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Viacom, AOL Fight
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NATIONAL TV: FULL
With second quarter just
about sold out, and can-
cellation options run-
ning lower than last
year, network execs are
predicting mid-single-
digit upfront CPM hikes
for next season. Buyers
see flat rates at best.

INET CABLE: MOVING
The squeeze on broad-
cast inventory is trick-
ling into cable. March
is tightening up, and
second quarter is more
active than expected.
Pharmaceuticals are
spending freely.

SPOT TV: FLAT
Inventory is wide open
and negotiable, even in
top-10 markets. Auto-
motive continues to
keep stations afloat,
and political dollars are
starting to flow in.

RADIO: BUILDING
March is starting to fill
up, with automotive,
telecommunications,
movies and beer
advertisers ramping
up. According to the
Radio Advertising
Bureau, January was
barely up 1 percent,
led by national, which
rose 2 percent.

MAGAZINES: STRONG
Publishers are benefit-
ting from apparel and
accessories advertis-
ing, following the suc-
cess of Milan’s fashion
week and solid
demand for designers’
spring apparel.
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On April 9, you'll discover a Wall Street Journal that bears
absolutely no resemblance to the exhibit at left. Our idea was simpler.
We're pleased to introduce an expanded and enhanced Journal,
covering not only business but the business of life. We're publishing a new section
three days a week, Personal Journal, featuring articles on personal
finance, health and family, travel, cars and gadgets.
We've also tweaked the layout for easier navigation and readability.
And, oh yes, we've added just the most judicious hint of color.

Otherwise, it’s the same old brilliant rigorous shrewd witty authoritative Journal.

Coming April 9.

~|
Please visit the newly designed @



| ifetime
Takes the Gold
N February!

- #1 basic cable network in primetime during the
Winter Olympics.’

* #1 in primetime for the month of February.’

- February marked the 31st consecutive month of
total day ratings growth!®

Lifetime
Tedevision é«n Wowein

www.lifetimetv.com 1) Nielsen Media Research, 2/8/02-2/24/02. Coverage area HH rating among all basic cable networks. Primetime = M-S, 8-11 pm. 2) Nielsen Media Research, 1/28/02-2/24/02. Coverage area
©2002 LIFETIME ENTERTAINMENT SERVICES HH rating among all basic cable networks. Primetime = M-Su, 8-11pm. 3) Nielsen Media Research, 8/99-2/02. HH coverage area rating, monthly growth versus comparable weeks in prior year,
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Sykes Shifted t% ?nfinity; McGrath Adds VH1

In a major shakeup at Viacom late Friday, Judy McGrath,
chairman of MTV: Music Television (which includes MTV, MTV2
and several digital networks), was named president of MTV
Networks Music Group. McGrath adds VH1, CMT and their
digital properties to her responsibilities. John Sykes, who had
overseen VH1 and CMT, was named chairman/CEOQ of sibling
Viacom unit Infinity Radio. Reporting directly to Viacom
president/COO Mel Karmazin, Sykes replaces Farid Suleman,
who resigned in late February to become CEO of Citadel
Communications. Infinity Radio owns 183 stations and
generated $2 billion in revenue in 2001. VH1's household
ratings have been slipping since late last year and dropped 25
percent during prime time in February.

Time Inc. Buys Talk List for Time
Time Inc. executives were busy last week
negotiating the acquisition of subscription files for
two defunct magazines. The publisher bought the
600,000-name subscription file of Talk magazine,
jointly published until January by Hearst Mag-
azines and Miramax Films. Time Inc. insiders say
Time will be the beneficiary of the Talk sub file.
Last year, Time acquired the George subscription
list from Hachette Filipacchi Media. Meanwhile,
another deal in the works, expected to close
soon, is the sale of 227,000 names from the
defunct Working Woman. In September, WW
publisher McDonald Communications filed for
bankruptcy; its creditors are reportedly ready to
sell the list to Time Inc.

Shield Ratings Set Cable Record

The Shield, FX's drama series about the shadier
side of Los Angeles law enforcement, drew
record ratings for its March 12 premiere
episode. The series generated a 4.1 household
rating (4.8 million viewers) in its universe, the
highest rating ever for an originally scripted
series on cable. The Shield also drew a 3.8
among men 18-49 and a 4.1 among men 25-
54. It also delivered a 2.8 rating among women
18-49 and a 3.1 in women 25-54. Due to the
show’s violence and sexual content, three adver-
tisers pulled out of the series after the premiere episode. An
FX source said the network pulled in an additional $650,000
in advertising last week.

Bravo Adds and Keeps Original Series
In its upfront presentation last week, Bravo said it will produce
five new original series for next season and will continue to air

Fox News’ 0’Reilly factors
syndicated radio into his
“no spin” zone Page 10

Local Media 12
Market Profile 14
Washington 13
Media Person 3o

the It Factor, Musicians and Inside the Actor’s Studio. Among the
new shows that will launch between third quarter and next year
are Second City Presents, which will interview comedians in the
style of Actor’s Studio; the reality series Gay Weddings, and
Based on the Book, which examines how novels are adapted to
film. The miniseries Crime and Punishment will premiere in first
quarter '03, followed by Thursday the 12th in the second quar-
ter. Specials, including The Miles Davis Story and Dancing to
New Orleans, will also bow next year.

Hallmark, VH1 Get Into the Movie Game

Both Hallmark Channel U.S. and VH1 last week announced
plans to produce original movies. VH1 struck a deal with MGM
to coproduce five films over the next three years. The first title
will take a satirical look at the beach-blanket
films of the 1960s. Hallmark said in January that
it will begin rolling out 24 original films, with one
movie per month, for two years.

Addenda: citadel Communications chairman
Larry Wilson, who relinquished his CEO title to
Farid Suleman (see first item), is leaving the com-
pany...Maytag put its $30 million media
account, currently handled by Starcom, up for
review a week after Publicis announced plans to
acquire Starcom parent Bcom3. Publicis buying
unit Optimedia handles Maytag competitor Whirl-
pool...EchoStar Communications and the Walt
Disney Co. rescheduled their court hearing over a
fair carriage deal for ABC Family to March 18th...
Reader’s Digest Association is expected to
close an estimated $800 million deal to acquire
Reiman Publications, publisher of Taste of Home
and Country Woman, early this week...Spin’s Sia
Michel, most recently executive editor, has been
promoted to editor in chief of the music month-
ly...Janice Min, a former editor at in Style, joined
Us Weekly as executive editor, replacing editor
Charlie Leerhsen...Primedia named Ellen
Abramowitz, most recently publisher of the
defunct Teen, as publisher of Seventeen...
Actress-turned-CNN Headline News anchor An-
drea Thompson resigned last week after seven
months. She will be replaced by Sophia Choi.

Correction: Last week's cover story on TV development
incorrectly implied that Susanne Daniels runs TNT's TV produc-
tion division. Daniels is an independent producer whose pro-
jects are funded by TNT parent Turner Broadcasting System.
The cable network’s production division is run by Garth Ancier,
executive vp of Turner Broadcasting.
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FCC: Cable Operators Don’t
Have to Share Broadhand

The Federal Communications Com-
mission last Thursday voted 3-1 to
classify cable modem service, an
important second stream of revenue
for cable operators, as an “informa-
tion” service that does not fit stand-
ing regulatory niches. The declaratory
ruling would relieve cable operators
from having to pay local franchise
fees on their modem income and
from having to allow competitive
internet service providers access to
their broadband pipes.

Commissioner Michael Copps, the
FCC's lone Democrat, objected strong-
ly to the ruling and made it ciear that
he will oppose making it a binding reg-
ulation. Independent ISPs such as
EarthLink blasted the FCC’s move,
saying the rule would make it harder
for them to compete with cable and
telephone companies’ high-speed
Internet services. Advocacy groups,
including the Center for Digital
Democracy, said the ruling would fur-
ther establish local cable franchises
as monopolies. —Alicia Mundy

Court TV and LHJ Pick Up
New Sponsors for Safety

Due in part to heightened security con-
cerns among consumers post-Sept.
11, Court TV and publishing partner
Ladies’ Home Journal have attracted
several new sponsors for their second
Safety Challenge series. New advertis-
ers include the sleep-aid Ambien,
Clorox, Cooper Tires, Hyundai and
Johnson & Johnson. Last year, Safety
Challenge had only one sponsor,
Famers Insurance.

“There is probably increased
advertiser interest in this type of pro-
gramming because of the post-9/11
mindset,” said Kris Magel, manager
of national broadcast for Optimedia
International USA, which buys time
for Ambien.

Targeting families, Safety Challenge
is made up of two one-hour specials on
Court TV and special reports in corre-
sponding monthly (continued on page 8)

Viacom, AOL Set for

Two media giants are realigning their kids programming assets ¢

KIDS TV By John Consoli

attle of the Titans is not a new
cartoon show, but the ttle
can aptly be used to describe
the heated competition shaping
up for this fall between media giants
Viacom and AOL Time Warner in
the newly altered kids TV market. With
the Fox network exiting the weekday-
afternoon kids field, there will be
fewer kids rating points available
in broadcast TV, making Satur-
day morning an even more vita
playground for advertisers trying to
reach the 20 percent of the country’s
homes not wired for cable. Both Via-
com and AOL Time Warner are
redeploying their kids programming
assets to pump up their Saturday—
morning broadcast schedules.

For the first time, AOL Time
Warner units Kids’ WB! (broad-
cast) and Cartoon Network (cable)
last week held a joint introduction
of their new kids programming for
media buyers, touting the theme
“The Power of Two.” Sales executives
from the WB and Cartoon talked about
packaging ad sales for both networks and
also revealed plans to share kids pro-

gramming on a limited basis.

A day earlier, Viacom’s Nick-
elodeon rolled out its new kids
programming, both for the
cable network and for the

Saturday-morning block

the net programs for

sibling CBS. As a tacit
reminder to the audience
of buyers that Nick and CBS
are working closely together
in the kids market, Viacom

president/COO Mel Kar-
mazin was introduced prior
to the start of the presenta-
tion and sat at a front table
throughout the session.

While Walt Disney Co. con-
tinues to be a major player in kids TV
through its Disney Channel and ABC
Family network, Viacom and AOLs

recent moves have positioned those

two companies as the kings of kids
this fall, most buyers say.

AOL's Kids® WB! Back in Decemb'er, Ym—
this summer will €om ratcheted up its kids
air four episodes  Synergy by having CBS air

of Cartoon’s the broadcast premiere in

Powerpuff Girls. prime time of Rugrats, the

Dinos, GCrocs to Roam NBC

New Saturday a.m. block from Biscovery to feature spinoffs from cable nets

KIDS TV By Eric Schmuckler

iscovery Networks is putting the finish-

ing touches on the three-hour Saturday-

morning block it will air on NBC begin-

ning this fall. Buyers report they have

seen a live-action schedule that ranges from

dinosaur and crocodile shows to reality contests

to Suved By the Bell-type tween shows with a

nature/science spin. Discovery is not expected
to announce its plans for a week or two.

Among the shows said to be slated for the

INBC block is Walking With Dinosaurs, a follow- I

up to the popular British miniseries that Dis-
covery aired two vears ago. Crocodile Files will

6 MEDIAWEEK March 18, 2002 www.mediaweek.com

spin off the popular Animal Planet series Croc-
odile Hunter, presumably with that show’s star,
Steve Irwin; Hunter includes some animated
clements and could someday become an ani-
mated series on the NBC block. Funkyard Kids
will follow the format of the popular Fimkyard
Wars on Discovery’s TLC, with kids using their
ingenuity to build contraptions. Endurance is
described as a kids version of Surviver. Round-
ing out the schedule are two scripted ensemble
shows: Kendall’s Safari portrays a kid relocated
to South Africa, while Bluck Hole High is said to
be about youngsters on another planet. There’s



Saturday Clash

ttract more broadcast viewers in the key 6-11 demo

Nickelodeon/Paramount Pictures theatrical-
based movie on the Nick cartoon series. Also in
December, the sales staffs of Nick and CBS
teamed up to sell commercial time on the CBS
prime-time special Frosty the Snowman.

Next up, the popular Nick series Hey
Arnold! and The Wild Thornberrys will move
ta CBS on Saturday mornings this fall as part
of Nickelodeon’s new strategy to primarily
target kids 6-11 (instead of 2-5) on the CBS
block. Movies based on both those shows,
coproduced by Nick and Paramount, are
scheduled to hit theaters later this year.

Not to be outdone, AOL Time Warner’s
Kids’ WB! will air four original episodes of
Cartoon Network’s hit Powerpuff Girls this
summer as part of a promotional effort behind
the release of the Warner Bros./Cartoon—pro-
duced Powerpuff movie, due in July.

Including their combined cable and broad-
cast audiences, Viacom currently is the top dog
among kids 6-11, although the AOL combina-
don of Kids’ WB! and Cartoon is gaining. Yet
on the broadcast side, where the big battle will
take place this fall, Kids’ WB! is the clear
leader in the 6-11 demo, having topped the ra-
dngs the past three seasons.

Taking aim at Kids WB’ strength, Nick-
elodeon last week announced a revamped Sat-
urday—morning schedule on CBS for this fall,

also talk of a shark program. Discovery is con-
tnuing development talks with producers such
as Tommy Lynch (Nick’s The Secret World of
Alex Mack) and veteran animator Phil Roman
(The Simpsons). On NBC, Discovery may open
the season with some repurposed, reshaped
programs from its cable networks and add in
more originals at midseason.

Marjorie Kaplan, senior vp of Discovery
Kids, would not discuss her lineup but de-
scribed some of the thinking behind it: “What
do we have that’s already working with kids
without our even trying, and what else are kids
watching that we can stretch our brand to
meet? The real world is a playground Discov-
ery Kids can own.”

One top kids buyer noted: “This is more
aimed at 6-to-11 [year-olds] than what NBC
had, which is what the marketplace wants. Now
we’ll see how strong the Discovery brand is.” Bl

with more programming targeting kids 6-11.
Gone are the younger—skewing Bob the Builder,
Little Bill, Oswald and Franklin. In their place
will be Hey Arnold!, Thornbervys, As Told to Gin-
ger and Pelswick. On its three-hour CBS block,
Nick will retain only one hour from the cur-
rent season, which targets kids 2-5. Those two
shows, Blue’s Clues and Dora the Explover, will
air from 7 to 8 a.m. on Saturdays.

The head-to-head compettion for viewers
6-11 will begin at 8 a.m., when Hey Arnold! will
go up against the Kids’ WB's Cubix, followed
by Thornberrys against Scooby-Doo at 8:30 a.m.
At 11 a.m., Ginger will face off against X Men:
Evolution, while at 11:30 a.m., Pelswig will
oppose Kids WB's The Mumumy: Secrets of the

| Medjai. X Men, with an average 4.4 rating

among kids 6-11 this season, and The Mummy,

with a 3.7, are Nos. 2 and 4 respectively among

broadcast shows in that demo on Saturdays.
The WB will air two new kids shows,

| Mucha Lucha! and Ozzy & Drix, at 9:30 a.m.

and 10:30 a.m., opposite CBS’ The Early Show.

WB executives are saying that Nickelodeon,
by moving some of its 6-11-targeted program-
ming to CBS, will cannibalize ratings for shows
that go after the same demo on the Nick cable
network on Saturday mornings.

