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At Deadline

§ ABC EXTENDS UNION CONTRACT

ABC agreed on Friday to temporarily suspend negotia-
tions and extend its agreement with the National Asso-
ciation of Broadcast Employees and Techniciais-Com-
munications Workers of America until midnigh- May 12.
The contract was due to expire on March 31, but both
sides agreed on the extension because of the war in
Irag and the role NABETCWA-represented employees
are playing in the coverage. The extended agree ment
provides for an undisclosed wage increase for the more
than 2,500 union members.

B DILLER EXITS AS VUE SELL-OFF GOES FORWARD

As Vivendi Universal proceeded with
negotiations to sell its entertainment
units, Barry Diller last week resigned as
co-chairman of Vivendi Universal Enter-
tainment. “My executive role was never
intended to be permanent,” Diller said in
a statement. Viacom is said to be in the
running to purchase VUE's cable assets,
which include USA Networks, and oil
tycoon Marvin Davis has offered $20 bil-
lion for the Vivendi Entertainment arm
and the Universal Music Group. Vivendi
Universal did not return calls seeking
comment. There is some speculation
that Diller may make a bid to buy back
the entertainment assets, but he down-
played such talk last week. Diller, who
owns a 1.5 percent stake in VUE,
retains control of USA Interactive, which
has a 5.4 percent stake in VUE.

1 VIACOM PROMOTES TWO EXECS
Viacom-owned cable networks last week
promoted two programming executives.
Michele Megan Dix, most recently vp of
music and talent programming for MTV
and MTV2, was named senior vp. Sal
Maniaciwas was named vp of develop-
ment and production for TV Land and
Nick at Nite. Maniaci has been vp of cur-
rent series and sports production for Via-
com sibling the New TNN, where he oversaw the develop-
ment of Ultimate Revenge and Conspiracy Thecry.

# DIRECTV, DISNEY HAGGLE OVER ABC FAMILY

DirecTV and the Walt Disney Co. were still in r egotia-
tions late last week over the satellite service’s carriage
of ABC Family network. DirecTV, in an effort to keep pro-
gramming costs low, is refusing to pay what it describes
as a 35-percent rate hike over the current price for ABC
Family, said to be about 19 cents per subscriber. Direc-
TV has said that if Disney does not reduce the price
bump, it will remove ABC Family at the end of March.
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i VIACOM'S KARMAZIN INKS THREE-YEAR DEAL

Mel Karmazin has agreed to a new three-year deal to
stay on as president/COO of CBS parent Viacom
through May 2006. Under the new deal, Karmazin will
retain full operating authority over Viacom, but chair-
man/CEO Sumner Redstone has control of corporate
strategy, the power to make acquisitions, can select
board members and determine board size. Redstone
also can overrule Karmazin after consulting the board.

B FOX FIRM ON LAUNCHING WANDA, PITTS

While the extent to which war coverage may impact the
networks' prime-time schedules this week is unclear,
Fox said it is committed to launching
two new series. The comedy Wanda at
Large, starring Chris Rock alum Wanda
Sykes, will premiere Wednesday at
9:30, and the offbeat family sitcom
The Pitts will bow on March 30 at 9:30.
A Fox rep said the network did not an-
ticipate any changes to the schedule.

# ARBITRON'S PLANS DELAYED

Under pressure to reverse falling diary
response rates, Arbitron met last week
with the National Association of Broad-
casters’ committee on local radio audi-
ence measurement. The radio ratings
company stopped short of providing a

details in early second quarter. Arbitron
said its plan will also address other
attributes of radio research quality,
including sample size and how well its
sample reflects the population.

B ADDENDA: kim Pinto, vp/publish-
er of Premiere magazine since
August 2000, has been replaced by
publishing veteran Paul Turcotte,
most recently president/publisher of
men’s title Ramp. Pinto will remain at
Hachette Filipacchi Media in a corpo-
rate capacity...American Media,
which recently acquired Weider Publications, will
relaunch Natural Health in October to compete
against Time Inc.'s Real Simple and Rodale’s Organic
Style. A new editorial staff will be hired in July...The
salary dispute between The Sopranos star James
Gandoifini and HBO is over, with both sides dropping
their lawsuits. Production on the hit show’s fifth sea-
son is reportedly set to begin in early April...ABC
Radio Networks has launched a top-of-the-hour
Spanish-language newscast on Spanish Broadcasting
System’s WSKQ-FM and WPAT-FM in New York. The
five-minute newscasts air from 6 a.m. to 6 p.m.

3 comprehensive plan, promising more
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Market
Indicators

NATIONAL TV: BUSY
Pre-empting prime-
time entertainment
programming for ad-
free war coverage
could cost the networks
all remaining scatter
avails through third
quarter if advertisers
recommitted all of
their displaced dollars.

NET CABLE: MIXED

The marketplace had
been healthy leading
up to the war in lrag.
Though several adver-
tisers pulled out during
the first days of battle,
it’s expected that activ-
ity will return to nor-
mal soon. Travel and
some packaged goods
pulled business last
week. But some movie
dollars displaced from
the broadcast networks
moved to cable.

SPOT TV: STALLING

A lot of advertisers are
pulling out of their late
March commitments
due to the war.
Expectations are that
inventory losses will
be short-term but could
be costly.

RADIO: RETRENCHING
March inventory is off.
as advertisers pull
campaigns from News:
and Talk stations.
Sports and music sta-
tions, however, are
seeing steady activity
from the auto, fast

food, beverage and

financial services sec-
tors. Early indications
are that ad budgets
will come back in April
and May.

MAGAZINES: SLOWING
Some advertisers in
the financial services,
travel and insurance
categories were back-
ing out of their sched-
vles during the initial
phase of the war.
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Media Wire

3 GOP Senators Want More
Debate on Ownership Rules

Opponents of deregulation are welcom-
ing last week'’s call by three Republican
senators for broad public debate before
the Federal Communications Commis-
sion decides what changes to make in
the country’s media ownership laws. The
suggestion, if heeded by the FCC, could
slow the deregulation process coveted
by many large media companies.

The GOP senators—Wayne Allard of
Colorado and Susan Collins and Olympia
Snowe, both of Maine—staked out their
position in a March 19 letter to FCC
chairman Michael Powell, who is working
to complete the agency's review of the
ownership rules by late spring.

Gene Kimmelman, senior director of
public policy for Consumers Union,
called the senators' stance “a major
boost.” In public debates so far, Democ-
rats have been the most forceful skep-
tics about relaxing ownership rules.
Meanwhile, FCC commissioner Michael
Copps, who has campaigned for broader
public input, is to attend a public hearing
set for April 7 in Phoenix. —Todd Shields

Nickelodeon Takes Wraps
0ff New Series for Fall

Nickelodeon last week unveiled several
new live-action and animated series at
an upfront presentation in New York.
New cartoons that will join the net-
work’s lineup this fall include All Grown
Up, the first spinoff from Rugrats; Dan-
ny Phantom; and My Life as a Teenage
Robot. New live-action shows include
Romeol!, starring Master P and his son
Li" Romeo, and Drake and Josh. For
preschoolers, new entries will include
Backyardigans and the stop-frame ani-
mation show Rubbadubbers.

As part of its Sunday-night, two-and-
a-half hour TEENick block, the network
will launch Live From Hard Rock. The
old ABC series Sabrina, the Teenage
Witch will also join TEENick this fall.

At the upfront session, Nick execu-
tives said that the network currently
controls 52 percent of kids 2-11 gross
rating points and that the net has grown
its GRP share 3 percent this season.
—Megan Larson (continued on page 8)

WAR IN IRAQ

Television BY JOHN CONSOLI

War's Toll on Revenue

By keeping some entertainment on, broadcasters mitigate ad losse:

Though war Goverage racked up huge custs; the networks were able to run some ads Jast week.

erhaps it was because the war had
been building up for some time, but
by the end of last week, the televi-
sion business—the Big Four broad-
cast networks, cable networks and
local stations—had suffered a lesser
financial hit from covering the out-
set of the conflict with Traq than
many had expected. But at press
time last Iriday, as the U.S. stepped up its
bombing campaign to far more significant lev-
els, it was unclear how much more regularly
scheduled programming might be pre-empted
and if more advertisers would try to get of TV.

The slow escalation of combat in the open-
ing days of the war enabled at least some of the
broadcast networks to air their regularly sched-
uled programming in prime time, mitigating at
least early-on the impact of advertising losses
resulting from the switch to continuous, com-
mercial-free, all-news coverage.

And while many advertisers expressed a
desire to not have their commercials run in
potentially grisly war coverage, most allowed
their scheduled ads to air on the Big Four net-
works, which expansively covered the early days
of the war but did not go wall-to-wall,
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A switch to continuous ad-free coverage of
the war in prime-time would mean ad revenue
losses for ABC, NBC and CBS of about $20
million each per day, according to media buy-
ers. Fox would lose about $8 million daily. As it
played out, however, during the first +4 hours
from the start of combat on March 19, instead
of losing a potential $32 million CBS and NBC
only took about $14 million in revenue hits,
buyers estimated. ABC, which was the only Big
Three network to pre-empt its prime-time
entertainment programming on March 20 for
commercial-free war coverage, took an esti-
mated $24 million hit over the +4-hour period.

After NBC News first broke to coverage on
March 19 at 9:33 p.m., the broadcast networks
and cable news channels all stayed with com-
mercial-free news the rest of the night. From
last Thursday morning through Friday after-
noon, however, the networks chose to switch
out of news coverage when they could and ran
commercials. CBS carried the NCAA basket-
ball tournament Thursday night, while NBC
ran the first two hours of its Must See TV line-
up. ABC and Fox pre-empted all prime-time
programniing in favor of news coverage, but as
one media buyer noted, ABC’s scheduled Are



\lot So Bad_ for Now

able news nets stay wall-to-wall, hut say they'll manage

You Hot? and Fox’s Married By America “would
not have gotten any audience anyway.” The
reality programs “are shows that advertisers
probably would have wanted to pull out of” on
a night when the other networks ran war cov-
erage, the buyer said.

Ad revenue losses were expected to escalate
over the weekend, however, as the U.S. military
on Friday afternoon began the first phase of its
“shock and awe” bombing campaign of Iraq,
and Iraqi forces offered some resistance to U.S.
troops advancing toward Baghdad.

‘Tempers did flare between some broadcast-
network sales execudves and a handful of buy-
ers, who, fearing potendal viewer backlash, de-
manded that their clients’ ads be pulled in all
programming for a week after the war began.
At least two of the Big Four networks inidally
balked at those demands, reasoning that no ads
would run in war coverage anyway, but that
once regular entertainment fare returned, the
advertisers were under contract to run.

“We’re not opposed to discussing switching
of an ad that might not be in the best taste, and
realize there are certain categories that may not
be appropriate to run ads during a conflict,”
said one network sales exec. “But for an adver-
tiser to say they want to pull all of their ads for
7 or 10 days and not pay for them is obnoxious.
‘They have a contract to run these ads and can’t
unilaterally decide they won't pay for them.”

Mike Drexler, CEO of Optmedia, said that
both sides have to realize the extenuating cir-
cumstances and “drop their clubs,” adding: “It’s
all about discussion, relationships and negota-
tion, and it needs to be done on an adverdser-
by-advertiser basis because all products and cat-
egories are different.”

Several major advertisers refused to be
scared off by the war. When NBC aired its reg-
ular Thursday comedies, for example, Gen-
eral Motors, Wal-Mart, JCPenney, Wendy’s,
Lowe’s, H&R Block, Toyota, Ford, Motrin and
several movie companies all advertised. And
Chrysler, V8, Kit Kat, Bayer Aspirin, GM and
some pharmaceutical companies ran spots on
NBC’s and CBS’ Thursday-evening newscasts.

“We don’t want to pull our advertising,” an
executive for one major retailer told Mediaweek.
“A lot of advertisers learned after 9/11 that
once you go off the air, it can take a while to re-
express and find holes to get your ads back on

the air. We just don’t want our ads in TV
newsmagazines that feature war coverage.”

The situation appeared to be much more
civil on the cable side. The major cable news
networks—CNN, Fox News Channel and
MSNBC—had already planned to operate
commercial-free for at least 48 hours once the
war began and had discussed with advertisers in
advance how to reallocate those dollars when
commercial breaks returned. “We have been
there so many times before,” Greg D’Alba,
executive vp of CNN sales, said on Friday. “We
have left our office numbers, home numbers,
cell phone numbers and pagers with all our
advertisers and plan to be in constant contact
with them at night and over the weekend.”

A TV audience survey sponsored by media
agency MediaVest (whose client roster includes
Procter & Gamble and Kraft), completed in
early March, found that 70 percent of viewers
do not find advertsing offensive during a war
or conflict, as long as it runs in non-news pro-
grams. The survey also found, however, that 60
percent of those polled believe commercials
should not be of a humorous nature. Another
significant finding of the viewer poll—71 per-
cent believe it is appropriate for the networks
to air commercials two days or less into or
immediately following a “national crisis.”

On the programming side, 67 percent of
viewers said they will not watch reality shows
during the war, compared to 28 percent who

said they will not watch sitcoms and 29 percent
who will not watch dramas.

Mel Berning, MediaVest president of
broadcast, said viewer polling will be done con-
dnuously, with results being fed to the agency’s
clients to help them evaluate their ad decisions.

Broadcast and cable entertainment net-
works were taking a close look at the content of
upcoming episodes of their original series. But
most said that while the war may be cutting
into the networks’ prime-time schedules, it has
yet to impact the content of most scheduled
programming. MTV, noting that much of its
young audience gleans its news from the net-
work, chose to hold back its regular Spring
Break coverage in favor of interviewing young
troops overseas. But aside from eliminadng
some sensitive material from schedules, few
cable entertainment nets altered their lineups,
citng a need for viewers to have alternatves.

“The vast majority of our advertisers have
remained on. They realize that our program-
ming will be an appealing respite for the view-
ers,” said Steve Gigliott, senior vp of advertis-
ing for Scripps Networks, which includes Food
Network and HGTV. “A handful of adverts-
ers have asked to be off for 48 hours. Some of
those advertisers you would expect—tourism
and airlines, for example. ”

Fox, if it did not elect to run Fox News
Channel’s war coverage in prime tme again on
Sunday night, was planning to switch out the
action movie Tiue Lies in favor of The Lost
World: Jurassic Park 2. ABC, meanwhile, pulled
the documentary-style military series Profiles
From the Line from its schedule. “We don’t
want to blur the line between entertainment
and news, and this series could confuse the
viewer at a ime of war,” said Jeff Bader, execu-
tive vp of ABC Entertainment.

Scripted series receiving the most scrutiny

Broadcast-Net Viewers Seeking Out Lighter Fare

While coverage of the assault on Iraq strongly boosted ratings for the cable news
networks, by the second night of action broadcast nets that reverted to entertainment
shows in prime time attracted larger audiences than those that stayed with war reports.
Based on fast national ratings from Nielsen Media Research (final national ratings
were not available at press time last Friday), the war was already wearing on broadcast-
network viewers by Thursday night, the second night of the conflict. From 8 to 10 p.m.,
NBC'’s regular sitcom lineup (led by Friends at 8) won all four half hours in households
and 18-49 ratings. Including a war-focused Dateline at 10 p.m., NBC won the night in
homes with a 9.2/14. ABC’s full night of war coverage placed second with a 7.4/11.
CBS' NCAA basketball coverage earned a third-place 5.2/8 (18 percent below last
year), beating the 3.9/6 Fox earned with its Fox News Channel feed of war coverage.
On the first night of the assault last Wednesday, Fox News Channel easily won
the cable-news competition with a 6.0 rating in households between 9:30 p.m. and
1:15 a.m., followed by CNN’s 5.0 and MSNBC’s 2.6, according to Nielsen national

ratings. —Katy Bachman
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Media Wire

The New Yorker Tops List
0f Awards Nominees

Finalists for the National Magazine
Awards were announced last week, and
once again The New Yorker, published by
Condé Nast and edited by David Rem-
nick, led the list with nine nominations in
seven categories, including General
Excellence for a magazine with a circula-
tion of 500,000 to 1 million.

