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If we got any closer to our readers, we'd have to use pritection.

Are you involved with someone? Our readers are. Reader's Digest

is in the to 5% of all magazines tested for reader involvement. When

you're that close with your readers, you can't be too careful.

Source: Fall '02 MRI-Involvement Index

Reader's1 Digest
get involved



At Deadline
1 AMI TAPS FULLER, WILL TEST A GLOSSY STAR
With Us Weekly editor in chief Bonnie Fuller joining
tabloid publisher American Media Inc. on July 7 as edi-
torial director, AMI chairman/CEO David Pecker said
one of the company's priorities will be to test a glossy
version of the 1.4 million-circ Star by year end. The
celebrity -focused tab in recent years has steadily been
losing ground to strong competition, including the Wen-
ner Media/Walt Disney Co.'s Us, Bauer Publishing's In
Touch and Time Inc.'s People. AMI, which also owns
magazine distribution company Distribution Services
Inc. and controls about 70 percent of the supermarket
checkout pockets, will cannibalize a number of its own
magazines' pockets for the test. Pecker
said one possible test could have the
glossy version of the Star hitting stands
across 20 states for 15 issues. But he
stressed if he does so he will not take
pockets away from his clients, Us Week-
ly and In Touch. "I have what you call
the 'rules of engagement,'" explained
Pecker. "If you are a DSI client, we pro-
tect your pockets." Meanwhile, Fuller
will also be responsible for upgrading
and repositioning titles at AMI's Weider
Publications, including Shape and Men's
Fitness. And over at Wenner, the compa-
ny is expected to announce the promo-
tion of Janice Min, Fuller's No. 2, to the
top job at Us Weekly. Min is a veteran of
Time Inc's People and In Style.

1 MARKS EXITS PHD
Mickey Marks, president of PHD New
York and San Francisco, will leave the
agency at the end of July, according to
Steve Grubbs, CEO of PHD North Ameri-
ca, an Omnicom unit. No replacement
will be named, and responsibilities previ-
ously handled by Marks will be trans-
ferred to other members of the PHD
management team. Marks has been
president of PHD New York and San
Francisco since the media services
agency's inception last year. Previously,
he was president/CEO of Creative Media. "Since the
formation of PHD USA last year, Mickey has been the
consummate team player," said Grubbs, "working close-
ly with David Pattison, myself and other founding mem-
bers of the company. Notwithstanding, this is a decision
he has been contemplating for a while. We will miss
Mickey and wish him well in his future endeavors."

which is hosted by supermodel Tyra Banks. The
show's producers are in the process of searching for
contestants, with applications available on the net-
work's Web site. The show, which premiered May 20,
delivered on June 3 the network's highest series rat-
ings ever in the women 18-34 demo (4.2 rating/11
share) in its 9 p.m. time period. It has also doubled
and tripled the time period in adult and female ratings
for both the regular season and last summer. Last
week, the show ranked third in its time period among
women 18-49 (2.7/7), ahead of Big Four networks
CBS and Fox.
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1 UPN ORDERS MORE EPISODES OF TOP MODEL
UPN has ordered 10 more one -hour episodes of its
summer reality series America's Next Top Model,

1 SPIKE TRIAL SET FOR AUG. 18
The dispute between Viacom's TNN
and director Spike Lee over the name
Spike will take place in a New York
court on Aug. 18. After hearing fur-
ther testimony from TNN executives,
state Supreme Court Justice Walter
Tolub motioned to expedite the trial
and, additionally, told Lee that he
must post a $2.5 million bond to help
cover Viacom's cost if he does indeed
win the case. Lee won a temporary
injunction from a New York court earli-
er this month to prevent the network
from relaunching on June 16 as Spike
TV, the first cable network targeted to
men. TNN, which continued the re -
branding effort without the new name,
claims that it has lost at least $17
million as a result of the aborted
name change and will have to spend
another $8.4 million to market a new
network name.

1 ABC CANCELS PORT CHARLES
ABC has canceled its daytime half-
hour soap opera Port Charles, with the
final air date being Oct. 3. The series,
a spinoff of the network's long -running
soap General Hospital, launched on
June 1, 1997. It was the victim of
poor ratings. Last week the show fin-

ished last among the three networks' soap operas
with a 1.6/6 household rating/share.

1 STRONG TV UPFRONT BODES WELL FOR RADIO
The television industry's robust increases in the
upfront bode well for national radio sales in the sec-
ond half of this year, according to an analysis released
last week by Interep, which provides national sales
representation for radio groups such as ABC, Cumulus
Media and Susquehanna Radio. Since 1999, national
radio revenue gains during (continued on page 27)

Market
Indicators
INATIONAL TV: SLOW

Networks are busy pa-
cessing upfront orders,
'while agencies are
meeting with clients '.o
assess what levels of
cancellation options
they might exercise her
fourth quarter.

NET CABLE: CALM

With a healthy upfrort
drawing to a close,
cable execs can enjoy
a few lazy days of se
mer as Fourth of July
nears. Third-quarter
business is in full
swing, wrh fast food,
beverages and movies
driving the market.

SPOT TV: VARIED

Market is showing more
strength going into th rd
quarter, but rates are
still negotiable. Local
is strong in most top
markets, hat national
spot is varied. Some
spillover from the
upfront is expected in
the largest markets.

RADIO: BUILDING

Driven by retail, tele-
com. broadcast and
cable tune -ins, and
home improvement,
network radio is tight-
ening into third quarter.
Los Angeles, Boston
and Dallas are stranger
than markets such as
New York, Philadelphia
or Washington, D.C.

MAGAZINES: ACTIVE

Women's fashion and
beauty titles are com-
pleting third quarter
with September issues
filling with business
from retail and appar-
el. as well as health
clients w th drugs,
remedies, toiletries
and cosmetic brands.
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Media Wire
Senate Committee Gives OK
To Bill on FCC's Powers
The Federal Communications Commis-
sion would be able to strengthen media
regulations as well as loosen them
under a bill that cleared the Senate
Commerce Committee last week. The
legislation, which still must pass both
houses of Congress, is part of the con-
tinuing congressional reaction to the
FCC's June 2 decision to relax some
media ownership rules. The bill also
would double to four years the interval
between the FCC's reviews of its major
rules, easing a process that critics say
preoccupies the FCC and brings instabili-
ty to the market.

Other provisions of the bill include an
increase in the maximum fine for broad-
cast indecency (to $250,000 from
$27,500) and an end in 2008 to the so-
called UHF discount, which counts half
the audience for UHF stations when con-
sidering whether an owner is complying
with limits to TV station ownership.

Also last week, Commerce Chairman
John McCain (R -Ariz.) promised a hearing
on whether broadcasters are meeting
their public -interest obligations and
whether they should be required to air
local content. -Todd Shields

NBC, Liberty Media Seen
As Leading Vivendi Suitors
Of the five companies that bid on Vivendi
Universal's U.S. entertainment assets
last week, General Electric's NBC division
and John Malone's Liberty Media are
seen as the most promising candidates
for the properties, which include the tele-
vision and film studios, as well as cable
networks USA and Sci Fi Channel. NBC,
the only network without a major produc-
tion arm, would benefit from owning Uni-
versal's TV studio. Liberty has the cash
to buy all of the assets, including Univer-
sal music group. The total package of
the studios, music group, cable networks
and the Universal theme parks could net
around $20 billion.

Other suitors include Metro -Goldwyn -
Mayer, oilman Marvin Davis and an
investment unit led by Vivendi Universal
vice chairman and former Seagram Co.
CEO Edgar (continued on page 6)

Making Fewer Hits
But Still Scoring
Ratings are slumping, hut networks' ad sales on sports fare remain strong

TV SPORTS By John Consoli

espite declining or flat ratings all over
the playing field for broadcast -net-
work sports programming this year,
advertisers are continuing to pour
dollars into sports because of its reach
among young male viewers. Major
League Baseball's upcoming All -Star
Game telecast on Fox is a case in

point. Although All -Star Game ratings have
been in a steady decline for years and hit an all-
time low last summer, the July 15 telecast on
Fox is expected to sell out at rates averaging
$325,000 per 30 -second spot. With two weeks
to go, the network has about 10 units left, said
Jon Nesvig, president of sales for Fox.

Last year's All -Star telecast on Fox produced
a 9.2 household rating, down 16 percent from
2001, according to Nielsen Media Research.
Part of the falloff was due to the excessive length
of the game, which ran well past prime time and
was called with the score still tied.

"The All -Star Game is still a major event,
especially in prime time during the summer,"
noted Larry Novenstern, senior vp and director
of national broadcast for Deutsch.

"Fox sets a price for the All -Star Game, and
everybody pays it," said another media buyer
who requested anonymity "It's still one of the
highest -rated programs in prime time for the
third quarter."

For its regular -season baseball telecasts,
which air on Saturday afternoons, Fox's rat-
ings are flat so far this year
at an average 2.7 in house-
holds. But advertisers are
not distressed.

"Baseball is holding its
own," said Mike Law, sports
buyer for Carat USA. "The
Saturday baseball telecasts
have been on a bit of a rat-
ings roller -coaster this sea-
son, but Fox didn't oversell
it as far as guarantees go."

While Fox has not had
to dole out any makegoods
on its six weeks of weekend
MLB games so far, it has
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provided free spots in the baseball telecasts to
make some of its prime -time advertisers whole.

Looking ahead, despite last year's World
Series' drawing a record -low rating of 11.9, Fox
reports it is commanding $325,000 per :30 for
this fall's Series. Early buyers of Fox's Fall Clas-
sic inventory are using the same reasoning as
they do for the All -Star Game-despite declin-
ing ratings, the telecasts are still among the
highest -rated in prime time.

"Sports has desirable demographics, and
we have not seen as much erosion in sports
as in other areas of programming," said Fox's
Nesvig. "The ratings are holding up pretty
well."

ESPN's weekday and Sunday -night base-
ball telecasts are up a scant 1 percent this sea-
son to an average 1.07. Ed Erhardt, president
of ESPN/ABC Sports Customer Marketing
and Sales, said one of his network's biggest
events of the summer, the Home Run Derby
televised the night before the All -Star Game,
is just about sold out of commercial time. The
Home Run Derby telecast earned a strong 6.1
rating last year. "We're at a point where we
can take a few more advertisers who want to
make us the best offer," Erhardt said.

Another summer prime -time sports telecast
advertisers have jumped into is NBC's coverage
of the Pepsi 400, the Nascar race set to air on
July 6. The event, which opens the second half
of the Nascar season on NBC, scored a 5.2

On track: Fox's Nascar sales were solid, although ratings were flat.



household rating on Fox last year.
Fox's first-half Nascar telecasts were flat this

year, with an average 5.8 rating/14 share in
households. Fox Sports representative Lou
D'Ermilio said that three of Fox's Sunday tele-
casts of Nascar coincided with heavy news cov-
erage of events in Iraq.

"In an environment like this, with ratings
down everywhere, how can you be disappoint-
ed with Nascar being flat?" said Carat's Law.

While Nesvig would not comment on ad
rates, buyers said that Fox took in about
$110,000 per :30 for its Nascar telecasts this
year, not including the Daytona 500, for
which the network commanded significantly
higher rates.

Buyers said NBC is getting roughly the
same rates as Fox except for its higher -priced,
prime -time Pepsi 400 telecast. NBC sales exec-
utives were not available for comment. Both
Fox and NBC posted heavy losses on their
Nascar coverage last season and are expected to
do so again this year.

Early ad sales for this fall's NFL schedule
have also been steady, with CBS, Fox and ABC
all more than 50 percent sold and ESPN's
Sunday -night telecasts at more than 80 per-
cent. Buyers said Fox is getting $250,000 to
$300,000 per spot for its Sunday national NFL
telecasts, while CBS is getting $200,000 to
$225,000. ABC is moving Monday Night Foot-
ball spots for $275,000 to $325,000, buyers
said. Fox is getting close to double-digit CPM
increases over last year, while CBS' increases
are in the mid -single digits.

"NFL sales are pacing ahead of last year,"
said CBS Sports president John Bogusz. "Our
advertiser attrition rate has been very low, and
we have added some new advertisers."

While CBS' regular -season NFL sales are
ahead of schedule, the network is said to be a
bit behind pace on its sales of Super Bowl spots,
which are going for $2.2-$2.3 million. Bogusz
noted that the network is still in talks for a
major deal with OMD, which represents tradi-
tional bigtime Super Bowl advertisers Pepsi,
FedEx and Visa. The CBS Sports chief said
Anheuser-Busch is already in the Super Bowl
fold for multiple spots.

Tim Spengler, executive vp and director of
national broadcast for Initiative Media North
America, believes the strength of the sports
marketplace is in part due to the present
strength of television overall. "With prime
time and most of the dayparts sold out for next
season, the networks are able to keep their
prices up in sports," Spengler said. "Sports are
still the place advertisers go to reach men. The
ratings may be coming down, but they are still
decent. It's like beachfront property-it may
be eroding, but it is still desirable."

Cable Wraps Upfront
After a brief stall, speedy June dealing jumps market to as high as S5.5 bll

THE MARKETPLACE By Megan Larson

Considering that some basic cable net-
works were still writing business in

August last year, the 2003 upfront moved at a
refreshingly quick pace, with the top -tier net-
work groups-Universal Television, Turner
Broadcasting and Discovery Networks-clos-
ing up sales negotiations two weeks ago and
the small- to midsize nets wrapping deals at
the end of last week.

Though it is nearly impossible to pinpoint

Safety Challenge was among several Court TV
originals that sold well in the cable upfront.

exactly cable's total take in the upfront, execu-
tives guess that the market grew anywhere from
18 percent to 20 percent. Using $4.6 billion as
last year's take (which is also subject to some
debate), this year's marketplace landed some-
where between $5.3 billion and $5.5 billion.

With 90 percent of the market wrapped,
total dollar volume will likely end up a bit low-
er than what was predicted a few weeks ago. In
general, cable networks got kicked around a bit
by media buyers, who were pummeled them-
selves by the broadcast networks in a frenzied
three-day broadcast upfront that shattered
records. Still, money was certainly available to
boost cable revenue levels across all networks.

"It was not a historic market, but it was
strong from top to bottom," said Bruce Lef-
kowitz, executive vp of entertainment ad sales
for Fox Cable Group.

All major advertising categories-with the
exception of domestic auto companies-spent
more in television this year, which enabled
some cable networks (Discovery's TLC is a
prime example) to net more money and high-
er CPMs-an unusual occurrence. "Typically,
you get one or the other," Lefkowitz added.

It appears as though most networks wrote
more money-unless rating points were down
significantly-and CPM growth ranged from

plus -5 percent to plus -14 percent, depending
on the network (TLC and MTV were on the
high end of that range).

