA, NJ, Y, OH, TX & Canada (GST).
AMAIDINCA



DIRECTORIES

All the media
information you
need for the
new millennium!

For faster service or for
information on our
CD-ROM, call 1-800-468-2395.
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Calendar

The Television Critics Association will
hold its summer press tour July 9-27 at
the Ritz-Carlton Huntington Hotel in
Pasadena, Calif. Sessions will be as fol-
lows: syndication, July 9; cable, July 10-
14; the WB, July 15; UPN, July 16; Fox,
July 17-18; CBS, July 19-20; TCA Day,
July 21; ABC, July 22-23; NBC, July 24-
25; and PBS, July 26-27. Contact: 626-
568-3900 for hotel reservations. The tour
is open only to TCA members.

The Media Buying Academy’s 2001 city
tour will come to New York July 9-12 at
the Best Western Hotel, covering buying
basics as well as intensive sessions on
radio, TV, print and outdoor. Pre-registra-
tion is required. Contact: 800-622-2893.

American Business Media will present the
ABM/WPA Fast Track Media Manage-
ment Program, July 10 at the Los Angeles
Airport Marriott. Contact: 212-661-6360 or
www.americanbusinessmedia.org.

Myers Forums will present a retreat for
media and ad industry executives

July 10 at the Roosevelt Hotel in New
York. The session will include an upfront
update, interactive TV case studies, 2002
ad spending forecasts and new models
for media buyingand selling online. Con-
tact: 212-764-5566, ext. 228, or www.-
myers.com.

The Outdoor Advertising Association of
America will present its annual sales
training seminar July 17-18 at the Mar-
quette Hotel in Minneapolis. Contact:
202-833-5566 or www.oaaa.org.

The Poynter Institute will present a five-
day seminar on producing television
newscasts Aug. 5-10 at the Institute’s St.
Petersburg, Fla., offices. Contact:
www.poynter.org or 727-821-9494.

The Radio and Television News Direc-
tors Association will present a news
decision-making workshop Aug. 17-18
at the Doubletree Hotel in Philadelphia.
Ramon Escobar, MSNBC executive pro-
ducer, and Al Tompkins, broadcast/online
group leader for the Poynter Institute, will
be featured speakers. Cost: $50 per sta-
tion. Contact: 202-467-5252.
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Premiere Syndicates L.A.'s Seacrest
Popular Los Angeles TV personality and
KYSR-FM afternoon-drive host Ryan
Seacrest is going national July 31 with his
weekly radio show, Live From the Lounge With
Ryan Seacrest. Syndicated by Premiere Radio
Networks, the programming subsidiary of
Clear Channel Communications, the 90-
minute show will air Tuesdays 11:30 p.m. to

1 a.m. ET. Part of the programming lineup at
the Clear Channel-owned Hot Adult Con-
temporary station for the past five years, the
show has developed a reputation for attract-
ing top rock and pop talent, who often give
live performances and take listener calls. The
syndicated show’s first guests will be Sugar
Ray and Uncle Kracker.

CurtCo Buys Robh, Showcase

CurtCo Media Labs, run by niche magazine
publisher Bill Curts, last week purchased lux-
ury magazines Robb Report and Showcase from
Luxury Media Corp. It was the first deal for
CurtCo and its new partner, TD Capital
Communications Partners. With the acquisi-
tion, Curtis formed a new company, CurtCo
Robb Media LLC. The price was estimated at
$25 million. Brett Anderson, CurtCo’s vp of
editorial, has been named senior vp of editori-
al for the new company. Also, Paul Dean, edi-
tor and publisher of Robb Report and Showcase,
will serve as editor at large.

A&E Launches Online Radio Station

AETN Interactive, a division of A&E Televi-
sion Networks, is getting into the radio busi-
ness, online. Last week, AandE.com launched
AandE.com radio, an online music radio

Jewel of a July Issue

Metropolis magazine scored two coups for its
July issue: an exclusive interview with designer
Florence Knoll Bassett and a cover designed by
George Lois, creator of the famous Esquire cov-
ers of 1960s. Paul Makovsky, senior editor of the
independent monthly, landed a phone interview
with the media-shy Bassett through several of
her friends. “She liked the way | proposed the
feature—it's very visual,” he said. The nine-page
feature includes a Q&A with Bassett and five

service featuring three ad-supported radio
stadons: A&E Soft Rock, A&E Classic Rock
and A&E Smooth Jazz. Some of the DJs
recruited to host the programming include
renowned trombone player Rocky Borden,
who has performed with Mel Torme, The
‘Temprations and the Buddy Rich Orchestra;
and Dale Dorman, former on-air personality
in Boston. A& E’ radio stations were devel-
oped by San Francisco-based RadioCentral.

