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MARKET
INDICATORS

NATIONAL TV: STEADY
With second-quarter
sold close to capacity,
third-quarter scatter is
starting to heat up,
especially with summer
spenders such as autos,
mavies and soft drinks.

NET CABLE: WARM
Jiiiven by demo-specific
categories such as bev-
2rages and movies,
nighe nets are selling
aut in the second quar-
er and starting to move
serious business in the
third. CPMs are pacing
flat to just over upfront.

SPOT TV: DRIVING
Palitical, telecom,
healthcare and auto cat-
egories continue to
drive the marketplace,
w1ile retail remains
spotty. Major markets in
the nartheast are pacing
up at low single digits.

RADIG: TIGHT

May inventory across
most major markets is
tight due to increasing
demand from tune-in
spots and spending
from auto, telecom and
retail categories.
Buyers starting to place
ad caripaigns further
out fram air dates.

MAGAZINES: BUILDING
The automotive catego-
ry is still buoyant, sup-
porting what has proved
tc be a strong second
quarter. And with 65
n2w models out this
year, auto tightens up
the third quarter across
most fitle genres.




Out in front.

cable newscast

Shepard Smith wraps up the day’s events in a fast-paced
hour that has become the #1 nightly cable newscast.
Smith is out in front with an honest look at the day’s biggest
stories. With some of the best reporters in the business, he
takes you Across America and Around the World for a look

at the events that are shaping our lives.

7/pm er Weeknights

OX\
NEW

You decide.

We report.

The Network America Trusts for Far and Balanced News" |

Source: Nielsen Media Research, 1002 (12/31/02-3/31/02), HH. Persons 2+ and Adults 25-54 AA(000), M-F 7p-11p program name averages: FNC- The FOX Report w/S. Smith vs.
CNN- Newsnight w/Aaron Brown, MSNBC & CNBC- The News w/B. Williams. Subject to quatifications which will be made available upon request.
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At Deadline

Laura K. Jones
Clear Channel, Viacom Set UPN Affiliations

Clear Channel Communications and Viacom-owned UPN
announced that Clear Channel, owner of 19 TV stations, had
signed long-term affiliation agreements with UPN for eight of
its TV stations. The deal extends UPN affiliations for WLMT in
Memphis, Tenn.; KASN in Little Rock, Ark.; KTFO in Tulsa,
Okla.; WITC in Mobile, Ala.; and WMTU in Jackson, Tenn. UPN
agreements have also been extended for two stations Clear
Channel operates under local marketing agreements, WLYH in
Harrisburg, Pa., and KSCC in Wichita, Kan. In Jacksonville,
Fla., where Clear Channel recently signed a long-term deal
with CBS for former UPN affiliate WTEV-TV, UPN affiliation will
move to WAWS-TV, which will become a dual UPN-Fox station.
UPN programming will be broadcast in late night on WAWS-TV
following Fox's prime-time lineup.

Mixed Results for Viacom, Disney
Viacom and the Walt Disney Co. reported quar-
terly fiscal results, showing more negatives than
positives among their ad-supported media prop-
erties. Viacom’s first-quarter results showed rev-
enue growth in the cable networks unit (up 5 per-
cent to $1.03 billion, based more on affiliate fee
increases than ad revenue, which fell slightly),
but drops in broadcasting revenue (9 percent
down, including CBS, UPN and the stations
group, to $1.86 billion) and radio (down 4 per-
cent, including outdoor, to $765 million). Among
Disney's second-quarter results, the media net-
works sector's revenue dropped 9 percent to
$2.2 billion, while operating income slid 39 per-
cent to $309 million. Individually, ABC's revenue
slid 15 percent to $1.29 billion, as operating
losses totaled $11 million; the cable networks
arm had flat revenue at $906 million, but operat-
ing income dropped 5 percent to $309 million.

Digital-TV Standard Raises Flags
Hollywood, television companies and most con-
sumer electronics manufacturers are close to an
agreement that would protect digital-TV broad-
casts from Internet piracy, industry leaders told a
congressional panel last week. But one leading
electronics executive said no consensus has
been reached. Protecting digital broadcasts is a key step toward
meeting the 2006 federal deadline for widespread high-defini-
tion television broadcasts, since companies may withhold pro-
gramming that is vulnerable to piracy. “We're getting close [to a
so-called broadcast flag),” said Richard Parsons, AOL Time-
Warner CEO-elect. The concept involves coding that tells receiv-
ing equipment not to let a flagged program be re-sent over the
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Internet. Lawrence Blanford, president/CEO of Philips Consumer
Electronics North America, said the flag is complex, costly and
“threatens the fair-use rights of consumers.” House Commerce
Committee Chairman Billy Tauzin (R-La.) indicated Congress may
move quickly to write the emerging standard into law.

Viacom Starts Local Cross-Platform Unit
Viacom has launched Viacom Plus Regional Solutions, a locally
oriented cross-media platform division designed to leverage the
company’s assets across Infinity Radio (183 stations), Viacom
Outdoor and 38 owned-and-operated TV stations. To date, VPRS
has signed cross-platform deals with advertisers such as
Hyundai, Virgin Atlantic airlines and YES Network.

Tribune Media Net Hits Target

Tribune Media Net, the national ad sales group of
Tribune Co. announced a multimitlion-dollar ad
deal with Target Corp, operator of 1,383 stores
under the Target, Mervyn's and Marshall Field’s
brand names. The deal calls for ads to appear in
Tribune newspapers Newsday, The Los Angeles
Times and The Chicago Tribune.

Addenda: robin Kent was promoted to chair-
man/CEO from president of Interpublic's Uni-
versal McCann Worldwide, replacing Ira Carlin,
who recently became chairman of Magna Global
Worldwide, the media-negotiation unit of Inter-
public...Following Whoopi Goldberg’s and
Moffit/Lee Productions’ exits from King World's
Hollywood Squares, Henry Winkler and Michael
Levitt will assume executive producing duties on
the strip...Linda Sullivan, general manager of
NBC's WRC-TV in Washington, is expected to be
promoted to gm of KNTV-TV in San Jose, Calif.,
succeeding Bob Franklin, when NBC this week ac-
quires the Granite Broadcasting station...Court
TV will invest $160 million in programming over
the next two years. Four new series will premiere
this year, including Body of Evidence: From the
Case Files of Dayle Hinman, along with 100 hours
of documentaries. . .Discovery Communications
has created a “random-access advertising ser-
vice,” called Discovery Sponsor Cinema, which
lets advertisers promote their products on the network’s video-
on-demand service. The VOD service, Choice 10 Discovery,
launches this summer...Nexstar Broadcasting Group, owner of
14 TV stations in 13 mid-size markets, filed for an initial public
offering with the Securities and Exchange Commission, with a
goal of raising $143.75 million...The Halimark Channel last
week struck a multiyear programming deal with Paramount TV.
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America Online Sinks AOL
TW’s First-Quarter Earnings

Dragged down by the poor performance
of Internet arm America Online, AOL
Time Warner last week reported a whop-
ping $54.2 billion net loss for the first
quarter and lowered its earnings expec-
tations for 2002.

AOL TW cut its growth projection for
Ebitda—earnings before interest, taxa-
tion, depreciation and amortization—to 5
percent to 9 percent, from 8 percent to
12 percent. The new projections refiect
the ongoing decline in online advertising.

Meanwhile, AOL TW's total first-quar-
ter revenue rose 7.1 percent, to $9.76
billion, thanks to growth in its movie and
music units. Total revenue is projected
to grow 5 percent to 8 percent in '02.

AOL TW officials are trying to fix the
sagging Internet division through staff
changes. Last week, Time Warner Cable
ad sales president Bob Sherman re-
placed Robert Friedman as chief of AOL's
ad sales unit. Friedman is now senior vp
of corporate marketing for AOL TW.

Separately, AOL TW is reportedly con-
sidering selling a minority stake in Time
Warner Cable via a public stock offering,
valued at roughly $45 million. AOL TW
declined to comment. —Megan Larson

Cynthia Ponce to Head Up
A New ABC Sales Unit

ABC has reorganized its sales depart-
ment to focus less on specialization by
dayparts and more on meeting the
needs of specific clients and their agen-
cies across all dayparts. Under a new
two-tiered structure, the sales unit will
consist of client specialists, who will
develop marketing partnerships, execute
buying and planning goals and finalize
all deals, daypart strategists will oversee
pricing and inventory management, and
will liaison with programming executives.

Cynthia Ponce, formerly ABC senior vp
for news sales, will head the client-spe-
cialists unit as executive vp/general
sales manager, reporting to ABC sales
and marketing president Mike Shaw.
Reporting to Ponce as senior vps of ABC
sales are John Caruso, most recently vp
of prime-time (continued on page 6)

Brand Battles May
Boost Upfront

] v o SR (R X, |

THE MARKETPLACE By John Consoli

Ithough only a handful
of major national ad-
vertisers have finalized
their upfront TV bud-
gets for the 2002-2003
season and turned them
over to their agencies to execute,
early indications are that most
advertisers’ network TV upfront
budgets will range trom flat to up
as thuch as § percent over last year.
Cumulatively across all ad cate-
gories, that could generate a 3 per-
cent to 4 percent increase, or about
$250 million, over last year’s broad-
cast network upfront total of $6.9
billion. While that is only about
half of the $500 million increase §
that some network sales executives
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Under mounting pressure from torelgn models, the Big Three

are projecting, it is well above the 5 domestic automakers may all boost their upfront TV spending.

tlat-to-slightly-down market that
many financial analysts are expecting.

Kaki Hinton, vp of advertising services
for Pfizer Consumer Group, said at the As-
sociation of National Advertisers’ Ad Forum
last week that the TV marketplace is “begin-
ning to rebound.” Brad Simmons, vp of me-
dia services for Unilever U.S., another large
national television advertiser, said that Uni-
lever considers last year’s decline in upfront
spending as a “correction” year.

Several other top advertisers, none of
whom would speak for attribution, said that
their broadcast uptront spending will be up
between 2 percent and 5 percent this year.
The upfront buying season is expected to
begin in late May.

A major factor in advertisers’ projected
uptick in upfront spending—despite contin-
ued sluggishness in the economy—is compe-
tition. There are highly competitive wars for
consumer dollars going on in several cate-
gories, and advertisers say they are not will-
ing to concede anything to their competi-
tors, including losing the battle to motivate
consumers via national TV advertising. “All
advertisers are watching their competitors
very carefully right now,” said an executive of
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one major TV advertiser.

One of the top battles is in the automotive
category, where foreign brands led by Toyota,
Volkswagen, Nissan, Honda, Mitsubishi,
Hyundai and Kia are spending at record levels
to wrest more market share from the U.S.’ Big
Three automakers. In the final four months of
2001 (the beginning of the current TV sea-
son), Toyota spent $119 million on network
TV, just $2 million less than Ford, according
to CMR. Volkswagen spent $106 million,
Nissan $99 million, and Kia added another
$33 million.

American carmakers are concerned about
offshore competitors’ rising ad-spending lev-
els. “Pressure from foreign brands is an im-
portant factor in determining what our up-
front budget will be this year,” said one Big
Three advertising executive. “Network tele-
vision has always been competitive for the
auto category and is getting even more so.”
While budgets will still be determined on a
brand-by-brand basis, the executive said that
his company’s broadcast upfront spending
will be up over last year,

A foreign-automaker marketing execu-
tive said that his company plans to spend at



least as much in the broadcast upfront as
last year, while increasing its 2003 budgets
in several other media.

The telecommunications category is still a
hotly competitive battleground. Even though
AT&T posted sizable first-quarter losses
overall, the company is still expected to spend
heavily in the upfront to keep pace with its
competitors in the long-distance business.

Also continuing full tilt are market-share
battles in soft drinks, beer, fast food, movies,
retail and credit cards—all of which are ex-
pected to contribute to the small bounce in
upfront spending this year. In the credit card
segment, for example, Capital One Financial
Corp. spent $53 million on network TV be-
tween September and January—just $1 mil-
lion less than MasterCard.

The pharmaceutical companies, which
seem to be heavying up in every broadcast
daypart these days, are feeling pressure to get
their brands established with the public, in
case pending legislation in Congress aimed

_at restricting direct-to-consumer drug ads
becomes a reality.

The motivation for pharmaceutical com-
panies to continue advertising on TV in a big
way is compelling. According to Daniel Jaffe,
executive vp of the Association of Natonal
Advertisers, 24 million Americans visited a
doctor last year after seeing a commercial
about a prescription drug.

In retail, Wal-Mart’s mounting TV expo-
sure is motivating competitors such as Sears
and Target to spend more, as well. An execu-
tve for one large national retail chain, allud-
ing to the prospect that Wal-Mart’s TV ads
might be luring away customers, said that
while his company’s overall 2003 ad budget
will be down, the cuts will not come in broad-
cast or cable TV, but on the print side. “We
will be looking to get efficiencies wherever
we can, but I certainly can’t foresee cutting
television advertising,” the executive said.

An executive of one major packaged-
goods advertiser said that national television
will still be a cumulative priority heading
into 2003. While brand-by-brand TV ads
could fluctuate, the executive said that his
company’s total TV spending will be at least
the same as it was last year.

Most advertisers are finalizing their up-
front budgets several weeks earlier than last
year, and most hope to have them ready and
turned over to their buying agencies by May
13, when the six major broadcast networks
will begin unveiling their prime-time pro-
gramming schedules for next season. If that
schedule is followed, upfront business could
begin to move several weeks earlier than its
delayed, mid-June start in 2001. [ |

| advertisers by 4 percent, from

Digesting RDA's Changes

Reiman acquisition, streamlining will improve results, GEO Ryder vows

MAGAZINES By Lisa Granatstein

ith all the right pieces in place at
Reader’s Digest Association, chair-
man/CEO Thomas Ryder believes
the company is now primed to
move past five quarters of disappointing re-
sults. The Pleasantville, N.Y.~based publisher
and direct-response company has embarked
on a transformative course in recent months,
snapping up Greendale, Wis.—based Reiman
Publications in March for $760 million and
boldly entering into a stock-swap deal last
month that ends the Wallace-Reader’s Digest
Funds’ control of the company.
“We are in the middle of the most action-
packed phase in the history of this company,”

Ryder said last week in a conference call. “We |

made these moves to produce
short-term and long-term im-
provements. Some actions were
to take out costs and improve
profitability...and still others
were growth initiatives to pro-
vide access to new customers.”
Much of that action has cen-
tered around the company’s
magazine-publishing arm. Ry-
der announced last week that
flagship Reader’s Digest will low-
er the circulation guaranteed to

12.5 million to 12 million, with
advertising rates falling by an
equal amount. Paid circulation
for RD in last year’s second half remained flat
at 12.57 million compared to the prior year,

Ryder, un the storm: Sunnier
days are ahead for RDA.

according to the Audit Bureau of Circulations. |

“The magazine will be more profitable if
permitted to establish a smaller rate base with
lower acquisition costs,” Ryder said. “We may
even reduce it further next year.”

While publishers often raise their subscrip-
tion prices to keep revenue steady following
rate base reductions, there is no imminent plan
to do so at Reader’s Digest. (The tite’s single-
copy cover price will rise with the May issue,
on newsstands this week, from $2.49 to $2.99.)

Reader’s Digest has already been making the
rounds to notify advertisers of the rate base cut,
which did not come as a surprise. “It’s too ex-
pensive to maintain [high] subscription levels,”
said Carol McDonald, OMD/USA print media
manager. “Everyone is looking at their bottom
line. [Reader’s Digest] is just trying to be smart.”

Though Reiman—a heavy direct-mailer

and publisher of about a dozen magazines, in-
cluding Light & Tasty and Birds & Blooms—is a
pricey acquisition, Ryder is bullish the invest-
ment will pay off. He projected that Reiman
will contribute more than $300 million in rev-
enue and upward of $70 million in cash flow
this fiscal year, based on the company’s perfor-
mance in 2001. With the phasing out of RDA
sweepstakes mailings for new subscribers by
next year (some longtime subscribers will con-
tinue to receive sweeps mailings), Reiman will
offer a fresh pool of potental subscribers.
Ryder noted that 64 percent of Reiman’s 32-
million—person database have never subscribed
to or bought Reader’s Digest.

And while the Reiman magazines do not
accept ads, Ryder said he sees a
number of synergistic ad oppor-
tunities with RDAS titles, which
in addition to RD include Armer-
ican  Woodworker. “Synergy
teams” from both companies
have met recently to explore
ways of using each other’s assets.

“While Reiman does not
take ads in the pages of the mag-
azines, it does do events, like
cooking schools and tours,”
Ryder said in an interview fol-
lowing the conference call. “I'd
be very surprised if we didn’
have Reader’s Digest involved in
sponsoring Reiman events.”

“It’s critical that {the Reiman deal] goes
well,” said Douglas Arthur, publishing analyst
at Morgan Stanley Dean Witter. The big ques-
tion, Arthur added, is “whether they can exe-
cute a smooth and seamless transition. And 1
think Tom is pretty good at that.”

All these changes come at a pivotal time for
the company, which has just empowered all of
its shareholders, converting RDAS stock to one
vote per share. “We had two major power
forces in the company—an independent board
of directors and a single entity that owned the
majority of stock,” Ryder explained. “People
were nervous about the potential for conflict,
and that is cleared up.” The CEO added that
he expects the company’s decision-making
process to be smoother and that the new
shareholder structure protects the company
even more from a potential takeover.

“As they say in Louisiana,” Ryder summed

up, “‘things are starting to get less worse.”” W
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MediaWire

sales, and Gary Montanus, formerly
senior vp of Disney Kids Network. Client
specialist vps Carrie Byrne and Andrew
Messina will report to Caruso, while vps
Tom Storrier and Catherine Suilivan will
report to Montanus.

The daypart strategists team, which
will report directly to Shaw, includes Max
Steelman, vp of news; Gail Sullivan,
senior vp of daytime; and Geri Wang,
senior vp of prime time. —John Consoli

Galavision Introduces
New Programming Slate

Galavision, the Spanish-language cable
network owned by Univision Communica-
tions, today will begin rolling out an en-
hanced programming lineup featuring
more sports, news, talk and variety.

The new schedule, said Univision
president/COO Ray Rodriguez, will be
coordinated with sister broadcast net-
works Univision and Telefutura to create
a different genre of choices in each day-
part to draw in new viewers.

Among the new programs: Primero
Noticias, a live morning news show fea-
turing Latin American news and sports;
a live variety show, Vida TV; and Por
Usted, which airs in the early evenings.
Galavision will also expand its weekend
children’s block, Galamiguitos. —JC

FCC Commissioners Tour
Tampa News Operations

Federal Communications Commission
members Kathleen Abernathy and Kevin
Martin last week toured Media General's
TV station and newspaper operations in
Tampa, Fla. The visit came as the FCC
is considering whether to retain a rute
that bars common ownership of a news-
paper and a broadcast TV outlet in the
same market. Richmond, Va.-based
Media General holds The Tampa Tribune
and NBC affiliate WFLA-TV under a
grandfathering exception.