Talk of double-digit growth by several net-
works was debunked by media buyers who said
that networks didn't get all the hikes they were
seeking. "Pricing demands went from unpalat-
able to merely exorbitant, so there were some
adjustments to be made," said one buyer who
spoke on the condition of anonymity. "But
there is no way any of them should be disap-
pointed when you consider that we live in a
deflationary environment."

The market moved in two phases this year.
A flurry of deals were cut at the end of May,
coinciding with the ballistic broadcast
upfront, but activity slowed for two to three
weeks as media buyers and sales executives
haggled over price.

Ad agency conglomerate Magna Global
was the big holdout, according to sales exec-
utives. "They killed everyone," noted one
sales executive on the condition of anonymi-
ty. But both sides came to an agreement on
pricing over the last two weeks in order to
wrap business by the Fourth of July holiday.

"For us, it was about getting new business
and revenue," said Michael Sakin, senior vp of
advertising sales for Game Show Network.
"We came out realistic and kept negotiations
to two rounds." Citing the appeal of its sync -
to -broadcast capabilities and their product
integration opportunities, (see related story on
page 9) Sakin said Game Show wrote 75 per-
cent more money than last year at 5 pecent to
8 percent CPM increases.

Looking back, the positive tone of the mar-
ket was set early, even by the agencies. "Buy-
ers did not come out denying that it was going
to be a healthy market," said Charlie Collier,
executive vp of ad sales for Court TV "We
were in a bit of an interesting place because we
are still growing and writing a lot of new busi-
ness." Court TV sold 60 percent to 65 percent
of its inventory in the upfront, doubling its
money from last year. Its original series such as
Forensic Files and its regularly programmed
Safety Challenge specials sold well.

"Every category this year is highly com-
petitive and, when it comes down to it, TV is
the quickest fool -proof method to get prod-
uct sampling," said one buyer, commenting
on why broadcast and cable did so well while
other media continue to slump.
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Media Wire
Bronfman Jr. Viacom did not submit a for-
mal bid, but late last week the company
informed Vivendi Universal it is interest-
ed in some of the assets. One scenario
would have Viacom and NBC split the
assets since Viacom has only expressed
interest in the cable networks. Vivendi is
to meet this week to review the bids; the
sale process is expected to last a few
weeks. -Megan Larson

TNT Wins Second -Quarter
Prime -Time Cable Ratings
With its NBA telecasts and the indefatiga-
ble Law & Order reruns, TNT started the
year off well and maintained its position
as the top -rated network through the sec-
ond quarter. Year-to-date, TNT has domi-
nated adult demos in cable prime time
and has delivered an average of 2.4 mil-
lion persons 2 -plus. Th second quarter
officially ended June 29; through June
24, TNT's greatest audience gain in the
period was among adults 18-34, which
grew 25 percent to 566,000 viewers.

Fox News Channel ranked second
among persons 2 -plus in prime time in
the second quarter, growing 102 percent
over last year to deliver 2.1 million view-
ers. The network also ranked second
during total day with 1.3 million viewers.

Though Lifetime's numbers fell from
last year, it was still the tops among
women 18-49 (567,000 viewers) and 25-
54 (646,000) in the second quarter;
USA and TBS Superstation also lost
ground from '02 but remained second
and third respectively with adults 18-49.

Cartoon Network and Nickelodeon
held on to top -five slots among persons
2 -plus in prime. Nick ranked No. 1
among kids 2-11 (907,000) during total -
day, followed by Cartoon (667,000).

Additional nets posting solid second-
quarter growth included CNN, AMC,
ESPN, HGTV and VH1. ABC Family saw
the biggest decline, down 31 percent to
688,000 viewers. -Megan Larson

Fox Will Transmit Half
Its Prime -Time Shows in HD
Federal Communications Commission
chairman Michael Powell last week
praised the decision by Fox to join oth-
er broadcast (continued on page 8)

HBC Deal Continues to Roil
Lobbying spat over Univision's bid and market classification hits Capitol Hill

WASHINGTON By Todd Shields
The proposed merger of Spanish -language
media companies Univision Communi-

cations and Hispanic Broadcasting Corp. re-
mained on hold in Washington last week. A
lobbying battle over the deal has spread from
regulatory offices to Congress, where both
sides are applying raw political muscle.

Conventional wisdom holds that the poli-
ticking will not kill the deal to merge Hispan-
ic Broadcasting's 65 radio stations with Univi-
sion's 53 TV stations, as well as its networks
and recording labels. But opponents want to
raise the political price of approving the pact,
which they say would give Univision's promi-
nent Republican -leaning executives influence
over the Hispanic market. Univision says it is
simply trying to create a Spanish -language net-
work that can compete with the traditional
English -language networks. "It's disappointing
that opponents are trying to politicize this,"
said Univision rep Stephanie Pillersdorf.

The deal remains in review with the Fed-
eral Communications Commission. Its officials
last week refused to say when a vote might
come. In the interim, Univision executives are
frequenting Capitol Hill and have purchased

pro -deal newspaper ads featuring prominent
Hispanics such as New Mexico's Republican
Gov. Bill Richardson. Opponents, meanwhile,
have produced anti -deal letters from senior
Democrats including Sen. Edward Kennedy
(Mass.) and Sen. Tom Daschle (S.D.).

Foes of the merger want the FCC to decide
that Spanish -language media forms a separate
market. That could kill the deal, since the new
Univision would be dominant. It is not clear
whether the push is making headway at the
FCC, where only Democrat Jonathan Adel-
stein has said he is in favor of considering it.

To bolster the separate -market claim, Span-
ish Broadcasting System gave regulators letters
elicited from ad pros including Castor Fer-
nandez, retired founder of the Castor media
agency. The veteran Spanish -language media
buyer wrote that he has "no doubt" that Span-
ish and English media form different markets.

However, in an interview last week, Fer-
nandez said he has not made any conclusions
about the overall merits of the merger.
"There's never been anything like it in Span-
ish advertising," he said. "Is it bad? That's up
to Washington, not to me."

New Execs Plugged In
CNN, Lifetime, Shoviume make management moves; Comedy Central cuts back

CABLE TV By Megan Larson

As a bloodletting took place in the halls of
MTV Networks last week, new blood was

injected into the executive offices of several
other top -rank cable networks.

One surprise announcement caught media
buyers a bit off guard. The announced retire-
ment last week of Larry Goodman, president
of CNN Sales and Marketing, led to the im-
mediate succession by his No. 2, Greg D'Al-
ba, who gets executive vp/COO stripes. A
near -20 -year veteran at Turner Broadcasting
Sales, Goodman leaves only months after
Mark Lazarus, his ad -sales equivalent at Tur-
ner Entertainment Networks, was tapped to
run all of Turner's entertainment services.

D'Alba is now thrust onto the front lines of
the ratings and ad revenue war with rival Fox
News Channel. FNC is beating CNN in rat-
ings and has seen its ad rates surge as a result,

D'Alba (left) gets ready to face off against Fox
News; Picard takes over day-to-day at Lifetime.

but it still has some way to go to meet CNN's
pricing. "It's a great news war. Cable news has
never been better," D'Alba said. He will over-
see CNN's domestic services including Head -

6 MEDIAWEEK JUNE 30, 2003 www.mediaweek.com
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Media Wire
networks ABC, CBS, NBC and the WB
in offering prime -time programming in
high definition. Right now, Fox is airing
some of its prime -time shows in the
480 progressive format, a step up from
analog but not at the quality of the high -
definition 720p or 1080 interlaced for-
mats offered by the other networks.

"This announcement is the latest
indication that the transition is beginning
to shift into overdrive," Powell said.

In a letter to the FCC, Peter Chernin,
president of Fox parent News Corp., said
the network plans to offer at least 50
percent of its prime -time programming in
high definition by the start of the 2004-
05 season. Fox had been delaying its
move into full-blown HDTV until the gov-
ernment adopted a "broadcast flag" rule
that would protect HD telecasts from
being pirated and shown over the Inter-
net. Chernin's letter expressed his con-
cern that such protection has not been
initiated by the FCC.

The move to the 720p transmission
format will require Fox and all of its
affiliates to upgrade equipment over
the next 15 months. -John Consoli

Donna Salvatore
Remembered as Pioneer
Donna Salvatore, chief investment offi-
cer of MediaVest in New York, died on
June 20 of a brain aneurysm. She was
50. Salvatore was remembered last
week as a pioneering media buyer who
mixed warmth, intellectual rigor and style
in crafting unique media deals and long-
lasting client relationships. Her agency
career spanned 25 years, most of it at
Benton & Bowles' famed media unit and
its descendants, D'Arcy Masius Benton
& Bowles, TeleVest and MediaVest.

"I feel privileged to have known and
worked with Donna," said Don Miceli, vp
for media services at Kraft Foods, a
longtime client of Salvatore's. "She was
bright, street -smart and dogged in her
determination, while at the same time
fun -loving and caring."

Added John Nesvig, president of Fox
Broadcasting and Sales, who knew Sal-
vatore almost her whole career: "She
had a wonderful combination of steel
and warmth." -David Kaplan, special
from Adweek'

line News, CNNfn, CNN Airport Network
and CNN.com. D'Alba's challenge is to devel-
op new business that brings new money to
cable news. "CNN sales management has done
an exemplary job representing the network,
and as part of that team Greg will no doubt
continue to do so," said John Rash, chief broad-
cast negotiator for Campbell-Mithun.

Across town, Lifetime's executive vp of sales,
Lynn Picard, was promoted to executive vp and
general manager. Picard will continue to be
responsible for ad sales, which she has helmed
since 1999, but will also take on all day-to-day
oversight of the channel. Rick Haskins, execu-
tive vp of the Lifetime Brand (read: marketing)
since 1999, moved up to as executive vp/gm of
Lifetime Entertainment Services.

Equally surprising last week was Robert
Greenblatt's appointment to president of en-
tertainment at Viacom's Showtime network.

Greenblatt, a partner in the hot Greenblatt-
Janollari Studio (which produces HBO's Six
Feet Under, UPN's One on One and the
upcoming Eve), replaced Jerry Offsay, who
earlier this year said he was leaving the job.

A former programmer at Fox, Greenblatt
said the time is right for him to return to the
executive ranks, and he seems happy to work in
premium cable. "There's no dependence on rat-
ings; there are no broadcast standards, no adver-
tisers or sales departments, which are all the
things that weigh in and compromise the devel-
opment process on the broadcast side," he said.

There was bad news at MTV Networks'
Comedy Central, where approximately 80
staffers across several divisions were given pink
slips last week. Finance, human resources, legal
and research were hit, as was affiliate sales, run
by executive vp Brad Samuels, who was a vic-
tim of the layoffs. -with A.J. Frutkin

Viewers Not Keen on Eddie
Fox hoped offbeat cop series would work, hut summer launch is not sunny

TV PROGRAMMING By A.J. Frutkin

When Fox premiered Keen Eddie earlier
this month, it wasn't looking to burn off

the series in the summer viewing doldrums. On
the contrary, Fox was hoping to launch a sleep-
er hit. But poor ratings may have dashed most
of those hopes. Four weeks into its 13 -episode
run, the offbeat action -comedy is averaging a
3.7/6 in households and a 2.4 in adults 18-49.

From executive producer (and former NBC
programming chief) Warren Littlefield, the
series, starring Mark Valley (Pasadena), origi-
nally was intended as a midseason replacement
last spring. But following the success of Joe Mil-
lionaire and American Idol, Fox had few windows
in which to appropriately launch Keen Eddie.

Representatives both for Fox and The Lit-
tlefield Co. (housed at Paramount Television)
declined to comment for this story. However,

Eddie, with Mark Valley, was not meant to be a
summer burn -off, but viewers seem to think so.

when Fox announced Keen Eddie's June 3
launch earlier this year, it did so with Little -
field's blessing. Pairing Eddie with Idol spinoff
American juniors as its lead-in, Fox viewed the
block as a way to maintain its 18-49 domi-
nance on Tuesdays. And in the midst of this
summer's reality glut, Littlefield saw Eddie's
launch as a bold counter -programming move.

Although Eddie's low ratings seem to have
stunned the show's producers, advertisers are
less surprised, saying that decades of burn-
offs have conditioned viewers to anticipate
short lifespans for scripted summer series.
"People assume it's not on the fall schedule,
so they don't want to get invested in a show
that will only be on for only a month or two,"
said Steve Sternberg, senior vp/director of
audience analysis at Magna Global USA.

Whether Fox can re -condition viewers to
invest in summer programming will become
more crucial as it prepares for its August 5
launch of The O.C. But media buyers noted
that late summer launches connote something
very different from early summer launches,
and they predicted that Fox's highly anticipat-
ed prime -time soap will have a better chance
at success. "The positioning to audiences and
to advertisers of The O.C. is of an early fall
launch," said John Rash, chief broadcast nego-
tiator for Campbell Mithun. "And fall series
are generally perceived to have a much greater
degree of permanence than summer series."M
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(Video) Game On!
To attract young men, Game Show Net takes on G4, Tech TV in gaming arena

CABLE TV By Megan Larson

After building its 52 million -subscriber base
on the classic game show model, Game

Show Network is turning its attention to a new
gaming arena: video games. The Sony and Lib-
erty Media-owned network will jump into the
youthful arena in October when it debuts new
episodes of Game Sauce and GamerTV, running
from 5 p.m. to 7 p.m. GSN picked up the
shows by buying out the licenses from G4, a 1 -
year -old, 24 -hour video game channel owned
by No. 1 cable operator Comcast.

"We want to own the position of games on
TV, original and acquired," declared Rich
Cronin, Game Show Network president.
"There's a whole world of games out there that
are not game shows, and with our Sony con-
nection there are 100 stories to tell." The block
will kick off with a video game-centered origi-
nal documentary currently in development.

GSN believes the niche provides an oppor-
tunity to attract male viewers ages 12-34.
Media buyers tend to agree: "We feel gaming
is truly a passion for a specific target group of
young males that are really hard to reach," said
Kathryn Thomas, director of Starcom Enter-
tainment, noting that other cable destinations
for young men such as ESPN only serve the
demo part-time. "G4 and Tech TV are very
targeted to that demographic."

G4, available in 11 million homes, is the
only net devoted solely to video gaming, with
shows such as Cheat! Pringles Gamer's Guide,
biography series Icons and video game count-
down show Filter. It will also cover its G-Pho-
ria mega -festival, celebrating all things video
games, on Aug. 8. But Tech TV, owned by Paul
Allen's Vulcan Ventures, also caters to the gam-
ing audience with review show X -Play and spe-
cial local area network parties that allow garners
inside the network's studio to compete with
players in their homes.

Broader entertainment nets that appeal to
young viewers have also entered the gaming
arena. Nickelodeon GAS: Games and Sports
for Kids reached out to young garners with an
interactive video game block with Game Farm
and Play2Z. The New TNN will launch the
Video Game Awards in the fourth quarter. And
MTV, which devoted an episode of its True Life
series to video game addicts, is looking to cre-
ate similar projects, as well as a music -related
video game show for MTV2.