XM to Create CNET Channel

CNET, the Internet technology and com-
puter-information site that has extended its
brand to radio and TV as a news source for
technology and the digital economy, will be
getting a channel on satellite radio through
a content deal with Washington-based XM
Satellite Radio. The channel will feature
much of the same programming that airs on
the Internet and on Clear Channel’s CNET
outlet, KNEW-AM in San Francisco, such
as The Morning Show With Brian Cooley. XM
and compettor Sirius Satellite Radio plan
to launch subscription radio services later
this year.

Clear Ghannel Returns to Webcasting
Clear Channel will begin streaming its sta-
tions on the Web in July following a deal
announced last week with HiWire, a compa-
ny that provides targeted ad-insertion servic-
es to Webcasters. Like other major radio
groups exploring Internet radio, Clear Chan-
nel temporarily stopped streaming its signals
in April when the American Federation of
Television and Radio Artists said it would
charge advertisers and agencies a fee if ads

Cover coup: Design by George Lois

pages of highlights from her archives. For the
cover, Lois’ first newsstand effort in 20 years—the designer chose Bassett’s favorite
color and typeface (Helvetica), and incorporated a list of designers she influenced.
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The Access hosts have a new distributor.

PAUL DRINKWATER/NBC

NBC Enterprises Domestic Syndication has
acquired the distribution rights to the syndi-
cated entertainment newsmagazine Access
Hollywood from Warner Bros. Domestic TV
Distribution. The deal puts the 5-year-old
strip, hosted by Nancy O’Dell and Pat O'Brien
and produced by NBC Studios, fully under the

the barter advertising for the show. NBC also
announced last week that its owned-and-oper-

ated stations have renewed the entertainment newsmag strip Extra, which is produced
by WBDTV sibling Telepictures Productions. The deal runs through the 2004-05 season.

ran on the Internet. The revenue-sharing
deal between HiWire and Clear Channel, the
largest ad-insertion commitment to date,
calls for Clear Channel to roll out HiWire’s
ad-insertion technology for the Web streams
of 250 radio stations in the top 50 markets.
With HiWire’s technology, Clear Channel
stations can replace broadcast ads with
streamed audio ads.

Maxim Plans “Best of” Issue in October
Dennis Publishing will put out a special “The
Best of Maxim” extra issue in October. The
oversized collectors’ issue will feature the best
articles in the men’s monthly’s four-year his-
tory. It will also give an inside look at the cre-
ation of the publicadon. The newsstand-only
issue will have a rate base of 100,000 and it
will be available until the end of the year.

Country Home to Up Rate Base, Freq'y
Country Honre, published by Meredith Corp.,
will raise its rate base by 10 percent, to 1.1
million from 1 million, in 2002. The shelter
mag is also increasing its frequency to nine
times a year in 2002 and to 10 times a year in
2003, up from the current eight issues a year.
CH is also building a country show house in
New York’s Grand Central Station, scheduled
to open to the public for free for three weeks
beginning Sept. 10.

Bride’s Luxe Contest Gets Ear/y Boost
Bride’s will host a wedding contest entitled
“Love in Luxe Vegas,” which will be covered
on CBS’ The Early Show. Nina Lawrence,
publisher of the Condé Nast title, gave details
last week on the morning show, explaining
that five competing brides will have the task
of finding their husbands in hidden locations
in Las Vegas. Couples are invited to enter by

Aung. 20 and finalists will be announced in
September. On Oct. 17, The Early Show will

televise the hunt, as well as the complimenta-

‘ ry weddings each contestant will reccive.