Several of the finalists were nominat-
ed for articles relating to the Middle
East, homeland security and terrorism.

Other tities receiving multiple nods
include The Atlantic Monthly, with seven;
Harper's Magazine and CN's Vanity Fair,
with five apiece; Newsweek and Time
Inc.'s Sports Illustrated, four each; and
CN’s GQ, with three.

For GQ, the noms are a final hurrah
for outgoing editor Art Cooper. The recog-
nition of S/ is a stamp of approval for
managing editor Terry McDonell, who
joined the weekly last year.

Hearst Magazines’ Esquire, National
Geographic, Outside and Texas Monthly
also received three nominations each.

The awards will be handed out in New
York on May 7. —Lisa Granatstein

Hispanic Group Steps Up
Opposition to Univision Deal

A New York-based Hispanic advocacy
group last week further pressed its oppo-
sition to the pending merger of Univision
Communications and Hispanic Broad-
casting Corp. In a new filing with the
Federal Communications Commission,
the National Hispanic Policy Institute
asked the agency to carefully inspect
the deal, saying it will create a Hispanic
media entity tied closely to radio giant
Clear Channel Communications.

The filing, the latest of several by the
group, said the union would create a “jug-
gernaut” that could deny competitors like
NBC's Telemundo advertising on radio,
TV and outdoor displays. The National
Hispanic Policy Institute is led by New
York state Sen. Efrain Gonzalez Jr. (D).

At issue is the combination of Univi-
sion, the leading Spanish-language TV
company, and HBC, the largest Hispanic
radio group. Univision declined to com-
ment on the filing. —Todd Shields

AR TN RAGY

are those with plot lines that could allude to
current events, ranging from NBC’s The West
Wing to Fox’s 24. 24 is scheduled to return to
the Fox schedule on Tuesday night, and a Fox
representative said at press time that there were
no plans to pre-empt or postpone it.

A recent study by media agency Carat exam-
ining the impact of the Sept. 11, 2001 terrorist
attacks on prime-time viewing patterns found
that shows like Law & Order and the CBS mil-
itary drama 7AG attracted large audience hikes
during the month following the attacks.

For stations, the financial impact of the war
on network affiliates was uncertain entering
the weekend. “At this point it is very difficult
to project financial impact because we don’t
know network plans hour-by-hour, day-by-
day,” said Jack Sander, Belo Corp. executive vp
of media operations and TV group president.
He said Belo had lost minimal revenue so far
from unaired local spots. “We lost the NCAAs
on [March 20] in the afternoon, so there was
some revenue loss there, but nothing major.”

But Alan Frank, president of Post-News-

Print BY LISA GRANATSTEIN

week Stations, owner of six outlets including
Independent WJXT in Jacksonville, Fla., had a
different take. “The financial impact is immedi-
ate and deep,” said Frank, “and the longer the
wall-to-wall coverage, the deeper our losses.
Even if we wished to run commercials now,
most advertisers do not want to run in war.”
According to the Television Bureau of Ad-
vertising, in third-quarter 2001 (following the
Sept. 11 attacks), local TV ad revenue plunged
24 percent compared to the same period a year
earlier. A TVB representative suggested that
advertisers should be cautious when they pull
out. “Advertisers have to be sensitive during
times like this, but in general it can be [a risk]
to be quiet for too long,” the TVB rep said.
Mecanwhile, many ABC affiliates were upset
when the network halted its news coverage at
the end of prime time on March 19 after earli-
er telling stations it would continue broadcast-
ing. Most athiliates were dark for several min-
utes before they could scramble to get their
own local newscasts up and running. —with
Sandy Brown, A.J. Frutkin and Megan Larson B

Cool Heads Prevail on Ad Changes

Magazine and newspaper publishers last
week juggled a number of skittish advertisers
that wanted to cither shift ad placements away
trom war coverage or postpone running their
pages altogether. But given the Iraq assault’s
promising start, advertiser demands for changes
or withdrawals were not any-
where near the level of those
tollowing the Sept. 11 attacks.

Late last week, the news-
weeklies suffered a drop-off in
advertising across all categories,
but no outright cancellations.
“I'd be less than candid if I said
everybody was staying,” Time
publisher Ed McCarrick said
last Friday. About a half-dozen
clients (out of 50 total) had
pulled out of Time’s edition due
on stands Monday. The issue, including a sec-
tion observing Time’s 80th anniversary, was to
carry about 180 ad pages. (A contingency plan
was in place to publish two separate issues—
one solely on Iraq—if the war took a turn for
the worse.) Time was planning to boost its
newsstand draw.

Newsweek planned to devote its entire issue
to the war. “It’s a heavier ad-to-edit ratio than
normal, definitely,” said Greg Osberg, execu-
tive vp/worldwide publisher. Osberg said that
“over half” of the ad pages planned for this
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“We have
found every
publisher

to be under-
standing and
reasonahble.”
CARAT'S RUTMAN

week had “moved out” and will run in coming
issues. Newsueek was planning to more than
double its newsstand draw for Monday’ issue.
U.S. News & World Report was also experi-
encing falloff, with some advertisers shifting
their pages from this week to issues in April.
This week’s edition will include
the title’s new back-of-book,
war-free zone, 2nd Front,
where advertisers can run adja-
cent to health and business sto-
ries. (Time and Newsweek said
they also were being sensitive
to where ads were placed.)
“Some clients asked us to re-
move their advertising [from
the newsweeklies],” said Charlie
Rutman, president of Carat
USA, whose roster includes
Pfizer and Adidas. “We have found every pub-
lisher to be very understanding and reasonable.”
Newspapers also have seen their share of
advertiser attrition. Pulitzer, publisher of 14
dailies, “felt the brunt of it” when national
department-store chains pulled ads that were
set to run from Wednesday to Friday last week,
said vp Mark Contreras. At Cox Newspapers,
while there were some cancellations by travel
and real-estate firms, said vp of advertising
Cathy Cottey, “it’s not wholesale panic.” —awith
Lucia Moses, ‘Editor & Publisher’ =
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WAR IN IHAG

Radio BY KATY BACHMAN

For Industry, a Target of Opportunity

The assault on Iraq presents another big test
of commitment to news reporting and public
service for a radio industry that is far more con-
solidated now than at the time of
the 1991 Gulf War. Like military
generals mapping out their plans,
top radio groups last week de-
vised varied programming strate-
gies for their local stations.

Radio groups with large mar-
ket clusters, including Viacom’s
Infinity Broadcasting and Clear
Channel Communications, were
regularly directing music-station
listeners to their sister News and
Talk outlets for more informa-
tion and in-depth coverage.
“That’s the benefit of the cluster synergy,” said
Drew Hayes, operations manager for WBBM-
AM, Infinity’s News station in Chicago.

After Sept. 11, 2001, Clear Channel, the
largest radio group with 1,200 stations, moved
quickly to build its own news service, which
draws on 450 reporters in 174 news bureaus.
“Most of our News/Talk stations are affiliated
with one of the major networks for the initdal
stages [of the war]. As things progress, we'll rely
more on our own resources,” said Gabe Hobbs,

CC vp of News/Talk/Sports programming.

Online BY CATHERINE P. TAYLOR

during the U.S. campaign.

Radio networks were offering affiliates a
number of options for war coverage. In addition
to continuous reporting, the networks increased
the number of updates they
broadcast per hour. ABC Radio
News, the only radio news orga-
nization with a reporter (Richard
Engel) in Baghdad, led the pack
with six updates per hour, fol-
lowed by CBS (which was the
first radio network to report the
war’s outbreak) with five. Cumu-
lus Media and Saga Communica-
tions last week signed up their
outlets for more news from
Westwood One, which syndi-
cates several news feeds.

While most advertsers pulled out of News/
Talk programming for at least 72 hours, those
that had bought into music and sports stayed
put. Coca-Cola, Radio Shack, Nautica and State
Farm were sticking with NCAA basketball tour-
nament coverage on Westwood One.

At least one network radio buyer was look-
ing to acquire News inventory. Buyers expect
business to return soon. “We’ll take a hiatus,
but the [News] dollars will come back. It’s more
a question of when than if,” said Natalie Swed
Stone, director of national radio for OMD. W

News Sites Pull Ads, Get High Traffic

Some major news Web sites pulled ad-
vertising almost as soon as the bombs began
raining down on Iraq last week. But despite
the lost revenue in the short-term, online
publishers said they were not unduly con-
cerned about recouping.

At the outset, MSNBC.com and CNN.com
pulled ads from their sites; but others, including
ABCNews.com and NYTimes.com, did not.
MSN News & Information general manager
Scott Moore said that unlike TV, the Web’s
more-elastic ad inventory will allow sites to
recover lost business. “I don’t think this costs
us anything in the big picture,” Moore said.

News sites displayed a wide array of new and
old technologies that had their visitor counts
skyrocketing. MSNBC.com offered a free
streaming video archive of several dozen Irag-
focused news clips from NBC News. But there
were pitfalls, as well: The site’s move to limit

video capacity to 65,000 simultaneous feeds
made the feature difficult to access. Late Thurs-
day, MSNBC.com peaked at 250,000 simul-
taneous users, its second-highest volume ever.
ABC News Live showcased its “virtual
control room”—available in some online ver-
sions of the service—which let users watch
four war-related streams at the same time.
All news sites utilized the Web’s flexibility
in more low-tech ways, featuring detailed maps,
3-D models, public-opinion polls and profiles
of commanders on both sides of the conflict.
These features resulted in a surge in traffic,
with some news sites reporting as much as five-
fold increases. Nielsen/NetRatings figures re-
leased during the first day of the war showed
traffic was up almost across the board. CNN’s
site showed a 30 percent jump from a week
earlier; USAToday.com leaped 101 percent;
and WashingtonPost.com rose 34 percent. W
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The New Free Agents

More Major League teams are taking their TV coverage
in-house by forming regional Sports nets v mickaes FrReeman

acing resistance from local broadcast

TV outlets and cable operators to pay

higher rights fees, more Major League

Baseball franchises are moving to take

their game telecasts in-house by launch-

ing their own regional sports net-

works. While as many as 75 percent of

MLB clubs are currently losing money, the

potential rewards of retaining their own tele-

vision rights (and in-game advertising inven-

tory) may be worth the hefty start-up costs in
this era of squeezed local license fees.

In New York, the YES (Yankees Entertain-

The Kansas City Royals’ new network will offer 100 game
telecasts, tripling the team’s TV coverage from last season.

ment and Sports) network’s carriage agree-
ment earlier this month with Cablevision fills
a gaping hole in distribution for the Yankees’
flagship TV outlet, bringing new hope to
other clubs that are planning the do-it-your-
self approach. Two other big-market MLB
franchises, the Boston Red Sox and Philadel-
phia Phillies, have enjoyed success with their
partial ownership stakes in New England
Sports Net and Comcast SportsNet Philadel-
phia, respectively.

Still, the path to introducing a regional
sports network is littered with many failed
efforts. And the strategy, which is currently
being introduced or seriously studied by
more than a half-dozen MLB clubs, remains
challenged by a weak ad economy and cost-

conscious cable operators wary of new chan-
nels and higher programming costs.

For teams having a stake in a regional
sports network, “the opportunities to control
your own distribution and ad sales are so
much more promising than just taking rights
checks from a middleman,” says Lee Berke,
whose LBH Sports, Entertainment and Me-
dia consults pro teams on launching their
own RSNs. “Every [Major League] team that
is nearing the end of its current [TV] deal is
exploring the RSN approach, even if they’re
in a small market.”

Indeed, teams around both leagues
are going to be keeping a close eye
this season on Kansas City—the
No. 31 TV market in the country,
according to Nielsen Media Re-
search—where on March 20 the
Royals flipped the switch on their
own regional sports net. The Royals,
typical of many smaller-market MLB
franchises that are suffering from
flagging fan support and rising player
payrolls, are likely to be watched as a
test of the viability of do-it-yourself
networks for cash-strapped clubs.

The Royals decided to part with
previous local rights-holder Fox
Sports Midwest, which last season
offered just 30 telecasts from the
team’s 162-game schedule. Royals Television
Network has set a 100-game lineup for this
year via a charter carriage deal with equity
partner Time Warner Cable. Royals Televi-
sion Network has sublicensed another 14
games for over-the-air broadcast on KMCI-
TV, Scripps-Howard Broadcasting’s Inde-
pendent outlet in Kansas City.

As a limited (non-24-hour), single-team
cable network, the Royals channel faces uncer-
tainty over how much it can expand beyond
Time Warner Cable’s 440,000 households in
the market (Kansas City has a total of 849,000
TV homes). The network is pursuing agree-
ments in the six-state region with other MSOs,
including Comcast, Cox and Mediacom. Fox
Sports Midwest, by comparison, claims a high-

K
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er percentage of total TV homes in the area
and also carries MLB% St. Louis Cardinals and
the National Hockey League’s St. Louis Blues
on its 24-hour schedule.

John Mansell, senior sports analyst for
Kagan World Media, doubts that the Royals’
new network can match the estmated $5.5-
$6 million rights fee the team received annu-
ally from Fox Sports. “I'ime Warner can
probably get up to $1 per subscriber [per
month] extra on its basic [tier] fees, but I
don’t think that’s going to initially [equal]
what Fox had paid,” Mansell says. “Still,
there is little risk to Time Warner. The onus
lies on the Royals to increase their revenue.”

Bob Thompson, president of Fox Sports
Midwest parent Fox Sports Net, says he un-
derstands the Royals’ desire to have more of
their games on local TV. But he wonders if the
economics of the part-time, single-sport net-
work will work. “Down the road, they want to
be a full-service local origination channel, but
it will become an issue of ratings, delivery and
programming environment—whether they
are going to program Cooking With Wanda or
another sports show,” Thompson says. “They
believe they can get a larger net check [from
cable operators| than what we could provide.
But I think they’re going to find negotiations
over pricing and channel position with other
cable operators tougher.”

If the Royals and partner Time Warner can
convince other cable operators in the region
(which own systems in the K.C. metro area as
well as elsewhere in Missouri and Kansas,
Nebraska, Oklahoma, Towa and Arkansas) to
sign on, the channel could reach as many as 1
million subscribers and $6 million in annual
subscriber fees. At the current count of TWC’
440,000 households, the Royals Television
partnership would stand to earn about $2.6
million in sub fees. And with only 51 percent
of the DMAS total TV homes currently hav-
ing access to the network, ABC Regional
Sports Sales, which last week signed a five-year
agreement to handle advertsing sales for Roy-
als Television, could face some challenges.

“We’re not going to seal all of the other
cable-system deals by the start of the season
[March 31]. We are looking at this as a long-
term venture and [reaching] our goal of get-
ting more games on TV for our fans,” says
David Witty, vp of operations for Royals
Television Network. “We feel pretty confi-
dent about what [ABC] can bring to us in
national and local ad sales, to hopefully bridge
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Way digger! At ace 23, Mickelodeon just hit a growth
spurt, celivering cu- highest ratings ever in 2002.
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any gaps while we build up our cable car-
riage and subscriber revenue.” (ABC Re-
gional Sports Sales also handles national ad-
vertising sales for the YES network and for
broadcast TV stations that carry Baltimore
Orioles telecasts.)

Disputes with cable operators have been
a consistent hurdle in getting regional sports
nets off the ground—witness YES’ year-long
battle with Cablevision overpricing of the
channel for the MSO’s 3 million subscribers
in the New York metro area. The dispute,
which included lawsuits and countersuits,
was particularly heated since the Yankees’
holding company, YankeeNets, dumped Ca-
blevision’s MSG Network (and its $50 mil-
lion in annual rights fees) to launch YES.

Still, even though the network lacked dis-

Network in 2006. As of late last week, the
court had not responded to the suit.

In 1998, Fox Sports Southwest signed the
Astros to a 12-year rights deal that pays the
club $9.2 million per year. The contract per-
mits the Astros to field a “bona fide, arms-
length offer from a third-party” during the
2005 season to acquire the rights for the
2006-09 seasons, which Fox would have 30
days to match.