The commissioners made the visit to
experience cross-ownership first-hand.
“There are certainly benefits for the
companies,” Abernathy said in a Tribune
interview. “Some of the trade-offs would
be: Does it in any way diminish competi-
tion?” The FCC may decide on the rule
by the end of the year. —Todd Shields

‘Gonsolidation Concerns

Senators puncture deregulatory mood with concerns on Comcast-AT&T deal

WASHINGTON By Todd Shields

he mood in Washington recently has

been decidedly deregulatory, with little

attention given to concerns about media

consolidation. But such worries stepped
into the spotlight last week as the Senate Judi-
ciary subcommittee on antitrust and competi-
tion issues turned its attentdon to the proposed
merger of cable giants Comcast Corp. and
AT&T Broadband.

As lawmakers prepared to question Com-
cast and AT&T executives at the April 23
hearing, Sen. Arlen Specter (R-Pa.) first
praised the home-state success story embod-
ied by Philadelphia—based Comcast founder
Ralph Roberts and his son, president Brian
Roberts. But soon a worrisome backdrop
emerged. “A number of us have wrestled...
with the gigantic concentrations” of compa-
nies, Specter told the Robertses. “And there’s
a sense of unease.”

The warning, echoed by senators of both
parties, may signal a change on Capitol Hill.
Congress has hardly reacted as federal courts
chip away at media ownership restrictions, and
as companices race to get bigger. Now, fear of
the resulting behemoths may spur legislators
to act. The irritant of annual cable price hikes
adds to legislative anxiety. “This trend toward
further media consolidation is troubling,” Sen.
Mike DeWine (Ohio), like Specter a pro-busi-
ness Republican, said at last week’s hearing. He
called upon the Federal Communications
Commission to buttress the crumbling frame-
work of media ownership restrictions, and to

4 Kohl: “frightened” by a merged Comcast/AT&T

defend the embattled national cap on cable
ownership. “If they can’t do it, the Congress
will need to take a look at it,” DeWine said.
Senators conceded they have little leeway to
stop the merger, which awaits approval from
antitrust regulators and the FCC. The com-
bined company would have more than 22 mil-
lion customers, making it by far the countrys
largest cable operator. AT&T chief C. Michael
Armstrong told senators the combination
would bring “more voice, data and digital video
services to more Americans, more quickly.”
Senators focused on concerns. “We can’t
ignore the potential for a company as big as
AT&T/Comcast to throw its weight around,”
said Sen. Herb Kohl (D-Wis.), the antitrust
chair. “We should be frightened.” Kohl asked
whether a merger could slow cable rate hikes.
Others suggested the combined company
could bully independent programmers that
need its huge customer base or restrict In-
ternet service providers. |

Ready for Prime Time

Several helow-the-litie movie actors are hoping for gigs on fall TV shows

TV PROGRAMMING By Alan James Frutkin

hile broadcasters have steered clear
of A-list star vehicles for the fall,
they still have managed to cast a
wide array of top talent in their
pilots. And those casting decisions could raise
the caliber of acting on television next season.

Among the actors featured at ABC are John
Ritter in & Sinsple Rules and Robert Sean Leon-
ard in The Corsairs. CBS landed Andie Mac-
Dowell in Jo, Helen Mirren in Georgetown and
Mia Farrow in Fulie Lydecker. At Fox, James

6 MEDIAWEEK April 29, 2002 www.mediaweek.com

Caan and Jill Clayburgh are featured in the
still untided comedy from Roseanne producer
Eric Gilliland, while Carol Kane and Randy
Quaid were cast in The Grubbs. Suzanne Ple-
shette appears in NBC's Good Morning, Miami,
and Jeff Goldblum stars in the network’s War
Stories. Treat Williams heads up the WB’s
Everwood, and Forest Whitaker hosts UPN’s
Twilight Zone.

For actors like Goldblum and MacDowell,
who have built their reputations in feature



“The Difference
Between The Ordinary

and Extraordinary is
hat Little Extra.”
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Daity Offers Several
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are tight. Our affordable frequency

today, the IBD reader is a smart,
sophisticated purchaser.

Remarkable Demographics — that give you that
Extra Hit into reaching a very select and elite audience. IBD
readers are affluent, savvy and self-directed. They’re successful
individuals with influential corporate positions, active lifestyles, a
strong interest in technology and substantial investment portfolios.
In fact, over 33% of IBD readers are C-Level executives.*

keeps the advertiser plugged into a
virtually untapped, unduplicated
audience without compromising the rest of their plan. It’s simple—
with IBD you pay less and reach more!
All of this adds up to Extraordinary ROI for advertisers. It’s
GUARANTEED, or we’ll run your ad for free! Call us today for
more information.

* MRI Custom Subscriber Study 2000

For more information on advertising opportunities, call us ot (800) 882-8929 or visit www.ibdadvertising.com today.
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films, transitioning to televi-
sion is a process often borne
out of necessity. “Movie stu-
dios are looking for people to
open a film, and a lot of these
actors arc feeling stymied be-
cause they are not getting lead
roles,” said Marc Hirsch-
feld, executive vp of casting
for NBC.

Name talent can help
guarantee initial ssampling. “There’s no ques-
tion that it’s difficult to bring audiences to a
new show,” said Marcia Shulman, executive
vp of casting for Fox Broadcasting. “The fact
that there’s a familiar face definitely enhances
a program’s visibility.”

But following the failure of ABCs The
Geena Davis Show, CBS’ Bette (Bette Midler),
and Fox’s Normal, Obio John Goodman), the
networks aren't reaching for the top talent

CHRIS HASTON/NBC

valf i ;
Jeff Goldblum stars (with Lake
Bell) in NBC’s pilot War Stories.

tier. “Stars don’t make shows,
shows make stars,” said Steve
Sternberg, senior vp/director
of audience analysis at Mag-
na Global USA. “A star can
cut through the clutter, but if
the show isn’t good, the audi-
ence won’t stick around.”
High-profile series like Berte
also have a level of talent
compensation that broadcast-
ers may no longer be able to afford. “The
networks need to show an economy of scale,
and these aren’t players who command major
salaries,” said Shari Anne Brill, vp/director of
programming services at Carat.

What they do command is credibility, but
Fox’s Shulman questions whether acting
chops ultimately can translate to ratings. “I'd
like to say that acting is everything. But it’s
not,” she said. “The script is everything.” W

TBS Goes to the Movies

Turner's $1 billion program budget to pump up originals, acquisitions in ‘03

CABLE TV By Megan Larson

Ithough TBS Superstation would rather

not be compared to its sister Turner

cable network, it can’t ignore the fact

that TNT% “We Know Drama” cam-
paign has clicked with consumers while TBS’
identity has long remained undefined.

But the granddaddy of ad-supported cable
networks,which saw its houschold delivery in
prime time fall 10 percent in the first quarter,
is now returning to its roots as an indepen-
dent TV station, supported by a whopping $1
billion allocated to TBS and TNT% pro-
gramming budgets for 2003.

“TBS is still the closest approximation of
what used to be called an independent chan-
nel and serves as a destination for male chan-
nel surfers,” said John Rash, chief broadcast
negotiator for Campbell Mithun.

Last week at an upfront presentation to ad-
vertisers in New York, TBS also announced a
new programming lineup beginning in Sep-
tember anchored by Friends, Home Inprove-
ment, Seinfeld and The Drew Carey Show in the
fringe hours, followed by original movies,
movie showcases and sports in prime.

“They have some really recognizable ti-
tles there, and anytime you have a collec-
tion of assets like that it’'s impressive,” said
Mel Berning, president of U.S. broadcast
for Mediavest.

“TBS is for the first time riding comfort-

JAN THLIS

ably in its jeans,” said Brad Siegel, president
of Turner Entertainment Networks. “We’re
not trying to focus on a type of programming;
i's a TV network for mainstream America.”

Buyers say they still sce value in a fully

| distributed entertainment network like TBS.
The service has 87 million subscribers.
Spurred by the success of the Dinner and a
Movie franchise, TBS has created four addi-
tional movie showcases. The Movie Break,
How Stuff Works, Movie & Makeover and The
Man Made Movie: The College Years will launch
| in the third and fourth quarters this year.

In addition, TBS announced three high-
| concept original movies: First Shot (the presi-
| dent is hunted by a rogue militia group),

Christmas Rush (a Yule-time shopping-mall
heist) and Atomic Twister (a tornado threatens
| a nuclear reactor), which debuts June 9. ®
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Tribune Seeking More
Deals in Top 40 Markets

BY KATY BACHMAN

ne sure sign that the TV economy
might be turning around is the re-
cent spate of station acquisitions.
Tribune Broadcasting Co., declar-
ing itself a consolidator, last week
said it would plunk down $125 mil-
lion for WTTV, Sinclair Broadcast
Group’s WB affiliate in Indianapolis. When
the deal closes in the third or fourth quarter,

‘Tribune will own 24 stations, including

duopolies in four markets.

have some stations that might be a good fit for |

Tribune. At a recent investor conference, Ac-
me disclosed it had received an offer for one of
its two larger-market statons, either KPLR-
TV, its WB affiliate in St. Louis, or KWBP-
TV, its WB affiliate in Portland, Ore.

“We do have a balance sheet that needs

some attention; whether we sell assets, raise |

equity or refinance debt, something has to
happen,” said Tom Allen, CFO for Acme. “We
are open to sales that might include cash plus

“For a long time, there was a huge gap ! a swap, if it helps us create a duopoly.” The

TRIBUNE’S NEW INDIANAPOLIS DUOPOLY

STATION 1 AFFILIATION ’ 2001 REVENUE ‘ MARKET RANK I AVE. RATING/SHARE* | RANK
WXIN | Fox | $28.4 milion | ath | 307 | 4th
WTTV | we | $22.8 milion | 5th | 1.6/4 | 5th
"HOUSEHOLDS, SIGN-ON-TO-5IGN-OFF, FEBRUARY 2002

SOURCES: BIA FINANGIAL NETWORK, NIELSEN MEDIA RESEARCH

between sellers’ and buyers’ expectations. |

Now you're seeing more realistic expecta-
tions,” said Pat Mullen, Tribune president.
As the fifth-largest TV group and the largest
group not owned by a network, Tribune is on
the lookout for more buying opportunities.

“Our objectives are to expand our nation-
al footprint in TV markets up to the 30th- or
40th-largest, and any place where we current-
ly have a station to create a duopoly,” Mullen
said. Tribune would like to expand to San
Francisco and Detroit, two top 10 TV mar-
kets in which it doesn’t own stations.

That could be solved quickly with a deal
with Granite Broadcasting. After agreeing to
sell KNTV, its NBC affiliate in San Francisco,
to NBC for $267 million, Granite was left with
WB affiliate KBWB. In a March conference
call with investors, Don Cornwell, Granite
CEQ, said that the station was for sale. And
last October, the company put WDWB-TV,
its WRB affiliate in Detroit, on the block.

Acme Communications and Sinclair also |

dilemma for Acme is that KPLR accounts for
about half the company’ revenue and practi-
cally all of its earnings, so parting with that sta-
ton could be a tough call. Tribune ostensibly
would have a lot of buyer competition from
Belo, Gannett and even Sinclair.

Sinclair, which late last year said it would
hone its portfolio, has at least five WB affili-
ates that fit Tribune’s growth strategy, in Min-
neapolis; Tampa, Fla.; Kansas City; Cincin-
nati; and Norfolk, Va. All would be new mar-
kets for Tribune, which would probably face
a bidding war with TV owners already in
those markets hungry for duopolies. In Cin-
cinnati, for example, Tribune could find itself
bidding against Clear Channel, Hearst-Ar-
gyle and Scripps.

Although Sinclair has been seen as mostly a
seller, it recently filed a $350 million mula-
purpose security offering to give it access to
cash for a variety of purposes, including possi-
bly buying a station to create duopolies.

“No one is talking to groups more than

OUTDOOR

I MAGAZINE

Sinclair,” said Chris Ensley, an analyst with
Bear Stearns. “It probably sees all the possi-
bilides out there.”

With a 25 percent equity stake in the WB
network, Tribune is presumed by most to be
looking only for WB or Fox affiliates, based

on the demographic similarities of the audi-

ence target and the ability to swap syndicat-

| ed programming. But Mullen said other du-

opolies are equally attractve. “Companies
such as Belo and Hearst have proven that a
WB with a large network affiliate is also a
compelling model because you get the news
synergies,” he said.

The biggest play for Tribune—creating
more local media clusters like it has in Chi-
cago and Los Angeles—is a more elusive
goal. “With what we’ve seen from recent
[court] cases, that gives us great encourage-
ment,” said Mullen. But not enough to go
shopping. “Right now we’ll concentrate on
where deals are getting done.”

ORLANDO, FLA. TV STATIONS

Jordan Returns to WFTV

Cox Broadcasting last week turned to a for-
mer news director of WEFTV-TV, its once-
mighty ABC affiliate in Orlando, Fla., to help
reverse the ratings slide the outlet has suf-
fered over the past several years.

Bob Jordan returned to the staton to re-
place outgoing news director Lyn Tolan.
Jordan first joined WEFTV in 1976 as news
director when it was third in a three-way race.
Within a year, WFTV shot to No. 1, a spot it
held until recently. NBC affiliate WESH now
bests WFTV in the 11 p.m. and early a.m.
news races. While WFTV still leads the news
race at 5, 5:30 and 6 p.m, Jordan is joining a
station that has seen its 11 p.m. local news rat-
ings erode by 40 percent over the past five
years. It has also gone through five news
directors in the past six years. Rich Melin, vp,
media at Orlando agency Cramer-Krasselt,
said WFTV% reliance on crime stories has
drawn older demos to its newscasts.

Jordan’s first WFTV tour ended in 1982,
and he returned from 1984 to 1986. Until last
week, Jordan was the vp and general manager
of WPTYV, the NBC affiliate in West Palm
Beach, Fla. “This is a station that is in a more
competitive situation, and [the competition]
comes at a time when [WETV] doesn’t get the
assistance from the network that it has had in
the past,” said Jordan. —Frank Saxe
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BY DAVIS HUDSON

Mile-high contrasts: Downtown Denver features pafks, skyscrapers and a

Denver

T . én

Rocky Mountain backdrop.

THE MOST TITILLATING MEDIA STORY TO SHAKE UP DENVER RECENTLY WAS A DEAL
that made two former archrival newspapers bosom buddies—at least
from an advertising, marketing and circulation standpoint. The market's
two dominant dailies, The Denver Post, majority owned by MediaNews

Group of Denver (Media General of Rich-
mond, Va., has a 20 percent stake in the
paper), and the Rocky Mountain News, owned
by Cincinnati-based E.W. Scripps, entered
into a joint operating agreement that began
Jan. 22, 2001. With the nation’s highest
newspaper penetration per household, there
was plenty of speculation on the merits of the
JOA and its impact on the mile-high city.
While subscription and advertising rates
have gone up since its inception, a representa-
tive of the Denver Newspaper
Agency says the JOA has been suc-
cessful by all accounts. (The agency
was created to handle the merged

|
|

advertising rivals ended. The papers have also
seen a 60 percent increase in the number of
contract advertisers they had prior to the JOA,
according to the agency rep. “At a difficult
time in the newspaper economy, it has really
paid off,” says John Temple, editor, president
and publisher of Rocky Mountain News.

For the six months ended Sept. 30, 2001,
the Post had a daily circulation of 305,929
(Monday-Thursday) and 350,724 on Fridays.
The News had a daily circ for the same period

NIELSEN MONITOR-PLUS
AD SPENDING BY MEDIA / DENVER

Jan.-Dec. 1999

business functions of the two

papers.) At the time the JOA was Local Newspaper $536,322,420

formed, the News was losing money Spot TV . $339,158,777

while the Post was showing a profit. Local Magazine $6,840,447

The papers have not seen the adver- Outdoor $4,191,061
Total $886,507,705

tiser flight some had predicted once
the deep discounting of the former

Source: Nielsen Monitor-Pius
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| of 309,938 (Monday-Thursday) and 374,893
on Fridays. Having switched to a combined
weekend publicaton Saturdays and Sundays,
the two papers had a combined Sunday circu-
lation of 801,315 for the period. “We had a
strategic plan to manage down circulation be-
cause of the significant [reader] duplication”
on weekends, the agency representative says.

The News produces the combined Sat-
urday edition, while the Post produces the
combined Sunday paper. So far, the com-
bined weekend papers have drawn the most
flak from readers. With the JOA, the News,
which had been tabloid size, became a 358-
inch broadsheet, which felt “very unwieldy to
people,” says Temple.

In response, the two papers now have three
presses printing at a 50-inch web width (the
Post had already been printing at 50 inches
Monday-Friday). The narrower width has ap-
peased some readers and also provides cost
savings, says Temple. The combined Saturday
paper is now much bigger than either pub-
lished before the JOA.

On the editorial side, the News hired lawyer
| and author Dave Kopel and Greg Dobbs, a
former network TV correspondent, radio talk-
show host and journalism professor at the
University of Colorado, to pen a column cal-
led “Talk Back to the Media.” Kopel and
Dobbs trade barbs on alternate weeks as they
critique the local media, including the News.

Besides the Post, EW. Scripps also owns

the Daily Camera in nearby Boulder, Colo.,
’ (caily circ 33,718, Sunday 41,429). Other

print media include The Denver Business fouy-
| nal, part of the American City Business Jour-
nals family. The Business Journal claims a paid
circ of 15,500 and publishes Fridays.

The Denver television market ranks 18th
in the nation with 1.4 million TV households.
| Gannett Broadcasting’s NBC affiliate KUSA is

the dominant local news station overall. “Our
l morning share is the highest of any stadon
in the top 30 markets,” says Roger Ogden,
KUSA president/general man-
ager. “The same is true of our

late news.”
KUSA has been fairly sta-

Jan.-Dec. 2000 ble in its local newscasts but

$427,213,908 got a big boost from the
$371,761,230 Olympies during the February
$3,777,260 sweeps. In the fall, KUSA will
$4,139,225 move Days of Our Lives from 3
$806,891,623 i

p.m.—where it has run for the
past 20 years—to 1 p.m. in
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order to make room for double-runs of Fudge
Judy, which will air from 3 to 4 p.m. Fudge Fudy
currently airs at 6 p.m. on UPN affiliate
KTVD, which is owned by Channel 20 TV, a
division of privately held Newsweb Broadcast-
ing. KUSA also has a joint sales agreement
with Paxson-owned KPXC-TV.

While KUSA is the market’s leading news
station overall and in key demographics, the
staton does not win every news race. CBS-
owned KCNC won the midday and 4 p.m.
news races in Nielsen’s February book. KCNC
and KUSA are the only two stations that com-
pete at 4 p.m. with newscasts. KCNC won that
time period in households with a 5.4/13 to
KUSAs 4.7/11. KCNC also beefed up its in-
vestigative reporting unit last fall, adding a
producer and photographer to the team.