Tour de France Cycles Through Outlets

( Every day from July 7-29, Outdoor Life Net-

work will air Tour de France coverage from

9:30-11:30 in the morning, as well as a repeat

| of the events from 3-5 p.m. and an hour of
| analysis at 9 p.m. CBS Sports has the rights

to the Sunday telecast of the premiere cycling
event, but OLN will continue to offer analy-
sis in prime time. Handling play-by-play will
be Phil Liggett, Tour de France veteran; Paul
Sherwen; Bob Varsha; Bob Roll; Jessica
Grieco; Kathleen Murphy; and Lance Arm-
strong’s coach, Chris Carmichael. Mean-
while, Fox Sports Net will air 15 half-hour
weekday highlight specials. OLN’ integrated
Web site, OLNTV.com, will serve as the offi~
cial English-language Internet partner with
the event’s official site, Le Tour.com.

Studios USA Signs Development Deals
Studios USA Programming has signed a mul-
tiyear comedy development deal with Steve
Koren, a former co-producer on Seinfeld. Stu-
dios USA also announced multiyear develop-
ment deals with producers Danielle Stokdyk
and Jennifer Gwartz. Stokdyk and Gwarts
served together as co-heads of drama develop-
ment at Columbia TriStar Television.

Odiorne Wilde Gets Lucky

Lucky Brand Dungarees, the Los Angeles-
based manufacturer and retailer, has named
San Francisco agency Odlorne Wilde Nar-
raway & Partners to handle its broadcast
account. Responsibilities include creative,
production, and media planning and buying.
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Lucky Brand has 30 retail stores in 13 states
and its line of denim, sportswear, fragrance
and accessories for men, women and children
are carried at upscale departiment stores.

Veteran Broadcast Exec Rose Retires
After more than 30 years in broadcasting,
John Rose, vp/general manager of Meredith
Broadcasting’s Kansas City CBS affiliate,
KCTV, is calling it a day. Rose, who plans to
leave on June 30, took advantage of Mered-
ith’s special early retirement package. Rose
began his broadcasting career with Taft
Broadeasting’s WDAF-TV in Kansas City in
1970 as a local account executive. He became
sales manager in 1974 and in 1979 became
vp/gm of Taft’s WTAF in Philadelphia. He
also served as vp/gm of Taft stations in Wash-
ington and Cincinnati before joining Mered-
ith Corp. in 1989. Meredith has yet to name
2 SUCCESSOT.

Metropolis to Target NYC Boroughs
Online magazine Ironminds.com and Invisi-
bleRadio.com are planning a late-August
launch for a new alternative weekly, New York
Metropolis, targeting New York City’s outer
boroughs. The first issue is due out the end
of August with a rate base of 50,000. The
venture is headed by Ironminds contributor
Erin Franzman, Ironminds executive editor
James Morrow and InvisibleRadio.com
founder Mike Vago.

Cohen Leaves Cartoon on High Note

A week after Cartoon Network president
Betty Cohen announced she is leaving, the
cable channel moved into the No. 1 spot in
total-day ratings, tieing with Nickelodeon in
households. During the week of June 6-11,
the net increased ratings over last year by 8
percent to a 1.3 and grew its delivery by 27
percent, to 966,000. The net has also seen
audience gains in specific demos, with kids 2-
11 increasing 16 percent and kids 6-11 grow-
ing 32 percent.

8ci Fi Plans Film of Bradbury Short Story
Sci Fi Channel is developing a two-hour film
version of Ray Bradbury’s short story The
Hlustrated Man based on the author’s script.
Like last year’s epic miniseries Dune and this
fall’s Firestarter: Rekindled, the film, about a
carnival player whose tattoos tell the stories
of his lifes encounters, continues the net-
work’s efforts to create original productions
based on sci-fi literature. The project is pro-
duced by Columbia Tristar Television.
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Brewster’s Millions

After investing almost $600 million to expand
G+J, CEO Dan Brewster must deliver the goods

UPON HIS ARRIVAL A YEAR AGO FROM AMERICAN EXPRESS PUBLISHING, G+J USA CHIEF
executive Daniel Brewster pledged to transform a company adrift into a
publishing player. In doing so, Brewster promised to broaden G+J into

new publishing categories and to give its tired titles an upscale and

stylish spin. Armed with a major investment
from Bertelsmann, Brewster went on a buying
and hiring binge, snapping up Inc. and Fast
Company, and tapping top executives, includ-
ing Time Inc.’s Dan Rubin as vp/new business
development, Rodale veteran Ken Wallace as
senior vp/president of sales and marketing and
former New Yorker publisher David Carey, now
president/CEO of the Business Innovators
Group. Brewster also used $20 million to
relaunch and redesign several publications,
including a high-profile makeover (with Rosie
O’Donnell) of the fading McCall’s into Rosie,
The Magazine, as well as overhauls of YM,
Family Circle and Fitness.