GSN's efforts to attract young viewers is
needed: It delivered a prime -time average of

Game Show Net picked up Gamer.TV, which fea-

tures new video games, from competitor G4.

only 23,000 viewers 12-24 year-to-date and
modestly grew its delivery of adults 18-49 15
percent to 107,000 viewers from two years ago.
"Our goal is to grow younger, and the video
game category is so hot right now," said GSN's
senior vp of ad sales Michael Sakin.

The video -game platform also helps drive
subscriber growth and lends itself to interactiv-
ity, which serves cable operators who are eager
to provide more bells and whistles to con-
sumers as they fight satellite for market share.

GSN currently offers dual -screen interac-
tivity, or sync -to -broadcast, with many of its
original shows, allowing users to play the game
on the PC while watching it on TV. But
Cronin's goal is to reach "one -screen" interac-
tivity, where individuals can watch and play
through the TV set, using remote controls.

The future of one -screen interactivity is
uncertain. "It won't be in common usage for
the next few years, but there is no technical rea-
son why there can't be a multiple -player gam-
ing experience on television," said John Gilles,
Tech TV's director of interactive. "The audi-
ence for gaming is more likely to be using TV
in a different way in the future."

G4's COO Debra Green hopes her network
figures out that new interactivity first: "What is
right for technology is content, which is why
we don't resemble anything else on the digital
platform." Meanwhile, G4 is working with
cable operators to add games to their Web sites.

"There has been tremendous interest from
advertisers to 'play along,' but advertiser inter-
est in interactive TV is tepid at best," said Tim
Hanlon, vp and director of emerging contacts
for Starcom Worldwide. "One -screen interac-
tivity is painted with the same brush as the old
Web TV model, but I think games might be
the hook back to interactivity."
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ORLANDO, FLA. RADIO

0 -Town Jocks Duke It Out
During Dawn's Early Light
BY KATY BACHMAN

Shock jocks may get fired, they may get
fined by the Federal Communications
Commission. But, it seems at least in
Orlando, Fla., they don't ever really
fade away. Two of the most infamous
in their ranks last week started going
head to head with radio's original

shock jock, Howard Stern, in a battle for young
men in 0 -town, where Modern Rock stations
WJRR-FM and WOCL-FM,
which have been in a knock-
down fight for nearly two years,
debuted new morning shows.

Clear Channel-owned WJ-
RR picked up its own Bubba
the Love Sponge (a.k.a. Todd
Clem), whose testosterone -
charged show is syndicated out
of WXTB-FM in Tampa, Fla.
Meanwhile, Infinity Broadcasting's WOCL
went with The Keith (Kramer) and Tony (Lon-
go) Show, better known by their former han-
dle of Kramer and Twitch.

Bubba gained nationwide notoriety in 2001
for broadcasting the castration and slaughter of
a wild boar, costing him a one month suspen-
sion and the loss of at least 32 advertisers who
pulled their spots from WXTB in protest.

Keith and Tony also have bad -boy creden-
tials. As Kramer and Twitch on KEGL-FM in
Dallas in 2001, the two perpetrated a hoax
that Britney Spears and Justin Timberlake
had been injured in a serious car accident.
Fired for the stunt by Clear Channel, they
were picked up weeks later by Infinity, which
put the duo on WKRK-FM in Detroit.

In the Arbitron Winter survey, WOCL with
a 3.6 audience share overtook WJRR, which
drew a 3.4. But among men 18-34, the target
demo for both stations, WJRR bested WOCL
in mornings 8.9 to 8.1. Still, neither comes close
to Stern's 10.5 on Clear Channel's WTKS-FM.

"The one thing we needed was a great
morning show," said Alan Smith, program
director of WJRR, who said the duo's decision
to change their on -air personas won't change

their on -air style. "They'll still have fun and
do silly stuff," Smith said.

Although Bubba goes after the same audi-
ence as Stern, Clear Channel felt it was worth
bringing him back to Orlando where he
worked in the early '90s. "It was time for us to
drop a nuclear bomb. Bubba wins everywhere,
and he wins big," said Linda Byrd, regional vp
for Clear Channel. In Tampa, just 70 miles

Orlando's Morning Wars
STATION (FORMAT)

WTKS-FM (HOT TALK)

WJRR-FM" (MODERN ROCK)

WOCL-FM" (MODERN ROCK)

' NEW MORNING SHOWS AS OF 6/23/03

PARENT COMPANY

CLEAR CHANNEL

CLEAR CHANNEL

INFINITY

WINTER '03

10.5

8.9

8.1

SOURCE: ARBITRON WINTER 2003, MEN 18-34, 6 TO 10 A

MIAMI TV STATIOV

WTVJ Eyes Fringe Show
Hoping to beef up the lead-in to its 6 p.m.
news, WTVJ, NBC's owned -and -operated
station in Miami, plans to launch in Septem-
ber an hour-long local show at 4 p.m. The
station is No. 1 at 11 p.m. and second in
mornings. But when it comes to early fringe,
WTVJ is dead last.

"Nothing has worked for us in that time
period," said Tim Garaghty, vp and news
director for WTVJ. The new information/
talk show, hosted by Rick Sanchez, will be up
against some top -rated syndicated fare, in-
cluding Oprah on CBS O&O WFOR and
Judge Judy on WSVN, Sunbeam Television's
Fox affiliate. "Oprah and Judy are relevant,
but they're not doing a show for South Flori-

da," said Garaghty.
A lot is riding on Sanchez, a

native of Havana, Cuba, who
has been well known to Miami
audiences since 1982, when he
joined WSVN. He since went
on to work as a national corre-
spondent for MSNBC and hosts
a Spanish -language Talk show
on Hispanic Broadcasting's WA -

DO -AM in New York and WQBA-AM in
Miami. In addition to Sanchez, the station
recently hired Jose Diaz-Balart, the co-anchor
of Hoy En El Mundo, Telemundo's national
morning newscast, to co -host the 5 p.m. news
with Jennifer Valoppi beginning July 1. -KB

FALL '02

26.1

10.8

5.0

.M.

southwest of Orlando, Bubba is No. 1 among
men 18-34, with a whopping 29.1 share.

Despite the proven success of Bubba and
Stern, Keith and Tony will be the only local
show targeting the demographic, an advan-
tage WOCL is hoping to exploit. "Whenever
possible, local talent, people who can get
involved in the market, is much better," said
Ernest James, senior vp and market manager
for Infinity's Orlando stations.

Now that Orlando is shock -jock central,
buyers are approaching the formats with cau-
tion. "Keith and Tony will be a little more
female -friendly, so that show won't be quite
as sensational as the others," said Stacie Law-
rence, who buys the Orlando market for
Zenith Media in Atlanta.

"We try to be careful. We're familiar with
Bubba, and some clients find that a little too
over the edge," said Rich Melin, vp and media
director for Cramer-Krasselt.

Clear Channel's Byrd isn't concerned.
"Those that don't shy away achieve incredi-
ble results because the audience are very
active listeners." And, she points out, WTKS,
is the No. 2 biller in town, right behind the
Country station. Shock on.

NEW YORK RADIO

Blink Finalizes Its lineup
WNEW-FM (Blink 102.7), Infinity Broadcast-
ing's new Hot Adult Contemporary outlet in
New York, has finalized its on -air lineup.

Hosting middays (10 a.m. to 3 p.m.) is Rick
Stacy, who joined the station from Greater
Media's WMWX-FM in Philadelphia, where
he served as morning host. For afternoon drive
(3 to 7 p.m.), Tim Virgin, a former on -air host
at Infinity sister station WXRK-FM, has been
paired with Alison Stewart, a former news an-
chor for Clear Channel's WHTZ-FM in New
York. They join Chris Booker and Lynda
Lopez, who have been the station's morning
hosts since the new format debuted in April.

The station's early ratings have barely
moved the needle, rising to a 0.6 (March to
May) from a 0.4 (February to April). -KB 
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West Palm is attracting new residents from other parts of Florida, along with seasonal snowbirds.

West Palm Beach, Fla.
DOWNTOWN WEST PALM BEACH IS GETTING A NEW HOTEL AND CONVENTION CENTER,

which area planners hope will provide a lift to the local economy by
attracting a greater volume of visitors to the South Florida communi-
ty. The convention center alone is expected to generate as much as

$269 million annually in new spending in the
region, as well as an estimated $4.4 million per
year in new county and local tax revenue.

For the hotel project, the former Sheraton
West Palm Beach has been converted to the
West Palm Beach Marriott, a 349 -room facil-
ity that is undergoing an extensive refurbish-
ment. The Marriott and new convention cen-
ter are located across from CityPlace, a
downtown hub featuring shops, entertain-
ment venues and housing. Construction on
the hotel and convention center is expected
to be completed next year.

Another popular attraction in West Palm
is the idyllically landscaped Clematis Street,
which brims over with boutiques, restaurants
and nightlife.

West Palm Beach is the largest city in the
market, which also includes an area to the
north called the Treasure Coast, with such
communities as Fort Pierce, Port St. Lucie

and Stuart. Popular resort areas at the south-
ern end of the DMA include Boca Raton and
Boynton Beach.

While the area continues to see a steady
flow of retirees from the north moving in,
young professionals and families are also relo-
cating to the area. Until a few years ago, the top
source of new residents to the Treasure Coast
was the tri-state area of New York, New Jersey
and Connecticut. Recently that group has been
surpassed by people moving north from Brow-
ard County (Fort Lauderdale) and Dade Coun-
ty (Miami), says Mark Tomasik, executive edi-
tor of Scripps Treasure Coast Newspapers.

The West Palm Beach market is growing
rapidly, having moved up four spots in Nielsen
Media Research's rankings in just the past
three years, from No. 43 to No. 39 (the West
Palm Beach-Fort Pierce market has 700,850
TV households). Local television advertising
has been showing some modest growth, with

total spot TV ad revenue up about $3 million,
or 2.3 percent, in 2002 to $120 million, ac-
cording to Nielsen Monitor -Plus.

The market's longtime TV news leader re-
mains WPTV, Scripps Howard Broadcast-
ing's NBC affiliate. The station wins every
newscast, with the exception of the noon
news, which Freedom Communications' CBS
affiliate WPEC wins thanks to its The Price Is
Right lead-in. WPTV welcomed Bill Peter-
son back to the market as its new vp/general
manager in October last year. Peterson had
served as gm of WPEC for a decade before
leaving for two -and -a -half years to take the
reins at WRAL-TV, Capital Broadcasting's
CBS affiliate in Raleigh, N.C.

VVPTV, which two years ago hired away
VVPEC's former lead female anchor Chandra
Bill, hired Bill's former WPEC co-anchor,
Tim Malloy, in February 2002. Malloy is now
a senior correspondent and fill-in anchor at
VVPTV, which has some of the most veteran
anchors in town. They include its main
anchor team of Laurel Sauer, who has been in
the market since 1980, and Jim Sackett, who
has anchored at WPTV for 25 years.

WPTV has a joint sales agreement with
Paxson Communications' local affiliate WP -
XP, which rebroadcasts WPTV's 6 p.m. news
at 7 p.m. and its 11 p.m. news at 11:30 p.m.
weekdays. WPXP relocated to WPTV's new
broadcasting facility in 2001.

WPEC, the No. 2 station in West Palm
Beach, produces more local news than any
other station in the market -36 hours in
total-says Doreen Wade, president of Free-
dom Broadcasting and WPEC vp/gm. Part of
that local news includes the two hours a day it
produces at 7 a.m. and 10 p.m. for WFLX,
Raycom Media's Fox affiliate in West Palm
Beach. "We were one of the first stations in
the country to produce a 10 p.m. news, and it
has served as a prototype for other Fox news-
casts across the country," says Wade.

WFLX does not have a local news depart-
ment and, therefore, uses VVPEC's talent and
staff. WPEC maintains a separate set for
WFLX's newscasts (both programs are also
branded separately). WFLX's morning news
is the only local newscast at that hour, going
up against network shows airing on its com-
petitors, says WFLX vp/gm John Spinola.
WFLX consistently ranks as one of the top
Fox affiliates in the country in ratings.

The morning newscast replaced Fox kids
programming that previously filled WFLX's
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market profile
SCARBOROUGH PROFILE

Comparison of West Palm Beach, Fla.
TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS

Top 50 Market
Average %

W. Palm Beach W. Palm Beach
Composition % Index

Age 18-34 31 23 74
Age 35-54 41 33 82
Age 55+ 29 44 154
HHI $75,000+ 29 28 97
College Graduate 12 13 102
Any Postgraduate Work 11 10 93
Professional/Managerial 23 19 83
African American 13 12 89
Hispanic 13 11 80

MEDIA USAGE -AVERAGE AUDIENCES*
Read Any Daily Newspaper 55 66 119
Read Any Sunday Newspaper 63 76 120
Total Radio Morning Drive M -F 22 20 90
Total Radio Afternoon Drive M -F 18 18 100
Total TV Early News M -F 29 34 116
Total TV Prime Time M -Sun 39 44 112
Total Cable Prime Time M -Sun 14 19 133

MEDIA USAGE-CUME AUDIENCES**
Read Any Daily Newspaper 74 83 112
Read Any Sunday Newspaper 77 87 113
Total Radio Morning Drive M -F 76 70 93
Total Radio Afternoon Drive M -F 73 71 97
Total TV Early News M -F 71 77 109
Total TV Prime Time M -Sun 92 93 101
Total Cable Prime Time M -Sun 60 73 122

MEDIA USAGE -OTHER
Accessed Internet Past 30 Days 58 55 95

HOME TECHNOLOGY
Owns a Personal Computer 68 65 96
Purchase Using Internet Past 12 Months 39 37 94
HH Connected to Cable 68 80 119
HH Connected to Satellite 18 17 94

'Media Audiences -Average: average issue readers for newspapers; average quarter-hour listeners within a specific daypart for
radio; average half-hour viewers within a specific daypart for TV and cable -Media Audiences-Cume: 5 -issue cume readers
for daily newspapers; 4 -issue cume readers for Sunday newspapers; cume of all listeners within a specific daypart for radio;
cume of all viewers within a specific daypart for TV and cable. Source: 2002 Scarborough Research Top 50 Market Report
(August 2001 -September 2002)

7-8 a.m. hour. Spinola says that since his sta-
tion has a younger audience, the morning
newscast is "a great tool for us. It's a great place
to promote the television station. We didn't
have that opportunity when it was all kids."

Irvine, Calif.-based Freedom has announced
that it is exploring the possibility of a sale or
merger. Wade says some members of family -
owned Freedom do not wish to continue in the
media business and that the only way to buy out
the shares of those family members is to find out
the fair market value for the company.

Freedom owns a stable of 27 daily news-
papers, including the Orange County (Calif.)
Register, and eight TV stations. There is no
timetable on this current exploratory process,
says Wade, who adds, "anything could hap-
pen, including nothing."