In September, KCNC will also change its
3 p.m. time slot when it replaces the departing
Rosie O'Donnell Show with The Dr. Phil Show.
“We obviously have high expectations with Dr:
Phil,” says Marv Rockford, KCNC vp/gm.
I'he station also revamped its Web site
(news4colorado.com) to include more news
and weather information, Rockford adds.

KMGH-TV, McGraw-Hill Broadcasting’s
ABC affiliate, just edged out KCNC at
6 p.m. in the February book, and the two sta-
tons are also neck-and-neck in key demos.
KMGH last month replaced 7o Té// the Truth
at 3 p.m. with Aecess Hollywood. The station
also plans to air Who Wants to Be a Millionaire
in syndication at 3 p.m. in September. KMGH
executives could not be reached for comment.

Tribune Broadcastings WB  affiliate
KWGN, which launched 50 years ago as
Denver’s first independent TV station, has had
a 9 p.m. newscast for most of its existence. The
station has experienced growth with its mom-
ing news, which was recognized with a region-
al Emmy award for best local morning news-
cast in 2001. Its 2-year-old 6-9 a.m. news show
last year was split into three separate hour-
long newscasts. The schedule change aimed to
make it easier to sell each news hour to adver-
tisers, station executves say.

KWGN hired new morning anchor Tom

Green last November. Green had previously |

worked at KUSA and, most recently, at
KMGH as its sports anchor. Last May,
KWGN tapped Dave Fraser as its new chief
meteorologist. Fraser had been at Fox affiliate
WXIX-TV in Cincinnat. Recenty, the sta-
don brought Chris Riva on board as its new
sports anchor. Riva joined KWGN from NBC
outlet WGBA-TV in Green Bay, Wis., where
he was sports director and main anchor.

RADIO LISTENERSHIP /| DENVER

Avg. Qtr.-Hour Share

Morning  Evening
STATION FORMAT Drive, 12+ Drive, 12+
KOA-AM News/Talk/Sports 8.2 45
KYGO-FM Country 7.4 7.7
KRFX-FM Classic Rock 6.0 44
KBCO-FM Alternative 5.7 7.1
KXKL-FM QOldies 48 43
KOSI-FM Aduit Contemporary 45 49
KHOW-AM Talk 44 2.0
KQKS-FM Rhythmic Contemporary Hit Radio 40 5.4
KIMN-FM Lite Adult Contemporary 3.7 31
KEZW-AM Big Band/Nostalgia 3.6 29
Source: Arbitron, Dec.-Jan.-Feb. 2002 Arbitrends
Daily Sunday Daily Market  Sunday Market
Circulation  Circulation Penetration Penetration
Denver County: 252,897 Households
Rocky Mountain News 95,989 116,614 38.0% 46.1%
Denver Post 81,919 104,527 32.4% 41.3%
Jefferson County: 214,220 Households
Rocky Mountain News 87,084 106,752 40.7% 49.8%
Denver Post 71,055 96,386 33.2% 45.0%
Arapahoe County: 208,262 Households
Rocky Mountain News 75,687 94,754 36.3% 455%
Denver Post 68,812 89,720 33.0% 43.1%
Adams County: 139,133 Households
Rocky Mountain News 56,923 69,257 40.9% 49.8%
Denver Post 28,032 34,054 20.1% 24.5%
Boulder County: 120,591 Households
The (Boulder) Daily Camera 33,482 40,226 27.8% 33.4%
Denver Post 24,752 34,037 20.5% 28.2%
Rocky Mountain News 21,726 26,500, 18.0% 22.0%
Longmont Daily Times-Call 18,490 20,349 15.3% 16.9%
Douglas County: 67,962 Households
Denver Post 26,663 33,475 39.2% 49:3%
Rocky Mountain News 23,178 27,747 34.1% 40.8%
Source: Audit Bureau of Circulations
Avg. Qtr.-Hour Revenue Share of
OWNER STATIONS Share (in miltions) Total
Clear Channel Comm. 3 AM, 5 FM 324 $83.7 45.1%
Jefferson Pilot Comm. 2 AM, 3 FM 16.6 $33.5 18.0%
Tribune Broadcasting 1AM, 2 FM 11.0 $21.3 11.5%
Infinity Broadcasting 3 FM 10.1 $19.3 10.4%
Entravision Communications 1AM, 2 FM 59 $5.4 2.9%
Salem Communications 1AM, 1 FM 1.2 $2.9 1.6%
Entercom 1 FM 29 $9.7 5.2%

Includes only stations with significant registration in Arbitron diary returns and licensed in Denver-Boulder or immediate area.
Ratings from Arbitron Fall 2001 book; revenue and owner information provided by BIA Financial Network.

In late news, KWGN has suffered against
upstart news competitor KDVR, Fox Televis-
ion’s Denver O&O. In the February sweeps,
KWGN pulled a 2.9 ratng/5 share in house-
holds, while KDVR earned a 5.1/8 (see Nielsen
chart on page 16). “It’s a batde every single
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night,” says KWGN vp/gm Derek Dalton.
KWGN is also the home of Major League
Baseball’s Colorado Rockies. The station will
carry 75 games this season, the final year of a
five-year deal. In syndicaton, KWGN will
pick up Wil & Grace and a double-run of
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ONLY TV’S #1 BRAND COULD THINK

THIS

THIS YEAR, THE DISCOVERY CHANNEL HAS MORE POWER THAN EVER.

TITANIC THINKING: Only Discovery could take Director James Cameron back to
the ocean to unlock the secrets of the legendary Bismarck.

# GLOBAL THINKING: Bringing clarity to the big picture, Discovery teams up with
Thomas Friedman, three-time Pulitzer prize-winning New York Times
journalist, for an in-depth series on today's global conflicts.

# PROVEN THINKING: Discovery and the BBC put their heads together again for four
new awe-inspiring specials this season, including Walking with Cavemen.

& NEW THINKING: Big ideas are headed your way with six brand-new series, including
Hi-Tech History, Monster Garage and Life Camera Action!

* INSPIRED THINKING: Discovery Channel Quest has officially been launched! This
initiative will fund new scientific breakthroughs—and new blockbuster television.

THERE'S NEVER BEEN A BETTER TIME TO DISCOVER THE DIFFERENCE.

For more information contact your Discovery Net { ﬂ_‘ .
Sqles Representative or log on t&adsp v.er,y‘com
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NIELSEN RATINGS / DENVER

EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

Time Network Station Rating Share
Everybody Loves Raymond in the fall. 42400 $BP A D L
KTVD is in its final year of a three-year cBs KCNC 5 13
deal to carry 20 Colorado Avalanche National r\éBC }:([l)JVS:- gg 1;
Hockey League games per season. “This is a ~ % : i
. UPN KTVD 2.5 6
big hockey town,” says Greg Armstrong, WB KWGN* 17 4
KTVD gm. During the final two games of the Univision KCEC* 0.8 2
Avalanche’s second-round playoff appearance Pax KPXC* 0.5 1
last year, the station averaged a whopping 4:30-5 p.m. ABC KMGH* 5.9 14
19.3/31 household rating/share, Armstrong CcBs KCNC 54 13
says. The Avalanche went on to win the NBC KUSA 4.7 L
Stanley Cup Championship. Fox KDVR: S "
Starting this fall, KTVD will add a double- L\’A’/’g‘ S/‘é?\j fg 2
run of both That 705 Show and Dhurma & i = :
. ! Univision KCEC 0.8 2
Greg. Armstrqng silys adding off-net syndicat- | Pax KPXC* 0.3 1
ed programming “will allow us to go head-to- 5-5:30 p.m. NBC KUSA : 8.6 18
head with WB and Fox.” KDVR already car- ABC KMGH 59 12
ries King of the Hill, The Simpsons and Seinfeld | CBS KCNC 5.6 12
in syndication. KWGN? strongest syndie Fox KDVR* 5.6 12
shows are Friends, which double-runs at 6 and UPN - KTVD" 2.7 6
10:30 p.m., and Everybody Loves Raymond, wB KWGN* 2.1 4
which started its run on the station last fall. Un;;/ision ;&%C. :)g 3
The market also has two Spanish-lan- 2 .
guage stations vying for Denverg Hispanic SR REE il o e
CBS KCNC 51 9

community, which makes up 13 percent of
the city’s total population. KCEC, the Late News -

Entravision Communications-owned Univis- 9-10 p.m. Fox KDVE 51 8
ion affiliate, welcomed sist.er station KTFD, 10-10:30 p.m. r\\:\é% T(Vl\jg;j 122 22
the new TelefuturnA Spamsh—langungel net- CBS KCNG 8.0 15
work in the market, in January. Yrma Rico is WB KWGN* 5.0 10
gm of both KTFD and KCEC. ABC KMGH 5.0 9

While KTFD does not have local news, Fox KDVR* 3.1 6
KCEC has produced local news for eight UPN KTVD* 2.0 4
vears. The station has live news weekdays at Univision KCEC 1.0 2
5 p.m. and 10 p.m. Sara Suarez, the former co- Pax KPXC* 0.8 1

anchor for the past seven years, left the station
in February. She was replaced by Adriana Rod-

*Nor~news programming. Includes post-Olympics newscasts. Source: Nlelsen Media Research, February 2002
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To advertise, call Bob Ross, Advertising Manager, at 312.750.4015.

THE WALL STREET JOURNAL SUNDAY.

Sources: ABC Statements, average combined circulation, 3/01, 9/01; Publisher's internal records
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riguez, KCEC% former weatherperson. The
station hired Sergio Schwartz, former weath-
erman at KINT-TV, the Univision station in
El Paso, Texas, as its new weatherman. Rico
says she plans to start doing three-minute
news capsules at 7:55 am. on KTFD some-
time before the end of the second quarter.

KMAS-TV, like other Telemundo owned-
and-operated stations across the country,
joined the Peacock network when NBC final-
ized its purchase of Telemundo two weeks
ago. “We are thrilled to be a part of the NBC
family,” says Clara Rivas, KMAS gm. The sta-
tion’s entry into the local news race this past
January with § and 10 p.m. newscasts has been
put on hold “indefinitely,” says Rivas, noting
that those plans existed before Sept. 11 and
NBC’s acquisition of Telemundo. KMAS does
not subscribe to Nielsen ratings.

Cable penetration in Denver is about 58
percent, well below the national average of 69
percent for the top 50 markets, according to
Scarborough Research. However, about 20
percent of Denver-area residents subscribe to
satellite TV service, exceeding the national
average of 15 percent. It’s quite ironic consid-
ering Denver was home to the headquarters
of many cable companies in the 1980s.
AT&T Broadband, which is being acquired
by Comcast, is the leading cable company in
the market.

The 22nd-ranked Denver-Boulder radio
market has more radio broadcasters than most
markets. Seven primary radio groups split
nearly 95 percent of the ad revenue, compared
to some markets, where just three or four
companies pocket most of the ad dollars. Sdll,
while the market does have more players in the
mix, Clear Channel Communications controls
the biggest chunk by far—about 45 percent—
thanks to grandfather laws that allow it to own
eight stations in the market. Those eight sta-
tions generated an estimated $83.7 million in
billings last year, according to BIA Financial
Netwwork (see Rudio Ownership chart on page 14).

CC owns Denver’s dominant station,
News/Talk/Sports powerhouse KOA-AM,
which alone generated an estimated $29 mil-
lion in billings, according to BIA. Among
several changes to its other stations, CC
switched its Jazz stadon KFMD to Con-
temporary Hit Radio and added syndicated
sports host Jim Rome to its Sports/Talk out-
let KKZN-AM. Rome had been on Jefferson
Pilot-owned rival KKFN-AM.

Jefferson Pilot is the next closest competi-
tor to Clear Channel in Denver, with five out-
lets that pulled in a collecdve $33.5 million,

\
i SCARBOROUGH PROFILE

Comparison of Denver
TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHI $75,000+

College Graduate

Any Postgraduéte, Work
Professional/Managerial
African Anierican
Hispanic

MED!A USAGE - AVERAGE AUDIENCES*

Read Any Daily Newspaper
Read Any Sunday Newspaper
Total Radio Morning Drive M-F
Total Radio Evening Drive M-F
Total TV Early Evening M-F
Total TV Prime Time M-Sun
Total Cable Prime Time M-Sun

MEDIA USAGE - CUME AUDIENCES**
Read Any Daily Newspaper

Read Any Sunday Newspaper
Total.Radio Morning Drive M-F

Total Radio Evening Dnve M-F

Total TV Early Evening M-F

Total TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE - OTHER
Access Internet/ WWW

HOME TECHNOLOGY
Own a Personal Computer
Purchase Using Internet
Connected to Cable
\ Connected to Satellite/Microwave Dish

Top 50 Market Denver Denver
Average % Composition % Index
31 32 103
41 45 110
28 23 82
28 29 102
12 15 125
11 13 124
23 27 116
13 5 36
13 13 102
56 60 108
64 64 100
22 21 95
18 17 93
29 28 96
38 37 a7
13 11 82
74 78 105
77 76 a8
75 75 100
73 73 99
71 64 a0
91 90 a9
59 53 91
62 68 110
68 75 109
37 42 113
69 58 85
15 20 135

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

‘ of all viewers within a specific daypart for TV and cable.

Source: 2001 Scarborough Ressarch Top 50 Market Report {August 2000-September 2001)

BIA estimates, giving it an 18 percent slice of
the market. Tiibune Broadcasting (11.5 per-
cent) and Infinity Broadcasting (10.4 percent)
are a close third and fourth.

The newest player in the Denver-Boulder
market is Entercom, which recently pur-
chased one of two stations being sold by
‘ Emmis Communications (KALC-I'M, a Hot

Adult Contemporary station, and ’80s Hits
| KXPK-FM). The sale of both statons was
announced in March. Entercom scooped up
KALC and plans to leave the station’s call let-
ters and format alone. Entravision Commun-
ications is expected to purchase KXPK “The
. Peak” this montb and flip it to a Spanish-lan-
guage format via satellite feed. In 2000,
Entravision launched Spanish/Mexican-for-
matted station KMXA-AM and KJMN-FM,

the market’s first FM Spanish outlet.

The 13-year-old, independently owned
KDKO-AM is the only Urban station in Den-
ver serving the market’s African American
community (which makes up 5 percent of
Denver’s population), but not for long. The
station’s owner, Jim “Daddio” Walker, recent-
ly sold the station to a group of investors who
plan to flip the station’s format to Talk.

Outdoor advertising in the market is dom-
inated by Infinity Outdoor, which offers
about 200 14-by-48 faces, 650 30-sheets, 200
bus shelter faces, and about 3,800 bus bench-
es, along with about 50 odd-sized boards and
some mall kiosks. Lamar Advertising controls
the city bus advertising and offers 14-by-48
bulletins. Denver-based Mile High Outdoor
also offers 14-by-48 bulletins, u
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" BY LONNY STRUM

The Gookie-Cutter Formula

Lack of creativity has hurt radio more than the downturn

A COUPLE OF YEARS AGO, THE RADIO BUSINESS WAS AWASH IN MONEY. MAJOR-MARKET
stations were showing double-digit-percentage revenue increases, and
many were achieving sales growth of 20, 30, even 40 percent. Radio
groups, which paid aggressive multiples—15 to 20 times cash flow—

to acquire stations in the late 1990s, felt those
multiples were good value because tremendous
revenue growth created the cash flow to satisfy
the debt service. Every salesperson, sales man-
ager and general manger was a genius.

Eighteen months later, it’s hard to remem-
ber how good it was. How could everyone
have gone from genius to dummy in less than
two years? Truth is, few were geniuses when
sales were skyrocketing, and few are dummies
now that the bottom has fallen out. There are
lessons in the tremendous softening of the
radio marketplace worth understanding, and
there are issues far beyond the obvious ones
that need addressing.

First, what happened? History now tells us
that the initial reason was the rapid demise of
the flash-in-the-pan dot-com category. It’s now
also old news that the current recession, which
began in late 2000 in the radio business, deeply
hurt radio sales as well as other media. And
while the recession does not appear to be wors-
ening, there are really only soft signs, at best, of
a brighter short-term future.

But what’s important to understand is that
the issues facing the radio industry today are

far more profound than the demise of the dot-
coms and the current recession. In fact, the key
issues are merely being masked by the current
weak economy. The problem in a nutshell is
that radio programming for the most part has
gotten boring and stale. The sameness of for-
mats within a market ultimately yields a less-
than-stellar product and creates a medium that
Is not as attractive to advertsers. The passion
for radio is fading among listeners, and I be-
licve that lack of passion leads to advertising
that is not received with the same degree of
effectiveness. How many formats are really
necessary that play a big dose of music from
the ’80s? In my home market, Philadelphia,
for example, there are now four stations that
heavily or exclusively focus their playlists on
’80s music, resulting in far too much John
Mellencamp (pre- and post-Cougar).

How did this happen? Three key reasons:

1. The consolidation of the radio industry,
driven by the 1996 Telecommunications Act,
resulted in a tremendous number of station
acquisitions by large radio groups at obscene
financial multiples (see above). The result?
Conservative programming, which creates

formats that all sound alike. Who wants to
risk a radical new format with heavy debt ser-
vice to pay?

2. A corollary of reason No. 1 is the influ-
ence of radio consultants who work for these
radio groups, who recommend the same songs
market-to-market, staton-to-station. Journey
and .38 Special weren’t that good the first ime
around, yet they are the meat and potatoes of
innocuous "80s music formats.

3. Most current music is derivative.
Perhaps I'm showing my age by saying music
was more innovative and fresh in the ’60s and
early '70s, but it was. Today there are interest-
ing songs, but fewer bands. And that makes
much of today’s current music less exciting.
Ultimately, this translates into less exciting
music-based radio.

The traditional radio industry also has
reason to be concerned that the introduction
of satellite radio—XM and Sirius—will, over
time, cut into automobile radio listening, par-
ticularly among the more bland, music-driv-
en formats.

So even though the Buggles sang “Video
Killed the Radio Star,” radio stll survived and
thrived. So, too, will the industry probably
make it through its current funk. The radio
business has always rewarded talent and cre-
aavity. The smartest, sharpest and most cre-
ative are always ultimately the most successful.
Let’s hope they help lead the industry to future
success and out of its current malaise. n

Lonny Strum is managing divector of Strum
Consulting Group, a stravegic marketing firm
based in Voorbees, NJ. He can be reached by e-
mail at lonstrum@strumconsulting.com.

LETTER TO THE EDITOR

Newsday: Still Alive and Well in New York City

read with surprise and disappointment the Media Person col-

with more than 105,000 circulation in the city daily and more

Iumn on the New York Sun's debut (Mediaweek, April 22), in
which you state that "New York already has three papers” and
report Newsday's actions after the closing of New York Newsday
as "skulking morosely back to Long Island with its business
plans and market-research studies in tatters.”