Having laid the groundwork, Brewster’s
ambitious plans now must deliver results for the
company—all during an economic slowdown.
Though promising preliminary results have
begun to trickle in, Brewster, like all publish-
ers, has had to make some tough calls this year.
In growing and repositioning G+J, Brewster
has had to cut rate bases, fold magazines and
lay off staffers. “For the next six months, we’ll
be focused primarily internally,” says Brewster.
“Given the current environment and given our
commitment to strengthening our existing
properties, I want to make sure we have all the
necessary resources both in talent and capital
to ensure the success of what we’ve got.”

To date, Brewster’s biggest gamble has
been the creation of G+J’s business group.
Joining Inc. last December was Mort Zucker-
man’s Fast Company, for which G+J paid $360
million, along with future payments based on
ad revenues paid to Zuckerman. The move
came just as the tech wave had crested and
came crashing down soon after. New Econo-
my and business books have been particularly

hurt by plunging ad pages. Recently, Future
Network sold onetime New Economy darling
Business 2.0 to Time Inc. for a paltry $68 mil-
lion (plus a percentage of future profits). “On
the side of advertiser demand, had Fast Corm-
pany been available and had the ad market
been weaker, could we have negotiated a low-
er price? Perhaps,” Brewster acknowledges.
But he adds that he has no regrets, particular-
ly given its fast-growing 680,000 circ.
Among G+J’s boldest moves this spring
was the relaunch of McCall’s as Rosie. While
media buyers continue to debate whether Rosie
should move farther away from its service past
to join the new breed of books such as Martha
Stewart Living or O, The Oprab Magazine,
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(published by Hearst Magazines and Oprah
Winfrey), readers are lapping it up, according
to G+J. The debut May issue sold more than
900,000 copies on newsstand, double the pro-
jected 450,000; preliminary numbers for the
second issue are an estimated 600,000; and
July’s staph-infected Rosie cover is “selling as
well or better than the first issue,” says Brew-
ster. He also crows that a recent week-long
subscription test on AOL yielded 21,274
orders. And Rosie has helped to bring Mattel
back into the G+] fold after a hiatus (the toy-
maker is also appearing in Child and Parents).
Still, ad pages for July have sunk to an esti-
mated 56 compared to June’s 64 pages and
May’s 146 pages.

One publication on the rebound is
the redesigned YM, which through
July has seen ads jump by 40.4 percent
to 350 pages, reports Mediaweek Mon-
itor. The faltering Inc. hopes it will
regain some ground (the title, which
G+] bought for $200 million, is down
44.5 percent through June), thanks to a
splashy redesign slated for September.

With higher quality products, and
escalating production costs, G+J has
raised the price of five titles, including
Parents and Child, which in July will
jump to $3.50 from $2.95. Three titles
have also cut rate bases: Beginning
with the Aug. 7 issue, Family Circle will
drop 8 percent to 4.6 million; Rosée fell
16.7 percent to 3.5 million in May,
and Homestyle fell 15 percent in Janu-
ary to 850,000.

G+]J has also had to tighten its belt.
In mid-June, Family Circle ceased pub-
lication of its 15 special interest titles,
and nine staffers were let go. Brewster says he
expects up to 50 staffers will be laid off by
year-end, going as high as Sally Koslow, the
company’s corporate editor of new business
development. Koslow had been working on
Friday, a modern women’s magazine, but
Brewster says “tests didn’t support a launch.”
More enticing, he notes, is a general interest
magazine skewed largely toward women that
is in the works. A test mailing will kick off in
December and a decision on its launch will be
made sometime in first quarter.

Media buyers credit Brewster with making
the necessary moves, but say there’s still a
long way to go. “This was not a restaging,”
says David Verklin, CEO of Carat North
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America. “This was a demolition and remod-
eling effort. And I’'m extremely impressed...If
he has a dream of being a player, he has to
take these kind of risks.” —Lisa Granatstein

NFL Handoff?