Fox Sports contends that the proposed
network with the Rockets is not a third-par-
ty offer because the Astros are essentially
“bidding on themselves, since they will own
a large equity interest” in the RSN, says Fox
Sports Net’s Thompson. The other issue is
whether the Astros can trigger the 30-day
match window “two years earlier than what

TRADING CHANNELS

AMERICAN LEAGUE

(NO. OF '03 TELECASTS)
BALTIMORE ORIOLES

FLAGSHIP BROADCAST TV DUTLET(S)

WJZ/WNUV/WPXW* (56)

New local TV rights holders in Major League Baseball, 2003

REGIONAL CABLE SPORTS NETWORK ('03 TELECASTS)

COMCAST SPORTS BALTIMORE (87)

| |

BOSTON RED SOX | WBZ/WSBK" (28) | NEW ENGLAND SPORTS NET (124)
KANSAS CITY ROYALS | KMCI*(14) | ROYALS TELEVISION NETWORK® (100)
SEATTLE MARINERS | ksTW* (33) | FOX SPORTS NORTHWEST (107)
TAMPA DEVIL RAYS | wxpx- (85) | FOX SPORTS FLORIDA (74)
TORONTO BLUE JAYS ’ NONE® ‘ ROGERS SPORTS NET (120)

THE SPORTS NETWORK (25)
NATIONAL LEAGUE
COLORADO ROCKIES | KTVD* (75) | FOX SPORTS ROCKY MOUNTAIN (50)
MONTREAL EXPOS | NONE | NONE*

PITTSBURGH PIRATES | NONE'

“New rights holder or sub-licensee in 2003

| FOX SPORTS PITTSBURGH (105)

*Blue Jays were dropped from CBC's broadeast schedule; ‘Expos were drapped from French-language pay-cable network RDS; “WCWB-TV was the

Pirates' broadcast sub-licensee in 2002
Sources: Major League Basaball, teams, local rights holders

tribution in more than 40 percent of the
New York DMA (which has a total of 7.5
million TV households), YES is estimated to
have generated just over $100 million in
advertising and subscriber revenue in its
2002 launch year. (The network’s healthy
$2-per-subscriber monthly fee to cable oper-
ators was a big factor.)

Two other MLLB franchises, the Houston
Astros and Minnesota Twins, have filed law-
suits seeking to free themselves from current
TV rights deals in order to launch their own
networks. In late February, the Astros asked
the Harris County (Texas) court to impose a
30-day deadline on Fox Sports Southwest to
match an offer the Astros have received from
the NBAs Houston Rockets to partner in
starting up the Houston Regional Sports

is written in the contract,” Thompson adds.

Pam Gardner, president of business
operations for the Astros, says that the club
was approached by Rockets chief operating
officer George Postolos with the offer to
take an equity stake in Houston Regional
Sports Network. “The agreement [with Fox
Sports] said we could field a third-party of-
fer, and that is what we got from the Rock-
ets,” says Gardner.

In Minnesota, a similar lawsuit was filed
last year against Fox Sports North by the
Twins, seeking to free the team to launch an
RSN called Victory Sports Network in time
for the 2003 season. But a court ruled that
the Twins must honor the final year of their
contract with FSN, delaying the launch of
Victory Sports untl 2004.
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Several other MLB franchises are mulling
starting up their own RSNs. In Chicago, the
Cubs and the crosstown White Sox are in
talks on a partnership to take their TV busi-
ness in-house (both teams’ games are cur-
rently on Fox Sports Chicago). The New
York Mets (which recently claimed to be los-
ing $18-20 million per year) have internally
discussed bolting Fox Sports New York and
Cablevision’s MSG to mount an RSN ven-
ture. The Orioles are said to be prepping the
launch of an RSN after the club’ pact with
Comcast SportsNet concludes in 2006.

Representatives of the Cubs and team
owner Tribune Co. declined to comment on
the status of the talks with the White Sox.
Officials of the privately held White Sox
could not be reached. New York Mets rep-
resentatives did not return calls.

The Oakland Athletics are entering the
final season of a seven-year rights deal with
Fox Sports Bay Area (worth about $7 million
annually) and are exploring their options.
Ken Pries, vp of broadcasting and commu-
nications for the A’s, says that “serious con-
sideration” is being given to the RSN mod-
el in the event that current negotiations with
Fox do not yield a renewal.

The Milwaukee Brewers are “studying” a
do-it-yourself network as the franchise enters
the final season of its contract with Fox
Sports North, a team representative says. The
Brewers, controlled by the family of MLB
commissioner Bud Selig, are near the bottom
of baseball’s TV rights-fee standings, with an
estimated take of $2.6 million per year.

In Cincinnati, where the Reds are in the
next-to-last season of a contract with Fox
Sports Ohio worth about $4 million annual-
ly, a representative says the team currently is
“inclined” to renew with Fox.

Neal Pilson, a former president of CBS
Sports who now owns his own sports con-
sulting firm, Pilson Communications, cau-
tions that small-market MLB teams may
have a more difficult road to success with the
regional sports network model.

“Not every market is like New York, Bos-
ton or Philadelphia,” Pilson says. “The chal-
lenge is to get more revenue than they do [in
rights fees] from the Fox regional sports net-
works, and that’s no slam-dunk.” Pilson notes
that Fox boasts a variety of other cable sports
programming assets, including Speed Chan-
nel and FX, giving the company carriage
leverage with cable operators and making its
per-subscriber fees lower than those of a sin-
gle-team regional sports network. [ |
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Baltimore’s Inner Harbor has undergone a renaissance that city officials hope to repeat in other areas.

Baltimore

THE COMPLETE REDEVELOPMENT OF BALTIMORE’S 84-YEAR-OLD HIPPODROME THEATER
into a 2,200-seat performing arts center is considered a pivotal catalyst
in the current rebuilding effort on the city’'s west side. The estimated
$63 million project will include renovation of the theater, which has sat

dormant since 1990, and adjacent buildings.
The theater will hecome the prime venue for
major Broadway shows traveling to Baltimore.
Hippodrome owner and operator Clear Chan-
nel Entertainment is working with the Mary-
land Stadium Authority and the Baltimore
Center for Performing Arts on the extensive
renewal project, which is scheduled for com-
pletion in spring 2004. The city and state have
both put up millions toward the project.
Meanwhile, on the city’s east side,

home to Johns Hopkins University, [RNIEEENL e 110 NE05]
the city is pushing for the develop- EEXVEI AT el -3 AT [ V. WH:-T.XRJ["[e]:15
ment of a biotech research facility

Jan.-Dec. 2001

centered around the university.

for hard news since the Sept. 11 attacks. Spot-
ting the trend, several outlets in Baltimore have
ramped up their local news programming.
WJZ-TV arguably has made the most ag-
gressive moves to expand its news product,
thus shaking up the local TV landscape. The
CBS owned-and-operated station last Sep-
tember launched the market’s first and only
4 p.m. newscast, which runs an hour. The
newscast actually dethroned perennial market

Jan.-Dec. 2000

RANDY WELLS/STONE/GETTY IMAGES

leader The Oprah Winfrey Show on rival outlet
WBAL-TYV, Hearst-Argyle Television’s NBC
affiliate, for the first time in more than a
decade, says Jay Newman, WJZ vp and gen-
eral manager. As a result, WJZ won the early-
fringe time period in the February sweeps in
households. “The station has and always has
had a very strong brand identity with our team
of on-air personalities,” Newman says.

To reflect the increased news coverage,
the station altered its brand from Baltimore’s
Favorite Station to Baltimore’s News Station.
With the addition of the 4 o’clock news, WJ]Z
produces seven hours of local news a day,
more than any other station in the market.

WBAL has been the market news leader
for the past several years, with WJZ a strong
second. Bill Fine, WBAL gm, is not ready to
concede defeat, although he does credit WJZ
with having excellent timing. WJZ launched
its 4 p.m. news a week before the D.C.-area
sniper shootings last year, which received
extensive coverage, along with Iraq war sto-
ries and coverage of a number of serious win-
ter storms. “They certainly picked a fortu-
itous time to launch a 4 o’clock news,” says
Fine, adding that it has “no doubt given them
a tremendous boost.”

Fine says he still views his station as the
market news leader, particularly in offering
advertisers and audiences higher qualitative
value. “We had the news leadership in the
market for the last three vears, except for the
last six months,” says Fine. “I will not con-
cede news leadership to them.”

WBAL does not plan to launch its own 4
p-m. news, ['ine says, but the station is plan-
ning to launch new news product, including
Digital Traftic Pulse 11 at the end of March.
The service uses a breaking-news helicopter
and information from a dedicated news traffic
company. The service, which digitally cap-
tures traffic on the roadways, “will give the
best, most accurate traffic reports,” says Fine.

WBFFE, Sinclair Broadcast Group’s Fox
affiliate, also expanded its local
news programming. In February,
the station replaced reruns of King
of the Hifl with an 11 p.m. newscast
to compete head-to-head with the

Television viewers in the 24th- POl IV $245,688,815 $261.855.347 other Big Three networks, The
. . Local Newspaper $141,777,274 $129,866,408 . . .
ranked Baltimore market (1.06 mil- station continues to produce its
. . QOutdoor $23,834,657 $22,037,628 .
lion TV households, according to Local Magazine $4.675.501 $4.203.680 very strong 45-minute late news at
Nielsen Media Research), like those Total $415,976,247 $408,063,063 10 p.m., which is followed by a 15-

in many other areas of the country,
have shown an increased appetite

Source: Nielsen Monitor-Plus
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minute sports show called Sports
Unlimited. The 11 p.m. newscast






did a 2.3 rating/+ share in houscholds in Feb-
ruary, fourth overall in the market (sce Nielsen
chart on page 22). “We believe we can put on
as good or better product at 11 o’clock,” says
Bill Fanshawe, WBFF gm.

Sinclair also has oversight of WB affiliate
WNUYV, which airs a live local newscast at
6:30 p.m. using WBFT talent. The station,
which had sandwiched its 6:30 p.m. newscast
with Fudge Fudy at 6 and 7 p.m., now runs The
Sinnpsons betore and after. It also replaced its
weeknight run of Martin at 7:30 with That
"70s Show.

WNUV also carries more than 30 Orioles
Major League Baseball games (W]Z this sea-
son will carry another 25 Orioles telecasts,
and 87 others will air on local cable sports
network Comcast SportsNet). Other sports
on WNUYV include Atlantic Coast Confer-
ence basketball and the ACC tournament fea-
ruring the University of Maryland, which last
year was the No. | team in the country.

Fanshawe says he consciously differentiates
WBFFs 11 p.m. newscast by making it very
fast-paced, with more than 30 stories in 30
minutes and slicker graphics. The parent
company provides the staton with live nation-
al news feeds featuring an anchor, while
WBFF’ in-house anchor reads the local sto-
ries. The station is currently alternating Jen-
nifer Gilbert, its main female anchor at 10
p-m., and weekend anchor Craig Demchalk to
handle the 11 o’clock news, but Fanshawe says
he will name a permanent anchor in the next
three to four weeks.

WBFF has entered into a long-term agree-
ment to be home to prescason Baltimore
Ravens pro football games. The station will
also carry one of the team’s shows, including
coach Brian Billick’s The Ravens Report, to air
at 7 p.m. on Saturdays. Ravens Wired, fearur-
ing game highlights and player interviews, will
air on WNUV Mondays at midnight.

WMAR-TV, Scripps Howard Broadcast-
ing’s ABC affiliate, has never recovered from
losing its NBC affiliation in 1995 (and losing
Oprah), remaming a distant third in local news
behind W]Z and WBAL. Drew Berry,
WMAR vp/gm, says ownership and manage-
ment volatility over the years also hasn’t helped
the station.

To try to wrn things around, Berry last
summer rebranded the station to a more advo-
cacy-oriented, viewer-friendly position with
more consunier, investigative and health cov-
erage. He says the station will roll out a new
tag to go with the revised brand in the next few
months. The station is plaving up its affiliation,
going with the new moniker ABC2 instead of

WMAR. Berry also says his station does more
local programming than any other station in
the market, when local cooking, gospel and
sports shows are counted.

Executives at WUTB, Fox Television’s
UPN aftiliate, did not return calls seeking com-
ment. Fox took over the station when it bought
Chris-Craft/United Television in July 2001.

Comcast Corp. is the dominant cable op-
erator in Baltimore. The company also oper-
ates the local interconnect, Comcast Mar-
ketLink Baltimore. The 2-vear-old intercon-

SCARBOROUGH PROFILE

nect serves nearly 800,000 homes in the
DMA. Millennium Cable agreed to join the
interconnect in 2001, handing over a third of
its inventory for MarketLink Baltimore to
manage, says MarketLink Baltimore vp Jeff
Basler. Millennium serves some 56,000 cable
households in Anne Arundel County, Md.,
about 7 percent of cable homes in the market.
Basler says 98 percent of all cable households
are now part of the interconnect, representing
80 percent of all TV homes in the DMA.
Adelphia Cable still controls one of the sys-

Comparison of Baltimore

TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HH! $75.0004

Coliege Graduate

Any Postgraduate Work
Professionai/Managerial
African American
Hispanic

MEDIA USAGE-AVERAGE AUDIENCES*
Read Any Daily Newspaper

Read Any Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Afternoon Drive M-F

Total TV Early News 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 Afternoon Drive M-F

Total TV Early News M-F

Total TV Prime Time M-Sun

Total Cabte Prime Time M-Sun

MEDIA USAGE-OTHER
Accessed internet Past 30 Days

HOME TECHNOLOGY

Owns a Personal Computer

Purchase Using Internet Past 12 Months
HH Connected to Cable

HH Connected to Satellite/Microwave Dish

Top 50 Market Baltimore Baltimore

Average %  Composition % Index
31 30 99
41 4; 103
28 27 97
29 31 108
13 13 103
11 12 112
23 27 118
13 26 201
13 # #
55 51 93
64 64 100
22 23 105
18 20 108
29 29 101
39 39 101
13 15 112
75 71 (23]
77 77 99
76 78 103
73 76 108
70 70 100
91 91 99
59 62 106
60 61 101
69 68 99
38 40 106
69 73 107
16 9 58

#Respondent count too low to count. *Media Audiences-Average: average issue readers for newspapers; average quarter-hour
listeners within a specific daypart for radic; average half-hour viewers within a specific daypart for TV and cable. “*Media Audi-
ences-Cume: 5-issue cume readers for daily newspapers; 4-issue cume readers for Sunday newspapers; cume of all fisteners
within a specific daypart for radio; cume of all Viewers within a specific daypart for TV and cable.

Source: 2002 Scarborough Research Top 50 Market Report (February 2001-March 2002)
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And they watch reality shows
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tems in the interconnect, serving about 32,000
subscribers in Carroll County, Md.

The interconnect currently inserts ads on
35 networks and soon plans to increase the
number to 40, says Basler. The five new chan-
nels will be a first for the interconnect, which
is rolling them out with fully supported ad
sponsorship. Four advertisers will have exclu-
sive rights to all advertising on the channels,
which include ESPN Classic and Discovery

RADIO OWNERSHIP

Health, says Basler.

“We have ambitious plans to expand the
organization in 2003,” Basler says, “to reflect
the growing demand for our product.” The
interconnect hired Chris Mecchi, former
research director for WJZ, as its new director
of audience research. Melinda Ragusa was
named to the new position of manager of
client services.

Baltimore’s The Sun, owned by the Tiibune

Avg. Qtr.-Hour Revenue Share of
Owner Stations Share (in millions) Total
Infinity Broadcasting 1AM, 4 FM 19.6 $45.7 32.3%
Radio One 2 AM, 2 FM 14.0 $29.4 20.8%
Hearst Corp. 1AM, 1 FM 10.7 $25.3 17.9%
Clear Channel Communications 1 AM, 2 FM 14.5 $24.1 17.1%
Nick Mangione 2 AM 3.8 $3.6 2.5%
Peter & John Radio 1 FM 1.6 $1.6 1.1%

Includes only stations with signfficant registration in Arbitron diary returns and licensed in Baltimore or immediate area.
Share data from Arbitron Falt 2002 hook; revenue and owner information provided by BIA Financial Network.