Of the network affiliates in West Palm
Beach, the local ABC outlet, Hearst -Argyle
Television's WPBF, is the new kid on the
block. The station launched in 1989 and con-
tinues to face the difficult challenge of com-
peting with the three long-standing stations

in the market.
With the launch of WFLX's a.m. newscast

two years ago, four players competed in the
morning, with WPBF trailing the pack. Rec-
ognizing that the ratings and audience just
weren't there for its early morning news,
WPBF scaled back. At the beginning of June,
the station canceled its 5-6 a.m. weekday
news. The station kept its 6-7 a.m. news
show, which has experienced some growth.

In April 2002, the WB moved its affilia-
tion to WTVX, the Viacom Television Sta-
tions Group's primary UPN outlet in the
market. The WB, which is the station's sec-
ondary affiliation, had been affiliated with
locally owned WTCN.

In the past, WTVX had aired UPN net-
work programming weekdays until 10 p.m.,
followed by one hour each night of WB pro-
grams and two hours of WB shows on the
weekends. In becoming a secondary WB affil-
iate, WTVX continued to broadcast the hour
of WB programming during the week and
added the rest of the network's prime -time
lineup at various times during the weekend.

Among the off -net syndicated shows WT-
VX has acquired for this fall are King of Queens,
Becker, The Parkers and judge Hatchett. WTVX
also airs Miami Heat basketball games and
Miami Dolphins preseason National Football
League games. As of July 1, WTVX will
become the market's home of the Florida lot-
tery, which currently airs on WFLX.

WTVX is operated as a triopoly by Via-
com in South Florida, along with two TV sta-
tions in Miami, CBS owned -and -operated
outlet WFOR and UPN affiliate WBFS. On
April 23, Michael Colleran, vp and gm of
WTVX, WFOR and WBFS, appointed Brien
Kennedy vp and station manager of WTVX.
Kennedy had previously served as president
and gm of KPNX-TV, Gannett Co.'s NBC
affiliate in Phoenix.

WTCN is now operating as an Indepen-
dent station, although it continues to air Kids
WB programming in the afternoons. Besides
its lineup of syndicated fare, WTCN, which
is owned by American Netcom Inc., programs
a variety of high school, college and profes-
sional football and basketball games. The sta-
tion is presently in its fourth year carrying the
National Basketball Association's Orlando
Magic. The station has the rights to 35 of the
team's games.

Although it lost its WB affiliation, WTCN
now has marketwide reach thanks to cable.
This past January, WTCN was added to Adel-
phia Communications' cable systems in the
city of West Palm Beach, bringing its reach to
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market profile
all 650,000 cable subscribers in the DMA.
Before the deal with Adelphia, the station was
only available to about 30 percent of the mar-
ket. "It was a capacity issue in southern Palm
Beach County for Adelphia," says WTCN
owner, president and gm Bill Brothers.

Last November, Brothers, whose company
is based in Stuart, Fla., launched the market's
first Hispanic television station, WWHB, an
Azteca America affiliate. TV Azteca, the sec-
ond-largest television network in Mexico, is
rolling out Azteca America affiliates through-
out the U.S. WWHB's Spanish -language pro-
gramming includes soccer, telenovelas and
reality shows. Neither WTCN nor WVVHB
subscribe to Nielsen's ratings service.

The Hispanic population in the West Palm
Beach -Fort Pierce market, currently estimated
at 12.5 percent, is one of the fastest -growing
in the country. Brothers says WWH13 is not
currently available on cable but should be in a
few months.

Cable television is a significant media force
in the West Palm Beach market. According to
Scarborough Research, cable penetration is 80
percent, significantly higher than the national
average for the top 50 markets of 68 percent
(see Scarborough chart on page 14). Adelphia and

RADIO OWNERSHIP

Comcast are the two dominant cable service
providers in the market.

As of January, Comcast and Adelphia have
swapped markets for ad sales. Comcast now
handles Adelphia's sales in south Miami, and
Adelphia oversees Comcast's sales along the
Treasure Coast. The cable systems are still
owned by the respective company, however.
With the change, Adelphia now handles ad
sales for 644,000 cable homes (about 100,000
of these subscribers belong to Comcast).
While cable penetration may be high, a fair
number of market households have satellite
service. About 17 percent of the DMA sub-
scribe to satellite television, compared to the
top 50 market average of 18 percent, accord-
ing to Scarborough.

As for newspapers, Cox Communications'
The Palm Beach Post is the market's largest dai-
ly in a crowded field. The Post's daily circula-
tion for the six months ended March 31 was
181,312; its Sunday circulation for the period
was 222,833, both flat compared to the same
six months in 2002, according to the Audit
Bureau of Circulations.

Following a national trend, the Post con-
verted to a 50 -inch web width almost a year
ago. The width was

Avg. Otr.-Hour Revenue Share of
Owner Stations Share (in millions) Total

Infinity Broadcasting 5 FM 23.4 $24.0 38.9%
Clear Channel Communications 2 AM, 5 FM 22.4 $19.9 32.2%
Palm Beach Broadcasting 1 FM 5.2 $10.1 16.4%
J Crystal Enterprises 4 AM 4.1 $3.7 5.9%
Beasley Broadcast Group 1 AM 0.4 $1.1 1.8%
BGI Broadcasting 1 AM 0.6 $0.7 1.1%

Includes only stations with significant registration in Arbitron dial), returns and licensed in West Palm Beach or immediate area.
Share data from Arbitron Winter 2003 book; revenue and owner information provided by BIA Financial Network.

RADIO LISTENERSHIP / WEST PALM BEACH, FLA.

Avg. Qtr. -Hour Share
Morning Evening

STATION FORMAT Drive, 12+ Drive, 12+
WEAT-FM Soft Adult Contemporary 6.3 7.5
WKGR-FM Classic Rock 6.2 4.0
WRMF-FM Adult Contemporary 5.8 5.4
WIRK-FM Country 4.9 4.3
WMBX-FM Contemporary Hit Radio 4.6 5.3
WJNO-AM News/Talk 4.5 8.4
WBGG-FM Classic Rock 4.5 1.3
WPBZ-FM Modern Rock 4.2 3.4
WOLL-FM Oldies 3.3 3.2
WZZR-FM Talk 3.0 5.6

Source: Arbitron Winter 2003 Radio Market Report

accompanied by a "fairly extensive redesign,"
says Post managing editor Ban Bartosek.

The paper has also increased its local cov-
erage. It now offers readers nine weekly
zoned sections that publish on Wednesdays.
The most recent addition to the zoned edi-
tions was Boca Raton, which was added earli-
er this year. The paper also ended its Sunday
home and garden section, replacing it with
Good Life, a general interest section about
living well, says Bartosek.

The Post covers the region using a bureau
system. Besides its headquarters in West Palm
Beach, the daily has news bureaus in central
Palm Beach County, southern Palm Beach
County, north Palm Beach County, Martin
County, St. Lucie County and in the state cap-
ital of Tallahassee. The paper also has weekly
sections targeting the southern end of the mar-
ket, including Boynton Beach, Delray Beach
and Jupiter-Tequesta. Executives at the paper
could not be reached for comment. Cox also
owns the small Palm Beach Daily News and
Palm Beach County, a weekly shopper.

E.W. Scripps owns three dailies in the
market serving the Treasure Coast and Palm
Beaches: The Stuart News, The Vero Beach Press
Journal and The Tribune in Fort Pierce. The
Stuart News also has a separate edition called
The Port St. Lucie News. Scripps purchased the
Tribune in 2000. The papers had a combined
circulation of 107,121 daily and 120,536 Sun-
day for the six months ended in March, ac-
cording to the ABC.

All of the papers are operated under the
umbrella Scripps Treasure Coast Newspa-
pers. The papers share upper level managers,
but each has its own newsroom managers.
For instance, there is one executive editor,
one advertising department, one circulation
department, and one promotion and market-
ing department. However, other staffers of
these respective departments work separately
at each paper.

Scripps' Tomasik says the influx of vaca-
tioning northerners -called snowbirds by the
locals -has a direct impact on circulation dur-
ing specific periods of the year. "We have so
many seasonal residents who come in here
during the winter that our circulation swells
between Thanksgiving and Easter," he says,
adding that these part-time residents are an
important part of the local community and
help fuel the local economy. To try to stay in
touch with them when they return home, the
Scripps papers began offering free e-mail
newsletters featuring brief highlights of the
local news of the day. "We find it to be a good
way to reach non -subscribers, as well," he says.
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In the past year and a half, the Scripps
papers have also introduced a new food and
dining section on Thursdays, a new entertain-
ment section on Fridays and a new health sec-
tion on Tuesdays. They've also added a new
World/Nation page to the A section of each
paper. In addition, through shared resources,
all Scripps papers now have a State page,
which only The Stuart News and its zoned edi-
tion, the Port St. Lucie News, had before.

With all the growth in the area, a key sto-
ry over the next few years for the market will
be how much future development will be
allowed, says Tomasik. But as planned neigh-
borhoods continue to be built, the thousands
of new residents moving into them present a
ripe opportunity for not only the local papers,
but other media as well. One competitor in
the market is Tribune Co.'s South Florida Sun -
Sentinel, based in Broward County. The Sun -
Sentinel publishes a Palm Beach County edi-
tion and competes primarily in the southern
tip of the market, including Boca Raton, Del-
ray Beach and Boynton Beach. Tribune also
owns seven weekly papers targeting the south
Palm Beach County area.

As for radio, Arbitron classifies the market as
West Palm Beach -Boca Raton, ranked No. 47
in the country. The Fort Pierce -Stuart -Vero
Beach market is a separate market, ranked No.
111. The West Palm Beach -Boca Raton mar-
ket not only has to deal with spill -in from the
neighboring Fort Pierce market, but also from
Miami. (Miami's television stations also compete
to some extent with the local TV stations in the
West Palm Beach market because of spill -in).

The market's top -rated station continues to
be Soft Adult Contemporary outlet WEAT-
FM, owned by Infinity Broadcasting. While
WEAT is holding its own, another Infinity
property, Urban Oldies outlet WJBW-FM,
has gone through some changes over the past
few years -it's morphed from Adult Standards
into Adult Standards/Big Band and, most
recently, Urban Oldies -and seen its numbers
diminish. In spring 2001, the station had a 6.2
average share among listeners 12 -plus; that
number has dropped off to a 1.9 share in the
most recent Winter 2003 book.

Besides Infinity, other major players in the
local radio market are Clear Channel Com-
munications, which owns the most radio sta-
tions in the market with seven, and locally
owned companies such as Palm Beach Broad-
casting and J Crystal Enterprises. Palm Beach
Broadcasting in June 2002 purchased the mar-
ket's former longtime leader, Adult Contem-
porary station WRMF-FM, from J Crystal. In
March of this year, J Crystal acquired its Adult

NIELSEN RATINGS / WEST PALM BEACH, FLA.
EVENING AND LATE -NEWS DAYPARTS, WEEKDAYS

Evening News
Time Network Station Rating Share
5-5:30 p.m. NBC WPTV 10.6 21

CBS WPEC 5.6 11

ABC WPBF 3.3 7

Fox WFLX* 2.1 4

UPN WTVX* 1.1 2

Pax WPXP*
5:30-6 p.m. NBC WPTV 11.6 22

CBS WPEC 6.6 12

ABC WPBF* 3.8 7

Fox WFLX" 1.6 3

UPN WTVX* 1.5 3

Pax WPXP*

6-6:30 p.m. NBC WPTV 13.0 23
CBS WPEC 7.8 14

ABC WPBF 3.7 7

Fox WFLX* 2.8 5

UPN WTVX* 1.8 3

Pax WPXP* 1.0 2

Late News
10-11 p.m. Fox WFLX 5.3 8

11-11:30 p.m. NBC WPTV 12.7 22
CBS WPEC 7.6 13

Fox WFLX* 4.5 8

ABC WPBF 4.1 7

UPN WTVX* 2.0 3

Pax WPXP' 0.4 1

*Non -news programming #Below minimum reporting level Source: Nielsen Media Research, May 2003

NEWSPAPERS: THE ABCs

Daily
Circulation

Palm Beach County: 494,106 Households

Sunday
Circulation

Daily Market
Penetration

Sunday Mariret
Penetration

The Palm Beach Post 147,243 184,068 29.8% 37.3%
South Florida Sun -Sentinel 70,398 85,962 14.2% 17.4%
The Miami Herald/El Nuevo Herald" 7,636 8,999 1.5% 1.8%
New York Post 4,654 4,796 1.0% 1.0%

St. Lucie County: 81,157 Households
The Palm Beach Post 4,853 5,906 6.0% 7.3%
The Treasure Coast News/ 1,795 2,021 2.4% 2.7%
Press -Tribune -

Martin County: 58,270 Households
The Palm Beach Post 13,879 15,961 23.8% 27.4%

Okeechobee County: 13,403 Households
The Palm Beach Post 2,551 3,155 19.0% 23.5%

*Combined daily circulation for joint operating agreement partners The Miami Herald and El Nuevo Herald
**Combined circulation for Scripps Treasure Coast Newspapers.
Data is based on audited numbers published in the Audit Bureau of Circulations' Oct. 3, 2002 County Penetration Report

Standard outlet in Jupiter, WJBW-AM, from
Treasure and Space Coast Radio LLC.

Clear Channel Communications is the
market's dominant outdoor advertising play-

er, having acquired AK Media three years ago.
Clear Channel Outdoor offers bulletins and
30 -sheets in the market. Viacom Outdoor also
competes in the market with bulletins.
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Internet advertising
has taken a 180-

degree turn. Hits
we out, awareness

is in, and even
ads that are not

clicked on, studies
say, deliver some

media impact
BY CATHARINE P. TAYLOR

0
edia as

media
At a recent Internet advertising conference in New York,
a panelist in one session did the unthinkable: repeatedly using the word "hits" to
describe traffic to a Web site. The faux pas caused one attendee to leave the ses-
sion shaking his head. Approaching a small group of Internet ad executives stand-
ing outside the room, he began railing: Didn't the panelist realize that hits are no
longer considered a valid Internet measurement metric?!

If that attendee's dismay is lost on you, then it's time to do some studying up
on just what the online advertising community has been doing to fix itself since the
days in 2000 when its shrill, and often obnoxious, music was silenced overnight.
Slowly-and maybe a bit too quietly-the industry has been going through a
grass -roots repositioning. While the so-called digerati used to tout the medium on
its differences from traditional media, now they are pointing out its similarities.
It's a 180 -degree turn that, ironically enough, is making new media look more and
more like the old media it was once so staunchly positioned against. Hits are out,
brand -awareness metrics are in, as are reach and frequency, dayparting and, in
some quarters, even the idea of an online advertising upfront.

