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MARKET
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NATIONAL TV: MOVING

CBS and NBC have

written about $1%8 mil-
lion in frst-quarter
scatter business com-
bined, but ABC, due to
audience underdeliv-
ery, is bogged down
with makegoods.
Pharmaceuticals are
the most active catego-
ry across ail dayparts.

NET CABLE: HOLDING
First-quarter scatter is
slightly slowed by top
sales execs changing
jobs. Money is coming
in very close to com-
mercial airdates, mak-
ing it hard to gauge the
overall health of the
guarter. Auto and
movies are hot.

SPOT TV: BUILDING
Stations in the top 20
markets report better-
than-expected sales.
Auto continues to hold
up, with GM’s Qverdrive
the big spender.

RADIO: MIXED

Rates are mostly nego-
tiable. Chicago is pac-
ing slightly behind last
year, L.A. is just ahead
and Boston is tighten-
ing. Some retailers are
pushing closeouts.
March looks stronger
than Jan. and Feb.

MAGAZINES: STEADY
Packaged-goods spend-
ing in shelter and wo-
men’s service titles,
largely unaffected by
the lagging economy
and 9/11, remains
strong through March.
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Talk Shuts Up

Talk magazine, a joint venture of Hearst Magazines and
Miramax Films, folded last Friday. Hearst in recent months
had made it clear that it wanted out of the arrangement. The
monthly had reportedly lost $55 million since its launch in
August 1999, and in the midst of the current recession there
were no signs of a turnaround. The February issue, on stands
now, will be the monthly’s last. Tina Brown, Talk chairman/editor
in chief, and Ron Galotti, the magazine’s president, cited the
tough economic climate. “We all had recognized that 9/11
changed everything,” they said in a press release. “It made it
virtually impossible for a stand-alone title like Talk.” The
announcement was made in a tear-filled meeting at the maga-
zine's New York offices led by Brown, Galotti,
Hearst Magazines president Cathie Black and
Charles Layton, executive vp of Miramax (Mira-
max chairman Harvey Weinstein was in Los Ange-
les for the Golden Globes). Since its launch, the
magazine had been dogged by editorial turnover
and redesigns, including a move from a saddle-
stitched, oversized Euro-style magazine to a more
conventional American glossy look. in the end,
the title was no match for rival Vanity Fair, pub-
lished by Condé Nast. In the first half of 2001,
Talk’s paid circulation grew 22.5 percent to
650,660 compared to the same period in 2000,
but newsstand sales plummeted 27.9 percent,
according to the Audit Bureau of Circulations. In
the first two months of this year, Talk's ad pages
were down 39.6 percent, to 24, reports the Medi-
aweek Monitor (Vanity Fair was off 29.1 percent,
to 109 pages). Brown will remain chairman of
Talk Miramax Books. Galotti is rumored to be on
his way back to Condé Nast as either publisher of
a top title or in a corporate post.

X-Files to Vanish at Seasons’ End
After nine seasons, Fox's The X-Files will call it
quits this May, show creator Chris Carter said last
week. The paranormal drama has struggled to
maintain its Sunday 9 p.m. dominance this sea-
son, its first without original co-star David
Duchovny. Carter reportedly hopes to lure
Duchovny back for the final episodes of the 20th Century Fox
Television—produced series.

FCC OKs Its Own Reorganization

In an attempt to streamline functions and decision-making, all
four commissioners of the Federal Communications Commis-

sion last week approved a sweeping reorganization, including
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the creation of a new Media Bureau. Headed by Ken Feree,
chief of the Cable Services bureau, the Media Bureau will over-
see policy and licensing for TV and radio stations and cable.

Sassos to Chair Mediaedge:CIA

Tom Sassos has been named chairman of Mediaedge:CIA North
America, the media planning and buying company created by the
merger of The Media Edge and CIA. Sassos is the former CEO
of CIA USA. Other top execs at the merged agency include Steve
Lanzano, CEO, and Rino Scanzoni, president of broadcast. The
Media Edge and CIA offices in New York and Chicago are being
combined, and a West Coast office in Los Angeles will be added
to the existing office in Irvine, Calif.

Time4 Media Takes Over ‘House’
Time4 Media, which publishes This Old House
magazine, has acquired the rights to the This Old
House trademark, Web site and television assets
from WGBH Boston. The Boston public TV station
will keep distribution rights to the show. At the
magazine, David Sloan was named managing edi-
tor, succeeding Donna Sapolin. Stoan was previ-
ously director of international development for
Rodale’s Prevention.

Addenda: vewsweek offered voluntary-retire-
ment packages to 85 staffers last week in a first
attempt to downsize...EchoStar Communications
is obligated to carry the ABC Family channel at
least until March 11, a federal judge in Los Ange-
les ruled last week...Charlie Thurston was
named president of ad sales for Comcast Cable
Communications, effective in March...Vinnie Mal-
colm, director of sales at KTLA-TV, Tribune's Los
Angeles WB affiliate, was promoted to station
manager...The launch of Style 24/7, published by
American Media and Web site Fashion Wire Daily,
has been pushed back to May...Bloomberg Per-
sonal Finance has hired designer Robert Priest,
former art director at Esquire and GQ, to redesign
its covers, starting with the March issue...Rush
Limbaugh, who underwent surgery late last year,
has regained some of his hearing and will be
back on radio today...Interpublic has formed a
new Office of the CEOQ, which includes Marie-José Forissier, pres-
ident/COO of Initiative Media Worldwide, and Carolyn Bivens,
president/COO of Initiative North America.

Correction: The Jan. 14 issue’s Market Profile on Phoenix
gave an incorrect city for Emmis Communications’ headquar-
ters. The company is based in Indianapolis.
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Holiings Fights to Keep FTC
In Media-Merger Loop

Sen. Fritz Hollings (D-S.C.) last week sty-
mied plans by the Bush administration
to consolidate media-merger reviews un-
der the Justice Department, which would
have cut the Federal Trade Commission
out of the process. In an apparent end-
run, Bush’s aides had not notified Holl-
ings about their move, even though he
chairs the Senate Commerce Commit-
tee. Hollings raised objections with the
FTC and the Justice Dept. after learning
about the proposal in a newspaper.

By putting the merger reviews under
the purview of Justice, which is run by
Republican political appointees, the
administration would avoid dealing with
the FTC, which is independent and must
include a review of the impact of such
mergers on consumers. —Alicia Mundy

Fox Revamps Net, Pulls
Plug on National Sports

Fox Sports Net last week canceled its
nightly National Sports Report program
as part of a new programming strategy.
The move, which follows AOL Time Warn-
er's recent decision to shut down
CNN/SI this fall, leaves ESPN's Sports-
Center as the sole network cable
provider of nightly sports news.

Beginning Feb. 11, FSN will produce
21/ —minute news breaks at 9 and 29
minutes after the hour, from 5:30 p.m.
to 2 a.m. “We were trying to deliver
hard-core news for the hard-core sports
fan, but in hindsight, it was not the way
to go because it did not fit our brand of
sports entertainment,” said Tracy Dol-
gin, FSN president. “Our audience is
made up of moderate sports fans, and
they just want to be updated regularly.”
Dolgin said sports radio will serve as a
model for FSN’'s content strategy.

Also, the localized Regional Sports
Report program will be dropped from the
schedules of the six FSN affiliates oper-
ated by Rainbow Media in New York,
Chicago, San Francisco, New England,
Florida and Ohio. In place of Regional
Sports, Rainbow will move The Best
Damn Sports Show Period to 10 p.m.,
from 11:30 p.m. (continued on page 6)

Networks Seek

|

Non-Olympic Gold

With many categories locked out of NBCG's Games, rivals see opportunity

TELEVISION By John Consoli

ithough NBC’s competitors will
not aggressively counterprogram
against the Winter Olympics during
the February sweeps, advertisers
have been buying up significant
amounts of commercial ime on the
other networks. CBS has recorded $80 million
in first-quarter scatter ad sales, primarily be-
cause eight of the network’s prime-time series
are overdelivering the audience-share estimates
that the network sold on them in last summer’s
upfront. While CBS’ beating of its ratings
guarantees is primarily benefitting advertisers
that bought those shows in the upfront at
locked-in prices, there are many other advertis-
ers which have been busy spending first-quarter
scatter dollars on non-Olympics programming.

“As well as the Olympics will do in the rat-
ings, there are people who won’t watch it,” said
Marc Goldstein, president of national broad-
cast for MindShare.

NBC’s coverage of the Olympics (Feb. 8-
24) has more than a dozen advertisers with cat-
egory exclusivity, including General Motors
(domestic auto), Mazda (foreign auto) An-
heuser-Busch, Coca-Cola, AT&T, Visa, John-
son & Johnson (pharmaceuticals), McDonald’,
Delta Air Lines, Visa, UPS, Home Depot,
Kodak, Microsoft and Texaco. With those ad-
vertisers set to reach the sizable Olympics audi-
ence, their competitors must find a way to not
give them a free ride in prime time for more
than two weeks in February.

Non-Olympics advertisers in highly com-
petitive categories that are spending on the oth-
er networks include Coors, Pepsi, 7-Up, Amer-
ican Express, Wendy’, Burger King, Toyota,
Honda, Kia, Nissan, Fuji, Continental Airlines
and Federal Express, according to network
sales executives.

CBS sales president Joseph Abruzzese said
that both Coors and American Express have
signed on as sponsors of the fourth installment
of Survivor, which will premiere on I'eb. 28.

“You have an old-fashioned ad war going on
right now in the telecommunications catego-
ry,” a top sales executive for one of NBC’ com-
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CBS has sold
$80 million in
first-quarter
scatter, but
Abruzzese says
“the jury’s still
out” on the
network’s up-
front strategy.

petitors said last week. “Sprint, Verizon and
Cingular are not going to give up the market
to AT& T, so they will fight back by advertising
on the other networks. And in the video game
category, competitors are not going to let
Microsoft’s Xbox dominate prime time.”
According to media buyers, NBC has taken
in about $110 million in first-quarter scatter,
with about $36 million of that for the Olympics.
Overall, NBC has sold 97 percent of the total
$720 million in available time for the Games.
While NBC has made a big effort in its
Olympics promotons to lure young viewers to
the Games, most competing network execs and
media buyers believe the Olympics will contin-
ue to attract audiences primarily in the 25-54
demo. The last Winter Games, televised by
CBS in 1998, averaged a 10.6 among viewers
25-54, compared to an 8.9 in 18-49 and a 6.4 in
18-34, according to Niclsen Media Rescarch.
“NBC is very noble to be going after the
younger audience, but it won’t work,” said a
sales exec for a rival network. “The Games will
produce [houschold] audience shares in the
high 20s, but the younger viewers will not show
up. They just don’t care about the Olympics.”
The two youngest-skewing networks, the
WB and UPN, are both pulling in decent scat-
ter dollars for their February prime-time



shows, buyers said. The WB, with its strong, |

young female audience, and UPN, which draws
well with young men, are likely to be less affect-
ed by viewer defections to the Olympics.

The WB, Fox and ABC, which have all suf-
fered ratings declines this season, will be using
some of their February prime-time ad invento-
ry to satisfy makegoods.

Despite CBS’ ratings gains this season and
its solid scatter sales performance, Abruzzese
is not ready to declare Viacom president Mel
Karmazin’s strategy of holding back 35 per-
cent of the network’s prime-time inventory
from the upfront to sell later at higher prices
in scatter a home run just yet.

“The jury’s stll out,” Abruzzese said. “We
did have a record fourth quarter in scatter, but
we really have to wait to see how the second
and third quarters go.”

CBS will air mostly repeats of its regular
series programming during the Olympics. Sev-
eral of CBS’ series have performed decently in
repeat airings this season; CSI has averaged a
14.4 in first-run and 12.4 in reruns, while Ev-
erybody Loves Raymond has averaged a 14.0 in
first-run and 11.6 in repeats.

CBS will replace a few of its series with the-
atrical movies against the Olympics, and the
network will air one miniseries, Guilty Hearts,
on Feb. 10 and 13. CBS will run the Rosa Parks
Story, starring Angela Bassett, opposite the
Olympics’ closing ceremonies on Feb. 24. On
Jan. 31, the sweeps’ first night, CBS will air a
Price Is Right special, hosted by Bob Barker.

That same night, ABC will air the final two
hours of its six-hour miniseries Stephen King’s
Rose Red. Like CBS, ABC will air mostly series
programming (both new episodes and reruns)
against the Olympics.

On Feb. 8, the night of the Olympics’
opening ceremonies, the WB will pre-empt its
Friday-night comedy block to air a theatrical
movie. The Frog network will also air a movie
Feb. 19 opposite the Olympics’ early-round
women’s figure-skating competition.

Fox will air most of its regular schedule
against the Olympics, primarily with new epi-
sodes. And the network, which had pledged to
tone down its reality programming, will air at
least one reality special as Olympics competi-
tion. On Feb. 22, Fox will air the two-hour spe-
cial When Animals Invade Your Home vs. the
Olympics’ figure-skating exhibition event. The
network had also planned to air Glutton Bowl:
The World’s Greatest Eating Competition on Feb.
21 against the Olympics’ women’s figure-skat-
ing finals (typically the Games’ top-rated
event), but Glutton Bowls airdate was undeter-
mined at press time. “With primarily women
watching figure skating, we’re hoping to lure
some of the male audience,” a Fox exec said. @

|
|

|

Raising a White Flag

Outiets that have to compete against Olympics won't put up much of a fight

TV STATIONS By Jeremy Murphy

he February sweeps haven't even started
yet (they kick off Jan. 31), but local sta-

dons around the country are already |

predicting the outcome. With NBC
stations scheduled to air 17 continuous nights
of Winter Olympics programming—which are
likely to bring in big ratings given the patriot-
ic fervor that has swept the
nation since Sept. 11—many
competing stations are privately
conceding the February sweeps
to NBC and instead focusing
on May, the last sweeps period
of the season.

“Im not going to throw
much against February,” admit-
ted the general manager of a
top-20 market station, who
wouldn’t speak for attribution.
“To spend a lot of time and re-
sources on a month that buyers
aren’t going to pay attention to
is counterproductive.”

Stations without the Olym-
pics aren’t expecting much this
February, buyers say. “There are a lot of ambi-
tious, optimistic projections that Olympic
numbers are going to go through the roof, so
[non-NBC stations] are being realistic as to
what to expect,” said Maribeth Papuga, senior
vp/director of local broadcast for MediaVest.
“Stations aren’t going to bank their whole Feb-
ruary income on programming against the
Olympics—most of them aren’t going to do
anything to really counter it.”

Station managers and buyers predict that
February is going to be a very difficult month
to analyze anyway, given that ratings—both
national and local—will be heavily skewed by
Olympics coverage. To combat what will prob-
ably be a very confusing book, Nielsen Media
Research is offering a ratings book that factors
out Olympics numbers.

“It’s going to be a very difficult period to
look at,” said Bonita LeFlore, executive vp/dir-
ector of local broadcast at Zenith Media. “Cer-
tainly, using the February book to project rat-
ings for other quarters is not going to happen.”

Some station executives were more suc-
cinct: “It’s going to be a useless book—Febru-
ary will be a book that cannot be used,” said
Bob Leider, vp/general manager of WSVN,
Sunbeam Television’s Fox affiliate in Miami. A
handful of markets, including Detroit, plan to

-

emphasize results from their January and
March ratings books to help set ad rates.
Sensing they will most likely take a hit in
February, Fox and ABC last week decided they
will not spend any local co-op dollars—used to
promote network shows on billboards and
radio spots. CBS will do so sparingly, accord-

- [ '.

A sense of doom? ABC has slated the 1984 movie /ndiana Jomes
and the Temple of Doom to run against the Olympics on Feb. 18.

ing to a representative, focusing on “limited
strategic” opportunities, such as the Grammys.

Surprisingly, the stations affected by this
aren'’t really complaining, probably because the
networks are not really counterprogramming.
“Certain nights of the prime-time schedule are
pretty telling,” said the gm of one ABC affili-
ate, pointing to the network’s Feb. 18 schedul-
ing of an 18-year-old movie, Indiana Jones and
the Temple of Doom.

So are stations competing with NBC al-
ready waving the white flag? Not completely.
While buyers and gms agree there will proba-
bly be a lack of stunting and big investigative
reporting on local newscasts this February,
many competing stations will try to exploit
holes in NBC's Olympics scheduling.

“Stations [that] have an 11 p.m. newscast
against NBC will have a great opportunity to
get their late news sampled,” said Bruce Bak-
er, executive vp of affiliates for Cox Broadcast-
ing, noting that late newscasts on NBC sta-
tions will be delayed 14 times in Eastern and
Central time zones during Olympics coverage.
Cox owns 3 NBC outlets among its 15 sta-
tions. While Baker says “we don’t ever take any
sweeps period as unimportant,” he, like many
broadcasters, admits “this particular sweeps
period presents some challenges.” |
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Twenty jobs at National Sports and 81 at
Regional will be cut. —Megan Larson

Manos Leaving A&E to Run
Rainhow Networks Sales

in other news at Rainbow, Arlene
Manos, senior vp of national ad sales at
A&E Networks, will join the company on
Feb. 28 as president of Rainbow Nation-
al Network Advertising Sales.

Manos, who helped build A&E’s
advertising base over the past 12 years,
will be responsible for Rainbow net-
works, including Bravo; WE: Women's
Entertainment, which will go through its
first upfront this year; MuchMusic USA;
Independent Film Channel; and Ameri-
can Movie Classics. “It's going to be a
challenge,” Manos said. “But it's an
opportunity | could not pass up.”

A replacement for Manos has not
been named. For now, Whitney Goit,
executive vp of A&E Television Networks,
will oversee ad sales. —ML

CBS Veteran lzzicupo Exits
Amid TV-Movie Slump

Sunta lzzicupo, who ran CBS’ long-form
division for the past six years, left the
network last week. The 13-year veter-
an of CBS is looking to get into produc-
ing, said an executive at the network
who is familiar with the situation.

Among the CBS movie projects
lzzicupo oversaw were Joan of Arc, Jesus,
Mama Flora’s Family and What the Deaf
Man Heard, as well as the live presenta-
tions Fail Safe and On Golden Pond. She
also helped rebuild the network’s CBS
Sunday Movie franchise, which remains
the only regular weekly made-for slot on
any of the Big Four networks. A replace-
ment has not been named.

{zzicupo's departure comes at a
time when most of the networks’ long-
form divisions are struggling to main-
tain a presence in prime time. Per-
haps the only exception is ABC’s unit,
which last week announced plans for
Dreamkeeper, a four-hour, $30 million
miniseries from Robert Halmi Sr.
focusing on native Americans. The
telepic is scheduled to air in Novem-
ber 2003. —Alan James Frutkin

XM Radio to Survey Subs

Arbitren will gather feedback from 1,000 listeners for future ad strategies

|

RESEARCH By Katy Bachman

M Satellite Radio, the first of two sub-
scription radio services to launch na-
tionwide, last week took two more
important steps on its way to make
satellite radio as familiar to consumers as AM
and FM. The Washington, D.C.—based com-
pany, which plans to generate 50 percent of its
revenue from advertising on about 65 of its
100 channels, confirmed it had signed an
agreement with Arbitron to conduct two stud-
ies of its subscribers in the spring and fall.

In addition, XM announced that General
Motors will offer XM radios as a factory-in-
stalled option on 23 of its 2003 models. GM,
which has a $520 million equity investment in
XM, was the first car manufacturer to install
satellite radio in its Cadillac Seville and DeV-
ille models this year. Other than in Cadillacs,
XM radios.are available only in retail outlets.

The Arbitron studies will profile the satel-
lite listener by demographic and socioeconom-
ic characteristics based on a sample of 1,000
people drawn from XM’ subscriber base.
Details are still being worked out, but measures
are likely to include how many hours a day peo-
ple spend with satellite radio versus terrestrial
radio, and where and when people listen.

While the sample will be too small for indi-

vidual channel ratings, network-radio adverts-
ers said the studies are a good first step, similar
to how cable research developed. “So far, we've
been making assumptions about who these
people are,” said Natalie Swed Stone, director
of national radio for OMD. Taking advantage
of XM’ introductory bargain-basement rates,
Swed Stone is using XM for clients such as
Infiniti and State Farm Insurance.

Even with the studies, network buyers are
inclined to give XM, which analysts predict
will reach about 400,000 subs by year’s end,
the benefit of the doubt. “We’ll look to the
results of the study, but you have to look past
the research because it’s a first round,” said
Matt Feinberg, vp and manager of national
radio for Zenith Media.

That leaves New York-based Sirius Satellite
Radio, which plans to complete its national
rollout by Aug. 1, plenty of time to catch up.
“30,000 subscribers is not a significant differ-
ence in the long haul of satellite radio’s devel-
opment,” said Elana Sofko, Sirius director of
Talk/sales partners. Sirius wants 10 to 20 per-
cent of its revenue to come from advertsing on
40 nonmusic channels. It, too, has been in talks
with Arbitron about audience measures of its
prospective subscribers. u

ABG, Fox Face New Reality

Game-show tebuts win time periods in 18-43, but buyers are wait-and-see

NETWORK TV By Alan James Frutkin

o the chagrin of TV critics, launch rat-

ings last week for ABC’s The Chair and

Fox’s The Chamber proved viewers still

want reality. Whether this brand of real-
ity has staying power is uncertain, but sampling
of both game shows suggests a strong audience
appetite for nonfiction formats.

So what hooked viewers? Well, cross ABC’s
Who Wants To Be A Millionaire with NBC's Fear
Factor and you'll get an idea. The Chair requires
contestants to answer questions while maintain-
ing their calm—literally. If their heart rate rises
above a certain level, they lose money. Produced
by New Zealand-based Touchdown Television,
The Chair is hosted by former tennis star fohn
McEnroe and offers a top prize of $250,000.

The Chamber, from Dick Clark Produc-
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McEnroe keeps
the pressure
on as host of

ABC’s The Chair.

BOB D'AMICO/ABC
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tions., is a more extreme version of The Chair.
Contestants must endure physical and envi-
ronmental pressures—ranging from extreme
heat to extreme cold—while answering ques-
tions for up to $100,000. The shows are so
similar, Touchdown has filed suit for copyright
infringement against Dick Clark Productions
and Fox, with Fox filing a countersuit.

Of course, those lawsuits may disappear if
the shows do. But initial ratings, especially
with young viewers, indicate neither may van-
ish anytime soon. Among adults 18-49, both
shows won their time periods, with The Chair
scoring a 5.1 Tuesday at 8 p.m. and The Charm-
ber pulling a 4.7 Sunday at 8 p.m.

“They’re not blockbuster numbers, but
they’re not bad, either,” said Stacey Lynn
Koerner, senior vp and director of broadcast
research for Initiative Media. Koerner warned,
however, that both shows could settle in at less
than average numbers over the next several
weeks, which may bode poorly for their long-
term futures.

For now, both networks are optimistic
they've found viewer-friendly formats—law-
suits notwithstanding. And any ratings rise
may seem like a plus after the poor showing of
Fox’s recent reality attempts Love Cruise, Mur-
der in Smalltown X, and Temptation Island 2.

Mike Darnell, Fox’s executive vp of spe-
cials, alternative and late-night programming,
said for the past six months he’s been looking
for programs that avoid following storylines.
“Viewers can see it one week, miss it the next
and still feel like they know what’s going on,”
said Darnell, who added that self-contained
shows also are less expensive than story-arc
shows. But Andrea Wong, senior vp of alter-
native series and specials for ABC, said that
money isn’t the only reason viewers may see
less storylines in reality programming.

“After Sept. 11, some of the more manu-
factured stakes of reality series seemed incon-
sequential and trivial in comparison to the
reality of our world,” Wong said. “Shows like
The Chair are just pure entertainment.”

Copps: Show Me the Tapes

FCC's lone Dem taking strong stand vs.

WASHINGTON By Alicia Mundy

s the sole Democrat on the Federal

Communications Commission, Michael

Copps has not had much of an oppor-

tunity to imprint himself on the agency.
But the laconic Copps has latched onto the issue
of indecency on the airwaves, particularly radio,
with a vengeance.

Radio CEOs probably hoped that he would
back off since he seemed to be the only com-
missioner interested in the matter. But in a
meeting with telecom reporters last week,
Copps was clear he is not ready to give up. He
said he is pushing for radio executives to keep
tapes of their shows so that possible complaints
from listeners and others could be more easily
verified and weighed.

Noting that he had recently discussed the
issue with a group of presumably supportive
bishops, he said, “I hope that 2002 will be the
year of decency in the media.” He added that
he’s thinking of “highlighting broadcasters
who reach for the stars,” as well as citing those
who “plumb the depths.”

Copps is still unhappy with NBC’s decision
to air liquor ads and has noted he’s not pleased
with the FCC? reversal of its indecency ruling
in the “Slim Shady” incident involving the
broadcast of a risqué song by rapper Eminem.

broadcasters on indecency issues

Copps said he
has asked National
Association of
Broadcasters presi-
dent Eddie Fritts to
get his members to
voluntarily  tape
their broadcasts so
that consumer com-
plaints can be in-
vestigated. Copps,
who is from South
Carolina and was
the top telecom aid
to Senate Commerce Committee Chairman
Sen. Fritz Hollings (D-S.C.), has also asked
South Carolina radio executives to keep their
recordings. Broadcasters contend that such a
tape library would be a storage nightmare, and
it would require spending hours responding to
complaints. So far, only Disney/ABC chairman
Michael Eisner has agreed to keep recordings,
of ABC Radio’s shows.

Regarding Fritts’ response, Copps said very
carefully, “You’d better talk to the NAB about
it.” But he added, in a wry attempt to assuage
radio broadcasters, “I don’t intend to sit up
reading radio transcripts at night.” |

Copps wants 2002 to
be a “year of deceny.”
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News Outlets Broke
Records Post—9/11

BY KATY BACHMAN
ept. 11 not only changed the
face of the world, it also whet

ALL-NEWS STATIONS’ RATINGS RISE

STATION MARKET SUMMER FALL °.CHANGE
America’s appetite for news (OWNER) (RANK) AT,

radio. Midway through the  \wiNS-AM (INFINITY)  NewYork(1) 43 48  +11%
release of Arbitron’s Fall sur-  WCBS-AM (INFINITY)  New York 29 36 424%
vey (Sept. 20-Dec. 12), several All-  KNX-AM (INFINITY) Los Angeles (2) 2.4 24  none
News stations in top-10 markets shat-  KFWB-AM (INFINITY)  Los Angeles 18 21 +16%
tered ratings records. WBBM-AM (INFINITY)  Chicago (3) 50 B2  +24%
WINS-AM in New York had its best KCBS-AM (INFINITY) San Francisco (4) 4.3 5.0 +16%
numbers in 18 years, said Scott Her- KYW-AM (INFINITY) Phllaqelﬁhla B 71 79 i11:-’n
man, vp and general manager. The WTOP-AM (BONNEVILLE) Washington (7) 5.0 55 +10%
WBZ-AM (INFINITY) Boston (8) 7.6 8.7 +14%

Infinity Broadcasting—owned station
had a weekly cume of close to 3 million,

WWJ-AM (INFINITY)

Source: Arbitron, average guarteér-hour share among listeners 12-plus

Detroit (10) 57 61 +7%

up from about 2.2 million the previous
year. In Washington, D.C., Bonneville Inter-
national’s WTOP-AM drew more than a mil-
lion listeners a week, the largest number of lis-
teners the station has ever had, boasted Joel
Oxley, vp and general manager of WTOP.
For the first time since the 1960s, WBBM,
Chicago’s Infinity—owned station, bested Tri-
bune Broadcasting’s perennial ratings leader,
WGN-AM, by a wide margin (5.5 t0 6.2). Rod
Zimmerman, vp/gm of WBBM, said it was a
combination of the “9/11 effect” and WBBM’s
programming changes since August 2000,
when Infinity put Sports WSCR-AM on the
WMAQ frequency, leaving the market with
one All-News station. “We were showing sig-
nificant growth before 9/11,” said Zimmerman,
noting that WBBM posted a 5.2 a year ago.
Whether the gains will translate into more
advertising dollars for All-News will take a few
more surveys, said buyers. “The book is taint-
ed. But some advertisers might want to put
more against All-News, particularly those who
blindly buy off the numbers,” said Rich Russo,
director of broadcast services for JL Media.
All-News stations have always been at the
head of the line for ad dollars, even before Sept.
11. “There are very few clients that dont want
to look at All-News stations,” said Karen Agresti,
senior vp and director of local broadcast for Hill,

Holliday, Connors, Cosmopulus. If anything,
Agresti said it would enable the stations to main-
tain rate integrity in a soft ad market. “There’s
more opportunity for [All-News stations] to
charge higher than market rates,” she added.
While radio executives unanimously agreed
that Sept. 11 was by far the biggest factor in rat-
ings for All-News, they’re also hoping that it

| will be a longer-lasting trend.