Sue Danaher, executive vp of ad sales for
Nickelodeon, disputed that scenario, saying
that the programming Nick will air opposite its
CBS shows this fall will skew to a different
audience. “Our testing and focus groups show
that the [broadcast and cable programs] appeal
to different types of kids within the 6-11
demo,” Danaher said. For example, As Told by
Ginger is expected to skew toward the 6-9 audi-
ence, while Rocket Power, which will air at the
same tme on Nick, will appeal more to viewers
ages 9 to 11. |

They Know What Boys Like

Nick, ABC Family may lure more ad doliars by serving up new action blocks

KIDS TV By Megan Larson

ids programming on cable is going to the
boys. The trend became all too clear last
week when Nickelodean, which has al-
ways strived to stay gender-balanced,
announced it is creating “Nickelodeon Slam,” a
high-acdon Sunday-afternoon block targeting
boys starting in fourth quartes. The move fol-
lows Disney—owned ABC Family’s quiet launch
on March 2 of a turbo-charged, 7-9 a.m. daily
boy’s block using Japanese animé and Marvel
Comic cartoons from Saban Entertainment.

For Nick, the decision to create “Slam,”
which includes original toons Invader Zjm,
Butt Ugly Martians and a kid-friendly Robot
Wars, is an effort to super-serve an audience
segment left bored by Rugrats. “We realize
boys have specific tastes, so we figured we
could build on their Nick lovalty but satisfy
their appettes for acdon,” said Cyma Zargha-
mi, executive vp/general manager of Nickel-
odeon. ABC Family’s move is part of a larger
strategy to diversify Disney’s kids offerings,
which include Disney Channel, Toon Disney
and Zoog Disney.

Ad sales, however, play a role in both net-
works’ moves. Rich Ross, president, entertain-
ment, Disney Channel, acknowledged there are
“clear adverdsing partners that target boys.”

Ei
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“It would be a stretch to say buyers were
asking for more boy-skewing programs, but the
fact is that dollars for girls are not there,” said
one media buyer. Competitive Media Report-
ing breaks down 2001 toy spending as: $365
million on electronics/video games, $49 million
on action figures, $45 million on toy vehicles
and $69 million on dolls.

Encouraged by ratings for its action block,
ABC Family will expand its weekend block to
noon. The block averaged a 0.8 rating among
boys 2-11 and a 1.0 rating among boys 6-11
during its first five weekdays, more than dou-
bling February’s ratings. [ ]

www.mediaweek.com March 18, 2002 MEDIAWEEK 7
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issues of Meredith Corp.’s LHJ. The
first show, premiering on April 3,
addresses women’s safety issues. The
second, to air in early fall, will focus on
child safety in school. LHJ will feature
the first of its safety articles in the
May issue, due on newsstands April 9.

The muitiplatform advertising ele-
ments include on-air placement during
the Court program, ad pages in LHJ
and various Web components for the
cable network and the women’'s ser-
vice publisher. —Megan Larson

Drexler to Join Optimedia
As CEO on April 1

Mike Drexler last week was named to
succeed Gene DeWitt as CEO of Opti-
media USA, which has some $2.1 bil-
lion in U.S. billings. Drexler will join
Optimedia on April 1. DeWitt recently
was named chairman/CEO of the Syndi-
cated Network Television Association.

Drexler, 64, was most recently exec-
utive vp of the New York office of inter-
active agency Mediasmith inc. He has
more than 40 years of agency experi-
ence, including top posts at Doyle
Dane Bernbach, Ogilvy & Mather, Bozell
Woridwide and TN Media.

Optimedia is one of two U.S. media
buying units majority-owned by French-
based Publicis Groupe. The other is
Zenith Media. Earlier this month, Publi-
cis agreed to acquire Bcom3, which
also owns two buying units, Starcom
and MediaVest.

Optimedia clients include British
Airways, BMW, Centrum, Hewlett-
Packard, L'Oréal, Nestlé and Whirlpool.
—John Consoli

Nick-at-Nite Sitcom Block
Scoring With Viewers

Nickelodeon’s decision last year to air
contemporary classic sitcoms during
its Nick-at-Nite block is paying off in
gains in household delivery and demo-
graphic ratings. Year-to-date, Nick-at-
Nite (9 p.m. to 12 a.m.) has grown its
household delivery 14 percent over the
same period last year, to 1.1 million.
The target demographic of 18-49 also
grew 14 percent in delivery, to 593,000
homes, and 20 (continued on page 10)

'Familiar Faces Flickering

Daytime talk lineup is changing, but insiders say the genre remains healthy

SYNDICATION By Marc Berman

Ithough new syndicated talk shows rise
and fall in one season all the time (two
of the five launched this season, Fyanla
and Talk or Walk, have already been
canceled), this year several of talk’s familiar
faces are starting to disappear. But talk-show
hosts, media buyers and station reps generally
agree that it’s too early to say the genre is dying.

But last week’s news shows just how much
daytime talk is changing. Oprah Winfrey an-
nounced she will call it quits after 2005-06.
Sally Fessy Raphael was canceled, and two other
veteran talk shows—Warner Bros.” Fenny Fones
and Columbia TriStar’s Ricki Lake—are in
jeopardy. Further, Caroline Rhea is preparing
to replace Rosie O’Donnell. Of the nine estab-
lished talk shows, ratings for only one, Live!
with Regis & Kelly (1 3.9 gross average audience
rating, according to Nielsen Media Research),
is level with the comparable year-ago period.
All others are eroded from 2000-01, ranging
from a 6 percent houschold drop for Oprab
(6.3 to 5.9) to 27 percent for Ricki (2.6 to 1.9)
and 35 percent for Sully (2.6 to 1.7).

“I honestly don’t understand why everyone
is acting so surprised about Sally’s cancella-
tion,” said Garnett Losak, vp/director of pro-
gramming at the Petry Media Corporation.
“She was on the air for 18 years. Even Ricki,
onc of the younger established talk shows, has
been around for a decade. If anything, these
shows should be commended for surviving
this long. Eventually every talk show, includ-
ing Oprab, will come to an end.”

But will Oprah, the queen of daytime talk,
who has hinted at leaving on a number of
occasions, really put down the mic in 2006?

“Instead of focusing on Oprab’s eventual

If Jenny Jones is not cleared in New York or Los
Angeles for next season, it will get canceled.
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departure, I think the real question is the
tuture of Dr. Phil next season,” said veteran
talk-show host Maury Povich. “With the sup-
port of Oprah and the backing of King World,
no new strip has a better shot of survival. If
[Dr: Phil] works, then single-topic, issue-ori-
ented talk could be poised for a comeback.
And if it doesn’t, we may finally start secing
less talk shows competing with Oprah, Regis
and myself.”

“Like most other dayparts, audience ero-
sion is a given, particularly among these aging
talk shows,” noted John Rash, senior vp, di-
rector of broadcast negotiations at agency
Campbell Mithun. “Innovation, and not repli-
cation, seems like a better way to bring more
viewers to daytime.”

“Instead of trying to find the next Oprah,
maybe it’s time for syndicators to focus on
what shows will work, instead of just what will
sell,” added Steve Rosenberg, president of
Studios USA, who had to hand Raphael her
walking papers last week. “Sally is ending, but
the talk show genre is far from over...not by a
long shot.” [ ]

Fox Bets on Wacky Wabhit

New sitcom &reg the Bunny's inspired inventiveness could also he its undoing

TV PROGRAMMING By Alan James Frutkin

ox’s controversial Greg the Bunny, set to

premiere on March 27, may be the sea-

son’s most daring new sitcom. Advance

screener tapes have been making the

rounds at ad agencies, and media buyers say
Greg is approaching water-cooler status.

“As someone who sees a lot of TV and gets

B8 MEDIAWEEK March 18, 2002 www.mediaweek.com

jaded by the typical generic product, vou've
gotta love this show for the fact that it’s so
crazy, and so ridiculous, and so unlike other
shows,” said Kris Magel, national broadcast
director for Optimedia International.

But pointing to Fox’ failed offbeat comedy
Action (1999), Magel added that Greg’s inven-
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percent in rating, to a 0.6.

Last year, as MTV Networks' other
classic-television property, TV Land,
began gaining distribution (the channel
will be in 71 million homes in April),
Nick-at-Nite shifted from an all-classic
format to series from the 1970s and
'80s. Last fall, Nick-at-Nite added
shows including Family Ties and Cheers
that appeal to the older members of
Generation X, whose own children are
Jjust beginning to discover Nickelodeon.
Earlier this month, Nick-at-Nite pre-
miered The Cosby Show; the March 3-8
marathon of Cosby earned an average
1.6 rating and household delivery of
1.3 million.

“People have a strong emotional tie
to these shows that they grew up
with,” said Larry Jones, executive vp
and general manager of Nick-at-Nite/TV
Land. “It's about a time when their
lives were simpler.” —ML

Advanstar, VNU Win Top
Honors at Neal Awards

American Business Media last week
honored the top trade magazines at
the 48th annual Jesse H. Neal Nation-
al Business Journalism Awards at a
ceremony held at the Waldorf-Astoria in
New York. Taking the prestigious Grand
Neal Award was Pharmaceutical Execu-
tive, published by Advanstar. The
monthly also won a Neal for the best
subject-related series of articles. The
series “Discovery” examined the sci-
ence and marketing challenges of ther-
apeutic breakthroughs.

Mediaweek parent VNU Business
Media won four Neal awards: In the
category of $3 million or less in adver-
tising/circulation revenue, Facilities
Design & Management won best news
coverage; in the $3 million to $7 mil-
lion category, Sales & Marketing Man-
agement won best regularly featured
department or column; in the $7 mil-
lion category, Restaurant Business won
best staff-written editorials on one or
several subjects; and The Hollywood
Reporter won best Web site.

Other winners included IDG,
McGraw-Hili Cos. and Reed Business
information, each of which won two
Neals. —Lisa Granatstein

tiveness might also be its greatest liability. “You
always hope something like this takes off and
develops a cult following, but that usually does-
n’t happen,” he said.

The series is a surreal—and often silly—
cross between Sesamie Street and HBO's The
Larry Sanders Show. 1t goes behind-the-scenes
of a children’s cable program, drawing back the
curtain on a world in which TV puppets live
lives as three-dimensional as huntans. Fox has
shot 13 episodes.

Eugene Levy, of SCTV and American Pie
fame, plays the kiddic show’s slimy director. But
the series’ true stars are its puppets, whether
they are speaking sexually charged dialogue or
just being as gooty as only puppets can be.

Greg’s origins already lend the show tre-
mendous cult credibility. The Greg character
made his screen debut on a 1997 New York
City cable-access program called Funktape cre-
ated by New York University undergrads Spen-
cer Chinoy and Dan Milano. In 1999, cable’s
Independent Film Channel signed the pair for
a series of Greg film shorts. That led to the
development last year of the Fox series, for
which the network teamed Chinoy and Milano
(the latter also serves as the voice of Greg) with

I'm your ;mppet: Greg with friend Seth Green.

Just Shoot Me creator Steve Levitan.

Although the comedy is set on a children’s
TV show, Greg clearly is not for kids. “We
purposely didn’t put it on at 8 or 8:30,” said
Preston Beckman, the network’s exccutive vp
of strategic program planning. Fox has slotted
Greg at 9:30 on Wednesdays following its
strongest new series this season, Bernie Mac,
hoping to solidify the hour against NBC’s
leading The West Wing.

Beckman dismissed concerns that Greg may
be too outrageous for many viewers. “It’s so
hard to break out and get people’s attention,”
he said. “This show will.” |

0'Reilly Factors In Radio

Talk-show deal with Westwood One expands rival media giants' partnership

RADIO By Katy Bachman

actor this. Bill O’Reilly, the outspoken

host of The O’Reilly Factor, the highest-

rated news program on cable, is taking

his so-called “no-spin” brand of talk to
radio, starting May 8. Called The Radio Factor
with Bill O’Reilly, the two-hour daily show lets
O’Reilly expound with a radio audience on a
topic from his TV show the prior night.

Though O’Reilly and Westwood One,
which is syndicating his show, declined to
explain terms of the deal, the arrangement
expands on a partnership betwecen News
Corp.s Fox News and Viacom-managed
Westwood One, which has been syndicating
Fox News Radio since 1998.

A source close to the deal said that the two-
year contract is worth about $2 million a year,
including a $1 million payment to Fox. Joel
Hollander, president of Westwood, did ac-
knowledge that Fox has some sort of financial
interest in the show. (The most common radio-
syndication partnership is revenue sharing.)

The deal with Westwood also gives Roger
Ailes, Fox News chairman/CEQ, a way to
extend his “fair and balanced” brand into a me-
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dium in which News Corp.’s biggest competi-
tor is a major player. O’Reilly will no longer
pursue a syndicated show for television with
News Corp. sibling Twentieth Television.

O’Reilly will broadcast the show live from
noon to 2 p.m. out of Fox News’ New York
studios. “We’re going to merge radio and TV
for the first time in history,” said O’Reilly at a
press conference last week. “On radio, it’s more
relaxed. T can expound, callers can challenge
me, we can go back and forth.”

Hollander expects O’Reilly to debut on
100 affiliates, including live on ABC Radio’s
KABC-AM in Los Angeles. In New York,
O’Reilly will air on Buckley Broadcasting’s
WOR-AM from 3 to 5 p.m., where he’ll com-
pete with fellow Fox News personality Sean
Hannity on WABC-AM.

Radio buyers will be watching for O’Reilly’s
staying power. “He’s the latest and greatest
right now, but who knows? The thing he has
going for him is his TV exposure,” said Laura
Kroll, vp of network negotiations for MPG.
“But if he can maintain the interaction with the
audience, he’ll be a winner.” ]
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'Will the Stream Run Dry?

As proposed royalty fees threaten streaming’s future, advocates push on

THE INTERNET By Katy Bachman

treaming audio on the Internet, once a

promising new medium for advertisers,

has suffered a series of setbacks over the

past year that threaten its very existence.
Early last year, hundreds of radio stations
stopped streaming their signals on the Web
after the American Federation of Television
and Radio Artists demanded additional talent
fees for commercials streamed on the Internet.
Net-only stations including NetRadio, eYada
and DiscJockey.com, unable to pay the fees,
shut down soon afterward.

Then last month, the Copyright Arbitration
Royalty Panel (CARP) proposed a royalty rate
that would require Internet-only broadcasters
to pay 14 cents per hundred songs played,
double the rate proposed for terrestrial radio
stations that stream over the Web, retroactive
to October 1998. Record labels and music
artists have long pushed for streaming fees, and
last December the U.S. Copyright Office ruled
that companies streaming music must pay
royalties. The streaming fees would be in addi-
tion to the payments that radio stations make
to artist groups like ASCAP and BMI.

On March 8 five major radio groups—Clear
Channel Communications, Infinity Broadcast-
ing, Entercom Communications, Salem Com-
munications, and Susquehanna Radio—and
other interested parties asked the copyright
office to modify the royalty rates proposed by
CARP. Calling the rates “unreasonable,” the
radio groups said that the fees—which would
amount to hundreds of thousands of dollars
per year—would make it impossible for stream-
ing broadcasters and Webcasters to provide
content free to consumers, because current
advertising levels are too meager to sustain the
business. A decision is expected in May.

Hoping to breathe some new life into
the threatened medium, Measurecast and
Nielsen Media Research, which formed a mar-
keting partnership last year, are out on the
road this month touting the benefits of in-
stream advertising to agencies. Last October
VNU’ Neilsen Media Research, Nielsen
NetRatings and ACNielsen units invested sev-
eral million dollars in Measurecast, a two-
year-old, privately held Internet audience-
research firm based in Portland, Ore. (VNU
is also the publisher of Mediaweek.)