NEWSPAPERS: THE ABCS

Daily Sunday
Circulation Circulation

Baitimore County: 308,045 Households

Daity Market
Penetration

Sunday Market
Penetration

The Sun 101,812 166,845 33.1% 54.3%
Baltimore City: 255,561 Households

The Sun 65,480 104,649 26.2% 41.9%
The Washington Post 1,888 2,593 0.8% 1.0%
Anne Arundel County: 185,231 Households

Annapolis Capital 43,695 46,400 24.3% 258%
The Sun 30,336 57,942 16.9% 32.2%
The Washington Post 19,836 27,091 11.0¥ 15.1%
The Washington Times 4,514 1,954 2.5% 1.1%
Howard County: 94,685 Households

The Sun 21,360 37,868 21.9% 38.8%
The Washington Post 15,384 21,290 15.8% 21.8%
The Washington Times 1,044 491 1.1% 0.5%
Harford County: 82,849 Households

The Sun 20,781 39,567 25.3% 48.3%
Carroll County: 54,674 Households

Carroll County Times 21,777 22,888 40.3% 42.3%
The Sun 10,655 23,107 19.7% 42.7%
The Frederick News-Post 1,399 2.6%
The Washington Post 935 1,495 1.7% 2.8%
Hanover Evening Sun 551 579 1.0% 1.1%
Queen Anne’s County: 16,051 Households

Annapolis Capital 2,157 2,534 13.9% 16.4%
The Washington Post 863 1,336 5.6% 8.6%
The Sun 734 1,977 4.7% 12.8%

Data is based on audited numbers published in the Audit Bureau of Circulations' Oct. 3, 2002 Gounty Penetration Report
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Co,, is the city’s only daily newspaper. The
paper’s daily circulation for the six months
ended Sept. 30, 2002, was 253,439 (Monday-
Tuesday), down 3.8 percent from the same
period in 2001, according to the Audit Bureau
of Circulations. Its Wednesday-to-Saturday
circ was 300,410, down 1.9 percent from a
year ago. On Sundays, the paper’s circ reached
465,513, a 1.8 percent slip from 2001. Despite
being in the shadow of the much larger Wash-
ington, D.C., market and its daily newspapers,
the Sun remains the dominant paper in its
own neighborhood.

Last September, The Sun welcomed Denise
Palmer as its new president, publisher and
CEO. Palmer was most recently president/
CEO of Tribune’s ChicagoLand Television, a
Chicago cable news channel. Palmer succeeds
Mike Waller, who became chairman of the
newspaper and retired in January.

After a year of work, the paper last
November completed the reorganization of its
advertising department. The department was
broken up into teams consisting of ad reps, a
compositor, finance and billing personnel, an
aruist and a marketing research person. These
self-directed teams enable advertisers to talk
directly with not only the ad sales rep but also
with people (the sketch artist, for example)
whom they did not deal with in the past.
“We’ve seen much improvement in error-
reduction in our ads,” says John Patinella, The
Sun senior vp/gm. “The customers like going
directly to the back-office people.”

In February, the daily launched some new
pages in the paper. They include a new
Health & Fitness page that is part of the
Home & Family section in Sunday’s paper,
and a Medicine & Science page that goes into
the main section of the paper on Mondays.
This month, The Sun expanded its total-mar-
ket-coverage product, called Sun Plus. The
paper launched 4+ Sun Plus, which targets
African Americans. The Sun repackages pre-
viously published content about African
Americans. The product is published weekly
and is mailed to nonsubscribers in areas of the
market with concentrations of African Amer-
icans, says Patinella.

The Sun also has placed a strong emphasis
on beefing up its already extensive entertain-
ment coverage. The paper, which recently
hired another music critic, plans to fatten its
entertainment tab, called Maryland Live, by
“adding significant copy so that it targets more
younger readers, basically 18-to-34-year-olds,”
says Patinella. The tab, now about 32 pages,
will increase by up to 10 pages, he says.

American City Business Journals publishes



GOT YOUR EYE ON THE LATEST TREND?

So do WE.

Women make 88% of all retail purchases these days, and turn

to shows like Full Frontal Fashion for the latest styles.* If you're
looking to reach these trendsetters, find them on WE.
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WEH Original Series
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the weekly Baltimore Business Journal. The
Baltimore Times Inc. publishes The Baltimore
Times, along with several other free wecklics
in the region targeting Maryland’s African

RADIO LISTENERSHIP /| BALTIMORE

Avg. Qtr.-Hour Share

. . Morning  Evening
Americ: .
cFGER CHmmunity. . STATION FORMAT Drive, 12+ Drive, 12+
Infinity Broadcasting, Radio One, Hearst-
. WPOC-FM Country 9.5 9.0
Argyle and Clear Channel Communications
are the main radio players in the radio mar- WERLIZR Setarlalk Spdle 5.3 S
. . - . WERQ-FM Urban Contemporary Hit Radio 5.8 7.0
ket, with Infinity claiming the dominant mar- ;
ket-share position, thanks to controlling a PUbag!iy MPLR=Snenlet Rack 25 e
third of the radio a;l market WWIN-FM Urban Adult Contemporary 5.7 5.2
. WLIF-FM Soft Aduit Contemporary 5.4 5.6
The 19th-ranked Baltimore market fea- .
. WQSR-FM Oldies 5.2 3.6
tures perennial leader Urban Contemporary g T oo i o
Hit Radio station WERQ-FM, owned by n s WALl i ‘
. y WXYV-FM Talk 3.0 4.3
Radio One, and Clear Channel’s Country OB A Neis ek 20 25
powerhouse WPOC-FM. In the fall 2002 e ; :
Arbitron survey, WERQQ saw its share decline Source: Arbitron Fall 2002 Radio Market Report
from a 7.3 in the summer to a 6.7 among lis-
teners 12-plus, while WPOC enjoyed a nice NIELSEN RATINGS / BALTIMORE
bump from a 7.8 in the summer to a 9.0 in the EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS
tall. Hearst-Argyle’s Album-Oriented Rock -
station WIYY-FM also saw its share shoot up, gvenlng News : !
from a 3.5 share in the summer to a 4.6 in the Time Network Station Rating Share
Out-of-home advertisers in the market SR e e
. NBC WBAL 8.8 17
include Eastern Outdoor and Gateway Out- Fox WBFE* 38 7
dpor, the lgttcr hol'd‘ing the contract for the ABC WMAR 2:6 5
city’s transit advertising. But the biggest and WB WNUV* 2.0 4
most active is Clear Channel Qutdoor, which UPN wUTB* 1.9 4
is taking an active role in Baltimore’s revital- 5:30-6 p.m. CBS wJdz 11.4 22
ization ctforts. The company, which is the NBC WBAL 8.8 17
largest outdoor-advertising player in the Bal- Fox WBFF* 4.1 7
timore market, hopes to win approval for a ABC WMAR 3.0 5
plan to construct 17 wallscapes on the exteri- \l/JvPBN wﬁ%\; fg i
F First Mari Balti a. -
or of the First Mariner a‘ltlmore Aren.l The 6-6:30 p.m. CBS WJzZ 12.7 21
arena, home of the Baltimore Blast indoor NBC WBAL 94 16
soccer team, takes up an entire §ity block and ABC WMAR 41 7
is within a few blocks of Baltimore’s Inner WB WNUV* 4.0 7
Harbor, Mechanics Theatre, Ravens Stadium, Fox WBFF* 28 5
the Baltimore Convention Center and down- UPN wuTB* 2.6 5
town Baltimore. 6:30-7 p.m. CBS WJzZ 12.7 21
Five of the wallscapes will measure 27 feet wB WNUV 22 4
tall bv 45”ffet long, ;1.nolther}10 W(li“ nfensure Late News
45 fLCF tall by 54 feetin length, and two more 10-10:45 p.m. Fox WBFE 73 1
are still in development, says Don Scherer, 11-11:30 p.m. CBS WJZ 1.7 21
division president of Clear Channel Outdoor. NBC WBAL 115 21
The massive advertisement displays will cost ABC WMAR 4.2 8
anywhere from $8,000 to $20,000 a month, Fox WBFF 2.3 4
depending on placement and market demand, wB WNUV* 2.1 4
says Scherer. UPN wuTB® 15 3

Scherer says he’s hoping the project turns
this area into a destination spot that draws
people not only to visit the myriad venues in
the vicinity but also to sce the razzle-dazzle

*Non-news programming Source: Nieisen Media Research, February 2003

ads. Each ad must “avoid the literal, avoid the

mundane,” says Scherer, who cites the allure

of New York’s Times Square or Los Angeles’

Sunset Millennium Project. “If it doesn’t give
¢ b . M ”

me a ‘Wow,” I may reject it.” Scherer says

that if Clear Channel receives the green light
for the project, he’ll aim to have the first ads
up by April, but no later than May. He adds
that the project would be the first of its kind
in Baltimore.
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Clear Channel sells the Washington-Bal-
timore metroplex as a combo buy to national
and regional advertisers, otfering about 250
bulletin faces, 1,300 30-sheet posters and
about a half-dozen wallscapes. w
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; He makes the TV

“His irsight irto ratinrgs and
trends & flawless. We would be
lost without him.”

~Maury Povich

“You’re the first thing 1 read
Every morning.”

~-Dick Wolf,

Creator and Exec. Prodecer

of Law & Order and

Law & Order: Special

Victims Unit

“The Insider hes a unique and
saluable perspective. | d =ver
cay for it if | had to.”

~Adam Ware, C00, UPN

“It is fantastic, a re iable
source for the latest informa-

tion in television.”
~Griffith Barger,
Supervisor for Nissan
North American at
TBWA/OND

“The Insider offzrs what would
take m2 an hour tc glean “rom
trade pacers in just a matter of
minutes.”

-Geoffrey Mark Fidelman,
Author, The Lucy Book

“Your calumn is smart, hid and
always provocative.”

~Clyde Phillips,

Producer, Get Real

“Hats off o
column. Im
speed you can

“It is manda
anyone who
blood of ou:
program.’

Ge

Do you need to know what's going znin TV...every day? Ratings, news, trends, annauncements,
gossip, expe-i opinions Marc Berman will help you. If you're at a network, ad agency, syndication
company or cable operation, you'd bezter sign up quickly for the Programming Insider while it's
still free. Many cf the nast famous execs in the businass are zlready getting it. Like them, you'll
get Marc’s unique brand of journalism by e-mail every morning. And you'il be better informed than

you've ever been before. (Plus, you'll have a chance to test your expertise with Marc’s Insider
Trivia quizzes.)




experts look good.]m»

“Thanks ‘cr all you do. | live by “Keep up the good work on
is incredible your programming not2s.” reparting syndicazion demos.
nred at the -Jerry Jones, You are the only reparter dcing

his together.” wcsl it consistently.”
Bill Brioux, -Dick Robertson,
pronto Sun President, Warner Bros.
. Domestic Television

reading for
has the life
siness, the

“Thank you Ffor tiz very
prof2ssional ccveragz of the
= NATPE conferenze.”

-Bruce Johansen,
i President/CED NATPE

ve Carfalite,
al Manager,
XB Fox 43

Subscribe to the
PROGRAMMING INSIDER

Send vour name, company rame,
title and e-mail address to:

Mberman@mediaweek.com

A service cf mediaweexk.com

Marc Berman

EDITOR OF THE PROGRAMMING INSIDER
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Behind the
akeover

vHI's Brian Graden

and Christina Norman

have a plan to revamp the channel
into a pop-culture destination.
Will the network’s core of music
fans stick around for the next set?
BY MEGAN LARSCN

[ cue music. cue announcer. )

it started out as a backup to MTV, laboring in the shadows of its famous
sibling until it made the big time with new hits like Pop-Up Video and
Behind the Music. Frontman John Sykes was no stranger to the volatile
music business, but even he had never imagined such a wild ride to the
top. Then, when it came time to follow up on the hits, everything went
south—the fans deserted, the business failed, and Sykes was gone. But
now, new leaders Brian Graden and Christina Norman hope to engineer a
comeback that will bring back the old fans and convert new ones...Tonight,
the rock ‘n’ roll roller-coaster saga of VH1, on Behind the Music.

The story of VH1 really could ... . oreac sepind e

Music episode. For most of the late 1990s, the music channel was the dar-
ling of Viacom’s basic cable networks, breaking ratings and revenue records
right up to the millennium. It all crescendoed at the end of 2000, where-
upon the go-to network for post-MTV music fans found itself in a steep
nosedive. Audience levels crashed across all demographics, and the net-
work’s sales executives couldn’t deliver on promises to advertisers. Bekind
the Music and Pop-Up Video had sutfered death by overplay, and nothing else
grabbed viewers’ attentions.

Matters only worsened when John Sykes, the general manager who had
led the network to its apex, was bumped upstairs (and out of the way) to run
sister company Infinity Radio for Viacom president/COO Mel Karmazin.
VHI was a rudderless network that had run aground in an embarrassingly
short period of time.

“If you looked at VHI a year ago, it was the Bebind the Music network,”

PHOTOGRAPH BY CHRIS CASABURI
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says Marc Goldstein, president/CEO of Mindshare. “They learned
the hard way that you can only take a good thing so far.”

Enter Christina Norman, who last April left the comfortable con-
fines of MTV as a marketing and on-air promotions executive to enter
a totally new domain as VH1’s general manager. Joining her in May
was Brian Graden, a programming wunderkind best known for discov-
ering South Park, as president of entertainment for MTV and VHI.

The two were daunted to discover upon arrival that VHI really
was—and stll remains—an endrely different beast from MTV: different
audience with different sampling habits, and an internal vibe at the chan-
nel that was more structured and cautious. Worst of all, there was very
little content in development with which Graden and the programming
department could work. “I looked in the cupboard and saw about three
or four things that had some life,” Graden recalls. “Virtual panic setin.”

The pair immediately set about rallying the staff, shelving Bebind
the Music, updating some other old standards like Pop-Up Video and
polishing series that weren’t doing as well as they should, like Driven
and Ultimate Albums. They led the charge to create more sophisticat-
ed on-air promos and graphics that echo the Beat generation, Warhol
pop art and Sex Pistols album covers. More importantly, they tried to
loosen up the staff by promulgating a greater sense of autonomy and
freedom of expression, even if an idea sounded terrible.

“At a retreat in June, I opened up our meeting by giving the staff
one cardinal rule: don’t trash anyone’s idea. Because being creative is
like standing up in front of a room naked,” Graden says. “Everyone
just stared at me in silence. I think I changed the dynamic.”

“Morale was really down,” adds Norman. “Everyone was waiting
around for permission, but for me and Brian it’s all about generating
ideas. The staff needed to be unstocked and freed.”

Their efforts paid off. After its near-record collapse, VHI started to
rebound in the latter half of 2002 through a tripling of original pro-
gramming, and ended up posting a 50 percent ratings increase to a 0.3
in prime time among 18-to-49-year-olds first quarter to-date through
March 9, according to Nielsen Media Research.

Great White. The energy is high and the staff verbose, talking across
and up and down the table to each other about the liabilities involved.
The electricity doesn’t fade when Graden and Norman walk in, but
everyone soon gets to work, communicating via video with the L.A.
office where Graden spends half his time. People are clearly feeling
good because ratings are on the rise and programming—both what’s
on the air and in development—looks promising. Graden asks ques-
tions but leaves most of the talking to the staff.

After screening the latest installment of VHI’s new programming
franchise Behind the Movies: Chicago, the graphics team shows off some
of the new show openers that are being developed. The program is 25
Greatest Power Ballads. As the tape starts, the first bars of music accom-
panying the stark orange onscreen billboard sound familiar, but the
song builds to the unmistakable lyrics blasting out of the TV’ speak-
ers: “You're motorin’...What’s your price for flight?”