“Clearly the ratings are related to 9/11, but
in some ways, this may indicate a sea change.
Just like 9/11 was a defining moment for U.S.
history, it could reshape radio’s history, since
the event exposed more people to news,” said
Harvey Nagler, vp of radio for CBS News.

According to an Arbitron study of the effects
of 9/11 on listening, All-News has attracted a
younger demo beyond its traditionally 35-and-
older audience. As a result, more music stations
have signed up for network news services
(Mediaweek, Oct. 29). “The more news that’s on
radio, the better for us. Not all listeners can
wait for the top of the hour,” said Herman.

“We’re trying to do as much updating as we
can to keep [new listeners] and contemporize
the station by bringing in more production val-
ues, ” said Steve Butler, program director for
KYW in Philadelphia.

Better informed about the world since

OUTDOOR | MAGAZINES

Sept. 11, radio listeners are hungry for broad-
er coverage. Nagler pointed out that CBS has
recently been inundated with requests from

| stations to interview Ranjan Gupta, the net-

work’s correspondent in India. “Before 9/11,
no one knew or cared about India,” he said.
HOUSTON RADIO STATIONS
Cumulus Signs on Urban

hen Cumulus Media launched KRPW-
WFM, Houston’s newest Urban station

targeting African Americans 25-to-44
years old on Jan. 3, not only did it have its tal-
ent lined up before it launched, but it also had
ad deals already signed.

“We had the opportunity to launch in Octo-
ber, but we didn’t,” said Tim Davies, the gen-
eral manager of KRPW. Instead, Cumulus pre-
pared the market, its first in the top 10, in
advance by talking with advertisers and teasing
radio listeners with promotional flyers and a
comprehensive billboard campaign.

Formerly Country KAYD-FM in Beau-
mont, Texas, Cumulus spent $10 million to
move the station to Houston by relocating and
building a new 2,000-foot , 100,000-watt tower.

Picking a format was easy. With the ninth-
largest Black population in the nation, Hous-
ton had only two Urban stations, Urban Adult
Contemporary KMJQ-FM and Hip Hop
KBXX-FM, which skews younger and attracts
listeners across ethnic lines. Ranked No. 1 and
No. 3 in the Arbitron Summer survey, both
are owned by Radio One, the largest radio
group specializing in programming targeting
African Americans.

“As fragmented as radio has gotten, there
are still few stations super-serving the African
American audience,” said Patrick Guerra,
senior partner with Rhino Marketing, whose
clients include the market’s biggest car dealers,
Munday Chevrolet and Sterling McCall Toy-
ota, which is the No. 1 dealer in Texas, as well
as the No. 2 dealer in the U.S.

Davies and his sales staff approached adver-
tisers about four months out from the launch,
making it easier for them to work it into the
budget cycle. “ It was more affordable on the
front end, and we’ve locked in charter rates for
the long term,” Guerra said.

The Atlanta-based Cumulus is working on
other top markets, including Pittsburgh and

| Kansas City. “We hope this is just the starting

point,” said Lew Dickey, CEO of Cumulus.
“They take time, but they’re worth it.” —KB

www.mediaweek.com January 21, 2002 MEDIAWEEK 9
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AD SALES
212-556-2520

The True Color Story
A new unique Post True Color™ process
and multiple positioning options that provide
a showcase for your advertisements.

The Success Story
Barney’s, Coach, Burberrys,
Mercedes Benz of Manhattan are among
the many advertisers who have added
the Post to their schedule.
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Firefighter Joseph Higgins of the NY( .'s 10th Mountain Division at Bagram
airfield north of Kabul yesterday. O illed in the WTC attacks on Sept. 11,

N.Y’s her. NEWYORKPOST \jn Kabul

New York’s Most Colorful Newspaper

SOURCES: Audit Bureau of Circulations, subject to audit; six months ending
September 30th, 2001; 2001 Scarborough Report.
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BY EILEEN DAVIS HUDSON
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competes against an hour-long 10 o’clock
news on Sinclair Broadcast Group’s WB af-
filiate, WLFL-TV.

During the current college basketball sea-
son, WRAZ will carry about a half-dozen
games featuring schools in the Atlantc Coast
Conference, which includes Duke, North
Carolina, N.C. State and nearby Wake Forest
University. On its digital channel, WRAZ car-
ries about 30 games per season of the Dur-
ham Bulls, a Triple A farm team for Major
League Baseball’s Tampa Bay Devil Rays.

Sinclair created the market’s first duopoly
in late 1999 with its purchase of UPN affili-
ate WRDC-TV from Glencairn Ltd.; Sin-
clair had previously operated WRDC as an
LMA. WRDC and WLFL share the same
management, led by gm Susan Lucas.

WRDC'’s syndicated programming lincup
is decidedly ethnic-skewing, targeting Ral-
eigh-Durham’s African American viewers
with shows including Living Single, Martin
and In the House. About 27 percent of the
market’s population is African American,
more than double the average of 13 percent
in the country’s 50 largest markets, accord-
ing to Scarborough Rescarch.

In 1998, WRAZ and WLFL swapped
affiliations. The same year, Nielsen intro-
duced meters to the market, which had been
the highest-ranked DMA still on Nielsen’s
diary system for measuring TV audiences.

As for WNCN, gm Ward says the outlet
“has had a checkered history.” As an NBC
affiliate, the station eliminated its local news-
casts three times between 1985 to 1995, Ward
notes, and sometimes pre-empted NBC
prime-time shows to air sports programming.
Since acquiring WNCN in 1996, NBC has
spent “a lot of time and money to promote
the station as NBC [owned],” Ward says.
WNCN began its tenure as an NBC O&O
with “a very small [ratings] base, but the
growth has been consistent,” he adds.

In May 2000, WNCN relocated its
broadcast tower from Johnston County to
Wake County and picked up an additional
500 feet in elevation. Ward says the new
location and stronger signal has yielded an 11
percent improvement in WNCN’s penetra-
tion in the market.

On the talent front, WNCN weekend
coanchor Tim Grimes left last year to join a
station in Houston. WNCN opted to go with
single anchor Kim Genardo on its 6 and 11
p.m. weekend newscasts. Early last year, Jan-
ice Jones, formerly of WOFL-TV in Orlan-
do, Fla., joined WNCN as chief weathercast-
er, replacing Lisa Spencer.

B SCARBOROUGH PROFILE

Comparison of Raleigh-Durham
TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HH1 $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 Intérnet/ WWW

HOME TECHNOLOGY

Own a Personal Computer

Shop Using Online Services/Internet
Connected to Cable

Connected to Satellite/Microwave Dish

NIVERSITY PHOTO AND DURHAM CVB

This fall, WTVD hopes to further boost
its performance in the mornings by replacing
the syndicated Fenny Jones at 9 a.m. with Live
With Regis & Kelly, which currently airs on
WRAL and leads the 9-10 a.m. time period.

This week, WTVD will introduce a new
set for its newscasts, the outlet’s first new
look in six or seven years, Staab says. One
key feature of the new set is an eight-foot
TV screen that will be used for weather
forecasts. In place of the plain blue back-
ground that most TV stations use to display
weather graphics, the TV screen will allow
WTVD weather anchors to actually see the
maps and information they are pointing to
during their segments.

WTVD’ lead female anchor, Mariam
Thomas, left the outlet in late November.
The station has not yet found a replacement;
for the time being, 5:30 p.m. anchor Frances
Scott is filling in at 5 p.m, and Larry Stog-

Top 50 Market Raleigh-Durham R-D
Average % Composition % Index
31 34 109
41 40 99
28 25 91
27 19 72
12 13 105
10 9 85
23 25 109
13 27 215
12 5 39
54 49 90
64 53 84
22 20 93
18 17 94
30 31 105
39 36 92
13 15 115
73 67 92
77 69 89
75 76 102
73 74 101
71 76 107
91 91 100
58 61 107
61 60 99
67 66 100
35 36 102
71 69 98
15 26 177

*Media Audiences-Average: average issue readers for newspapers; average quarter-hour listeners within a specific daypart for
radio; average half-hour viewers within & 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 all viewers within a specific daypart for TV and cable.

Source: 2001 Scarborough Research Top 50 Market Report (February 2000-March 2001)

Ward is looking forward to NBC’s Winter
Olympics coverage next month as a big chance
for WNCN to win new viewers who may sam-
ple the station for the first time. “When the
opportunity comes along for people to see us,
we've really got to step up to the plate and hit
the ball out of the park,” the g says.

The market also has an Independent sta-
tion, WKFT-TV in Fayetteville. Privately
held Bahakel Communications, which ac-
quired WKFT in 1998, this month put the
outlet up for sale, along with its WBAK-
TV, a Fox affiliate in Terre Haute, Ind. The

14 MEDIAWEEK January 21, 2002 www.mediaweek.com

offering of the two outlets is being han-
dled by Media Venture Partners. Russell
Schwartz, senior vp and general counsel for
Charlotte, N.C.-based Bahakel, says
WKE'T is not a good fit with the company’s
portfolio of eight other TV outlets, all of
which are network affiliates.

Another broadcast TV outlet in the mar-
ket is Paxson Communicadons O&O WRPX.

In local cable, Time Warner Cable is
expected to soon launch a 24-hour local news
channel, serving up some new competition
for broadcast TV stations in the Raleigh-
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CROSSING OVER
WITH JOHN EDWARD

® 2.4 HH rating ranks #1 among new

first-run strips. ©

* Over 95% clearance.
¥ 4

I

1

GAME WARDEN
WILDLIFE
JOURNAL

* Up +17% year-to-year. “
* Over 80% clearance.

CHICKEN SOUP
FOR THE SOUL

» Up +17% since premiere week. ©
* Over 80% clearance.

SOURCE:

(1) NSS/Galaxy Explorer ARSAA%; 11/317/28/0~. Includes all CC type codes.

(2) NSS/Galaxy Explorer ANM3AA%; PTD h-ougn 12/30/01. Includes all CC type codes.

(3) NSS/Galaxy Explorer H- AA/GAA% FTD thoough 12/30/01. New first-run strips = pramiered since 8/27/01.
(4) NSS/Galaxy Explorer H- AA%; 8/27D%12/30°01 vs. 9/25-12/31/00.

(5) NSE&/Galaxy Explorer HH 4A%; Weet of 12/23/01 vs. Week of 10/01/01.




MAURY

* 2.4 W18-49 rating ranks #2 among
all talk strips. '

e Over 95% clearance.
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SALLY

» Owver 60 talk shows have
come and gone since
SALLY has been on the air.

» Over 95% clearance.

JERRY SPRINGER

* 1.7 A18-49 rating ranks #2 among
all talk strips. @

» Over 90% clearance.

STUDIOS
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©2002 Studios USA. All rights reserved. l
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TAKING THEIR CUES:

(From left) John Walsh hopes to
fill Phil Donahue’s shoes; Dr. Phil
enters the marketplace with the
blessing of talk queen Oprah;
James Van Praagh will mimic last
season’s modest hit, Crossing

Over; and Wayne Brady offers a
dose of variety a la Mike Douglas
and Merv Griffin.
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[he majﬂl' Stlldiﬂs 'ailetl yet again to launch a new breakout talk show this

season, as fall 2000 entries lyania and Talk or Walk have already been canceled and Ananda Lewis and
The Other Half are not expected to return for a second season. But you gotta give those syndicators
credit for trying, again and again. Six new talkers—one more than this season’s crop—are currently
being shopped to stations for fall 2002 at the smaller NATPE conference in Las Vegas.

Originality certainly isn’t the first word that comes to mind for next season’s talkers. D Phil is a
spinoff from Oprah. The Rob Nelson Show and The John Walsh Show hope to fill Phil Donahue’s shoes.
Caroline Rhea, a Rosie knockoff that failed to drum up enough interest to launch in fall 2000, is trying
again with a different distributor. The Wayne Brady Show follow in the vein of Merv Griffin and Mike
Douglas. And Beyond With James Van Praagh feels a lot like Studios USA’s Crossing Over With Jobn
Edward, which has had modest success this season.

“Instead of originality, we’re seeing imitation, and that’s the mistake syndicators make every year,”
said Bob Jacobs, former president of King World, Carsey Werner and GTG (Grant Tinker/Gannett)
Marketing. “Instead of trying to recapture something that once was—rather than looking for the
next Oprah, Wheel of Fortune, Jeopardy! or Entertainment Tonight—syndicators need to be more inven-
tive. They need to do less copying and start stepping out more over the edge. Until that happens,
nothing new has a real shot at succeeding.”

If there’s one show that revolutionized daytime talk, it was Donabue, which, with its record 29-year
run (1967-96), opened the door for issue-oriented talk-show hosts such as Sally Jessy Raphael, Ger-
aldo Rivera, Oprah Winfrey, Montel Williams and Maury Povich. But as the years passed, the genre
became glutted with an array of similar hours, from Forgive or Forget and Queen Latifab to Carnie and
Dr: Laura—all of which came and quickly went.

But lack of success hasn't stopped syndicators in the past, and this year is no different. “Personal-
Iy, ’'m not surprised to see new talk shows with a familiar feel,” notes Garnett Losak, vp and direc-
tor of programming at the Petry Television Group. “There are, after all, just so many genres to work

GHoTtheLlone

WITH THIS YEAR’S CROP OF TALK SHOWS, SYNDICATORS
HOPE TO REVIVE THE SPIRIT OF LEGENDS PHIL DONAHUE,
MERV GRIFFIN AND MIKE DOUGLAS. BUT THEY ALL FACE

A FAR MORE SKEPTICAL MARKETPLACE BY MARC BERMAN
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with. What really makes any new talk show a standout/in any season is
the person chosen to host it, and next fall we have a wide range of choic-
es to look forward to.”

Most likely to succeed this fall is King World’s Dr: Phil, which has
several built-in advantages: plenty of exposure on Opra#, where the doc-
tor of psychology makes regular appearances; a potential pairing as a
lead-in to or lead-out from the reigning queen of talk; Oprah’s person=
al blessing; and the fact that he will never have to face aff against her in
a time period, since King World also distributes Oprab,

“In the world of programming, time periods are everything, and
clearances in over 90 percent of the country pre-NATPE puts this show
ahead of the rest,” says Bill Carroll, vp and director of programming at
Katz Television. “By pre-familiarizing viewers with Dr. Phil on Oprah,
King World could be sitting on the next long-term talk-show franchise.”

Twenteth Television has never made a name for itself in the talk-
show arena—Forgive and Forger and the late-night Magic Hour, which
had a two-month run in 1998, were its last attempts, But the studio
hopes to turn its fortunes around with The Rob Nel_\{m Show, whose
whose résumé includes a stint as host of talker The Full Nelson on The
Fox News Channel.

“I am proud to refer to Rob Nelson as the young Phil Donahue,”
says Bob Cook, president and COO of Twentieth Television. “Women
still want to see the type of positive talk that inspires, thatuplifts. And it’s
time to get back to basics in syndication. One look at ratings this sea-
son and it’s obvious viewers are more interested in shows like Oprah,
Regis & Kelly and The View than the trashy, fake, circus-type formulas. If
you look at Rob Nelson and think Donahue—which I think you will—
then I am happy to say we are heading in the right dircetion.”

The John Walsh Show, from NBC Enterprises, features the well-
known host of Fox’s America’s Most Wanted in the studio or out in the
field covering stories of interest as they unfold. “At a time when Amer-
ica is looking for heroes, John Walsh is what he personally would refer

Two new shows this fall are looking to recreate the magic of both The
Mike Douglas Show (1961-82) and The Merv Griffin Show (1962-86).
Others have tried and failed in recent years, including Martin Short,
Howie Mandel, Roseanne and Donny and Marie Osmond.

With Rosie O’Donnell—who always referred to her show as a Mike
Douglas elone—calling it quits, talk/variety in daytime is suddenly up for
grabs. Two shows—Caroline Rhea, Rosie’s replacement from Warner
Bros., and Bucna Vista’s Wayne Brady—hope to keep the tradition alive.

“We’we just shot our first three shows with Caroline Rhea and we're
excited about the possibilities,” notes Dick Robertson, president of
Warner Bros. Distribution. “There is always an appetite for this type of
talk, and we're confident we will keep the tradition of Merv, Mike...and
Rosie alive. There’s nothing wrong with delving back to your successful
roots to find your next hit in syndication.”

Not everyone is convinced. “Considering Paramount tried and failed
to launch Caroline last season, trying to make the grade one year later
has to be considered a long shot,” says Brad Adgate, senior vp of corpo-
rate research at Horizon Media. “Given his success on ABC’s Whose Line
L1t Anyway?, Wayne Brady scems like a more logical choice for 2002.”

Brady, who is also hoping to capitalize on Rosie’s departure, will fea-
mure celebrity guests, audience participation, musical interludes and field
pieces. “We will take the best elements of the old Mike Douglas and
Merv Grittin shows and incorporate them in Wayne Brady,” says Janice
Marinelli, president, Buena Vista Television. “In times like this, we don’t
want to veer away from the tried-and-true. We want to entertain our
viewers, offer a daily forum where they can forget their troubles, sit
baek, relax and be entertained. And if that means enhancing a familiar
format, then we are happy to do it.”

Of course, thanks to John Edward this season, it comes as no surprise
thatanother popular medium, James Van Praagh, will host his own psy-
chic-oriented show. If the show clicks, it will be Tribune Entertainment’s
first successful daytime strip since Geraldo, which departed in 1998. The

Is the syndication marketplace really
ready for two new shows that claim to
he the next Phil Donahue? Wasn't one
Donahue enough?’ —soB JACOBS

svndicator’s two most recent attempts at talk,
Dreammaker With Richard Simmmons in fall 1999
and Talk or Walk this season, were both canceled
after just four months on the air.

And there you have it, the freshman talk
shows for 2002-03—all of them attempts to par-
lay the familiar into new sources of revenue in a
genre clouded by no breakout success in the last
six years. “In an ad marketplace this volatile,

to as a reluctant hero,” says Ed Wilson, president of NBC Enterprises.
“People admire and trust John, and we will capitalize on his image by
focusing on whats good in America.”

Unlike typical studio-based daytime talk, traveling to different loca-
tions will be an integral part of John Walsh. Also, one ongoeing individu-
al show theme will include a profile of heroes across the country. “I would
love to see this show premicre by the second week of September so we
could have John reporting from Ground Zero in New York on the first-
year anniversary of the terrorist attacks,” adds Wilson. “Or at the Pen-
tagon in Washington. Like Donahue in his heyday, John will have a spe-
cific point of view. In a way, you could call this ‘the traveling Donahue.”

“But is the syndication marketplace really ready for two new shows
that claim to be the next Phil Donahue?,” counters Jacobs. “Wasn’t one
Donahue already enough? And didn’t Rob Nelson already host a talk
show that didn’t work?”

Donahue isn’t the only talk-show star who’ being iritated this year.
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deviating from the norm could be considered
dangerous,” notes Dave Walsh, president of the Walsh Entertainment
Group, a media consulting firm. “After all, no one ever said television—
network or syndication—is a breeding ground for originality. The safest
route is the most familiar route.”

Still, based on the drought in talk-show hits, handicappers might
have a hard time predicting the next long-term.success. “I would have an
gasier fimne predicting something would work if it was an original con-
cept, and I don’t see anything like that for next season,” says Jacobs.
*Oprah was a hit because she brought the kind of energy to syndication
we never saw before, not because she was the new Donahue. And pro-
gramming staples like Wheel, Feopardy, Entertamment Tonight—even Jer-
#y Springer—are on the map because they were original. Unless syndi-
cators can look past the obvious, finding a new hit will only become
more difficult.” n

Marc Berman's daily television-vatings columm, “The Programming Insid-
en" is avaiable at mediaweek.com. He is based in New York.
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Scalmillg the Iist 0' new Shﬂws that syndicators plan to distribute

to stations at this year’s annual National Association of Television Program Exec-
utives conference, it's clear that the syndication industry has changed, mostly for
the worse. There are at least a third fewer shows looking to debut this fall, and a
host of syndicators plan to stay off the convention floor in favor of setting up shop
at Las Vegas' Venetian Hotel. Who knows how much longer NATPE will last?

Six new talkers at press time are vying for time periods: Beyond With James Van
Praagh (Tribune), Caroline Rhea (Warner Bros.), Dr. Phil (King World), The John
Walsh Show (NBC), The Rob Nelson
Show (Twentieth) and The Wayne
Brady Show (Buena Vista). Like talk,
game shows remain a mainstay in
daytime, with three new high-profile
entries—Who Wants to Be a Million-
aire (Buena Vista), Pyramid (Colum-

bia TriStar) and The Weakest Link
(NBC), which is already on the air—
looking to capitalize on three indi-
vidually proven formulas.

After an absence at the last NATPE of new court strips, one new variation—We
the Jury (Telco)—along with a second stab at Moral Court (Warner Bros.) means
that the faded genre is in search of a comeback. Judging from ratings this sea-
son, however, neither new nor returning shows can be expected to break out.

No NATPE would be complete without new weeklies—this year is no exception.
In scripted hours, new options include John Woo'’s Once a Thief from October Moon
and the tentatively titled B.A.LT. from NBC. For reality mongers, Tribune hopes The
Ultimate Adventure Company will strike a chord, while fans of the old Lifestyles of
the Rich & Famous might find Carsey-Werner's Livin’ Large a familiar option.

What's not covered in this section is the off-network sitcom category, of which
there are four strips. Twentieth Television is selling two shows, The Hughleys and
Dharma & Greg, while Warner Bros. has Will & Grace coming to market, and Carsey-
Werner has That '70s Show. Add to that two off-cable shows that will vie for view-
ers and ad dollars: October Moon will distribute MTV's Road Rules, and Columbia
TriStar is taking out HBO's Larry Sanders Show.

Three off-network weekly hours are scheduled to make their debut this fall. NBC
Enterprises’ Providence will do battle for good timeslots with Paramount’s Charmed
and Columbia TriStar's Dawson’s Creek. Also jockeying for time periods is Litton
syndication’s It's a Miracle, which currently runs on Pax TV.

For a more detailed breakdown of each of the shows, listed by genre, please
read on. And have a good NATPE.

B

MARC BERMAN
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LIVIN’ LA VIDA LOCA: Urban Latino is one of
two new shows that will cover Latin lifestyle.

Daytime Talk-Show Strips

KEY TARGET DEMOGRAPHICS
Women 18-34, 18-49, 25-54

BEYOND WITH JAMES VAN PRAAGH
Distributor: Tribune Entertainment
Availability: September 2002

Program Length: One hour

Terms: Cash plus barter (3.5 minutes nation-
al/10.5 minutes local)

Ad Sales: Tribune, Clark Morehouse

(212) 210-1060

Description: Similar to Studios USA’s Crossing
Over With Jobn Edward, psychic medium,
best-selling author (Zilking to Heaven, Reach-
ing to Heaven) and frequent talk-show guest
James Van Praagh hopes to bring back the
dead in daytime with this new psychic-
themed talk show. Tribune hopes ratings will
be alive and well.

CAROLINE RHEA

Distributor: Warner Bros. Domestic Televi-
sion Distribution

Availability: September 2002

Program Length: One hour

Terms: Cash plus barter (3.5 minutes nation-
al/10.5 minutes local)

Ad Sales: Warner Bros., Michael Teicher
(212) 636-5310

Description: Although Paramount failed to
drum up much interest last year in a Caroline
Rhea talker, Warner Bros. thinks the Sabrina,
the Teenage Witch co-star and frequent Holly-
wood Squares panelist is the ideal replacement
for Rosie O’Donnell, who wraps her show
this summer. With Buena Vista’s last-minute
Wayne Brady talker rumored to be snagging



tormer Ros/e time periods, Caroline may not
have enough of her own magic to make
much of an impact.

DR. PHIL

Distributor: King World

Availability: September 2002

Program Length: One hour

Terms: Cash plus barter (3.5 minutes nation-
al/10.5 minutes local)

Ad Sales: King World Advertiser Sales, Steve
Iirsch, (212) 541-0235

Description: If you’ve been watching Oprah
recently, then you’re familiar with Dr. Phil
McGraw. The popular and emotional psy-
chologist, educator, consultant and best-
selling author next season graduates to his
own talk show, with clearances in some 90
percent of the country. Get those handker-
chiefs ready!

JOHN WALSH

Distributor: NBC Enterprises

Availability: September 2002

Program Length: One hour

Terms: Cash plus barter (3.5 minutes nation-
al/10.5 minutes local)

Ad Sales: David Brenner, (219) 633-4450
Description: America’s Most Wanted host John
Walsh goes the talk-show route in this daily
hour of issuc-oriented fare that promises to
inspire. Although the show is studio-based,
Walsh will spend time in the field and travel
as stories unfold. Waish has confirmed clear-
ances on NBC’s owned-and-operated outlets,
as well as Hearst-Argyle stations.

THE ROB NELSON SHOW
Distributor: Twentieth Television
Availability: September 2002

STICK ’EM UP: John Woo’s Once a Thief makes
its syndication debut after one network movie.

Program Length: One hour

Terms: Barter (7 minutes national/7 minutes
local)

Ad Sales: Twentieth Television, Bob Cesa
(212) 556-2520

Description: In a forum focusing on the things
people care about, Rob Nelson (Stanford
Law School grad, two-time author and host
of Fox News Channel’s canceled Fu/l Nelson)
hopes to bring the same blend of controversy
and compassion to daytime that Phil Don-
ahue was known for. Hopetully this will not
include donning a skirt during the sweeps.

THE WAYNE BRADY SHOW

Distributor: Buena Vista Television
Availability: September 2002

Program Length: One hour

Terms: To be determined

Ad Sales: Buena Vista Television Ad Sales,
Howard Levy (212) 735-7421

Description: The versatile Wayne Brady
(Whose Line is it Anyway?, a difterent The
Wayne Brady Show on ABC) comes to syndi-
cation in his own daily hour of talk/variety
that harks back to the days of Mike Douglas
and Merv Griffin. Look for regular celebrity
interviews, audience participation, field
pieces and musical performances. And if
you're looking for buzz, here’s some: Brady is
being developed for the ABC O&Os, and it’s
being whispered that he might get Rosie
O’Donnell’s time periods on those stations
when her show ends this summer.