And the click -through, while still a powerful measurement tool in the booming
arena of keyword advertising, has generally taken a backseat to the idea that an
Internet ad-even one seen and not clicked upon-can have value just as inherently
unclickable offline ads do. "Using the word 'hits' in a presentation puts a scarlet let-
ter on your head that you don't know what you're doing," avers Greg Stuart, CEO
of the Interactive Advertising Bureau, a trade group that formed in 1996 but played
almost no role in shaping the medium during the boom years. The movement has
other players as well, ranging from major media properties such as Yahoo! and
Microsoft's MSN, to consultants such as former Millward Brown Interactive execu-
tive Rex Briggs, and advertising software providers such as aQuantive's Atlas DMT,
which is among those companies refining reach and frequency -based planning tools.

It's a dramatic shift from the late 1990s sales pitch of making online advertising
seem about as distinct and unique as aspiring dot-com millionaires could dream up.
"The industry spoke in a language of technology and coolness that really had nothing
to do with the process of media buying," says Yahoo! chief sales officer Wenda Harris
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Millard. However, she cautions that pointing out similarities is a door -
opener and nothing more. Harris Millard says it creates "comfort and
recognition for the buyer that allows you to say, 'but here's where you
have an opportunity in this medium that you don't have in other media.'"

No one in the industry wants to return to the hype of bubbles gone
by, but there is an undercurrent of concern that online is trying to be
more like offline (read: traditional media) just at the point when digi-
tal TV technologies are changing traditional media. "By the time we
finish repositioning new media to be 'apples to apples' like old media,
old media will have evolved to be very much like new media," says
Joseph Jaffe, an online media consultant who works for MSN and the
Online Publishers Association, among others.

Others say that in exploiting the similarities, positive differences-
such as the ability to target at a level unheard of offline, and to calcu-
late true ROI-are getting lost. "Frankly, I think it's a huge disap-
pointment to me," says Phil Bienert, manager of CRM and e -business
at Volvo North America.

Even as the unofficial repositioning moves forward from a num-
ber of different industry quarters, the IAB is most responsible for preach-
ing the industry's new world order. Strange thing about that $8 billion
that was spent on online advertising during the peak year of 2000: pre-
cious little of it was spawned by verifiable case studies. Though the IAB
had been talking for years about copying the Cabletelevision Advertising

"The industry spoke in a
language of technology
and coolness that had
nothing to do with the
process of media
buying." YAHOOrS MILLARD

1

Bureau blueprint of pelting media executives with case studies until they
gave in, the organization didn't have much to offer as online ad spending
dropped by 12 percent to $7.2 billion by year-end 2001.

During that year, Microsoft, which had certainly contributed
mightily to the dot-com hype, approached the trade organization with
what many in the online ad industry have come to hope is its Rosetta
Stone: a study, featuring Unilever's Dove Nutrium Bar, which would,
on an apples -to -apples basis, compare the effect of the client's adver-
tising across print, TV and the Internet. The objective would be to
discover what the optimum ad spend would be across all three media
to achieve the highest possible results in familiar metrics such as brand
awareness and purchase intent, for the least possible cost. There
would be no measurement of click-throughs, no discussion of hits and
no hiding the results, even if they hurt online advertising's cause. "We
made the commitment upfront that we were going to share the results
publicly," says Mike Siegenthaler, group marketing manager at MSN.

Thus was born the first of the industry's Cross Media Optimization
Studies. After that first study-which was performed as a partnership
among Unilever, MSN, the IAB and the Advertising Research Foun-
dation-the IAB took the series over. Giving it the clunky acronym
XMOS, it has since conducted similar studies with clients including

McDonald's, Colgate-Palmolive and Kimberly-Clark.
When the Unilever study began, the first things to disappear were

the fast -talking sales pitches of the industry's ignominious past; this time
around, all the players involved sweated the details. The ARF was asked
to sign off on the methodology, which called for 13,000 respondents to
be questioned on what ads they saw, in what medium, and what effect
those ads had on their overall impression of the product. Most impor-
tantly, the study did not ask the expected, self-serving question of why
online might be a wonderful place to advertise; it instead asked what the
optimal media mix would be to achieve the best results in a plan that
involved TV, print and online. "It would be arrogant and obnoxious for
us to say that online is the only thing," says the IAB's Stuart.

In a white paper written by Marketing Evolution CEO Briggs, the
research consultant who conducted the study, the question was beg-
ged, in essence, by the fact that even though at the time advertisers
were spending only 2 percent of their budget online, consumers were
spending about 10 percent to 15 percent of their time online. Was the
2 percent level of spending appropriate?

Of course, as Stuart acknowledges, the answer could have been
yes, and his next move would have been, as he jokes, to "start looking
for work." The concern wasn't his alone. He recalls Shelby Bonnie,
the IAB chairman and chairman/CEO of CNET, pulling him to the
side at one point and asking, "What is our risk on these XMOS stud-
ies?" Stuart could only respond that there was no risk in the method-
ology and that his gut told him the study would help give online
advertising some much -needed credibility.

MSN was also more than willing to take the risk. Gayle Troberman,
MSN's director of custom solutions, says the company was ready for
any result-even if it meant that online advertising had to be sub-
stantially rethought. Certainly as online advertising plummeted, they

this very much as a
learning opportunity," she says.

Fortunately for the legions of online publishers depending on the
study to portray the medium positively, Stuart's gut proved right. The
study analyzed a media plan in which online made up the predictably low
2 percent of the budget and was earmarked to achieve a 10 percent reach
over the course of the campaign. What the data showed is that if Unilever
had reallocated its budget, shifting a small amount of TV money to the
Internet but keeping the overall budget the same, it could have achieved
a 60 percent online reach that would have enhanced the effectiveness of
the overall cross -media effort. Such a redistribution would have resulted
in an 8 percent increase in overall branding metrics, such as awareness,
and a 14 percent increase in purchase intent. Obviously, to get the same
result by pouring more money into TV or print would be prohibitively
expensive. "We knew [the Internet] could do branding," says Briggs.
"The part that we didn't know is if it was cost-efficient."

What happened next? The study was nominated for Best Inter-
national Research by major market research trade group ESOMAR, an
acknowledgement of the objectivity the study strived for. But did
Unilever reallocate its budget? No, it only proffered to a mealy-
mouthed pledge to "further explore the benefits of cross -channel mar-
keting" at the time the study came out. Unilever reps didn't comment.

No, one rosy comparison of online to offline wasn't going to
say C the Internet. However, at least one subsequent XMOS study,
from McDonald's, has achieved the goal of changing advertiser per-
ception. The fast food marketer was looking to sell a new chicken flat -
bread sandwich and did an XMOS study comparing TV, radio and the
Internet side -by -side. As with the Unilever study, this effort, released
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"Using the word hits' in a
presentation puts a scarlet
letter on your head that you
don't know what you're
doing." IAB'S STUART

last October, showed that increasing the reach and frequency of the
online buy was a cheap way to increase brand metrics without increas-
ing the cost of the overall campaign.

Another finding may prove more important as the medium moves
forward, and that simply has to do with how increased use of one medi-
um has a detrimental effect on usage of others-and therefore on the
ability of advertisers to reach consumers using out-of-date media plans.
The McDonald's sandwich targeted adults 18-49, but the company dis-
covered that at best, TV reaches only 73 percent of the members of that
demographic who have online access as well. The other 27 percent
either can only be reached lightly by TV or not
reached at all. Six months later, McDonald's was
ready to tell the world, or at least the annual
management conference of the American Asso-
ciation of Advertising Agencies, that it would be
spending more money in online going forward.
According to a speech given at the conference
by Bill Lamar Jr., the fast food giant's senior vp
of U.S. marketing, TV just isn't reaching
McDonald's customers like it used to, and
online helps bridge that gap.

Even though online media experts point to
that speech as perhaps the moment in time they
will look back on as a turning point for the
medium, most advertisers are still not hearing
XMOS' message. Spotting a chief marketing
officer or a media director of a major media
buyer at an online conference is about as rare as
a sighting of the Loch Ness monster. This is
not a huge surprise to the bruised and battered
people who've stayed in the industry beyond
the bust, but its pervasiveness is still nagging.
True, online advertising is rising, but it's not be-
cause McDonald's' fellow top advertisers have
jumped on board. It's due to a surge in "key-
word search" advertising-the sponsored links
which have made Google, Overture and a
handful of others the online companies of the
moment. And those ad buys are direct response,
pay -for -performance deals, the antithesis to the eternally squishy
branding metrics that are so central to the industry's repositioning.

In their annual ad revenue report released this month (June 12),
the TAB and PricewaterhouseCoopers reported a 275 percent in-
crease in keyword search advertising, moving from 4 percent of total
revenue in 2001 to 15 percent of total revenue in 2002, when the

industry pulled in $6 billion in total. While there was a pronounced
rebound in interactive revenue in late 2002 compared to 2001, the
year-to-year comparison shows a 16 percent drop, and banners, spon-
sorships and classified revenue were all down.

Strangely, that doesn't mean the industry's attempts to act more like
"old media" are misguided. Pragmatists say they have little choice but to
build that bridge, especially as digital experts on both client and agency
sides get rebundled into the main organization. Digital media can't de-
mand that it be thought of in an entirely different framework, using dif-
ferent metrics than offline media. "Traditional advertisers know what
they mean. They trust the methodologies," notes Young -Bean Song,
director of product analytics at ad technologists Atlas DMT. Atlas is one
of a number of companies that offers reach and frequency online plan-
ning and buying tools, and Song says its GRP and Reach Forecaster
technology are used by approximately three dozen ad agencies.

Of course, to target using an offline sensibility means to take in the
concept of dayparting, that age-old planning tool that has been part of
the TV and radio toolbox for decades. And it's here where those who dis-
agree with the medium's image shift have a big problem. Not that both
industry trade organizations and individual sites haven't embraced day -
parting. In fact, it's been a business booster. The Online Publishers Asso-
ciation, which represents high -end publishers such as The New York
Times Digital and The Wall Street Journal Online, has argued for sev-

eral years that "daytime is prime time" on the
Internet, emphasizing that for 25 percent of at -
work users, the Internet is the only medium
they use during the day. Sites such as CBS Mar-
ketWatch have made hay out of putting Bud-
weiser ads on the home page on Friday after-
noons. But dayparting's detractors, such as
Volvo's Bienert, say the Internet's refined tar-
geting capabilities should make the concept
mostly superfluous online. "To me, dayparting
is a sell-out to the medium," says Bienert.

As the repositioning of the medium rolls
on, however, perhaps no concept is more con-
troversial than that of an online advertising
upfront. Those for it, which include MSN, ar-
gue the power of scarcity has long been a boon
to the TV industry and would create demand
for valuable online properties, as well. Those
against it say the mere fact that online inven-
tory is elastic makes the idea a nonstarter-
they argue that with the offline upfront itself
being questioned, now is not the time to buy
into the idea. "That's a very, very misguided
initiative," says Yahoo!'s Millard.

But the contretemps over an online up-
front points to the continuing tension about
how far online should go in comparing itself
to its offline counterparts. Throwing out the
idea that online advertising is only valuable if

it's clicked on is one thing, but buying into every notion-some of
them cockamamie-about offline media only serves to sell online
short. MSN's Siegenthaler sees the evolution of online media this way.
If the medium's original thesis was that it was all about click-throughs,
followed by its antitheses, branding, "ultimately that's going to result
in a synthesis of the two to create a new thesis."

Nutrition Bar

'DOM NI.-7R:".:m
skin nourishment

SOAP STORY: The IAB's first study of ad

effectiveness compared print ads for Uni-
lever's new soap against TV and Internet ads.
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Parade's Griffin Rejoins Meredith
Publishing veteran Jack Griffin, most
recently president and publisher of Parade
Publications, this week joins Meredith Corp.
as president of its magazine group, oversee-
ing 17 titles ranging from Ladies' Home
Journal to Traditional Home. Griffin succeeds
Jerry Kaplan, who last week announced
plans to retire on Dec. 31. In the interim,
Kaplan will serve as executive vp of the
Meredith Publishing Group, helping Griffin
with the transition and working with Steve
Lacy, Meredith's publishing group president.
Griffin will report to Lacy. Prior to joining
Parade in 1999, Griffin spent five years at
Meredith, serving in a number of roles,
including general manager of Meredith
Integrated Marketing, Meredith Custom
Publishing, and vp of marketing for the
Meredith Broadcasting Group. Meanwhile,
over at Parade, Randy Siegel has been pro-
moted to publisher of the Parade Sunday
magazine, from associate publisher.

Returns, Events on VH1 Summer Slate
VH1 is jumping into the summer program-
ming pool with returning series and two
major events. On July 21-25, the net will
continue its signature list series with the first
edition of Viii 's 200 Greatest Pop -Culture
Icons, which include profiles of Hollywood
stars, musicians, politicians and athletes.
Aug. 18-22, VH1 will follow up its hit nos-
talgia series I Love the 80s with I Love the 70s,
looking at the decade's music, people and
trends. Cameron Diaz, Demi Moore, Lisa
Marie Presley, Ziggy Marley and David
Cassidy will be among the commentators.
Other programming franchises that will be
returning include The Fabulous Lift, VH1
Goes Inside and Red -Hot Red Carpet.

Lyttle is leaving
Big Ticket TV.

Alaska Add Gives Court TV Full Coverage
Court TV is now available in all 50 states
following a carriage agreement with GCI
Alaska for 100,000 subscribers. In addition,
Court 'TV has commitments from Comcast,
Insight, Charter and Mediacom and other
NCTC systems for another 1.25 million ana-
log subscribers. Court TV expects to be
available in 80 million homes by year-end.

Urban Television Net Adds Affils
Urban Television Network has signed eight
new broadcast and cable station affiliates,
adding about 2 million households. New affil-
iates include DFTN Unity Media, Beaver
Creek, Ohio; KLDH in Twin Falls, Idaho;
KO7XL in Harrison, Ark.; KWBJ in Morgan
City, La.; WBWP-TV in West Palm Beach,
Fla.; WOBZ in East Bernstadt, Ky.; and
WQXT-TV in St. Augustine, Fla. The Fort
Worth, Texas-based netlet competes with
Viacom's BET and has 70 affiliates reaching
22 million households.

UPN Gives Eve Title Role
UPN has changed the title of its new fall sit-
com The Opposite Sex to Eve, after the show's
hip-hop-singer star. Eve plays Shelly, a
woman trying to balance her career with her
love life. A network statement said the deci-
sion was made in order to "better market and
promote the new series, capitalizing on Eve's
worldwide fan base." The show is a produc-
tion of the Greenblatt Janollari Studio, in
association with Warner Bros. Television.