The mood around the table is infectious as Night Ranger’s cheesy
but resonant 1984 classic Sister Christian almost inspires some staffers
to call out “yes” and sing out loud like the kids in the opening credits
of That *70s Show. “We want to trigger the emotion from a past that we
share together,” says Graden, later. “The appetite for recycled pop cul-
ture seems endless. It’s comfort food.”

For years VHI has been building on the irrefutable tie between
modern man and music. Bebind the Music’s success first captured that
essence, bringing fathers and daughters and mothers and sons togeth-
er over a common appreciation of, say, Crosby, Stills and Nash. But
the constant repetition of that show and less iconic profiles tainted
the brand, and BTM found its way into a Jerry Seinfeld routine that
wasn’t so flattering.

VHI1 is still about the lore and legend of music, but in order to
grow and appeal to as many people as possible, the network can’t be
limited to these areas alone, at least in Graden’s and Norman’s eyes.
“To define VHI you need to invent a word: popstalgia,” says Norman,
sounding unsure that she’s coining the right word. “Of course, that
would never come across to the viewer. You have to be it, not say it.”

That VHI is aiming to encapsulate feelings evoked by America’s

"The adult music lover is very
real, as evidenced by Norah

do want to inform the viewer
about Avril Lavigne.” MCGRATH

Jones' win at the Grammys. And
we don't want to lose that. But we

relationship with pop culture is probably the greatest distinc-
tion between the network in the 1990s and now. Part of the
problem last year was that VHI could no longer balance the
vast age range of its audience—children of the 1960s and
1970s up through the class of 2000—once BTM was run into
the ground. To be focused on pop culture lets the network
cover the music, movies, people and topics of the last 40 years
that get people talking.

“It’s all stuff you can use to get into a conversation at a
cocktail party,” muses Norman. “The collective memory of
the last 35 years is mine to play with. How cool is that?”

“ VH1's sister network TNN tried to brand itself as the pop

Some observers charge that the “recovery” has been largely the result
of quick fixes and say that the greater challenge lies in keeping the
momentum going with original programming that has yet to really see
the light. “They applied some great band-aids to get them to the next
step,” says Kathryn Thomas, associate director at Starcom Entertain-
ment. “But they need original, well thought-out development to go for-
ward, which is where VHI has always stumbled and exhausted their for-
mulas. We have not seen a real daringness in programming yet.”

At VH1's weekly development meeting on Feb. 24, the topic of

conversation among the researchers, programmers and graphic artists
in attendance turns to the tragic Rhode Island club fire and the band

culture network but couldn’t overcome its original roots as The
Nashville Network equipped only with the Star Trek franchise and
wrestling to sell its concept. Though it lost considerable ratings trac-
ton last year, VHI enjoys much better brand equity with its audience
because it has been around for so long. And music, which is at the
heart of the channel, is also an enduring staple of pop culture—and
therefore, a good launching pad into other pop arts.

The network wants to inform as much as entertain, so the Jimmy
Page nut can watch something cool but also find out who 50 Cent is.
This means—much to the irritation of some viewers—that Pink and
Lil’ Kim received airtime alongside Elvis Costello and the Police’s per-
formances on the Rock and Roll Hall of Fame ceremony show earlier
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RUNNIN’ THE GAMUT:
VH1 aims to satisfy a
wide world of pop-cul-
ture tastes. (Clockwise
from top): The ladies of
new reality contest Born
to Diva; Elvis Costello
rocks the Hall of Fame
show; Run DMC get their
due on Hip Hop Icons.

this month (which, by the way, delivered 248 percent higher adults 18-
49 ratings over the 2002 telecast). It also means that reality TV will
have a place on the schedule. “The adult music lover is very real, as
evidenced by Norah Jones’ win at the Grammys. And we do not want
to lose that, but we do want to open it up a hit to inform the viewer
about Avril Lavigne,” says Judy McGrath, president of the MTV Net-
works Music Group, who tapped Graden and Norman to take on the
rebuilding of VHI. “The slice is bigger.”

It is still a 180-degree turn from MTV, which is all about the artist
of the moment. “We’re with artists for the long haul, not just at the
launch,” says Norman.

In February, VH1’s prime-time ratings grew 22 percent among
persons 2-plus to deliver 430,000 viewers and 20 percent among adults
18-49 to 287,000, according to Nielsen. In total-day, ratings also grew
26 percent to delivery of 264,000 viewers 2-plus. The audiences,
though bigger than last year, are still small.

VH1 had its greatest recent ratings sUccess wich 7 Love rhe
’80s, a hearttelt homage to the “me” decade that had been in devel-
opment under Sykes and former programming vp Fred Graver. I Love
the *80s serves almost as a template of VH1’s new direction as a mir-
ror of pop culture, for it chronicled the decade looking not only at
the music, but also the people, films, politics and major events. It
showcased old videos, news clips and commercials but updated it with
commentary from contemporary actors and comedians such as The
Daily Show’s Mo Rocca.

Graden most certainly pur his stamp on ’80s series (there is talk
about producing I Love the *70s and [ Love the *90s), but the new prod-
uct developed under him so far has yet to be tested.

But buyers are encouraged already by what they’ve seen from
Graden and Norman. “They should be applauded. They fixed it and

stayed within the VHI DNA,” says Mindshare’s Goldstein. “They
took their first step and probably their second. T am a heck of a lot
more confident these executives will take VH]1 to the next step in
development. They won’t rest on their laurels where they are today.”

New series and specials set to debut in the coming weeks and
months include 50 Greatest Teen Idols, 25 Greatest Fads, Hip Hop Icon,
Hip Hop Babylon, Karaoke Dreams and VH1’s
own reality talent contest, Boru to Diva, which
premieres in April. There is also the latest
installment of the network’s A// Access: series,
Hot, Sexy, Gay, which looks at gay icons; Pop
Dliustrated, which charts pop culture phenom-
ena like the rise of the super model; Heroes of
Bad Taste; and Super Secret TV Formulas. All
have the potential to get sampling from the
network’s typical channel-surfing audience.
But, to paraphrase Starcom’s Thomas, the
only “daringness” can be found in Inside/Out,
a cinema verité series whose first episode fol-
lows musician Warren Zevon as he finishes
what is likely vo be his final album (the
singer-songwriter is suffering from inopera-
ble lung cancer).

Responding to skeptics, Graden says,
“Our first order of business was to put into
development a broad range of programming
that would give us some ratings traction.
Through that process we found some fantastic, water-cooler pro-
gramming... We haven’t even been here a year yet, and we’re just
beginning to see the fruits of our traditional development process.”

Though he says he is “challenged” 1y VH1, Graden helped deliv-
er MTV out of the ratings doldrums when he joined the network in
1997 by developing more programs for the schedule, lightening the
load of music videos. Most observers expect him to take VH1 beyond
the heights reached when Sykes’ team was still firing on all cylinders.
“Brian enjoys the sport of TV too much,” says McGrath.

“VHI is a tough challenge going forward, but [ think they have cho-
sen the best guy to figure it out,” believes USA Network president
Doug Herzog, who gave the greenlight to Graden’s first major inde-
pendent project, South Park, when Herzog was president of Comedy
Central. “I tried to hire him when I was at MTV [Herzog had once
been MTV’s head of programming]. I think I might have tried to hire
him at Comedy Central, too, when I was there. Smart guy. Real smart.”

“Brian has a very market-tested development system that he
brought to VH1,” adds Michael Hirschorn, VH1 senior vp of pro-
duction and programming. “It’s a development frenzy because, on a
percentage basis, you increase your chances of succeeding.”

Some media buyers warn VHI not to stray too far from what it
does best. “Is Behind the Music overworked? Perhaps. But if that is what
the viewers like, then they need to go in that direction,” says Ray Dun-
das, senior vp and group director at Initiative Media. “VHI is very
good at storytelling. Ultimate Allum and Driven are working well.”

McGrath, who stays very close to the work Graden and Norman
are putting into the network, agrees that forward progress must come
on the shoulders of past successes. “The fact that the audience came
back as quickly as it did shows how much equity the brand still had,”
she sums up. “VH1 has good bones.” ]
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EAST

SERVICES & RESOURCES

Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month}.
New ads, copy changes, and cancellations are due by the third Thursday of the current month
for appearance the following month. RATES: $53 per line monthly; $324 per half-inch dis-

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

ADVERTISING & MEDIA

7 Million Ways

to break through the clutter

Fortune on front, your ad on back

Automacicatly distributed to our exclusive
network of 5,000 restaurants every week

For DMA's. demos or rates, call or log on:

1-800-438-2899

www.buzzmarketing.com

VENDING
MACHINE

ADVERTISING
Billboards are placed on
the outside of
vending machines!

Consumers could win randomly

seeded media prize bottles that

are inside the machine, reinforcing .
your billboard message.

Bottles can .
contain
Jjust about .
anything
that will fit
Inside.

Locations include colleges, high schoals, office
buildings, factories, health clubs & national chains.|
CALL FOR MEDIA KIT

VEND MEDIA

Contact:Larry Edinger 201-207-5432 |

E-Mail: Larry@vendmedia.com
Web: www.vendmedia.com

ART/DESIGN SERVICES

INnvision

GRAPHICS

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

=) WEB DESIGN
mm) COMPANY PRESENCE

Im) CAMERA READY ART

) ADVERTISING
Call STEVE At: 718-544-7670

ART DIRECTION

HANDY MACANDY /L AD (212) 988-5114

Push the right buttons. 212.213.5333
dickgrider.com

ART DIRECTIO_P!_

TALENTED AD/DESIGNER Beautiful print
collateral/adv/promo portfolio. 212-496-0453

BANNERS

Ace Banner Flag & Graphics
One Banner or Hundreds
Any Process. Any Size Large Format Digital
www.acebanner.com
212-620-9111 Since 1916

COMPUTER CONSULTANTS

Macintosh Tech Support!
On-Site Service & Training, Nationwide!
1-877-865-6813, MacSupportExperts.com

~ CONCEPTS & COPY

StarkRavingAdz.com 212-999-4446

COPY/CREATIVE

Complex ideas, put simply. 917-658-5318

www.CreativeCopywriter.com
732.571.9672

 COPYWRITING

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

For higher-impact copy, hire me!
Affordable brilliance, tons of experience.
Al Zoldan:845-362-8445 - alzoldan@aol.com

| write, customers read. 212-439-1845

Tagline Assassins. No hit, no pay.
info.zeitgeist@verizon.net

Writing. Editing. Clarity.
steveboyar@aol.com. 212-721-8705.

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, Denta! & Pensions
® Homeowners, Auto, Jewelry & Fur
® Coverage for Freelancers too!
E-mail Adam Wolfson for a quotation

awolfson@globalcoverage.net
Global Coverage, Inc.

EVENT MARKETING

Interactive photo and video promotions
877-909-9640 www.wishoo.com

MARKETING SERVICES

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

MEDIA BUYING &
PLANNING SERVICES_

NEED MEDIA RESULTS?
We are the best.
Low agency fees, great agency results!
Our talented team negotiates rates for less.
Call City Buy Media 419-866-4100 x101

Newspaper Planning/Buying
Display; Classified; RFP Ads; FS!
888-374-7874
krusseli@russell-gordon.com

MEDIA BUYING_& TRAINING \

www.mediabuyingacademy.com

RADIO PRODUCTION

THE NEXT
GENERATION

OF GREAT
RADIO.

Production.
Sound Design.
Copy:.
Lunch.
Results.
Awards.

www.wadio.com

LA: 3R3 957 3399 - NY: 212 768 9717

PROOFREADING

EDITORIAL EXPRESS

EXPERIENCED - FAST - PRECISE

Advertising - Collateral
Catalogs - Annual Reports

Magazines - Manuals

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

RADIO COMMERCIALS

?ﬂyln‘(::] briCk radio

410 974 8887 www.flyingbrickradio.com

www.kenrayzor.com

www.killerradio.net

The other guys charge a fortune
to cover the cost of their big space ads.
Our Clio-winning Productions sound
great, too. But when you hear our prices,
they sound unbelievable.
800/789-RADIO
Sounds almost too good to be true.

$3,000.00

Great radio spots utilizing the best
LA Writers, Studios & Talent
don’t have to cost a lot.
www.3000dollarradio.com

,2/7,)'7*56(9#/ @ganricl@g

Killer Radio!

www.kenrayzor.com « (888) KRSound

Sarley Bt & Bedder

323.969.9767 « www.sarley.com ‘

spanishradiospots.com .
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RADIO PRODUCTION

RADIO PRODUCTION

Congratulations. )
You have sixty seconds to live.

Every year, thousands of innocent radio scripts are sentenced to die. And every year, thanks
to Oink Ink, one is spared. Announcing the 6th Annual Dead Radio Contest, where one lucky
radio commercial will earn a reprieve from a compassionate jury of creative professionals.
The winning writer gets an all-expense paid weekend in NY or LA and goes home with a

finished spot produced in our swanky studios. Enter now. The spot you save may be your own.

For entry info visit www.oinkradio.com PO

or call 1-800-776-OINK. @ oink Ink Radio

Deadline: April 15th.

DIDN’T GET OUR NEW REEL?

(Are you sure you still work there?)

bert § 12 5

& company

For radio, call Kari at 323.462.7261
Work with the Best in the Business

bertberdisandco.com

RADIO PRODUCTION

“You talk to us.
We listen.

We talk to them.

They buy f

rom you.
Nice how it works out, huh?”

THE FAMOUS RADIO RANCH

Phone 323-462-4966 / doranch@aol.com

RESEARCH SERVICES

TALENT

| CAN FIND ANYTHING

USE ADWEEK MAGAZINES TO GET NATIONAL EXPOSURE

Information - Photos - lllustration - Film
Fast, Cost-Effective, 25 Yrs Experience
RICHARD KROLL RESEARCH
845-353-5258/kroliresearch@yahoo.com

* % * REACH YOUR AD COMMUNITY WITH ADWEEK MAGAZINES * * *

EMPLOYMENT

Virginia Cpn_1ea|!h University
Advertising Creative Track

Vir%iniu Commonwealth University’s School of Mass Communications invites
applications for a faculty position in its creative advertising track at the rank of
Assistant Professor to be filled in August, 2003. The position may be either
tenure-eligible or a collateral multiple-year contract position not eligible for
tenure. We seek someone to teach undergraduate courses such as copywriting,
camﬁaigns and introductory advertising principles. There may be opportunities to
teach in the School’s nationally-prominent graduate program, the Adcenter. This
individual will be expected 1o make a significant contribution to implementation
of a newly-revised undergraduate advertising curriculum and to serve as facult
advisor for a student Ad Club that may seek to become a recognized AAl\é
chapter. Bachelor’s degree with advertising agency copywriting experience is
required. A Master’s degree and/or university tcaching experience preferred.

Letter of application, current CV, three non-returnable samples from three adver-
tising campaigns, three non-returnable samples of student work (if available) and
contact information for 3 references should be sent to: Dr. Judy VanSlyke Turk,
Director and Search Committee Chair, VCU School of Mass Communications,
PO Box 842034, Richmond, VA 23284-2034. www.has.vcu.edu/mac

Virginia Commonwealth University is an equal opportunity, affirmative action
employer: Women, minorities and persons with disabilities are encouraged 1o apply.

Senior Account Manager/
Director

Raison Pure, a creative agency specializing in
giobal branding, packaging, structural and
graphic design. seeks Senior Account Manag-
er/Director. Key role in managing and
growing business with existing clients.

3 to 5 years experience in Account Manage-
ment/client services required. Must have
strong  quantitative, marketing,  study
branding and design, and problem Solving
skills. Will work in fast paced, high-intensity,
high demand work environment. Requires
ability to handle multiple projects, be self mo-
tivated, and work with a team. Excellent in-
terpersonal, oral and written communication
skills required.

Raison Pure offers a competitive salary and
benefits package, and the opportunity to work
in a dynamic and creative environment.

Please send salary history and resume to:
jobs@raisonpureusa.com or fax
(212)625-0709

YaHoO!