Nothing could be further from the truth. In fact, New York
already had four daily newspapers before the arrival of the Sun
because Newsday never left New York City. In fact, this month
Newsday celebrated the 25th anniversary of its New York City edi-
tion, which existed before the launchof New York Newsday in
1985 and continued after that edition was closed in 1995.

The recently released ABC circulation figures show Newsday
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than 116,000 on weekends, both of which reflect increases over
the same period last year. The Sun, as you know, had an initial
press run of 75,000. In Queens, where Newsday is the strongest,
it is second only to the Daily News in circulation and is far ahead
of the Times and the Post.

| would appreciate any future articles on New York City news-
papers refiecting the fact that Newsday New York City is alive and
well and growing in circulation.

Stuart Vincent
Communications Manager, Newsday
Melville, N.Y.
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TV SPORTS

John Consoli

seeking Soccer Fans at 4:55 A.M.

Univision, ESPN/ABC follow different game plans for World Cup

Univision Communications’ sales pitch to advertisers
for its upcoming telecasts of soccer’s World Cup tour-
nament pretty much sums up the huge gap in enthusi-
asm for the sport among this country’s Hispanic and
non-Hispanic TV viewers. Hispanics have “una gran
pasion” for the World Cup, the Univision presentation
states, adding that the quadrennial world championship
is “associated with important elements of Hispanic cul-
ture: nationalism and pride.”

That’s why Univision paid a hefty licensing fee—said
to be about $150 million—for U.S.
Spanish-language rights to what’s
considered the Super Bowl of soccer.
Univisions deal includes the men’s
World Cups in 2002 and 2006, the
2003 women’s World Cup and 17
other major tournaments around the
world over the next four years.

Beginning on May 31, Univision
will air all 64 World Cup games across
the company’s three U.S. networks—
Univision, Telefutura and Galavision.
U.S. Hispanics are expected to be
heavy viewers of games featuring
teams such as Mexico, Costa Rica, Ar-
gentina and Ecuador. The Univision
nets will also air an extensive schedule
of other Cup-related programming
throughout May and June. i

In contrast to Univision, English-
language U.S. carrier ESPN/ABC is ¢
taking a low-profile approach. Be- ¢
cause this years World Cup will be
played in South Korea and Japan, the 14-hour time dif-
ference means that ESPN/ABC will not be able to air
any games live in prime dme. In addition, the U.S. team
(which will play its first match in the month-long tour-
nament on June 5 against Portugal) is coming off a last-
place finish in the 98 World Cup.

The prospect of lower ratings for this year’s telecasts
prompted ESPN/ABC to work out a deal with Major
League Soccer, which paid the rights fee (said to be $40
million to $50 million for the 02 and *06 men’s Cups and
the ’03 women’s event ) and will sell all the national
advertsing inventory and retain the revenue.

Most World Cup games will air live on Univision and
ESPN at 2:25, 4:55 and 7:25 a.m. Eastern time. ESPN
will rebroadcast some of the matches in prime time. The
World Cup final will air live on ABC and Univision at
6:30 a.m. ET on June 30.
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Captain Claudio Reyna will lead
the U.S. team in South Korea.

MLS, which already had.a deal with ESPN/ABC to
air its league games, stepped up to pay for the World
Cup rights because it wanted make sure that the sport’s
biggest event is showcased on English-language TV
here. As part of MLS’ revised deal, more of the league’s
games will be televised by ESPN/ABC.

MLS and ESPN/ABC will share production costs on
the Cup telecasts, and ABC affiliates have received local
pregame, halftime and postgame inventory to sell (be-
cause soccer does not have regular play stoppages, there
will be no in-game 30-second spots.)

On the national level, MLS has sold
Cup packages to five advertisers—Bud-
weiser, Nike, Adidas, MasterCard and
telecom company Avaya—for the 64
game broadcasts on ESPN/ABC.
Other deals are pending. In addition to
:30s, the packages include on-screen
billboards and sponsor “wraps” around
the on-screen game time clock.

Media buyers say that MLS’ pric-
ing for its packages ranges from
$300,000 to more than $1 million and
averages out to about $10,000 per :30.

On Univision, buyers say that a top-
level “gold” sponsorship package costs
$6 million to $8 million. In addition to
pregame, halftime and postgame spots,
the packages include commercials on
an array of Cup-related shoulder pro-
gramming. All games will air live on
Univision, Telefutura will broadcast
repeats in the afternoons, and Gala-
vision will replay a top game in prime time.

Univision execs would not confirm any advertisers,
but the roster is said to include Coca-Cola, Sears, Nike,
General Motors, Pfizer, MCI, Wendy’s and Hyundai.

Joe Zubi, executive vp of Zubi Advertising in Miami,
says that Univision’s Cup telecasts should attract strong
ratings because 40 percent of Hispanic homes in the U.S.
do not subscribe to cable. Zubi also notes that the more
fervent Hispanic audience will likely stay up to watch
late-night Cup telecasts live on the Univision nets. David
Downs, Univision sports president, says that in an online
survey conducted by the company, 85 percent of respon-
dents said they plan to watch Cup telecasts live.

For its 1998 Cup coverage, Univision averaged an
11.1 rating in Hispanic households (859,000 homes).
ESPN averaged a 0.94 (691,329 homes), and ABC%
telecast of the final earned a 5.7 (5.6 million homes). W
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ORAGE QUARLES 11l PLAYS STRICTLY BY THE RULES
AND MAKES SURE ALL HIS EMPLOYEES AT
THE NEWS & OBSERVER IN RALEIGH, N.C., DO THE SAME.
THAT DISCIPLINE HAS HELPED THE MCCLATCHY DAILY
MAINTAIN ITS NUMBERS IN HARD TIMES BY MARK FITZGERALD

ASk anyone Whﬂ |(||0W8 him and they’ll tell you that Orage Quarles III is

a stickler for the rules. Of course, his main job as president and publisher of The News & Observ-
er in Raleigh, N.C,, is to inspire and implement McClatchy Co.s vision for a great regional
newspaper. And in just two years, he has accomplished much along those lines: Circulation is
up. So is household penetration. The paper’ longtime reputation for quality remains intact,
but now it is also known for its financial and managerial efficiencies. And it has become a
national model for diversifving newspaper workforces.

Yet Quarles always has time to focus on the smaller things at the N&O. Its parking fees, for
instance. Or its policy about smoking in front of the building (vou can’t), or its dress code (no
blue jeans and no shorts, Casual Fridays or not). “He likes people to follow the rules,” says the
paper’s executive editor, Anders Gyllenhaal, who notes that Quarles pays close attention to
how employee-handbook policies are enforced. “It’s a source of some humor around here, but
only to a point.”

There is one exception, Gyllenhaal adds: “The one rule he doesn’t respect is the speed lim-
it.” Quarles sheepishly cops to the accusation with a laugh. “I've got a little lead in my foot,” he
admits. This is, after all, a man who celebrated his 50th birthday a year ago by racing around
the Charlotte Motor Speedway at 145 miles per hour.

PHOTOGRAPH BY CHARLES HARRIS
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But then, Quarles has been on the fast track for the past decade and
a half. Since 1987, when Gannett Co. named him publisher of the Fort
Collins Coloradoan, Quarles has hopscotched the nation, taking the helm
of ever-larger papers. He became publisher of The Record in Stockton,
Calif., then moved from Gannett to McClatchy Co. to become presi-
dent and publisher of, first, The Herald in Rock Hill, S.C., then The
Modesto Bee in California; then, since January 2000, president and pub-
lisher of The News & Observer.

In a year-long period remarkable for its staggering developments—
the sudden plunge in classified ads during the winter of 2001 that sig-
naled the start of the newspaper recession; the layoffs and buyouts that
swept away employees from the newsrooms to the loading dock; and the
Sept. 11 terrorist attacks that all at once delivered an unimagined jour-

THE NEWSSEBSERVER

TERROR COMES HOME

st ‘“ m&‘ :{ E ;
= ,n_!_ =
Our nation saw evil

THOUSANDS DIE IN COORDINATED ATTACKS

HOLDING ITS

GROUND: Despite
the recession and
the aftermath of

Sept. 11, the N&O

has kept its circ
growing and did
not lay off any
staffers last year.

ularly innovative program with historically black North Carolina Central
University that will allow promising students to learn the editorial and
business sides of the newspaper by working full-time during summers
and part-time during the school year—for their entire college career.

Quarles would deserve recognition just for what he managed to
accomplish at The News & Observer. \WWhat makes his achievements there
all the more extraordinary is that Quarles pulled them off while also
serving as the newspaper industry’s head cheerleader. His term as chair-
man of the Newspaper Association of America, which ends after this
week’s annual convention in New Orleans, not only took him away from
the office on a punishing schedule of speeches and meetings but also
often put him in front of Wall Street and Main Street audiences con-
vinced that the long-prophesied end of newspapers was finally at hand.

While he doesn’t exactly dismiss the recession, Quarles is
clearly not rattled by it. Though he is only 51, he has more than
30 years of experience working in newspapers. He knows the ride
can be bumpy: In 1974, he was laid off as an apprentice compos-
itor when the San Bernardino County Sun folded the Evening Tele-
gram. “About every eight to 10 years, we go through something
like this and it lasts for 12 to 18 months,” he says. “It comes back,
it always comes back.”

When Quarles began his NAA chairmanship almost a year
ago, he told association CEO John Sturm that the downturn
would not last past his term. “And, you know, looking at the [eco-

Bl &‘:,slt::ﬂ::s | nomic] indications we’re getting now, I

by cell phone US. mour think he was right,” Sturm says.

e : THE NE“,YM)BSERVER Ordinarily, having a publisher become
Z= /s NAA chairman is a great honor for a
: : TOUCH OF HOME Ka'shr.nir chain.‘ And Quarles i.s the ‘ﬁ.r.st African

r SV bristling American to serve as chairman. But
o o with McClatchy CEO Gary Pruitt confesses
oy Atale ) ihy i If“ E_r"(x‘)-p_s_ he was a bit nervous at first about having
oo of two ] iy === the publisher of the group’s third-largest
l 'ij,!:} S Ospreys o W - paper occupied with association business
: 0 e B - oy - = in this, of all, years. “It actually ended up
: ﬁ‘m; 'g;‘;"n:ﬂ,:;_ s s ’ i being a goqd year tor him to be chair-
= ; w 33 ﬂ_‘ - -"i & - man,” Prultt‘ says from McClztchy’s
. ‘m A e Sacramento, Calif., headquarters.‘ Good
'l : ] because he has an excellent ability to
= ﬁ ﬁ v,‘ = F inspire people and encourage them to
R A look ahead to good times and expect

e improvements.”

i s As it happens, it was a good year for
nalistic challenge and economic body blow— think tank Quarles in Raleigh, too, Pruitt notes:
Orage Quarles 11l demonstrated his own T Seag of securiiy s Habida gif at RDU . | “Admittedly, revenues were down and
remarkable poise, purpose and persistence, = yd owel - = profits were down, but that comes with
making him Editor & Publisher magazine’s pick o t " the kind of recession we had. Yet, despite
for Publisher of the Year 2002. = %% that, the N&O had strong circulation

Under his watch in a very bad year for news- w  growth, the newshole actually grew, and
papers, The News & Observer increased its circu- = U] the quality of paper improved. They
lation for the fall reporting period by just less — e een e avoided morale-busting layoffs or buy-
than [ percent, to 162,869, and it will report a m 3 = ;% o outs and newsrooms cuts. At the same
gain in the spring report, due out today. Read- .. ~= e : b time, Orage screwed down expenses and

ership and household penetration also increased
modestly while falling industrywide. While other papers were paring
their newsholes, the N&O redesigned its pages and increased space for
editorial. The paper found new revenue by implementing measures sug-
gested by the findings of the Readership Institute’s study.

Quarles adjusted to the rigors of this recession with cost cuts—but
without laying off or buying out a single employee. And while other
papers dropped summer internships this year, the N&O started a partic-
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did a very excellent job of operating effi-
ciently and allocating resources to places that mattered most. That's a
very difficult thing to do, to get that balance.”

McClatchy, which has entrusted Quarles with three of its papers
since it hired him away from Gannett Co. in 1993, has come to expect
that kind of performance from this publisher, Pruitt says. “Orage has a
tremendous record of success across the board at all the newspaper jobs
he’s had at McClatchy,” Pruite says. “Everywhere he has gone, circula-



WITH $47.8 BILLON IN CONSUMER SPENDING,
THERE’'S MORE THAN JUST POCKET CHANGE
WAITING IN DALLAS-FORT WORTH'

Only The Dallas Morning News can deliver more than 1 million
Daltas-Fort Worth aduits daily and nearly 1.6 million adults on
Sundays.” NO OTHER MEDIA COMES CLOSE.

Pocket the country’s seventh largest market” and dig deeper into
Dallas-Fort Worth with The Dallas Morning News — an efficient and
affordable way to get more for your marketing doltar.

Contact
LILIA CASTILLO JONES, Director Display Advertising

(214) 977-8572

ljones@tdmn.com
or call your Dallas Morning News account executive at

1-800-825-9244

= .
!\~
L
dhe Dallas Morming News ~
DallasNews.com ]
Source: * 2000 CACI; **Scarborough Report, Dallas-Fort Worth DMA, September 2000-August 2001. p / f
L V4
f‘x .a""
8’ o’



tion has grown, diversity has increased, quality has increased and the
economic {performance] has increased.”

Publisher of the Year may have seemed an unlikely future milestone
when Quarles was born in Texas to parents who divorced soon after his
birth. He was raised in Los Angeles by his mother and two doting aunts.
Asked to describe his childhood, he says quickly, “Sports, sports and
more sports.” Oh, and about his name: The family story has it that dur-
ing the birth of Quarles’ grandfather in the French Quarter of New
Orleans, the Creole midwife repeatedly fretted about the storm—
“orage,” in French—that was raging outside.

Even as a child, however, Quarles was being shaped—and shaping

“Orage is what you'd hope for in a
publisher: smart, quick and demanding,
bhut reasonable. He listens-most

of the time.” ANDERS GYLLENHAAL

himself—for exactly the leadership positions he would eventually
assurne. “I've always acted older than my age,” he says. He was a com-
petitive child who played with older kids, getting knocked down easier
but learning quicker. He was also involved with newspapers early, deliv-
ering two paper routes, the old Los Angeles Herald-Examiner on week-
days and the Los Angeles Times on Sundays.

Quarles developed another character in youth that would come to
define his management style. “Orage is all about discipline,” says Né&zO
managing editor Melanie Sill. He fervently believes in setting high stan-
dards and holding people accountable, his colleagues say. “As high as
the expectations he has of employees may be, he holds himself to the
highest expectations,” Sill adds.

In addition to his mother and aunts, another woman had an enor-
mous impact on young Orage Quarles. Beverly Richardson was the No.
2 person in the human resources department when Quarles, still in high
school, began working part-time in the composing room of the San
Bernardino County Sun. “She was committed to diversity back in the
1960s,” Quarles says. She advised Quarles as he moved out of the com-
posing room into marketing and then began rising through the ranks of
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advertising. Her greatest lesson: “She taught me how to listen.”

Though in recent years Quarles has moved from newspaper to news-
paper, it’s also important to remember he spent 18 years rising through
the ranks of just one newspaper, the Sun. He was advertising director of
the Sun in 1987 when Gannett hired him to become assistant to the pub-
lisher of the 20 or so papers in its Gannett West unit. After that quick
training stint, he was appointed publisher of the Colorudoan the same year.

By this time, there were no accidents in Orage Quarles’ career. The
discipline he learned as a child was serving him on his way up the ladder
of the newspaper business. As he says in an interview in his N&O office
looking out on a Raleigh park, “We’ve been on a plan for a long tme,
and all the moves were designed to get here some day—here
being a metro paper.”

Part of the plan necessarily involved leaving Gannett,
Quarles decided when he was at Stockton. “Gannett is just a
wonderful place to be,” Quarles says. “But as I looked around,
there were a lot of really talented people, and I thought,
‘Wow, that’s a long line. There are a lot of people ahead of
me.” But it was hard leaving Gannetr after almost 24 years.”
Even now, he reflects warmth towards his old chain when he
recalls how, soon after his arrival at the Né&O, an employee
sneeringly referred to his long experience at Gannett “as if
that was something, you know, bad.”

In 1993, he moved from a chain that then owned more
than 90 dailies to one that at the time owned just nine. But
the paper McClatchy hired him to publish, The Herald in
Rock Hill, S.C., was right where he wanted to be, in the
South. That, too, was part of the plan: “I always wanted to
live in the South. I've always been fascinated with it and I
thought it would be good for [my daughters]. The problem is,
I never told my wife.”

Terry Linda Quarles, as it turned out, loved Rock Hill—
but soon the plan had the family moving again. In 1996,
McClatchy decided to install its first true publisher at the
Modesto Bee, which had always been run by a general manager. Being
publisher of one of the Bees had always been a goal for Quarles—but it
was also an important stepping stone. “From Rock Hill to Raleigh is a
hell of a leap,” he says. “So I went to Modesto.”

McClatchy bought The News & Observer from the Daniels family
four years before Quarles arrived, but in some ways he is really the first
outsider to run it. Frank Daniels even continued as its publisher for a
lide while after the purchase.

“I think people expected a lot of changes from Orage—and we’ve had
alot of changes,” says deputy managing editor Will Sutton. The changes
were as sweeping as redesigning and trimming page width (the N&O
went with a 49-inch web, slightly narrower than the 50-inch width that
has become the new broadsheet newspaper standard) to as minor as hav-
ing reporters submit odometer readings to be compensated for mileage.

If Quarles’ first year as publisher had a theme, it was getting all N&O
departments and employees working together with uniform practices
toward a common goal. That hasn’t been easy—employees are scattered
among five buildings around downtown. At every paper he’s run, Quar-
les has always convened annual all-employee luncheon meetings. Raleigh
won't have its first one of those untl later in May, simply because there
hadn’t been a space at the newspaper big enough to hold one.

The physical set-up encouraged, if not exactly fiefdoms, a certain
variation from department to department. “We had policies, but depart-
ments interpreted the handbook in different ways. For instance, we had
five different parking policies,” Quarles says. “I said, no. One price fits
all. We're all in this together, people, so lets level the playing field.”

His first itportant hire was to bring Jackie Stark in from the Mil-
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waukee Journal Sentinel to reorganize the human relations department.
“H.R. didn't have a very good reputation,” Stark recalls. “We did a lot of
things by department, but we didn’t do a lot of things as a company.
What's great is that [Quarles] buys into the idea that happy employees
make a better organization and a more productive organization, and that
leads to better financial performance.”