Kids' WB, AOL Launch 'Net Radio Station
Kids' WB!, the children's programming serv-
ice of the WB Network, and America Online,
have launched Radio Kids' WB!, a new sta-
tion on the Internet -based AOL Radio

Paramount Takes Ticket as Lyttle Exits
Larry Lyttle is stepping down as president of Big Ticket Television, the
Viacom -owned production company he launched nearly nine years
ago. Big Ticket's operations will be absorbed by Paramount TV's net-
work and syndication units. Among Big Ticket's properties are the
syndicated hits Judge Judy and Judge Joe Brown. Its network series
include CBS' Hack, UPN's The Parkers, and the WB's JKX: The Jamie
Kennedy Experiment. Lyttle began his career in advertising sales in
Chicago prior to becoming a talent agent at ICM. He moved into TV

development at Warner Bros. in the 1980s. After eight years at Warner Bros., he was
named president of Spelling Television, and then launched Big Ticket to develop come-
dy series as a complement to Spelling's strength in drama.

Calendar
The Black Consumer Research and
Advertising Summit, presented by Tar-
get Market News, will be held June 30 -
July 1 at the Wyndham Chicago Hotel.
With presentations by Arbitron, Scarbor-
ough and Starcom, among others, the
event will examine the latest trends,
findings and practices in marketing to
the African -American consumer market.
Contact: 312-408-1881 or visit
www.targetmarketnews.com.

The Television Critics Association's
summer press tour, focusing on new
cable and broadcast network TV pro-
gramming for the upcoming season,
will be held July 7-25 at the Renais-
sance Hollywood Hotel. Cable net-
works will present July 7-10; PBS, July
11-12; the WB, July 13; ABC, July 14-
15; TCA Day, July 16; Fox, July 17-18;
TCA Awards, July 19; CBS, July 20-21;
UPN, July 22; TCA Day, July 23; NBC,
July 24-25. Contact: www.tvcritics.org.

The National Association of Broadcast-
ers will present a management develop-
ment seminar for television executives
July 13-18 at Northwestern University's
Media Management Center in Evanston,
Ill. Contact: 202-429-5368.

Cable Telecommunications Association
for Marketing will present the CTAM
Summit, this year titled "The Art and
Science of Marketing. Strategy. Cre-
ative. Results.," July 20-23 at the Wash-
ington State Convention and Trade Cen-
ter in Seattle. Contact: 703-549-4200.

The Minority Media and Telecommuni-
cations Council will present a confer-
ence titled "Building and Financing
Minority Broadcast Companies"
July 21-22 at the Loews L'Enfant Plaza
Hotel in Washington. The event aims to
provide strategies for new market
entrants and existing broadcasters to
survive under the new FCC regulations.
Contact: 202-332-0500.

The Association of National Advertisers
will present seminars on creative
advertising, media strategy and direct
marketing Aug. 4-5 at the Westin
Times Square in New York. Contact:
212-697-5950.
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NEW 2003 EDITION AVAILABLE NOW!
EDITOR' PUBLISHERINTERNATIONAL

YEAR BO
For 83 years...everything you need to knolidi

about newspapers around the world.
E&P's International Year Book is the authoritative source to find the people you
need to reach and the information you need to know - newspaper by newspap

3 VOLUME Sia h'1"1"li
DAILIES  WEEKLIES  *HO'S WHE

1 I VIt Itu4 /Is

NN IN Yti \ HERE

VOL. 1
 U.S. & Canadian Dailies
 U.S. & Canadian Newspaper Groups & Special Dailies
 Foreign Newspapers
 News, Picture & Syndicated Services
 Equipment/Interactive Products & Services

VOL. 2
 U.S. & Canadian Community Weeklies
 U.S. & Canadian Shopper/TMC Publications
 U.S. & Canadian Specialty & Niche Publications
 U.S. & Canadian Weekly Newspaper Groups
 Other Organizations & Industry Services

VOL. 3
 Alphabetical listing of personnel from Dailies,
Weeklies, Groups, Services, Shopper and Niche
Publications
 Name, Title, Company, Phone, City & State

I Dailies throughout the world
including contact names/titles,
addresses, phone/fax numbers,
local population, circulation,
subscription rates, mechanical
specs, equipment, news services
and more!

I Community papers, shoppers,
TMC's, specialty and niche
publications: alternative, black,
ethnic, religious, gay and lesbian.

I Web site addresses, ad rates,
installed equipment, special
editions/sections, newsprint and
other commodity consumption.

Call 1-800-562-2706 to Order NOW!
Buy the 3 Volume Set for only $230 and Save 30%

Also available ONLINE.
Targeted Searches - Data Exports - Customized Mailing Lists

Call (800) 336-4380 ext. 1 for more information.



Network. Radio Kids' WB! features tunes
from Kids' WB!'s TV series programming
and includes interviews with Kids' WB! char-
acters. The move builds on the WB's "repu-
tation for ground -breaking ways of incorpo-
rating music into its programming, particu-
larly prime -time series," said Nancie Martin,
senior vp, new media at the WB. The new
Internet radio station targets kids 6-11, as
well as tweens and teens, and is available via
KidsWB.com. Kids' WB! and America
Online are units of AOL Time Warner.

Sirius Reaches 100,000 -Sub Milestone
Sirius, the New York -based subscription
satellite radio service, reports it has hit the
100,000 -subscriber mark, signing 100,233
subs as of June 20. However, Sirius still lags
Washington, D.C.-based competitor XM
Satellite Radio, which hit the half -
million -subscriber mark earlier this year.

NBA TV Launches Interactive Nation
NBA TV on June 29 premiered a new 30 -
minute, six -episode series called NBA Player
Nation, devoted to NBA interactive games.
The show will air at 6 p.m. Sundays and
will cover how NBA videogames are made,
and feature interviews with players about
the games they appear in and coverage of
actual interactive tournaments.

Tribune Co. Signs for ABC Profile Service
The Tribune Co., publisher of the Los
Angeles Times, Chicago Tribune and Newsday,
has signed on to ABC's Reader Profile serv-
ice, which will audit studies for 11 of
Tribune's daily newspapers. The service,
which is used by more than 240 papers, ver-

The season -two opener of USA's Monk,
with Shalhoub, set a basic -cable record.

ifies total readership numbers that are used
in developing media budgets. With the
addition of Tribune's newspapers, 75 per-
cent of all major papers will be tracked.

DJ Ingram Exits WCBS-FM
Dan Ingram, one of radio's legendary Top
40 disc jockeys, has cracked his last on -air
joke after 12 years on WCBS-FM, Infinity
Broadcasting's Oldies station in New York.
Ingram, in his mid 60s, had hosted middays
on weekends for the station, which was
looking to scale back his on -air time.
Program director Joe McCoy said it was
Ingram's choice to call it quits. Much of the
old guard has exited the station, including
longtime morning man Harry Harrison,
who left in March.

Radio Disney Launches Family Initiative
Radio Disney, ABC's radio network targeting
kids, teens and their families, plans a July 1
launch for a new initiative called Project
Family, which includes on -air programming
highlighting families and family life, live
events and a pledge drive that motivates fami-
lies to spend more time together. The pledge
drive, to run through Sept. 15, includes an
interactive Web site and a new recording by
Jump 5 of the classic "We Are Family," to be
performed on tour this summer with Aaron
Carter and Play. Radio Disney airs in 56 mar-
kets, including 18 of the top 20.

Z100 Re -Signs Afternoon Host
The No. 3 -rated station in New York, Clear
Channel's Contemporary Hit -formatted
WHTZ-FM, has inked a new multiyear con-
tract with afternoon personality and music

Monk Comes Back Strong
USA Network's Monk on June 20 scored the high-
est rating for a second -season premiere in basic
cable history. The quirky detective dramedy, star-
ring Tony Shaloub, averaged a 4.1 household rat-
ing and delivered 5.4 million viewers-a 14 per-
cent increase over last year's premiere. Monk
also grew its ratings among 18 -to -49 -year -olds 5
percent to a 2.1 (2.1 million viewers) and grew its
delivery of adults 25-54 15 percent to a 2.8 rat-
ing (2.7 million). According to a Horizon Media
analysis of Nielsen Media Research data, the
series skews older, with an average viewer age of
49.4, even higher than most series on CBS,
which is known for attracting older viewers.

director Paul "Cubby" Bryant. Bryant, who
pulls in the station's highest ratings during
the day (2-6 p.m.) and has won six Billboard
Music Director of the Year awards, has been
with the station since 1996.

In Touch Ups Rate Base to 500,000
In Touch Weekly, the Bauer Publishing enter-
tainment magazine launched last October,
will increase its rate base to 500,000 from
350,000 with the Oct. 6 issue. The title
launched with a rate base of 250,000 and
raised it to 350,000 in April.

Priceline Taps MediaVest for Planning
MediaVest USA has been selected to provide
media planning services to Internet travel
company priceline.com. Media buying for
priceline.com continues to be handled by
Ocean Media of Huntington Beach, Calif.

THC's Superheroes Draws Younger Set
The History Channel's prime -time special
Comic Book Superheroes Unmasked delivered
the youngest male audience the cable net-
work has seen in five years, average age 36.
The two-hour June 23 program netted a 1.2
household rating, exceeding the net's prime -
time average for this year by 33 percent. It
also outdelivered THC's average for the 25-
54 demo by 71 percent, scoring a 1.2 rating.
THC is in 83.2 million homes.

North Exits Radio for More FNC Time
011ie North is saying goodbye to his syndi-
cated radio show, Common Sense Radio With
Oliver North, on July 4 after an eight -year
run. The former Marine and National
Security Council staff member under former
President Reagan will devote more time to
the Fox News Channel, where he hosts the
weekly War Stories, and writing. North's lat-
est book, Mission Compromised, was on The
New York Times best-seller list. His radio
show, broadcast daily 3-6 p.m., was syndicat-
ed by Radio America on 100 stations.

LIN TV Acquires Digital Spectrum
LIN TV, owner and/or operator of 24 TV
stations, was the highest bidder for 13 licens-
es in the FCC's auction of the broadcast spec-
trum occupied by broadcast TV channels 54
and 59. The spectrum LIN acquired for
$1.98 million is in markets such as Mus-
kegon, Mich., and Waco, Texas. LIN won't
take over ownership of the licenses until the
spectrum is vacated by incumbent broadcast-
ers upon the conversion to digital.
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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-

ADVERTISING SPECIALTIES

 TOWELS!  TOWELS! 

rikarer COMPRESSED T-SHIRTS!

.1 his PAK FiTE" is an
Extra -Large, Heavy-
weight T -Shirt!

blmiy curl... CLIS(1,11,11.ip, ,i11,11,1,.

3 Strikes Activation
ph: 203-359-4559  fx: 203-359-2187

e-mail: customerservice@3strikes.com
website: www.3strikes.com

ANIMATION

Smalls

3D Graphics for Commercial, Educational

Medical and Technical Industries

(508) 376-5980
visit: www.o-studios.net

ART/DESIGN SERVICES

invasion
GRAPHICS

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

WEB DESIGN
Elk COMPANY PRESENCE

11110 CAMERA READY ART

ADVERTISING
Call STEVE At: 718-544-7670

ART DIRECTION

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

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

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

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.

ART STUDIO

Need mechanicals,
comps or presentations

done 'yesterday'?
The expert artists and equipment you need

are right here, right now. Call us today!

Temp's Studio, Inc.
60 east 4/nd st 21/.949.0120

www.tengastudio aro

AWARDS

www.webaward.org

BANNERS

Ace Banner Flag & Graphics
One Banner or Hundreds

Any Process. Any Size Large Format Digital
wvnv. aceba nner. cam

212-620-9111 Since 1916

BRAND NAMES

Products, Companies, Promotions
www.RightNameRightNow.com

CARTOONING

John Mahoney 617.267.8791
GRAPHICHUMOR.COM

COPY/CREATIVE

www.CreativeCopywritercorn
732.571.9672

COPYWRITING

Financial w/o the Zzzzs. 212-679-0609.

I write, customers read. 212-439-1845

Steve Boyar. The Value of Clarity.
100+ awards. 212-242-4603. 800-750-4166.

Word up -- sales too!
alzoldan@aol.com (845) 362-8445

www.RedWritingShop.com

EVENT MARKETING

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

FOCUS GROUPS

Call Larry Jenkins 617-946-0755
www.FocusOnBoston.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

Newspaper Planning/Buying
Display; Classified; RFP Ads; FSI

888-374-7874
krussell@russell-gordon.com

MEDIA BUYING & TRAINING

www.mediabuyingacademy.com

PROOFREADING

EDITORIAL EXPRESS
EXPERIENCED - FAST - PRECISE

Advertising  Collateral
Catalogs  Annual Reports

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

RADIO COMMERCIALS

flying brick radio
all 410 974 8887 www.flyingbrickradiacom

USE
ADWEEK MAGAZINES

TO GET NATIONAL
EXPOSURE

RADIO COMMERCIALS

The other guys charge a fortune
to cover the cost of their big space ads.

Our Clio -winning Productions sound
great, too. But when you hear our prices,

they sound unbelievable.
800/789 -RADIO

Sounds almost too good to be true.

RADIO PRODUCTION

THE NEXT
GENERATION
OF GREAT

RADIO.
Production.

Sound Design.
Copy.

Lunch.
Results.
Awards.

www.wadio.com

WorldWideWaclioMOLL Y W 0 OD
LA: 323 957 3399 NY: 212 768 9717

RADIO PRODUCTION

UH OH! BESTOWED AGAIN!
We warmly thank The Annual Mercury -Radio
Awards & Illinois Broadcasters Association for
each honoring Dick Orkin this June 2003 with
a "Lifetime Achievement Award" in New York

City & Springfield. DI.

THE FAMOUS RADIO RANCH
New Demo: infolabrea@radio-ranch.com

Phone (323)462-4966 www.radio-ranch.com
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RADIO PRODUCTION

How many scripts have to die?
Work with the Best in the Business
BertBerdisandCo.com 323.462.7261

RADIO PRODUCTION

SarleNBigg&Bedder
Radio at its beat

323.969.9767  www.sarley.com

RESEARCH SERVICES

I CAN FIND ANYTHING
Information - Photos - Illustration - Film
Fast, Cost -Effective, 25 Yrs Experience

RICHARD KROLL RESEARCH
845-353-5258/krollresearch@yahoo.com

REACH YOUR All COMMUNITY
ADWEEK MAGAZINES

OFFERS & OPPORTUNITIES

BUSINESS OPPORTUNITIES

PROMOTION
MARKETING

Well -established full service Promotion
agency looking for equity principal to

complete senior management team and
participate in structuring exit strategy for
majority principal.

Agency experience including leadership
role in client acquisition, development and
management required.

Please provide background information,
recent experience and comments.

This is a serious and significant op-
portunity. All replies sent direct to private
company email address below will be
held in strictest confidence.

Replies to: teamsrch@aol.com

Reach your ad community
ADWEEK CLASSIFIED

PARTNERSHIPS

Want Growth?
Successful design and new media
firm seeks DM, advertising, PR and
media companies with a client base
to join and offer full -service commu-
nications to larger Tri-State
accounts. Westchester location.