Conceptually-Gifted
Art Director

{Location: Sunnyvale, Silicon Valley)

Imagine your brilliant ads seen by mil-
lions every day! Create targeted, crea-
tive ideas that generate consumer re-
sponse. BFA in Advertising (or equiv-
alent), and 4+ years of Art Direction at
an ad agency required. Must have
proficiency in Flash, Photoshop, Hlus-
trator and ImageReady. Knowledge of
HTML required. Please be prepared to
submit samples upon request.
Apply online at
http://join.yahoo.com

CATCH A CREATIVE GENIUS l
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HELP WANTED

YaHoO!

IDEA Flash Engineer

(Location: Sunnyvale, Silicon Valley)

Yahoo! Inc. is looking for a Macromedia
Flash Programmer to join our in-house
creative team. You'll be an integral part
of producing sophisticated, innovative,
Flash-based ads and splash pages for
Yahoo!

You have 3 years minimum experience
using Flash Actionscript with at least 1
year experience creating online ads. It is
essential that you can work closely and
collaboratively with Art Directors, project
managers, and our ad-ops engineers.
Ad Agency and design experience a def-
inite plus for this role.

Technical skills: Flash Actionscript re-
quired. HTML, DHTML, CSS, Javascript
a plus.

You will need to submit an online portfolio
for evaluation as part of the application
process.

Apply onfine at: http:/join.yahoo.com

YaHOO!

RIGHT-BRAINED
COPYWRITER

(Location: Sunnyvale, Silicon Valley)

Are you one of those rare copywriters
who can come up with great concepts
as well as great lines? One who
knows how to work a marker and a
pad of paper(or a pen and a napkin)
well enough to get those ideas
across? Come join thein-house Crea-
tive Team at the coolest company
around, Yahoo!. Spend your day
doing ads you can be proud of, and
that millions of people (including your
old Creative Director) will see. You
don’t need to be a computer genius,
just a creative one. 4+ years as a cop-
ywriter at an ad agency required. BFA
in advertising preferred. Please be
prepared to submit samples upon re-
quest.
Apply online at:
http://join.yahoo.com

YaHoO!

IDEA Traffic Manager

(Location; Sunnyvale, Silicon Valley)

Our Right Brain Needs
Your Left Brain!

Yahoo's internal creative department
needs traffic and project management
help. We're looking for a resourceful,
organized person with strong interper-
sonal and communications skills to
manage all aspects of production and
workflow. You'll work with the creative
team, the marketing team, the engi-
neering support team, the ad systems
team, the product development team,
approved outside vendors, and
various other internal teams to ensure
project deliverable deadlines are met.

Responsibilities will include:

* Manage work flow to prioritize jobs
and ensure timely project
completion.

¢ Produce and maintain production

calendar. Inform team members of

scheduling changes, conflicts and
requests.

Facilitate the resolution of produc-

tion

issues.

¢ Manage production of new projects
from initiation through completion.

Qualifications:

* Experience managing/tracking
multiple projects

+ Attention to detail

¢ Experience with the Product/Project
lifecycle

* Ability to work in high stress- tight
deadline environment

+ Excellent written and verbal
communication skills

¢ Strong project management and
organizational skills

Apply online at:
http://join.yahoo.com

ADVERTISING SALES MANAGER
East Coast

The Hollywood Reporter, the number one daily entertainment trade publication,
has an immediate opening for a National Consumer Advertising Sales Manager in
the New York office. Qualified candidate will be responsible for meeting sales ob-
jectives on the east coast for automotive, liquor, fashion and major brand
accounts, in addition to managing consumer sales team and overall consumer
sales goals. Major responsibilities include developing and executing strategies to
increase business in the consumer category, creating major proposals and pres-
entations, and managing sales efforts of the consumer sales representatives.
Consumer category experience preferred. Excellent written and oral communication
skills complemented with high level selling and closing skills are required.
College degree with a minimum of 5 pius years experience in publishing requiked,

management experience preferred.

Please forward resume with cover letter including salary requirements tc:
entertainrecruit@vnubuspubs.com. Or fax to 646-654-4671.
EOE

Account Execs/Sales

HIGH COMMISSIONS
Bring your existing contacts to us,
or open up new biz accounts.
New Year. New Agency. New Ideas.
DEANGELO/CALLAGHAN ADVERTISING
212.625.9484 info@dc-adv.com

Clear Channel Entertainment
seeks a Director, Marketing Solutlons
to execute cross-platform marketing pro-
grams. Ideal candidate will have advanced
knowledge of multiple media promotions
(radio preferred). EQE..

CCECareers@clearchannel.com

Nickelodeon
is building a smali, highly-skilled
in-house advertising agency.
We are seeking the following:

ART DIRECTOR/
SENIOR DESIGNER

with seven years experience in
brand/advertising.

COPYWRITER

with at least four years experience in
brand/advertising.

Ideal candidates will have excellent
creative & design sensibilities, strong
management skills, can identify with kids'
issues & culture, and are FUN!
Please respond by email only:
Creative Director - Nickelodeon
Creative Resources at:

nickelodeon_creative@yahoo.com

East « West ¢ Southeast
Southwest * Midwest « New England

Continue to reach
ADWEEK's audience through
our Regional Classified
advertising section,

Services and Resources
Help Wanted

Lifetime Television
Creative Services Department

Exp Media Professional
Full or Part Time
Philadelphia, PA
Leading Unwired Network.

Should have extensive contacts at
individual stations in Markets 50-100.

is currently seeking an experienced

Print Production Coordinator
to support the Production Department. Will
be resp. for routing/rafficking all print creative
projects for approval. Agency experience
strongly preferred.

Please send resume and cover
letter to recruiter@lifetimetv.com

E mail or fax cover letter & resume
jobs@telamericamedia.com
Fax:215-564-5388

Catch a Creative Genius with ADWEEK CLASSIFIED
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The Advertising Club and America Online invite you to join us for

Marketing of the Movies

a panel discussion on the strategic direction of the film industry
and its convergence with Madison Avenue

Ty
LW

MODERATOR PANELISTS WHERE WHEN
Peter Bart Steven Yee, VP/GM, AOL | The Plaza Thursday, April 3, 2003
VP, Editor-in-Chief, Varety Movies 768 Fifth Avenue (59th Cocktail Reception:
Jason Cassidy, EVP of and Central Park South) | 11:30 AM
Marketing, Miramax Films | New York, NY Luncheon:
John McCauley, SVP of 12:00 Noon - 2:00 PM
Marketing, Loews Cineplex
Dawn Taubin, President
of Domestic Marketing,

Warner Bros. Pictures

AD Club Members: $150 / Table of Ten: $1,500¢ Non-Members: $175 / Table of Ten: $1,750
@ For reservations, call (212) 533-8080 or register online at www.theadvertisingclub.org =

Event Co-Chairs: Frank Dudley & Bob Lilley |

THEADVERTISINGCLUS




YOUR ENTIRE INDUSTRY AT YOUR FINGERTIPS!

AII the critical data you need in the format you choose.

THE 2003 ADWEEK DIRECTORY Packed with over 6,500 Advertising

Agencies, PR Firms and Media Buying Services and more than 31,000 personnel. Detailed infor-
mation on each branch office including phone, fax, e-mail, URL, services, industries served,
billings, personnel, accounts, parent company and subsidiaries. Indexed by State/City, Type of
Organization and Parent Company. Special sections feature Agency Rankings, Name Changes,
Openings & Closings and Advertising Awards. Available in print, CD and online.

THE 2003 BRAN DWEEK DIRECl-ORY With distinct information on

over 7,000 individual brands, it's the only resource of its kind. Provides address, phone, fax and
URL with over 20,000 personnel at both corporate and brand level. Listings also include media
expenditures, parent company, industry category and lead advertising agency. Indexed by
State/City, Brand Marketer and Industry Category. Plus the Top 2,000 SuperBrands ranked by
media expenditure in 41 industry categories. Available in print, CD and online.

THE 2003 MEDIAWEEK DIRECTORY The only single source for

information on Radio, Television, Cable, Out-of-Home, Magazines and Newspapers. 6,000+
individual listings and over 47,000 personnel for the Top 100 Local Media Markets, the top 300
Consumer Magazines, the top 150 Trade Magazines plus National Networks, Syndicators and Sales
Reps. Indexed by State/City, Call Letters, Format, Network Affiliation, Cable System Name, Out-of-
Home Service Type, Magazine Publisher and Newspaper Name. Available only on CD and online.

IQ 2003 DI RECTO RY With information on over 2,100 companies and 9,000

personnel whose focus is digital media in marketing, this profiles virtually every key player and
business in digital marketing. Listing location, services, key personnel, phone, fax, e-mail, URL,
parent company, accounts, strategic alliances, branded interactive products and subsidiary
offices. Includes Advertising Agencies, Brand Marketers, Media/Telecommunications, CD-ROM,
Web Development/Online Services, Computer Software/Hardware, POP/Kiosk, Multimedia
Graphic Design and Consultants. Available only on CD and online.

MARKETER,S GU'DE TO MEDIA Compact and easy-to-use containing

all the essential data needed for strategic media planning, presentations, sales pitches or
whenever you need accurate and up-to-date media analysis. A compilation of industry trends,
demographics and rates from the leading research companies, it is truly a one-of-a-kind
resource. Includes analysis and information on Broadcast TV, Syndicated TV, Cable, Radio, Out-
of-Home, The Teen Market, Promotion, Magazines, Newspapers, Online Services and Hispanic
Markets. Available only in print.

CALL 1-800-562-2706, FAX 646-654-5518 OR ORDER ONLINE @ www.adweek.com/directories

THEWDIREGT(}IHES Order the database you want in the
format that works for you.
O Print & CD $399

O Print & CD $399
O Print & CD $699

[0 Online $699 O Print/CD/Online $799
O Online $699 [ Print/CD/Online $739
O Online $1150 O Print/CD/Online $1299

THE ADWEEK DIRECTORY
THE BRANDWEEK DIRECTORY
ADWEEK/BRANDWEEK DIRECTORIES

THE MEDIAWEEK DIRECTORY O CD $399 O Online $699 [ CD/Online $799
1Q DIRECTORY 0 CD $399 ] Online $699 [ CD/Online $799
MARKETER’S GUIDE TO MEDIA [ 2002 Print $109 O 2003 Print $129 (available in 3/03)
AWD203
Name Title F
[0 Payment Enclosed
Company (make check payable to ADWEEK Directories)
Address [0 Charge my: OO VISA [0 MC [0 AmEx
Card #
City State Zip Exp. Date
Phone Fax B Signature
E-Mail

Nature of Business

7&dd appropriate sales tax in NY, CA, TN, MA, IL,
NJ, PA, OH, VA and DC.

Please add $12 for shipping and handling.
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MARKETING
MEDIA
INTERACTIVE
NEWSPAPERS
MAGAZINES
TV & CABLE
RADIO
OUT-OF-HOME
AND MORE
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CIRCULATION DEPT.
770 BROADWAY 6TH FL.
NEW YORK NY 10003




The National Association of Broadcast-
ers will present its annual conference
April 510 at the Las Vegas Convention
Center. NAB president Eddie Fritts will
deliver the State of the Industry address;
a session with FCC chairman Michael
Powell will address the agency’s owner-
ship proceeding, digital TV and radio, and
radio and television indecency; and Bill
Cosby will perform at the opening recep-
tion. Contact: 202-429-5300.

The Museum of Television & Radio in
New York will present a seminar enti-
tied Television Criticism: A Roundtable
April 8. Panelists including Anita
Gates, The New York Times; James
Poniewozik, Time magazine; and Ken
Tucker, Entertainment Weekly, will dis-
cuss contemporary programming. Con-
tact: 212-621-6800.

The Advertising Research Foundation
will hold its annual convention and
research infoplex April 9-11 at the
Hilton New York. Contact: 212-751-
5656 or visit www.thearf.org.

The Western Publishers Association
will present the WPA 2003 publishing
conference, titled “Surviving and Thriv-
ing in Publishing Today,” April 10-11 at
the Westin Hotel at Los Angeles air-
port. Contact: 805-495-1863.

The Television Bureau of Advertising
will hold its annual marketing confer-
ence April 15 at the Jacob Javits Con-
vention Center in New York. Tim
Russert, host of NBC's Meet the Press,
will present the opening keynote. Con-
tact: 212-486-1111.

Magazine Publishers of America will
present New York Magazine Day
April 29 at the Ad Club of New York.
The event includes breakout sessions
with advertisers, media directors and
publishers. Contact: Cathryn Weber,
212-533-8080.

The Association of National Advertis-
ers will present the Print Advertising
Forum June 19 at the Plaza Hotel in
New York. The event includes sessions
on readership measurement, print cre-
ative and content development. Con-
tact Patricia Hanlon, 212-455-8021.

NEWS OF THE MARKET

ABC Radio Plans May Launch for Walsh
ABC Radio Networks has set a launch date
for a new daily feature with John Walsh, host
of Fox TV’s Awmierica’s Most Wanted. Through
an agreement with Twentieth Television,
Straight Shooter Productions, TotalMedia
Communications and RLR Associates, ABC
will bring Walsh to radio, beginning May 26,
in daily 60-second AMW updates as an
extension of the TV show. They will focus
on crime and news stories, missing children
and fugitive pursuits and captures. Most
recently, Walsh has been credited with help-
ing authorities find Elizabeth Smart, the Salt
Lake City teenager who was abducted from
her home last June.

Planning Tool Probes Yahoo! Channels

A new software feature developed by IMS
Media Solutions gives media planners access
to Yahoo! channel-level data. In total, 25
Yahoo! channels and combined channels-
including Yahoo! Finance, Yahoo! News and
Yahoo! Autos—are listed with individual
reach curves associated with each channel.
Previously, data was available only for the
Yahoo! site as a whole, making it difficult
for planners to make comparisons with tra-
ditional media buys in vertical categories.
The new teature, developed in conjunction
with Yahoo! and being marketed by
Marketing Resources Plus, is available to
users of the Web-based multimedia reach
and frequency system called MRPrf.

Seward Elevated at Fallon

Lisa Seward last week was promoted to media
director of Fallon North America. She takes
over dudes handled by New York media
director Mary Gerzema, who recently joined
Interpublic Group’s Universal McCann as a
group communications director.

Mironovich has taken
on publisher duties.

Book Gets Bigger Boost From B&N

Barnes & Noble has taken Book magazine, the
monthly it co-owns with West Egg Co., more
closely under its wing, first changing its dtle
with the May/June issue to Barmnes & Noble
Presents Book and supplying more-prominent
in-store display. In a major scaling down of
productdon and mailing costs, B&IN will slash
the rate base of the 5-year-old magazine of
book and author reviews and profiles from
750,000 to a niche 150,000. Though Book will
remain editorially independent from the retail
chain, its title has prompted the Borders
bookstore chain and independent booksellers
to stop offering the magazine.

AARP Pubs. Reorganizes

AARP Publications, which publishes four
titles for the 50-plus set, has reorganized its
editorial and management divisions. As of
June 1, the group will consolidate its New
York offices and add new positions in
Washington, D.C. Hugh Delehanty, former-
ly editorial director, has been named editor
in chief of AARP Publications, to oversee
creative control and develop new brand
extensions. A new editor will be appointed
for ALARP The Magazine’s daily operations.
The sales and design deparunents wilt
remain in New York and continue to be led
by group publisher Jim Fishman and group
design director Carl Lehmann-Haupt,
respectively. John Condit, most recently pro-
duction director, will be director of business
operatons. Rick Bowers will have expanded
duties over Web sites as director of new
product development. A new features editor
and production director will be appointed.