“In-stream advertising is small—it’s not in
the mainstream media mix yet,” says Ed

Hardy, CEO of Measurecast, which tracks

|

the audiences of more
than 1,000 streaming
media sites and pub-
lishes next-day re-
ports. “We’re just try-
ing to open agencies’
eyes and get them ex-
cited about in-stream
advertising so they can
make recommenda-
tions to their clients.”

Arbitron, the ra-
dio-ratings company,
operates a monthly
Webcast ratings service, which launched in
late 1999.

Total spending on in-stream audio advertis-
ing is projected to reach about $60 million this
year, according to AccuStream, a tracking ser-
vice. For advertisers, CPMs generally range
from a low of $5 to a high of about $25.

“Right now streaming is an insignificant
portion of the budget—it’s usually just value-
added,” said Kim Vasey, a senior vp and direc-
tor of Media Edge: CIA. Vasey experimented
with in-stream advertising last year for clients
AT&T and the U.S. Army.

For in-stream advertising to grow, the in-
dustry needs to put into place some basics, be-
ginning with audience measurement, Vasey
says. “There is no standardized measurement,”
she notes. “Arbitron and Measurecast each do
something different, but the metrics are mean-
ingless and the audiences are still insignificant.”

Matt Feinberg, vp and manager of national
radio for Zenith Media, says his agency is cur-
rently spending “dribs and drabs” on in-stream
advertising. “There #s a limited place for in-
stream advertising in the media landscape, but
it has a long ways to go,” Feinberg said.

Yet the upcoming royalty decision could
stop the streaming business right in its tracks.
Clear Channel, the country’s largest radio
group with more than 1,200 stations, is re-
evaluating its streaming operations, which cur-
rently involve about 200 outlets. Jerry Kersting,
CFO of Clear Channel Radio, said CARP’
proposed royalty structure will “effectively kill
streaming unless some other price component
changes,” such as charging consumers a fee to
hear streamed content.

“I don’t know of a broadcaster who isn’t
questioning its streaming activity now,” said Da-
vid Kennedy, Susquehanna Radio president. B

Measurecast’s Hardy:
Pitching agencies
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RADIO STATIONS

Urban Outlet Joins Top |
Station Revenue Ranks

BY KATY BACHMAN
he top 10 billing stations in 2001—
five each in New York and Los Ange-
les—all had one thing in common: a
strong brand image that kept them at
the top of the heap during one of the
worst advertising markets in decades.
Yet with national advertising off by
19 percent, those outlets billed 12.5 percent less
than last year’s leading stations, according to
BIA Financial Network, which last week re-

leased revenue estimates for the top billing |

radio stations and groups.

‘The biggest surprise in this year’s rankings
is the first appearance ever of an Urban outlet,
Emmis Communications’ KPWR-FM in Los
Angeles, which ranked eighth at $42.4 million.
Val Maki, vp/general of KPWR, credited sales

KPWR's sales staffers “know how to
build marketing relationships with
clients and get results.” cummings

director Jeff Federman and Dianna Obermey-
er, marketing director, with matching advertis-
ers’ brands to the station’s target audience,
which is 60 percent Hispanics and 8 percent
African American.

KPWRs sales staff “are more than cost-per-
point sales people,” said Rick Cummings, pres-
ident of radio for Emmis, who notes that many
Urban stations’ ratings don't always translate
into revenue. “They know how to build mar-
keting relationships with clients and have a
strong talent for helping them get results.”

KIIS-FM, Clear Channel Communications’
flagship “Kiss” outlet in Los Angeles, was the

top billing radio station for the second straight |

year despite a 6.4 percent revenue drop to an
estimated $61.3 million in revenue. That gives
the Top 40 outlet a $5 million lead over the sec-

ond-ranked WLTW-FM in New York, which
is also a Clear Channel station.

Clear Channel dominated this year’s station
rankings with five of the top 10 billers. Two
stations from its L.A. cluster are newcomers to
the list: KYSR-FM, a Modern Adult Contem-
porary station, rose from 19th place in 2000 to
seventh; Adult Contemporary KOST-FM ad-
vanced from 17th to 10th. Rounding out Clear
Channel’s five is WHTZ-FM in New York, in
ninth place with $41.3 million.

“These are incredible brands [whose inven-
tory] moves right away,” said Roy Laughlin,
regional vp of Clear Channel’s L.A. radio sta-

tions. “We’re huge believers in advertising our |

radio stations.”
Viacom—-owned

Infinity Broadcasting, radio’s second largest
group, counted four outlets in the top 10, most
of them in New York. For example, Infinity’s
Sports/Talk WFAN was edged out of the sec-
ond spot by WLTW-—The Fan dropped to no.
3 after a five years in the top spot between 1995
and 1999. Also, All-News WINS-AM moved
up from fifth to fourth in rank with $49.7 mil-
lion, followed by I..Al Modern Rock outlet
KROQ-FM in fifth place and Howard Stern’s
flagship WXRK-FM in New York in sixth.

Collectively, the top 25 radio groups suf-
fered a 7 percent revenue drop, in line with the
industry average, according to BIA. The top
two radio groups, Clear Channel at $3.2 billion
in radio revenue and Viacom’s Infinity Broad-
casting at more than $2 billion, control 29 per-
cent of all radio revenue. —Katy Bachman
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NEW YORK RADIO STATIONS

Jammin' Turns Hip-Hop

After several months of gradually moving
away from its Jammin’ Oldies programming
format, WTJM-FM finally made a full break.
At 6 a.m. on March 14, the Clear Channel
station signed on as “Power 105.1” with the
promise to play 10,000 songs commercial-
free for one month. Targeting a younger,
female audience, the format combines Hip-
Hop with Rhythm & Blues, featuring artists
such as Ja Rule, Jay-Z, Usher and Alicia Keys.
While the complete personality lineup has
not been set, the station so far has signed vet-
eran Hip-Hop personalities Doctor Dre and
Ed Lover, formerly on Emmis Communica-
tions’ WQHT-FM Hot 97, to do mornings.
The move pits WTTM in competition for the
audience of two younger-skewing Urban sta-
tions in the market, particularly Inner City’s
WBLS-FM, “Where Hip-Hop and R&B
connect,” and WQHT, which bills itself as
“The Hip-Hop Radio Station.” —KB

PITTSBURGH TV STATIONS

Sinclair Cancels Shows

Since Sinclair Broadcast Group officially took
over Pittsburgh WB affiliate WCWB  last
year from Eddie Edwards’ Glencairn Broad-
casting, the station has ditched its locally pro-
duced public affairs programming. WCWB,
part of Sinclair’s Pittsburgh duopoly (the
company also owns WPGH, a Fox affiliate),
recently cancelled three of its weekly public
affairs shows and replaced them with
infomercials.

Gone are WCWB’s Girl Scouting Today
(which aired Saturdays at 7-7:30 a.m.), Inside/
Outside Pittsburgh (which aired Sundays at 6-
6:30 a.m.) and America’s Black Forum (which
aired Sundays 6:30-7 a.m.). Meanwhile, Eddie’s
Digest, a community-focused talk show host-
ed by Edwards himself on Sundays at 7 a.m., is
only expected to run until May. Station exec-
utives did not return calls for comment.

Though the shows helped fill a void in
community programming, they were never
popular. Eddie’s Digest delivered an average 0.3
rating/1 share in households through January
and February, according to Nielsen Media
Research. The other local shows averaged
even smaller audiences. “They just weren’t the
kinds of shows we searched out,” said Richard
Wolk, president of RJW Media, a local media
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buying tirm. “They weren’t widely watched
or widely bought.” —Ferenry Murphy

TV STATIONS

Tribune Restructures

Tribune Co., the Chicago-lased owner of 23
network affiliates, last week restructured its
station division, the fourth-largest group in
the country. The changes were prompted by
the retirement of Michael Eigner, who pre-
viously oversaw Tribune’s East coast stations.

Effective immediately, Peter Walker,
senior vp of Tribune Television, replaces
Eigner in overseeing the company’s East
coast and Southern stations, including Tri-
bune’s flagship WGN in Chicago and its ca-
ble superstation. The only station that won’t
fall under Walker’s control is WPIX, Tri-
bune’s New York WB affiliate, which will be
personally overseen by Pat Mullen, Tribune
TV president.

Jon Young, vp/general manager of KDAF,
‘Tribune’s WB affiliate in Dallas, has been pro-
moted to regional vp for the station unit. In
addition to managing KDAF, Young now has
Miami WB affiliate WBZL, Houston WB affil
KHWB and New Orleans duopoly WGNO
(ABC) and WNOL (WB) reporting to him.

Steve Carter, vp/gm of WGN-AM, Tri-
bune’s Chicago radio station, has been pro-
moted to regional vp, which puts him in
charge of Fox affiliates WXIN in Indianapo-
lis and WXMI in Grand Rapids, Mich.

And John Reardon, who oversees Tribune’s
West coast stations, adds oversight of KWGN,
Denver WA affiliate, to his roster. —fM

TV STATIONS

Meredith Adds N.D.s

Kevin O’Brien’s vision for Meredith Broad-
casting is beginning to take shape, albeit slow-
ly. After shaking up the staffs at several of
Meredith’s outlets in his first few months as
president, O’Brien’s division last weck an-
nounced several key hires. Regent Ducas has
been brought on as news director for KCTV]
Meredith’s CBS affiliate in Kansas City, Mo.
He starts April 3 and replaces Don North,
who resigned in January. Also appointed was
Kathleen Sullivan as news director of KVVU,
the company’s Fox affiliate in Las Vegas,
where O’Brien is based. Sullivan, who starts
April 1, replaces Eric Hulnick, who resigned
in February. —fM

AR KESSLER/COURTESY FUNT CVB

Once inextricably linked with automaking, Flint is trying to remai(e its image as a college town.

Flint, Mich.

ROGER & ME, MICHAEL MOORE’S CELEBRATED 1989 DOCUMENTARY, BEST SUMMA-
rizes the economic and emotional devastation General Motors caused
in Flint, Mich., by laying off tens of thousands of workers. During the
1980s and '90s, massive layoffs at the company left about 60,000 GM

workers in Flint—nearly a quarter of the city’s
residents—unemploved. The cutbacks also Jed
to a deep and painful recession from which the
Rust Belt city is still trving to recover. Flint’s
historical links to GM are worn as both a
badge of honor and a 10-ton albatross. The
city is best known for its automotive roots—it’s
where GM began in 1908 after incorporating
the former Buick Motor Co., and where other
major U.S. automnobile manufacturers also got
their start, including Chrysler, Chevrolet,
Buick, Nash and Champion.

Situated in Genesee County, Flint is still
very much a working-class city. The median
income is about $43,000, and 70 percent of
the residents have an annual income of less
than $50,000. More affordable housing has
fueled a population shift in the region as peo-
ple continue to migrate from Detroit to
northern Oakland County and southern
Genesee County, creating a new bedroom
community. ‘The average price of an existing
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house in the U.S. is $162,900; the average
price of a Genesee County existing home is
$102,280, according to the National Associ-
ation of Realtors. Southern Genesee County
1s seeing the fastest growth in southeast
Michigan. Genesee County is also strategi-
cally situated at the intersection of Interstate-
75,1-69 and U S. 23.

Four of Flint’s colleges—Baker College,
Mott Community College, Kettering Uni-
versity and the University of Michigan-
Flint—are jointly marketing the city as a col-
lege town with the hope of rejuvenating the
city’s image. Many longtime residents never
thought they'd see the day, but there are now
more college students in Flint than there are
GM workers. More than 25,000 students are
enrolled in Flint colleges in any given
semester. GM has approximately 17,000
remaining workers in Flint; Delphi, « GM
auto-parts maker, employs about another
6,000 people in the city.



Local politics have thrown a bit of a mon-
key wrench into Flint’s efforts to create a new
image. Local residents successfully organized
a drive recently to force a mayoral recall that
ousted the city’s embattled mayor of the past
11 years, Woodrow Stanley. Stanley, seen by
some as the personitication of Flints ills, was
stripped of his position March 6; he would
have been up for reelection in the fall of 2003.
Additionally, Flint faces a $28.4 million budget
deficit and the real possibility of a state
takeover of the city.

The complexity of the 64th-ranked Flint-
Saginaw-Bay City market (453,740 television
households) presents many challenges to
media buyers and advertisers. The market is
not metered and therefore relies on Nielsen
Media Research’s diary data. Of the four main
broadcast TV stadons in the market, only two
are VHF statons—ABC’s owned-and-operat-
ed WIRT-TV and Meredith’s CBS affiliate
WNEM-TV—and they enjoy a sizable ratings
lead over the other two stations. The hyphen-
ated market is split geographically, with view-
er allegiances going to the station in their own
part of the market.

Confusing matters further is the proximity
to the Detroit market, which is only about an
hour’s drive from Flint. Not only can the
Detroit stadons be picked up over the air, but
all Detroit network outlets except the CBS sta-
tion WW]J are carried by Comcast Cable in
Flint. “We have quite a bit of people from
Genesec County who are watching news out
of Detroit,” says Sara Jo Gallock, program and
marketing directory for WJR'L, currently the
top-ranked station in the market. “As Detroit
expands, from a business standpoint, people
tend to treat Genesee County as a bedroom
community. So, our challenge is watching that
bedroom community grow and have an affini-
ty to Detroit.” Gallock says one way to get
viewers to change their loyalties to Flint’s sta-
tions is through “lots of marketing and really
good promotion.”

Gallock says despite these challenges,
WIRT has managed to dethrone the former
undisputed market leader, WNEM, in part
due to the strength and longevity of its week-
day main anchors, including Bill Harris, the
lead male anchor at 6 p.m. and 11 p.m., who
has been at the stadon for more than 20 years;
morning anchor Karen Gatlin, who has also
been at the station about 20 years; and Ed
Phelps, the 6 and 11 p.m. sports anchor for the
past 30 years.

SCARBOROUGH PROFILE

Comparison of Flint
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 30 30 99
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 71 74 104
Total TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE - OTHER
Access Internet/ WWW

HOME TECHNOLOGY

Own a Personal Computer

Purchase Using Online Services/internet
Connected to Cable

Connected to Satellite/Microwave Dish

Top 50 Market Flint Flint
Average % Composition % Index
31 30 96
41 41 101
28 29 103
27 18 66
12 7 61
10 6 59
23 17 72
13 10 79
12 3 27
54 54 100
64 66 103
22 21 98
18 19 107
39 39 101
13 15 120
73 75 103
77 82 106
75 73 97
73 73 100
91 93 102
58 63 109
61 57 93
67 66 100
35 27 77
71 68 97
15 20 137

#Respondent level too low to report. *Medla Audiences-Average: average issue readers for nywspapers; average quarter-heur
listeners within a specific daypart for radio; average half-hour viewers within a specific daypar: for TV and cable. *Media Audi-
ances-Cume: 5-issue curme readers for daily newspapers; 4-issue curme readers for Sunday ewspapers; cume of all listerers
within a specific daypart for rad o; cume of alt viewers within a specific daypart for TV and cabke. Source: 2001 Scarborougt

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

On the programming front, WJRT is
replacing the departing Rosie O’Donmell Show
with two game shows, Pyraniid at 4 p.m. and
Who Wants ro Be a Millionaire at 4:30.

Like Flint itself, WNEM is trying to gen-
erate its own turnaround story by catching up
to WJRT—the ABC outlet leads the market
by only a hair in most news dayparts. Steve
Sabato, WNEM vp/general manager, attri-
butes his station’s slip from the top podium in
part to an affiliation swap in the mid-1990s
between WNEM, then the NBC affiliate, and
STC Broadeastings WEYI-TV, then the CBS
affiliate. Sabato also readily admits that
WJRT'’s aggressiveness in investing in local-
news product also cut into WNEM? lead.