Insider talking to Dennis, S/

FL Properties may soon bench licensing
partner Emap USA, publisher of the 1

million-circ NFL Insider. The NFL is

currently in talks to hand over publishing duties
to either Time Inc.’s Sports ll/ustrated or Den-
nis Publishing, home to Maxim and Stuff.

Having only completed half of its four-year
deal with Emap, NFL Properties is said to be
unhappy with Insider’s performance. The un-
certain future of Emap USA may be another
factor; the company is expected to be sold.
(Bids were due last Friday; prospective buy-
ers include Primedia,
American Media and
leveraged buyout firm
Texas Pacific Group.)

“We still have a
contract,” says Mar-
cus Rich, Emap Met-
ro president. “We are
closing the season-
preview issue and re-
cently closed the In
Stadium |program.]”
An NFL spokesman
declined comment.

Emap this year has decided to scale back
NFL Insider’s publishing schedule to four ames,
from seven in 2000. “We’re just focusing more
on the profitable issues,” says Rich. “It’s pru-
dent with the advertising cutbacks across the
industry.” NFL Insider is sold on newsstands for
$3.99 and through DirecTV subscriptions.

Emap’s decision to do fewer issues comes as
NFL Insider is looking to ramp up to monthly
frequency. Adding a football book to SI would
be a natural fit, given that Time4 Media, a spe-
cialty sports publisher, falls under SI. “We may
want to do a deal on the right terms,” says a
Time Inc. executive.

But Dennis cannot be ruled out. The Max-
i publisher is seeking to branch out into cus-
tom publishing, and the NFL lnsider would be a
perfect entrée. “We have been approached by
several companies about custom publishing
opportunites, which we are presendy explor-
ing,” says Dennis president Stephen Colvin,
who declined to elaborate. — LG

The NFL wants to ramp
Insider up to a monthly.

Mediaweek Mag
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Golf World, whase ad pages have slipped 20.783 percent so far this year, has been crippled by softness
in its endemic category. The Advance Publications weekly took a big hit in April, when equipment com-
panies, whose sales have been hurt by bad weather and the soft economy, slashed their ad budgets,
says Peter Gross, 6/ vp/sales and marketing. Golf gear accounts for 95 percent of 6W's business. —LL

ISSUE CURRENT ISSUE DATE
PAGES LAST YEAR

NEWS/BUSINESS
BusinessWeek 25-Jun 7021 26-Jun
The Economist 16-Jun 46.00 17-Jun
The tndustry Standard 25-Jun 29.00 26-Jun
NewsweekER 25-Jun 55.46 26-Jun
The New Republic 25-Jun 8.16 26-Jun
TimeE/@R 25-Jun 49.85 26-Jun
US News & World Report 25-Jun 36.18 26-Jun
The Weekly Standard® 2-Jul 11.20 3-Jul
Category Total 306.06

SPORTS/ENTERTAINMENT/LEISURE

AutoWeek 25-Jun 26.20 26-Jun
Entertainment Weekly 22-Jun arn 23-Jun
Golf World 22-Jun 34.00 23-Jun
New York! 25-Jun 115.50 26-May
People 25-Jun 70.08 26-Jun
The Sporting News 25-Jun 4.70 26-Jun
Sports lllustrated 25-Jun 66.07 26-Jun
The New Yorker NO ISSUE
Time Out New York 20-Jun 59.31 21-Jun
TV GuideX 23-Jun 4991 24-Jun
US WeeklyS 25-Jun 27.33 26-Jun
Category Total 490.87

SUNDAY MAGAZINES

ParadeX 24-Jun 10.06 25-Jun
USA WeekendX 24-Jun 14.01 25-Jun
Category Total 24.07

TOTALS 821.00

PAGES PERCENT m m PERCENT
LAST YEAR CMANGE PARES LAST YEAR CHANGE
154.65 -54.60% 189327 298120 -36.49%
61.00 -24.59% 140300 1516.00 -71.45%
169.00 -82.84% 108700 416400 -73.90%
40.85 35.76% 867.66 112595  -22.94%
5.27 54.84% 22469 226.43 0.77%
37.59 32.62% 1,147.58 144599  -20.64%
35.93 0.70% 664.77 840.80 -20.94%
9.40 19.15% 243.00 236.00 5.51%
§13.69 -40.42% 7,536.97 12,536.37 -39.88%
27.32 -4.10% 257 768.34 -5.96%
42.13 -10.35% 822,63 92223  -10.80%
55.83 -39.10% 653.59 82515 -20.79%
109.70 5.29% 138630  1,287.70 7.66%
74.05 -5.36% 178135  1,937.61 -8.06%
10.40 -54.81% 250.80 301.50 -16.82%
61.24 7.89% 1,14660 130084 -11.86%
1,100.71 1,154.17 463%