Court-Show Strips

KEY TARGET DEMOGRAPHICS
Adults 18-34, 18-49, 25-54, 50-plus

MORAL COURT

Distributor: Warner Bros. Damestic Televi-
sion Distribution

Availability: September 2002

Program Length: One hour

Terms: Cash plus barter (3.5 minutes nation-
al/10.5 minutes local)

Ad Sales: Warner Bros., Michael Teicher
(212) 636-5310

Description: If this show sounds familiar, it
should. Moral Court already aired for one
(low-rated) season in 2000-01 and is return-
ing intact with radio personality Larry Elder
as host.

WE THE JURY

Distributor: Telco

Availability: September 2002

Program Length: Half hour

Terms: Cash plus barter (1.5 minutes nation-
al/5.5 minutes local)

Ad Sales: To be determined

Description: In a difterent approach to day-
time court shows, We rhe Fury takes the view-
er behind the scenes and into the secret pro-
ceedings of the jury room. Except that
actors, not real people, play the litigants.

Daytime Game-Show Strips

KEY TARGET DEMOGRAPHICS
Women 18-34, 18-49, 25-54

PYRAMID

Distributer: Columbia TriStar Domestic
Television

Availability: September 2002

Program Length: Half hour

Terms: Cash plus barter (1.5 minutes nation-
al/5.5 minutes local)

Ad Sales: Columbia TriStar, Bo Argentino
(212) 833-8282

Description: The classic pulse-quickening
quiz show (which was expected to be sold at
NATPE last year) is finally back with a con-
temporary look (translation: no Dick Clark)
and toothy Donny Osmond as host. Does
this mean we’ll see sister Marie (or any other
Osmond) as a celebrity guest?

THE WEAKEST LINK

Distributor: NBC Enterprises
Availability: Jan. 7, 2002

Program Length: Half hour

Terms: Cash plus barter (1.5 minutes nation-
al/5.5 minutes local)

Ad Sales: David Brenner (219) 633-4450
Description: Acerbic Anne Robinson, who
hosts the NBC version of the show, is out,
and George Gray (of TLC’s Funkyard Wars)
is in as host of this half-hour daytime edition
of NBC’s prime-time game show. It’s already
being seen on stations reaching just under 80
percent of the country.

WHO WANTS TO BE A MILLIONAIRE
Distributor: Buena Vista Television
Availability: September 2002

Program Length: Half hour
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Terms: Cash plus barter (1.5 minutes nation-
al/5.5 minutes local)

Ad Sales: Buena Vista Ad Sales, Howard Levy
(212) 735-7421

Description: ABC’s once-hot prime-time
game show is hoping to spark some interest
in daytime in this half-hour edition of the
waning franchise. Considering that no host
had been set by press time, it’s possible Regis
Philbin is looking for another gig.

Reality-Based Strips

KEY TARGET DEMOGRAPHICS
Women/Adults 18-49, 25-54, 50-PLUS

CELEBRITY JUSTICE

Distributor: Warner Bros. Domestic Televi-
sion Distribution

Availability: September 2002

Program Length: Half hour

Terms: Cash plus barter (3.5 minutes nation-
al/3.5 minutes local)

Ad Sales: Warner Bros., Michacl Teicher
(212) 636-5310

Description: Currently seen as a recurring
segment on newsmagazine Extra (another
Warner Bros. show), Celebrity Justice taps

WILL HE BE MEAN?: George Gray has the Anne
Robinson slot in the syndicated Weakest Link.
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HELLO AGAIN: Garoline Rhea failed to line up
clearances last year but is taking another stab.

into America’s fascination with the rich and
famous and their brushes with the law, by
profiling civil conflicts and investigations
involving celebrities. In other words, don’t
be too surprised to see Winona Ryder,
Robert Downey, Jr. or Pamela Lee featured
in a segment {or two).

LIFE MOMENTS (working title)
Distributor: Paramount Domestic Television
Availability: September 2002

Program Length: One hour

Terms: Cash plus barter (10 minutes nation-
al/4 minutes local)

Ad Sales: Paramount Advertiser Sales, Marc
Hirsch (212) 654-6901

Description: A show that could easily run on
Lifetime, this daytime hour focuses on real
women and their inspirational day-to-day
experiences. It covers everything from get-
ting married, raising a family and juggling a
career to remodeling a home, going out for a
night on the town or having a makeover. As
Helen Reddy would say, “I am woman, hear
me roar!”

KEY TARGET DEMOGRAPHICS
Adults 18-34, 18-49, 25-54, Teens, Kids

B.A.LT. {working title)

Distributor: NBC Enterprises

Availahility: September 2002

Program Length: One hour

Terms: Barter (7 minutes national/7 min-
utes local)

Ad Sales: David Brenner (219) 633-4450
Description: What do you get when you com-
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bine Charlie’s Angels with VI.P.? BALT or,
more specifically, the Bureau of Allied Intel-
ligence Tactics, a secret experimental prison-
er-reform program that paroles three female
convicts with different specialized skills to
fight crime.

CHRIS MATTHEWS (working title)
Distributor: NBC Enterprises

Availability: September 2002

Program Length: Half hour

Terms: 'To be determined

Ad Sales: David Brenner (219) 633-4450
Description: Similar to Meet the Press and oth-
er public-affairs programming, Chris
Matthews is a weekly roundtable of news and
information by the MSNBC news anchor.
It’s not yet clear how much it will resemble
Matthews’ Hardball program on MSNBC.

JOHN W0O0’S ONCE A THIEF

Distributor: October Moon

Availahility: September 2002

Program Length: One hour

Terms: Barter (7 minutes national/7 min-

utes local)

Ad Sales: 'To be determined

Description: Based on the 1990 theatrical
movie by John Woo produced in Hong Kong
(and later remade as a television movie on
Fox), Once a Thief revolves around three
attractive young people who work for a
secretive governmental agency fighting crime
and terrorism. Of course they’re attractive—
would you expect anything else?

LATIN ACCESS

Distributer: Mansfield Television Distribution
Availability: Jan. 7, 2002

Program Length: Half hour

Terms: Barter (3.5 minutes national/3.5 min-
utes local)

Ad Sales: World Link, Tony Knight

(323) 965-3000

Description: The Latin entertainment world
is the focus in this weekly update on arts and
culture, fashion, trends, athletes and artists.
Featured celebrities include Jennifer Lopez,
John Leguizamo, Salma Hayek, Ricky Mar-
tin and Shakira. The show has cleared 80
percent of the country.

LIVIN’ LARGE
Distributor: Carsey-Werner Distribution
Availability: September 2002
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PARDON ME, DO YOU HAVE ANY GREY DUPDN?: Kadeem Hardison will host Livin’ Large, a Lifestyles of the Rich and Famous for the urban set.

Program Length: One hour

Terms: Barter (7 minutes national/7 min-
utes local)

Ad Sales: Heritage Networks, Rahsan Lind-
say (212) 480-0777

Description: If you're a fan of the old Lifestyles
of the Rich and Famous series and never could
stand the ultra-annoying Robin Leach, he’s
out and Kadeem Hardison (4 Different World)
is in as host. Expect more of an urban flavor
from this Dick Clark Productions show.

'N GEAR
Distributor: Heritage/Baruch Television
Distribution

ALL RISE: Radio personality Larry Elder will
preside over the returning Moral Court.

Availability: September 2002

Program Length: Half hour

Terms: To be determined

Ad Sales: Heritage Networks, Rahsan Lind-
say (212) 480-0777

Description: Targeted to the fashion-con-
scious and trend-setting 12-to-18-year-old
set, ’N Gear will focus on the multibillion-
dollar fashion industry. In its scopes will be
everything from the latest trends to a look at
the top models and designers.

TEEN TALK

Distributor: Clark Productions

Availability: September 2002

Program Length: Half hour

Terms: Barter (3.5 minutes national/3.5 min-
utes local)

Ad Sales: Carolyn Clark (713) 682-0091
Description: This new FCC—friendly half-
hour uses multiple hosts and addresses a vari-
ety of teen issues.

THE ULTIMATE ADVENTURE COMPANY
Distributor: Tribune Entertainment
Availability: September 2002

Program Length: One hour

Terms: Cash plus barter (8 minutes national/6
minutes local)

Ad Sales: Tribune, Clark Morehouse

(212) 210-1060

Description: Billed as the real adventures of
people who travel the world in search of lost
treasures, and the myths and legends that
surround them, consider The Ultimate
Advenrure Company yet another frivolous way

to fill an hour on the weekend.

URBAN LATINO

Distributor: Artist and Idea Management
Availability: October 2002

Program Length: Half hour

Terms: Barter (3.5 minutes national/3.5 min-
utes local)

Ad Sales: Artists and Idea Management,
Robert Rose (212) 253-6153

Description: Targeting the Latino market-
place and based on the magazine of the same
name, this culture and lifestyle series wili
focus on subjects from the worlds of enter-
tainment, sports, fashion, technology, clubs
and music.

Children’s Weeklies

KEY TARGET DEMOGRAPHICS
Kids 2-11, 6-11

POOCHINI

Distributor: The Television Syndication
Company

Availability: September 2002

Program Length: Half hour

Terms: Barter (2.5 minutes national/2.5 min-
utes local)

Ad Sales: The Television Syndication Com-
pany, Robert Yde (407) 788-6407
Description: Another FCCfriendly animated
series, a lovable dog makes the transition
trom a once-pampered pup to an ordinary
pooch in a less-than-perfect household. W
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NEWS OF THE MARKET

Telemundo Added to Cable Systems
Telemundo stations in Miami, San Diego,
Sacramento, Calif,, and Albuquerque, N.M.,
have finalized deals with local cable systems
that enable the network to be seen in 1.4 mil-
lion additional cable households. KTEL in
Albuquerque is now on the Comcast Cable
system; XHAS in San Diego was added to
Time Wamer Black Mountain cable; KCSO
in Sacramento will be added to AT&T Cable
systemns at the end of the month; and WSCV
in Miami has been added to Adelphia Cable
systems serving West Palm Beach.

Radio Unica Adjusts Lineup

Radio Unica has launched a new program-
ming lineup for its News/Talk network,
which reaches about 80 percent of Hispanics
in the U.S. A new daily midday program (10
a.m. to 2 p.m. ET), Buenos Dias Pais, hosted
by Hugo “El Gordo” Cadelago, features
news, call-in discussions with listeners, com-
edy segments, celebrity gossip and inter-
views. Cadelago replaces Pedro Sevcec, who
left Radio Unica to concentrate on his TV
career. Doctora Isabel, Radio Unica’s live, call-
in talk show, has been expanded from three
hours to four, from 2 to 6 p.m.

CGheatwood Taps Reitan as WCCO N.D.

CBS’ Minneapolis owned-and-operated
WCCO-TV has replaced seven-year veteran
news director Ted Canova with Maria Reitan,
news director of WHAS, Belo’s ABC affiliate
in Louisville, Ky. Reitan, who will report to
Joel Cheatwood, vp of news for the Viacom
Station Group, has worked with Cheatwood
before. She was managing editor at NBC’s
Chicago O&0O WMAQ when Cheatwood
was news director there, and she was an exec-
udve producer at Sunbeam’s Fox affiliate
WSVN in Miami when Cheatwood was vp of
news for that company.

Bellvoir Bows in Mag Biz With Engelbreit
Mary Engelbreit’s Home Companion has been
sold to newsletter and book publisher Bel-
Ivoir Publications, based in Greenwich,
Conn. Ardst Mary Engelbreit and investors
began looking for funding for the 5-year-old
magazine last summer but then decided to
sell it outright to Bellvoir, which is said to be
looking to get into consumer magazines.
Bellvoir has closed MEHC’s New York sales
office, laying off publisher Bunny Fenster-
heim and her eight-person staff. The
604,303 -circulation MEHC will now be sold

by rep firms throughout the country.
Though Engelbreit is no longer an owner,
she will remain very involved in the just-
relaunched lifestyle ttle.

Belo Follows Local Trend

Belo Corp. has joined a growing list of sta-
tion groups giving their top executives local-
station responsibilities. Dallas-based Belo
last week tapped senior vp Skip Cass to serve
as general manager of Phoenix stations
KTVK, an Independent, and KASW, a WB
affiliate. Cass will retain his corporate
responsibilities for Belo.

Murphy Rises at Rodale

Rodale president/COO Steven Murphy has
been promoted to CEO, replacing Ardath
Rodale, who will continue as chairman but
hand over the day-to-day responsibilites.
Murphy, former executive vp/managing direc-
tor of Disney Publishing Worldwide, has been
with Rodale for 18 months. Rodale, which
publishes Men’s Health, Prevention and Organic
Style, plans to name a replacement for
Murphy. Ardath has been in charge since her
husband, Bob, died in 1990.

Buy Gives Condé Nast Two Brides

Condé Nast has agreed to purchase the
Modern Bride Group from Primedia for

$52 million. CN, which publishes bimonthly
Bride’s, would not disclose its plans for
Modern Bride while it awaits federal approval
on the deal, but a2 CN insider says the com-
pany is considering publishing the 406,183-
circulation MB and the 451,096-circ Bride’
in alternate months or melding the two titles.
The sale will help Primedia chairman/CEO
Tom Rogers reach his goal of selling $250
million worth of noncore assets, which he

announced after Primedia purchased Emap
USA last July.

ABG Radio, Dennis Team for Week Features
ABC News Radio and Dennis Publishing’s
The Week have created a new segment for
ABC Radio affiliates called 4 Day in The
Week. The 60-second features, with content
drawn from the news magazine, will air week-
days with a theme for each day, including
“Good Week/Bad Week” on Friday, “Person
of the Week” on Monday and “Health Tip of
the Week” on Tuesday. The segments will be
produced by Julia Kathan, ABC News Radio
senior producer, and voiced by ABC News
Radio anchor Larry Jacobs. ]
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Calendar

Cable and Telecommunications Associa-
tion for Marketing will present the 2002
Research Conference Jan. 27-30 at the
Sheraton San Diego Hotel. Contact: 703-
549-4200.

Magazine Publishers of America will pres-
ent the Henry Johnson Fisher Awards
Jan. 30 at the Waldorf-Astoria in New
York. This year's honorees for lifetime
achievement in the magazine business
are Playboy founder and editor in chief
Hugh Hefner and Rick Smith, chairman
and editor in chief of Newsweek. Contact:
212-872-3755.

The Cabletelevision Advertising Bureau
will present the CAB Cable Advertising
Conference Feb. 5 at the New York Mar-
riott Marquis. Luncheon keynote speaker
will be Lou Dobbs, anchor/managing edi-
tor, CNN’s Lou Dobbs Moneyline. Contact:
212-508-1214 or visit www.cabletvadbu-
reau.com.

Editor & Publisher’s Interactive Newspa-
pers Conference and Trade Show will be
presented Feb. 6-9 at the San Jose Con-
vention Center in San Jose, Calif. Contact:
888-536-8536.

The RAB2002 Radio Sales, Management
& Leadership Conference, presented by
the Radio Advertising Bureau, will be held
Feb. 7-10 at Disney’'s Coronado Springs
Resort at Walt Disney World in Orlando,
Fla. Contact: 800-917-4269.

The American Association of Advertising
Agencies will present the AAAA Media
Conference and Trade Show, this year
themed “Media: Going Forward,” Feb. 13-
15 at Disney's Contemporary Resort in
Orlando, Fla. The event includes discus-
sion groups with media directors form 4A's
agencies; general session with journalists
from ABC News; breakout sessions on
account planning, out-of-home and interac-
tive media. Contact: 212-850-0850.

International Radio & Television Society
Foundation will host the IRTS Foundation
Gold Medal Dinner March 5 at the New
York Marriott Marquis. This year's event
honors Robert W. Pittman, Co-Chief Oper-
ating Officer, AOL Time Warner. Contact:
Maggie Pritikin, 212-867-6650, ext. 302.
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Los Angeles Times 2002 Digital Media Kit. Quick and easy to
use, it’s all about a huge market’s possibilities. And some unsurpassed
advertising opportunities. Here’s everything you want to know
about the Los Angeles DMA, second-largest in the country, and
comprised of more than 16.4 million consumers. What's more,
here’s everything you need to know about the Los Angeles Times,

For a Los Angeles Times Digital Media Kit
(CD-ROM disc fits both PC and MAC),
call your sales representative or 1-800-LA TIMES
or log onto latimes.com/ads

4

WVl

(ADVERTISERS ARE NO DIFFERENT

largest daily metropolitan newspaper in the country, and comprised
of print, online and other unique advertising options, Opportunities
that allow you to reach more LA DMA adults than any other
media—including TV, radio, outdoor, magazines or other
newspapers. If you're looking for a convenient way to learn how to
target L.A,, and who isn’t, simply call us today.

In print. Online.
Your future is here.

flos Angeles Times

latimes.com

Sources: Demographics, USA 2000. 2001 Gallup Poll of Media Usage/L.A. 2000 Scarborough. 2000 MRI.
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The Billboard 200
The top-selling albums compiled from a national sample of retail store sales.
V'I&e%i &V@Zi othgleﬂ?rt Artist Album
1 i, feed A ~ Weathered
é 2 5 Various Artists - Nows8
3 4 6 GarthBrooks ~~ Scarecrow
4 3. 7 Britney Spears ~ Britney |
5 8 Enya A Day Without Rain |
G 7 15 Nickelback Silver Side Up |
7 10 61 Linkin Park ~ Hybrid Theory
| 8 - X _ I\ias_ 11 Etill_mat_ic
90, It 20 Usher oL S701 S |
10 12 1§ Pink ~ Misunderstood
©2001 Billboard /Soundscan, Inc.

WITH RADIO NJ
YOU CAN FILL IN THE BLANKS!

Every week, there are almost 3 million radio listeners in New
Jersey who virtually never turn to stations in New York or
Philadelphia. They listen to Radio NJ. The 66 radio stations
of Radio NJ reach these loyal listeners with timely information
they really want. =\

You can talk to these regular listeners as well as %
millions more for extremely

low prices. Call to find % 7

)
out how affordable and g =0

effective Radio NJ can be. Affordable Radio You Can't 'y
Afford To Overlook!

NJ Broadcasters Association « 1-888-NJRADIO *» www.njba.com

January 21, 2002

MTV Top 20
U.S. Countdown

' Week of 1/14/02

1. No Doubt “Hey Baby”

2.Ja Rule “Always on Time”

’ 3. Creed “My Sacrifice”

|

4. Busta Rhymes “Break Ya Neck”

| 5. Pink “Get the Party Started”

6. Usher “U Got it Bad”

7. Jennifer Lopez “Ain’t it Funny”
8. The Calling “Stink”

9. Fat Joe “We Thuggin’”

10. Ludacris “Rollout”

11. Lenny Kravitz “Dig In”

12. DMX “Who We Be”

13. Various Artists “What's Goin’ On”
14. Nickelback “How You Remind Me”
15. Kid Rock “Forever”

16. Dave Matthews “Everyday”

17. Puddle of Mudd “Blurry”

18. Jagged Edge “Goodbye”

19. Faith Evans “You Gets No Love”

20. Mr. Cheeks “Lights Camera Action”

|

l ©2001 MTV
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EAST

SERVICES & RESOURCES

Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month).
New ads, copy changes, and cancellations are due by the third Thursday of the current month
for appearance the following month. RATES: $51 per line monthly; $315 per half-inch dis-

ADVERTISING SPECIALTIES
PaxRres COMPRESSED T-SHIRTS!

This PAKTITE® is an
Extra-Large, Heavy-
weight 1-Shirt!

Many stock & custom

shapes available. Great
for GWP’s, Tradeshow ok
Giveaways, & On-Pack N |

::zgggg?gt;{g:é:?; event | Yy | - WEB DESIGN
schedules inside packages. i ‘ COMPANY PRESENCE
"l mm) CAMERA READY ART

E) ADVERTISING

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

ART/DESIGN SERVICES

INViIisIion

GRAPHICS

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

ToweLs! » Towrrs! e Towers!

Screen printed towels of all sizes and
weights. with low minimums. and
quick delivery.

Also patented MATRIX® photo towels!

FLa

ART DIRECTION

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

HOW’S MY ART DIRECTION?
Call 917 754-3537 or visit www.lbnyc.com

Not your average AD*Dick G.212.213.5333

o~y - -
+ TOWELS ...5,""‘ dd !
‘_._. ri.")n_“"’ {
"i‘ - l. e

- k -

. IWEEK MAGATINE S
As of Jan. 1st, 2002, all PAKTITES & MATRIX

products will be available only through

agencies and ad specialty distributors. |
PPAl *144639 ASI *91243

Sr. ADIdesigner,iwww.mollicastudio.cgrni

F/L A/D 212-873-2381

~ ART/DESIGN SERVICES

BRANDESIGN

Where does one stop and the other start?

COPY/CREATIVE
What's the big idea? DG 212.213.5333

COPYWRITING

Corporate identity,
websites and other
business collateral.

WWWw.Courtneyco.com

212-594-1748

www.CreativeCopywriter.com
See for yourself.

ART/DESIGN SERVICES

A Enablers |
At Freelance Advancers, we're artists and writers ourselves...
Who better to place quality creatives in premier freelance and staff positions?

Our personal attentlon enables the best matches - and has since 1987.
So call, e-mail or fax us today: We're putting our talent to work!

‘—l'\Graphic Designers “;I‘rafﬁckmg / Project Management
" ; ; e /Dot ¥ . ;
‘\Producuon Artists (Traditional / Digital) ‘\Pre Press / Print Production
A ir i A i
‘\Art Directors / Creative Directors ‘\Illus!rators (Traditional / Digital)

‘ " l ‘ .
‘\Copywrllers / Editors / Proofreaders ‘\Web Site Development ...and morel

A Freelance Advancers (212) 661+0900
420 Lexington Avenue, Suite 2007 New York, NY 10170)

www . freelanceadvancers.com “\ info@freelanceadvancers.com

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

|

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

COPYWRITING MARKETING SERVICES
Copywriter. Fast. Feariess. Freelance. (212) 724-8610. SUPERIOR FINANCIAL CONTENT
vk = N 16+ Year Wall Street Marketing Writer &
BAD COPY. Consultant. Internet, Strategy, Branding, B-8,
... Overpriced, too! Collateral, Annual Rpts. Call 631-537-3506
Ken Copet E-mail: johnb227@yahoo.com

(310) 581-5346

Copy w/ Power. Campaigns to Collateral
Call:201.666.7277
See/write: www.Hartsough.com

" High-tech copy pro 212.439.1845

‘Women's target specialist. Julie Wieden
781-659-9359 wiedencomm@mediaone.net

MEDIA BUYING &
PLANNING SERVICES

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.

CREATIVE New York-212-686-3342 X 222

Minneapolis-612-630-1102 X 1

Push the right buttons. D. Grider 212.213.5333
MORE BANG FOR YOUR BUCK

Credit card billing statement inserts, cable
bills, outbound catalog packages, frequent
flyer statements, product sampling paks,
co-ops, free standing inserts and more.
Everyday Media (212) 481-7300

OUTDOOR ADVERTISING

ADVERTISE ON SMOKESTACKS!!!
For info Call 770-216-8220

PRINTING

CREATIVE SERVICES

*CoPY
*CREATIVE DIRECTION
*SPEECH WRITING
For all publishers, media and new
media companies who need a $250,000
creative director but need him only 3 or 4 |
days per month. We're the world's most
compact ad agency.
Wally Lawrence Creative Services
e-mail: wallylaw@aol.com
Call: 212-410-2221

John Zap Printing, Inc.

, Complete Print Production
7 Commercial
Web & Sheet Fed Printing
Accurate, On-time, Cost Effective
V-212.219.3339 & F-212.219.3337

PROOFREADING

EDITORIAL EXPRESS

|EXPERIENCED - FAST - PRECISE
Advertising - Collateral

DIRECT MARKETING ‘
‘-i

DM thru Card Decks 800-364-1032 call Brad. ‘
SPECIALTIES ENVELOPES
www.jetenvelopes.com

GOLF PROMOTIONS

Licensed PGA TOUR products & Players
protourmem.com / 800-465-3511
~ Speakers, PGA TOUR, LPGA, Celebrities
golfpodium.com / 561-776-9112

INSURANCE

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

RADIO COMMERCIALS

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.

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!

www.kenrayzor.com

| ~www.killerradio.net

® Advertiser's Professional Liability
®  Property & Liability Coverage RADIO PRODUCTION
PO e :
Life & Disability Insurance ! e
®  Group Health, Dental, & Pensions we polish
: IlHomeowners, Auto, jewelry & Fur we produce

Coverage for Freelancers too! . .
Killer Radio

www.kenrayzor.com « (888) KRSound

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

www.spotguy.com
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RADIO PRODUCTION RADIO PRODUCTION i YELLOW PAGE SERVICES

(O'Halloran Advertising Inc.

be > | Serving Clients' National & Regional
. - Directory Advertising Needs
, & com p any For Over 30 Years: Call For FREE Analysis
| 800.762.0054 x222 ohalloranagency.com
ADWEEK ONLINE:

IT’S LIKE |
. FINDING THE RIGHT EMPLOYER
‘ JUSTGOTAWHOLELOTFASTER
- l I f yo u Co u ld n t pee ADVltEEK MAGAZINES Classified Online at

adweek.com, the most comprehensive

1 e _1° Y g
you'd call a specialist, JREEE "

several new features that will help you
M h ? streamiine andtarget your search:

r'g t ° ® |nstant e-mail responses.Just by
® R clicking on an email link that
[ ] appears inmany online ads, you
www.wadio.com WEII’ we re l' I(e a can send your resume, cover let-
ter, and other material in seconds
? ° ° to a prospective employer. And

u ro lo |St for rad '0 this means to confidential ads, too!
4 Visitan employer’s web page.
Many online ads have a direct link
. tothe company's website, so you

| canlearn more aboutthemtast.

Bert Berdls | | e Directlinkstothe ADWEEK
MAGAZINES Archives. Just by
} clicking on the company's name,

subscribers to ADWEEK Online's
premium services can search the
Adweek, Brandweek, Mediaweek,
and MC archives for news and

o work with the best in the business
W?ﬂFW%d%“Ia?’% bertberdisandco.com

RADIO PRODUCTION

teatures about an employer. The
LA; 323 957 3399 - NY: 212 768 9717 call for the reel 323-462-7261 5 i S L AR
— —— search.
www.kamen.com ‘ VISIT ADWEEK.COM

Killer Radio!

www.kenrayzor.com ¢ (888) KRSound

Inprintand online,
ADWEEK MAGAZINES
Classifiedis

“ Ll - - LN - -
TRANSLATIONS/LANGUAGE Artificial insemination | THEHIRE AUTHORITY
SERVICES [ = o =
— requires a sample of
www.The-Translation-Station.com | . . ATTN: FREELANCERS
VOICE-OVERS your little guys. Bl inedi- s T Gertions. &
Promos, too!  johnmatthew.com A Sto ry in‘ Eve ry S pot | gR:tS?:Jrc 2;\5/?;;6%%1 Ion?:ensggptlg
) ' who matter, you need to advertise
WEB DESIGN 1 HEAR THE FULL “LITTLE GUYS” STORY AT... now. Call for info 1-800-7-ADWEEK.
An Directors. Copywriters. | WWW., radio"ranCh-CO-m/pg&htm' I =11
Get your portfolio online Ph 323 462 49 6 Classified Advertising
with your own personal website. one ( ) o 6

Visit: cyberadbook.com ‘ 1-800-7-ADWEEK

JIOBHUNERSE THREE AUDIENCES

Log Onto Adweek Online Today FOR THE PRICE
OF ONE

® Help Wanted Ads - by job type — from all six classified

regions of Adweek, Brandweek, & Mediaweek For one low price, your Classified ad appears in three different
magazines: ADWEEK Classified, BRANDWEEK Classified and
@ Contacts — the names and addresses you need from MEDIAWEEK Classified.

i Mt o THREE FOR ONE . . ., not a bad idea.