Sabato took over as gm last October, hav-

ing previously served as station manager of
another Meredith stadon, WFSB-TV in Hart-
ford, Conn. “Our primary goal is to build our
audience by providing supcrior weather prod-
ucts...and through the expansion ot our local
news,” he says. In January, the station pur-
chased a new state-of-the-art Doppler radar
system that went online in January.

WNEM has also increased its local-news
programming twice in the past three months,
going head-to-head with WJRT in two day-
parts. In January, the stadon added a half hour
to its morning news, airing a full two hours of
local news from 5 to 7 (the same time as
WIJRT). On March 4, WNEM added another
half-hour newscast at 5:30 p.m., a time at
which only WJRT was running a newscast.
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WASHINGTON

Alicia Munay

That's Entertainment

Stage is set for FCC biennial-review revue, but who'll join Powell's cast?

Those who say Washington isn’t a good “entertain-
ment” town just don’t appreciate the Senate as perfor-
mance art. On March 6 at the Senate Appropriations
Subcommittee meeting, legendary cartoon characters
like Foghorn Leghorn came to life and committed
orotundity of a near-criminal nature. For those who
missed the SRO show, Sen. Fritz Hollings, the white-
haired Democrat from South Carolina, was supposed
to be questioning Federal Communications Commis-
sion chairman Michael Powell about the agency’s bud-
get. But for several minutes observers were at a loss to
comprehend Fritz’s grits-laden voice, punctuated by
Southern-fried growls and low-country slurring. As
they acclimated to Hollings’ unique approach to the
English language, they realized he was sending Powell
a message he’d just received from the appellate court:
Michael, you just can’t win.

“Ah think yew’d be a great executive vice president of
the Chamber of Commerce,” Hollings drawled while
Powell impersonated a political prisoner waiting for
Human Rights Watch to step in. “Are yew happy in yer
job?” Hollings intoned—his gentle way of telling
Powell he didn’t like much of what Powell is, or isn’t,
doing at the FCC. At one point, Hollings jumped on
Powell for telling USA Today recently, “My religion is
the market,” and accused Powell of trving to “abolish”
the FCC. Adding to the circus-like atmosphere, that
morning New York Times columnist William Safire had
called Powell “round-heeled,” an out-of-date reference
to women who are easily seduced by the best offer, and
said that Powell was leading the FCC toward “terminal
tecklessness.”

“Oh, feck,” sighed an FCC staffer, looking up
“round-heeled” on Google. Meanwhile, Hollings read
Safire’s whole sentence with dramatic flair, seemingly
waiting for Powell to either deny having round heels
or admit to fecklessness. Reporters buried their heads
in their notebooks, trying to suppress snorts. And then
Hollings quickly wrapped up, noting that the FCC
neceded the money, and that was that. After all, the real
purpose of the hearing had been to give Hollings a
platform to complain about Powell’s attempts to clari-
fy and carry out the wacky Telecom Act of 1996, of
which Hollings was an author.

It would be funny if it weren’t so serious. Powell
can’t snap back at Hollings; he may need the senator
before the year is out.

The FCC is under fire from everyone these days,
including the conservative D.C. Court of Appeals,
where Powell himself once clerked for Judge Harry
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Edwards. The court’s Feb. 19 decision about the TV
station ownership cap and the FCC’s biennial review
process exacerbated problems at the agency. According
to staff and industry insiders, Powell had hoped that
the court would remove the station ownership cap and
at the same time relieve the FCC of the ridiculous bur-
den of the biennial review, which was mandated by
Congress as part of the Telecom Act. In a hearing last
summer, Edwards himself called the idea of having the
FCC review all its media ownership rules every two
years “an absurd time schedule.” After that, broadcast
lobbyists approached Powell to go with them to the
Hill, maybe even to Hollings, to get Congress to inter-
vene and clarify what the hell they meant by “review.”

But Powell decided to roll the dice with the court,
and they came up snake eyes. The court not only didn’t
remove the cap but also suggested ways to make it
legal, and told Powell to try again. Worst of all, while
excoriating the mandate that the FCC spend its time
justifying its existence doing the biennial review, the
court left it up to Congress to revisit the mess and ad-
mit it was not thinking clearly here. Oh, and Congress
does that 4/l the time.

(For the record, the broadcasters really wanted that
biennial review in 1996. But, says a lawyer who works
with the National Association of Broadcasters, “It does-
n’t look like such a good idea now.”)

In response to questions from Mediaweek, Powell
acknowledged the logistics problem of a two-year
review. “I'm concerned by the breadth of the court’s
ruling and the burden it places on the agency,” he
wrote. “I may, at times, question a given rule, but I
think if it is removed, that should be the product of
careful analysis and forethought, not the result of
regulatory overload.”

The previous week, Powell had told a technology
group in northern Virginia: “I have for years, if you
will allow me a little crowing, said that this [court deci-
sion] was coming...I've always thought the statutory
provision read that way, and it worried me.”

Now it worries everyone. Congress cringes at the
prospect of re-opening the Telecom Act. But in light of
the court decision, it might be persuaded that lawmak-
ers must release the FCC from the biennial-review
bonds as they are currently written.

Powell and Foghorn Leghorn will have to become
allies to get Congress to act. It’s like some bad sci-fi
movie with two enemies stranded on a dangerous plan-
et; one knows how to fly the spaceship, the other has
the keys. All T want is the popcorn concession. |



They’re not as similar
as they look.

ABC,CBS and Fox are all averaging a 3.9 Adult 18-49 rating for the Primetime season to date.
But, there are meaningful differences in the kind of 18-49 viewer that each network delivers.

39

« Younger skewing than CBS with a 15% advantage on A18-34
« More balanced between men and women (ABC 54%W/46%M; CBS 61%W/39%M)
« ABC’s dramas are more upscale with a 137 average index among A18-49/$100K+/A County HHs

@39

« Under delivers A18-49/A County HHs by 13%, over delivers C/D County HHs by 20%
* Only 4 of 13 Dramas index 100+ among A18-49/$75K+HHs
« Average rating driven by just 3 shows, including Survivor, which continues to lose audience

3.9

« Lowest average index of 85 among A18-49/875K+ HHs
» Smallest concentration of A18-49/4+HHs
« Fewer number of programs available to content-sensitive advertisers

For the complete story, call ABC Television Network Sales
at 212.456.7777

Television Network Sales

NTI 9/24/01-3/3/02 prefiminary and final Adutts 18-49 and Adults 18-34 estimates; full duration regular programs Mon-Sat B-11PM, Sun 7-11PM; NAD 10/1/01 - 1/27/02 Adults 18-49 estimales; tull duration regular prime programs; 4 major ngtworks.
NPower, 12/31/01-1/27/02 preliminary and final At 3-49/$100K+/A County HHs tor selected dramas (General Dramas, Official Palice). Qualifications available upon reguest



The Family Friendly Programming
Fund is cleaning up prime time in
small doses, and most of the
broadcast networks are signing
on. But the process hehind it
remains murky and mysterious
BY ALAN JAMES FRUTKIN
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Three years a 0, the Family Friendly Program-

ming Forum was a mere gleam in Andrea Alstrup’s eyes. Now the num-
ber of member advertisers on the Forum has grown from 10 to 47, with
14 of those members financially participating in its highly visible script-
development fund.

With one out of the two programs that falls under the Family Friend-
ly banner a bona-fide hit (the WB’ Gilmore Girls), the Forum can lay
claim to a batting average better than most production studios. Perhaps
most important, the WB is no longer the only network playing ball with
the Forum; ABC, CBS and NBC have joined in as well.

The group’s success still seems to surprise Alstrup. “We never felt
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we’d get this far,” confides the corporate vp of advertising at Johnson &
Johnson, and the co-chair of the Family Friendly Programming Forum.

But as it enters its third season of content support, the Forum’s role in
network program development remains surprisingly murky. What real
part it plays in a network’s script-approval process remains unclear, as
does the amount of money it provides the networks and its influence over
the long-term health of earmarked programs.

Despite such uncertainty, the networks clearly are coming around to
the Forum, hoping to receive its stamp of approval. Alstrup declined to
comment on the projects that are under consideration for the 2002-03
season. But NBC confirmed that two comedies and three dramas have
heen submitted for inclusion in the initiative. The dramas include St.
Georges, about a big-city family that goes to work on an African game
preserve; Young Arthus, which concerns King Arthur as a youth; and Miss
American Pie, which takes place in the 1960s. NBC’s comedies are both
half-hours—a Chevy Chase family vehicle and another comedy from
writer/producer Ken Finkleman.

Other network projects may fall under the family-friendly banner if
they wind up on the fall schedule. For one, ABC comedy Regular Joc is
about an “empty-nester” and his wife whose daughter returns home with
a baby (Seinfeld’s Estelle Harris and Maude's Bill Macy have already been
cast as the family’s kooky grandparents). And the WB is submitting up
to four dramas and five comedies as well as two reality series.

THE INITIATIVE BEGAN IN 1998, when Alstrup and nine other
advertsers unveiled plans to promote family-friendly programming on
television. The announcement, however, was met with more apprehen-
sion than enthusiasm.

“There was a lot cynicism about what we’d find or that we’d find only
sugary, sweet, 1950s types of shows,” Alstrup says. “There was also a feel-
ing that viewers didn’t want that type of programming any-
more, that all they wanted was the icky stuff.”

By icky, Alstrup means the type of content that had become
prevalent in the early hours of prime time, which the networks
had traditionally reserved for family shows. But with the 1992
exit of NBC’s The Coshy Show and the imminent demise of
ABC’s Home buprovement (which left the air in 1999), Alstrup
and her colleagues foresaw the networks replacing those fami-
Iy comedies with ones that appealed more to urban singles.

“It was as if every writer was trying to top the other, to the
point where even sitcoms like Friends were becoming one dirty
joke. And it was unsettling,” Alstrup says. “We just wanted to
support programming that didn’t have to go over the edge on
dialogue, that could be something multi-generations could
watch together, something where parents wouldn’t be surprised
by what they saw if their daughters were sitting with them.”

At the time, most broadcasters balked. In fact, the WB was

the only network to participate in the program (which, Alstrup adds, has
left the Forum forever indebted to Jamie Kellner, the WB’ president at
the time). Jordan Levin, the network’s current entertainment president,
suggests the partnership was a perfect match.

As the major networks increasingly pursued the adult 18-49 demo-
graphic, Levin notes the WB’s birth came about largely with the hope of
appealing to the viewers displaced by that trend. “Our target audience
fit more into the family profile than most of the other networks did,”
Levin adds. “So our main goal fed right into the Forum’s directive, while
the other networks were abandoning it.”

IF IT TOOK TIME FOR the three major networks to cozy up to the
Forum, then it is largely due to concerns that the participating advertis-
ers might exert editorial control over the shows they supported by
demanding input on content, dialogue, casting and each program’s year-
to-year evolution. But Forum members say those fears are unfounded.
“We don’t intrude on the production process,” explains Bill Cella,
chairman of Magna Global USA, a member of both the Forum and the

MAKING PRIME TIME
SAFE AGAIN:
Seinfeld's Estelle Harris
(above) has been cast
in ABC’s “empty-
nester” show Regular

Joe. And Chevy Chase
(left) may make his
return to the small
screen with a family
comedy on NBC.



Forum’ executive cormittee and one of Alstrup’s initial supporters. “It’s
strictly church and state.”

Levin confirms that on Gilmore Girls and on Raising Dad, FFPF’ sec-
ond project, the group’ editorial participation is insignificant. But clear-
ly there is an awareness among the networks of the Forum’ needs. “We
allow the creative community to do what they have to do,” Cella adds.
“But they know we’re not into bad language and improper situations.”

Perhaps the greatest role the Forum plays in the development pro-
cess is in providing seed money to the networks, enabling them to devel-
op family-friendly scripts that otherwise might get overlooked. But how
great the Forum’s financial role is in this process remains unclear-

Alstrup declined to release figures regarding how much money the
14 participating fund members provide to the networks. However, min-
imum fees for hour-long scripts start at about $60,000. Half-hours run
about half that amount, with seasoned writers in both genres receiving
much higher fees. Alstrup notes the Forum’s fund would allow the net-
works to develop in total about a dozen more scripts than normal. So it’s
likely that each of the 14 advertisers contributes something like $50,000.

Once the networks earmark projects for family-friendly considera-
tion, Forum members review the selected show concepts, and they either
voice their approval of a project or express their concern that a project
might not be suitable, further advising the networks to move forward at
their own financial risk.

Perhaps ironically, the seed money provided by the Forum is to be
used specifically in search of scripts. Once a family-friendly script goes
to pilot, the network must reimburse the seed money. Of course, if the
pilot makes it onto the network’s schedule, it gets stamped with the
imprimatur of family-friendly programming.

And even though advertisers may claim they jump out of the loop
once series production begins, their stake in the show is perhaps even
greater than ever. Levin acknowledges that the advertisers who partici-
pate in the script-development fund have a first right of refusal to adver-
tise on that particular program.

Alstrup confirmed that policy, although she notes that advertisers have
no control over pricing, that they are not offered sweetened deals and
that the WB simply has reserved inventory on those shows for the par-

WB’S FAMILY HIERARCHY:
While Gilmore Girls (below, with
Lauren Graham and Alexis Bledel)
is a bona-fide hit, Raising Dad
(with Bob Saget) may not make it
to next season.
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ticipating advertisers. But she adds that the other nets will do so as well.

Clearly, the motivation behind the family-friendly initiative was
Alstrup’s desire to create more positive programming choices for farnilies.
It’s no secret that those types of choices ofter advertisers less controver-
sial environments in which to place their products.

But there are also practical reasons for wanting to appeal to such a
group. Decisions can be made in front of the TV set that might impact—
and alter—purchase patterns. “It’s a more relaxed environment if the
whole family is together,” says Brad Simmons, vp of media services at
Unilever U.S. and co-chair of the FFPF. “There’s more receptivity, less
clutter and fewer messages coming from other rooms.”

For a company like Unilever, which sells products ranging from pack-
aged food goods to home and personal care, the upside of a family-
friendly environment can be enormous. “If a message is relevant to a
whote family, you could have good synergy,” Simmons says.

AMY STHIERMAN-PALLADINO, CREATOR and exec producer of
Gilmore Girls, says she was as surprised as anyone that her critically
acclaimed mother-daughter drama was chosen as the first show to fall
under the rubric of family-friendly programming. After all, she notes,
“the very core of the show is about a woman who, at 16 years old, got
pregnant out of wedlock and didn’t marry the guy.”

Alstrup acknowledges that Forum members discussed the appro-
priateness of christening the script-development initiative with a pro-
gram that dealt with unwed mothers. In the end, she and her colleagues
chose to move forward because, she explains, “the show really wasn’t
about that. It was about a woman getting on with her life, raising her
daughter and making a difficult decision to reconnect with her parents.”

Sherman-Palladino says the Forum’s stamp of approval underscores
the country’s evolving values. “It says there’s a shift in attitude in terms of
what the American family means,” she adds. “It isn’t Ozzie and Harriet
anymore. It hasn’t been for a long time. And to get that brand says there
are many different types of families out there, and that it’s okay.”

Gilmore Girls has been a success for the Forum, but Raising Dad has-
n’t, really. All things being equal, Dad might not merit a shot at a second
season. Of course, all things aren’t equal. And as the WB prepares to lock
in its Fall schedule, the true test of the Forum influence on program-
ming may rest on whether or not Raising Dad returns to the Fall lineup.