62.44 -5.01% 164445  1,814.06 -9.35%
48.87 2.13% 1,440.01 166798 -13.67%
2483 10.07% 459.98 437.88 5.05%
§16.81 -5.02% 11,408.99 12,417.46 -8.12%
1212 -17.00% 306.92 314.66 -2.46%
10.84 29.24% 290.59 292 .80 0.75%
22.96 4.83% §97.51 607.46 -1.64%
1,053.46 -22.07% 19,543.47 26,561.29  -23.54%

E=estimated page counts; X=YTD Included an extra issue in 2000; 1=one more issue in 2001; 6=six more issues in 2001; @-one

fewer issue in 2001; D=double issue; R=revision

Smart Savings

Finance monthly trims size

n an effort to recoup the loss of ad revenuc
I and boost its slumping newsstand sales,

SmartMoney will reduce its trim size in Sep-
tember by half an inch in width. The monthly
will save an estimated $500,000 this year, and
upwards of $800,000 on an annual basis,
according to SM insiders.

“A drop in advertising coupled with the ris-
ing postal rates has made it a very tough year,”
says Christopher Lambiase, SmartMoney pres-
ident/CEO. “The size reduction will help us
save a litde in this very tough year.”

SmartMoney’s ads slipped 26.02 percent to
514 pages through July, according to Med:-
aweek Monitor.

Launched in 1992 by Hearst Magazines and
Dow Jones & Co. as the only oversized per-
sonal finance monthly, the reduction (though
stll slightly oversized) will move SwartMoney

32 MEDIAWEEK June 25, 2001 www.mediaweek.com

closer in line with rivals Money, published by
Time Inc., and Kiplinger’s Personal Finance.

Also, the new size may help the 763,000-
circ SM with its slumping single-copy sales,
which have dropped 15.9 percent in the sec-
ond half of 2000 versus the prior year, accord-
ing to the Audit Bureau of Circulations. “The
new size will allow us to fit better into small
pockets, which has been an ongoing struggle,”
acknowledges Lambiase. “And we’ll be able to
get better distribution.”

Despite the changes, ad rates will remain as
they are for now. Lambiase says that he plans
to adjust SmartMoney's CPM downward next
year to reflect the change in trim size.

Media buyers applaud SmartMoney’s move.
“It’s a very fiscal and smart thing to do. It’s
clearly a cost-controlling measure,” says Mike
McHale, group media director at Optimedia
International. “They decided to [make their
own cuts] rather than raising the ad rates and
passing the higher cost of postal and paper off
onto advertisers.” —Lori Lefevre u
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co Chronicle and the New York Post, unless you consider the fact that
both are pretty feeble excuses for newspapers. But for some odd
reason, both have been subjected in the last few weeks to frighten-

ing rampages by out-of-control carnivores.

The Chronicle’s tragedy has been luridly
covered in the national media, so you are by
now familiar with the fate of executive editor
Phil Bronstein. This hapless journalist was
set upon by a deranged Komodo dragon at
the Los Angeles Zoo, where he had been
treated to a VIP tour by his wife, Sharon
Stone, as a Father’s Day present. The arro-
gant reptile (the dragon, MP means), appar-
ently not comprehending its subordinate sta-
tus in the presence of celebrities, went for the
editor’s big toe, inflicting pain and suffering
that will no doubt cost the zoo’s managers
plenty once the power couple’s lawyers access
the nearest courthouse.

Media Person thought it a disgrace that
certain figures in the print and broadcast
media used Bronstein’s agony as an excuse to
make a lot of cheap jokes at his expense. A typ-
ical example of this deplorable practice was
David Letterman’s Top Ten List for June 14,
which was titled “Top Ten Greeting Cards
Received by the Guy Bitten by a Giant
Lizard.” It contained such “greetings” as “I
know that you’ll come out of this a better,
stronger person for having been bitten by a
giant lizard” and “How many people will be
bitten by a giant lizard before Congress does
something?” This routine was an outrage.