@ Stay Up - to - date on current news, people moves, key Call S.Weissman at 1-800-7-ADWEEK
industry issues, account changes or just Fax it to: (646) 654-5313

Visit our Website at: http://www.adweek.com

e-mail: adweek@adweek.com REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES
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EMPLOYMENT

Marketplace Sales:

CFO magazine, the nation's leading b-to-b publication for reaching senior financial
executives, has an opening for an inside sales person based in its NY office.

The ideal candidate will be a highly motivated self-starter with a minimum one year in a
marketing or sales environment and hold a BS/BA. The more than $1-million account list
Includes financlal, executive education, recruitment and technology advertising. Some

travel to conferences.

CFO, a division of The Economist Group, the worldwide leader in international business
publishing, offers an excellent compensation and benefits package. interested
candidates should fax or e-mail resume with salary history to:

The Economist Group
Human Resources Department

(212) 397-9438

Or jobsny@economist.com

Equal Opportunity Employer

Account Supervisor

DDB Seattle seeks an Account Supervisor
1o. direct the markefing strategy and
manage the day-to-day operations of the
agency’s largest account.

The qualified candidate will possess 6-9
years of advertising agency experience,
including team/employee supervision.

This skilled multi-tasker should also have
sofid writing skills, an attention to detail,
and be comfortable in a deadline orented
environment with an ability to work inde-
pendently and fead a team. Experience
with Account Planning a plus. No phone
calls please.

Please send resume
and cover letter to:

DDB Seattle
1008 Western Ave, Ste 601
Seattle, WA 98104
Fax: 206-326-5113
job.applicants @sea.ddb.com

SR. BUSINESS
DEVELOPMENT

A leading Internet service provider has
an immediate opening for a senior
salesperson. Involves building relation-
ships and developing a major account
list of agencies and clients, as well as
creating strategic marketing programs.
The selected individual sells/rolls out all
advertising, promotion and revenue pro-
grams. Other duties include making
presentations, closing deals, renewing
accounts and providing various infor-
mation. Requires demonstrated success
in new business development with
major accounts, agencies and key
accounts. Strong local contacts essential.
Interactive  advertising/media  sales
experience a plus. Send resume with
salary history in confidence to:
ADWEEK Box 2528, 5055 Wilshire
Bivd., Los Angeles, CA 90036.

players.

Account Manager/
Traffic Coordinator

Downtown Baitimore ad agency has
immediate opening for detail-oriented
Account Manager/Traffic Coordinator
who is able to handle multiple projects
and tight deadlines. Advertising agency
experience  preferred. Excellent
proofreading skills required. Competi-
tive salary & benefits. Mail resume to:
The Davis Media Group
1107 E. Fayette St
Baltimore, MD 21202
Or fax to 410-732-7438
Attn: Melissa
Or e-mail
melissac@davismedia.com
EOE

SALES EXECUTIVE

Boro Graphic Technologies, Inc.,
an established Midtown digital
prepress company, seeks a Sales Ex-
ecutive with established accounts to
be responsible for all of NYC. Qur
clients include financial, advertising,
and publishing markets. Equity posi-
tion available to the right individual.
Salary, commissions & benefits. Fax
resume to:

Melvin Fischler
212-244-7953

Marketing
Opportunity in NYC

Promotion Marketing
Manager

ABC Network Promotions is seeking an experienced
professional to lead and manage the development
and execution of promotional programs for ABC
Primetime/Specials programming.

Responsibilities will include leading the creative
development process, communicating with
promotional partners and appropriate internal
Disney/ABC divisions, and following each project
" through completion. Manager will also conceptualize

g | promotional ideas and prepare presentations. All

: managers must also maintain a complete working

e knowledge of the marketplace through competitive
monitoring and consumer-based trade associations.

H To qualify, you must possess 5+ years marketing

: and/or promotions experience (entertainment
background preferred), an undergraduate degree,
demonstrated strategic and creative thinking abilities,
strong leadership skills, excellent communication
skills (verbal and written) and executional expertise.
Candidates must also be self-starters and team

For immediate, confidential consideration, please
forward resume (Attn: REF# ABC317354JM) to:

ABC Resume Center

77 West 66th Street

New York, NY 10023

or email (ln MS WORD format) to:
abc.resumes@abc.com

ABC is an equal opportunity employer m/f/d/v

Account Executives

High energy AE’s with entrepreneurial
spirit! Join growing 9 yr Westchester
full service agency. Advertising, mail,
promotions, events, and PR. If your
New York City future is cloudy, bet on
this. Partnership earnable but be willing
to crawl before walking. Forget all
those false promises. We left the city
in 1996 and ain’t goin back. Fax letter
and resume to: 914-232-6541.

We’re Growing. Are You?

Growing Washington D.C. ad agency
looking for a highly organized, detail
oriented Account Supervisor, Account
Executive and Jr. Art Director/Graphic
Designer. Large ad agency experi-
enced preferred. Transportation and
high tech experience desired.

Fax resume to: (323) 966-4907

email:
kwhaley @pulsaradvertising.com

USE ADWEEK MAGAZINES TO GET NATIONAL EXPOSURE

For Classified Advertising Call S. Weissman at 1-800-7-ADWEEK

REACH YOUR AD COMMUNITY
WITH ADWEEK MAGAZINES
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Personalizing the Search

Media Director
Media Supervisor
Media Sales Executive

Broadcast Negotiator

Media Buyer
Planning Supcrvisor

SPOT BUYER

Interactive Media Buyer/Planncr

Associate Media Director

scarch consultants for media professionals

SYklar &4ssociates

sea onsultants

877-467-4608 or 312-467-4600
fax: 312-467-4664 www.sklarsearch.com

|

|

The Source - the #1 selling music magazine on America’s newsstands and a
leading youth-culture publication currently has the following positions available:

MARKETING DIRECTOR

We seek a Marketing Director with 5+ years experience, preferably in consumer
magazines. Documented knowledge of the youth market a plus. Develop/oversee
all sales presentations as well as all client-sponsored events. Will also identify and
initiate strategies in select ad categories to grow pages in the magazine. Solid
knowledge of all research methodologies, l.e. MRI, PIB, a necessity.

PROMOTION DIRECTOR

We seek a Promotion Director with 3-5+ years experience, preferably in consumer
magazines. The ideal candidate will be able to document hands-on experience
In high-profile event planning and execution, the ability to initiate promotions
to grow advertising within the book and able to develop compeliing added
value/merchandising opportunities for clients.

Please send your resume, indicating the position of interest to:
The Source
Attn: P. Ferraro

215 Park Ave So, 11th Fioor
NYC 10003

Or fax to: 212-253-9344

No phone calls please. The Source is an equal opportunity employer.

SENIOR AE

MRA, a full service ad agency, located
in Syracuse, NY, is seeking an
experienced Senior AE. Successful
candidate will possess excellent verbal
communications and presentation
skills, as well as written communica-
tions skills in multiple areas such as
strategic planning, the development
of marketing communications plans,
and account budget planning and
management. The successful candi-
date will be team-oriented, enthusias-
tic, deadline-driven, and adept at
managing multiple tasks. This
position requires at least five to seven
years agency experience. Higher
education and financial services ex-
perience a major plus. Interested
candidates, please send resume to:

Peggy Kunkeli
Director of Human Resources

The MRA Group

360 S. Warren Street
Syracuse, NY 13202

* % * USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSURE * * *

e i —————

[ THE CONVENIENT CLASSIFIED CONTACT FORM !
| USE THIS HANDY COUPON TO FAX OR MAIL YOUR AD |
| CLASSIFIED MANAGER: S. WEISSMAN |
| ADWEEK MAIL TO : ADWEEK CLASSIFIED 7TH FL. |
770 BROADWAY, NEW YORK, NY 10003-9595
: BRAN DWEEK PHONE: 1(800) 7-ADWEEK OR FAX (646) 654-5313 :
| MEDIAWEEK REGION: East New England Southeast |
| Midwest  Southwest  West  All |
|  CATEGORY I
| PAYMENT |
I *FREQUENCY: 2x 4x 0 CHECK U MASTERCARD QVISA 0O AMER.EXP. I
. Signature
: MORE: (SpeCIfY) Cardholder’'s Name :
| *Not applicable to Advertising Services Categories Card # Expires I
I AD COPY (Attached additional sheet if needed) |
| |
: NAME ADDRESS - Y :
| PHONE FAX |
I {2 | MOy g 0 Sy, . —|

RATES for Employment and Offers & Opportunities

MINIMUM: 1 Column x 1 inch for 1 week: $198.00, 1/2 inch increments: $99.00 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 malled daily to advertisers. Read-
ers responding to any ads with box numbers are advised not to send samples unless they
are duplicates or need not be returned. We are not responsible for recovery of samples.

7th fi. New York, NY 10003.

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,
1-800-723-9335

Fax: 646-654-5313.
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qutllre Trends

! ds For the week of January 7 - 13, 2002 g
th e W rl d Program Network Night Rating
O 1 NFL Post-game Show CBS Sunday 14.5
VEShL 2 Rose Bowl: Miami v. Nebraska ABC Thursday 13.8
Australia 3 CSIL CBS Thursday 13.0
City High “What Would You Do” 4 60 Minutes CBS Sunday 12.0
Balel 5 Survivor: Africa CBS Thursday 119
Blink-182 “First Date”
Sl RRARgE 6 Law & Order: SVU NBC Friday 17
Gatipeny 7 Rose Bowl Pre-game Show  ABC Thursday 11.4
Afroman “Because I Got High” .
8 Friends NBC Thursday 10.9
Ital
e 9 Law & Order NBC Wednesday 10.9
Kylie Minogue ;
“Can’t Get You Out of My Head” 10 Fiesta Bowl Post-game Show ABC Wednesday 10.7
Latin America - Argentina Care of Nielsen Media Research
Linkin Park “In the End” - 4
- o CollegeTV Network Video Playlist
Linkin Park “In the End” Submitted by College Television Network for week ending January 13, 2002
Spain Artist Title
Britney Spears “I'm a Slave 4 U” Craig David 7 Days
UK/Ireland Macy Gray Sexual Revolution
Kylie Minogue Green Day Macy’s Day Parade
”Can’t Get You Out of My Head” Jamiroquai You Give Me Something
©2001 MTV Kid Rock Forever

It's coming, March 4th, when [MJWEEK MAGAZINES unveils this year's HOT LIST. The 10 consumer

magazines that are burning brightest, blazing trails, making sparks fly. The most anticipated annual
list in the magazine business.

The Consumer Magazine Report in Adweek, Brandweek and Mediaweek also includes: Executive of
the Year, Editor of the Year, Startup of the Year, Creative Team of the Year and the 10 Hottest
Up-and-Comers that are growing at a heated pace. Plus, 2001 fallout and its implications for the
future of the business.

ISSUE DATE: March 4th
AD CLOSE: February 13th
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RECENTLY, there has hean some dISCUSSIO:!} on whether
or not the Clio Award casts nrunreahst!_ ight on the
advertising mdgstry by ohje 'lfymg ad grofessionals as
exceptionally tall, thin and metallic. It is true, that if
Clio were a living person /it wgﬂd he nine feet tall and
weigh just 78 p@unds (ngt ingluding the;ase) That of
course, is unhealthy. We dre sympathetic to these views
and are considering a ney, trup to life statue that more
accurately represents today’s dvertising professional -
much shorter, out of shape, and equipped with a pair of
Diesel jeans. In the meantime,don’t forget to enter the
2002 Clio Awards. A portion of the proceeds will go
toward making the winners feel good abhout themselves.

-

CLIO AWARDS 2002 Entry Kit now availabl=
Call: 212.683.4300, Fax: 212.683.4796 or download from www.clioawards.com
Deadline: February 1. Clio Festival in Miami, May 21-24
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TV STATIONS

Scott Hollowell was named news director
of WLWT-TV, Hearst-Argyle's NBC affiliate in
Cincinnati. He was formerly news director
at WBRC, Fox’s 0&O in Birmingham, Ala....
Bruce Layman was named news director of
WTAP Benedek Broadcasting’s NBC affiliate
in Parkersburg, W. Va. He replaces Mike
Hambrick...Dan Krosse, assistant news
director at WCIV, the Albritton-owned ABC
affiliate in Charleston, S.C., has been
named acting news director following the
departure of n.d. Deborah Tibbetts.

NETWORK TV

Mary Hall, vp of research at the WB, was
promoted to senior vp of research. Hail
will oversee the network’s entire research
staff, which has offices in New York and
Los Angeles. She replaces Jack Wak-
shlag, recently named chief research offi-
cer of Turner Broadcasting System, which
includes all of Turner's cable channels
plus the WB broadcast network.

MAGAZINES

Pam Abrams, former editor in chief of G+J
USA's Child, has been named vp/editor in
chief of Scholastic Parent and Family
Publishing, overseeing the company’s
leading magazines. She replaces Judsen
Culbreth, who has been promoted to vp,
editorial director of Scholastic Family
Custom Publishing.

CABLE TV

John Lewis was named president and CEQC-
of Knowledge Networks. He was most
recently CEQ of SMS Technology. Douglas
Rivers, Knowledge's cofounder and cur-
rent CEQ, will become chairman.

RADIO

At Clear Channel, Dick Lumenello was
named regional vp for Idaho and Montana,
continuing his responsibilities as market
manager of the comparny’s stations in
Boise. Roger Koch was named director of
sales for CC's seven-station radio cluster in
Palm Beach, Fla. He had been director of
sales for the company’s Miami stations.

RESEARCH

Lorraine Hadfield has been upped to
managing director of North America for
ACNielsen, from managing director of
ACNielsen, South Africa.

l
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Ouicktakes

WITH DIAMONDS ARE FOREVER and Diesel
USA as the co-sponsors, the Details party at
the Sundance Film Festival last week was a
guaranteed glitterati
magnet. The 14-carat
guest list included Ray
Liotta, Don Johnson,
Jason Patrick, Patricia
Arquette, Christina
Ricci and ever-the-diva
Mariah Carey, who,
while the common A-
listers entered The
Shop through the front
door, made a grand
back-door entrance
flashing an outsized
rock courtesy of H.
Stern. After compli-
menting Carey on her
performance as a Long
Island waitress in the previewed Wise Girls,
Details vp/publisher Bill Wackermann
noticed an ex-coed in the crowd: former ER
player—turned—film actress Maria Bello.
Wackermann strode up and asked Bello if
she knew the Villanova fight song, to which
she politely responded, “Huh?” Wackermann
explained that he’d seen an item about her in
the alumni bulletin of the respected Penn-
sylvania institution, that they were both
Class of ’89. And they were off—tripping
down memory lane...2001 was a real downer
for most of us, but Lifetime Television CEO
Carole Black ended the year with a boxful of
honors. The wide-ranging roster included
People’s SO Most Beautiful People, Fortune’s
Top 50 Women in Business and Business
Weelk’s Top 25 Managers of the Year. But
Black can’t rest on her laurels; she’s got a few
more awards to col-
lect. She’ll be the
National Organi-
zation for Women’s
guest of honor at its
Media Awards
Dinner on Feb. 21
in Los Angeles, rec-
ognizing Lifetime’s
“unmatched public
affairs advocacy
work.” NOW cred-
its Black for making

on aees susELEE
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The honorable Ms. Black

Kurz, actress Bello and Defails’ Wackermann

the cable powerhouse “the key corporation
informing and supporting women.”...At the
recent press conference in Washington
announcing the launch
of his new radio and TV
company, Eddie
Edwards vowed to work
toward improving
minority ownership in
broadcasting and to
lobby for the return of
minority tax certificates.
“There’s a lack of true
diversity in broadcasting,
in front of the camera
and in ownership,” said
the president/CEQ of
F.dwards Broadcasting
and owner of WCWB-
TV, the WB affiliate in
Pittsburgh. Edwards
blamed consolidation and “injurious” FCC
rulings for discouraging minority ownership.
His company is in the process of raising

$100 million to acquire radio and TV stations,
and he said he’d be announcing a major radic
deal within the next
month...News 12 Long
Island’s Bob Wolff
already holds the record
as the longest-serving
sportscaster in broadcast-
ing, but he’s going for at
least two more years,
having just signed a new
contract with the local
cable news channel. “I
can’t conceive of not
having the fun of doing this every day,” says
Wolft. The News 12 sports director and
anchor, who does two shows a night and cov-
ers special events, began his career in 1937
while he was a freshman at Duke University.
Among his personal-favorite career high-
lights: calling the play-by-play for Mutual
Radio when New York Yankees hurler Don
Larsen pitched a perfect game during the
1956 World Series matchup against the
Brooklyn Dodgers. So what’s the key to
Wolff’s longevity? Concentrating on content
and keeping a youthful spirit, he asserts. Oh,
and one more thing, he notes: “No one ever
calls me Mister. It’s Bob.” N

K MCMULLEN

| N
Wolff: “Don’t call
me Mister.”
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The Best-Seller List

Circulation guru Dan Capeli taps the industry’s
top 10 performers in MOVINY COPIES v s wasrerron

WITH CIRCULATION BECOMING A MORE IMPORTANT PART OF THE REVENUE MIX IN THE
current prolonged advertising slump, having a circ formula that boosts
the bottom line is crucial. Each January, Capell’s Circulation Report,
published by circ expert Dan Capell, ranks the magazine industry's top

10 performers, based on average
subscription prices, three-year
data on single-copy sales, and ad-

v
1
|

BIG WINNERS ON THE NEWSSTAND

efficient newsstand sell-through. That’s a big
part of the program at Metrocorp’s Boston,
which averaged 62.7 percent sell-through in
2001, tops in Capell’s ranking (see charz), and is
raising its cover price 12.8 percent to $3.95.

“You've got to be relevant to your audience
and emphasize the close-to-home angle,” Da-
vid Lipson, president of Metrocorp, says of
Boston's editorial positioning. “But we also pay
carcful attention to what’s selling where and
where more copies are needed—and then get-
ting them there quickly.”

For publishers with newsstand-success sto-
ries or for those struggling to meet a rate base,
there is often the temptation to increase the
draw to generate additional revenue. But in
Boston’s case, a boost in newsstand
draw would not make sense right
now because the magazine cannot
go to advertisers and increase its

MAGAZINE AVERAGE AVERAGE % SELL-THROUGH

vertising sales. (ISSUES PER YEAR) NEWSSTAND DRAW  NEWSSTAND SALE rates in this climate, Lipson says.

This year’s winners’ circle in- — L Likewise for Maxim, the eco-
cludes Hyearst Magazines’ Marie BOSTON (12) 57,966 36,316 o nomics don’t make sense for in-
Claire, which saw its paid circula- WOMAN'S WORLD (52) 2,490,792 1543,496 62'0:/" creasing newsstand draw just now.
tion in the first half of 2001 grow IN BTYLE (12) 1,436,427 867,726 60.4% Mazim sold almost 875,000 single
2.6 percent, to 910,602—well MARIE CLAIRE (12) 1,079,318 575,711 33.3% copies per month in the 12-month
above the ttle’ 775,000 circulation MAXIM (12) 1,738,525 873,174 et period ended last September,
rate base—according to the Audit COOKING LIGHT (10) 514,472 250,653 48.7% Capell reports; to raise the 1.7 mil-
Bureau of Circulations. Marie 800D HOUSEKEEPING (12) 2,206,006 1,037,582 47‘0?’ lion—plus draw by another 100,000
Claire, which placed third in CCR* SHAPE (12) 977,420 455,317 46'60/" would not necessarily generate
overall circ rankings, gleans 60 CYCLE WORLD (12) 205,606 80,275 39.0% more for the bottom line. “We’d

BIOGRAPHY (12) 140,493 48,461 34.5%

percent of its total circ from single-
copy sales and boasts a 53.3 per-
cent sell-through (the percentage

Source: Capell’s Circulation Report; figures are for the 12-month period ended September 2001,

based on publishers’ ownership statements

be eating print-order costs, which
would not make up for the rev-
enue for the ones we sold,” Borth

of delivered copies that are sold).

Yet Capell suspects that some titles with
solid newsstand stories like MC’s may actually
be penalized when it comes to the readership
and total-audience studies used by media buy-
ers and advertisers. “When you fork over a few
dollars [at a newsstand] for a magazine you
really want, you’re not going to let go very eas-
ily,” Capell says. “That diminishes pass-along
readership, even though it is testament to the
title’s editorial strength.”

Just five years in business, Dennis Publish-
ing’s Maxim has turned the men’s genre on its
head. “The toughest thing to do in magazine
circulation is grow newsstand and subscrip-
tons at the same tme,” says Capell, who gave
monthly Maxin his top-performer honor for
doing just that. Maxim’s total paid circulation
grew an impressive 16.5 percent, to 2.5 mil-
lion, in the first half of last year. After several
years of meteoric growth on newsstands, Mua-

im’s single copies actually declined 9.7 percent
in the first six months of ’01, due in part to the
conversion of single-copy readers to paid subs.

In addition to a savvy circ strategy, Jim
Borth, Dennis group circ director, points to a
solid editorial product that readers are willing
to spend $3.99 for at the newsstand. “That’s
where it starts, and that’s where it ends,” Borth
says of editorial quality. “I know a few things
about building circulation, but great covers
and good cover lines make my job pretty easy.”

Now that Maxim has hit the 2.5 million
mark in total circ, Borth plans to ease up on the
rate-base accelerator and concentrate on run-
ning an efficient, profitable circ operation.
While there may have been a time when Max-
im felt it had to make a big splash, Borth recalls,
“we think we've made our point, and now we
really want to optimize yield per page.”

One way to enhance yield is to maintain

30 MEDIAWEEK January 21, 2002 www.mediaweek.com

explains. “We don’t need to tell the
world, ‘Oh boy, we grew again on newsstand,
isn’t it spectacular?” We’d be shooting our-
selves in the foot, from a financial standpoint.”

Arresting TV

Us column may be ABC series

s Weekly publishing partners Wenner
Media and the Walt Disney Co. are ex-

ploring a prime-time ABC television
series based on the celebrity magazine’s com-
edic column, Fashion Police.

This would be the second major TV deal
for Us Weekly since Wenner and Disney agreed
to co-publish the title last March. On Jan. 27 at
8 p.m., Disney subsidiary ESPN will air The
World’s Sexiest Athletes Presented by Us, a two-
hour special.

Michael Davies, creator of ABC’s Who
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nounced. One possible contender for the top
job could be SI executive editor David Bauer,
who is considered an MVP on both the edito-

32 MEDIAWEEK Janaury 21, 2002 www.mediaweek.com



rial and business sides. Bauer is the point man
for SIs television specials. But others at SI say
an outsider may be chosen as the new m.e. to
really shake things up.

In another top-level change at SI, early next
month Time president Bruce Hallett will suc-
ceed Mike Klingensinith as the title’s president.
Klingensmith has moved up to executive vp of
Time Inc.

Colson’s exit took an ironic turn when the
Jan. 21 issue hit stands last Wednesday. The
cover story is a meticulous history of the S/
jinx—how scores of athletes and teams have
suffered misfortune after being featured on
the weekly’s cover. “The big joke around here
is that the jinx is at work,” says a staffer. “\WVe
put the jinx on the cover, and Colson loses his
job.” —LG

Buying Time
Zift hacker pledges $25 million

illis Stein & Partners, Zift Davis Me-
dia’s primary financial backer, last
week bought the technology publish-
ing company an additional two months with
its bank lenders by paying off a $15 million
bond interest payment. Along with the inter-
est payment, Zift Davis struck a forbearance
agreement that will keep its lenders from call-
ing in the loan and forcing the company’s sale.
Ziff is currently carrving a total debt load of
$431 million.
Willis Stein also committed to invest anoth-
er $25 million in Ziff Davis, publisher of Yahoo!
Interner Life and PC Magazine.
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AutoWeek 21-Jan 15.84 22-Jan
Entertainment Weekly 18-Jan 28.27 19-Jan
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New York 21-Jan 62.20 22-Jan
PeopieX 21-Jan 69.05 22-Jan
The Sporting News 21-Jan 10.30 22-Jan
Sports liustrated 21-Jan 23.01 22-Jan
The New Yorker 21-Jan 16.59 22-Jan
Time Out New York 16-Jan 55.69 17-Jan
TV Guide 19-Jan 47.31 20-Jan
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Category Total 21.80

TOTALS 571.02

PAGES PERCENT YTo YTD PERCENT
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
91.37 -66.75% 6627 20584 -67.81%
48.00 -22.92% 64.00 90.00 -28.89%
27.98 -28.55% 59.85 7664 -2191%
424 25.47% 9.15 1443 -36.59%
43.28 33.66% 81.58  137.37 -4061%
39.68 -34.32% 44,02 64.27 -3151%
9.80 9.18% 2552 27.08 -5.80%
264.35 -29.15% 350.39 615.64  -43.08%
27.69 -42.80% 51.91 8876 -41.52%
36.50 -20.37% 71.37 89.16 -19.95%
1416 43.57% 44.47 3549  25.30%
44,60 17.04% 14750 14870 -081%
58.16 18.72% 131.04  161.41 -1882%
8.50 21.18% 29.83 2143  39.20%
3017 -23.73% 82.19 82.58 -0.47%
22.73 27.01% 56.32 76.41 -26.29%
55.56 022% 14956  167.25 -10.58%
59.76 -20.83% 12152 17573 -30.85%
14.33 62.81% 47.66 3600 32.39%
371.16 -2.49% 933.37  1,082.92 -13.81%
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“We’ve taken the first step or two along the
way toward what is going to be a very deliber-
ate, disciplined process in bringing the compa-
ny back up to the size, stature and standing it
previously had,” says Ziff COO/CFO Bart
Catalane, who joined the company in Decem-
ber from TMP Worldwide, parent of Mon-
ster.com, where he served as senior vp/CFO.
“And it’s also about [rebuilding] our franchises
and launching new ones.”

Catalane says the company is not planning
any asset sales. “It makes no sense,” he ex-
plains. “There are too many synergies be-
tween the properties.”

A Comversation With Amer

> Chan's unique
end of martial arts and
comedy has made him
a huge international star.
The story of his harsh
childhood helps explain
why he says...

Jackie Chan as seen in PARADE Magazine July 29, 2001

Ziff also announced it expects to take a
restructuring charge of up to $275 million for
the fourth quarter of 2001 (the charge was
initially $150 million) to cover the costs of
consolidating and discontinuing a number of
its businesses, including its Internet division.

Over the past year, Ziff Davis has been par-
ticularly hard hit by the dot-com meltdown.
Last summer, Avy Stein, Willis Stein’s manag-
ing partner, dismissed CEO Jim Dunning,
replacing him in October with former ABC
Television president Bob Callahan. Dunning
has filed a lawsuit, and Stein has countersued.
Both cases are still pending. —LG in]

Sunday, the day most people
unclench their teeth.
70% of Americans say Sunday is the only day

during the week they can relax and 87% say they
look forward to reading the Sunday newspaper.*

To learn how you can reach more than 75 million
readers every Sunday in Amenca, call Jim Hackett,
Senior Vice President/Advertising, at (212) 450-7125.

* Harris [nteractive/Yankelovich, Sunday In America™ 2001
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é A LOT OF CONCERNED AMERICANS ARE LOOKING AT THE NEWS

these cold winter mornings and wondering, “Exactly when did it come
about that the big story stopped being the War Against Terrorism and
started being The Enron Scandal?” Also, they are asking, “What is the

B

Enron Scandal?” as well as the companion |
p

question, “Who is Enron?” Then there are
those who ask, “Are there bearded evildo-
ers involved in the Enron Scandal who we
can toss into cages and broil in the hot
Cuban sun?”