Credentials only to
Partner@TDOinc.com
or fax 914-591-5922.

POSITION WANTED

New Business Dynamo
Experienced new business consultant
available immediately to increase your
revenue. Extensive contacts for Ad-
vertising, Public Relations and Media.

Reply do ksharkey@adweek.com,
referencing "NBD" in subject line.

EMPLOYMENT

Media Relations Specialist - New York City
Responsible for organization relations with national -level news media and forging
a high profile for Church World Service, an ecumenical relief, development and
refugee assistance agency. Works collaboratively with staff in placing organizational
news, perspectives and feature stories. Requires 7+ years in media relations, exper-
tise in non-profit marketing and fundraising; strong computer skills,
database management. Send resume to be received by July 16, 2003 to:

CWS - Attn: KBL, P.O. Box 968, Elkhart, IN 46515
or fax to 574/266-0087

or e-mail cwshr@churchworldservice.org
EOE

Use ADWEEK MAGAZINES to get National Exposure

EMPLOYMENT

NORWEGIAN'
CRUISE LINE

Director of Advertising
& Marketing Services

As Director of Advertising & Marketing Services you will lead a team of
15 employees and will be responsible for the development and execution
of advertising campaigns, brochures, collateral materials, trade communications
and design services in support of the Norwegian Cruise Line, NCL America and
Orient Lines brand products. You will also liaison with our advertising agency,
media buying firm and various fulfillment vendors.

To be a candidate for this position, you must have a minimum of 10+ years
experience in both advertising and marketing (corporate or agency) and have
demonstrated experience in a managerial capacity. Must also have a Bachelor's
degree with excellent leadership, budgeting, negotiating and analytical skills. Cruise
Line or travel industry experience is preferred.

Norwegian Cruise Line offers an attractive salary and comprehensive benefits
package including medical/dental/life insurance, 401 (k) plan and cruise
privileges. If you are ready for the challenge and rewards of working for
a cruise industry leader, please send your resume to: Norwegian Cruise
Line, Employment Manager, 7665 Corporate Center Drive, Miami, FL
33126 or e-mail your resume to: employment@ncl.com. EOE, m/f/d/v

OOH Salesperson - NY
One of the largest OOH media buy-
Ing/planning companies is looking for a
top salesperson. Must have experience,
agency and advertiser contacts,
passion for the medium and be
self -generating.

=I'll company benefits including medical,
dental, 401K, etc. Salary commensurate
with experience. Email resume
to rfiga@wilkins-media.com or fax
(914) 923-6332. No phone calls. See
us on the internet at:

www.wilkins-media.com

WILKINS MEDIA CO.

AD SALES PRO
Ad sales representation firm or

individual in NYC needed for
group of automotive magazines.
Email resume/applicable info to:

dferrato@aol.com

Catch a Creative Genius
ADWEEK

CLASSIFIED

* * * Classified Advertising KAREN SHARKEY at 1-800-7-ADWEEK * * *

RATES for Employment and Offers & Opportunities 1-800-7-ADWEEK
MINIMUM: 1 Column x 1 inch for 1 week: $204.00, 1/2 inch increments: $102.00 week. Rates apply to EAST edition.

Special offers: Run 2 consecutive weeks, take 15% off second insertion. Frequency, regional -combination, and national dis-

counts available. Charge for ADWEEK box number: $35.00 per insertion. Replies mailed daily to advertisers. Readers respond-

ing to any ads with box numbers are advised not to send samples unless they are duplicates or need not be retumed. We

are not responsible for recovery of samples. The identity of box number advertisers cannot be revealed.Confidential

Service: To answer box numbers ads and protect identity: (1) Seal your reply in an envelope addressed to the box

Classified Manager: Karen Sharkey Classified Asst: Michele Golden
number; (2) In a seperate note, list companies and subsidiaries you do not want your reply to reach; (3) Enclose both

in a second envelope addressed to CONFIDENTIAL SERVICE, Adweek, Classified Advertising, 770 Broadway, New

York, NY, 10003. If ADWEEK must typeset ad, charge is $25.00. Deadline for all ads in ADWEEK EAST is Wednesday,

4:30 p.m. If classified is filled prior to closing, ads will be held for the next issue, Classified is commissionable when ad

agencies place ads for clients. No proofs can be shown. Charge your ad to American Express, Mastercard or Visa.

ADWEEK CLASSIFIED. 770 Broadway, 7th fl. New York, NY 10003. 1-800-723-9335 Fax: 646-654-5313.
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EMPLOYMENT

Advertising Manager
Seeking a dynamic manager to facilitate the development and
execution of L.L.Bean's advertising efforts. Very strong communication
skills and a proven ability to manage multiple tasks and priorities
are required.
Ideal candidate will have 5+ years working in Advertising -
specifically in the direct marketing industry. Catalog experience
preferred. MBA a plus.

Benefits:
 25-40% discount on most

L.L.Bean purchases

 Cafeteria -style benefit plan

 Tuition reimbursement
 Free fitness facilities

 Outdoor experience days

 Relocation for candidates
meeting IRS guidelines

How to Apply:
Please email your resume, cover
letter, salary history and job code
AWAMPF603 to: recruit@llbean.com.
Please use text or MS Word format.

L.L.Bean is an equal
opportunity employer.

L.L.Bean

ADWEEK ONLINE:
FINDING THE RIGHT EMPLOYER JUST GOT A WHOLE LOT FASTER

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

 Instant e-mail responses. Just by clicking on an email link that
appears in many online ads, you can send your resume.
cover letter, and other material in seconds to a prospectivE.
employer. And this means to confidential ads, too!

 Visit an employer's web page. Many online ads have a direct lir-,
to the company's website, so you can learn more about them fast.

 Direct links to the ADWEEK MAGAZINES Archives. Just by
clicking on the company's name, subscribers to ADWEEK Online's
premium services can search the Adweek, Brandweek,
Mediaweek, and MC archives for news and features about an
employer. The more you know, the smarter you'll search.

VISIT ADWEEK.COM

In print and online,
ADWEEK MAGAZINES Classified is

THE HIRE AUTHORITY

truth° Assistant Brand Manager (Grassroots)
National tobacco control foundation, in Washington, DC, seeks an Assistant Brand
Manager. The Asst. Brand Manager will provide direct support and report to the
truth Brand Manager. This full-time position requires at least three years of expe-
rience in promotions, event planning or similar grassroots marketing activities. Ex-
cellent communication skills, analytic and interpersonal skills, and an ability to handle
multiple tasks in a fast -paced work environment are a prerequisite.

A college degree is required, as is experience interacting with young people and
individuals of diverse cultural backgrounds. Specific experience with national pro-
motions focused on youth is preferred. Business travel (including weekends) will
be necessary. The candidate will manage truth grassroots projects, coordinate
grassroots initiatives and support a team -oriented work environment.

Send resume and cover letter to HR Department, Attn: Asst. Brand Manager
(Grassroots), American Legacy Foundation, 1001 G Street, N.W., Suite 800,
Washington, DC 20001. Fax: (202) 454-5599. Email hr@americanlegacy.com

Please, no telephone calls. Competitive salary commensurate with experience. Ex-
cellent benefits. The American Legacy Foundation is an equal opportunity employer
and encourages applications from qualified women and minorities.

Associate Sales Rep
The Health Network

New York Office
Kelly Staff Leasing is looking for a
qualified Associate Sales Representa-
tive to join top-notch staff of Direct Re-
sponse/Paid Programming Sales De-
partment for The Health Network at
Discovery Communications, Inc. Ideal
candidate will have experience in cable
TV or related media industry expe-
rience. Person will be responsible for
inside sales and development of new
accounts, proposal submission, inven-
tory control and maintenance and day
to day contact with major advertising
clients.

Bring your proven sales skills and ex-
perience to The Health Network.
Email your cover letter and resume to
ksIdci_l 71 @ hotmail.com

Discovery Communications, Inc.

Find Hundreds of Great

Jobs In Adweek Online!

Search ads from all six classi-

fied regions of Adweek,

Brandweek, & Mediaweek.

Visit our website at

http://www.adweek,com

e-mail:

adweek@adweek.com

Looking for the perfect job?
ADWEEK CLASSIFIED

Classified Advertising Call 1-800-7-ADWEEK

HOW TO SEND DIGITAL ARTWORK TO ADWEEK MAGAZINES N
MAC ONLY ART - Adobe Photoshop EPS or TIFF *IMPORTANT NOTE: Before And Artttork is Sent Please Contact Your Regional /Week Representative

CONVERTING TO A B&W FILE

Convert To a Bitmapped Image Under "Mode" in Photoshop

Resolution -1200 Pixelslinch Method = Halftone Screen  Shape = Round

Halftone Screen Frequency =133 lines/inch Angle = 45 Degrees

RED ADS

 Save As A CMYK File - Adweek Red Breakdown Is 100% Magenta 100% Yellow 23% Black

FULL COLOR

 Save As A CMYK File

SENDING THE FILE Crop The Ad To Size  Save As A Photoshop EPS Or TIFF  Compress The File Using Stuff it Or A Zip Program  Send To : classified@bpicomm.com



YOUR ENTIRE INDUSTRY AT YOUR FINGERTIPS!
All the critical data you need in the format you choose.

THE 2003 ADWEEK DIRECTORY Packed with over 6,500 Advertising

2003

Agencies, PR Firms and Media Buying Services and more than 31,000 personnel. Detailed
information 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 BRANDWEEK DIRECTORY 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 DIRECTORY With information on over 2,100 companies and 9,000
personel 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 GUIDE TO MEDIA Compact and easy -to -use containing all
the essential data needed for strategic media planning, presentations, sales pitches or whenev-
er you need accurate and up-to-date media analysis. A compilation of industry trends, demo-
graphics 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

THE ADWEEKDIRECTORIES
Order the database you want in the
format that works for you.

THE ADWEEK DIRECTORY

THE BRANDWEEK DIRECTORY

ADWEEK/BRANDWEEK DIRECTORIES

THE MEDIAWEEK DIRECTORY
IQ DIRECTORY

MARKETER'S GUIDE TO MEDIA

Name

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

CD $399

2003 Print $129

L Online $699
El Online $699

Online $1150
Online $699

El Online $699

Title

Company

Address

City

Phone Fax

State Zip

_EJ Print/CD/Online $899

I Print/CD/Online $899
Print/CD/Online $1299
CD/Online $799

FT CD/Online $799

J36AWD

i_, Payment Enclosed
(make check payable to ADWEEK Directories)

D. Charge my: P, VISA 11 MC - AmEx
Card #

Exp. Date

Signature

E -Mail

Nature of Business

Add 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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Movers
NETWORK TV
Lisa Todorovich, most recently executive
producer of the Live Online channel of
the Washington Post Web site, was
named deputy political director of ABC
News. She will be responsible for coordi-
nating news -gathering and editorial oper-
ations of the ABC News political unit and
will report to Mark Halperin, ABC News
political director...Craig Erwich has
been promoted to executive vp of pro-
gramming at Fox, overseeing comedy
and drama development and current pro-
gramming. Erwich takes the No. 2 pro-
gramming slot to Gail Berman, which
has been vacant for several months. He
previously oversaw Fox's drama develop-
ment as a senior vp.

CABLE TV
Discovery Channel has named Joseph
LaPolla director of programming.
Previously vp of programming and acqui-
sitions at A&E and vp of programming
and acquisitions and digital at The
History Channel, LaPolla will oversee
scheduling and acquisitions and con-
tribute to development strategies...Bob
Higgins was named senior vp of chil-
dren's programming and development
for Cartoon Network. He will be based
in Atlanta, overseeing animated fea-
tures, series and shorts, as well as
acquisitions. He will also work closely
with marketing and licensing executives.
Higgins was most recently senior vp and
executive producer for Classic Media
Inc., where he oversaw the television,
feature film and direct -to -video product
based on characters including Casper,
Lassie and Richie Rich...MN has
named Alvin Patrick vp of production
for CTN: College Television Network.
Patrick, most recently an executive pro-
ducer on MTV special events, will be
responsible for day-to-day production on
CTN, including special events.

RADIO
Joe Cruz was named vp and general
manager of Hispanic Broadcasting's sta-
tions in Sacramento, Calif. He had been
general manager of Salem Communica-
tions' stations in the market...Pat
Paxton was promoted to senior vp of
programming for Entercom Commu-
nications, from (continued on page 26)
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Quicktakes
ABOUT 425 PEOPLE took the 20 -minute
gondola ride to the top of Aspen Mountain
to party with Food & Wine publisher Julie
McGowan in the kickoff to the American
Express Publishing title's recent Aspen
Classic weekend. Guests
including celebrity chefs,
F&W advertisers and top -
shelf winemakers cavorted
amid blow-ups of Rat
Packers, bouquets of pea-
cock feathers and gaming
tables at the Las Vegas-
themed gala, catered by
Vegas' own Bellagio
Hotel, which even sent its
master mixologist to serve
up the libations. Spotted
at the gaming tables:
AmEx Publishing presi-
dent and CEO Ed Kelly
challenging
Karadiakos, senior princi-
pal/media director for
Publicis/Optimedia, at blackjack, and chef
Daniel Boulud stockpiling his chips under
the table. Boulud was also among the many
attendees rendered star -struck when cowboy -
hatted local yokel Kevin Costner stepped off
the gondola. But some of the guests didn't

even notice; they were
glued to the sets, watch-
ing the NBA Finals,
which, McGowan jokes,
has become a tradition
at her party... Comedian
Dennis Miller has signed
on as a weekly commen-
tator on Fox News
Channel's Hannity &
Colmes current -events
talk show. Miller's

Friday -night rants kicked off June 27...
It was fair weather for TiVo's recent "New
York visibility" party at the legendary Roxy,
a tribute to the 1964 New York World's Fair,
complete with a 12 -foot -tall ice -and -steel
re-creation of the Unisphere and Barbarella-
esque models inviting guests to visit the
TiVo Better Living Center and other "pavil-
ions." On hand to "see the future of TV"
were Rebecca Lieb, executive editor, Jupiter
Media; Gregory Tarr, executive editor,

Twice; Hiroshi Maeda, senior vp, Sony;
Eugene Hernandez, editor in chief,
Indiewire; Mariann Sabol, producer of the
syndicated Live With Regis & Kelly TV
show; Alexandra Peers of the Wall Street

journal; Neil Rosen of
regional news channel
New York 1; and David
Katzmaier and Stuart
Elliott of The New York
77mes...When Fortune
Small Business was mak-
ing plans to treat its
clients to a night out in
New York's East Village,
the event crew was careful
to reserve only "safe"
seats for the entertain-
ment portion of the
evening, a performance
by the famously messy
Blue Man Group. FSB
had assured guests of the
arrangement, but a high-

er -than -expected response to the invites
found the planners short of tickets at the last
minute, and the only seats left at that point
were the "poncho" seats, the ones up front,
in the line of fire. So the FSB higher-ups,
including publisher Hugh Wiley and edito-
rial director Brian Dumaine, sacrificed
themselves-and got covered with Twinkie
spew. "Having survived the toddler stage of
my two kids," said Wiley, "I could take it."
The FSB execs didn't hold a grudge, though;
they invited members of Blue Man Group to
join them apres-show for drinks down the
block at Pangaea.