Quarles also buys into the idea that clothes make the man. A sharp
dresser, Quarles didn’t immediately impose a dress code. “But then one
day I saw someone wearing a pair of Daisy Dukes, and I said, boy, that’s
it,” he recalls, referring to the cut-off denim short-shorts popularized
by a character on the old Dukes of Hazzard TV show. “I mean, we are in
a capital city. The governor walks through here, senators walk through
here. We're a first-class organization and we should look like it.”

Though almost everyone who talked about Quarles mentioned the
dress code, it was Gyllenhaal who pointed out that the paper had one
long before the publisher arrived. “We said no blue jeans, no shorts, but
we had trouble getting it to stick,” he says. “I'd put a message out, and
Melanie [Sill] would, but Orage has an ability to enforce it in ways that
others have not. I think that speaks to his starch.”

It a character trait, Gyllenhaal adds, that has been especially useful
in the last few weeks as the N&O fights with the governor over access to
budget documents and with the local stadium authority over access to
contracts. “His principles have been very much on display when it comes
to the whole gamut of First Amendment and fundamental newspaper
issues,” the editor says.

P’ McClatchy.” gaRy PRUITT

For all his love of rules and decorum, Quarles in person is quick to
listen and laugh. Even seated, he moves like a recently retired pro ath-
lete. Hang around the N&O for even a short time, and an obvious pat-
tern emerges of people constantly in motion, ducking into each other’s
offices, meeting and dispersing quickly. Quarles’ own office—though
quieter than most—is clearly not off-limits for these informal meets: An
editor wanders in with a fast update on a document, executives’ heads
poke in with inscrutable reminders.

Quarles also doesn’t see H.R. as just a place for rule-making. He used
the department to create a program called Leadership Class that identi-
fies 25 best-and-brightest employees, who spend eight months learning
operations in all departments of the newspaper. They aren’t promised
promotions, but they know they can be on a leadership track. “Do that
program every year and in four or five years, you've got 20 percent of the
workforce that you know is prepared to take leadership roles,” Quarles
explains. Among more prosaic efforts, H.R. also last month began offer-
ing Spanish lessons in recognition of North Carolina’s rapidly growing
Latino population. One hundred employees signed up, Stark says.

Quarles got his biggest H.R. boost, however, from Sacramento, when
McClatchy’s Pruitt traveled to Raleigh to announce that the chain would
try not to lay off or buy out any employees. “Our CEO made it so much
easier for us,” Quarles says. In one sense, of course, it’s harder to find
expenses to cut here, there and everywhere than it is to simply lop jobs.
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“"Orage has a tremendous record
of success across the hoard at all
the newspaper jobs he's had at

Quarles says he would rather cut the expenses: “You sleep easier.”

The impact on employees has worked in the N&O’s favor by helping
keep staffers around, says Sutton: “If someone were on the boundary of
wondering whether they were in a good place or a bad place, this con-
vinced them that, yeah, I'm at a good place.”

A good, but demanding, place, Quarles’ colleagues say. “He doesn’t
like being surprised by things,” Sill says. Quarles, they say over and over,
wants to get things done quickly. “He’s impatient,” Gyllenhaal says.
“From an editor’s point of view, though, Orage is what you’d hope for in
a publisher: He’s smart and quick and demanding, but reasonable. He
listens—most of the time.”

When he doesn't listen, he often turns out to be right. He got a lot of
head-scratching when he suggested something called “Kids Day,” in
which copies of the N&O would be hawked for a dollar with the pro-
ceeds going to a local children’s hospital. The paper set a goal of 50,000
copies and some staffers privately hoped for the best. But when the paper
totaled up its results from the Feb. 26 event, it had sold 73,000 papers.
Only later did it occur to doubters that Quarles knew Kids Day would
work because he had already tried it successfully at The Modesto Bee.

“He brings the kind of tools that can only come from experience,”
Sutton says. “I mean, how many guys 51 years old have been publisher
at five papers?”

In the last year, Quarles preached diversity to the industry and prac-
ticed it at the N&O. He instituted the internships at North Carolina
Central University and revitalized the paper’s diversity committee. This
month, an analysis of results from the Ameri-
can Society of Newspaper Editors census of
minority journalists in daily newspaper news-
rooms examined the progress individual papers
had made since 1992 in reaching so-called
“parity” between the proportion of minorities
in the newsroom and the proportion of minor-
ity residents in their circulation areas. The
N&O, ranked 70th in circulation among U.S.
dailies, was the fifth-highest among the 200
biggest papers in gaining on parity. “We
learned the painful lesson that you don't bring
in people just because of their color,” he says.
“You have to hire on talent, because you don’t want to hire someone and
then have to say, ‘Well, it didn’t work out.””

The publisher practices his own kind of diversity out in the commu-
nity, as well: The youthful jock is a big booster of the arts and even sits on
the board of directors of the ballet. “He understands the real value of the
arts in the community, which is really something other business people in
the community have trouble understanding sometimes,” says Laura
Raynor, director of external affairs for the Carolina Ballet. Quarles and
his wife are very visible in the Raleigh arts scene, adds Eleanor Jordan,
executive director of United Arts Council of Raleigh & Wake Counties:
“I think he not only lends his name to endeavors but also really makes
an effort to make a personal commitment to organizations.”

“L'always tell people, get involved with people of different back-
grounds, get involved in something you usually wouldn’t get involved
in,” Quarles says. He extends that to the friendships he’s made around
the country. In Modesto, for instance, Quarles became fast friends with
the Gallos, including Ernest, the media-averse patriarch of the wine-
making family.

What's ahead for Orage Quarles III? Whatever it is, one thing is
certain: He will be going there quickly, and carefully. Notes the pub-
lisher who acknowledges driving with a lead foot, “I always drive with
safety in mind.” [ ]

Chicago-based Mark Fitzgerald is editor at large for Editor & Publisher.
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CBS Signs Jacksonville Affiliate

Clear Channel last week announced that
WTEV-TV, its UPN affiliate in Jacksonville,
Fla., will begin airing CBS programming on
July 15. The long-term affiliation deal gives
CBS an outlet in the 53rd-largest TV market

two weeks after Post-Newsweek’s WIXT-TV l

ended a 53-year run with the network. Clear
Channel also owns Jacksonville Fox affiliate
WAWS-TV, which will begin to carry some
UPN programming to accommodate the
affiliation change, said Josh McGraw, presi-
dent of CC in Jacksonville. CBS also has affil-
lation agrecments with two other Clear
Channel TV stadons, WKRC-TV in
Cincinnati and WHP-TV in Harrisburg, Pa.

N.H.'s WNDS Signs On for People Meters
Nielsen Media Research has signed WNDS,
CTV independent station in Derry, NI,
for its local-market people-meter service in
Boston. WNDS is the first TV station to sign
for local people meters, joining the three
cable companies that have signed. Local mar-
ket people meters replaced Nielsen’s
meter/diary methodology on April 25, the
start of the May sweeps. The network—affili-
ated stations in the market have said they
would go without ratings for the May sweeps
rather than sign for the local-market people
meters. WNDS and Hearst-Argyle’s ABC
affiliate WMUR-TV, in Manchester, are the
only two TV stations serving the state.

Sun Shines on Starcom

Starcom has won the $100 million global
media buying and planning account for Sun
Microsystems. Initiative Media North
America was the incumbent, and others com-
peting in the review included Carat and
Mediaedge:cia. “As business gets increasingly

competitive, media is the differentiator,” said |

Karen Becker, director of global advertising
and sponsorship for Sun. “We wanted to
leverage the swength of one media partner
around the world. Starcom are big thinkers
first, who just happen to work in media.”

Survey: Calif. Minorities Skew Ethnic
Ethnic media is a major source of news and
information for minority groups in Calif-
ornia, reaching 84 percent of Hispanics,
African Americans and Asian Americans in
the state. These findings are from a survey of
2,000 California residents conducted on
behalf of the New California Media Asso-
ciation. The survey also shows that 36 per-

cent of ethnic Californians prefer ethnic TV
networks, stations and programs, and 43 per-
cent prefer ethnic radio stations. In regard to
advertising, 40 percent of minority group
members polled said they pay more attention
to TV, radio and newspaper ads in the lan-
guage of their home country than to
English-language ads.

Yankees Make WCBS' Night

Cablevision Systems was still holding out
against carrying the new New York Yankees?
network, YES, as part of its basic package
when the team gave WCBS-TV its first
Friday prime-time win since Sept. 21. The
CBS flagship’s telecast of the April 19 game
between the Yankees and the Toronto Blue
Jays scored an 8.1/13 household rating, put-
ting WCBS 6 percent ahead of WNBC and
38 percent ahead of WABC in prime time.
WCBS, which has rights to 20 Yankees
games this season, is averaging a 7.2/14.

Top TV Billers Down 15.6 Percent

The 10 highest-billing TV stations billed
15.6 percent less in 2001, according to BIA
Financial Network, which has released its
ranking of the top 10 stations by 2001 rev-
enue. The stations ranked in the same order
as they did in 2000, but some experienced
double-digit revenue decreases. WNBC,
NBC’s owned-and-operated station in New
York, was once again the top revenue pro-
ducer with $320 million, followed hy WABC
($292.7 million), ABCs O&O in New York;
and KABC ($244.4 million), ABC’s O&O in
Los Angeles. In total, ABC had four of the
top 10 billers, NBC and Fox TV had two
each, CBS had one and Tribune had one.

Publicitas to Sell World Titles

Lifestyle and enthusiast magazines publisher
World Publications has formed a sales rela-
tionship with Publicitas/North America.
Publicitas will sell for Saveur, Garden Design
and Caribbean Travel & Life in Detroit,
Boston and Canada and further represent
Saveur in San Francisco and Dallas. Based in
Winter Park, Fla., World also publishes spe-
cial-interest titles including Sport Fishing,
Boating Life and Wind Surfing.

Access Hollywood Headed to Radio
Through a deal between NBC Enterprises
and NBG Radio Network, NBC Enterprises’
syndicated Access Hollywood is headed for radio.
Beginning May 6, Portland, Ore.-based NBG
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Calendar

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

The Center for Communications will pres-
ent a two-part sports marketing and media
seminar May 2 at the HBO 15th floor the-
ater, in New York. Speakers include John
Fillapelli, senior vp of production and pro-
gramming for the YES network; and Susan
Casey, managing editor, Sports lflustrated
for Women. Contact: 212-686-5005.

The Natlonal Cable & Telecommunlca-
tions Association will hold its annual con-
vention May 5-8 at the Morial Convention
Center in New Orleans. Speakers include
Brian Roberts, president of Comcast
Corp.; and Richard Parsons, CEO-desig-
nate of AOL Time Warner. Contact: 202-
775-3669 or visit www.cable2002@ncta.com.

The University of Georgia Grady College of
Journalism and Mass Communication will
present the George Foster Peabody
Awards, recognizing excellence in broad-
cast media, May 20 at the Waldorf-Astoria
in New York. This year's emcee will be
Walter Cronkite. Contact: 706-542-3787.

National Assoclation of Black-Owned
Broadcasters 26th Annual Spring Broad-
cast Management Conference will be held
May 24-29 at Maho Beach Resort and Casi-
no, St. Maarten, N.A. Contact: Chris Hayes
at 646-424-9750.

The Radio Advertising Bureau will present
the Radio Mercury Awards, recognizing
outstanding creative talent in radio adver-
tising, June 6 at the Waldorf-Astoria. Bill
Ludwig, vice chairman and chief creative
officer of Campbell-Ewald, is this year's
chief judge. Contact: 212-681-7207 or vis-
it mercury@rab.org.

The All-Star Salute to the Museum of
Broadcast Communications will be held
June 15 at the Hiiton Chicago. The benefit
will celebrate the 15th anniversary of the
museum, founded by radio and TV person-
ality Bruce DuMont. Speaker of the House
Dennis Hastert will serve as honorary chair-
man. Contact: 312-629-6038.
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Alternative Newsweeklies

will launch Aeccess Hollywood on the Radio With
Nancy O’Dell, a two-minute daily vignette fea-
turing celebrity news straight from the daily
TV show. NBG also inked a deal with Nancy
O’Dell Enterprises to provide two to five
minutes of daily live commentary to radio sta-

| tions in the top 25 markets each week. O’Dell,

one of Hollywood’s leading entertainment
journalists, is the co-anchor for Access

| Hollywood and part of the on-air team that

launched the show in 1996.

ABC Buys Kansas City AM Station

ABC Radio has agreed to acquire KPHN-
AM in Kansas City from KCBR-AM
Limited Partnership for $3.8 million. The
station, which will flip from News/Talk to
Radio Disney on July 1, will be the 51st affil-
iate for the Radio Disney network. It’s the
fifth station ABC has purchased for Radio
Disney this month.

Clear Channe! Launches On-Demand Music
Five radio stations in Phoenix owned by
Clear Channel Communications have
launched MusicNow, an on-demand online
subscription music service operated by
FullAudio Corp. Consumers sign up for the
service through one of the stations’ Web

| sites: KESZ-FM (kez999.com), KMXP-FM

(mix969.com), KNIX-FM (knixcountry.-
com), KYOT-FM (kyot.com) or KZZP-FM

| (1047kissfm.com). For $7.49 a month, sub-

scribers can download 50 music tracks,
$14.99 a month for 100 tracks. Through this
summer, CC plans to launch the service on
its stations in Chicago, Houston, Los
Angeles and Salt Lake City. MusicNow is
also available through other sources, includ-
ing Microsoft’s WindowsMedia.com site.

Syndicator Forms Radio Network

With the addition of weekday programming
to complement its broad portfolio of week-
end programming, Syndicated Solutions will
launch the SST Radio Network over
Memorial Day weekend. “This move allows
us to be more competitive and provide an
alternative for stations to go to after the Big
Three networks [ ABC, Westwood One and
Premiere],” said Bob Carey, SSI president.

Sirius Seeks Subs Via Speedway

Sirius Satellite Radio has signed a marketing
partership with 12 International Speedway
facilities. The deal allows Sirius to drive sub-
scriptions for its 100-channel radio service
by getting direct access to Speedway’s mil-
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lions of race fans. Sirius, several months
behind its only competitor, XM Satellite
Radio, began its national launch Feb. 14 and
currently markets its service in 11 states.
Sirius’ marketing plans call for direct-to-
consumer promotions, at-track activities, co-
marketing opportunities with local retailers,
and title sponsorship of two Nascar Winston
Cup Series events.

Am. Legacy Plans Fall Special for Women

| American Legacy magazine will celebrate

African American women this fall in a spe-
cial supplement, American Legacy Woman.
The publication will cover issues including
politics, health and fashion. American Legacy,
with a 512,900-circ to newsstands and sub-
scribers, will have additional distribution to
top female-oriented organizations in the
U.S. The title is a joint venture of RJR
Communications and Forbes’ American
Heritage division.

Parade Fare Served on Epicurious
Epicurious.com, part of Condé Nast
Publications’ online division CondéNet, has
partnered with Sunday magazine Parade for
cross-promotional opportunities. As the
online home of Bon Appétit and Gourmet
magazines, the Web site, with 24 million
page views per month, will showcase the
recipes of Parade monthly food columnist
and cookbook author Sheila Lukins.
Advertisers with the 77 million-circ Parade
will have the opportunity to support the
online editorial through sponsorship of
Lukins’ content, consumer sweepstakes and
downloadable coupons.

Litetime Picks Up 4th Original Series
Lifetime has picked up the new drama series
For the People. Starring Lea Thompson
(Caroline in the City) as a liberal chief deputy
district attorney and Debbie Morgan (The
Hurvicane) as her newly appointed conserva-
tive African American boss, For the People is
the fourth original series for Lifetime.
Joining high-rated series Any Day Now,
Strong Medicine and The Division, For the
People will premiere Sunday, July 21.

' PBS Orders More Cailloy

PBS has reached an agreement with Cinar
Corp. to produce 16 new episodes of the
preschool series Cyillou. The new episodes
will begin airing next January. PBS is cur-
rently airing 40 episodes of Caillon, aimed at
kids 2-5, Monday through Friday. |



One year after our Sunday redesign
circulation is up 8,000*
(that's some remarkable feedback)

The San Francisco Bay Area is an epicenter of innovation and
commerce, boasting some of the best educated, most affluent
people anywhere. They demand a great deal of themselves, and of
their paper. One year after the dramatic redesign of our Sunday

edition, it appears they are quite pleased.

San Francisro Chronicle

* Based on internal Chronicle Sunday volume 52-week trend reports
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Culture Trends

V’ ’ Ofti
MTV’s The Hollywood Reporter’s Box Office
Bl l: Z: Z‘ A ]OI{'[I_{Y For weekend ending April 21, 2002
This Last 3-Day Days in Total
Week  Week Picture Weekend Gross Release Gross Sales
B orthy songs are usuall
B e AT USHATY 1 New  The Scorpion King 36,075,875 3 36,075,875
by new, up-and-coming artists 5 a 0 . 0 3 0
. ; 1 i 11,068,372 1 ,761,4
who MTV believes have special MGG ~aNes
potential. Othe i desig— 3 New Murder by Numbers 9,307,394 &8 9,307,394
nated as Buzzworthy, the vast 4 5 The Rookie 6,451,593 24 53,830,527
majority have been certified 5 2 Panic Room 6,004,655 24 81,981,736
gold or platinum. 6 4 Ice Age 5,903,510 38 159,626,661
7 3 The Sweetest Thing 5,105,706 10 16,912,036
Week of 4/20108 8 6 High Crimes 3,922,243 17 30,907,865
Artist/Group: Andrew WK. 9 7 Clockstoppers 2,826,455 24 31,837,557
Song/ Video: "Party Hard" 10 6 Frailty : 2,165,374 10 7,804,141
Album: | Get Wet 11 10 National Lampoon’s Van Wilder 2,159,909 17 17,231,822
Like the Strokes, Andrew W.K. is 12 8 Blade 2 2,085,961 31 77,306,658
relying on UK. buzz to formulate 13 17 Y Tu Mama Tambien 1,000,261 38 5,838,402
[pC Rteciethenhedlbeisuc; 14 14 We Were Soldiers 892,201 52 75,327,562
| cessful remains to be seen, but if : z
g . - 15 13 A Beautiful Mind 854,170 122 168,418,991
you’'ve seen the video it’s gotta '
pique your interest just a little bit. 16 16 Monster’s Ball 793,121 116 28,131,294
As agressive as the Stooges (he’s 17 15 Lord of the Rings 771,711 124 306,999,514
from Detroit too), and also remini- 18 12 ET. 738 720 31 34 047 765
cent of such varied 70s/80s bands
' / E0LtEa 19 21 Monsoon Wedding 688,762 59 7,153,030
as Queen, Def Leppard and Faith
NoMore - Aundiem WK is ot 'to 20 New My Big Fat Greek Wedding 597,362 3 7 597,362
make rock dangerous again. And 21 20 Kissing Jessica Stein 516,826 40 5,027,644
as silly as a song entitled “Party 22  New  Space Station 489,488 3 489,488
el ey ezen, ML B b oves 23 19 The Other Side of Heaven 379,006 129 3,538,066
Puddle of Mudd and The Calling
24 11 Big Trouble 364,630 17 6,779,745
any day of the week...
25 18 Resident Evil 301,502 38 39,223,314
ArtiSt/Group: Vanessa Carlton 26 27 Beauty and the Beast (re-issue) 235,160 111 24,140,418
S Video: "A Th nd Miles"
GHE, Yiriea e 27 24 All About the Benjamins 220,444 45 24746541
Album: Be Not Nobody '
28 30 Amelie 208,176 171 32,325,660
Brought up on Debussy and 29 29 S D 179,773 94 80,356,237
Mozart, this 21-year-old classic- ToW ogs - —
ally trained pianist claims her first 30 32 The Count of Monte Cristo 163,648 87 53,600,256
favorite song was “It's a Small
World”. How precious...
©2002 MTV { ©2002 The Hollywood Reporter
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Keri Russell oF LEQJ

She’s everybody'’s favorite coed and 0 2

favorite pick for our first off-network series.
This semester Felicity’s Keri Russell shares
our lineup of stars. And offers you a chance to
reach a whole new generation of.consumers.