HBC Retains Latin Music Awards
For the second year, Hispanic
Broadcasting Corp., the largest Spanish-

Spin's Chalon Exits as Ad Pages Tumble

Alex Mironovich, CEO of Vibe/Spin Ventures, has taken on add-
tional publishing duties at Spin magazine. The move comes as
Spin publisher Jon Chalon left last week after a little more than 2
year at the music title. While Spin in January increased its circu-
lation rate base for the first time since 1998, to 550,000 from
525,000, the advertising picture has been less rosy. Spin’s ad
pages in 2002 plummeted 20.2 percent to 769, reports the
Mediaweek Monitor; and pages through April this year have con-
tinued to fall, down 17.9 percent to 198. A replacement for Chalon
will likely be named down the road.
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language radio group, will be the official
radio network for the 2003 Billboard Latin
Music Awards, scheduled to take place in
Miami Beach on May 8. The show is pro-
duced and televised by NBC’ Telemundo
network, the main competitor to Univision
Communications, which is awaiting FCC
approval to close its $3.5 billion acquisi-
tion of HBC. HBC plans to simulcast
Telemundo’s coverage on as many as 65 of
its owned-and-operated radio stations that
elect to carry the show. Leading up to the
awards show, HBC stations will also air a
two-hour special on May 4 featuring inter-
views with award finalists and their music,
and provide coverage of backstage and pre-
show events. Finalists for Billboard Latin
Music Awards are based on Billboard’s Hot
Latin Tracks and "Top Latin Albums charts.
Billboard is owned separately by VNU,
publisher of Mediaweek. Separately, HBC is
expanding its station portfolio to Austin,
‘lexas, with a deal to acquire KTND-FM
from Simmons Media Group for $16 mil-
lion. Through a time-brokerage agree-
ment, HBC will begin operating the sta-
tion, which currently programs Alternative
Rock, beginning April 15. HBC currently
owns and/or operates 63 radio stations.

WLTW-FM Tops Radio’s Top Billers
WLTW-FM, Clear Channel Communi-
cation’s top-rated Adult Contemporary sta-
tion in New York, was the top-billing radio
station in the U.S. last year with $65.1 mil-
lion, according to figures released last
week by BIA Financial Network. WLTW
increased its billings by more than 15.6
percent to overtake its Los Angeles sister
station, KIIS-FM, which fell to the No. 2
spot with $60.5 million in revenue. The
rankings were dominated by the two

TBS Down With Dawson’s

Aiming to attract a younger audience in the
mornings, TBS Superstation has acquired the
exclusive off-network rights to WB teen drama
Dawson’s Creek, which will end its six-year run
on the broadcast network in May. The series
will begin running on TBS at 9 and 10 a.m. on
weekdays starting May 14, to create buzz, the
entire first five seasons of episodes will run

largest radio groups. Clear Channel, the
largest radio group in the U.S.; had 4 of
the top 10 billers in addition to the top 2.
The second-largest radio group, Viacom’s
Infinity Broadcasting, also had 4 of the top
10 billers, No. 3 Alternative Rock KROQ-
FM in Los Angeles, No. 4 News WINS-
AM, No. 5 Sports WFAN-AM in New
York and No. 8 Rock WXRK-FM in New
York. For the first time, Radio One, the
largest radio group specializing in pro-
gramming to African Americans, had a sta-
tion in the top 10. Urban KKBT-FM in
Los Angeles, anchored by comedian Steve
[Harvey in mornings, billed $44 million in
2002 to come in at No. 10, up from No.
18 in 2001.

New Radio Group Makes First Buys
Through backing from Quetzal/JP Morgan
Partners, a private equity firm formed in
1999 to help African Americans and other
minorities acquire broadcast properties,
Archway Broadcasting Group has complet-
ed its first acquisitions. The group, headed
by veteran African American broadcaster Al
Vicente, former senior vp of Pamal Broad-
casting, has purchased four radio stations in
Greenville, N.C., for $6.5 million cash, as
well as two radio stations in Little Rock,
Ark., for $8 million. It is also waiting for
FCC approval to buy another four radio
stations in Columbus, Ga.

Viacom Stations Team With MLB’s Marlins
Viacom’s TV station group in South
Florida has inked a deal with Major
League Baseball’s Florida Marlins for the
2003 season under which the team gets
commercial time on all three stations—
CBS-owned WFOR and UPN station
WBIES in Miami, and WTVX, a UPN

Will James Van der Beek work in the morning?

in four-hour blocks each weekday morning beginning March 31. TBS vp/general manager
Dennis Quinn said Dawson’s fits the 18-34 target audience that has been tuning in to the
network’s prime-access comedy block, which includes Friends. TBS will lead into the 9-11
a.m. block of Dawson’s with the high school-themed sitcom Saved by the Bell at 8 a.m.
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affiliate in West Palm Beach. In return, the
stations will get high-visibility signage in
the Marlins’ home venue, Pro Player
Stadium; their logos on the stadium’s
JumboTron; designation as official televi-
sion partner of the Marlins’ pregame cele-
hrations; and other sponsorship of team-
related events.

Premiere Signs for Download-Data Service
Premiere Radio Networks, the program-
ming division of Clear Channel, has part-
nered with Los Angeles—based BigCham-
pagne, which tracks online music and video
downloads. The BigChampagne service will
be an extension of the music-playlist
research Premiere currently offers to sta-
tions on a barter basis. Terms of the agree-
ment were not disclosed.

Sears Stores to Get Hi-Def Content
Premier Retail Networks has struck a deal
with Sears to deliver customized, high-defi-
nition programming to 870 stores on the
retail chain’s in-store television broadcast
platform, and the programming will be tar-
geted by geographic region via DISH
Network Business Solutions. Sears expects
the move to spur sales of HDTV sets as
customers see the difference in quality
between analog and HD telecasts. Sears and
other advertisers on the in-store network
will also be able to target their messages
more precisely.

Talk America Has Weekend Plans

Talk America Radio Neworks, syndicators
of Ask Heloise and The Dr. Gabe Mirkin
Show, has announced a schedule of week-
end programming based on its daily lineup.
The Best of Talk America Weekend broadcasts
noon to midnight and features programs
including The Shmuley Boteach Show, Ask
Heloise, The Dr. Gabe Mirkin Show, Lowell
Ponte, Barry Farber and Bruce Williams.
TARN introduced its new weekday lineup
last fall and has more than 700 radio sta-
tion affiliates.

NBC News Radio Signs 100+ Stations
More than 100 radio stations have signed
up to air NBC News Radio, which launches
March 31. Some of the stations set to air
NBC News Radio include WPHT-AM in
Philadelphia, KTCT-AM in San Francisco,
KPRC-AM in Houston, KJR-AM in Seattle
and WZKL-FM in Cleveland. Westwood
One and NBC announced their syndication
deal in late February. n
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MAGAZINES

Condé Nast Publications has named
Bernadette Murray associate publisher
of marketing and creative services at
House & Garden, replacing Susan Parks,
who was upped to associate publisher/
sales. Murray has held positions at
BBDO New York, Condé Nast Traveler and
Town & Country...At CN sibling Gourmet,
Thomas Hartman was named associate
publisher, replacing Susan Ludlow, who
left to spend more time with family.
Hartman has held ad-sales positions at
CN title Vogue, the Walt Disney Internet
Group and American Express Publi-
shing...Todd Hendricks was named Los
Angeles director for Fairchild Publi-
cations’ Details. Hendricks had been
Midwest advertising manager for This Old
House Ventures.

RADIO

Veronica Medina has been named for-
mat director of Super Estrella, Entra-
vision Communications’ Spanish-lan-
guage Contemporary Hit Radio network
format. Medina joins Entravision from
Big City Radio, where she was program
director and morning co-host of WXXY-
FM in Chicago...Ben Stone and Ed
“Adam” Chandler have been named co-
program directors for WIHN-FM, AAA
Entertainment’s Rock station in
Bloomington, lll. Stone was formerly
assistant program director and serves
as afternoon-drive host for the station.
Chandler was most recently promotions
director and is the station’s midday
host...Rodney Huey was named vp of
communications for National Public
Radio. He was most recently vp of pub-
lic relations for Feld Entertainment,
whose businesses include Ringling
Bros. and Barnum & Bailey Circus and
Disney on Ice.

CABLE TV

Sal Maniaci was promoted to the new
position of vp of development and pro-
duction for TV Land and Nick at Nite.
Maniaci was most recently vp of current
series and sports production for The
New TNN, TV Land's corporate sibling,
overseeing production of Conspiracy Zone
and Ultimate Revenge. Prior to that, he
was vp of current series at Nickelodeon,
overseeing properties including Kenan &
Kel; All That and The Amanda Show.
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Juicktakes

KNIGHT RIDDER CORRESPONDENTS in Iraq
are armed with something extremely valuable:
survival tps from Joe Galloway. The
renowned UPI war correspondent
and bureau chief who recently
joined KR as military affairs cor-
respondent for its Washington
bureau has covered Vietam, the
Sri Lankan student revolution,
East Timor and the India-
Pakistan War, to name a few tours
of duty, and lived to tell about it.
At 61, Galloway’s no longer cov-
ering combat close-up, but he
shared his war-tume experience
and advice in a recent memo to
younger correspondents being
dispatched to cover Gulf War II. He cautioned
about sun, sand and scorpions, and offered tips
for staying alive, such as: “Strive to look as
much like a private of whatever service you are
traveling with.. If you look different, you may
appear important to someone peering through
a sniper scope. If he is low on ammo or short
on time, he will definitely shoot you first.”
Hopefully, Galloway’s words will serve his col-
leagues well... At New York’s Fashion Institute
of Technology at the recent party for the U.S.
launch of Be//'Italia, the 200-plus crowd was
lively, the fashions were smashing and the vino
was flowing—right down the editor’s back.
Steven Wagner, who helms the English-lan-
guage version of the ltalian travel title, was sit-
ting at a table with some guests when an at-
tractive woman wearing four layers of
Moschino and pouring Chiant passed behind
him. “I did a big double-take,” says the Italian-
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born Wagner. “Part of the event was an exhibit
on the history of Italian fashion design, with
mannequins wearing fabulous outfits...And
this woman was really
made up, and with all
those layers—it was
like seeing a man-
nequin come to life.”
Wagners startled
reaction startled the
woman, and she

OLEL RIS missed her glass,
Nﬂq. dousing Wagner’s

B N grey pinstripes with
red wine. But Wagner
took it as an auspi-
cious omen about the
mag’s launch, because in Italy, spilling wine is
good luck—and besides, the woman was an
advertser...\What were Julia Roberts, Richard
Gere and Ben Affleck doing in the greenroom
before they took the stage as presenters at last
night's Oscars ceremony? Architectural Digest
hopes they were shopping. Through a collabo-
ration with the Academy ot Motion Picture
Arts and Sciences, the Condé Nast title han-
dled the decor of the greenroom at Holly-
wood’s Kodak Theatre, dressing it in products
from companies including Bergamo (fabrics),
Circa (furnishings) and Edelman (leather) as
an added value to those AD advertisers. For
the Academy Awards’ 75th anniversary, AD
worked with a producton designer and set
decorator to mix 1930s Art Deco sleekness
with modern sophistication. The Arch Digest
branding was subtle, with AD archival photos
in albums, current issues, and tip sheets iden-
tfying the furnishings. Associate pub-
lisher Randi MacColl came up with
the idea and was hands-on in the
room’s development and construc-
ton. Says vp/publisher Amy Churgin,
who attended the ceremony but
couldn’t hobnob in the greenroom
because of strict security rules:
“Every magazine is looking for a way
to put their clients in the spotlight.
The Oscars are such a natural fit for
us.” AD advertisers also had a captve
audience of A-listers earlier this year
. when the mag did the decor for the
= greenroom at the Emmys in LAs
Shrine Auditorium. s

GM:
offered a

survival guide
to colleagues
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achzime (L Sl MOR Food & Wine editor Dana Cowin (1.) celebrated with emcee
RICA} \'-5 V4 Alton Brown and celebrity chef Alice Waters at the recent
o South Beach Wine & Food Festival in Miami.

In Atlanta for American Urban Radio Networks’ SBN Black College
All-American Awards, (I. to r.) Vernon Wright, AURN senior vp; Linzell
Harris, vp/market operations for event co-sponsor Pfizer Consumer
Healthcare, which provided scholarships for BCAA All-American
scholar/athletes; and AURN president E.J. “Jay” Williams Jr.

One-on-one interviews T VA
with the people setting the pace LS i
and shaping the future of show
business, both in and out of
the industry. From Clive Davis
to Gray Davis, Bill Gates to Bill
Maher. There's only one place

“I don't think you can look at any film with  to find them all...

something in mind baforehard. Film itself = The Hollywood Reporter

has to affect you...the impact stwould be there. We speak to Hollywood.

Whether it is emolional or intellectual, it You can, too.

should communicate Lo you." To advertise
ialogue:
-- Martin Scorsese, Director, May 21, 2202 call 323-525-2010 9
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Wedding March

omont I '8
specl

AS WEDDINGS BECOME INCREASINGLY ELABORATE AFFAIRS, SEVERAL MAGAZINES,
eager to assist their readers (and attract additional advertisers), are opt-
ing to put their own spin on the big day. Riding the nuptial train pulled by
Condé Nast's Bride’s and Modern Bride as well as the independently

published Bridal Guide, Hearst Magazines’
Town & Country for several years has devoted
its February issue to wedding planning. Time
Inc.’s In Style produces newsstand-only hridal
specials cach January and June. And joining
the wedding party this spring will be two oth-
er women’s titles: G+] USA Publishing’s Fir-
ness and Hearst’s Cosinopolitan.

“There’s a sense of pcople wanting to cus-
tomize their weddings. The stakes are high-
er,” Kate White, Cosmmo editor in chief, says of
the growing interest in wedding guidance.
“Suddenly it’s not just a little church or recep-
tion—it’s about releasing 100 butterflies, or
coming by speedboat.”

Adds Peter Hunsinger, president of CN’s
bridal group: “The leading edge of the Echo
Boom is coming into the engagement zone,
and [there is] a big chunk of the population
focused on it,” he notes. “[Publishers] want to
fish where the fish are.”

On newsstands for three months beginning
April 15 will be a Fitness spinoft called Fitness
Wedding Mukeover. The 125,000-circulation
special will sell for $4.99 and be grouped with
other wedding titles on stands. “What are the

milestones of your life that you want to get in
great shape for? One is definitely getting ready
for your wedding, trom the standpoint of
health, fitness, diet, tashion and beauty,” says
FIitness publisher Julie Pinkwater on the strate-
gy behind Wedding Makeover.

Editorial features will range from a 90-day
workout and weight-loss plan to a beauty and
fashion guide. If Mukeover clicks, Pinkwater says
G+] will publish two bridal issues next year.

So far, the special has pulled in 39 ad pages
from the likes of Cody, Cotton and Christian
Dior (all advertsers in Fitness), along with Tar-
get. The open rate for a color page is $14,000.

Over at Cosmno, editors are gearing up for the
June issue, which will include a 32-page bridal
guide. Cosmo occasionally has done wedding
stories in its feature well, but this is the first
time the book is producing a big bonus section.

“The Cosmo reader is such a particular wo-
man, and sometimes when I look at bridal mag-
azines I think some of the dresses are a little less
adventurous,” says White. “T’d like to present
the Cosmo reader with informadon that would
be about her take on getting married. I see her
as the type who might say, ‘Iley, I'd love to

Mediaweek Magazine Monitor

ISSUE CURRENT ISSUE DATE

DATE PAGES LAST YEAR
BUSINESS/ENTERTAINMENT
ESPN The Magazine 31-Mar 61.58 1-Apr
ForbesEF 31-Mar 132.22 1-Apr
Fortune 31-Mar 100.02 18-Mar
National Review 7-Apr 18.33 8-Apr
Rolling Stone 3-Apr 48.54 28-Mar
CATEGORY TOTAL 360.69

PAGES PERCENT Y10 YD PERCENT
LAST YEAR CHANGE PAGES  LASTYEAR  CHANGE
54.15 13.72% 336.28 314.58 6.90%
91.83 43.97% 646.96 56937  13.63%
124.92 -19.93% 587.68 59190 -0.71%
9.83 86.50% 96.49 8382 15.12%
47.80 1.55% 26246 26352  -0.40%
328.53 9.79% 1,929.86  1,823.18 5.85%

E=estimate; F=current issue includes Forbes FY/and 2002 issue includes ASAP issue
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Brides made:
Fitness will

put its spin

on weddings

in May; Cosmo
in June will

go beyond past
efforts, such as
this page from
May 2000.

show some cleavage on my wedding day.””