“Its good, pleasant content,” Cella says of the show. “Its the kind of
TV that the whole family can sit around the set for and not worry that
something is oftensive to a son or daughter.” Cella says he would like to
sce the show continue, but with the Friday comedy averaging a 2.3 rat-
ing/4 share, he adds, “you also want to see something in the ratings.”

For most members of the Forun, Raising Dad’s numbers don™t lie. “It’s
not enough for a show to be family friendly,” Simmons notes. “Each
show has to live or die based on viewer interest.”

David Selby agrees. “Ruising Dad underscores the difficulty and
volatility of broadeast television,” says Selby, senior vp of marketing for
Sears, Roebuck & Co. and a Forum member. “But a .500 batting aver-
age is pretty good.”

Even it advertsers seem willing enough to cast off Dad, Levin insists
the WB isn’t looking toward the Forum for its answers. “We still have to
evaluate the show through the remainder of the season,” Levin says. “We
have to evaluate it against what we have in development, and we’ll make
a decision on the show like we make any decision.”

Which is not to say Levin would dismiss advertisers’ input on the
shows fate, thatis, if it moved from the leve! of vocal support to increased
financial support. “If advertisers were committed to the show in a deep-
er way,” Levin continues, “where the financial upside to producing it
would be a plus, yes, you would have to consider that.” [ ]

Alan James Frutkin covers the television industry’s creative and produc-
tion community from Mediaweek Los Angeles burean.

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

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

ACCOUNTING SERVICES

ART/DESIGN SERVICES

COPYWRITING GOLF PROMOTIONS

LET AN ADMAN DO YOUR TAXES
First-rate tax preparer formerly with BBDO,
FCB gets you all ad biz deductions.
Year-round service, e-filing, low fees.
Call Dan for an appointment. 917-603-1667

ADVERTISING SPECIALTIES

PaxBTEs CoMPRESSED T-SHIRTS!

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

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

Towets! » Toweis! o ToweLs!
Screen printed towels of all sizes and
weights, with low minimums, and
quick delivery.

Also patented MATRIX® photo towels!
FuTaiD —,
BIAG-‘;?’O’VU&B

As of Jan, 1st, 2002, all PAKTITES & MATRIX
products will be available only through
agencies and ad specialty distributors.

PPA) * 144639

AS "91243

Nexus Promotions, Inc.
www.nexus-promotions.com
LiteCubes, TwistyCubes, Magic Discs
Coach and Kosta Boda low prices
718-340-1729
E-info@nexus-promotions.com

BRANDESIGN

Where does one stop and the other start?

Corporate identity,
websites and other
business collateral.

www.courtneyco.com

212-594-1748

ART DIRECTION

HANDY MACANDY F/L AD (212) 988-5114
Not your average AD*Dick G.212.213.5333

Sr. AD/designer, www.molllcastudio.com

~ TALENTED AD/DESIGNER
Beautiful print/collateral/adv/promo porifolio.
Concept to finished Mac exp. 212-496-0453

BUSINESS SERVICES

Powerpoint Presentations. 718-997-0687

CONCEPTS & COPY

www textlife.com

Speakers, PGA TOUR, LPGA, Ceiebrities
golfpodium.com / 561-776-9112

MARKETING SERVICES

Award-winning writer/cd w/wide exp
203-531-7527 or MJUM6 @ aol.com

|
I
CALL FOR FREE BROCHURE

BAD COPY. HEALTHCARE ADVERTISING SPECIALIST
.. Qverpriced, too! To the Consumer. To the Trade. To the Peint.
Ken Copel David Upright: 973.726.9655

o (3135_31 ;5345 i ‘ dupright@earthlink.net
High-tech copy pro 212,439.1845
| give good ad. Creative-ink.net.

Julie Wieden 781-659-9358
wiedencomm@aol.com
" Need good radio copy? 718-591-2043

Need more salesworthy copy?

I've got one good word for you: ME! For less |
B.S. and more “YES, YES, YES!!!”

call (845) 362-8445 alzoldan@aol.com

" Copywriter. Fast. Fearess. Freelance. (212) 724-8610.

MEDIA BUYING &
{ PLANNING SERVICES

LOWER

YOUR RADIO COSTS!

When it comes to radio, we are the specialists.
Our agency plans, negotiates and places radio
in every market. Whether you need a local,
regional or national buy, we'll negotiate the
lowest rates along with the right strategic
planning and guidance every step of the way.
CREATIVE | Furman Roth Radio Advertising

) ) ) . | | Contact: Mark Lefkowitz 212-687-2300 x205
Design your ring. www.yourcrystalring.com | mlefkowitz@furmanroth.com

Push the right buttons. D. Grider 212,213.5333 =
- SMALL TO MID-SIZED AGENCIES

Let Us Show You How You Can

www.storyboards.tv

COPY/CREATIVE

*provide your clients improved media service
“reduce your clients’ media costs

CREATIVE SERVICES

What's the big idea? DG 212.213.5333

—_— }

www.CreativeCopywriter.com
732.571.9672

COPYWRITING

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

ART/DESIGN SERVICES

‘AAGraphic Designers

‘AKArt Directors / Creative Directors

‘A~C0pywriters / Editors / Proofreaders

A A

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

‘AAProduction Artists (Traditional / Digital) ‘AAPre Press / Print Production
A Freelance Advancers (212) 661+0900

420 Lexington Avenue, Suite 2007 New York, NY 10170

www.freelanceadvancers.com [,

4 aTrafficking / Project Management

i )
‘xlllustrators (Traditional / Digital)

A
‘KWeb Site Development ...and morel

info@freelanceadvancers.com }

*reduce your own operating costs
MEDIA FIRST INTERNATIONAL, INC.
New York-212-686-3342 X 222
Minneapolis-612-630-1102 X 1

PRINTING

Artwork + print + specialties
www.MrPrintlt.com
212-642-6248 - 1-800-390-7453

Wally Lawrence
John Zap Printing, Inc.

N Complete Print Production
b Commerclal
. Web & Sheet Fed Printing
Accurate, On-time, Cost Effective
V-212.219.3339 & F-212.219.3337

PROOFREADING

BEDITORIAL EXPRESS

|EXPERIENCED - FAST - PRECISE

Advertising - Collateral
Catalogs - Annual Reports
Magazines - Manuals

Advertising. Copy. Speechwriting.
wallylaw@aol.com / 212-410-2221

HEALTHCARE ADVERTISING SPECIALIST
To the Consumer. To the Trade. To the Point.
David Upright: 973.726.9655
dupright@earthlink.net

You only think you need
a creative department.
Log on to
RadioPrint. TV

DIRECT MARKETING

First class mail for a fraction of the cost!
A color insert with your ad can mail with bills
to credit cardholders, cable & newspaper |
subscribers and more. 100 mil+ circ monthly.
Bills MUST be opened.
Your ad WILL be seen.
Calf Everyday Media (212) 481-7300

SPECIALTIES ENVELOPES
www jetenvelopes.com

GOLF PROMOTIONS
www.kenrayzor.com

Licensed PGA TOUR products & Players -
protourmem.com / 800-465-3511 www.killerradio.net

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

RADIO COMMERCIALS

spanishradiospots.com

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.
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EAST SERVICES & RESOURCES

_RADIO PRODUCTION

RADIO PRODUCTION l RADIO PRODUCTION

89 Clios, blah, blah, blah...

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

RADIO PRODUCTION

“Found at last!
A High Colonic
Administrator”

A Story in Every Spot
HEARTHE FULL STORY AT...

www.radio-ranch.com/pg3.html
Phone (323)462-4966

Looking for the perfect job?
ADWEEK CI_.ASSIFIED

Killer Radio!

www.kenrayzor.com ¢ (888) KRSound
o | radiofreeanxiety.com
® [ —
IT'S LIKE | e po

we polish
D

we produce
RADIO.

Killer Radio
www.wadio.com

www.kenrayzor.com e (888) KRSound

TRANSLATIONS/LANGUAGE
SERVICES

www.The-Translation-Station.com

TV PRODUCTION

Never pay

retail
to shoot

| retail.

Jolee TV

joleetv.com 212.333.0546

g el n

LA: 323 957 3399 - NY: 212 768 9717

ADVERTISE CALL 1-800-7-ADWEEK

OFFERS & OPPORTUNITIES
__orrice sPace

Looking To Be
Acquired?

Financially secure North Jersey
agency with prestigious, national
clients seeks to acquire an
agency with top notch creative
talent and active client roster as
part of our ongoing growth strategy.
Please send letter of inquiry in
confidence to

ADWEEK Box 2651

770 Broadway, 7th Floor
New York, NY 10003

SUBLET

FLATIRON AREA. Superb space for 1
or up to 12 people for sublet in shared
environment. Work Stations from
$550; offices from $1200.

Call 212-481-6800

CALL
ADWEEK CLASSIFIED AT

1-800-7-ADWEEK

EMPLOYMENT

MARKETING DIRECTOR

Major Financial Institution. 5+ years
experience marketing to legal or ac-
counting necessary. Salary + bonus +
benefits package.
Fax: (516) 371-1488
E-mail: rmfrank@therfgroup.com

ATTN: FREELANCERS

ADWEEK can offer you the exposure
you need in our Services &
Resources section. If you need to
get your service out to the people
who matter, you need to advertise
now. Call for info 1-800-7-ADWEEK.

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

Assistant Dean and Faculty Positions
College of Communication and Media Sciences

The College of Communication and Media Sciences seeks
applicants for multiple positions at its campuses in Abu Dhabi
and Dubai in the United Arab Emirates.

The College offers two undergraduate sequences: Integrated
Communication and Media/New Technologies. We need teach-
ers of advertising (creative and account management courses),
public relations, graphic design, digital, electronic and print jour-
nalism. We also seek an Assistant Dean for the Abu Dhabi cam-
pus. The other faculty positions are available on both campus-
es. Positions will begin in August 2002. All ranks are available:
Professor, Associate Professor and Assistant Professor.

Applicants must have: PhD (MFA for Graphic Design positions)
or Master's Degree with substantial professional experience;

’

minimum of 3 years' teaching experience in higher education;

possess a commitment to learning outcomes-based education
and to interactive, technology-supported teaching.

To Apply

For more information and to apply on-Jine, please visit
our web site: www.zu.ac.ae

BRVRVRI\WZ UR AR AE

Representatives from the College will be in the United
States (20th till 23rd of March) in Jacksonville, FL, at the
AAA conference and in Washington DC to conduct inter-

views with potential candidates. aJjd-o oo

2 AYED UNIVERSITY




You recognize MasterCard as one of the world’s first - and best - payments
companies. But take a closer look and you'll discover just how we respect
the contributions our talented team of employees - talented people like
you - have made to our success. In turn, we offer stability. Security. And
the promise you can go as far as you can dream.

Few companies can offer career opportunities with as many avenues for growth and
advancement. With so much emphasis on moving forward - fast - it's no wonder C1O magazine
ranked us in the top 100 companies for engineering change.

We have opportunities at our Global Headquarters in Purchase, New York, in the
following areas:

* Business Development * E - Commerce Solutions/Strategies
* Marketing * Communications
* Finance e Sales

* Product Development

MasterCard International is committed to creating a diverse work environment
that values and recognizes the diversity of our employees, customers and business
partners. We encourage all those who share this commitment to apply. Interested
applicants can forward their resumes via our website at www.mastercard.com/jobs.

www.mastercard.com

.ard

LA s LA T s

An equal opportunity employer.




Page C4 CLASSIFIED ADVERTISING/March 18, 2002

Account
Manager

CMR, LLC, a leader in national
advertising research, has an exciting
full-time employment opportunity as an
Account Manager to sell CMR's media
and marketing research solutions to a
broad base of agency prospects.

The ideal candidate should possess a
BS/BA; 2+ years selling experience
with demonstrated results. In addition,
candidate should have an entrepre-
neurial approach to business and
problem solving; ability to develop and
present product overviews and sales
proposals to prospective clients; strong
communication skill; computer skilts;
prior experience in an agency
aplus.

Please submit cover letter
and resume to:

CMR, LLC
Human Resources
685 Third Ave
New York, NY 10017
Fax: (212) 949-1942
Or email: NYAJOBS@cmr.com

MEDIA COORDINATOR

We have an immediate opening in Savannah, Georgia.

* 5 years experience with $3 Million+ budgets a must.
® Bachelors degree in Marketing or a related field.
* Media research / planning background.
¢ Able to multi-task and deadline oriented.
® Strong PC, analytical and interpersonal
skills necessary.

Only qualified applicants need apply.

Please forward your resume to careers@gulfaero.com or
apply via fax at 912-965-4183. Mark clearly
“Media Coordinator”.

THE WORLD STANDARD™

Gulfstream

A GENERAL DYNAMICS COMPANY

Gulfstream is an equal opportunity employer
and supports a drug-free workplace.

Successful
Growing
Printer

seeks
Sales Professionals

New 245,000 sq. ft.
State-of-the-art
Print facility creates
immediate opportunity.

Outstanding benefit &
compensation package.

Allied Printing Services, inc

One Aliled Way

Manchester, Connecticut 06045-0850
www.dlledprinting.com

e-mail: linda.lewis @alliedprinting.com

EOE MIF/DN

Leverage your
success with a
leading global agency

Whether you want to make an individual
move, relocate your account team or
sell your agency, this is an exceptional
opportunity to take the next step. To
be an ideal match, you should be generating
at least $500,000 in revenue and
have a ioyal clientele of busi-
ness-to-business, technology, association
and trade show, defense or govern-
ment organizations. Compensation is
negotiable and will be tailored to meet
your needs. Send your letter of interest
to:

Adweek Classifieds, Box 2677
770 Broadway, 7th fl.
New York, NY 10003

or email
dailyclass @adweek.com
#30011380 in subject line

An Equal Opportunity Employer

ACCOUNT MANAGER

Major daily newspaper is seeking a
highly motivated Account Manager for
its NY office. Responsible for handling

Director of New Business
Development for Leader

in National Radio

Career opportunity for Sales Executive to
spearhead and manage a radio sales team
dedicated to new business development for
natlonal advertisers. Company is industry
leader w/most powerful names in Talk,
Music and Entertainment. National scope
wioffices in key regional markets. Ideal
candidate possesses sales success in
radio with the ability to recruit, motivate,
strategize and manage aggressive team.
New York or Chicago based preferred.

Send or email resume/salary requirements
to: Adweek Magazines, Box 2357, The
Weitzman Bldg., 3102 Maple Ave., Ste.
210, Dallas, TX 75201 or email:

nationalradiosales@
trueartistgroup.com

a range of categories and will have
the skills to develop strate-
gies/proposals to meet clients market-
ing and advertising objectives. Strong
interpersonal & presentation skills re-
quired. Working knowledge of syndi-
cated research is preferred. Salary,
commission, 401K. Send resume to:

Adweek Box #2675

770 Broadway, 7th Floor
New York, NY 10003

Classified Advertising

1-800-7-ADWEEK

Talent Payments -

Account Service

Well established, Ohio-based,
Talent Payment Service has a
unique career opportunity for a
person with minimum 2 years
experience in Talent Union rates
and provisions.

Position involves processing of
estimates, orders and inquiries for
client ad agencies at national and
local levels.

Excellent compensation, benefit
program and relocation allowance.