The answer to all these questions is: “Yes,
except for the beards.”

Right now, as a service to all those busy,
confused readers who are too confused or
busy to closely follow the rapidly unfolding
developments of the fast-moving progress of
the quickly expanding scandal, Media Person
1s here to answer every other possible Enron
question anyone could ever have. (This ser-
vice, which would cost thousands of dollars if
obtained from a less public-spirited know-it-
all, is absolutely free to you, the reader, as a
courtesy of Media Person.) OK, ask "em.

What or who is Enron?

Enron is a stealth corporation that helped
develop the trick of becoming one of the big-
gest, most important companies in the world

out the whole thing was about to collapse
while the workers weren’tallowed to get rid of
the Enron stock in their retirement plans and
lost their shirts. Other people insist something
not strictly kosher was going on when the
company’s accountants shredded most of the
papers after auditing Enron. Still others con-
sider it improper that by paying out billions of
dollars, Enron had practically every politician
in the country in its pocket. But “wrong?”
That’s kind of a harsh word to throw around.

Who is “Kenny Boy?”

“Kenny Boy” is the nickname given to
Enron’s CEO Kenneth Lay by his ex—close
friend President Bush, although it would be
totally unfair of you to infer from this famil-
iarity that the two ever met. True, it’s a pretty
lame nickname, considering the humorous
possibilities inherent in the name “Lay.” But
then, no one’s ever confused George W. with

Oscar W.

No, Enron Isn’t Near iran

blow over now that Enron has found a scape-
goat executive to can, and anyway, there is no
proof the Administration was involved in any
wrongdoing, and besides, it’s all Bill Clinton’s
fault. If you are a liberal, on the other hand,
then—Wow, is this great or what? At last,
revenge! Worst disgrace since ‘Teapot Dome.
Cancer-on-the-Presidency time. Where’s the
special prosecutor? Sic ’em, boy! Tear ’em up!

But isn’t the real scandal much bigger than
just one company? Isn’t this really about the
stench of crony capitalism, American-style, a
system where big corporations dictate gov-
ernment policy, and conflicts of interest are
totally ignored by the Bush Administration
while it also weakens regulatory rules, allow-
ing companies to make millions and ignore
pollution problems?

Hey, who wrote that question, Paul
Krugman?

Why won’t Dick Cheney come clean about the
six meetings he had with Envon before its collapse?
What’s be trying to bide?

Krugman, get out of here! You've got a
column of your own. Quit hogging this one.
MP’ just trying to make a few harmless jokes
and go to lunch.

without having any actual product or service.
It employed thousands of workers, whose jobs
mainly consisted of sending memos to the
company’s president, warning him that some-
thing fishy was going on.

IS ENRON A BIG SCANDAL OR A LITTLE SCANDAL? SO FAR, THE ANSWER
DEPENDS ENTIRELY ON WHETHER YOU ARE A LIBERAL OR A CONSERVATIVE.

Who is Arthur Andevsen?

If Envon didv’t make anything, bow did it Arthur (Artic Boy) Andersen is a what, not
a who. It’s the name of the accounting firm
that lived on an entire floor of the Enron
Building. Its duties included destroying any
papers that might upset Kenny Boy, as well as

preparing tax returns for Don King and
| Robert Durst.

Is Envon a big scandal or a little scandal?

Yes, that’s the question, all right. So far, the
answer depends entirely on whether you are a
liberal or a conservative. If you are a conserva-
tive, Fnron is just a two-bit hoo-hah that will

Creative accounting, great public relations
and most of all, the ability to go out every day
and make another new deal! That plus the
nutty *90s bull market, in which the less prof-
it a company made, the higher its stock flew.

Yeab, but what did Enron do that was wrong? '

Depends what you mean by “wrong.”
Some people feel that it wasn’t exactly ethical
that the company’s top executives cashed in {
their stocks and made billions when they found
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Whatever became of Osama bin Laden?

That’s better. “Osie,” as his close friends
call him, has turned into one of those myth-
ical creatures such as Elvis, Santa Claus or
Dick Cheney, who may occasionally be spot-
ted in a supermarket checkout line, on
CNN’s Crossfire or in a dream sequence in a
David Lynch film but seeming to have no
actual corporeal substance. When a person
attains such iconic status, whether he is dead
or alive becomes irrelevant (except possibly
to him). Osama is The Enemy and he is Out
There. And so, to lunch. |
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MARKET
INDICATORS

NATIONAL TV: CALM
Movie studio, pharma-
ceutical and auto
advertisers are ac:ive,
but there is a lot of
first-quarier scattar
time stilll available as
many atvertisers buy
on just 10 days’ notice.

NET CABLE: QUIET
Buyers and sel ers
alike are still waking
up from the holiday-
season slowdown.
First-quarter scatter
sales are expected to
remain stagnant
through January.

SPOT TV: SLOW

Except for autc, which
continues to promote
zero-percent finance
deals and GM’s rew
overdrive ad cam-
paign, zctivity remains
slow across all major
ad categories.

RADIO: OFF

Stations in most mrar-
kets are offering dz=als
to move inventory. Still
plenty of activity from
auto dealers, wha are
continuing to p ish zeso-
percent financiig.
Retail is off exeept for
select store sales.

MAGAZINES: WARMING
The home entertaiin-
ment category is
spending stronjlyiin

entertainment litlzs
through first quartar.
Studios: are pushing
hard hehind DVD
releases for cansumers
who reczived players
during the holidays.



Media Wire

Sinclair Shuts News Dept.
0f Winston-Salem Affiliate

Sinclair Broadcast Group this Friday
will shut down the news operations of
WXLV-TV, the company’s ABC affiliate in
Winston-Salem, N.C. As many as 35
people will be laid off at the station,
which serves the country’s 44th-
largest TV market. Sinclair cited
WXLV's relatively weak broadcast sig-
nal, which has hampered the station'’s
ad-sales efforts.

“We tried to make a go of it. If the
economy didn’t do what it did in 2001,
we'd be OK,” said Will Davis, group man-
ager for Sinclair. WXLV, which has aired
news at 6 and 11 p.m., ranks fourth in
the market in ratings and revenue.

Sinclair has unsuccessfully sought
permission from the FCC to move
WXLV's broadcast tower to give the out-
let better reach in Greensboro, the
largest city in the market. “The signal
does great in Winston-Salem, but most
of the population growth has been
south and east, where our competitors
have strong signals,” Davis said. “If we
had an equal facility, we could have
made some serious inroads over time."

WXLV is the third Sinclair station to
eliminate news in just over a year, fol-
lowing ABC affiliate KDNL in St. Louis
and NBC affiliate WTWC in Tallahassee,
Fla. Sinclair said that it has added or
expanded news programming in five
markets, including at Fox affiliates
KDSM in Des Moines, lowa, and WBFF
in Baltimore. —Katy Bachman

Postal Hike: Less Than 10%

The U.S. Postal Service last week
reached agreement with the Magazine
Publishers of America and other large
mailers on a proposed 15-t0-20 percent
rate hike that had been slated for Labor
Day. Instead, the average rate increase
for magazine publishers will be less
than 10 percent, effective June 30.

The 2002 rate increase initially was
projected at 10 percent, but the terror-
ist attacks and the subsequent anthrax
sent through the Postal Service altered
those plans. “It's a fair settlement for
the mailers and the Postal Service, giv-
en the extraordin- (continued on page 5)

Buyers: Bowl

sepries Not a Bust

ABG's BCS ratings slide 24%, but demos make system worth saving

TV SPORTS By John Consoli

espite a 24 percent cumulative rat-

ings decline for the four Bowl

Championship Series games that

aired on ABC between New Year’s

Day and Jan. 3—including a 28 per-

cent drop in ratings for the national
championship game—media buyers still be-
lieve the series is viable event programming.
As proof, they noted that the games delivered
valuable demographics, ranking them among
the top prime-time shows last week.

Miami won the Jan. 3 Rose Bowl champi-
onship game in a blowout over Nebraska that
produced a 13.8 rating, down from the 17.8 last
year’s Sugar Bowl championship game gener-
ated. And the runner-up bowl—this year’s Fies-
ta Bowl, in which Oregon blew out Colorado—
recorded an 11.3 rating, down 19 percent from
the comparable game last year. Both games
should sdll land among the top 10 prime-time
rankings for the week, despite the lower ratings
from last year. There5 also a chance that a third
BCS game, the Jan. 2 Orange Bowl (9.5 rating,
down 27 percent) will also make the top 10.

“The lower ratings will make it a little hard-
er for ABC to sell for next year,” said Marc
Goldstein, president of national broadcast for
MindShare. “Buyers will be a little more con-
servative as to what they are willing to pay.”

But Goldstein and other buyers were also
quick to point out that sports programming is a
different animal than standard TV sitcoms and
dramas, and is held to different standards.
“Sports ratings have a lot of ups and downs—
there is not a straight line,” said Goldstein.
“ABC has to be disappointed by the ratings, but
the ratings are based on the matchups, and that
is something ABC has no control over.”

Tim Spengler, executive vp and director of
national broadcast for Initiative Media North
America, agreed. “This year’s ratings shortfall
could affect next year’s negotiations, but the
BCS games are still top events and will draw top
advertisers. It was one of the highest-rated vehi-
cles on TV last week to reach a male audience.”

Andy Donchin, senior vp and director of
national broadcast for Carat USA, said: “Everv-
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one would have wanted more competitive
games, but [from an advertiser point of view]
the ratings were nothing to jump ship over.”
The four BCS games sold out, said Ed Er-
hardt, president of ESPN/ABC Sports custom-
er marketing and sales. He said about 90 per-
cent of inventory was sold as part of packages in
which advertisers paid $1.9 million for a 30-sec-
ond spot in each of the four BCS prime-time
games, along with a choice of six :30s on any of
the other 16 bowl games on ABC or ESPN.
Ratings for the 14 bowl games on ESPN
were up 14 percent, although they delivered
only a 3.3 average ratng. But Erhardt said the
goal was to allow advertisers to run their 10
spots over a two-week period, giving their mes-



Stations Chafe at Rates

Nielsen increases prompt some small-market outlets to drop ratings service

RESEARCH By Katy Bachman

ielsen Media Research’s new rate card
for its local-market TV service is get-
ting a chilly response from broadcast-
ers. As the end of the worst year in TV
advertising drew to a close, WTHI-TV, Em-
mis Communications’ Terre Haute, Ind., CBS
affiliate, decided it would not renew its Nielsen
contract, which expired Dec. 31. The station
joins a growing list of broadcasters in small
markets such as Chico/Redding, Calif. (rank
133); Eugene, Ore. (123); and Abilene, Texas
(162); who say that Nielsen’s double-digit rate
increases, as high as 30-40 percent for some
stations, are insensitive and unjustitied.
“We looked at the service, and we couldn’t
honestly say we were getting a comparable in-

\

|

Nielsen’s local-market services in February—
with spearheading many of the improvements.

But stations aren’t buying Nielsen’s argu-
ment. “There’s no clear evidence that anything
they’ve done has improved the validity of the
numbers. That’s just bogus. Bottom line for us
is the service isn’t getting any better,” said
Duane Lammers, executive vp of Nexstar
Broadcasting Group, which has let contracts
expire for KFDX-TV in Wichita Falls, Texas,
and KTAB-TV in Abilene. Lammers vowed
that Nexstar won’t renew future contracts as
they come up for its other stations.

“What Nielsen needs to be working on is
better research at a
lower cost,” added

Nielsen needs to be working on

' pesearch at a lower cost.’
'BONGARTEN, EMMIS TV

crease in service,” said Vanessa Oubre, Emmis
vp/research. Oubre said Emmis was charged—
but refused to pay—a 14 percent rate hike for
WTHI, the top station in Terre Haute. In Fort
Myers, Fla., which Nielsen converted to meters
last May, Emmis’ Fox affiliate WFTX-TV was
faced with a tenfold increase, from $30,000 to
$300,000, which it also chose not to pay.

“T wouldn’t be surprised if a lot of stations
go without,” said Raymond Johns, president/
CEO of Catamount Broadcast Group. Cata-
mount’s CBS affiliate KHSL-TV in Chico let
its contract lapse last August. “Nielsen is goug-
ing [and] shafting the little guys, knowing
everyone is struggling.”

Although Nielsen declined to discuss rates,
company representative Karen Kratz pointed
to improvements the ratings tirm has made in
its local service, which has increased diary
response rates from 28.3 percent in November
’99 to 32 percent this past November. Nielsen
is owned by VNU, publisher of Mediaweek.

“There has been more substantive, quan-
tifiable improvement in the Nielsen service
over the past 36 months than in the 10 previ-
ous years,” agreed station consultant Norm
Hecht. He credited Harry Stecker—who re-
tires from the company as general manager of

Randy Bongarten, president of Emmis TV.

TV stations in general pay between 1 and 2
percent of their gross revenue for Nielsens rat-
ings. After that, contract rates are determined
by the revenue in the station’s marketplace, the
type of methodology (meters cost more than
diaries), the length of the contract and the sta-
tion’s ability to negotate. Larger station groups
with properties in big markets tend to wield
more clout at the negotiating table.

Some TV owners accuse Nielsen of passing
on increases to smaller broadcasters in order to
fund the company’s meter initiatives. “Broad-
casters pay for the bulk of the service, and then
it’s used for cable and other entities who don’t
pay the same rates. They’ve grown their service
on the backs of broadcasters,” said Benjamin
Tucker, president of Fisher Broadcasting.

Going without Nielsen is not without its
risks. “We’re the dominant station in Eugene,
[Ore.], so we can afford to gamble because
we're a must-buy. We’re not in that position in
other markets,” said Tucker.

In the end, most stations, even the market

leaders, eventually come back to the negotat-
ing table, such as WSVN, Sunbeam Televi-
sion’s Fox affiliate in Miami, which re-upped
last August after a two-year hiatus. ]

ary circumstances which we're all op-
erating under,” said James Cregan, MPA
executive vp/government affairs. Pub-
lishers could save about $160 million
under terms of the new agreement, Cre-
gan added. The MPA also received a
“back-end” assurance that the Postal
Service will not increase rates again pri-
or to October 2003, barring emergen-
cies, Cregan said. —Lisa Granatstein

ABC, ESPN Kick Up 02 Cup

ABC Sports and ESPN last week agreed
to air games from the 2002 and 2006
men's World Cup soccer tournaments
and the 2003 women’s World Cup as
part of a new deal with Major League
Soccer, the U.S. pro soccer league.

MLS purchased the World Cup'’s U.S.
TV and radio rights through 2006 for a
reported $50 million from Kirch Group, a
German media company that acquired
the worldwide TV rights earlier this year
from FIFA, soccer’s governing body.

Under the deal, MLS will make time
buys on ABC and ESPN to air the World
Cup matches and will sell advertising
time and cover the production costs.

As part of the deal, ABC and ESPN
will televise MLS games through 2006.
ESPN2 this year will carry 26 MLS
matches on Saturday afternoons, and
ABC will air at least three games, includ-
ing the MLS Cup and MLS All-Star game.

The 2002 men's World Cup, to be
held in South Korea and Japan, will air
from May 31 through June 30. ESPN
will air 17 games live, ESPN2 will tele-
vise 46 matches live, and ABC will air
eight games on tape delay, plus the
final live.

Walt Disney Co.—owned ABC and
ESPN aired the men's World Cups in
1994 and 1998 and the women’s World
Cup in 1999.

Univision holds the Spanish-lan-
guage World Cup rights in the U.S. Univi-
sion will show all the games live and will
replay many of them in prime time.

The 1998 World Cup men's final
between France and Brazil earned a
combined 7.4 household rating on
ABC and Univision. Coverage of all
World Cup games in 1998 on ABC,
ESPN, ESPN2 and Univision averaged
a 4.4. —John Consoli
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Infinity Makes Trades
In New York and L.A.

BY KATY BACHMAN [
nfinity Broadcasting is breaking format on
two of its all-news stations in New York
and Los Angeles to make way for the play-
by-play rights of two of the most lucrative
local sports franchises in the country.

Beginning with spring training this year,
the rights to the New York Yankees will be
broadcast on WCBS-AM, ending a 21-year
run on ABC Radio’s WABC-AM. In Los

Angeles, the broadcast rights to the Los

Angeles Dodgers will move from Clear

Channel’s KXTA-FM to KFWB-AM, in a

five-year agreement that will begin in 2003.

Including thesc latest deals, 21 Infinity radio
stations serve as flagships for 21 professional
sports teams, five of which are Major League |

Baseball clubs. |

n 2003.

The price to Infinity was steep, an esti- ‘
mated $9 million per year for the Yankees on
WCBS-AM and an estimated $7 million for

TV STATIONS ‘

Taking It to the Street

|
\
Taking a cue from the national network
morning shows, NBC's owned-and-operat- ‘
ed San Diego station KNSD-TV recently
unveiled a new glass-enclosed studio in

the heart of the city’s thriving downtown

district. The site, which includes more than
13,000 square feet of working space,
offers a sweeping view of San Diego’s historic Horton Plaza, a draw for locals and tourists. |

“What we have done is plopped ourselves into a place where there’s a backdrop of ’
San Diego, and where viewers throughout the day get to see the pulse of the region,”
said Phyllis Schwartz, KNSD's president/general manager, who thought of the idea when
she was vp of news and creative services for NBC's Chicago 0&0 WMAQ. Buyers in the
market say that while the new studio may not have an immediate affect on ratings, it
will help KNSD cement its local identity. “They'll definitely have a lot of visibility being
downtown,” said Margie Hiken, owner of West Coast Media Services, a San Diego-based
media buying agency.

Schwartz hopes the new setting will attract crowds much like The Today Show's Rock-
efeller Center studio has in New York City. But at the end of the day, Schwartz notes, it's
only a new studio. “You've got to continue to serve your community and do the best
news and programming.” —JM

San Diego has a clear view of KNSD’s news team.
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the Dodgers on KFWB-AM. But the payoff
for the stations could be huge, especially dur-
ing evenings, a traditionally lackluster daypart
for news stations in listeners and revenue.

“Hopefully, some percentage of the audi-
ence will go to sleep with the game on and
wake up listening to news. It also gives us the
ability to attract different types of advertisers to
the station,” said Roger Nadel, vp and general
manager of KFWB.

The five-year agreement between Infinity
and the Yankees’ YES Network parallels the
deal YES formed with Viacom for the televi-
sion broadcast rights on WCBS-TV. To help
maximize Yankee revenue in New York,
WCEBS sister station, Sports WFAN-AM, the
second-biggest billing station in the nation,
will handle sales, marketing and production
support for the broadcasts.

The Dodgers switch to Infinity was a bit of
a surprise since the team is owned by News
Corp. and KXTA is an affiliate of the Fox
Sports Radio Network (a joint venture between
Premiere Radio Networks and Fox Sports). Vin
Scully, along with Ross Porter and Rick Mon-
day, will continue to call Dodger play-by-play.

One MLB team that Infinity is losing is
the Philadelphia Phillies, which recently
signed a three-year deal with Greater
Media’s WPEN-AM beginning in 2002.
Infinity’s Talk outlet, WPHT-AM had the
broadcast rights for 20 years. For WABC,
which had partnered with Madison Square
Garden to bid for the Yankees, it leaves a
gaping hole in programming.

“Our challenge will be to replace the Yan-
kees with strong Talk programming at night,”
said Phil Boyce, program director of WABC.

DALLAS RADIO

KRLD-AM Goes All-News

aking further advantage of its relation-
ship with KTVT-TV, its TV counter-

part in Dallas, KRLD-AM NewsRadio
1080 today (Jan. 7) dropped its daily Talk
programming 9 a.m. to 4 p.m. to go All-
News. The Infinity Broadcasting station’s
move to All-News began last year when it
began simulcasting the CBS 11 News ar 6 and
60 Minutes.

While Infinity brass insists there is no
mandate to combine resources, under budget
pressure from parent-company Viacom, CBS
TV and radio stations have already teamed in
Boston, Pittsburgh, L.A. and Chicago. —KB
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TOURISM, THE BACKBONE OF THE ORLANDO-DAYTONA BEACH-MELBOURNE, FLA., MAR-
ket, has suffered as a result of the recession that began last spring
and fears about air travel that followed the September terrorist
attacks. Walt Disney Co., the market’s largest employer, has laid off

about 1,400 workers in the Orlando area
since last March. In October, the company
asked staffers at Walt Disney World to vol-
unteer for a 20 percent reduction in hours
and salary (there have been few takers so far)
and cut back the operating hours of some
attractions in the park. After a record year in
2000, attendance at Disney’s Orlando theme
parks plummeted 25 percent during October
and the first half of November.
Disney has ramped up its adver-
tising efforts throughout Florida
and in neighboring Georgia and
Alabama to attract more park visi-

Thanks to its continuing population
growth, Orlando last fall broke into the coun-
trv’s top 20 television markets (with 1.18 mil-
lion TV homes) as ranked by Nielsen Media
Research, a promotion that should help attract
more national ad dollars to the market.

Local media outlets in the Orlando area
are looking forward to some new political ad
spending this vear from the creation of a new
congressional district. The market is also

NIELSEN MONITOR-PLUS

AD SPENDING BY MEDIA /| ORLANDO

hoping to benefit from races in 2002 for gov-
ernor, mayor of Orlando and officials of
Orange County.

Cox Broadcasting’s ABC affiliate WETV-
TV is the market’s longtime news leader, but
the station’s ratings lead has been shrinking
in recent years. At 11 p.m., WFTV has lost
more than 40 percent of its household v.ew-
ers since 1996. In last November’s sweeps,
WFTV averaged a 6.3/13 at 11 p.m., behind
Hearst-Argyle Broadcasting’s NBC affiliate
WESH (8.9/18) and Post-Newsweek’s CBS
affiliate WKMG-TV (8.4/17). David Lip-
poft, vp/gm of WFTV and Cox-ownec In-
dependent outlet WRDQ, says WFTV’s
news ratings problems at 11 p.m. are the
result of weak lead-in programming from
ABC’s prime-time schedule. Lippoff notes
that the station’s 11 p.m. news features the
same anchor team as its market-leading ¢ and
6 p.m. newscasts. WETV is also the leader in
morning news, the market’s fastest-growing
news daypart.

Cox’s acquisition of WRDQ in early 2000
created the market’s first TV duopoly. WR-
DQ has a busy sports programming sched-
ule, airing Major League Baseball’s Tampa
Bay Devil Rays, Southeastern Conferenec
football and SEC and Atlantic Coast Con-
ference basketball games.

Today, WRDQ is launching a nightly
newscast at 10 p.m. The program is produced
by WFTV and uses its talent. WRDQ is
challenging two other 10 o’clock newscasts in
the market, on Emmis Communications’ WB
affiliate WKCF-TV and Meredith Broad-
casting—owned Fox outlet WOFL-TV.

WESH enjoyed its “best November rat-
ings book in 10 years,” says president/gm Bill
Bauman. “I think the November book is
going to open up the advertising community
for us for the next six months.” WESH has
capitalized on NBC’s strong prime-time pro-
gramming, tops in the market, to move into

the lead in the 11 p.m. news
competition. WESH, which
is also No. 1 in household rat-
ings sign-on-to-sign-oft, is

tors who live within driving distance Jan.-Dec. 1999 Jan.~Dec. 2000 counting on a ratings and ad-
of Orlando. The effort helped gen- Local Newspaper $228,193,640 $248,012,890 vertising windfall in February
erate a solid rebound in business Spot TV $192,736,663 $221,595,629 from NBC'’s coverage of the
during the holiday season. “We were FSI Coupon* $8,596,290 $8,339,130 Winter Olympics. “We’re an-
forced to close the Magic Kingdom Local Sunday Supplement $3,611,010 $3,987,370 ticipating a very strong first
[at one point] because attendance Local Magazine $2,036,000 $2,378,110 quarter,” Bauman says.

Total $435,173,603 $484,313,129

was so strong,” says Bob Jimenez, a
Disney representative.

*Packaged goods only Source: Nielsen Monitor-Plus

WESH made a major an-
chor change last fall, when it
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did not renew the contract of six-year veter-
an John O’Connor. The station tapped Jim
Payne, who had joined in January 2001 from
Raleigh, N.C., to take over the lead anchor
slot at 5, 5:30, 6 and 11 p.m. “He was just
what we needed,” Bauman says of Payne. In
addition to anchoring the four newscasts,
Payne also does reporting, a first in the mar-
ket, Bauman says. At §, 6 and 11 p.m., Payne
is partnered with Wendy Choiji, a 13-year
WESH veteran who last year announced on
the air that she was battling breast cancer.
Choiji, a marathon runner, was selected to
carry the Olympic torch as it passed through
Orlando last month.

At CBS affiliate WKMG, Henry Maldon-
ado took over as vp/gm in October, having
served as interim gm since August. Maldona-
do previously was a vp at parent Post-News-
week Stations. Last July, Skip Valet arrived
from Jacksonville, Fla., as WKMG’s news
director. In December, Tom Calota, previous-
ly general sales manager for the station’s Web
site, was promoted to gsm of the station.

The market’s longtime third-place news
outlet has gained some momentum in the
past few years, particularly at 11 p.m. Mal-
donado says his focus now is on other news
dayparts. “The big issue is that we need a
good [evening news] lead-in,” he says.
WEKMG has aired the syndicated Inside Fdi-
tion and Access Hollywood to lead in to its §
p.-m. news; today, the station will replace
those shows with a double-run of the new
syndicated Weakest Link.

As for mornings, “we’re not satisfied...
we’ll probably be retooling that newscast and
tightening it up,” says Maldonado. One
change will be the arrival next month of
Shawn Killinger from Albany, N.Y,, to fill the
a.m. vacancy created when Jacqueline Lon-
don became WKMG’s noon co-anchor and
5:30 p.m. solo anchor a few months ago.

Fox parent News Corp.’s acquisition last
July of WRBW-TV, Orlando’s UPN affiliate,
has sparked talk about a possible swap in the
market. According to this speculation, News
Corp. would swap its Fox O&0O KPDX and
UPN aftiliate KPTV-TV in Portland, Ore.,
for Meredith’s WOFL in Orlando. The deal
would give Fox a duopoly in Orlando and
Meredith a duopoly in Portland. Karen
Adams, WRBW gm, could not be reached
for comment. Mark Higgis, vp/gm of WO-
FL, would not comment on the reports.

Higgins, who serves as chairman of the
Fox affiliates board, says WOFL has enjoyed
strong ratings growth in the mornings with
Newsic (5-7 a.m.), which launched last Sep-

SCARBOROUGH PROFILE

Comparison of Orlando

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 TECHNQLOGY

Own a Personal Computer

Shop Using-Online Services/Internet
Connected to Cabie

Connected to Satellite/Microwave Dish

Top 50 Market Orlando Orlando

Average % Composition % Index
31 29 91
41 37 91
28 34 123
27 19 70
12 1 87
10 8 81
23 21 91
13 12 91
12 8 69
54 53 97
64 69 108
22 21 96
18 19 104
30 33 110
39 44 113
13 16 126
73 74 101
77 84 109
75 71 95
73 71 97
71 73 103
91 90 99
58 62 107
61 63 103
67 69 103
35 33 93
71 77 109
15 19 133

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

of all viewers within a spacific daypart for TV and cable.

Source: 2001 Scarborough Research Top 50 Market Report (February 2000-March 2001)

tember, and Good Day Orlando (7-9 a.m.).

Newsic features music videos in the center of ;

the screen, surrounded by text offering local
and national news items, as well as traffic and
weather information.