Cosmio Bride will include wedding-day
checklists, a piece on in-laws, and for the
non-bride, tips on “bagging a groomsman.”

White says she would like to turn the sec-
tion into a regular stand-alone insert. But for
now, Donna Kalajian Lagani, Cosmo Group
senior vp/publishing director, will not discuss
strategy or advertisers. Lagani says only that
she is focusing on Cosnz0’s endemic advertisers
and that there’s strong interest in the bridal sec-
tion from the travel and jewelry categories.

“Hearst has done a very good job of test-
ing concepts that aren’t necessarily big launch-
es,” says Karen Jacobs, Starcom director of
print investment, pointing to Chic Simple,
which was polybagged last October and
December with four Hearst titles (it has not
resurfaced this year). “This may be a one-ume
thing for Cosio, or [part of] a strategy. Know-
ing how smart Hearst is, the company may do
a lirtle research and see what kind of response
it gets from readers and advertisers.” —LG

In Turnaround

Movieline tries lifestyle spin

After 14 years focusing on the movie industry,
Movieline in May will expand its celebrity life-
style coverage, introduce a larger trim size and



in last vear’s second half, according to the Audit
Bureau of Circulations, and newsstand sales
tumbled 31.8 percent. Last June, Movieline
slashed its rate base by 50,000, to 250,000.
"The magazine’s primary competitor, Ha-
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ISSUE CURRENT ISSUE DATE PAGES PERCENT Y10 Y10 PERCENT
DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR CHANGE
NEWS/BUSINESS
- — BusinessWeek 24-Mar 4195 25-Mar 63.73 -34.18% 536.72 575.98 -6.82%
_ The Economist 15-Mar 53.00 16-Mar 72.00 -26.39% 457.00 537.00  -14.90%
NewsweekE 24-Mar 27.73 25-Mar 35.43 21.73% 39782 36204  988%
The New Republic* 24-Mar 7.00 25-Mar 1430 -51.05% 71.07 741 7.83%
: . TimeE 24-Mar 56.25 25-Mar 4252 32.29% 47931 46580  2.90%
a redesign by Robert Priest and take on the U.S. News & World Report  24-Mar 30.62 25-Mar 19,50 57.03% 27904 25266  10.44%
new name Vovieline’s Hollywood Life. The issue, The Weekly Standard 31-Mar 9.00 1-Apr 7.00 28.57% 9814 10766  -8.84%
due on newsstands May ()’ will boast 30 addi- Category Total 225.55 254.48 11.37% 2,319.10  2,378.25 -2.49%
tional editorial pages (fOl‘ a total of 90) offering SPORTS/ENTERTAINMENT/LEISURE
profiles of the stars along with peeks at their AutoWeek 24-Mar 1909 25-Mar 18.80 207% 26664 26964  -1.11%
homes and vacation spots. Entertainment Weekly 21-Mar 61.20 22-Mar 52.01 17.67% 376.00 337.33  11.46%
) » Golf World 21-Mar 33.83 22-Mar 3850  -1213% 20848 31079 -32.92%
~ The makeqver comes “]”’OSF ayeal after the New YorkDD 24-Mar 4680  25-Mar 11030 -57.57% 46540 61000 23.70%
independent title began changing its look and People 24-Mar 6248 25:Mar 60.12 2.93% 75232 71049 589%
focus, adding fashion and music-themed sto- Sporting News 24-Mar 13.00 25-Mar 21.30 -38.97% 147.08 16965 -13.30%
. . . 1 4 | -
ries. But the clmnges also reflect a magazine in Sports lllustrated 24-Mar 64.66 25-Mar 45.51 42.08% 524.73 594.21 11.69%
dofai T b h/Anil The New Yorker 24-Mar 2370 25-Mar 3930  -39.69% 45930 41634 10.32%
need of ajump-start. Through the March/Apri Time Out New York 19-Mar 7863 20-Mar 6544 2015% M 70112 1010%
issue, Movieline’s ad pages are down 22.4 per- TV Guide 22-Mar 46.52 23-Mar 49.90 6.77% 61273 58807  4.19%
cent this year to 52, reports the Mediaweek Us Weekly! 17-Mar 2150 18-Mar 28,67 -25.01% 28351 22351  26.84%
. - Category Total s 520.85  -11.01%  4,868.12 4,931.15  -1.28%
Monitor; for all of 2002, pages dropped 24.5 AT T ! 4
sercent to 285. (In 2001, the tide published t1 SUNDAY MAGAZINES
I I
issues; n ’02, (); this year, 1t will [)ub]ish just 8 American Profile 23-Mar 8.95 24-Mar 8.35 7.19% 104.15 103.25 0.87%
- - P . Parade 23-Mar 12.19 24-Mar 17.20 -29.13% 151.92 152.08 -0.11%
nes before ramping b 1 ’04).
ames before ramping back up to 10 in *04). USA Weekend 2Mar 1476 24Mar 170 2615%  137.38 15106 -906%
Movicline has :1]59 suffered a falloff in circ. Category Total 35.90 37.25 3.62% 393.45 40639 -3.18%
The ade’s total cire fell 18.1 percent to 251,986 TOTALS 732.96 821.58  -10.79%  7,580.67 771579  -1.75%

DD=Best of New York doub:e issue last year; E=estimatzd page counts; 1=one fewer issue in 2003 than in 2002; +=one more issue in 2003
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Ch ette FilipﬂCCl]i Media ’s I)Ft’7lli€7‘€, iS alSO in {280 HALF ‘02) ({2ND HALF ‘02) PAGES LAST YEAR CHANGE T0 DATE LAST YEAR CHANGE
the midst of a retooling, having cut its rate AARP The MagazineM 21,500,000 NA. 48.13 116.11 -58.55% 9578  177.85 -46.15%
L . American Heritage 340,000 344,481 DID NOT REPORT 22.90 2336  -1.97%

base, reduced its frequency from monthly to American Photo 250,000 254983 5015 416 1356% 9063 9095  -0.35%
10 times yearly and changed its look. Bride's Nome 385291 79442  NDISSUE NA. 1,197.28  ND ISSUE NA.
Movicline publisher Audrey Arnold says the Coastal Living 500,000 516,868 135.38 137.97 -1.88% 22993 20538  11.95%
magazine’s readership has evolved . “Our read- Country Living Gardener  350,0000 362,385 2297 2668 -13.91% 42,03 5120 -17.91%
ers are more upscale,” Arnold says. “They Departures’ 500,000 19,0668 120.96 115.89 437% 19753 18158  8.78%
wanted a more coffee table display magazine.” Elle Decor 450,000 473,222 146.39 155.47 -5.84% 258.85 24940  3.79%
Despite broadening the covemg'c t0 include Fit Pregnancy? 500,000  528,2148 83.75 97.51 14.11% 17303 18652  -7.23%
i . ) ; Garden Design™* 300,000 305,652 DID NDT REPORT 3050 3139 -2.83%
lifestvles of the stars as well as music and TV, Golf for Women 420,000 403,564 87.16 58.11 49.99% 134.86 10343 30.39%
Arnold anticipates minimal reader contusion, Istands8 220000 230,994 69.13 62.03 11.45% 130.94 11085 18.12%
, even though Movie- Metropolitan Home 600,000 613613 107.18 96.48 11.09% 179.01 14757 21.31%
FI' ll line remains part of Midwest Living 815,000 831,110 184.83 176.81 454% 27498 23748  15.79%
b O 9 the title’s name. The Modern Bride None 337,491 37N 401.60 -7.59% 92326 97938  -5.73%
: new lifestyle emphasis Mother Jones 170,000 201,233 33.50 33.17 0.99% 58.50 68.17 -14.19%
1 “will be clear because Muscle & Fitness Hers® 250,000 253,773 35.00 55.17 -36.56% 91.30 11684  -21.86%
F “led aus Nat'. Geo. Travelers™M 715000 20,0008 58.89 49.92 17.97% 98.99 7094 3954%
! B the Movieline [logo| is 06 300000 306,079 3093 2466 25.43% 5013 3933 27.46%
i | » small,” Arnold says. 0ld House Journal None 102,172 70.50 75.40 -6.50% 131.40 13050  0.69%
§ ;,.,; The changes are Organic Style 500,000 NAC 4362 37.86 15.21% 83.81 6853  22.30%
- e ) : _ Saveurs 375,000 378,707 DID NOT REPORT 30.61 3037 079%
; ——— tllslzt (rl]ees\:g ?gvd e]_tt(i)s :rts, Ski8 450,000 455793 51.64 36.70 40.71% 226.41 16485  37.34%
; ‘ ‘ ’ Skiing? 400,000 408,298 34.80 25.46 36.68% 16214 13672 1859%
Lisa Kudrow graces on tp for May are Spa None 86,000 62.85 £9.23 -9.35% 12040 13216 -8.90%
both the prototype Diamond  Trading Southem Accents 375000  401.260 106.99 102.13 4.76% 18112 17893 1.22%
and the May cover. Co. and Ketel One. TaL Golf 600,0000 566,871 11227 109.86 2.19% 179.01 157.89  13.38%
With Time Inc’s Traditional Home8/AA 850,000 852,121 96.79 86.08 12.44% 186.23 166.81  11.64%

In Style having a heavy emphasis on fashion and Veranda 370,000 402,328 126.47 117.04 8.06% 201.71 17914 12.60%
beauty, “it’s left a lifestyle void in the entertain- Workbench Magazine 375,000 366,672 40.90 3333 2.71% 70.07 61.33  14.25%
’ R CATEGORY TOTAL 2,973.08 2,098.25 41.69%  5637.67 4,162.53  35.44%

ment category,” says Pam McNeely, senior vp/
media director for Dailey & Associates. “But
[Movieline] has a lot of work ahead of them. You
can’t look at their past [readership] to know
who [their new reader] is.” —Amiee Deeken M

Rate base and circulation figures according to the Augit Bureau of Circulations for the second half of 2002 except: B=audited by BPA
International, X=did not sile audit by deadline; A=April/May Issue; AA=April issue only; M=My Generation and Modern Maturity magazines
combined as of March/April Issue; former titles' figures combined in 2002; MM=March issue only; Q=raised rate base during period;

7=published seven times yearly; 8=published eight times
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iz To Go, or Not to Go

ONE THING MEDIA PERSON IS REALLY HAPPY ABOUT IS THAT

nobody’s ever thought of embedding media columnists among the
reporters embedded with the troops in order to provide instant critiques
of their techniques. “Quit fiddling with that gas mask, journalist, and

»

type!” is not something Media Person can eas-
ily see himself shouting, especially through his
own gas mask. Or maybe, “Hey, ask that Ma-
rine colonel tougher questions, you spineless
worm, or Media Person will ridicule you mer-
cilessly and then turn you over to the Columbia
Fournalism Review.”

No, Media Person is quite content to have
been embedded on his couch for the duration,
not just of the war but of his life. Truly, as the
sages advise us in the ancient chronicles, some
of us must go, and some of us must stay.

The problem is that some people don’t
know which they are.

Take Ted Turner. Ted thinks he’s a goer.
"The erratic, semi-retired communications mo-
gul volunteered to ship out for Iraq as a CNN
correspondent. Really. It was only the network’s
executives who held him back.

“Pm 64, pretty much financially wiped out,
and it would be a dramatic way to exit the
world,” he said at a Syracuse University-spon-
sored forum in New York. “But they said no, I
wasn't qualified. How qualified do you have to
be? Holding the microphone and describing the
world falling apart isn’t a magical thing...'T'm
here in Baghdad...bombs are everywhere...””

This raises three interesting questions. One,
what does Turner mean by “pretty much wiped
out?” In his financial league, does that mean
“down to my last billion?” Has he perhaps had
to sell one of his ranches? Will he be on the
street next begging for spare Krugerrands?

Two, is it true that just about anyone can do
network television reporting? If so, should
Wolf Blitzer and Christiane Amanpour be paid

millions when any 64-year-old busted tycoon
off the street can stand under the Tomahawk
cruise-missile bursts and occasional whiff of
nerve agent and calmly explain to Dan, Tom or
Peter what the traffic situadon is in Baghdad?
We need to investigate this claim immediately.

And three, if Ted needs a dramatic exit, why
not just throw himself in front of Jane Fonda
while she’s jogging?

But now, to perfectly balance the case of he
who would go but must stay, we have the saga
of he who could go but wouldn’t. Hampton
Sides of The New Yorker has
split the journalistic communi-
ty. Some say he is a wimp. Oth-
ers say he’s the smartest indi-
vidual they’ve ever heard of in
their entire life. No question
about which camp Media Per-
son is in.

For those of you who
haven’t yet read his story (and
you're never going to be as-
signed to Baghdad, you can
count on that), Sides volun-
teered for war-correspondent
duty and proceeded to Kuwait to be embedded
into a front-line Marine recon battalion. While
undergoing gas-mask training, he became un-
nerved listening to Marine instructors describe
the effects on the human body of various chem-
ical agents. For example: “Sergeant Parks...
launched right into a description of what might
happen if we were ‘slimed’ by a ‘snowstorm,’
the operative term for a toxic cloud in the new
military parlance. Parks related how a victim of

If Ted needs a
dramatic exit,
why not just
throw himself in
front of Jane
Fonda while
she’s jogging?

a chemical attack would lapse into intense,
twitching convulsions, which he likened to
‘doing the funky chicken.’”

It was during this vivid presentation that
Sides achieved epiphany and, in a beautiful
update of Melville’s Bartleby the Scrivener, told
the Marine officer in charge, “No offense, but
I can’t do this.” He then headed in the general
direction of his wife and three children.

While some of the more macho journalists
of both sexes may cluck in disapproval, Media
Person salutes Hampton Sides for pulling per-
haps the greatest delayed stay in journalism his-
tory. And there can be no question of his
courage. In MP’s book, to face the glares from
one’s glory-hungry colleagues onsite and back
in the home office takes even more nerve than
facing the rockets’ red glare. No, this is a man
with true staying power. Not
to mention sense.

As for the actual war itself,
it got off to a strange start.
‘What Media Person, monitor-
ing the greenish Baghdad sky-
line on CNN Wednesday
night, initially thought was the
promised “shock and awe”
attack turned out to be merely
a “decapitation” strike whose
outcome, as MP writes this,
was uncertain. It was soon fol-
lowed by televised speeches
from all the leading politicians on both sides,
including Saddam Hussein—or someone who
looked like him.

Consulting the pages of several steno pads,
Maybe Saddam rattled on about jihad against
infidels, reckless criminals and evil enemies. If
he had a sense of humor, he just would’ve said,
“Nyah, nyah—you missed!”

Problem is, Saddam was a man who stayed
when he should have gone. u
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Take a Test Drive

— your fully-loaded resource for marketing

and advertising intelligence.

Monitor breaking automotive campaigns, track
ad spending, stay on top of the latest market
trends, and more. Auto Insights” point-and-click
dashboard puts you in the driver’s seat, and
propels you from zero — to accomplishing your
sales and marketing objectives in record time.

Start Your Engines

For a limited time, CMR/TNS Media Intelligence
is offering a FREE test drive of Auto Insights.
To start your engine, log on to:
www.tnsinsights.com and click “Test Drive”.

The Road to Success

To succeed in today’s congested automotive
marketplace, you need the competitive power
of Auto Insights to put you in the fast lane.

For information call 212-991-6000.

ﬂl\/ledla Intelligence

© 2003 CMR/TNS

Tl 7] )
f’s :?’;mmﬁ avet oot

SIGHT:
U To.u-'.‘-'.- aa wuwe RON i

Campaign AT L 4ng
Now ¢aM) o
3 Consum
L e
Creative AIChIVES e appearng N
) s tagaloes oo ™
Cale TV

Top AD Spenders _ _ ation ana Losa!

er, Dod
"'s’ B'.'S."f'-‘&‘ma acrons 14 media

My Reports -
Ci ports trac sponding

‘b ﬁﬁm;'n Degier Associabons and
Local Dookers

Industry intelligence
"I‘Mg‘ news, markel trends, COMpany
prohies and more

Auto Insights — Key Features

v Campaign Alerts
Monitor new campaign spending and
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