‘% V\‘




DJ Aquel/ Vaishali “Tu Hai Wahi”

Indonesia

Melly & Eric “Ada Apadengan Cinta”

Japan

Hikaru Utada “Hikari”

Latin America - Argentina

Alanis Morissette “Hands Clean”

Southeast Asia

Westlife “World of Our Own”

UK/Ireland

Gareth Gates “Unchained Melody”

©2002 MTV

April 29, 2002 Culture 3
MTV #1s Nielsen Ratings
For the week of April 8-14, 2002
Around
Program Network Night Viewers
the World
1 CSL CBS Thursday 13.7
Week of 4/22/02
2 Law & Order NBC Wednesday 13.1
Australia 3 Movie: The Pilot’s Wife CBS Sunday 12.5
George Michael “Freek” 4 Friends NBC Thursday 11.7
5 Friends NBC Thursday 11.5
Brazil 6 Everybody Loves Raymond CBS Monday 114
Nickelback “How You Remind Me” 7 Survivor: Marquesas CBS Thursday 11.1
8 60 Minutes CBS Sunday 10.9
Germany .

9 Will & Grace NBC Thursday 10.7
Shakira “Whenever, Wherever” 10 King of Queens CBS Monday 103

India Care of Nielsen Media Research

CollegeTV Network Video Playlist

Submitted by College Television Network for week ending April 21, 2002

Artist

And You Will Know Us By the Trail of Dead

Title

Another Morning Stoner

B.RM.C. Love Burns

Britney Spears Overprotected

Gomez Shot Shot

Hoobastank Running Away

Jay-Z Song Cry

Jewel Break Me

Kasey Chambers Not Pretty Enough
Luke Slater Nothing at All

Moby We Are All Made of Stars
No Doubt Hella Good

Norah Jones Don’t Know Why

Pat Green Three Days

Super Furry Animals Rings Around the World
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EAST

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, guarterly, semi-annual and annual raies
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

’ ADVERTISING SPECIALTIES

ART DIRECTION

| CREATIVE

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

Nexus Promotions, Inc.
www.nexus-promotions.com
LiteCubes, TwistyCubes, Magic Discs

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

ADVERTISING AGENCIES

BOUTIQUE CREATIVE AGENCY . . .
With impressive client list, seeks clients

Call for appointment or reel . . .
BR Creative
212-505-9700

With trimmed budgets and high expectations.

INVISION GRAPHICS offers the Ji
most creative and dynamic graphic

ADVERTISING SPECIALTIES

concepts from start to finish.

Screen printed towels of all sizes and
weights, with low minimums, and
quick delivery. Lowest pnces’

Also patented MaTRIX® photo towels!
FLAT AND —

COMPRESSED
Beacr ToweLs

-

AR

This PAKTITE” is an C
Extra-Large, Huny- &E’D \
weight T-Shirt!
Many stock & custom ¢
shapes available. Great ;q
for GWP’s, Tradeshow
G|vcaw.1yb, & On-Pack

Promotions. Include o
coupons. calalogs, & event
schedules inside packdgcs

BRI Roeia Bodafolyinritds BUSINESS SERVICES
E_imo@:;xi':_‘:)%gggons_wm Powerpoint Presentations. 718-997-0687
ART/DESIGN SERVICES | CONCEPTS & COPY
www.lexllife.com
INVISION COPY/CREATIVE

GRAPHICS —
What's the big idea? DG 212.213.5333

‘ www.CreativeCopywriter.com
732.571.9672

mm) WEB DESIGN COPYWRITING
) COMPANY PRESENCE BAD COPY.
mm) CAMERA READY ART g

(310) 581-5346
Copywmer Fast. Fearless. Freelance. (212) 724- 8610
ngh -tech copy pro 212.439. 1845

Em) ADVERTISING

Call STEVE At: 718-544-7670

| Julie Wleden 781-659-9359

PAKTITES® COMPRESSED T-SHIRTS!

wiedencomm®@aol.com
Need good radio copy? 718-591 2043

BRANDESIGN

Where does one stop and the other start? Need more saleswonhy 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

Corporate identity,
websites and other
business collateral.

www.courtneyco.com

212-594-1748

Wake up and smell the copy. Creative-ink.net

JsTAnES 3 Strikes Activation
ph: 203-359-3559 - fx: 203-359-217
V e-mail: customenservice @3strikes.com

website: www.3strikes.com

THREE AUDIENCES
FOR THE PRICE OF ONE

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

ADWEEK Classified,
BRANDWEEK Classified,
and MEDIAWEEK
Classified.

THREE FORONE. ..,

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

not a bad idea.

Who better to place quality creatives in premier freelance and statf positions?

ART/DESIGN SERVICES

A Enablers
_)— > .

At Freelance Advancers, we're artists and writers ourselves...

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!

i . . i I A
4 aGraphic Designers & alrafficking / Project Management

)“Production Artists (Traditional / Digital) )“Pre-Press / Print Production
i i i i i o=
)‘Art Directors / Creative Directors ‘Alllustrators (Traditional / Digital)

)‘ACopywriters / Editors / Proofreaders )‘W :b Site Development ...and more!

AFreelance Advancers (212) 66140900

)_ & 420 Lexington Avenue, Suite 2007 New York, NY 10170))

www.freelanceadvancers.com “A info@freelanceadvancers.com

ART DIRECTION COSTUMES

TALENTED AD/DESIGNER Beautiful print

Design your ring. www.yourcrystalring.com
Push the right buttons. D. Grider 212.213.5333

CREATIVE SERVICES

Wally Lawrence

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.
Logonto
RadioPrint. TV

' DIRECT MARKETING
SPECIALTIES ENVELOPES
www.jetenvelopes.com
| GRAPHIC DESIGN
SERVICES

GRAPHIC DESIGN & ILLUSTRATIONS
PRINT & WEB
CALL DIANNA 212-642-6248
GOLF PROMOTIONS

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

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

INSURANCE

ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE?

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

Advertiser's Professional Liability
Property & liability Coverage

Life & Disability Insurance
Group Health, Dental, & Pensions
Homeowners, Auto, Jewelry & Fur
Coverage for Freelancers too!

Call for a quotation with no obligation.
Adam Wolison, CIC @ 212-370-3900

coliateral/adv/promo portfolio. 212-496-0453

| Not your average AD*Dick G.212.213.5333

Arnold K. Davis & Company, Inc.

MASCOTS

www.facemakersinc.com

AMAZING CLIENTS s'mcg 1972 ‘ | _ADVERTISE CALL 1-800-7-ADWEEK |
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EAST SERVICES & RESOURCES

LEAD GENERATION RADIO PRODUCTION RADIO PRODUCTION

ini g IT’S LIKE
T the Consumat To e Tade T he Poin. Administrator
il - www.radio-ranch.com/pg3.html
reduce your own operating costs RADIO PRODUCTION

Need Leads? BrandBASE. ‘e
The #1 datab f th kaged |
s Found at last! WADIO:
MARKETING SERVICES A High Colonic
David Upright: 973.726.9655 -
a\ijlupri%rrln@ea\rthlink.net A Sto ry In Eve ry Spot
MEDIA BUYING & HEARTHE FULLSTORY AT... &y
SMALL TO MID-SIZED AGENCIES
Let Us Show You How You Can Phone (323)462-4966 |
*provide your clients improved media service
:reduce your clients’ meqia costs ‘ 9
MEDIA FIRST INTERNATIONAL, INC.
New York-212-686-3342 X 222

www.wadio.com

Minneapolis-612-630-1102 X 1 ‘ 5th Annual Dead Radio Contest
PRINTING = No matter who killed your
Stretch Your American $$'s!! h ) favorite radio script, go ahead
www.optiuminc.com a. creative director HEH
OPTIUM PROVIDES FULL IN-HOUSE b. AE and enter.lt in the 5.th Annual
PREPRESS & PRINTING SERVICES e. olient Dead Radio Contest: If yours
Email: liz@optiuminc.com or S e T E g bove wins, we’'ll produce it for free =T
calltoll free: 1-900-844-7601 [ and put you up in a swank hotel W?I'%dmd%“!ag’?
WWW.FINDASIGN.COM in New York or Los Angeles.
John Zap Printing, Inc. Enter at www.oinkradio.com or LA: 323 957 8899  NY: 212 768 9717
W Complae et frgictien >5X0ink Ink Radio fax to 212-697-6265.
e e |1 Now York - Los Anelos + Deadi
V-212.219.3339 & F-212.219.3337 800-776- 0K Deadline: May 15, 2002 TRANSLAsTElngsc/é‘s‘NGUAGE
PROOFREADING 1
- RADIO PRODUCTION www.The-Translation-Station.com
EDITORIAL EXPRES S [ E
EXPERIENCED - FAST - PRECISE| | T lk t tha h nd Have a radio spot to produce that TV PRODUCTION
Advertising - Collateral 3 0 3 ® you don't want to be bothered with? ‘
Catalogs - Annual Reports i Talk to NoSoap. Radio is our one true passion. From casting to \ ‘ , l
Magazines - Manuals i directing to producing. We do the work, you get the credit. Don t et a bud et
Call: 508-697-6202 B i ol No=oary Kill
Fax: 508-697-7773 i NoSoap Productions 1600 broadvay, NYC 212-581-5572 www.nosoap.net @ | y ours POt’

RADIO COMMERCIALS

RADIO PRODUCTION Let us execute it.

www.kenrayzor.com

SRSl 50 Clios, blah, blah, blah... HEESECCA

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

TO ADVERTISE CALL
1-800-7-ADWEEK

Killer Radio!

www.kenrayzor.com » (888) KRSound - —

radiofreeanxiety.com

we write

USE ADWEEK MAGAZINES
we polish

K_wﬁprosu;g TO GET NATIONAL EXPOSURE.
iller Radio

www.kenrayzor.com * (888) KRSound

REACH YOUR AD COMMUNITY
WITH ADWEEK CLASSIFIED
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OFFERS & OPPORTUNITIES

THE PORTAUTHORITY®: [N\ & N1

REQUEST FOR PROPOSALS TO PROVIDE EXPERT MARKETING
COMMUNICATIONS SERVICES, INCLUDING ADVERTISING, PROMOTION
AND MARKETING RELATED SERVICES AND MATERIALS.

The Port Authority of New York and New Jersey provides the region with integrated transportation
and trade services and operates facllities including a major regional airport system, bridges, tunnels,
bus terminals, the PATH rapid transit system, certain New York-New Jersey port facilities, economic
development, waterfront, real estate and ferry services. The Port Authority seeks a marketing
communications agency to provide a full range of marketing, advertising, promotion and marketing
related sefvices to support its corporate and line business goals and objectives, and to assist the Port
Authority in developing and implementing a consistent and unified communications strategy and program.

Proposals will only be considered from ad agencies that meet the following critefia:

* A minlmum of three years of continuous experience providing a full range of marketing
communications services, including print, radio, out-of-home and television advertising, research
and the production of a broad range of collateral materiais.

» A minimum of three years demonstrated experience developing media campaigns targeted to
a broad range of cultures and ethnic groups.

« Demonstrated experience in at least three of the following areas of Port Authority businesses:
aviation, port commerce, surface and public transportation, real estate, intemational trade, and
corporate identity campaigns.

* At least $25 million per year in total billings for advertising, promotion and marketing related
communications activities for each of the past three years.

« Proposer's headquarters or offices must be in New York or New Jersey (preference, however,
is for an office in proximity to New York City).

Agencies possessing these qualifications are encouraged to respond to the RPF. The proposal information
is set torth in the document entitled “The Port Authority of New York and New Jersey - Request for
Proposals for Marketing Communication Setvices, including Advertising, Promotion and Marketing
Related Services and Materials.”

Interested parties shou!d submit a request for a copy of the Request for Proposal by fax to:
201-239-7450 or E-mall to: askforbids @ panynf.gov. Reference #0000005022. Proposals shall be due
no later than June 3, 2002.

[ NOTICE |
BE A DOER LOWER

o ] I
Advertise in ADWEEK classi- YOUR RADIO COSTS!
fieds, and you'll be rewarded When it comes to radio, we are the specialists.
with responses. And maybe Our agency plans, negotiates and places radio
more than that. Be a mover in every market. Whether you need a local,
and a shaker with ADWEEK regional or national buy, we'll negotiate the
re lowest rates along with the right strategic
! 5 8
classifieds. Call NOW! planning and guidance every step of the way.
Call Furman Roth Radio Advertising
Contact: Mark Lefkowitz 212-687-2300 x205
1-800-7-ADWEEK mlefkowitz@furmanroth.com

For Classified Advertising Rates

Call

1-800-7-ADWEEK

| CATCH A CREATIVE GENIUS WITH ADWEEK CLASSIFIEEﬂ

EMPLOYMENT

uperheroes
wanted.

(We'll supply
the cape.)

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

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

We're one of the 50 Best Performing Companies in the S&P 500
according to BusinessWeek® for the third year in a row.

Some say we're superheroes of the financial services industry.
From one superhero to another... Your cape is waiting.

Promotions & Sponsorship Manager
(REFERENCE CODE $S01)

ideal candidate will have minimum of 4 years’ promational and merchan-
dising experience in a client and/or agency environment. Must be
extremely proactive, with excellent project management and communica-
tion skills, and strong multi-tasking skills. Bachelor's degree required.

Media Manager (REFERENCE CODE CWO02)

Ideal candidate will have 5-7 years’ media experience, knowledge of
national and local media buying, "hands-on" negotiation experience
in a client and/or agency environment. Must be proactive with strong
multi-tasking and communication skills, Bachelor's degree required.

Please submit your résumeé to beth.balser@capitalone.com and indicate

which position you are interested in by including the reference code.

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

CapitalOne

www.capitalone.com/superjobs

| USE ADWEEK MAGAZINES
TO GET NATIONAL EXPOSURE

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

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

The identity of box number advertisers cannot be revealed. If ADWEEK must typeset
ad, charge is $25.00. Deadline for all ads in ADWEEK EAST is Wednesday, 4:30 p.m.
If classified is filled prior to closing, ads will be heid for the next issue, Classified is com-
missionable when ad agencies place ads for clients. No proofs can be shown. Charge
your ad to American Express, Mastercard or Visa, ADWEEK CLASSIFIED, 770 Broadway,
7th fl. New York, NY 10003. 1-800-723-9335 Fax: 646-654-5313.
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HELP WANTED

Sales Development
& Ad Marketing Managers

Multimedia Entertainment Company is seeking to expand its Advertising Marketing
Team. We are looking to hire Sales Development & Ad Marketing Managers. Posi-
tions will focus on all media sales support needs and will be responsible for devel-
oping marketing strategies/tactics. These strategies will be focused specifically on
developing multi-platform advertiser programs, custom marketing and sponsorship
proposals. Managers must be creative and proactive with new ideas and be able
to understand the big picture of the marketing and sales initiatives that need to be
accomplished.

Experience working on multiple media platforms is preferred but not required
(network/broadcast and print backgrounds are also preferred); 5+ yrs exp. in mar-
keting, ad marketing preferred. Strong interpersonal, creative writing, verbal, ana-
lytical, and problem-solving skills; Candidate must be team-oriented, very organized,
detail-oriented, and work independently.

E-mail resumes & salary requirements to:
hr_resumecenter_mediacompany@yahoo.com

ADVERTISING SALES
NEW YORK

The Hollywood Reporter, the leading daily entertainment trade publication,
is expanding its New York based sales team and is seeking an aggressive
advertising salesperson. The ideal candidate will have advertising sales
experience in publishing or other related media and possess dynamic closing
skills. Account list consists of consumer related accounts. Must be able
to work well under pressure and handle daily deadlines. Great career op-
portunity. Competitive compensation package. EOE Mail resume and
salary history to:

Eastern Sales Director
The Hollywood Reporter

770 Broadway, New York, N.Y. 10003
Or fax to: (646) 654-5636

Wanted: great people who want
to do great work

Biggs|Gilmore, an advertising agency in Kalamazoo, Michigan,
is hiring for several positions, including account service,
account planning, interactive development and public relations.
We want people who love this business, period. If you have a
passion for ideas and want to do the best work of your career,
let’s talk. Visit our Web site at www.biggs-gilmore.com to

learn more about us.

BIGGS

B GILMORE

SALESPERSON

Earworks, Inc., a national provider of
audio production and original music
composition services for advertising
agencies and television programming,
is seeking a super salesperson 0 ex-
pand our existing nationwide client
base and generate new accounts.
Minimum two years sales experience
related to advertising/production in-
dustry preferred. Proven success in
sales a must. This is a career position
with a direct path to management for
the candidate with a positive attitude,
outgoing personality, sense of humor,
high standards of customer service
and the proven ability to bring home
the bacon. One wk/month travel re-
quired. Excellent compensation, med-
ical/vacation benefits and cool
coworkers. Send resume to:

Attn: | Make It Rain

Earworks, Inc.
5245 Cleveland St., Ste. 210
Virginia Beach, VA 23462

OUTDOOR
ADVERTISING SALES
NEW YORK CITY

An established outdoor advertising
company is expanding its New York
office, by seeking an aggressive ad-
vertising salesperson.The ideal candi-
date will be a self starter, and have
advertising sales experience in outdoor
or other related media. Strong re-
lationships with both agencies and di-
rect clients a must. A great career op-
portunity, high commission rates.Fax
resume and salary history to:

(212) 481-0008

THE Wiz, a Cablevision Company, is
relocating it's Corporate Marketing
and Advertising Departments to
Bethpage, L.I. We seek a Print Media
Buyer and a Media Planner.

Print Media Buyer

Requires 5 years of media buying ex-
perience in retail print media; ability to
negotiate newspaper contracts and
printing agreements; a college degree
with a major in Advertising/Marketing;
knowledge of MS Word, Excel and
Powerpoint and working experience
with Databases (Filmmaker Pro) is a
must.