WOFLs 10 p.m. newscast, which was
expanded to a full hour in 1999, has strug-
gled in the ratings over the past year. In the
November sweeps, WOFLs 10 p.m. news
tied with WKCFs half-hour news at 10 p.m.
(see Nielsen chart on page 10) and with the syn-
dicated Extra on WKCEF from 10:30 to 11.

In early February, WOFL will launch a
weekly news segment, “Central Florida’s
Most Wanted.” The reports, to air on the
station’s Saturday newscasts following Fox’s
America’s Most Wanted, will spotlight the 10
most wanted criniinals in central Florida.
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WOFL is working with the Orlando Police
Department and sheriff’s departments in six
counties to produce the segments.

Last January, Emmis’s WKCF retained
WESH to produce its 10 p.m. newscast,
switching from WKMG. The retooled news
has generated higher ratings for WKCF.
WKCEF officials could not be reached.

Univision Communications’ Jan. 14
launch of Telefutura, its new Spanish-lan-
guage network, will be carried on WFUO-
TV in Melbourne. Univision acquired the
station, which has aired paid programming.
The market’s Univision affiliate is Entravi-
sion Communications’ WVEN-TV in Day-
tona Beach, which last year switched from a
low- to high-power outlet and picked up sig-
nificant carriage on local cable systems,
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boosting its ratings. Antonio Guernica, gm
of WVEN, will also run WFUO. The ad-
ministrative and sales offices for both stations
are in Orlando.

Last April, WVEN launched the market’s
first Spanish—language local newscasts, with
half-hours at 6 and 11 p.m. weekdays anchored
by Myrna Ortega and Paul Gamache. Ga-
mache formerly hosted a popular radio show
on local Spanish outlet WRMQ-AM. Guerni-
ca says the newscasts fill a void in the market,
where Hispanics make up about 8 percent of
the populaton, according to Scarborough Re-
search. According to the 2000 Census, there
are about 356,000 Hispanics in Orlando-Day-
tona Beach-Melbourne; about half are of Puer-
to Rican descent. Orlando is the second-
fastest-growing Hispanic market in the
country (behind Las Vegas); in the 1990s, the
Hispanic population grew 154 percent.

The market’s largest daily newspaper is
Tribune Co.’s Orlando Sentinel. The Sen-
tinel’s average daily circulation for the six
months ended Sept. 30 was 249,544, a de-
cline of 1.2 percent from the same period in
2000, according to the Audit Bureau of Cir-
culations; Sunday circ averaged 369,096,
down 1.3 percent.

Last August, the Sentinel/ launched E/ Sen-
tinel, a free weekly bilingual newspaper, and
elSentunel.com, a companion Web site. Ash-
ley Allen, a spokeswoman for Orlando Sen-
tinel Communications, says both English and
Spanish are used in E/ Sentinel because most
Hispanics in the market are bilingual. The
paper is produced by the Orlando Sentinel
statf, including the parent paper’s news bu-
reau in San Juan, PR. E/ Sentinel has a distri-
bution of about 48,000 via home delivery and
another 12,000 on newsstands. The paper,
published Saturday mornings, circulates in
Orange, Seminole, Osceola and Lake coun-
ties and the western side of Volusia County
{Daytona Beach is on the east side of Volu-
sia). Maria Padilla, Hispanic affairs editor for
the Sentinel and El Sentinel, writes a weekly
column for both papers.

In early 2001, the Orlando Sentine/ under-
went a newsroom reorganization that created
several new positions. The paper instituted a
content-development unit and tapped Steve
Doyle to fill the new position of assistant
managing editor of product development.
Doyle had held a number of editing positions
at the paper, most recently in features. Last
April, Kim Marcum joined the Sentinel as
assistant managing editor for features, com-
ing from The Baltimore Sun. The following
month, the Sentine/ welcomed Elaine Kramer

|

RADIO LISTENERSHIP

Avg. Qtr.-Hour Share

Morning  Evening
STATION FORMAT Drive, 12+ Drive, 12+
WTKS-FM Talk 75 6.6 i
WODBO-AM Talk 7.5 47
WWKA-FM Country 7.4 7.0
WXXL-FM Contemporary Hit Radio 6.9 6.6
WCFB-FM Urban Adult Contempaorary 6.9 B
WOMX-FM Hot Adult Contemporary 6.1 55
WMGF-FM Soft Adult Contemporary 5.2 5.2
WJIHM-FM Rhythmic/Contemporary Hit Radio 4.0 6.5
WLOQ-FM Smooth Jazz 35 47
WSHE-FM Oldies 35 4.0
Source: Arbitron Summer 2001 Radio Market Report
NEWSPAPERS: THE ABCS
Daily Sunday Daily Market  Sunday Market
Circulation  Circulation Penetration Penetration

Orange County: 341,712 Households :

Orlando Sentinel 114,875 173,307 33.6% 50.7%

Brevard County: 198,718 Households

Florida Today 84,339 106,200 42.4% 53.4%

Orilando Sentinel 10,999 14.148 5.5% 71%

Press Journal (Vero Beach) 2,078 2,360 1.0% 1.2%

Volusia County: 183,440 Households

The Daytona Beach News-Journal 89,082 103,627 48.6% 56.5%

Orlando Sentinel 24,880 31,148 13.6% 17.0%

Seminole County: 139,444 Households

Orlando Sentinel 46,310 78,245 33.2% 56.1%

Lake County: 89,693 Households

The Daily Commercial 23,657 23,488 26.4% 26.2%

Orlando Sentinel 35,284 41,662 39.3% 46.4%

Osceola County: 64,614 Households

Orlando Sentinel 16,864 29,092 26.1% 45.0%

Flagler County: 20,912 Households

The Daytona Beach News-Journal 9,993 12,885 47.8% 61.6%

The Florida Times-Union 320 488 15% 2.3%

Sumter County: 20,120 Households

The Daily Commercial (Leesburg) 5,104 5,334 25.4% 26.5%

Orilando Sentinel 2,634 3.378 13.1% 16.8%

The Tampa Tribune 884 1,176 4.4% 58%

Source: Audit Bureau of Circulations

from the Morning Call (Allentown, Pa.) as its
new managing editor. The paper last year
also launched a special projects investigative
teamn led by Sean Holton, AME/projects;
photo/design AME Monty Cook; and public
editor Manning Pynn.

The Daytona Beach News-Fournalis 51 per-
cent controlled by the Davidson family; the
remaining 49 percent is held by Cox Com-
munications, which provides financial support
but is not involved in operating decisions.
The News Fournal’s daily circulation for the
six months ended Sept. 30 was 94,121, and
Sunday circ was 112,858; both were flat com-
pared to the same period in 2000.

In October, the News-fournal converted
to a narrower Web width to save on news-
print costs and simultaneously introduced a
redesign. The makeover included a new

masthead and body typeface, and changing
section fonts to make them uniform in ap-
pearance. The paper added Daytona Beach
back to its title, having dropped the city’s
name several years ago in an effort to broad-
en its reach.

The change that gencrated the most
reader feedback was moving Doonesbuiy from
the editorial pages and Dilbert from the busi-
ness section to the cartoon page. As a result
of those switches, the News-Fournal had to
drop the comic strips Mary Worth and B.C.
Many readers complained about the cancel-
lation of Mary Worth because they had long
followed the strip’s soap opera-like story line,
says Brad Gordner, News-Fournal marketing
development manager.

In the southeastern section of the DMA,
which includes Melbourne and Brevard
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County, Gannett Co.’s Florida Today is the
dominant daily paper. The Cocoa Beach-
based paper’s average daily circulation of
81,648 was flat year-over-year in the six
months ended in September; an average Sun-
day circ of 104,241 reflected a 2.1 percent
decline. Florida Today exccutives could not be
reached for comment.

Cable TV penetration in the market is
about 77 percent, higher than the national
average of 71 percent in the country’s 50-
largest markets, according to Scarborough
Research. About 19 percent of the market is
connected to satellite service, well above the
top-50 market average of 15 percent. Time
Warner Cable is the dominant MSO in the
market with about 681,000 homes, nearly 85
percent of all cable homes. Comcast owns a
system with about 60,000 cable subscribers
in Lake County, and Adelphia controls an-
other 30,000 subs.

Last year, Time Warner added about
40,000 subs in Marion, Smuttier and Lake
coundes. TWC gained another 40,000 subs in
2001 as a result of market growth, says Mike
Dioxin, gsm for Time Warner Cable Adver-
tising, the MSO’s ad sales arm in Orlando.

Also last year, Time Warner upgraded its
technology to enable simultancous ad inser-
tion across all of its headends in the market,
offering advertisers more simplified buying.
Previously, all local cable buys had to be traf-
ficked across multiple headends, Dioxin notes.

In radio, the Orlando market ranks 39th
in the country. Daytona Beach is a separate
market, ranked 95th. In Orlando, Clear
Channel Communications controls the
largest share of annual radio ad revenue, fol-
lowed by Cox Radio and Infinity Broadcast-
ing (see chart).Clear Channel last year flip-
flopped its two AM outlets, moving News/
Talk WFELF to 540 on the dial and shifting
Sports outlet WQTM to 740. The switch
helped boost WFLF’s ratings significantly in
last summer’s Arbitron book. Mega Com-
munications entered the market last year,
launching the region’s first Spanish-lan-
guage FM outlet, WNUE. Also, Infinity
flipped its Jammin’ Oldies outlet, WOCL-
FM, to Alternative. CC followed that move
by tweaking its formerly Alternative/Rock
stick WJRR-FM to Rock. Following the for-
mat changes, WOCL’s ratings have risen,
while WJRR’s have declined, according to
Arbitron data.

In Daytona Beach, Black Crow Broad-
casting owns five of the 12 stations in town
and controls a majority of the ad revenue;
however, Gore-Overgaard Broadcasting has

NIELSEN RATINGS / ORLANDO

EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

Time Network Station Rating Share
5-5:30 p.m. ABC WFTV 7.0 15
NBC WESH 6.2 13
CBS WKMG 4.6 10
UPN WRBW* 2.3 5
Fox WOFL* 23 5
wB WKCF* 2.1 5
Independent WRDQ" 1.2 3
Pax WOPX* 1.1 2
Univision WVEN* 0.6 1
5:30-6 p.m. ABC WFTV r 8.0 15
NBC WESH 6.4 12
CBS WKMG 5.5 11
UPN WRBW* 2.8 5
Fox WOFL* 2.6 5
wB WKCF* 26 a =t
Independent WRDQ* 1.7 35"
Pax WOPX* 1.1 : 2
Univision WVEN* 0.6 1
6-6:30 p.m. ABC WFTV 9.5 16
NBC WESH 7.9 14
cBS WKMG 6.1 10
Fox WOFL* 3.8 7
wB WKCF* 45 8
UPN WRBW* 3.6 6
Independent WRDQ" 1.5 3
Univision WVEN 1.2 2
Pax WOPX* 0.6 1
Late News
10-10:30 p.m, wB WKCF 4.0 6
Fox WOFL 3.2 5
10:30-11 p.m. wB WKCF* 2.2 4
Fox WOFL 2.2 4
11-11:30 p.m. NBC WESH -89 18
CBS WKMG 8.4 : 17
ABC WFTV 6.3 13
wB WKCF* - 23 5
UPN WRBW* 2.1 4
Fox WOFL* 1.9 4
Univision WVEN 0.9 wf 2
Pax WOPX* 0.8 2
independent WRDQ* 0.5 1
“Non-news programming Source: Nielsen Mzadia Research, November 2001
RADIO OWNERSHIP
Avg. Qtr.-Hour Revenue Share of
OWNER STATIONS Share (in millions) Tatal
Clear Channel Communications 2 AM, 5 FM 29.6 %45.3 37.4%
Cox Radio 1AM, 5 FM 26.4 $38.7 31.9%
Infinity Broadcasting 3FM 152 $22.3 18.4%
Gross Communications 1FM 4.5 $5.8 4.9%
Mega Communications 1FM 20 S2.0 1.7%
Florida Broadcasters 2 AM 2.0 $1.6 1.3%

Includes only stations with significant registration in Arbitron diary returns and licensed In Crlando or immesiiate arsa. Ratirgs
from Arbitron Summer 2001 k; revenue and owner information provided by BIA Financial Network.

the dominant station overall with Big
Band-formatted \WWORD-AM.

Lamar Outdoor Advertising, the market’s
largest out-of-home plaver, has about 600
bulletin facings in a six-county area that
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includes Daytona Beach, Brevard and Semi-
nole counties, but not the eity of Orlando.
Clear Channel Outdoor is strongest in Or-
lando. Viacom Outdoor is a smaller competi-
tor in the market, n
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Murphy’s Law of Planning

What do you do when your client yanks the budget?

WE'VE ALL BEEN THERE. YOU'RE LOOKING AT AN APPROVED MEDIA PLAN. IT'S STRATEGIC,
innovative and will build your client’s business. Everyone’s in the boat.
Suddenly, unexpectedly, the client yanks the budget. What do you do?
Media planners must be flexible, even at a time when the client

throws a wrench into the best-laid media plans.
Notwithstanding, how do you forge ahead,
strategically maintaining the same visibility,
with fewer dollars? Here are five ways to make
the painful budget-cutting process a bit easier:

1. Plan ahead. In a sluggish advertising
economy, it’s wise to proactively set aside a
reserve fund—typically be-
tween 10 and 15 percent of
the overall plan—to cover
opportunistic media avails, as
well as any budget shortfalls.

2. Be sympathetic. When
the phone rings and the
client tells you they need to
cut all or a portion of the
budget, be understanding
and supportive. Remember,
your client had to submit the
plan to management and rig-
orously defend it, so they’re
likely no more pleased than
you about the cost-cutting.
After all, sometimes things
are out of his or her immedi-
ate control.

3. Talk to other depart-
ments. Before tossing out
the original plan, reach out
to other departments to look
for “creative accounting” opportunities. For
example, there may be unspent money in the
production budget. Likewise, the Research
group may have set aside a reserve to help
subsidize travel. Make sure the client hasn’t
already calculated these numbers in their
overall budget, so dollars aren’t counted twice.

4. Maintain the integrity of the original
plan. Obviously, clients want strategies that
will build their business. Even more so with
small budget constraints, it’s vital to maintain

CREATIVELY
TACKLING BUDGET
CUTS CAN ACTU-
ALLY ENHANCE
YOUR STANDING
BECAUSE BOTH
CLIENTS AND
MEDIA PARTNERS
WILL REMEMBER
OUT-OF-THE-BOX
CREATIVITY,
UNDER PRESSURE.
O

the strategy of the media schedule. Now is
not the time for the less tried-and-true place-
ments like branded coffee carts versus what’s
already tested as successful in the market-
place. Such “out-of-the-box” placements can
be revisited in the future. The client will ap-
preciate and respect your professionalism.

5. Brief your media part-
ners. Inform your maga-
zine, newspaper, television,
radio and online partners
that you appreciate every-
thing they have done for
you and your client. Let
them know why you are
reallocating resources (ver-
sus abandoning their outlets
altogether) and that when
budgets come back, you'll
remember them. If need be,
compromise to minimize
short rates and eliminate
cancellation clauses.

Budget cuts are always
painful. You can respond in
two ways: rise to the occa-
sion and “creatively” plan,
or throw in the towel,
antagonizing the client and
all parties involved. Perhaps
the Chinese sum it up best: Their character
for crisis also means opportunity. Creatively
tackling budget cuts can actually enhance
your standing because both clients and media
partners will remember out-of-the-box cre-
ativity, under pressure.

Liz Morrow is director of media services at
Margeotest Fertitta + Partners in New York,
whose clients include Bacardi/Bombay, Campbell
Soup, CNA Insurance, McGraw-Hill, Putnam
Investments and Triton PCS. |
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A most

unlikel
anchor
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It took 25 years for Aaron Brown to become
an overnight success. Thanks to a mix of low-key
style and highbrow commentary, this everyman
is pulling in viewers for CNN By Alicia Mundy

If you were told to construct . perfec
anchor from scratch and came up with Aaron Brown, you’d be fired.
Think Albert Brooks from Broadcast News—without the sweat. He’s
not pretty; he smacks his lips; he winks through rimless eyeglasses like
he’s coming on to a girl in a bar; he speaks with his mouth almost
closed, like a guy with dght dentures—the noise comes out of his nose.
It prompted Media Person, aka Lewis Grossberger, to write in these
pages that Brown sounds like Liberace. And when the poor guy smiles,
he comes off like the Cheshire Cat, or worse, Al Gore. He’s so low-
key in a crisis that you want to check him for a pulse. He uses polysyl-
labic words, a threat to many viewers. And those who aren’t threat-
ened feel sorry for him.

Just before Christmas, a retired journalism teacher sent him an e-
mail. She had written Brown in September to say that his perfor-
mance needed lots of help—his delivery, facial expressions, side
remarks. This time it was more positive: “You’ve improved a lot; but
there are still several things you need to fix.”

Brown wrote back nicely:

Thanks. But I've been doing this a long time, and I’'m afraid this
is probably about as good as I'm going to get. It’s up to you to decide
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if you want to keep watching until you get used to me.

It would be fair to say that the hiring and placement of 53-year-
old Aaron Brown may have been one of the biggest risks CNN has
taken—especially because they were giving up ground to Fox News
Channel as of Sept. 11. Every analyst expected the network to bring
out its biggest guns for the story, climb over broken glass to beg
Bernie Shaw to come back. One can only imagine what Sid Bed-
ingfield, general manager for CNN’s domestic operations, and Wal-
ter Isaacson, who had just become CNN chairman/CEQO, must have
thought when they saw the initial reaction of their audience. A few
loved Brown; the rest hated him. There was no middle ground.

“Some at CNN wondered at first whether the events of Sept. 11
might benefit from the super-gravitas of a more formal and tradi-
tional anchor,” Isaacson told Mediaweek in classic understatement. In
fact, CNN executives, viewers and critics (me among them) were
sending notes to CNN suggesting remedies such as “put jumper
cables on this guy and turn his engine on.”

Well, you can leave the jumper cables in the trunk. Like the re-
tired journalism teacher, many viewers who couldn’t stand Brown
couldn’t stop watching him, either. He is winning converts, one sibi-







lant syllable at a time. How someone so wrong for the job turned out
so right and became the first person in cable news to make a mark in
the 10 p.m. slot, is one of the most bizarre success stories in broad-
casting. “I guess I’'m growing on people,” Brown muses. “Like mold.”

In a crisis, we want the familiar. We’re used to anchormen whose
solemnity sometimes borders on Jon Lovitz’s “Master Thespian” par-
ody on Saturday Night Live—T'm ACTING.” It’s the expected way
of signalling “this is SERIOUS?” to the viewer. But Brown somehow
missed that class in anchor school.

“That whole omnipotence thing is hard for me to pull off,” says
Brown, almost apologetically, in an interview. “When DPve tried it, I
look silly.”

“People at the top of CNN were telling me to sound more “ur-
gent,”” Brown adds. “I thought that in the face of all this terror, it was
more important to sound calm.”

Despite panic in a few CNN offices, Isaacson and Bedingfield
stuck with Brown, and his “conversational” approach prevailed. “It
turned out that Aaron was able to capture just the right tone,” Is-
aacson explains. “His informal way was able to connect with viewers
in a thoughtful and intimate manner. He really rose to the occasion
and helped define a new type of anchoring that is less aloof.”

“Less aloof” is garnering more ratings points for CNN these days.
Since Sept. 17, when CNN quickly put together the 10 p.m. show
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tocuses on stories that have been shrunken or overlooked completely
by other newscasts. Quirky subheads pop up—*“One Tough Mullah”
and “Semper Fi-nd Omar” signaled stories about the Marines’ search
for the Taliban leader. Often there’s the Mystery Guest, a segment
which sometimes flops. Brown was particularly bemused with the
visit from Santa Claus. Brown, who is Jewish, commented that he’d
never expected to end up interviewing St. Nick.

It must be hell to have so many people telling you why you’re a
bad choice for anchor, but Brown’s surprisingly understanding. “I'm
a believer in retail news,” he said, acknowledging that packaging is
part of the job. “I know people are saying, ‘How can someone who
sounds like that be on the air?’” After Tine magazine ran a CNN ad
showing him with a smile, his daughter sighed, “Oh, Dad, not the full
smirk.” Even the Atlanta Journal-Constitution dissed him, omitting
him from a list ot “Sexy” CNN reporters—and there weren’t many to
choose from. Brown often responds on air to viewers who want to fix
him. “Sorry,” he said one night after a viewer accused him of smirk-
ing. “I'm not being snide. It’s just my smile.”

Unconventional is too small a word for why NewsNight works.
Brown’s partner in crime, senior executive producer David Borhman,
was brought over to CNN at Brown’s request, with the explicit goal
of doing something unique in a prime-time newscast and to make the
10 p.m. slot finally happen.
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How someone so wrong for the job became
the first person in cable news to make a
mark in the 10 p.m. slot is one of the most
bizarre success stories in broadcasting. “I

FROM OVERNIGHT TO PRIME TIME: (From left) Brown when he anchored ABC’s World News Overnight, covering the attacks and their aftermath.

now called NewsNight, the 24-hour cable news network has handily
won that slot over competitors Fox and MSNBC. Between Sept. 17
and Dec. 28, NewsNight is generating an average 1.4 universe house-
hold rating, delivering 1.149 million homes. That’s up 133 percent
from the time period’s average from January through Sept. 10,
according to CNN’s analysis of Nielsen Media Research data. Fox
News is averaging a 1.2 universe rating (delivering 916,000 homes),
and MSNBC is drawing a 0.8/579,000 homes.

Like Brown, NewsNight is something completely different. Brown
begins with “Page 2,” his essay on the day’s main event to set the tone
and context. One critic compared it to NPR on TV. Then it’s “The
Whip around the World,” in which several CNN correspondents
who are on location are cordially greeted by Brown, and then asked:
“A headline, please.” Brown skips the litany of all the day’s news and
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“I really like Brian Williams,” says Borhman, “But I don’t want
this show to be The News with Brian Williams as done by Aaron
Brown. We wanted something different,” he adds, citing the old
Linda Ellerbee show, NBC News Overnight. “Wait till T hijack the
crawl,” Borhman laughs, referring to the ever-present news scroll
that anchors the CNN screen.

“I think we’re a work in progress,” Brown deadpans. “It’s all about
telling stories.”

But it’s also about Brown’s wry humor, sometimes inscrutable off-
the-cuff comments, and his take on “oatmeal” stories that are good
for you. Just last week, faced with the inevitable disquisition on the
euro, Brown sighed, “Oh, my! International finance can be dense, and
frankly, economic theory is not our long suit.” Looking into the cam-
era, Brown warned, “And you hated the Mystery Guest. A warm wel-
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come for Barry Mitchell and his band.” The camera swung to an
aging, paunchy accordion player who began to play Francs for the
Memories. You could just hear Louis Rukeyser keeling over.

Is it appropriate for a serious news show to include the droll and
the weird, especially in a time of national angst? Will it alienate view-
ers (and lose ratings)? How long will the audience respond positively
to Brown, whom James Wolcott of Vanity Fair likened to a “cup of
warm cocoa?” And can viewers used to 20-second soundbites and
visual assault appreciate a great writer reading them a two-minute
essay? Now that Brown has established a beachhead at 10 p.m., a time
period in which the broadcast networks air their biggest shows, CNN
can live with those questions.

It’s been a while since the other cable nets had to create a show to
compete with CNN. Fox and MSNBC are scrambling to get viewers
to make appointments with them at 10 p.m. MSNBC currently runs
MSNBC Investigates. Fox had Paula Zahns The Edge in the slot until
she jumped to CNN. At the time, Fox News head Roger Ailes told a
reporter that he could put on “a dead raccoon” at 10 o’clock and it
would get ratings. But Fox’s John Gibson wasn’t doing as well as R.L.P.
raccoon against Brown, so Fox last week hired Greta Van Susteren
away from CNN, to take on NewsNigh.

There may be a little more than a ratings search in Ailes’ place-
ment of Van Susteren. Brown’s taken a few jabs at Fox’s big news hire,
Geraldo Rivera, War Correspondent. One night Brown pointedly
said, “We don’t do Geraldo stunts here.” Asked about this, Brown
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explained that he didn’t think the war on terrorism needed any hype.
“P've been asked if I want to go there—we’re sending a lot of people
into the field right now. But we have people over there, working in
crap, working their tails off. Why should I fly in and bigfoot around
and fly out again?”

On Dec. 20, Brown aired a lengthy piece on Rivera’s fabled visit to
the site of friendly-fire fatalities at Kandahar. During Brown’s piece,
CNN ran Fox’s own slogan as the subhead: We report—You decide.
“This isn’t about style,” Brown said. “It’s about truthfulness.” Fox
dictated a comment for Brown’s piece, saying the Rivera “mistake”
wasn’t “Tailwind,” a shot at CNN’s controversial 1998 report.

Brown responded on air, “Was it just 2 mistake? Or was it some-
thing else, an attempt to endear himself to his viewers, to manipulate
his audience?”

Furious, Rivera accused CNN of “malignant hypocrisy” in The
Washington Post, adding that Brown’s report “made me want to puke.”
Neither Fox nor Rivera commented for this story.

In the thick of it, Brown’s amused by the overnight success he
achieved after 25 years. With interview requests mounting, “CNN
thinks I need 12 talking points,” Brown says. “But I think what [ do
on the air is personal, and I shouldn’t be giving canned answers to
questions about me.”

As is well known, he’d bounced around at ABC for years. The
host of Worid News Now, he had a cult following in his late, late-night
slot. “Criminals, nursing mothers, insomniacs—we could never
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M ‘Some at CNN wondered at first whether
\\ the events of Sept. 11 might benefit

. from the super-gravitas of a more

- formal and traditional anchor...It turned
‘ out that Aaron was able to capture just

¢ the right tone.” —1SAACSON

begin to describe our audience,”
News Now producer.

But Brown couldn’t get an anchor slot during regular hours. He
coveted Nightline, but Ted Koppel wasn’t leaving. He subbed on
Saturdays for Peter Jennings on World News Tonight but was a corre-
spondent during the week. In May, 2001, he left ABC to start a
prime-time news show at CNN, whose kick-off was supposed to be
mid-October. At the time, a half-dozen media analysts noted that he
wasn’t a household name and wondered if CNN knew what it was
doing. “There were questions even among my colleagues about
whether I was a smart choice. I was OK with that,” Brown recalls.

Jennings wasn’t happy to see Brown leave ABC. He had a close but
stormy relationship with Brown, who calls Jennings a great mentor.
“I think I was puffed up, and Peter made it clear I needed to do bet-
ter.” Jennings, a traditionalist, nitpicked many of Brown’s scripts,
which led to numerous heated exchanges. Looking back, Brown
admits he needed the prodding.

Born in a small town in Minnesota, Brown went from high school
into local news and talk radio. His natural ability as a writer nabbed him
jobs quickly. At ABC, producers would say, “We need a Brownism,” cit-
ing his wordsmithing.

“One of his first stories was on a fried-chicken place in Harlem
that was dealing guns to school kids around the corner,” says Michael
Rosen, special events senior producer at ABC. “What he said was
mesmerizing. He had a really unique voice. He’s a storyteller.”

That’s one reason the
most unlikely anchor is
succeeding at last.
There is a market for
wordsmiths on the air,
for that Jack Paar patter
and style.

But perhaps what’s so
interesting is that Brown
possesses the aura of a
guy who’s missed the
brass ring and is grateful
for another ride on the merry-go-round. He’s more like his viewers
than perhaps any anchor in TV. It’s odd, because as a young reporter
in Seattle, he’d acquired the nickname “Arrogant Brown.”