Send resume, including
present salary to:

Highland Talent Payments, inc.
Attn: Roger A. Cramer, President
5885 Landerbrook Drive, Ste. 330

Cleveland, Ohio 44124
Fax: 440/423-1752
email: rcrameroh@aol.com

EOE Catch A Creative Genius With Adweek Classified

REACH YOUR AD COMMUNITY
WITH ADWEEK CLASSIFIED

[  * * * USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSUR * A K

RATES for Employment and Offers & Opportunities  1-800-7-ADWEEK Classified Manager: Sara Weissman

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  If classified is filled prior to closing, ads will be held for the next issue, Classified is com-
for ADWEEK box number: $35.00 per insertion. Replies mailed daily to advertisers. Read- ~ missionable when ad agencies place ads for clients. No proofs can be shown. Charge
ers responding to any ads with box numbers are advised not to send sampies uniess they  your ad to American Express, Mastercard or Visa, ADWEEK CLASSIFIED, 770 Broadway,
are duplicates or need not be returned. We are not responsible for recovery of samples.  7th fi. New York, NY 10003. 1-800-723-9335 Fax: 646-654-5313.

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.




Order Your 2002 Edition of the

MEDIAWEEK Directory today!

Where can you find the up-to-date information you need
DIRECT()R on the most powerful segments of the media instantly?

Turn to the 2002 MEDIAWEEK Directory — your best source

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

No other reference gives you key contact and rate information on Radio, TV, Cable, Out-of-
Home, Magazines and Newspapers in one book. You'll find over 9,000 individual listings and
over 40,000 personnel for the Top 100 Local Media Markets, the Top 300 Consumer
Magazines, the Top 150 Trade Magazines, plus National Networks, Syndicators and Sales
Reps. Organized by media type, each section provides detailed information on format, demo-
graphics, daypart avails, affiliation, representation, circulation, ownerhsip and much more.

The 2002 MEDIAWEEK Directory is also on CD-ROM and on the Web...with powerful
software that lets you search and retrieve information in seconds and export data for mail
merge with no restrictions!

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

%S Recycled Paper

m JYES! Please rush my order of
the 2002 MEDIAWEEK Directory in
DIRECTORIES the format I have chosen.

Name ) 1 Standing Order Option. (Check this box and
your order will be automatically renewed for

LS you next year at this year's prices.)
Compan
i J Check enclosed for $
Address
3 Bill Me (Directories shipped upon payment.)
City/State/Zip
Phone Fax Charge my: O Visa O MC QO AMEX
E-mail Account # Exp.Date
Signature
J PRINT EDITION $359 MWDI0302
0 CD-ROM EDITION $495 To order ADWEEK DIRECTORIES Online,
3 CD-ROM & PRINT COMBINED $765 go to www.adweek.com

U.8. & Canadian residents, please add $12 for shipping & handling. All other non-U.8., add $45. Add applicable sales tax in CA, FL, GA, I, MD, MA, NJ, NY, O, TX & Canada.

MEK JYES! Please rush my order of
the 2002 MEDIAWEEK Directory in
DIRECTORIES the format I have chosen.

Name____ 3 Standing Order Option. (Check this box and
your order will be automatically renewed for
you next year at this year’s prices.)

Title

Compey Q Check enclosed for §
Address
3 Bill Me (Directories shipped upon payment.)
City/State/Zip
Phone Fax Charge my: O Visa O MC QO AMEX
E-mail Account # Exp.Date
Signature
Q PRINT EDITION $359 R
Q CD-ROM EDITION $495 To order ADWEEK DIRECTORIES Online,
O CD-ROM & PRINT COMBINED $765 g 1o more.adwesic.com

1.8, & Canadian residents, please add 8§12 for shipping & handling. AR other non-U.8., add 345, Add applicable sales tax in CA, FL, GA, i, MD, MA, NJ, NY, OH, TX & Canada.
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DIRECTORIES

All the media
\ information you

need for the
\ new millennium!

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

NECESSARY :
IF MAILED .
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Scary Picture

A flush year at the box office has not transiated into
heavy studio spending in movie and pop-culture tities

AT THE MOTION PICTURE INDUSTRY’S RECENT SHOWEST CONFERENCE IN LAS VEGAS, ‘

theater owners celebrated their good fortune. Despite the soft econo-

my and Sept. 11, last year’s box office draw totaled a record $8.4 billion
in gross sales, according to the Motion Picture Association of America.

It was a very good year, thanks to blockbusters
including Harry Potter, Lovd of the Rings and
Shrek, as well as higher dcket prices.

Yet studios have not shared their riches with
the entertainment magazines that cover and
celebrate the movie biz. Theatrical releases
remain a relatively small fraction of the media
advertising (which includes television and
home video ads) in Time Inc.’s Entertainment
Weekly, Wenner Media’s Us Weekly, and the
monthlies Movieline and Premiere, published by
Hachette Filipacchi Media.

“Right now, the movie industry is in love
with the television format,” says David Morris,
EW publisher. “There has been a growing in-
terest in television advertsing, and the balance
of it goes to newspapers, some radio, some
online and some magazines.”

Last year, the studios accounted for less
than 5 percent of total spending in entertain-
ment titles, according to CMR. And this year
will not be much better, publishers say. Last-
minute shifts in movie release dates often con-
flict with magazines’ relatively long lead times,
making it difficult to coordinate ads.

Sdll, EW’s Morris has not written off studio
ads just yet. He is spearheading Time Inc.s
efforts to develop a marketing strategy to drive
more movie business into EW, People and Time.
‘The effort is part of a broad AOL Time Warn-
er cross-platform initiative to build market share
of movie promotions across all of the media gi-
ant’s properties. Morris says the company hopes
to have several wide-ranging deals with studios
in place by May—in time for summer releases.

Given the ongoing shortage of studio adver-
tising, all entertainment magazines have had to
diversify their ad bases. Premiere in recent

months has attracted new business from Lan-
come, JVC and Sky Vodka, notes vp/publisher
Kim Pinto. The 307,000-circuladon Movieline
has scored Burberry and Polo Jeans, says group
publisher Audrey Arnold.

One area that all the entertainment maga-
zines have seen a surge in spending is home
video; in the 617,000-circulation Premiere,

Mediaweek Mag
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ISSUE CURRENT ISSUE DATE

DATE PAGES LAST YEAR
NEWS/BUSINESS
BusinessWeekX 18-Mar 57.24 19-Mar
The Economist 9-Mar 61.00 10-Mar
NewsweekEX 18-Mar 35.99 19-Mar
The New Republic? 18-Mar 8.17 19-Mar
TimeEX 18-Mar 61.55 19-Mar
US News & World Report  18-Mar 39.49 19-Mar
The Weekly Standard 25-Mar 9.83 26-Mar
Category Total 2713.21

SPORTS/ENTERTAINMENT/LEISURE

AutoWeek 18-Mar 27.25 19-Mar
Entertainment Weekly 15-Mar 24.47 16-Mar
Golt World 15-Mar 28.33 16-Mar
New York? 18-Mar 29.50 19-Mar
PeopleX 18-Mar 62.92 19-Mar
The Sporting News 18-Mar 17.00 19-Mar
Sports llustrated 18-Mar 66.10 19-Mar
The New YorkerS 18-Mar 78.83 19-Mar
Time OQut New York 13-Mar 78.69 14-Mar
TV Guide 16-Mar 44.62 17-Mar
US Weekly! 18-Mar 24.00 19-Mar
Category Total 481.71

SUNDAY MAGAZINES

Parade 17-Mar 15.31 18-Mar
USA Weekend 17-Mar 7.56 18-Mar
Category Total 22.87

TOTALS 777.85

azine Monitor

Movie mania: Publishers say advertisers have
jumped on the Oscars handwagon this month.

home video ad pages grew 16 percent in 2001,
Pinto says; through May this year, the title’s
video ads are up 2.6 percent.
Yet even with their broader ad bases, enter-
tainment titles are having a tough year.
| Through March 15, EW was down 12.1 per-
cent, to 285 pages, reports the Mediaweek Mon-
itor. Through April, Premiere was down 32.4

PAGES PERCENT Y10 YTD PERCEET
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
89.37 -35.95% 512.25 762.78  -32.84%
67.00 -8.96% 166.00 563.00 -17.23%
32.76 9.86% 329.79 291.77  13.03%
10.57 -22.71% 62,82 78.88  -20.36%
4439 38.66% 446.92 429.96 3.94%
26.86 47.02% 233.42 275.89  -15.3%%
9.31 5.59% 105.08 102.31 2.71%
280.26 <2.49% 2,156.28  2,504.59 -13.91%
23.04 18.27% 250.84 32775 -23.4T%
25.07 -2.3%% 285.32 324.63 -12.11%
25.00 13.32% 270.29 23742  13.84%
37.10 -20.49% 499.70 501.30 -0.32%
71.03 -11.42% §50.80 708.33 -8.12%
19.31 -11.96% 148.35 13454  10.26%
65.69 0.62% 542.32 511.20 6.0%%
85,23 -1.51% 378.45 479.36 -21.05%
75.31 4.48% 654.69 686.82 -4.6%%
56.50 -21.03% 53817 669.66 -19.64%
20.67 16.11% 194.84 180.33 8.05%
503.95 -4.41% 4,413.77  4,761.34 1.30F%
18.13 -15.55% 134.88 137.41 -1.88%
16.69 -54.70% 139.36 139.78 -0.3C%
34.82 -34.32% 274.24 27713 -1.06%
819.03 -8.03% 6,844.29 7,543.12  -9.26€%

E=estimated page counts; X=2001 YTD ircludes an out-of-cycle issue; 1=1 less issue in 2002 over 2001; 2=2 fewer issues in 2002
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percent, to 96 pages, and Movieline dropped
38.2 percent, to 64 pages (in part because of a
combined February/March issue this year).
Through March 18, the 930,000-circ Us was
up 8.1 percent, to 180 pages.

With the Oscars set to air on ABC this
Sunday niglit, publishers are cashing in with
themed issues. The 1.5 million-circ EW’s
March 22 issue, on stands this week, leads
with its annual “Oscar Odds” package. The
post-Oscars “Big Night” issue, due next weck,
will include new advertisers Cadillac, Absolut
and Michacl Kors fragrance. Ad pages will be
flat with last year’s post-Oscars edition, at 57.

Us Weekly’s post-Academy Awards double
issue, due March 29, will carry about 40 ad pa-
ges, about a dozen more than last year, says
Vicci Lasdon Rose, Us vp/publisher. But not
one of those pages will be from studios.

“I have TV, I have home video, but I don’
have any feature films in the Oscar issue,” Rose
says. “Nobody is launching [a movie] on that
particular day. I guess all eyes will be clse-
where.” —Lisa Granatstein

Time4 a Change?

After a dozen years at the helm of Entertain-
mient Weekly, James Seymore is the latest Time
Inc. managing editor to contemplate an exit
strategy. By summer or early fall, Seymore
could become editor-
ial director of the
company’s  Time4
Media division, a new
position in which he
would oversee 18
sports specialty titles,
including Golf Maga-
zine and Skiing.
Seymore and his
boss, Time Inc. edi-
torial director John
Huey, declined to
comment. At an EWW
staff mecting last
week, Seymore said that “no decisions have
been made,” but he did not deny that a
change is in the works, says an EW insider.
Time Inc. sources say a job change for Sey-
more (which would follow the recent appoint-
ments of new managing editors at Sports Hlkus-
trated, People and Inn Style) would not only po-
tentially smooth his transition to retirement but
could also throw open the door to editorial

Seymore turned EW
into a success.

RATE BASE CIRC. CURRENT PAGES YEAR Y

. (1ST HALF '01) (1ST HALF '08) PAGES ~ LASTYR % CHANGE TO DATE LAST YEAR % CHANGE
BUSINESS/TECH/NEW ECONOMY
Business 2.0 550.0000 530,909 54.33 NA NA 166.43 NA. NA
Entrepreneur 540,000 563,534 93.60 116.06 -19.35% 438.75 477.05 -8.03%
Fast Company 680,000 708,281 59.57 88.87 -32.97% 206.00 341.18 -39.62%
Fortune Small Business10 1,000,000 N.A, 38.93 47.96 -18.83% 111.14 132.29 -15.99%
IncE 650, 665,4288 59.73 54.90 8.80% 208.02 280.59 25 86%
Red HerringM 325,000 333,810 39.00 60.00 -35.00% 159.00 293.00 -45.73%
Technolo%v Review!0 275,000 287,221 24.00 36.40 -34.07% 68.82 123.62 -44.33%
Upside!® 300,000 307,175 10.00 46.50 -78.49% 49.00 209.00 -76.56%
Wired 500,000 515,383 50.58 139.88 -63.84% 192.91 471.56 -59.09%
Category Tota! 428.74 580.57  -27.23% 1,600.07 2,328.29 -31.28%
ENTERTAINMENT
Movieline!/a 300,000 307,786 32.50 3475 -6.47% 63.99 103.49 -38.17%
Premiere 600,000 617,389 27.83 42.95 -36.20% 95.59 141.37 -32.38%
The Source 460,000 464,644 97.33 110.33 -11.78% 358.65 460.75 -22.16%
Vpln 525,000 541,506 59.73 82.64 -27.72% 240.88 276.29 -12.82%