Media Planner

Should have a college degree and 2-3
years experience in media planning in
the NY TV & radio marketplace; profi-
ciency in using TapScan, TVScan,
MediaPro, MS Word/Excel, Filemaker
Pro/Access database programs;
strong analytical skills and have stra-
tegic thinking skills.

E-mail resumes to:
robert_noon@thewiz.com Must
include Ref # 0428AWO0006RN in the
subject.

ADVERTISING
MANAGER

Foot Locker Worldwide Marketing
group seeks a prof! w/min 3-5 yrs
exp responsible for adv projects
across all Foot Locker Worldwide
divisions. This inct daily interface
w/mgmt, ad agencies/vendors as
well as internal PR & promo/visual
merchandising depts. Must have
exp in acct mgmt on client or
agency side, expertise in TV/Print
Adv & market research.
We offer compet sal/exc bnfts. For
consideration, mait res/sal reqs, to
Attn: Employment Mgr, Foot Locker,
112 W. 34th St, NYC 10120,
fax: 212-720-4460
or e-mail
ppeck@footiocker.com

EOE
Foot Locker, Inc.

Sales Opportunity
For growing advertising Company.
This s a great opportunity for the right
person. |f you have five years experi-
ence, please fax yoour resume to
781-284-2211. All inquiries will be an-
swered.

WRITER NEEDED

Extensive, hi-tech bkgrd reqd; must
also be mkig savvy. Must be able to
write anything from a product brief to a
white paper. Exp w/software application
clients a must. Pls fax resume to
FP: 561-241-1198

SENIOR ART DIRECTOR

One great Art Director needed for
fast-growing, creatively-driven shop.
7+ years experience in Advertising.
Proficient in Photoshop, Quark, lllus-
trator. Fax resume, salary requirements
to HAJ at 212 686-5046.

Mgr. Media Planning
Nick-At-Nite/TV Land,
NY

Management/implementation of short
form programming/interstitial goals.
Must: 2-3 Media Buying/Prog. Log
Exp., Supervisory exp., knowledge of
NickAtNite brand, exc. attn to detail,
high energy multi-tasker w/excel inter-
personal skills. Email:
wildthornberrys2000 @ yahoo.com

Center City, Philadelphia Unwired Cable
and Broadcast Network seeks Sales
Planner. Candidate should have 3 10 5
years ad agency media planner/buyer or
cable/network experience. Responsibili-
ties include ad research, proposal and
plan generation, prospecting, traffic and
inventory management, post-buy analy-
sis, and developing marketing materials.
Piease fax or e-mail resume and salary
requirements to

J. Mongan
215-564-5388

jmongan@telamericamedia.com

Use ADWEEK MAGAZINES to get National Exposure

ACCT SUPERVISOR

Retail/Consumer
National Accounts
7+ yrs exp
www.mlinc.com

ATTN:
FREELANCERS

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

Calvin Klein, Inc., one of the leading fashion and desigr
companies in the world, has an exciling opportunity for an:

Account Executive

CRK, the inhouse advertising agency for Calvin Klein, Inc., is
seeking someone who will be responsible for managing and
executing the adveriising and marketing campaigns for various
Calvin Klein lifestyle brands. Advertising campaigns include
promotions, point of sale, catalogs, and collateral materials.
You will manage all the communication flow between Calvin
Klein, Inc., and the licensing partners on project management,
creative development, and production schedules. This position
works closely with media pfc)mning, production, and public
relations. At least 3-5 years’ experience in marketing or
advertising, preferably on high end, luxury brands with strong
promotions background is required. Must be a team player
who can muliiask in a fastpaced environment

For consideration, please send resume, with salary history, to:
Calvin Klein, Inc., Human Resources, Dept MB, 205
West 39th Street, 4th Floor, New York, NY 10018.

Calvin Klein, Inc. is an equal opportunity employer.

CLASSIFIED SALES DIRECTOR

An exciting opportunity for someone to join the powerhouse of b-to-b
classified publishing. Looking for a true sales leader! If you're smart,
aggressive, online-savvy and understand the dynamics of the advertising
and newspaper industries, Adweek Magazines wants to talk to you
1 NOW. You'll manage a proactive, hustling, inside sales force that has
year after year captured the vast majority of print dollars in its niche.
And Adweek’s new online products are now setting the standard in that
world!

Must have proven track record and be ready to hit the ground running.

We offer generous compensation and excellent benefits package.
Please send your resume to:
VNU Business Media

770 Broadway
New York, NY 10003

e-mail: adoyle@vnuusa.com
or fax to: 646-654-5350

Yvnu business media

oxygen,

Oxygen Media is an integrated media brand that combines the best
qualities of cable television and the Internet to serve women. Oxygen
consists of web properties including Oxygen.com and Oprah.com and
a 24-hour cable network featuring music, talk, health, comedy, movies
and sports. The network is currently available in more than 39 million
households nationwide.

We currently have opportunities in our Sponsorship Sales department
requiring a variety of skills.

Oxygen Media offers a comprehensive benefits package that includes
a variety of plans and services designed to provide convenience and
peace of mind for employees and their families.

Manager of Pricing & Inventory
Responsibilities include: Sales Reporting, Inventory Management,
Posting Management and Pricing. Ad Sales experience preferred. Must
be proficient with computers, Gabriel a pius.

Traffic Coordinator
Responsibilities include: entering copy and editing commercial logs;
creating daily program log; following up with advertising agencies to
obtain tapes and commercial copy instructions. Must be proficient in
Excel.

Sales Assistant, Direct Response/
Paid Programming

Assist with the selling of paid programming and response schedules;
maintain and input contracts; prepare mailing lists and media kits; provide
varied clerical and administrative support. Must be proficient in
Word, Exce! and PowerPoint.

Assistant Sales Planner,
National Sponsor Sales

Maintain advertising plans; coordinate advertising schedules and enter
into Gabriel database; maintain accounts to ensure spots are run; sustain
relations with clients, on-air advertisers, and ad agencies; provide
clerical and administrative support. Must be proficient in Word, Excel
and PowerPoint.

Please fax resumes Attn: Sponsor Sales Department
(212) 651-2005.
Please indicate to which position you are applying.

EOE

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

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

Catch A Creative Genius With Adweek Classified

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

REACH YOUR AD COMMUNITY
WITH ADWEEK CLASSIFIED




Order Your 2002 Edition of the
MEDIAWEEK Directory today!
A | Where can you find the up-to-date information you need
DIRECTOR ﬁS 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.

Jo other reference gives you key contact and rate information on Radio, TV, Cable, Out-of-
Iome, Magazines and Newspapers in one book. You'll find over 9,000 individual listings and
wer 40,000 personnel for the Top 100 Local Media Markets, the Top 300 Consumer
Jlagazines, the Top 150 Trade Magazines, plus National Networks, Syndicators and Sales
teps. Organized by media type, each section provides detailed information on format, demo-
yraphics, daypart avails, affiliation, representation, circulation, ownerhsip and much more.

"he 2002 MEDIAWEEK Directory is also on CD-ROM and on the Web...with powerful
;oftware that lets you search and retrieve information in seconds and export data for mail
nerge 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.

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

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

C) Recycled Paper

= you next year at this year'’s prices.)
Compan

pany Q Check enclosed for $
Address

3 Bill Me (Directories shipped upon payment.)
City/State/Zip

Charge my: QVisa QMC Q0 AMEX

Phone Fax

E-mail Account # Exp.Date
Signature

Q PRINT EDITION $359 e

Q CD-ROM EDITION $495 To order ADWEEK DIRECTORIES Online,

Q CD-ROM & PRINT COMBINED $765 ol oS bonodsmy

U.8. & Canadian residents, please add $12 for shipping & handling. AN other non-U.$., add 345. Add applicable sales tax in CA, AL, GA, IL, MD, MA, NJ, Y, OH, TX & Canada.

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

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

Title you next year at this year's prices.)
Compar

pany 1 Check enclosed for
Address

Q Bill Me (Directories shipped upon payment.)
City/State/Zip

Charge my: O Visa QMC QO AMEX

Phone Fax

E-mail Account # Exp.Date

O PRINT EDITION $359 Signature e
Q CD-ROM EDITION $495 To order ADWEEK DIRECTORIES Online,

0 CD-ROM & PRINT COMBINED $765 ety e i

.3. & Canadian residents, piease add $12 for shipping & handiing. ANl other non-U.8., add 845. Add applicable sales tax in CA, FL, GA, I, MD, MA, NJ, NY, OH, TX & Canada.



DIRECTORIES

All the media
\ information you

need for the
new millennium!

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

TV STATIONS

Brandon Sherer has been named assis-
tant news director for WBAL-TV, Hearst-
Argyle's NBC affiliate in Baltimore. Sherer
had been news director for KFVS-TV, the
CBS affiliate in Cape Girardeau, Mo. Also
at Hearst-Argyle, Marv Danielski was
named vp of marketing and creative ser-
vices for its television unit. Danielski, for-
merly creative services director at WBAL,
replaces Frank Biancuzzo, who was
recently named president and general
manager of WISN-TV, the company's ABC
affiliate in Milwaukee...Jim Hannlng was
promoted from director of sales to gener-
al manager of ABC affiliate WXLV-TV and
UPN affiliate WUPN-TV, Sinclair Broadcast
Group's duopoly in Greensboro/Winston-
Salem/ High Point, N.C....Among recent
appointments at Meredith Broadcasting
Group: Bryn Burns was named vp of
research for the TV group. She was direc-
tor of research for CNN in Atlanta. And
Susan Lucas was named vp/gm of KVWU-
TV, the company's Fox affiliate in Las
Vegas. Lucas had been general manager
for Sinclair Broadcast Group’s duopoly in
Raleigh, N.C., UPN affiliate WLFL-TV and
WB affiliate WRDC-TV.

MAGAZINES

Dee Nolan was promoted to editor at large
of Time Inc., from editor of In Style's U.K.
edition. She will oversee numerous titles
and assist corporate editor Isolde Motley
on women's monthlies and several con-
cepts in development...Susan Pocharski
was named executive editor at Teen
People, where she will work with co-execu-
tive editor Kristina Johnson. Pocharski
moved from the senior editor post at
People to replace Leslie Van Buskirk, who
left to pursue personal interests.

RADIO

Brian Purdy has been named regional vp
of the Dallas area for Clear Channel radio.
He had been general manager of CC's
Houston stations. Purdy's new duties
include stations in Dallas, Abilene, Killeen,
Texarkana, Tyler, Waco and Wichita Falls,
Texas, and Shreveport, La....Carl Hamilton
was named vp/regional manager for Radio
One's stations in Houston, Dallas, Cleve-
land, St. Louis and Indianapolis. He was vp
and market manager of Clear Channel's
eight-station cluster in Houston.

ED BY ANNE TORPEY-KEMPH

Ouicktakes

AT THE RECENT IN STYLE party at the W
Hotel in New York for the release of the
Destiny’s Child autobiography (Sou/ Survivors,
co-written by In Style senior editor James
Patrick Herman),
when the headliners
and hosts gathered
for the requisite press
pics, In Style m.e.
Charia Lawhon
quipped: “I bet the
photo editors will
have a hard time fig-
uring out who the
gorgeous, Grammy-
winning stars are and
who the managing
editor is.”...Sure,
Tom Franklin was
disappointed that his famous “Firemen
Raising the Flag at Ground Zero” photo did-
n’t win the Pulitzer, but the $88,000 it drew at
a recent Christie’s auction went a long way
toward cheering him up. “I would have been
thrilled if it had gone for $10,000,” says
Franklin, staff photographer for The (Bergen,
N.J.) Record. The Queens, N.Y., businessman
who outbid everyone else for the only print
signed by Franklin and the three firemen
plans to display it in his office. One-half of the
$88,000 went to the Bravest Fund, set up by
the firemen; the other half, to the Record’s
“Ground Zero Spirit” fund, which has raised
$1.3 million for families of 9/11 victims. For
those with smaller pocketbooks, Franklin’s
picture will soon be available for just 34
cents—on a postage stamp...A few years ago,
Steve Thomas, host of This Old House, hap-

Heli-skiing trio (l. to r.) Jaquet, Crolius, Thomas

pened to drop onto the same remote Alaska
mountaintop as Mike Jaquet, publisher of
Freeze, and Allen Crolius, associate publisher
of Mountain Sports Media. The heli-skiing
trio hit it off and
now make their
annual getaway
together. On their
recent chill-out in
Valdez, the trend-
seeking Thomas
grilled Jaquet about
skis. Jaquet’s answer:
“I'll keep answering
your questions if you
come out to Boulder

1.D. the m.e.: In Style’s Lawhon (r.) with Destiny’s ERRRGEStlIRINY
girls and /S colleague Herman at the W Hotel

§ kitchen.”... Three of
G+J’s top editors
were absent on the same day recently, but
they weren’ playing hookey. They were par-
ticipating in the Principal for a Day program
sponsored by New York
nonprofit group Public
Educatdon Needs Civic
Involvemnent in Learning.
Miriam Arond, editor in
chief of Child, went to
PS. 151; Parents editor in
chief Sally Lee spent the
day at Beginning with
Children School; and YM
editor in chief Christina
Kelly went to the High
School for Environmental
Studies, all in Manhattan.
When Kelly spoke to one class about working
at YM, “The students were so insightful,
smart and well-rounded,” she said. One, how-
ever, threw her a curveball: “But what’s your
dreant job?”.. After lad-mag Stuff featured an
1 Path sneaker in one of its articles, the I Path
president asked for a meeting and suggested
they do a sneaker together, and, voila! The
limited-edition Stuff | Path Skate Shoe rolls
out in two weeks in two locations—the sneak-
er store Blades NYC and www.stuffiaga-
zine.com. “They’re not only the premier skate
shoe, they’re also able to withstand just about
anvthing,” explained Srff editor Greg Gut-
feld. “To prove this, we had Alec Baldwin sit
on one for approximately 10 minutes. The
shoes survived...undl Alec tried to eat thenm.”

Rollin’: the Stuff
| Path Skate Shoe
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NO MATTER what strange, off-the-beaten-
path destinadons Elvis Costello’s musical
meanderings may transport him to, David Let-
terman will always leave a light on for him.

The British singer-songwriter, who made
his U.S. television debut in 1977 with a fa-
mously frenzied, snarling performance on
Saturday Night Live, has spent much of the
past decade traveling outside the world of
rock, collaborating with a diverse array of ar-
tists including gospel group the Fairfield Four,
poprmeister Burt Bacharach and Swedish opera
singer Anne-Sofie von Otter. While network
TV does not typically book such non-main-
stream acts, Costello has found a cozy haven
for what he calls his “specialty projects,” cour-
tesy of his fans at CBS’ Late Show.

Since 1994, Costello has visited Late Show
12 times, tying him for second place (behind
Willie Nelson’s 13) on the Letterman hit pa-

For Dave, This Elvis Is King

rade. One year, Letterman welcomed Elvis
to his building a record four times—each
one featuring a different musical style and
talent lineup. Costello’s appearance on the
show last week, backing his new album When
1 Was Cruel, was his first with a standard
four-piece rock band in seven years.

“I've gone in there with lots of different
configurations, and they’ve always been willing
to take a chance,” Costello says. “I've been
able to do some music that’s not commonly
heard on that type of television show. It’s a big
risk, because the audience has very little famil-
iarity with it. The safer way to go is with a rock
band, or someone from the charts.”

Late Show talent executive Sheila Rogers,
who oversees all of the show’ bookings, says
Letterman is a “huge fan” who has asked Cos-
tello along on the program’s forays to London,
San Francisco and L.A. “Elvis always delivers,”

I waht you: Letterman brought Costello back last
week for his 12th appearance on Late Show.

Rogers says. “We don’t book him for ratings,
but viewers seem to stay tuned in [to the show’
closing musical segment] whenever he’s on.”
Next stop on Costello’s musical mystery
tour: an adaptation of A Midsummer Night’s
Dream, with the London Symphony Orchestra.
“Maybe I can come back [to Lare Show] with
that one,” Costello says. “Think about it...we
could get Dave to play Puck, or Dave as
Bottom. It could be great.” —Brian Moran M

34 MEDIAWEEK April 28, 2002 www.mediaweek.com
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Introducing The Mediaweek Career Network

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

nearest competitor.

Online Joh Search Package
— just $39.95 for 3 months

You get:

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

0 Industry specific ads only — advertising, marketing
and media.
(J Free downloads from

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

companies.
[ Free posting of your resume in our Resume Bank.
Go to: ) (J Resunre workshop.
memaweek.(:ﬂm 0 Job search tips.
Click on:

“Career Network”



Eyes on the Prizes

Sunday magazines, aiready eligible for Pulitzers, are

making a play to get in on the National Magazine Awards |

tribal rite that celebrates editorial excellence, a long-running debate over
just what constitutes a magazine is gaining new momentum. For years,
Sunday newspaper magazines such as The New York Times Magazine,

Advance Publications’ Parade and Gannett’s
USA Weekend have sought recognition from
their glossy peers as bona fide magazines, not
newspaper supplements. The American Soci-
ety of Magazine Editors, however, has re-
mained steadfast in its position to exclude
them from membership and from the maga-
zine awards process, administered by ASME.

But now a movement is building to address
the issue, and some changes may be on the way.
Spurred on by editors of The New York Times
Magazine, ASME board members recently
polled screeners for the National Magazine
Awards about broadening the definition of a
magazine to include the Sunday tides.

“We're going to look into it for next vear,”
says Farnily Circle editor in chief Susan Ungaro,
who this week becomes ASME president (suc-
ceeding Cyndi Stivers, Tine Out New York pres-
ident/editor in chief) “It will definitely be giv-

|

en consideradon.” A board discussion on the
matter could take place as early as June.

The Tinies “would very much like to be con-
sidered for a National Magazine Award,” says
a NYT rep. “(It] is one of the most prominent
general-interest magazines in the country.”

The argument against classifying newspa-
per magazines as “magazines” has always been
that “people don’t buy them independent of the
newspaper,” explains Stephen Shepard, Busi-
nessWeek editor in chief and a former ASME
president. “They are not sold or offered sepa-
rately on the newsstand, or via subscription.”
As a result, the argument goes, magazine edi-
tors face a much different—some would say
more difficult—set of tasks.

“Although I'm not selling US4 Weekend per
se...we do have the same commercial restraints
in terms of creating copy that is dynamic, chal-
lenging and inviting in a highly advertising-

Executive Publisher, FHV

New ASME president Susan Ungaro says news-
paper magazines will be on the board’s agenda.

driven environment,” says Jack Curry, editor of
USA Weekend, which has a weekly circulation
of 23.6 million and is carried in more than 580
newspapers, according to the publisher’s fig-
ures. “Yeah, newspapers and magazines are dif-
ferent, but we are producing magazines.”