“I was very young, probably too young, a bit of a punk,” he says.
Now his daily self-questioning—also a mark of Paar’s brilliance—is
endearing him to viewers. He doesn’t hesitate to say, “I'm sorry if this
sounds like a truly stupid question, but...” or “I’m confused.” Aren’t
we all confused right now? He doesn’t just appeal to the common
man,; as one of the smartest folks on TV, he’s become a magnet for eli-
tists, which is ironic considering he never went to college (something
he’s still embarrassed by, but which he doesn’t hide from his audi-
ence). He’s willing to second-guess himself, even about his coverage
on Sept. 11, the day that put him on CNN’ map. “There’s one thing
I'd change about what I did that day,” Brown said, “I was too slow to
say the sentence, “The United States of America is under attack.””
Despite the current kudos, some critics think Brown is better when
he’s scripted than when he’s reporting breaking news. But perhaps
that’s a traditionalist view of the job again.

“I've always divided viewers,” says Brown. Research used to show
that his viewers broke into three groups—“They found me interest-
ing; they thought I was a jerk; or, they loved to hate me. But no one
is ever neutral about me,” he says. “I can live with that.” ]

says Bohrman, then Brown’s World

Mediaweek Washington bureau chief Alicia Mundy’s most recent feature
story was an Oct. 29 profile of CBS News anchor Dan Ratber.
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SERVICES & RESOURCES

Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month).  play monthly. ALL ADS ARE PREPAID. Monthly, quarterly, semi-annual and annual rates
New ads, copy changes, and cancelfations are due by the third Thursday of the current month  available. Orders and copy must be submitted in writing. Mastercard, Visa, and American
for appearance the following month. RATES: $51 per line monthly; $315 per half-inch dis-  Express accepted. Call Sara Weissman at 1-800-7-ADWEEK. Fax 646-654-5313.

ADVERTISING SPECIALTIES ART/DESIGN SERVICES COPYWRITING MARKETING SERVICES

Copywriter. Fast. Fearless. Freefance. (212) 724-8610. SUPERIOR FINANCIAL CONTENT

PaxBrEs ComPRESSED T-SHIRTS! [ T
InVIs‘on SRR T T A B 16+ Year Wall Street Marketing Writer &

This PAKTITE® is an A Consultant. Internet, Strategy, Branding, B-B,
Extra-Large, Heavy- GRAPHICS ... Overpriced, too! Collateral, Annual Rpts. Call 631-537-3506

; : Ken Copel -mail: j
weight T-Shirt! INVISION GRAPHICS offers the (310) o i AR 1227 @yahnohen
Many stock & custom most creative and dynamic graphic . — " B e
Rt g Ay concepts from start to finish. Copy w/ Power. Campaigns to Collateral MEDIA BUYING &
Giveaways-, & On-Pack Call:201.666.7277 PLANNING SERVICES

coupons, catalogs, & event
schedules inside packages.

" — ] SMALL TO MID-SIZED AGENCIES
- COMPANY PRESENCE High-tech copy pro 212.439.1845 | Let Us Show You How You Can

Promotions. Include @W m) WEB DESIGN See/write: www.Hartsough.com

Women's target specialist. Jufie Wieden “provide your clients improved media service
Screen printed towels of all sizes and - CAMERA READY ART 781-658-9359 wiedencomm@mediaone.net 'reguce your clients’ metqia costts
weights, with low minimums. and *reduce your own operating costs
quick delivery. ) ADVERTISING CREATIVE MEDIA FIRST INTERNATIONAL, INC.
Also patented MATRIX® photo towels! Call STEVE At: 718-544-7670 New York-212-686-3342 X 222
AT D | www.invisiongraphics.com Minneapolis-612-630-1102 X 1

Push the right buttons. D. Grider 212.213.5333 e - W
| MORE BANG FOR YOUR BUCK

BeacH TOWELS

ART DIRECTION Credit card billing statement inserts, cable
CREATIVE SERVICES bills, outbound catalog packages, frequent
| HANDY MACANDY F/L AD (212) 988-5114 3 flyer statements, product sampling paks,
A bt P e e - copy co-ops, free standing inserts and more.
As of Jan. 1st, 2002, all PakTiTes & MaTRx HOW'S MY ART ‘D.IRECTION? CREATIVE DIRECTION Everyday Media (212) 481-7300
products will be available only through Call 917 754-3537 or visit www.lbnyc.com *SPEECH WRITING
agencies and ad specialty distributors. | ﬁ t_ - i km For all publishers, media and new
SAL® 144630 Sl #0124 *Di . 3 5 1
— S— = yqurfav:rage bl : - = media companies who need a $250,000 OUTDOOR ADVERTISING
Sr. AD/designer, www.mollicastudio.com creative director but need him only 3 or 4 O e
T FILA -873- days per month. We're the world’s most
ART/DESIGN SERVICES FL A/D 212-873-2381 S o i, For info Call 770-216-8220
| Wally Lawrence Creative Services
, COPY/CREATIVE e-mail: wallylaw@aol.com PRINTING
il: 212-410-2221
BRAN DESIGN | What's the big idea? DG 212.213.5333 l = e
ety A iy AN 8 DIRECT MARKETING :..Jrohn Zap Printing, Inc.
ere does one stop and the other start? 1 T N » " Complete Print Production
COPYmelNG ® Web & gg’:[e’?ir:éai"rlnﬂng
Corporate identity, | www.courtneyco.com 3 DM thru Card Decks 800-364-1032 call Brad. N A D
websites and other 212-594-1748 www.CreativeCopywriter.com S e’ T — e el
pusingssicgilateral - - See for yourself. SPECIALTIES ENVELOPES PROOFREADING
www.jetenvelopes.com

ART/DESIGN SERVICES

GOLF PROMOTIONS EDITORIA XPRE
EXPERIENCED - FAST - PRECISE

Licensed PGA TOUR products & Players icing .
n | protourmem com / 800-465-3511 C:tca"l’gagﬁ"}\?mga‘i"g;%':r't s
1 a e rS Speakers, PGA TOUR, LPGA, Celebrities Magazines - Manuals
golfpodium.com / 561-776-8112 | Call: 508-697-6202
‘k\ | Fax: 508-697-7773
INSURANCE

RADIO COMMERCIALS

At Freelance Advancers, we're artists and writers ourselves... T
Who better to place quality creatives in premier freelance and staff positions? ARE YOU PAYI NG The other guys charge a fortune
Our personal attention enables the best matches - and has since 1987. TOO MUCH FOR 1o cover the costyof their big space ads.
So call, e-mail or fax us today: We're putting our talent to work! Our Clio-winning Productions sound

YOUR INSURANCE? great, too. But when you hear our prices,

A‘\Graphic Designers A‘\Trafﬁcking/ Project Management oo L. they sound unbelievable.
We specialize in insurance for 800/789-RADIO
i\ Production Artists (Traditional / Digital) A‘\Pre Press / Print Production .. .

N . I A ional / Disital advertising & media firms. Sounds almost too good to be true.
A\Art Directors / Creative Directors A\Hlustrators {Traditional igital) Our rates are the most www.kenrayzor.com
A‘\Copywri\ers / Editors / Proofreaders A‘\Web Site Development ...and more! Competitive in the industry! _www.killerradio.net

®  Advertiser's Professional Liability
n Bl - 1
A Freelance Advancers (212)661+0900 ® Property & Liability Coverage RADIO PRODUCTION
420 Lexington Avenue, Suite 2007 New York, NY 10170 ® Life & Disability Insurance ) we write
www,freelanceadvancers.com “\ info@freelanceadvancers.coim ° Group Health, Dental, & Pensions we pO|iSh
A bl Sy T ’ ® omeowners, Auto, Jewelry & Fur we produce
® Coverage for Freelancers too! Killer Radio
- | Call for a quotation with no obligation. www‘kenrayzur.cum . (888) KRSound
REACH YOUR AD COMMUNITY | || Adam Wolfson, CIC @ 212-370-3900

ADWEEK MAGAZINES Arnold K. Davis & Company, Inc. | www.spotguy.com
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RADIO PRODUCTION

RADIO PRODUCTION

YELLOW PAGE SERVICES

WADIO:
IT'S LIKE

-

RADIO.

www.wadio.com

Bert Berdis

b i Lo

LA: 33 987 3399 - NY: 212 768 9717

bertberdisandco.com

‘www.kamen.com

If you couldn't pee

you'd call a specialist, [JNEsT et
right?

Well, we're like a
urologist for radio.

work with the best in the business

call for the reel 323-462-7261

0'Halloran Advertising Inc.
Serving Clients’ National & Regional
Directory Advertising Needs
For Qver 30 Years: Call For FREE Analysis

& company
800.762.0054 x222 ohalloranagency.com

ADWEEKONLINE:

FINDING THE RIGHT EMPLOYER
JUSTGOTAWHOLELOT FASTER

ADWEEK MAGAZINES Classified Online at
adweek.com, the most comprehensive

several new features that will help you
streamline andtarget your search:

® 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!
Visitan employer's web page.
Many online ads have a direct link
to the company's website, so you
can learn more aboutthem fast.
Directlinks to the ADWEEK
MAGAZINES Archives. Justby
clicking on the company's name,
subscribers to ADWEEK Online's
premium services can search the
Adweek, Brandweek, Mediaweek,
and MC archives for news and
features about an employer. The
more you know, the smarter you'il
search.

RADIO PRODUCTION

VISIT ADWEEK.COM

www.kenrayzor.com ¢ (888) KRSound

aga = . - - Classifiedis
TRANSLATIONS/LANGUAGE “Artificial insemination | memmeautHomiTy
SERVICES . | LT
www.The-Translation-Station.com reqUIres a sample Of ‘ ATTN: FREELANCERS
VOICE-OVERS your little guys.” S A e e
Promos, 100! johnmatthew.com | A Story in Every S pot Resources section. If you need to

WEB DESIGN

Art Directors. Copywriters.
Get your portfolio online
with your own personal website.
Visit: cyberadbook.com

HEAR THE FULL “LITTLE GUYS” STORY AT...
www.radio-ranch.com/pg3.html - — ==

Phone (323)462-4966

Inprintandonline,

' ADWEEK MAGAZINES

get your service out to the people
who matter, you need to advertise
now. Call for info 1-800-7-ADWEEK.

Classitied Advertising

1-800-7-ADWEEK

JIOBHUINEVEIRISE

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

THREE AUDIENCES
FOR THE PRICE
OF ONE

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

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

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES
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OFFERS & OPPORTUNITIES
____Norice

THREE AUDIENCES
FOR THE PRICE OF ONE

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

ADWEEK Classified,
BRANDWEEK Classified,
and MEDIAWEEK
Classified.

THREE FOR ONE . . ., not a bad idea.

Call Sara Weissman
1-800-7-ADWEEK
or just Fax it to:
(646) 654-5313

Merger/Acquisition

Montbleau Associates is
conducting a merger/acquisition
search for one of our clients, an
established, financially secure
mid-sized marketing agency
located in Greater Boston. This
client has PR, strategic consulting,
design, and CRM practices in place
to complement traditional
advertising revenue sources.
Looking for small or mid-sized
shops tired of battling overhead
and cash flow problems, or larger
firms in need of ‘below the line’
services and/or a Boston location.

All replies held in strict confidence.

Contact:

Wm. J. Montbleau Associates, Inc.
Six New England Executive Park
Burlington, MA 01803
(781) 270-0100

EMPLOYMENT

GENERAL MANAGER

WDRB-TV, a Fox affiliate, and WFTE-TV,
a UPN affiliate, comprise a duopoly in
Louisville, Kentucky, in need of a general
manager following the retirement of
long-term GM. Reports to corporate
president. Solid bottom-iine business
acumen combined with exceptional lead-
ership, negotiation and organizational
skills necessary. Minimum 3 years station
management experience required. Send
resume and references to: William Block,
Jr., Block Communications, Inc., 541 N.
Superior, Toledo, OH 43660.

No calls, please. EOF

ADVERTISING SALES

Expert Reports is a growing Company
producing advertising sections in major
national magazines on healthcare, pub-
lic-service, and varicus business themes.
We seek ad professionals with national
magazine sales or agency experience for
part-time, freelance, commission-based
sales. Great opportunity to profit from
industry contacts and relationships.

Email resume and letter to:

expertreports @email.com
or fax to 435-806-1612

EMPLOYMENT

8

packaging designer

Design multi-format packaging and P.O.S. displays for
global consumer product brands (flexible, carton and
corrugated). Must have strong graphic design skills,
knowledge of print processes, be Mac-literate, highly organized, responsible,
and professional. Strong strategic-thinking skills required. Similar package
design experience a big plus. Will interact with clients. A great opportunity,
good benefits. E-mail resume to: recruitment@amber-design.com

Fax to 908-850-5673. Mail to Creative Director, Amber Design Associates,
254B Mountain Ave., Hackettstown, NJ 07840. No phone calls please. EOE.

o

: L L
Business Dev?lopment Adverhsmg
Executive I
Imaginary Forces (IF) is seeking a Sa es
Business Development Executive A well-established publication has an
(BDE) for the New York office. The excellent opportunity for an energetic,
responsibility of the BDE is to identify, talented and proven sales professional
develop and cultivate new business to promote and sell print and online
relationships for the studio. This per- advertising.
son will leverage IF's experience and The ideal candidate will have at last 5
body of work to expand the business years experience in business-to-business
into new markets (e.g., client direct, sales (preferably advertising) as well as a
urban scale, retail, architecture and basic understanding of the insurance in-
exhibitions). dustry and the Internet. New business
. development and relationship buitding
Requirements: skills are the key to success. Only candi-
* Industry experience dates with documented sales experience
* Solid background in sales and and a proven track record of sales and
Business Development documented earnings will be considered
Send resume and salary for this position. We offer salary plus
history/requirement to: commission, complete benefits, including
medical/dental/RX and 401k. If interested
(646) 486-4700 Ref: ADWKBDE please submit resume, which must include
salary requirements to:
Mitch Dunford
mdunford@insurancejournal.com
. 3570 Camino del Rio North #200
[} San Diego, CA 92108-1747
[ Use ADWEEK MAGAZINES to get National Exposure |

For Classified Advertising Call Sara Weissman at 1-800-7-ADWEEK

CATCH A CREATIVE GENIUS
WITH ADWEEK CLASSIFIED

RATES for Employment and Offers & Opportunities

MINIMUM: 1 Column x 1 inch for 1 week: $198.00, 1/2 inch increments: $99.00 week.
Rates apply to EAST edition. Special offers: Run 2 consecutive weeks, take 15% off sec-
ond insertion. Frequency, regional-combination, and national discounts available. Charge
for ADWEEK box number: $35.00 per insertion. Replies mailed daily to advertisers. Read-
ers responding to any ads with box numbers are advised not to send samples unless they
are duplicates or need not be returned. We are not responsible for recovery of samples.

1-800-7-ADWEEK Classified Manager: 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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GO NORTH

Top advertising professionals. Yes,
there is life north of Yonkers!

Join the many New York, Boston, (A
and mid-continental expatriates who
have discovered the challenges,
opportunities and rewards of Media
Logic, Albany’s 80-plus person
number-one-with-a-bullet ad agency.
Available positions posted at
mlinc.com, exceptional candidates
always considered.

media logic

www.mlinc.com

AccounT EXECUTIVE

NYC Location >}

MuchMusic USA, a
division of Cablevision,
the driving force behind
H the success of several
|| nationally recognized

|| programs, is seeking a

muchmusic usa

self-motivated/detail oriented professional
with a minimum of 3-5 years of National
Cable Sales experience. Position involves
responsibility of the management of
existing accounts as well as new business|
development and the development of
research and sales information materials.
Applicants will be expected to have high-
level contacts with traditional advertising
cllents and agencies. Bachelor degree
preferred. Position will require moderate

| amount of travel.

| To apply, please send resume, which

i must include REF #0107MW6415SBG
in cover letter, to: Rainbow Staffing,
Attn: SBG, 200 Jericho Quadrangle,
Jericho, New York 11753 or
Email to: sglowatz@cablevision.com
(Inciude REF # in subject line of email).

Equal Opportunity Employer

Media Buyer/Planner

Award winning Montville New Jersey
agency seeks a Media Buyer/Planner
with at least 4 years experience to join
our media group. Candidate must
have experience buying and planning
for print, broadcast, and outdoor. Re-
qulres ability to aggressively negotiate
rates, juggle many tasks, and work
with a sense of urgency. Proficiency in
Excel and Word a must, experience
with Advantage and Telmar a plus.
Supervisory  experience  heipful.
Salary starts at $40K, commensurate
with experience.

Fax resumes to: Media Department
at 973-299-7937 or mail to: SSD&W,
Inc., Media Department, 350 Main
Road, Montville, NJ 07436

Account Supervisor

Full service advertising agency in
Westchester seeks account su-
pervisor with experience in pack-
aged goods to manage major
blue chip client. OTC experience
a plus. This exceptional opportunity
requires strong strategic, analytical
and interpersonal skills.
Must be a self-starter who can
lead a group of talented young
people. Computer literacy a must.
High visibility with potential
growth.

Fax resumes to (914) 478-6552

USE
ADWEEK MAGAZINES
TO GET NATIONAL
EXPOSURE

ACCT SUPERVISOR

Promotion Agency

Retained search firm seeks polished consumer
promotion pro for creatively driven client in
Northern NJ. Must have 5 -7 yrs agency exp,
w/strong packaged goods mkting. Knowledge of
promo planning/execution/strategy at retail leve!
essential. Competitive salary & benefits.

Email resume to Helene at:
hdevries@gpllc.com

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

[ e e ——————————————————

THE CONVENIENT CLASSIFIED CONTACT FORM

USE THIS HANDY COUPON TO FAX OR MAIL YOUR AD
EEK CLASSIFIED MANAGER: SARA WEISSMAN

MAIL TO : ADWEEK CLASSIFIED 7 TH FL.
BRANDWEEK

770 BROADWAY, NEW YORK, NY 10003
PHONE: 1(800) 7-ADWEEK  OR FAX (646) 654-5313

MEDI AWEEK REGION: East New England Southeast
Midwest Southwest West.  All
CATEGORY
PAYMENT
0 CHECK U MASTERCARD QVISA U AMER.EXP.
. . Signature
MORE: (SpeCIfy) Cardholder's Name :
*Not applicable to Advertising Services Categories Card # Expires _—

AD COPY (Attached additional sheet if needed)

NAME ADDRESS
PHONE FAX
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in Good Time

A year into their partnership, Essence has
finally begun fully integrating into Time Inc.

TIME INC.’S ACQUISITION IN NOVEMBER 2000 OF A 49 PERCENT STAKE IN ESSENCE
Communications, publisher of the 31-year-old black women’s monthly,
promised a wealth of new opportunities for both sides. Time Inc., which
in recent years has established a solid foothold in the Hispanic market

with People en Espaiiol, could finally crack the |

African American market. And Essence, which
had been limited as a single-title operation (the
company divested itself of Latina prior to the
joint venture), would enjoy an infusion of
Time Inc. finances and talent, and would reap
the benefits of its new partmer’s consumer-mar-
keting muscle and ad-sales savvy.

“We could not ever have done on our own
what Essence has done in 30 years of speaking
to the [African American]) community,” says
Ann Jackson, who serves as Time Inc.s liaison
with Essence Communications, in addition to
her duties as group president of Rea/ Simple
and the Parenting Group. “What we got was
the brand and the connection to the commu-
nity, and huge credibility.”

Yet it would take a full year before any real
synergies could be realized. Time Inc. was in
the midst of the AOL-Time Warner merger
and was simultaneously digesting the acquisi-
ton of Times Mirror Magazines, now Time4
Media. “A lot had been in motion,” says Essence
group publisher Michelle Eubanks, previously
Time Inc. vp of business development. “It
takes a long time to integrate services.”

Those services couldn’t come at a better
dme. Though Essence has remained the domi-
nant print voice for black women, there has
been limited promotion done to strengthen its
position against many competitors, including
Vanguarde Media’s Heart & Soul and Honey, as
well as Johnson Publishing’s Ebony and Fer.
“We haven'’t promoted the brand as much as
we could,” acknowledges Eubanks.

‘While Essence’s total paid circulation in last
year’s first half climbed 4.1 percent, to 1.05
million, newsstand sales dipped 7.3 percent,

according to the Audit Bureau of Circulations.
Ad pages fell 3 percent, to 1,127, last year. The
January ’02 issue’s ad pages plunged 33.7 per-
cent, to 38. (Other fashion/beauty books also
fell this month, including Condé Nast’s Vague,
down 43.8 percent, and Hearst Magazines’
Cosmopolitan, down 18.7 percent, reports the
Mediaweek Monitor.)

With the pieces now in place, there “is a
really rich menu” of enhancements that Time
Inc. can offer Essence, says Jackson. Kicking off
the partnership will be the first-quarter intro-
duction of a proprietary research study, with
Time Inc.s ad-research group consulting.
“There are a lot of unanswered questions mar-
keters still have about our audience,” says Eu-
banks. “Essence is the gateway to that audience.”

This spring, Essence will convert to Time
Inc’s fulfillment subscription service TCS
(Time Customer Service), which will open
doors into broad cross-marketing and direct-
mailing efforts. By second quarter, the maga-
zine will sign on with TDS (Time Distribution
Services), after its contract with Murdoch

Mediaweek Mag

BIWEEKLIES December 31, 2001

ISSUE CURRENT ISSUE DATE

DATE PAGES LAST YEAR
BUSINESS/ENTERTAINMENT
ESPN The Magazine 7-Jan 30.32 8-Jan
Forbese 7-dan 92.30 8-Jan
Fortune 7-Jan 51.41 8-Jan
National Review 28-Jan 20.75 22-Jan
Rolling Stone 17-Jan 34.39 18-Jan
CATEGORY TOTAL 229.17

|

|

|

azine Monitor

FORGET MR. RIGHT! CREATE YOUR OWN WEALTH §

In Essence: Weathers in the
February issue includes a
mix of male eye candy and
hard-hitting features.

Magazine Distribution runs out.

It’s the budding reladonship with Time Inc.
that in part has led Carat N.A. client Pfizer to
consider spending more in Essence this year. “I
like the fact that they are now part of Time
Inc,” says Robin Steinberg, Carat vp/print
director. “That gives them a leg up.” Once the
planning process is completed, Steinberg says
she hopes multiplatform Essence programs will
include the Web as well as television.

Essence’s business side is not the only area
getting a makeover. Last July, Diane Weathers,
a senior editor at Hearst’s Redbook, returned to
the monthly as editor in chief after a four-year
hiatus. Weathers succeeded Susan Taylor, who
became editorial director. In the January issue,
Weathers introduced a year-long series called
“The War on Girls,” which looks at the chal-
lenges of young black women..

The February edidon will feature what
Weathers describes as an ideal editorial mix.
While the cover teases “three hunky guys—
Tyrese, Boris and Shemar,” the issue also car-
ries a weighty profile of national security advis-
er Condoleezza Rice, written by Pulitzer
Prize-winning Isabel Wilkerson. “I am very
committed to the quality,” notes Weathers. “I
want this book to be a good read and really
serve the readers.” —Lise Granatstein

PAGES PERCENT Y10 Y10 PERCENT
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
329 -1.87% 30.32 3291 -1.87%
148.80 -37.97% 92.30 14880 -37.97%
125.50 -59.04% 5141 12550  -59.04%
17.75 16.91% 20.75 1775 16.91%
43.23 -20.45% 34.38 4323 -20.45%
368.19 -37.76% 229.17 368.19  -37.76%

e=Publisher’s estimates
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Cover Me
Smartiioney gets a redesign

aced with bearish newsstand sales in 2001,
SmartMoney recently tapped DJ Stout, a
partner at Pentagram Design and former
art director of Emmis Publishing’s Texas
Monthly, to overhaul its cover—the first such
makeover since Dow Jones & Co. and Hearst
Magazines launched the ttle 10 years ago.
The facelift, which kicked off in December,
includes a tighter lo-
go, a new serif type-
face and added em-
phasis on SM’s ties to
The Wall Street four-
nal. While the Janu-
ary cover touts a fa-

Investments
miliar “10 best stocks”

=00
package, the presenta-

E tion is less cluttered.
; Smart Money staf-
fers say the changes
came after Cathie
Black, Hearst Maga-
zines president, called the editors on the carpet.
SmartMoney had suffered for several months
with declining newsstand sales. Peter Finch,
SM editor in chief, acknowledged that meet-
ings did occur but that Black voiced only mild
concern. “Both Hearst and Dow Jones want to
see our numbers improve, and so do we,” Finch
says. “But we decided to make these changes on
our own.”

Like Time Inc.s Money and Kiplinger’s Per-
sonal Finance, which both declined by double-

Faltering newsstand
sales pushed SM
to revamp its cover.
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While many titles opted not to publish in the first week of 02, Time inc.’s Entertainment Weekly dove in
with a soft first issue, down 14.46 percent. EW publisher Dave Morris says he is bracing for the same slug-
gishness he found in the fourth quarter, with spending off among media companies, packaged foods and
domestic autos. But it’s not all doom and gloom: EW will break Burger King and Paxil in first quarter. —LL

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y10 Y10 PERCENT
PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR  CHANGE
NEWS/BUSINESS
BusinessWeek NO ISSUE 0.00 0.00 NA
The Economist NO ISSUE 0.00 0.00 NA.
NewsweekE NO ISSUE 0.00 0.00 NA.
The New Republic NO ISSUE 0.00 0.00. NA
TimeE NO ISSUE 0.00 0.00 NA
US News & World Report NO ISSUE 0.00 0.00 N.A.
The Weekly Standard 14-Jan 5.66 15-Jan 748 -24.33% 5.66 748 -2433%
Category Total 5.66 7.48 -24.33% 5.66 1.48 -24.33%
SPORTS/ENTERTAINMENT/LEISURE
AutoWeek 7-Jan 19.70 1-Jan 16.20 21.60% 19.70 16.20 21.60%
Entertainment Weekly 4-Jan 18.81 5-Jan 21.99 -14.46% 18.81 21.99  -14.46%
Golf Worid NO ISSUE 0.00 0.00 NA.
New York 7-Jan 53.70 1-Jan 59.50 -9.75% 53.70 59.50 9.75%
People NO ISSUE 0.00 0.00 NA.
The Sporting News 7-Jan 7.33 8-Jan 4.08 79.66% 7.33 4.08 79.66%
Sponts lllustrated 7-Jan 26.00 8-Jan 25.90 0.39% 26.00 25.30 0.39%
The New Yorker 7-Jan 15.62 8-Jan 21.00 -25.62% 15.62 21.00 25.62%
Time Out New York 2-Jan 42.88 3-Jan 49.56 -13.49% 42.88 4956 -13.48%
TV Guide §-Jan 28.81 6-Jan 55.18 -47.79% 28.81 55.18 47.79%
US WeekiyD 7-Jan 24.33 8-Jan 21.67 12.28% 2433 2167 12.28%
Category Total 237.18 275.08 -13.78% 237.18 275.08  -13.78%
SUNDAY MAGAZINES
Parade 6-Jan 10.53 7-Jan 1242 -15.22% 10.53 1242  -15.22%
USA Weekend 6-Jan 8.87 7-Jan 10.27 -13.63% 887 1027 -13.63%
Category Total 19.40 22.69 -14.50% 19.40 22.69 14.50%
TOTALS 262.24 305.25 -14.08% 262.24 30525 -14.09%

D=double issue; E=estimated page counts

digits on newsstands in the first half of last year,
the 809,240-circulation SM saw its newsstand
sales stumble 30.4 percent, according to the
Audit Bureau of Circulations. SznartMoney also
fared poorly on the stands in the second half of
the year, concedes Finch, who declined to pro-
vide sales estimates. “Part of the reason we're

looking at declines is that a lot of people who
were coming to the newsstand during the really
go-go bull market years were not core Szart-
Money readers,” explains Finch, who replaced
founding editor in chief Steve Swartz in Decem-
ber 2000, when Swartz was named executive vp

THE ONLY YOUNG-ADULT
SCIENCE, NATURE &
TECHNOLOGY PROGRAM
ON BROADCAST TELEVISION

y

Hosted by Joe Penny and Alexandra Cousteau
Seen every weekend in over 80% of the country.