OK, just a couple more so you can see the
depths of insensitivity to which some irre-
sponsible people will go: “Your insurance
claim was very entertaining. Your friends at
Allstate.” And finally: “You have sex with
Sharon Stone and I’'m sending you a ‘cheer
up’ card?”

For her part, Mrs. Bronstein was admir-
ably supportive in her husband’s hour of
need, proving she is not the typical shallow
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: Eat the Press

THERE ISN'T MUCH SIMILARITY BETWEEN THE SAN FRANCIS-

movie star who stands by her mate only dur-
ing the good times. She proudly told Tke
Washington Post, “Thank God he’s a macho
guy. He wouldn’t have been able to save him-
self if he wasn’t. T think it’s all those years he
spent in war zones.”

Reading between the lines, you can plain-
ly see what’s coming here: A big-screen epic
dramatizing Phil’s heroic escape from Juras-
sic Zoo, pursued by snarling monsters. (Pos-
sible title: Bromstein vs. Brontosaurus.) If you
have one iota of Hollywood savvy, you know
that’s what Sharon’s thinking. It’s a fine idea,
too, but Media Person just prays she’s not
deluded enough to covet the female lead
because she’s just a little too, um, you know,
mature for the part. The casting directors
will be thinking more Kate Hudson or

than make up for the money drain.

But every decade or so, when Neptune
and Pluto are in retrograde, the Rupester
rears up, emits an agonized roar, plucks a
hairy sasquatch from the Australian Outback
and tosses him into the Post newsroom to
spread terror. The latest is named Col Allan,
a man who is famous in Australia for urinat-
ing in his office sink. Allan promptly fired six
Post staffers, including the paper’ only liber-
al columnist, Jack Newfield, and the paper’s
only black editorial employee, a woman
Allan had barely met.

And he hired Victoria Gotti.

Her first claim to fame is being the
daughter of America’s best-known mobster,
her second is writing trashy novels and she is
now the Post’s newest columnist.

Sadly, Media Person missed her first
effort, an interview with N Sync. But he
caught her second, which emitted a glorious
effluvium. Never mind the run-on first sen-
tence; after all, what copy editor is going to
touch her stuff? There next came a breath-

THE INESCAPABLE IRONY WAS THAT THE RAVENOUS BEAST
CHEWING ON THE STAFF'S LEG WAS ITS OWN NEW EDITOR.

Heather Graham, though there could be a | less celebrity gush over Diana Ross and her

part for Sharon as the mother.

Anyway, enough with the Bronsteins. The
New York Post was subjected to an even worse
carnivore attack, and the inescapable irony
was that the ravenous beast chewing on the
staff’s leg was its own new editor.

But first a bit of back story. In its long,
dreary bondage under Rupert Murdoch, the
Post has succeeded in grabbing New York’s
crucial 11-t0-67-year-old Neanderthal demo-
graphic, whose unwavering support has
allowed it to lose money year in and year out.
Normally, Murdoch doesn’t mind because
the Post’s political clout and the immense
prestige of being Steve Dunleavy’s boss more

www.mediaweek.com

dress designer, Bob Mackie, clichés galore
(“the crowd went wild”...“waited with bated
breath”), a bit about the columnist’s prob-
lems getting through traffic to her place in
the Hamptons and finally a heart-rending
Father’s Day tribute to her beloved dad,
though no mention of his current federally
subsidized whereabouts.

“I think about the tough lessons in Life
101 he forced me to take. How he convinced
me ‘to hold your tears, only the weak cry.””

Of course, Victoria didn’t need to cry.
With a father like hers, whoever made her
feel like crying was the one who was going
to cry. |



As the online music provider for the Web’s top portals and most popular sites, Listen Network easily reaches millions
of music fans. Sounds like the premier venue for your next campaign. So include Listen in your media plan, and
watch your clients go Platinum. For information, go to listen.com/aw. email adsales@listen.com or call 415-934-2005.

(O\‘Iisten

network”™




EVERY NIGHT,
WE'RE ON THE CASE.

REAL TRIALS. REAL DRAMAS. REAL LIFE.

n’ NYPD 2f s

l,s cBgI'!'!ED E Pro{[!'!er . o

OMGIDE iz S
ANTED | PERax

LIFE ON VYHE STREEY

.
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