Many magazine editors are also quick to
point out that Sunday magazines are eligible for
another high-profile awards process, the
Pulitzer Prizes. In 1992, then NYT executive
editor Howell Raines won a Pulitzer for an arti-
cle published in the paper’s magazine—which
by definition makes The New York Times Maga-
zine a newspaper, Shepard insists. “How can
you be a newspaper and a magazine?” he asks.
In fact, the National Magazine Awards were
created in 1966 in part because of magazine
journalism’s exclusion from the Pulitzers.

The inclusion of Sunday magazines will be
an uphill battle. ASME screeners who were ap-

Q. Since Emap sold all of its other U.S. magazines to Primedia, has it been tougher for ‘FHM’ to publish on its
own? A. No. Within the men’s category, Men's Heaith is all by itself at Rodale, Esquire is all by itself at Hearst
[Magazines] and Playboy is all by itself. The problem of being a stand-alone is much more of an issue in the
women'’s field. Q. Do you see the men’s category shrinking? A. One or two books may not make it. We are not
in a growth mode in terms of overall [ad] dollars being spent. FHM’s ad-page success, and the whole [laddie]

field's ad-page success, is clearly coming at the expense of the older, stodgier books. Anyone who doesn’t admit that isn't telling
the truth. Q. ‘FHM’ is up 64.8 percent in ad pages through May, according to the ‘Mediaweek’ Monitor. Where are you seeing growth?
A. Pretty much across the board. There have been a lot of gains in mass-packaged goods—Altoids, Anheuser-Busch, Coca-
Cola...and we're getting a lot of new business from Hugo Boss and Sean John. Q. Are any categories slowing down for you? A. Only
the same as for everyone—tobacco from Philip Morris. Q. In April, ‘FHM'’ featured Howard Stern’s girlfriend, Beth Ostrosky, on the cov-
er. How's it doing on newsstands? A. The guy was talking about the issue every single day [on his show], and one day he just read
the article. We've sold well over 500,000 copies. Q. Nice PR job. A. Are you kidding? Try and control Howard Stern? Nobody tells
Howard Stern what to say and do. For us to sit here and say we are PR geniuses would be a bunch of crap!

36 MEDIAWEEK April 29, 2002 www.mediaweek.com



proached about the issue were said to be un-
comfortable with the idea, as are many other
editors. “If newspaper magazines are cligible
for National Magazine Awards, I would expect
to see The New York Times lobbying for maga-
zines to be cligible for Pulitzers,” notes John
Huey, Time Inc. editorial director.

Seymour Topping, the outgoing adminis-
trator of the Pulitzer Prizes and a longtime top
editor at The New York Times, says magazine
editors should not hold their breath. “There
has been no consideration [to include maga-
zines}, and [ haven’t heard any discussion in my
nine years as administrator,” Topping says.

Any change in ASME’ bylaws would re-
quire a majority vote by ASME members,
which seems unlikely. But there is some pre-
cedent for change: In 1998, ASME opened the
National Magazine Awards to magazine Web
sites; the following year, the process was fur-
ther expanded to include any Web site that
creates a “magazine environment,” which
made room for sites such as Slate and Salon.

“It seems like we’re a magazine,” says Glenn
Frankel, editor of The Washington Post Maga-
zine. “1 see the [NMAs finalist] list every year
and say, ‘Gee, tell me again why we don’t qual-
ify for this?’...If it looks like a magazine, talks
like a magazine, and walks like a magazine, it’s
probably a magazine.” —LG

On the Hunt

Time4 eyes core readers

If there was one lesson learned from this
month’s demise of Sports Afield, it was that the
magazine made a fatal error by straying from
its fishing and hunting roots, wandering off to
explore less traditional pursuits such as rock
climbing and rafting. Owner Robert Petersen,
who acquired Sports Afield in 2000 from Hearst
Magazines, knew as much and had returned the
book to its “hook-and-bullet” traditions, but
SA proved to be too far gone to save.

Meanwhile, last January Sports Afteld com-
pedtors Outdoor Life and Field & Stream, both
published by Time Inc.’s Time4 Media, set off
on a smoother course, adding distinctive new
editorial voices to their pages and slashing their
circulations to more efficient levels in an effort
to retain core readers.

“We wanted to be clear in our focus. The
magazines were starting to blur,” recalls Tom
Ott, group publisher of Time4Media’s Out-

Mediaweek Magazine Monitor

WEEKLIES April 29, 2002

ISSUE CURRENT ISSUE DATE
OATE PAGES LAST YEAR

NEWS/BUSINESS
BusinessWeekX 22-Apr 63.97 23-Apr
The Economist 20-Apr 48.00 21-Apr
NewsweekEX 29-Apr 43.20 30-Apr
The New Republic? 29-Apr 14.30 30-Apr
TimeE/X 29-Apr 41.43 30-Apr
US News & World Report  29-Apr 23.69 30-Apr
The Weekly Standard 6-May 8.16 7-May
Category Total 242.75

SPORTS/ENTERTAINMENT/LEISURE

AutoWeek 29-Apr 18.68 30-Apr

Entertainment Weekly 26-Apr 48.43 27-Apr

Golf World 26-Apr 33.29 27-Apr

New York3 29-Apr 45.40 30-Apr

PeopleX 29-Apr 56.16 30-Apr

The Sporting News 29-Apr 10.25 30-Apr

Sports Ilustrated 29-Apr 22.18 30-Apr

The New Yorker NO ISSUE

Time Out New York 24-Apr 66.50 25-Apr

TV Guide 27-Apr 57.84 28-Apr

US Weekly*/D 29-Apr 32.83 30-Apr

Category Total 391.56

SUNDAY MAGAZINES

Parade 28-Apr 13.95 29-Apr
USA Weekend 28-Apr 11.48 29-Apr
Category Total 25.43

TOTALS 659.74

PAGES PERCENT hitd Y70 PERCENT
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
67.72 -5.54% 87051 121966 -28.63%
46.00 4.35% 787.00 967.00 -18.61%
§7.40 -24.74% 548.23 509.08 7.69%
8.67 64.94% 125.93 131.90 -4.53%
45.23 -8.40% 683.89 691.71 -1.13%
34.05 -30.43% 410.92 45763  -10.21%
7.40 10.27% 160.50 157.00 2.23%
266.47 -8.90% 3,566.98  4,133.98 -13.23%
22.93 -18.53% 383.26 48045 -20.23%
46.61 3.90% 517.39 657.38 117%
21.65 63.76% 542.54 42760  26.88%
47.40 -4.22% 847.70 927.40 -8.59%
55.57 1.06% 1,063.72  1,149.56 -71.47%
7.30 40.41% 237.97 224.75 5.88%
33.09 -32.97% 794.80 759.34 4.67%
NA 627.34 75208 -16.59%

69.71 -4.60% 1,065.06  1,085.65 -1.90%
64.14 -9.82% 81487 100539 -18.95%
15.67 109.51% 326.67 298.16 9.56%
384.07 1.95% 1,221.32 7,667.76  -5.82%
8.51 63.92% 219.39 216.66 1.26%
8.59 33.64% 210.39 195.88 741%
17.10 48.71% 429,78 412.54  4.18%
667.64 -1.18%  11,238.08  12,214.28  -7.99%

D=double issue; E=estimated page counts; X=2001 YTD Includes an out-of-cycle issue; 1=1 fewer issue in 2002 over 2001; 2=2 fewer issues

in 2002; 3=3 fewer issues in 2002
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door Co. unit. “We're

definitely hunting and
% fishing magazines, but
i we necded to give them
a stronger identty.”

Thanks to a roughly
$5 million investment
from Time Inc., the
books were re-ener-
gized and more sharply
targeted. Freld & Stveam
moved more in the
direction of its literary
traditions, while Outdoor
Life emphasized gear
and technique. To focus
more tightly on the core
readership of avid out-
doorsmen, F&S’ circu-
lation rate hase was cut
14 percent, to 1.5 mil-
lion, and OL’ guaran-
teed circ was reduced 33 percent, to 900,000
(OL’s publishing frequency also dropped to 9
issues per year, from 10). Ad rates were trimmed
commensurate with the decreases in circ, while
subscription rates were pumped up by a mini-
murn of 20 percent.

Time4 Media has had talks with SA4 about
its 4+47,000-name subscription file, as well as its
trademark. Ken Elliott, Sports Afield COQO, says

one other company has also expressed interest

JUTDOOP

-7‘.4

5 Y
43

+ RO

Both titles were
retooled in January.

in the sub file, while five publishers are inter-
ested in acquiring and continuing to publish
the magazine. Elliott would not identify inter-
ested parties, but likely contenders are ESPN
The Magazine, which is published by Hearst
Magazines and Walt Disney Co. (and which
last year acquired Bussenaster magazine) and for-
mer Times Mirror Magazines chairman Efrem
“Skip” Zimbalist, who is also said to be eyeing
Primedia’s hunting and fishing titles.

To build its exposure, the Outdoor Co. will
be introducing newsstand-only special interest
publications that will be F&'S and OL-brand-
ed. The first SIP could hit stands as early as
October, with a full rollout to start next year.

Ott notes the magazines’ recent modifica-
tions have helped on the advertising front.
Through June this year, Field & Stream’s ad
pages are up 6 percent, Ot says, while Outdoor
Life, which published one fewer issue than last
year, is down 2 percent. New OL advertisers
have included tackle company Pure Fishing and
non-endemics such as Wrigley’s and Discover
Card. F&S scored BMW motorcycles.

“You have to evolve, but if you make your-
self into something you're not, [buyers] see
through it, and the consumer sees through it,”
says Harlan Schwartz, Universal McCann sen-
ior vp/director of media planning and print
strategies. “It’s important to stay true to your
magazine, but being true can be defined in a
number of ways.” —LG [ |
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Arachnophohia

AFTER BEING FLOWN OUT TO GEORGE LUCAS’ SKYWALKER

ranch in Marin County, Calif., where Media Person was wined, dined,
shown a rough cut of Star Wars Episode ll—Attack of the Clones (open-
ing May 16) and allowed to sleep with one of its stars, the exquisite

Natalie Portman, MP can honestly and can-
didly say that this is not only the greatest film
of summer 2002 but of all time.

And fittingly enough, Media Person must
also tell you that the exclusive Star Wars
Episode II—Attack of the Clones cover package
in Time last week was the finest magazine
report on a forthcoming summer blockbuster
movie of all time. It had everything: pictures,
text, headlines and above all, an attitude so
berserkly enthusiastic that you couldn’t dif-
ferentiate the package from an advertisement.

(Don’t bother bringing up the Spider-Man
features in Entertainment Weekly and TV
Guide because they’re not even in the same
league. First of all, the producers of Spider-
Man didn’t fly Media Person anywhere or
make even a second-rate starlet available.
Secondly, why the hell does Spider-Man
need a hyphen? Superman never required
one, nor Batman, nor even John Goodman.
‘Talk about your pushy upstarts.)

No, all the juice, all the buzz, all the mojo
that matters is with SWEII—A4orC. Because
this time, blockbuster fans, just as Time
avers, the real George Lucas is back! In a
generous three-minute interview with Media
Person in the bathroom at Industrial Light
& Magic, the great mogul/director con-
firmed his backnissitude.

MP: So bow come ‘Star Wars Episode —The
Phantom Menace’ sucked so bad?

GL: What do you mean sucked? We did
$431 mil, North America alone; that’s not
even counting the action figures.

MP: Ir must’ve been all the bype that pulled
them in. I didn’t actually see it myself, but every-
one said it sucked real bad.

GL: Really?

MP: Nobody could stand Jar-Far Binks. And
who wants to see Darth Vader as a little kid?

GL: OK, I hear you. But this time he’s

grown up, and there’s kissing and fighting
and stuff.

MP: All right! Sounds like the real George
Lucas is back!

GL: I guess you could say that. Hey,
watch out; your aim is off. You almost
splashed my cuff.

Later, as the lights lowered in the Sky-
walker Ranch screening room and Media
Person strapped himself into his plush, elec-
tronically controlled seat with his comped
extra-planct-size box of popcorn at the ready,
he quickly found himself transported into a
magical world of digitalized fabulosity that
surpassed anything he has ever seen, with the
possible exception of Abbott and Costello Meet
the Mumnmy.

It all starts on the error-prone planet of
BooBoo where young Manikin Skywriter, the
Jedi cadet who will evolve in later, as well as
earlier, episodes into the sinister Darth Vader

|

|

Stealth Infiltrator.

Upon emerging, the handsome celebrity
couple is verbally attacked by an army of
tabloid clones dispatched by the ambitious
cosmic media baron, Rupo Murdlick, who
hopes to rule the universe so he can host his
own prime-time talk show on U-Span, per-
petually the highest-rated channel since it
is plugged into everyone’s brain at birth.
Disgraced, Manikin goes to the planet
Tattooparlorine, where dwells the wise and
noble Yoda, just as cute as he was in Episode
IV—or was it ?—and even more dignified,
as he is now totally digitalized instead of
being a rubber puppet with Frank Oz’ hand
up his wazoo.

After being coached by Yoda in the eso-
teric arts of Empire starliner hijacking and
light-saber liposuction, Manikin produces his
own army of clones, using preserved tissue
from the body of 20th-century superflack
Howard Rubenstein. He is thus able to bring
down the evil Empire with a blizzard of e-
mails and phone calls to powerful people.
Manikin then elopes with his beloved Paddi-
wak, and they settle down on the planet
Gynecon to raise robots.

MP Trivia Factoid: Did you know that Yoda
is not only Jewish, but strictly Orthodox? It's true!

and father the even more frightening Mark
Hamill, takes laser-fencing and tap-dance
lessons trom his grumpy mentor, Obi-Wan-
Doobi-Doobi-Doo-Kenoobi, whose name
mysteriously grows longer with each new
episode. Despite a strict ban against dating
women within the predominantly gay Jedi
Order, the headstrong Manikin pursues Inter-
galactic Congresswoman Paddiwak Amidami
(played by the marvelous Natalie!), asking her
to the Jedi Spring Masked Ball. At first, Paddi
rebuffs him, but when Manikin kills all 16 of
the rented security droids who accompany her
to discourage stalkers, she is impressed and
agrees to a quick sex act in the back seat of his
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[MP Trivia Factoid: Did you know that
Yoda is not only Jewish, but strictly Ortho-
dox? It’s true!]

As magnificent as SWEII—AotC is, it
inevitably raises huge questions. What of the
forthcoming Star Wars Episode III—Revenge
of the Agents? Can George Lucas pull off the
final, ultimate, grand climax? Can the rest of
us exist in a bleak, empty universe without
new Star Wars episodes? Can we bear to
watch nice young Manikin turn into mean
old Darth Vader without massive doses of
Prozac? Only one thing is certain: If Media
Person gets flown out to California again,
Lucas will have another hit on his hands. B



If Your Business Needs YOUNG MOMS
We R/RI/R| the Source

HOME - 2 miLLION with
infants 0-2, 8.5 MILLION with
kids 0-5

DAY CARE - 4 miLLION working

Moms with kids 0-3

SUPERMARKET Take-One
= 125 MILLION with kids 0-8

MALL Take-One -
12.5 MILLION with kids 0-8
12.5 MILLION Teens & 50+

78 CHESTMUT RIDGE ROAD. MONTVALE A1 07843  FOM MORE OFFERS VISIT OUR WEBSHTE wewm we-daver amarica com

e M,J sma M

PRENATAL CLASSES
= 1.5 MILLION in the 7th month
of pregnancy

MONEY SAVING
| COUPONS AND OFFERS
l FOR THE ENTIRE FAMILY.

HOSPITAL - 3.5 miLLioN

at birth

on Amerita’s e
Best Vclvos
- ‘I’odﬂ’l X

)| (X .'I.I‘ L L

DOCTOR'S -
2 MILLION 6 weeks post-birth
(OBGYN), 1 MILLION with kids
2-5 (Pediatrician)

= q = ___

Just the Young Mons you want.. .when and wher
it counts. Everywhere you need}to be!

MEDIA WITH MAXIMUM IMPACT AND [{JEACH:

Three different Super Saver Pak envelopes (Young Family, Teens
and 50+), each 6 x 9, attractively designed, containing approximately
25 money saving coupons, samples and retail offers distributed virtual-
ly individually, 1-on-1, to “just the people you want”...when and
where it counts. It's direct delivery via “take-ones” and information
kits from people and places they trust. We [J[I[] the Source.

0

il

SHARED COSTS, SUPER IBESULTS

High, fixed costs of distribution, marketing and advertising are prorated
among approximately 25 non competitive advertisers in the same erve-
lope to your target demo, which drives costs down and [Jesponse up.
You [{Jeach more people who count — without paying for those who
don’t. Pay for [Jesults, not CPMs! For unparalleled [Jeach [Jesponse
and [Jesults contact us today.

| WExDELIVER
ARIEWEICA £

Just the YOUN‘G MOMS you want..

.when and where it counts.

Unparalleled [Jeach [Jesponse and [Jesults!

CALL: E-MAIL: : MAIL: WEBSITE:

1-201-307-8888 ext.104

Ltucker@we-deliver-america.com

1-201-307-1200

75 Chestnut Ridge Road, Montvale, NJ 07645 www.we-deliver-america.cam



VIEWERS WITH HIGH ASSET VALUE,

VALUE CNN.

When it comes to reaching wealthy Americans, CNN out-performs all other
networks that call themselves “upscale.” In fact, CNN reaches 61% of
households with a total asset value of at least $2,000,000 and household
income of $250K+. Just one more reason you can bank on CNN.

CNN #1 Cable Network Among Households with a TAV of $2MM+

% Weekly
Reach HHI $75K+
60% 60% 61% HHI $100K+
60 " B HHI $250K+
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» A %, oo‘fﬁ‘-"
50 45%  45% 45%¢ 43% 43% 125
- 4 4 > 41% 42% 419,
I3 -
¥ 40 i n N
[ 1% 3% ., 31%
z 28% 28% __
30 ! \
2 | L) 22%22% 23%
20 ’ H

10 4
C’\N A;E Qé% n'g‘cw He;%}!}leNews “Ié:ﬁ(%j k‘z%

chamnell
Read As: In a given week, CNN reaches 61% of people ln households with annual income of at C[\I\I ®
IeastI $250K an'd a total asset Vafhﬁ '_?f at least S% 000f T - .
Total Asset Value (TAV): Sum o income, value o nnclpa residence (owned), value of real
estate holdings other than pnnagal residence, value otp HH securities, and value of HH life insurance BUY THE NEWS NOT THE HYPE
Cable Networks: Viewed in last 7 days; 43 Basic Cable Networks Measured

Base: HOH with household income qualifiers CNN.com

# of Affluent Households with a TAV of at least $2,000,000: HHI $75K+ 2,764,000; AOL Keyword: CNN
HHI $100K+ 2,529,000; HHI $250K+ 1,100,000

Source: 2001 Mendelsohn Media Research Affluent HOH Survey, HHI $75K+
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