TVI...

Produced by:

Liberty International
Entertainment Inc. & IDEA
Television

Ad Sales:
(212) 972-7070
www.tvimedia.tv
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All New First-Run Series

Teens (Vpth)
217
204
124

City Guys
Elimidate
Scope

Fifth Wheel 115
WW Police Videos 102
The Pet Shop 98
Chicken Soup/Soul 88
Secret Adv Jules Verne 78
Tracker 78
Rendez-View 72
Shipmates 65

Source: Nielsernt NSS pocketpiece ranked on Viewers
per thousand, Q-T-D through 11/25/01

of Hearst Newspapers. —Lori Lefevre u
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Weekly magazines struggled to the finish line of 2001—only twa titles barely sneaked into the plus column,
with gains of less than 1 percent. Newsweeklies and business books suffered the steepast declines, due
to the falloff in dot-com, travel, financial, automotive and tobacco spending. Even Pzimedia’s New York,
which was up for most of the year, lost its footing in the fourth quaster as fashion turaed south. —LL

ISSUE CURRENT ISSHE DATE
PAGES LAST YEAR

NEWS/BUSINESS
BusinessWeek 31-Dec 81.17 NO ISSUE
The Economist? 22-Dec 4233 23-Dec
NewsweekED 31-Dec 31.73 NO ISSUE
The New RepubficX/D 31-Dec 266  NOISSUE
Time&/4/0 31-Dec 4291 NOISSUE
US News & World Report®  31-Dec 20.41 NO ISSUE
The Weekly StandardD NO ISSUE
Category Total 0.2

SPORTS/ENTERTAINMENT/LEISURE

AutoWeek NO ISSUE
Entertainment Weekly NO ISSUE
Golf Warld NO ISSUE
New York NO ISSUE
People 31-Dec 57.79 N.A.
The Sporting News 31-Dec 9.70 1-Jan
Sports lllustrated NO ISSUE
The New Yorker! NO ISSUE
Time Out New York 26-Dec 54.13 27-Dec
TV GuideX 29-Dec 26.97 30-Dec
US Weeklyd NO ISSUE 3°-Dec
Category Total 148.59

SUNDAY MAGAZINES

Parade* 30-Dec 10.56 31-Dec
USA WeekendX 30-Dec 12.09 3" -Dec
Category Total 22.65

TOTALS 392.45

PAGES
LAST YEAR

63.25

NA
8.70

65.39
3883
16.33
129.25

10.28
7.80
18.08
210.58

PERCENT
'CHANGE

249.74%

NA
11.49%

-17.23%
-30.54%
-100.00%
14.96%

2.72%
55.00%
25.28%
86.36%

Y7
PAGES

3,785.55
2,571.83
1,839.50
465.46
2,384.31
1,377.65
467.50
12,891.80

1,407.85
1,835.20
1,123.48
2,765.20
3,613.37
642.88
2,405.54
2,107.84
3,488.97
2,765.27
97341
23,129.01

629.59
579.16
1,208.75
37,229.56

m
LAST YEAR

6,993.43
3,243.75
2,412.68
461.39
2,990.25
1,857.93
466.50
17,425.93

1,550.11
2,037.73
1,426.48
2,847.20
4,226.91
719.69
2,892.08
2,408.90
3,921.95
3,233.58
987.85
26,252.48

669.83
615.30
1,285.13
44,963.54

PERCENT
CHANGE

-36.84%
-20.71%
-23.76%

0.88%
-20.26%
-25.85%

0.21%
-26.02%

-9.18%
-9.94%
-21.24%
-2.88%
-14.52%
-10.67%
-16.82%
-12.50%
-11.04%
-14.48%
-1.46%
-11.90%

-6.01%
-5.87%
-5.94%
-17.20%

D=Double issue; E=estimated page counts; X=20C0 YTD included an out-of-cycle issug; 1=0n3 more issue in 2001; 6=sx more

Issues in 2001; @=one fewer Issue in 2001
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ISSUE CURRENT ISSYE DATE

DATE PAGES LAST YEAR
NEWS/BUSINESS
BusinessWeek 24-Dec 36.22 25-Dec
The Economist 15-Dec 30.00 16-Dec
NewsweekE/R 24-Dec 23.40 25-Dec
The New RepublicX 24-Dec 537 25-Dec
Time&/@/R 24-Dec 51.92 25-Dec
US News & Wortd Report 24-Dec 16.36 25-Dec
The Weekly StandardD 31-Dec 6.00 1-Jan
Category Total 169.27

SPORTS/ENTERTAINMENT/LEISURE

AutoWeek 24-Dec 20.93 25-Dec
Entertainment Weekly 21-Dec 53.02 22-Dec
Golf World NO ISSUE

New YorkD 24-Dec 104.80 N.A
People 24-Dec 47.13 25-Dec
The Sporting News 24-Dec 14.30 25-Dec
Sports lllustrated 24-Dec 54.55 24-Dec
The New Yorker!/0 24-Dec 45.50 25-Dec
Time Out New York NO ISSUE

TV GuideX 22-Dec 25.08 23-Dec
US WeekiydD 24-Dec 37.50 NA.
Category Total 402.81

SUNDAY MAGAZINES

ParadeX 23-Dec 9.75 24-Dec
USA WeekendX 23-Dec 8.11 24-Dec
Category Total 17.86

TOTALS 589.94

PAGES
LAST YEAR

86.69
45.00
33.75
6.30
88.64
36.54
5.00
301.92

19.76
56.61

N.A.
66.75
10.40
69.96
75.45

27.59
N.A.
326.52

6.67
8.82
15.49
643.93

PERCENT
‘CHANGE

-58.22%

N.A.
-29.39%
37.50%
-22.03%
39.70%

-9.10%
NA.
23.36%

46.18%
-8.05%
15.30%
-8.38%

7
PAGES

3,704.38
2,529.50
1,807.77
462.84
2,341.40
1,357.16
467.50
12,670.55

1,407.85
1,835.20
1,123.48
2,765.20
3,556.69
633.18
2,405.54
2,107.84
343484
2,738.30
973.41
22,981.53

619.03
567.07
1,186.10
36,838.18

m
LAST YEAR

5,993.43
3,180.50
2,412.68
461.39
2,990.25
1,857.93
466.50
~7,362.68

1,550.11
2,037.73
1,426.48
2.847.20
4,226.91
614.70
2,892.08
2,408.90
3,056.56
3,155.92
971.52
25,988.11

653.55
607.50
1,261.05
44,611.84

PERCENT
CHANGE

-38.19%
-20.47%
-25.07%

0.31%
-21.70%
-26.95%

021%
-21.02%

-9.18%
-9.94%
-21.24%
-2.88%
-15.86%
3.01%
-16.82%
-12.50%
-10.94%
-13.23%
0.19%
-11.57%

-5.28%
-6.66%
5.94%
-17.43%

D=Double issue; E=estimated page Gounts; R=revsion; X=2000 YTD included a1 au-of-cycle ssue; 1=one more issue ir 2001;

B=slx more issues in 2001; @=one fawer issue in 2001

Wallpaper* Group CEO
and Editorial Director

Q. What influence has your experience in
Afghanistan had on your shelter maga-
zine, ‘Wallpaper*'? A. There's no ques-
tion that what happened to me in
Afghanistan directly relates to what led
to Wallpaper*. In 1994, | was freelanc-
ing for British and German magazines in
Afghanistan and was in a U.N. vehicle
when we were ambushed. | was shot in
both arms. Wallpaper* [came out of] sit-
ting around [in a British hospital, recov-
ering] and distilling all these [trendy]
lifestyle magazines. But readers had
become more focused on their homes
and going on holiday. | wanted to do a
magazine that improved the way peopie
live. Q. Your company is owned by Time
Inc. but is based in London. Have you
been able to skirt the advertising down-
turn that is hurting U.S. magazines?

A. We've taken hits from the United
States [ad market]. From May ["01]
onwards we’ve been down about 30 per-
cent. But having a global-business mod-
el means you can lean more on the Ger-
man market, or on the Dutch, or on the
Danes. Particularly in the Nordic and
German markets, people tend not to
haggle you down off your rate card.

Q. Have there been any advantages to
being part of AOL Time Warner? A. There
has been such a desire to find synergy
all over the place, and that’s been forced
upon us as well. But you can only push
these things so far. We see Wallpaper*
as incredibly niche, and AOL as a vehicle
is not niche. | can't say anything big has
come up so far. A. You seem content
heading up a design publishing group. If
given the chance to cover the war in
Afghanistan, would you go? Q. | would
absolutely not go. It's frontierland. No
one there cares if you're a journalist.
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Journal Broadcast Turns On TV in idaho
The Journal Broadcast Group last week
completed the purchase of KIVI-TV, an
ABC aftiliate in Boise, Idaho. As part of the
deal with Sawtooth Communications Inc.,
Journal Broadcast will also buy KSAW), the
low-power ABC aftiliate serving Twin Falls,
Idaho. Terms were not disclosed. The buy is
the first T'V-station purchase in Idaho for
Milwaukee-based Journal, which owns six
radio stations in the state and another 30
across the country, as well as six TV stations.
Scott Eymer, formerly vp/general manager
of Banks Broadcasting—owned KNIN-TV,
Boise’s UPN affiliate, has signed on to run
both of Journal’s new acquisitions as KIVI’s
vp and general manager.

Orman Headed For Radio

Suze Orman, best-selling author of several
books on personal finance and personal
finance editor for CNBC, is getting a nation-
al radio show syndicated by Premiere Radio
Networks, the programming arm of Clear
Channel Communications. Launching today,
The Suze Orman Show will air daily from 4 to
6 p.m. ET, broadcast from Clear Channel
Talk outlet KFI-AM in Los Angeles.

New Dawn for Rock/Wrestling Radio Show
Pro wrestler Dawn Marie (Dawn Marie
Psaltis) is the new co-host of Pile Driver: Rock
& Wrestling Radio, the only radio show that
combines the worlds of pro-wrestling and
rock music. Syndicated by Premiere Radio
Networks, the two-hour weekly show fea-
tures interviews with pro wrestlers, a count-
down of the five best rock tunes of the week,
and features such as “The Body-Slam Song
of the Week.” Along with Dawn Marie, co-
hosts Razz, Freak and the Kodiak Bear will
introduce three new segments: Inside Dawn
Marie’s Head; love advice in Get It On With
Dawn Marie; and Beauty and the Beast, featur-
ing Dawn Marie debating wrestling topics
with the Kodiak Bear. On the air since late
1999, Pile Driver airs on more than 60 sta-
tons, including WMMR-FM in Phildelphia,
WAAF-FM in Boston, WRIF-FM in Detroit
and KILOL-FM in Houston.

Syndicated Adds &reenwave, Car Show
Boutique radio syndicator Syndicated
Solutions has acquired the syndication
rights to two weekly radio shows—
Greenwave Radio, a weekly program cover-
ing the environment and business hosted by

NEWS OF THE MARKET

Chandler Van Voorhis and Carey Crane,
and The Car Show With Tom Torbjornsen.
Greenwave Radio currently airs Saturdays
from [ to 3 p.m. on about 60 stations,
including Infinity Broadcasting’s WJFK-FM
in Washington, D.C. Originating from
Entercom Communications—owned
WBEN-AM in Buffalo, N.Y., The Car Show
will launch nationally on Jan. 26 from noon

to 2 p.m. ET.

Jones Syndicates Fabian's Financial Talk
Jones Radio Networks recently signed a deal
to syndicate Maverick Investing With Doug
Fabian, a weekly call-in talk show hosted by
Doug Fabian, a respected market analyst,
author and financial publisher. Broadcast
live, Maverick Investing airs Saturdays noon
to 3 p.m. ET on a small number of stations,
including KLSX-FM in Los Angeles and
WCKG-FM in Chicago.

Gourt TV, LHJ Team for Family Fare

In conjunction with ABC News, Court TV
and Ladies’ Home fournal are producing a
two-part series on family that will include
TV specials, companion feature articles and
an interactive quiz. Spurred by issues raised
by LH7 readers surrounding the Sept. 11
attacks, part one of “The Court TV/Ladies’
Home Journal Safety Challenge 2002 will
explore travel safety and protecting the
home. The print portion will appear in the
May issue of LH7, to hit stands April 9, and
Court TV will air an hour prime-time spe-
cial on April 3. The second installment will
appear in August, focusing on school safety
and spotting the signs of troubled or
depressed children. A joint selling effort by
the three media organizations involved is in
place to sell the print and television advertis-
ing, with salespeaple pushing multmedia
sponsorship packages.

Field & Stream to Show its Colors

Field & Stveam plans to publish a special
patriotic-themed July issue with the entire
feature well devoted to America. It will
include reflections from veterans ahout
returning home from war, a photo essay
centered around the lyrics of Awmerica the
Beautiful, and a section on the best areas in
the country for outdoor enthusiasts to visit.
The Time4 Media monthly will also feature
the American flag on its cover, similar to
what it did in 1942 as part of a stateside
World War II magazine-industry effort.
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Calendar

Newspaper Association of America will
hold the NAA Operations SuperConfer-
ence Jan. 13-18 at the Hyatt Regency

Phoenix at Civic Plaza in Phoenix. Con-
tact: 703-902-1793.

The Radio and Television Research Coun-
cil will present a panel discussion,
“Anatomy of Cross-Platform Deals: A
Euphemism for Cheap CPMs?” Jan. 14
at the Yale Club in New York. Contact:
Rosemarie Sharpe, 212-481-3038.

International Sport Summit will be held
Jan. 16-18 at the Marriott Marquis in New
York. Topics to be covered include the
upcoming Winter Olympics, the growth of
women's sports, and sports-venue spon-
sorships. Speakers will include Ted Leon-
sis, owner of the Washington Capitals
and vice chairman of America Online.
Contact; 301-493-5500.

The National Association of Television
Programming Executives will present
its annual conference and exhibition
Jan. 21-24 at the Las Vegas Convention
Center. Contact: 310-453-4440.

Magazine Publishers of America will pres-
ent the Henry Johnson Fisher Awards
Jan. 30 at the Waldorf-Astoria in New
York. This year's honorees for lifetime
achievement in the magazine business
are Playboy founder and editor in chief
Hugh Hefner and Rick Smith, chairman
and editor in chief of Newsweek. Contact:
212-872-3755.

The RAB2002 Radio Sales, Management
& Leadership Conference, presented by
the Radio Advertising Bureau, will be held
Feb. 7-10 at Disney's Coronado Springs
Resort at Wait Disney World in Orlando,
Fla. Contact: 800-917-4269.

The American Association of Advertis-
ing Agencies will present the AAAA
Media Conference and Trade Show, this
year themed “Media: Going Forward,” Feb.
13-15 at Disney’s Contemporary Resort in
Orlando, Fla. The event includes discus-
sion groups with media directors form 4A's
agencies; general session with journalists
from ABC News; breakout sessions on
account planning, out-of-home and inter-
active media. Contact: 212-850-0850.



EDITED BY ANNE TORPEY-KEMPH

Quicktakes

IT MIGHT NOT BE THE CRITICS’ favorite fla-
vor, but Vanilla Sky deserves points for
authenticity. When publishing-empire heir
David Aames (Tom
Cruise) throws himself
a glitzy birthday bash,
some real-life publish-
Ing execs are in atten-
dance, namely
Fairchild’s own epony-
mous JANE (PRATT)
and STEVE COLVIN,
president of Dennis
Publishing USA. Sky
director Cameron
Crowe had invited

Pratt to appear in his é 15 nanoseconds of fame: Pratt partied in Sky.

1999 hit Afmost
Famous, but she declined. This time Jane
obliged her friend, for what ended up, post-
editing, as a don’t-blink-or-you’ll-miss-it
cameo. For his part, Colvin had provided
Crowe’s people with technical assistance in
the form of publishing-world insights, and
the director returned the favor by inviting
Colvin to join the party...HISPANIC RADIO
PERSONALITY DR. ISABEL, known to listen-
ers as “la Doctora Isabel, el angel de la radio”
(the angel of the airwaves), made her acting
debut Jan. 4 on CBS’ popular daytime soap
The Bold and the Beautifid. Dr. Isabel (Gomez-
Bassols) will guest-star on a number of
episodes, playing a psychologist who arrives
in Los Angeles on
vacation and meets
Brooke Logan
Forrester (Katherine
Kelly Lang), one of
the show’s main
characters. Dr.
Isabel’s national,
live, call-in talk
show has been air-
ing daily on Radio
Unica 1 to 4 p.m.
ET since 1998. The
Cuban-born radio
host doles out advice on issues such as par-
enting, marital relations, sexuality, teen rebel-
liousness, addictions and violence...
Conservative gadfly RUSH LIMBAUGH
returned to the airwaves last week after suc-
cessfully undergoing outpatient surgery on

Bold move: Dr. Isabel

Dec. 20 for a cochlear implant to restore his
hearing. Syndicated daily noon to 3 p.m. ET
by Premiere Radio Networks on about 600
radio stations,
Limbaugh stunned
his 20 million listen-
ers with the news of
his hearing loss last
October. Since then,
doctors at the House
Ear Clinic and
Institute in Los
Angeles had tried
treating Limbaugh’s
hearing loss with
medication... Veteran
RESEARCH GURU
HAROLD SIMPSON
has announced plans to retire from the
Television Bureau of Advertising next month
after 41 years with the trade organization.
Simpson, who has served as vp of research
and development for the TVB since 1990,
joined the organization in 1960 as a research
analyst. He was promoted to manager of
information services in 1967 and went on to
become research direc-
tor in 1973. In his cur-
rent role, Simpson has
overseen all research
and promotional activ-
ity designed to support
TVB sales efforts and
s efforts that promote

2 local and national

% spot-TV buying to

£ advertisers and agen-
£ cies...In a recent press
% conference, SEN.
JOHN MCCAIN (R-Ariz.), a frequent guest on
ESPN Radio, commented: “I get more mail
from my appearances on ESPN than I do
from [NBC’s| Meet the Press.”...A recent
HELP WANTED AD for a promotion coordi-
nator at Boston’s WMJX-FM Contemporary
Hit Radio station “Magic 106.7” noted some
key job requirements, including strong orga-
nizational skills, ability to think on your feet,
composure under deadline pressures and
“ability to back a van out of the garage with-
out hitting a pole.” Guess the last person to
hold the position at the Greater Media sta-
tion had some bad drive-time ratings. ]

-t

Radio beats TV in
McCain mail poll.

Movers

TV STATIONS

Fox’s owned-and-operated WJBK in Detroit
has named Dana McDaniel news director.
She has served as assistant news direc-
tor at the Motor City O&O for four years.
Previously, she managed news operations
for ChicagolLand Television News. Mc-
Daniel will oversee all news operations for
WIBK under the station's new vp/general
manager, Jeff Murri, who was recently pro-
moted from vp/general sales manager.
McDaniel replaces Neil Goldstein, who left
WJBK a few months ago to head news
operations for News Corp.'s New York
duopoly, WNYW and WWOR.

CABLE TV

Fox Cable Networks Group has named
Bill Lyons vp of affiliate sales and mar-
keting for the Northeast region and
Nicole Mussenden director of the same
department. Previously Lyons was vp,
eastern region for Speedvision and
Outdoor Life Network, which were former-
ly owned by the same company until Fox
bought Speedvision last summer. Mus-
senden had been director of affiliate
sales at ESPN...Laura Masse was named
senior vp of marketing for Crown Media
United States, which operates the
Hallmark Channel domestically. Masse
was previously vp of marketing for
American Movie Classics.

RADIO

Abbe Marshall has been named director
of sales for Hispanic Broadcasting Co.'s
five radio stations in San Antonio. She
comes to HBC from Breakthrough
Marketing, where she was executive
vp...Paul Talbot has joined Infinity
Broadcasting as director of sales for the
company's three-station cluster in
Phoenix. He was most recently director of
national sales for America Online...
Hispanic Broadcasting announced two
management appointments. Klpple Ro-
mero has joined as director of sales for
the company’s radio stations in Dallas.
She formerly served as vp of educational
services and director of the training
academy for the Radio Advertising
Bureau. And Dave Burdette has joined
HBC as general sales manager of KLTN-
FM and KPTY-FM in Houston, He was
most recently with Clear Channel as
director of group sales.
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BY LEWIS GROSSBERGER

.

been shattered; so far, 2002 is too damn cold, betraying a frightening
willfulness and irresponsibility. What does the rest of this belligerent
year hold in store? Media Person couldn’t afford to wait around and be

surprised, so he consulted all the most sentient
secrs, sages, soothsayers and seamstresses, as
well as the most perceptive prophets, pundits,
psvchotics, psychics and their sidekicks. What
he learned was rather sickening, but what the
hell, it’s too late to turn back now...

January: The gossip community is trauma-
tized after researchers find that canoodling
causes cancer in mice... The terms “hotties,”
“hunks” and “habes” are all declared obsolete
and banned by Media Person. Attractive per-
sons are henceforth called “droolies.”

February: Security personnel become sus-
picious about one of the runners carrying the
Olympic torch on its journey to Utah when
they notice he bears a distinct resemblance to
Osama bin Laden, but the tall, bearded man in
a turban outruns them. Authorities cancel the
Olympics just to be on the safe side. ..Elizabeth
Taylor and Michael Jackson marry, saying they
want lots of children.

March: Britmey Spears enters a convent,
renounces sex and says she wants her virginity
back. Blamed for the loss of America’s No. |
sex symbol, ex-boyfriend Justin Timberlake
holds a press conference and proclaims: “Don’t
blame me, I did it real good.”...Elizabeth Tay-
lor and Michael Jackson divorce, citing “in-
compatible pathologies.”

April: Millions of pilgrims flock to Bulgar-
ia after goat herder Sergei Plotzkudnik says he
saw the World Trade Center appear in his pas-
ture... The euro is so successful, 12 South
American countries combine currencies, creat-
ing the southamero. It is devalued the next day,
and all 12 governments collapse... The hottest
video game is Secure Location, in which play-
ers must find Dick Cheney and give him new
batteries betore his pacemaker runs down.

May: Terrorists blow up the Disney store.

In response, The New York Times revives its “A
Nation Challenged” section. Media critics
debate whether the Portraits of Grief should
stop with Gooty or go on to include Pluto...
Liz Smith becomes the 10,000th columnist to
point out that 2002 is a palindrome, winning
an Otto award from the Madam I'm Adam
Society, presented by Monica Seles.

June: Interviewed by Barbara Walters,
Rush Limbaugh confesses that his deafness
hasn’t bothered him one bit since he never lis-
tened to anyone anyway...American Taliban
fighter John Walker is tried before a secret
military tribunal, given a secret sentence and
incarcerated in an invisible prison in a country
no one has ever heard of...Mike Tyson goes
berserk in a Philadelphia restaurant and beats
himself to a pulp...Madonna’s new mustache
Starts a craze among teenage girls.

Year It Gomes Again

MEDIA PERSON’S HOPES FOR A BETTER YEAR HAVE ALREADY

rageously silly. He says he’s been thinking of
changing it to Quackenbush...President Bush
says the search for bin Laden has been nar-
rowed down to the eastern hemisphere.. Joey
Ramone announces he is coming back to life.

September: Nothing happens in Septem-
ber. Everyone is greatly relieved.

October: P. Diddy, formerly Puff Daddy,
changes his name to H. Doody.. J.K. Rowl-
ing’s latest bestseller, Harry Potter and the Chic
Satin Dress With Tasteful Gold Accessories, raises
troubling questions among some parents con-
cerning the nature of the young hero's emerg-
ing sexuality...Bill Clinton is hired as a com-
mentator by Fox and immediately gets into a
fistfight with Bill O’Reilly in the men’s
room...Rudy Giuliani becomes a recurring
character on Ally McBeal.

November: Bill Gates breaks Michael
Bloomberg’s record when he spends $16 bil-
lion to win a seat on Seattle’s City Council...
CNN’s star janitor Norman Benzell is lured
away by Fox for an astounding $47,000 a year.
Insiders reveal Benzell was discontent because
CNN wouldn’t give him a new Dustbuster...

July: Taken prisoner while interviewing the | America Online admits an embarrassing glitch

THE HOTTEST VIDEO GAME IS SECURE LOCATION. ..PLAYERS MUST FIND DICK
CHENEY AND GIVE HIM NEW BATTERIES BEFORE HIS PACEMAKER RUNS DOWN,

last al Qaeda member left in Afghanistan, Ger-
aldo Rivera breaks under torture and spills the
secret techniques used by anchors to make it
appear as though they understand what they’re
reading. Fear ripples through the anchor com-
munity as the realization begins to sink in that
if the terrorists reveal the classified data, almost
anyone can be an anchorperson...Ringo Starr
and Paul McCartmey argue over who dies next.

August: While entertaining U.S. troops in
Iraq, Tom Cruise and Penelope Cruz are acci-
dentally wiped out by a Cruise missile...Rear
Admiral Stuttlebeem admits under fierce ques-
tioning on Meet the Press that his name is out-
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is allowing hackers to enter the refrigerators of
AOL members and eat their food.
December: A TV weatherman in Cleve-
land is fired after he does an entire news seg-
ment on a big snowstorm without once using
the phrase “white stuff.”...Katie Couric causes
a sensation when she leaves NBC for CNN
because “I just like seeing my name in the
paper.”...India puts the Taj Mahal in storage
in Switzerland after Pakistani terrorists threat-
en to blow it up...Aaron Brown announces he
is not moving to another network because no
one made him an ofter...T7me names Media
Person “Person of the Year.” |



Job

Don't pound —
the pavement.
Pound
mediaweek.com. (

Introducing The Mediaweek Career Network
Online, the place to find the best advertising,
marketing and media jobs. Forget informa-
tion overload from general employment sites.
Search our industry-specific listings. We have
four times as many Help Wanted ads as our

nearest competitor.

Online Joh Search Package
— just $39.95 for 3 months

You get:

0 Early bird access to all our Help Wanted ads.
(J New ads every day.

U Industry specific ads only — advertising, marketing
and media.
Q Free downloads from

Adweek/Brandweek/Mediaweek current issues and
Archives for objective information about prospective

companies.
O Free posting of your resume in our Resume Bank.
Go to: i O Resume workshop.
medlaweek.ﬂlm U Job search tips.
Click on:

“Career Network"



What do Barry Diller, Cokie Roberts,
and Bob Pittman all have in common?

They'lL all be speaking at the

2002 ARAA Media Conference & Trade Show
on Flehruary 3-15 at Disney’s Contemporary Resort in Orlando

Join them and more than 60 other
media industry leaders who are sched-
uled to speak this year at the annual
event that has been described in the
trade press as “a working conference”
with a “substantive agenda that touches

real issues and challenges.”

Attendees can also visit the popular
trade show, where more than 70
exhibitors will showcase the latest
products and services designed to meet
the special information and media man-

agement needs of advertising agencies.

e o Asni ok Fbr complete program and registration
of ADVERTISING AGENCIES L : L
www.aaaa.org information, please visit www.aaaa.org

_ (i or call Michelle James at the AAAA at
e 212-850-0733.