775,000 800,114 107.12 105.61 1.43% 327.79 343.46 -4.56%

Yahoo! Internet Life 1,100,100 1,103,076  27.33 5066 -46.05% 119.28 266.31 -55.21%
Category Tota! 351.84 426.94  -17.59% 1.206.18 1,591.67 -24.22%
ENTHUSIAST
Automobile 625,000 634,006 78.54 62.48 25.70% 22520 224.08 0.50%
Backpacker® 285,000 291,089 43.95 64.00 -31.33% 157.25 204.36 -23.05%
Blcycling!! 285,000 280,218 39.47 60.51 -34.78% 92.29 113.81 -18.91%
Boating None 201,171 120.37 143.34 -16.02% 478.25 575.86 -16.95%
Car and Driver 1,350,000 1,371,761 87.55 84.12 4.08% 297.08 3.2 4.51%
Cruising World 155,000 159,536 128.55 142.42 -9.74% 406.57 460.21 -11.66%
Cycle World 310,000 328,351 108.96 113.69 -4.16% 336.29 360.86 -6.81%
Flying None 305,050 56.82 64.58 -12.02% 231.90 258.48 -10.28%
Golf Digest 1,550,000 1,567,588  139.26 15323 -9.12% 458.59 424.76 7.96%
Golf Magazine 1,400.000 1,400,328  142.45 12430 14.60% 450.40 486.72 -7.46%
Motor Boating None 125,473 116.87 123.00 -4.98% 447.18 567.01 -21.13%
Motor Trend 1,250,000 1,271,620 62,66 79.33 -21.01% 243.30 251.80 -3.38%
Popular Mechanics 1,200,000 1,211,630  79.07 74.28 6.45% 24422 232.37 5.10%
Popular Photography 450,000 452,297 146.50 172.89 -15.26% 581.64 711.59 -18.26%
Power & Motoryacht None 156,7358  176.00 183.28 -3.97% 828.51 935.86 -11.47%
Road & Track 750 000 781579 83.32 86.84 -4.05% 32641 332.27 -1.76%
Sailing World!0 000 56,752 45.90 51.29 -10.51% 115.51 120.59 -4.21%
Stereo Rewews Sound & Vision'0 450 000 453,901 53.49 62.83 -14.87% 192.42 224.48 -14.28%
Tennis'0 00,000 709,979 56.51 54.21 4.24% 142.08 142.85 -0.54%
Yachting 132,000 132,846 162.82 174.78 -6.84% 698.70 762.07 -8.32%
Category Total 1,929.06 2,07540 -7.05%  6,953.79 7,701.15 -9.70%
FASHION/BEAUTY
Allure 850,000 945,631 96.31 1211 -14.09% 285.26 332.17 -14.12%
Cosmopolitan 2,600,000 2,759,448  164.80 172.44 -4.43% 500.94 596.03 -15.95%
Elle 950,000 981,117 176.70 207.16 -14.70% 487.84 646.69 -24.56%
Essence 1,050,000 1,053,484  76.61 116.35 -34.16% 286.38 388.16 -26.22%
Glamour 2,100,000 2,201,279 111.24 159.14 -30.10% 343.55 455.71 -24.61%
Harper‘s Bazaar 700,000 736,494 103.78 146.35 -29.09% 463,26 622.89 ~25.63%
Honey10 350,000 NAC 4766 44.00 8.32% 127.92 116.75 9.57%
In StyleSW 1,400,000 1,568,777  251.42 346.49 -27.44% 784.56 882.49 -11.10%
Jang'0 600,000 619,166 92.24 100.35 -8.08% 208.62 227.02 -8.11%
Lucky 600,000 693,176 109.31 58.44 50.87% 242.50 158.13 63.35%
Marie Claire 825,000 925,919 133.93 159.43 -15.99% 414.66 473.05 12.34%
Vogue 1,100,000 1,192,949  244.39 283.94 -13.93% 887.91 1,025.61 -13.43%
w 425,000 455,372 126.10 196.30 -35.76% 545.06 697.78 -21.8%%
Category Total 1,734.48  2,102.50 -17.50% 5,578.46 6,622.48 -15.76%
FOOD/EPICUREAN
Bon Appétit 1,200,000 1,267,560  90.94 103.09 -11.79% 286.53 372.37 -23.05%
Cooking Light'! 1,450,000 1,562,339  99.43 116,22 -14.45% 321.97 318.53 1.08%
Food & Wine 800,000 978,277 86.14 89.33 7.62% 307.51 286.08 7.49%
Gourmet 900,000 947,399 81.30 93.86 -13.38% 2%.67 341.64 -13.16%
Category Total 367.81 402.50 -8.62% 1,212.68 1,318.62 -8.03%
GENERAL INTEREST
Atlantic Monthly®? 450,000 504,336 40.89 42.54 -3.88% 148.34 139.84 6.08%
E]iographx/I 650,000 733,495 .17 36.50 -42.00% 86.38 140.19 -38.38%
Harper's Magazine 205,000 212,010 17.83 22.66 -21.32% 62.40 84 40 -26.07%
National Geographic 7,700,000 7664658  27.21 32.53 -16.35% 110.79 108.02 2.56%
People en Espafiol!1/+ 325,000 356,152 56.59 57.87 2.21% 137.80 160.87 ~14.34%
Reader's Digest 12,500,000 12,565, 779 95.88 126.56 -24.24% 325.54 355.43 -8.41%
Savoy 00,000 NAC 37.58 28.83 30.35% 136.66 105.58 29.44%
Smithsonlan 2,000,000 2,040,141 65.80 60.63 8.53% 185.50 228.00 -18.64%
Vanity Fair 1,000,000 1,108,536  256.61 293.54 -12.58% 527.97 615.64 -1424%
Category Total 619.56 701.66  -11.70% 1,721.38 1,937.97 -11.18%
HEALTH/FITNESS (MEN)
Flex 150,000 142,253 192.34 162.47 18.38% 705.33 662.76 6.42%
Muscle & Fitness None 440,298 144.04 149.98 -3.96% 655.20 550.95 077%
Runner's World 505,000 520,684 39.41 30.42 29.55% 135.59 114.08 18.86%
Category Total 375.79 342.87 9.60%  1,396.12 1,327.79 5.15%
HEALTH/FITNESS (WOMEN)
Fitness 1.050,000 1,168,622  81.93 69.63 17.66% 253.63 186.04 29.38%
Health10/@ 1,300,000 1411174  86.28 92.92 -7.15% 277.19 274.53 0.97%
Prevention 3.100,000 3121340 97.24 87.51 11.12% 32217 319.04 0.98%
Selt 1.200,000 1,332,689 117.00 112.47 4.03% 317.73 342.05 -1.11%
Shape 1,500,000 1580,655 7051 94.43 -25.33% 230.76 266.45 -13.39%
Category Tota! 452.96 456.96 -0.87%  1,401.48 1,398.11 0.24%
KIDS
Boys' Life 1,300,000 1224829  10.34 11.79 ~12.30% 43.81 36.11 21.32%
Disney Adventures'0 1,100,000 1,120,3448  17.90 2418 -25.97% 69.35 7418 -6.51%
Nickeiodeon Magazine!0 900,000  929,8738 25.16 38.52 -34.68% 73.82 87.52 -15.65%
Sports lllustrated for Kids 950,000  977,6958 20.42 24.33 -16.07% 92.45 83.99 10.07%
Category Total 73.82 98.82 -25.30% 279.43 281.80 -0.84%
MEN’S LIFESTYLE
Details10 400.000 407,778 73.91 100.27 -26.29% 21961 236.24 -7.04%
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MONTHLIES April 2002

RATE BASE CIRC. CURRENT PAGES YEAR Y10

{1ST HALF '01) {1ST HALF '01)  PAGES LAST YR. % CHANGE T0 DATE LAST YEAR % CHANGE
Esquire 650,000 659386  58.03 87.71 -33.84% 23076 315.62 -26.89%
FHM!0 750,000 844,127  93.00 50.66 83.58% 22630 128.65 75.90%
Gear!/+ 500,000 517,008  43.16 34.00 26.94% 119.65 100.83 18.67%
Gentlemen’s Quarterly 750,000 758969 10362 14780  -29.89%  427.70 517.80 -17.40%
Maxim 2,500,000 2,553,895  96.50 99.30 -2.82% 332.04 334.44 -0.72%
Men's Fitness 550,000 589,407  61.80 65.90 -6.22% 252.79 221.72 14.01%
Men's Health1? 1,625,000 1,630,646  58.61 7780  -2467% 20435 207.66 -1.59%
Men's Joprmal 600,000 638462  58.00 9599  -3958% 22174 271.11 -18.21%
Qutside¥++ 600,000 643,454  95.81 89.56 6.98% 230.19 247.54 -7.01%
Penthouse None 641,115  37.43 4366  -1427% 15744 173.80 -9.41%
Playboy 3,150,000 3,157,540  40.72 5555  26.70%  158.55 190.87 -16.93%
Stuff 1,000,000 1103745  75.66 68.50 1045% 22838 184.43 23.83%
Category Total 896.25 1,016.70 -11.85%  3,009.50  3,130.71 -3.87%
OUTDOORS
Fleld & Stream 1,750,000 1,752,621 4364 5505  -20.73%  145.39 155.66 -6.60%
Natonal Geograghic Adventure'0/#A 350,000 351,238 4101  NOISSUE N.A. 123.85 125.67 -1.45%
Outdoor Life!0/& 1,350,000 1,357,705 4148 35.86 15.67% 76.66 102.94 -25.53%
Sports Afield* 450000 462,778  27.98 29.66 -5.66% 9758 78.11 24.93%
Category Total 15411 120.57 27.82% 443.48 462.38 -4.08%
PARENTING/FAMILY
American Baby 2,000,000 2.001,9228  66.15 40.91 61.70%  203.04 185.48 9.47%
Baby Talk'0 2,000,000 20013848  43.12 44.90 -3.96% 135.84 130.10 441%
Chitd!0 1,020,000 939,310 65.55 64.68 1.35% 185.53 184.25 0.69%
FamilyFun!0 1,450,000 1,389,693  81.46 76.12 7.02% 178.43 172.60 3.38%
Parenting'0 2.150,000 1914419 10360 11623  -10.87% 27634 273.91 0.89%
Parents 2125000 2005578 13590  131.67 321% 400.72 421.36 -4.90%
Category Total 495.78  474.51 4.48%  1,379.90  1,362.70 0.89%
PERSONAL FINANCE
Bloomberg Personal Finance'® 300,000 354,990 3033 35.61 -14.83% 77.19 11473 -32.72%
Kiplinger’s Personal Finance 1,000,000 1223486  50.60 6000  -1567%  182.86 251.36 -27.25%
Money 1,900,000 2195178  71.13 9936  -2841%  232.45 364.99 -36.31%
Mutual Funds 800,000 884,136  37.19 5168  -28.04%  139.25 213.58 -34.80%
SmartMoney 800,000 809,685  72.68 75.61 -3.88% 220.41 309.63 -28.82%
Worth10 500,000 507,691 42.00 5409  -22.35%  159.04 156.90 1.36%
Category Totat 303.93 376.35 -19.24% 1,011.20  1,411.19  -28.34%
SCIENCE/TECHNOLOGY
Discover 1,000,000 1,025,058  23.33 20.23 15.32% 87.09 11557 -24.64%
Natural History1? 2250000 264815  39.18 38.50 1.77% 112.20 102.84 9.10%
Popular Science!? 1,550,000 1,567,079  36.90 29.60 24.66% , 160.97 138.26 16.43%
Scientific American 655,000 687,437  20.83 2750  -24.25% 76.21 91.49 -16.70%
Spectrum, IEEE None 325685  30.17 4899  -3842%  145.04 228.36 -36.49%
Category Total 150.41  164.82  -8.74%  581.51 676.52 -14.04%
SHELTER
Architectural Digest 800,000 822014 17043 17757 -4.02% 49157 579.41 -15.16%
Country Living 1,600,000 1,639,626 11537 95.28 2109%  301.76 286.36 5,38%
The Family Handyman''0 1,100,000 1,137,203  66.16 63.84 3.63% 174.00 17433 0.1%%
Home'0 1,000.000 1,006,306  80.03 9132 -1236%  185.00 228.97 -19.20%
House Beautiful 850,000 865352  92.91 92.36 0.60% 266.67 29716 -10.26%
House & Garden 750,000 768985  107.92 11503  -6.18% 265.29 306.13 -13.34%
Southem Living3 2,500,000 2549601 11920 12970  -8.10% 389.10 404.80 -3.88%
Sunset 1425000 1459354 103.78 12501  -1698%  311.55 38226 -18.50%
This Old House0/K 925,0000 1,075,058  76.92 95.33 -1931%  219.26 232.12 -5.54%
Category Total 932,72  985.44  -5.35%  2,604.20  2,891.54 -9.94%
TEEN
CosmoGir!10 750,000 838,964 56.06 55.16 163% 14207 14375 -1.17%
Seventeen 2350,000 2333126 11665 12388  -5.84% 359.47 388.46 -7.46%
Teen!1/J 1,583,3330 1,587,754  51.31 47.37 20.98% 138.30 15257 -9.35%
Teen People!ON 1,600,000 1639107 10529 13120  -1975%  235.71 311.74 -24.39%
ymis 2,200,000 2206078 12868 98.16 31.09%  252.10 223.94 12.57%
Category Totat 46398  455.77  1.80%  1,127.65  1,220.46 -7.60%
TRAVEL
Condé Nast Traveler 750,000 772476  76.50 12215 -37.37%  332.98 446.68 -25.45%
Travel + Lelsure 925,000 1,012,305 14540  187.15  -22.31% 38178 494.71 -22.83%
Trave! Holiday1? 650,000 659,505 12517 11335  1043% = 28742 292.78 -1.83%
Category Total 347.07  422.65 -17.88%  1,002.18  1,23417  -18.80%
WEALTH
Robb Report None 100,526  64.83 14100  -54.02%  286.16 537.00 -46.71%
Town & Country 425000 433,771 91.40 11667  -21.66%  371.99 472.11 -21.21%
Category Total 156.23  257.67 -39.37%  658.15 1,009.11 -34.78%
WOMEN'S LIFESTYLE
Heart & Sout'0 350,000 NAC 39,58 27.00 46.59% 97.74 85.25 14.65%
Martha Stewart Living 2,150,000 2,437,970 180.82 17533 3.13% 523.75 558,94 -6.30%
More'0 650,0000 632,520 6549 83.31 21.3%%  156.06 216.81 -28.02%
0, The Oprah Magazine 1,900,000 2,751,563 13638 11678  16.78%  360.05 369.16 -247%
Real Simple? 700,000 864,891 71.50 55.80 28.14% 170.90 132.90 28.59%
RosieR 3,500,000 3,613,055  86.05 N.A. NA, 276.11 NA. N.A.
Victoria 950,000 976,795  37.62 34.96 7.61% 118.46 11673 1.48%
Category Total §17.44 49318  25.20% 1,703.07  1,478.79 15.09%
WOMEN'S SERVICE
Better Homes and Gardens 7,600,000 7,601,377 209.05 18600  12.39%  559.80 551.51 1.50%
Family Circle@@/15/F/a 4,600,000 4,712,548  75.63 56.26 34.43% 35027 337.85 3.68%
Good Housekeeping 4,500,000 4527447 11522 15067  -23.53%  468.95 495.95 -5.44%
Ladies' Home Journal 4.100,000 4,100,675 13954 129.93 7.40% 37851 401.96 -5,83%
Redbook 2.250,000 2,321,233  94.40 12646  -25.35%  307.03 381.32 -19.48%
Woman's Day'? 4,350,0000 4,257.742 153.31 17503  -1241% 45835 545.72 -16.01%
Category Total 787.1§ 82435  -4.51%  2,522.91 2,714.31 -7.05%
MEDIAWEEK MONITOR TOTALS 11,640.15 12,790.23 -8.99%  37,393.34  42,105.76  -11.19%

Footnotes: rate base and circutation figures according to the Audit Bureau of Circutations for the second half of 2001, except:
B=audited by BPA International, C=non-audited title; A=Marchv/April 2001 combined issug; D=combined Feb/March issue in
2002; E=publisher's estimate; F=extra Fabruary issue in 2001; J=Dec 01/Jan 02 issue nct counted in 2002 YTD; K= includes
winter 2002 Kitchen & Bath SIP; L=relaunched in 9/01; M=moved from biweekly to monttily in 11/01; N=includes 1/01 year-end
newstand-only issue; Q=raised rate base during period; R=launched in 5/01; S=will publieh four specials in 2002; V=April 2002
figure includes March extra issue; W=YTD 2002 includes Weddings special issue; a=second April 2002 Issue to be included in
May ad pages; 9=published 9 times; 10=published 10 times; 11=published 11 times, 13=published 13 times; 15=published 15
times; 16=published 16 times; 17=published 17 times; +=will publish one more Issue In 2002 than 2001, #=will publisher four
more issues In 2002, ++=will publish two more issues in 2002 than 2001;G@=will publish one fewer issue in 2002; @@=will pub-
lish two fewer Issues in 2002

changes at Entertaimment Weekly.

Though Seymore, 58, is widely credited
with turning EW into a success after its disas-
trous launch in 1990, industry observers have
noted that the ttle has grown somewhat pre-
dictable over the past few years.

EW’s total paid circulation was flat at 1.5
million in the second half of 2001 compared to
the same period the year before, according to
the Audit Bureau of Circulations. Subscrip-
tions fell 5.6 percent. Stll, EW in January
raised its circulation rate base 6.7 percent, to
1.6 million. Through March 15, the book’ ad
pages were down 12.1 percent this year, to 285,
reports the Mediaweek Monitor.

“At some point, a guy who is almost 60
years old is going to lose a little touch with the
pop culture of the teen market,” a former EW
editorial staffer says. “It wouldn’t hurt to have
someone new at the top to shake things up.”

EW has managed to keep its readership
within its targeted median age. Five years ago,
the average EW reader was 32, according to
Mediamark Research Inc. In MRI5 fall *01
report, the median age had risen to 33.2.

Robin Steinberg, Carat USA vp/print di-
rector, says that while EW is sl a very solid
title, it could benefit from getting a new edi-
tor. “It’s good to evolve,” Steinberg says.
“[ETV] doesn’t need to completely change, but
having a fresh perspective is always good.”

Only a handful of Time Inc. managing edi-
tors have lasted as long as Seymore. The com-
pany’s Cal Ripken Jr. award goes to André
Laguerre, who was was m.e. of SI for 14 years
beginning in 1960. Seymore’s 12-year run so
far ties him for second place with two other
top editors from the 1940s and ’50s.

EW staffers say that Seymore’s exit would
largely be his decision and is not being orches-
trated by Huey, whose desire for changes pre-
cipitated the recent naming of a new m.e. at SI.
If Seymore does move to Time4 Media, he
would work more closely with Mike Klingen-
smith, the founding publisher of EW] who is
now an executive vp of Time Inc. and oversees
Time+ Media, acquired by Time Inc. in late
2000 from "Tribune Co.

Shifting Seymore to Time4 Media could
be a boon to the specialty publisher. While the
division’s former top executives have largely
been replaced by executives from Time Inc.,
little has been done to elevate the titles to
Time Inc.’s loftier editorial standards.

“Jim played by the rules. He came in and
made the magazine work, and he deserves to
be treated well by the company,” says the for-
mer EW stafter. —LG
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Grubbs Tapped to Top PHD North America
Media veteran Steve Grubbs, previously CEO
of U.S. operations for media buying agency
OMD, has been named CEQO of new
Omnicom-owned sibling PHD North
America. PHD is comprised of media buying
agencies Advanswers, Creative Media and, as
of April 1, PentaCom. With the addition of
PentaCom, which handles the $1.6 billion
Daimler-Chrysler media account, PHD’s totl
annual media billings will be $4.5 billion. The
heads of the individual agencies, PentaCom’s
Cindy Nelson, Advanswers’ Don Stork and
Creative Media’s Mickey Marks, will retain
their current responsibilities. David Pattison,
PHD worldwide CEOQ, will relocate from
London to New York.

Tech TV to Do Fast Company Segments
Tech TV and Fast Company have struck a deal
for the cable network to produce original
vignettes based on content from the G+J busi-
ness title. Three segments will be produced
each quarter and sold as part of a multiplat-
form sponsorship package, including a 30-sec-
ond commercial following cach vignette and
ads for sponsors in Fast Company. Morgan
Stanley and EDS have signed on as sponsors.

This Old House Developing Shows for PBS
This Old House Ventures, owned by Time+
Media, has established a production company
to develop original programming for PBS.
[ts first project will be 26 half-hour episodes
of a new series with the working title Ask
This Old House, set to premiere in October.
The series will have a second run on cable’s
DIY-Do It Yourself Network. The company,
based in Concord, Mass., will also create five
one-hour specials, the first to air April 20,
that will also air on DIY sibling Home &
Garden Television.

Outdoor Finishes ‘01 Flat

The outdoor industry ended 2001 with
advertising revenue virtually flat at $5.2 bil-
lion, according to figures released last weck
by the Outdoor Advertising Association of
America. Compared to total ad spending,
which CMR estimated dipped 9.8 percent
last year, outdoor was down only 0.8 percent.
The industry’s top category, local services
and amusements, which makes up 12.6 per-
cent of outdoor’s total take, was down 7.7
percent. Public transportation, hotels and
resorts, the second-largest category, making
up 11.3 percent of outdoor revenue, was up

15.4 percent. Retail, the No. 3 category, was
off by § percent. Other categories that
increased outdoor spending include insur-
ance and real estate, up 11.3 percent, and
financial, up 11.2 percent.

Clear Channel Signs Miller for Tour Deal
Clear Channel Entertainment last week
kicked off a cross-platform marketing deal
created for Miller Brewing Co. that uses CC'’s
entertainment venues and radio stations
across 19 markets, including Chicago, Los
Angeles and San Francisco. The beer compa-
ny is the sole sponsor of “The Rellim Tour—
A View From the Inside” (Rellim is Miller
spelled backwards), which features emerging
acts such as Tantric and Trik Turner at inti-
mate venues. Tickets for the shows are avail-
able through Clear Channel via promotion
contests on its stations in tour-stop markets.

V0D "Mag Rack” to Stock AmEx Titles
American Express Publishing and Rainbow
Media Holdings, a subsidiary of Cablevision
Systems Corp. and NBC, have teamed to cre-
ate video-on-demand content for “Mag
Rack,” a virtual newsstand of “video maga-
zines” available to customers of Cablevision’s
10 digital service. The two companies will
create content for various VOD magazines,
using the staff and editorial concepts of
AmEXx Publishing’s Food & Wine and T&L
Golf magazines. By year-end, Mag Rack
expects to offer as many as 40 video maga-
zines. Cross-promotion will include AmEx
magazine spots at the end of Mag Rack pro-
gramming, cable operators providing sub-
scription offers, and ads for Mag Rack in
AmEx magazines.

Voice of Yankees Now on ESPN Radio
WABC-AM lost the radio rights to the New
York Yankees to Infinity Broadcasting, but
parent ABC has managed to keep the voice
of the Yankees on its newest radio outlet.
Michael Kay, the current TV and former
radio announcer of the New York Yankees,
has signed a multiyear agreement with ABC’s
ESPN Radio in New York. Beginning April
L, Kay will get a regular slot on WEVD-AM,
which ABC has been operating since Septem-
ber under a local marketing agreement. In
the meantime, Kay is hosting Michael Kay
Live From Yankee Spring Training, which
began airing last week and will continue air-
ing daily 4 to 7 p.m. through Opening Day
direct from Legends Ficld in Tampa, Fla. W
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The Jupiter Media Forum, this year titled
“The Death of Free Content? Strategies
for Exploiting Media Assets Online,”
produced in association with Mediaweek,
will be held March 18-19 at the New York
Hilton. Topics to be covered include
revenue opportunities and using the

Net to support offline properties. Contact:
800-488-4345, ext. 6424.

Advertising Women of New York wil pres-
ent the first in its “Medla Visionaries”
series of leadership interviews featuring
women media executives March 25 at The
Ad Council office in New York. Contact:
Rosemarie Sharpe at 212-481-3038.

The Television Bureau of Advertising will
hold its annual marketing conference
March 26 at the Jacob Javits Convention
Center in New York, running in tandem
with the New York Auto Show. Keynote
speaker will be Tom Brokaw, anchor of
NBC Nightly News. Contact: Janice Garjian
at 212-486-1111.

The National Association of Broadcasters’
conference and expo, NAB 2002: The
Convergence Marketplace, will be held
April 6-11 at the Las Vegas Convention
Center, the Sands Expo Center and other
Las Vegas venues. Contact Kristie Morris
at 800-342-2460 or 202-429-4194.

American Women in Radio and Television
will host the New York market winners of
the 2002 Gracie Allen Awards, honoring
outstanding women in broadcasting behind
the scenes and on the air, at a luncheon
on April 16 at Tavern on the Green in New
York. Contact: 703-506-3290.

The Association of National Advertisers
will present the ANA TV Advertising
Forum April 24 at the Plaza Hotel in New
York. The event will include a panel ses-
sion on trends in integrating products into
TV programming, with discussion of how
different vehicles are being used, funded
and measured. Contact: 212-697-5950.

American Society of Magazine Editors in
association with Columbia University Grad-
uate School of Journalism will present the
National Magazine Awards May 1 at the
Waldorf-Astoria in New York. Contact
ASME at 212-872-3700.



To really UNDERSTAND the MEDIA
landscape in the TOP 50 MARKETS,
you need to:

A. Book a 50-city tour and visit every media outlet in person

B o Compile and compare media data from 27 different sources

C o Hire an agency for $500,000 to do the research for you
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OPTION D. IS A LOT FASTER —
AND CHEAPER.
In fact, it's FREE.

It’s the Top 50 Market Profiles, found only
at Mediaweek.com.
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cable, radio, print and outdoor. Regional
demographic and lifestyle details.
Ownership and affiliation switches. Format
changes. TV-news ratings. Circ numbers.

All updated with the latest changes.
All in one place.
At Mediaweek.com.




Matthew Marino
Killed by a drunk driver
on September 29, 1992
on Roundtree Lane

in Mclville, New York
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An American Institution
Turns 60
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Join The Ad Council in a Celebration

Adweek Magazines is pleased to have been chosen by the
Ad Council to produce a commemorative special section in
honor of their 6Gth Anniversary.

The Ad Council was formed in 1942 to use the power of
advertising to help America deal with issues related to WWII.
Following the tragedy of September 11th, the Ad Council has
returned to its wartime footing to communicate messages that
will inform Americans about activities that will strengthen our
nation and help win the War on Terrorism.

The section will cover the Ad Council’s rich history, advertising’s
best-loved icons, and how Presidents through the years have
called upon them to bring important messages to the nation.
We will address the increasingly competitive nature of PSA’s and
talk with some of the many agencies and celebrities who have
offered their talents on behalf of Ad Council efforts.

“We are grateful for the opportunity to work with
Adweek to build greater awareness of our industry’s
remarkable contributions to the American people.”

— Edward T. Reilly, Chairman, Ad Council

Join the celebration in
Adweek, Brandweek, Mediaweek and Editor & Publisher

ISSUE DATE: June 10t
AD CLOSE: May 15"

A MIND (5 A TERRIBLE THING TO WASTE mEK mWII |

Call Michael Candullo at 646-654-5123 for more details.
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BY LEWIS GROSSBERGER
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é MEDIA PERSON DOESN'T USUALLY DO THEATER REVIEWS, BUT

Sweet Smell of Success is begging for it, being a musical based on
a movie (often seen on television) that was based on the life of a
newspaper gossip-column kingpin and the press agents he browbeat

into being his vassals.

Media Person went so far as to attend the |
show before critiquing it, even though that
always makes an honest assessment more ‘
difficult. When you see all those poor, vul-
nerable actors sweating up there, you start
empathizing with them, and next thing you
know, the sickening sap of kindliness has
seeped into your soul and turned you into
Joel Siegel and aren’t we all having a won-
derful time.

As he is blessed with vast reserves of
curmudgeonly ire, Media Person was able
to get over that. His verdict on the show:
Rent the movie.

The movie is fine and nasty, and if you |
haven’t ever seen it, you're a big doofus. Burt |
Lancaster and Tony Curtis give two of the
best performances they ever gave, both of
them playing no-good, detestable sleazebags.
Lancaster’s crisp portrayal of the venomous
J.J. Hunsecker was, of course, modeled on
the tabloid legend Walter Winchell, who
more or less invented the gossip column and
rode it to immense fame, influence and much
too much power. On the radio he would say,
“Good evening, Mr. and Mrs. America, and
all the ships at sea.” He wasn't exaggerating. |

There is no singing in the movie. There
is in the musical, which is unfortunate be-
cause the songs add nothing to the story. In
fact, Media Person can’t remember a single
one. Marvin Hamlisch, take a bow.

Why you’d want to turn this movie into a
musical in the first place is beyond Media
Person. It’s grim. You can have a musical that
goes grim at the end, such as Cabaret, for
instance, but en route you want to have lots
of sexy, corrupt fun. Come to think of it, they
could have had that with Sweet Smell, too,

except they somehow forgot to. Here is a
great milieu, Broadway nightlife in the ’50s, a
mix of show-biz stars, jocks, pols, gangsters,
babes, socialites, newsguys and assorted
zanies, all of them smoking, drinking, hus-
tling, vamping and scamping—and the show
neglects to give you even one big song and
dance exploiting the energy, excitement and
glamour of all that razzmatazz. Not one.
On the upside—not that there is much
upside—John Lithgow makes a pretty good
Hunsecker, and Media Person has to giggle
when he thinks of the 374 Rock From the Sun
fans who will go to see it expecting him to be
silly—at least, if the show lasts long enough.
As for Walter Winchell, he’s still dead, and
his style of corruption now seems quaint. His
power was such that he could make or break a
career, and the flacks were so in his thrall
they’d shoot their own grandma for the chance
to plant one little manufactured item in his

must-read column. Today the payola and col-
lusion are standardized and systemic, as show
biz, TV infotainment and glossy magazines all
push the product in a seamless hum of smooth-
running promotional efficiency.

Feeling the urgent need to see a musical
with musical music, Media Person rushed
to the revival of Oklaboma, even though this
required a second night away from his be-
loved couch. Apparently Oklahoma is now
in England, since that is where the pro-
duction originated. But if the cowman and
the farmer can be friends, then MP supposes
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that Brits can be Okies.

Though not as magnificently, brilliantly
fantastic as it’s been made out to be, the
production still has that lilting Rodgers &
Hammerstein didle-didle-deedle-dee that
even a gangsta rapper like Media Person
can appreciate.

But where did R&H ever get that repu-
tation for happy and sappy, anyway? Oklu-
homa features a pornography-loving arson-
ist/stalker who gets knifed to death onstage, a
farm girl who can’t say no and a howling mob
intent on inflicting coitus interruptus on the
lead couple’s post-wedding coupling.

Unfortunately, the low moans behind
Media Person made it hard to concentrate
on the high corn to the front. A Larry
David Moment was taking place at the
Gershwin Theater on West 51st Street, as
Media Person strove to bring all his con-
siderable powers of denial into play and
shrink into invisibility.

Some questions for Mr. Ethicist of The
New York Times: Should parents bring to the
theater their developmentally challenged child
with a tendency to moan loudly? Should man-
agement have to refund the money of those

YOU CAN HAVE A MUSICAL THAT GOES GRIM AT THE END, SUCH AS
CABARET, BUT EN ROUTE YOU WANT TO HAVE LOTS OF SEXY, CORRUPT FUN.

seated around said child who are too guilt-
stricken to tell said parents sympathetically
but firmly that they should remove their
moaning offspring because he’s disturbing
everyone around them after being handed a
printed card saying, “Please Be Patient! My
Child Is AUTISTIC”?

Walter Winchell probably would’ve had
them thrown into the street, but he was a
bullying lout. Media Person went back to his
couch, determined to stay there. This is why
television was invented, MP reflected before
falling into blissful slumber. [ ]



“TOM 1s THe RESET BUTTON
ror TIRED, STUCK THINKING.”

—JEFF GOODBY, Executive Creative Director
Goodby, Silverstein & Partners

“Tom Monahan jiggles your
brain loose. He reorganizes the
stumbling blocks of creativity into
building blocks that equip everybody

to be architects of innovation.”

—ROY M. SPENCE Jr.
founder and President, GSD&M
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open your h \ “Whether you're brainstorming solo
or in a group, these exercises will
.. e help you move quickly
grostdy . and productively towards
creative innovative solutions.”

mind to

—ERIC ERICKSON
Creative Director, Target

thinking

“The future of business will be led by
people searching for new ideas.
This book can help anyone
think more creatively.”

—LEE CLOW
tom monahan creative thinking coach Chairman and Worldwide Creative Director
_ — 7 TBWA\Chiat\Day Worldwide

AN ADWEEK Book M
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FINE LIVING is here. It's the new multi-platform brand designed to stir
the soul, inspire the imagination and be the single source for those seeking guidance
on the best life has to offer. FINE LIVING is your first-class ticket into the homes of those
premiere yet elusive consumers. Our message - and yours - will reach them
however and wherever they are.

FINE LIVING NETWORK. FINELIVING.com. FINE LIVING MAGAZINE.

From the people who bring you
HGTV, Food Network and DIY.

Ad Sales: ]
Northeast: 212/549-2865
Southeast: 404/233-77370GA
Midwest:  248/447-278F M|
Midwest:  312/606-8838 IL
West: 310/228-4500

FINELIVING.com:
212/548-8648
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