Look who just rod
Ia!: Costner with

e in on the gondo-

McGowan in Aspen

H&C's new rant
man Miller

Deutsch media planners Allison Tierney (I.) and

Renee Stambuk with Blue Man at FSB event
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Gary Fries, president/CEO, Radio
Advertising Bureau, presents Dick
Orkin, co -creative director of the
Famous Radio Ranch, with the
Radio -Mercury Lifetime Achieve-
ment Award at New York's Waldorf.

Jack Kliger, president/CEO, Hachette Filipacchi Media
U.S. (I.), chummed with Hamptons publisher Jason
Binn at the recent Hamptons Concours d'Elegance and
Auto Exhibition in Bridgehampton, N.Y.

5.2 MILLION
CIRCULATION
THAT WON'T
BREAK THE

BANK

Make your media plan more
efficient while getting your
message out to more than
5.2 million households on a

quarterly basis

 Low CPM
 Responsive audience
 Regional availability

ncngey
For advertising sales information,

contact Tom Krempel at 586-753-8345 or

tkrempel@campbell-ewald.com

ccmyFFTE
THE ONLY OFFICIAL

PUBLICATION OF
THE CORVETTE

The Corvette is not just a car.
Corvette Quarterly is
not just a magazine.

Reach affluent Corvette
enthusiasts with the most

trusted and accurate
Corvette source -
Corvette Quarterly.

For advertising sales information,

contact Alice Lankford at 586-753-8313 or

alankfor@campbell-ewald.com

Movers

Uhl named gm of

WHP- and WLYH-TV

(continued from page 25) vp of pro-
gramming... Damon Balch has been
named director of sales for KPDQ-AM,
KPDQ-FM and KFIS-FM, Salem Commu-
nications' stations in Portland, Ore.
Balch had been with Citadel Commu-
nications as director of sales for its five
stations in Colorado Springs, Colo....
Lisa Bisagni has been promoted to
national sales manager of Radio Unica's
VVWRU-AM in New York, from account
exec...At Sirius satellite radio, Jay Clark
was promoted to executive vp of pro-
gramming, from vp of entertainment/
information programming.

TV STATIONS
At WHNS-TV, Meredith Corp.'s Fox affili-
ate in Greenville, S.C., Ron Kelly was
named local sales manager. He was
previously general sales manager at
WSAV-TV, Media General's NBC affiliate
in Savannah, Ga....Matthew Uhl has
been promoted to vp and general man-
ager of WHP-TV and WLYH-TV, Clear
Channel's CBS and UPN affiliates in
Harrisburg, Pa. He had been the
duopoly's general sales manager.

MAGAZINES
Mark Furlong has joined Golf Digest
Cos., replacing Peter Gross as vp of Golf
World Group and publisher of Golf World.
Furlong will oversee the business strate-
gy and growth of the group, which
includes Golf World and Golf World
Business. He had been publisher of
Natural History Magazine...Men's Journal
has named William Schenck associate
publisher and Amy Simmons sales
development director. Schenck had
been advertising director at Vanity Fair.
Simmons was advertising director at
Fairchild's DNR.
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At Deadline
(continued from page 3) the second half of the year following the
upfront were within a few percentage points of the gains achieved
during the upfront. Last year, the 14 percent upfront bump was fol-
lowed in the second half of the year with a 17 percent advertising
gain in national radio. In 2001, when the upfront dipped 14 percent,
national radio dipped 17 percent in the second half.

I TIMES GOODGAME TO HELM FSB
Dan Goodgame, who most recently directed
Time's business coverage as assistant manag-
ing editor and edited the monthly supplement
Time Global Business, has been promoted to
managing editor of 10 -times -yearly FSB: For-

tune Small Business. Goodgame replaces Hank
Gilman, who returns to Fortune as a deputy
m.e.; Gilman had previously served as assis-
tant m.e. FSB's controlled circulation held at 1
million in last year's second half versus the pri-
or year, according to BPA International.

I FCC'S DO -NOT -CALL REGISTRY TO HURT MAGAZINES
Magazine publishers may find it tougher to reach potential sub-
scribers as a result of a federal do -not -call registry that began
accepting consumer requests last Friday. After Oct. 1, companies
may not call consumers who place their telephone number on the
registry, run by the Federal Trade Commission. Magazines may still
call those with recently expired subscriptions. But trolling for new
subscribers could be crimped. According to the Magazine Publishers
of America, a single telemarketer generated 7 million subscriptions
in 2000, a year when overall circulation stood at 319 million.

I G+J USA PULLS THE PLUG ON DEVELOPMENT OF FLASH
G+J USA Publishing has pulled the plug on Flash, the twentysomething
women's magazine that was being developed by Fitness editor in chief
Emily Listfield. The magazine was to have covered everything from
shopping and style to sex and celebrities. A G+J USA representative
confirmed the move. "In light of other budget -related considerations,
we are postponing further development of Flash until first quarter
2004," the rep said. "This is a normal course of action for projects in
development." The decision comes just months after G+J USA's deci-
sion to cease developing Wink, a lifestyle magazine aimed at women
ages 30-45. Former Rosie editor Susan Toepfer had overseen Wink
but is now working on G+J's German -based celebrity title Gala.

I ECHOSTAR, DIRECTV SUE OHIO OVER SATELLITE SALES TAX
EchoStar's Dish Network and DirecTV. the two largest U.S. satellite TV
services, have sued the State of Ohio for passing what they contend
is a discriminatory 6 percent sales tax for satellite television service
in the state. In the lawsuit, filed in the Court of Common Pleas in
Franklin County, the satellite companies charge the tax is discriminato-
ry because it is not levied against satellite N's competitor, the local
cable television companies. The suit is seeking to stop the state from
taxing more than 700.000 satellite tv customers in Ohio.

I TALK AMERICA RADIO ADDS MOVIE SHOW TO PORTFOLIO
Talk America Radio Networks has added The Movie Show on Radio
to its growing network portfolio. Produced by Alexandria, Va.-based

ProStar Entertainment and hosted by Max Weiss and Mike Mayo, the
two-hour weekly show currently has 80 affiliates in markets such as
Boston, Atlanta, Phoenix and Baltimore. It's the only syndicated
weekend call -in Talk radio program dedicated to the discussion of
movies and videos. Earlier in June, Liberty Media took a 5.6 percent
stake in TARN parent IDT Media.

I ADDENDA: Charles Coplin was named the NFL Network's vp of
programming, and Daniel Margulis was named the network's director
of program acquisitions. Coplin is a former coordinating producer for
ABC Sports and most recently worked for the National Football
League. Margulis joins the NFL Network from YES Network...Rich
Eisen, anchor for ESPN's SportsCenter, has joined CBS Sports,
where he will initially serve as studio host for the network's U.S.
Open tennis coverage, which begins on Aug. 25...Francis Farrell,
who was once senior vp/publisher and general manager of Vulcan
Ventures' Sporting News, was named publisher of National Geo-
graphic Adventure, replacing Chris Sachs, who left the company in
May.... Lisa Guerrero, most recently a sports update segment anchor
for Fox Sports Net's The Best Damn Sports Show, Period, will join
ABC Sports as the sideline reporter for Monday Night Football this
season. Guerrero, a former Los Angeles Rams' cheerleader, who
recently posed in Maxim, replaces Melissa Starks...The 3rd Annual
BET Awards on June 24 scored a record rating for the Viacom -owned
network. The telecast generated a 4.3 household rating (3.2 million
households) and delivered 5.5 million viewers 2 -plus, which is the
largest audience BET has attracted for a single event in its 23 -year
history...Maggie Murphy was named senior vp of drama develop-
ment at UPN, effective July 1. She was previously senior vp of drama
programming for Regency Television, where she was one of its found-
ing executives...Genevieve Marlin -Fernandez, most recently deputy
managing editor at Time Inc.'s People en Espanol, has been named
managing editor of Reader's Digest's Selecciones...UPN has ordered
for midseason a computer-generated-image-animated sitcom, titled
Game Over, from Carsey-Werner-Mandabach. The series features the
voices of Marisa Tomei and Patrick Warburton...Bloomberg Radio,
which syndicates its business reports to more than 700 stations,
will be getting its first full-time affiliate beginning July 1 when AAA
Entertainment Radio Group picks -up the all -business format for its
station broadcasting at the 96.7 frequency in eastern Suffolk County
on Long Island...Brown & Williamson has selected four agencies to
compete for its $50 million media account, according to industry
sources. The contenders include WPP Group's MindShare; Inter -
public Group's Media First; Media Kitchen, a unit of the Kirshen-
baum Bond Creative Network; and the incumbent, Grey Global
Group's MediaCom. The finalists, all in New York, were culled from a
list of about a dozen shops...The Senate Commerce Committee on
June 26 approved a provision that would stop the Federal Com-
munications Commission from auctioning the right to share spec-
trum used by satellite operators. The measure is aimed at helping
Northpoint Technology use the spectrum for its proposed video ser-
vice. House leaders promised to oppose the Senate measure, which
was put forth by Sen. Maria Cantwell (D -Wash.) and Sen. John
Sununu (R-N.H.)...Through a deal with WMTV, Gray Television's NBC
affiliate in Madison, Wis., ACME Communications' WB affil-
iate WBUW will launch a 9 p.m. newscast this fall produced by
WMTV (WBUW will sell its own ad time).
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By Design
Newsweek this fall will publish a themed issue examining
dPRign's influenrP nn life and rommPPre urn inti the InImIld

NEWSWEEK'S CREATIVE JUICES WILL BE FLOWING THIS SUMMER AS THE STAFF BEGINS

preparing an elaborate issue focusing on design, scheduled to hit news-

stands stands Oct. 13. Spearheaded by executive editor Dorothy Kalins,

former editor of Metropolitan Home, Garden Design and Saveur, the is-

sue will feature a cover story of at least two
dozen pages examining the ideas and processes
behind design and will look at everything from
fashion and architecture to graphic and prod-
uct design. Kalins notes the themed issue is an
opportunity for Newsweek to expand beyond its

cities like London, where design flourishes,
where there are lots of fresh companies, young
people, big opportunities, great shops and
museums-where design is in the air."

Design issues must also be in the air. News -
week's special follows rival Time's spinoff last

February of Time Style &

"The issue recognizes the
importance of design in
our culture. It goes way
beyond just the objects."
NEWSWEEK'S K ALINS

regular coverage of design, although the pack-
age will maintain the DNA of the newsweekly.

The design issue follows similar Newsweek
editorial initiatives such as the Health for Life
series, published three times per year, and the
quarterly Next Frontiers tech specials.

"Traditionally, magazines have done design
issues by running page after page of objects-
the coolest scooters, the greatest computer,
the cute car," says Kalins. "This issue is going
to look more at the creative process of how
designers, manufacturers and retailers got to
that end, and how consumers react. It recog-
nizes the importance of design in our culture.
It goes way beyond just the objects."

Kalins has tapped Chee Perlman, onetime
editor of the design bible ID, to consult on
the project.

One feature will highlight the best cities for
design. "We're not talking about the best -
designed cities," Kalins explains. "We'll look at

Design. In May, Vogue/
Harper's Bazaar veteran

editor of the now -bian-
nual issue. Timed to co-
incide with New York's
fall and spring Fashion
Weeks, the premiere is-
sue had a 1 million distri-
bution and was poly -
bagged with 600,000
subscriber copies of Time.
Time Style & Design's sec-

ond issue will be published in September.
Kalins, however, says Newsweek's special will

not resemble Time Style & Design, which is
more fashion -oriented. "We had this going
from the minute I walked in here," says Kalins,
who joined Newsweek in April 2001. "It just
took a while to get going," she adds, citing 9/11
and war coverage as taking priority.

On the advertising front, Greg Osberg,
Newsweek executive vp and worldwide publish-
er, says he has begun seeking out sponsorships
for the design issue. Although Osberg says he
will limit the number of ads running in the
package, he hopes to break some business from
the home design category as well as pick up
additional luxury and fashion pages.

Through the July 3 issue, the 3.1 million-
circ Newsweek's ad pages are up 1.6 percent
this year to 966, reports the Mediaweek Mon-
itor. At 4.1 million-circ Time, ad pages are flat
at 1,122.

Some media buyers question whether there
is a need for Time and Newsweek's design spe-
cials. "If I'm looking for style and design, there
are other titles that do that well. They wouldn't
be my first pick," says Alan Jurmain, executive
vp/director of U.S. media services for Lowe &
Partners Wordwide. "It sounds like [the news -
weeklies] are looking for opportunities to bring
in new advertisers and to experiment with
expanded editorial subject matter. In a creative
sense, it may be a valid push." -LG

Let's Launch
Everyday food proves tasty
Everyday Food, Martha Stewart Living Omni -
media's digest -sized recipe magazine that will
begin publishing 10 times yearly in September,
will succeed or fail based not on Martha Stew -
art's legal woes but on consumer demand,
media buyers say.

Not using Stewart's name in the title could
demand for

Everyday Food, I don't think advertisers are going
to let Martha's issues get in the way," says Karen
Jacobs, Starcom Worldwide executive vp/direc-
tor of print investment. "[al will live or die by
whether people are buying it. If they are, the
Martha issue will fade away for this magazine.
If they are not, it will become a handy excuse for
[advertisers] not to get involved."

Everyday Food is a quick -read cooking guide
that uses simple ingredients found in super-
markets. MSO has published four test issues of
the digest -sized title since January. Executives
declined to provide specifics on newsstand sales
other than saying they met expectations. Ad-
vertising averaged 45 pages per issue, from cli-
ents including General Motors to Campbell's.

EF's circulation rate base will not be set until
early next year, but the magazine's distribution
will rise to 900,000 from its current 750,000.

Though the full launch of EF comes amid
Stewart's legal troubles-she is scheduled to
stand trial in January for securities fraud and
obstruction of justice as a result of insider trad-
ing allegations-MSL president/CEO Sharon
Patrick maintains that creating other brand
names has been the strategy all along.

"We really wanted to grow the company on
a series of brand labels that would become an
ever-growing collection of assets," Patrick says.

Twice -weekly Everyday Food segments have
been running on the syndicated Martha Stewart
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Living TV show since December. Patrick says
EF eventually will spin off into its own show.

As for Stewart, who last month stepped
down as chairman/CEO and is now chief cre-
ative officer of MSO, she says she remains as
involved as ever. "My interaction with the
staff that is creating the magazine is active,
contributory, as it is with all the things we do
here," she says.

Meanwhile, the 2.3 million-circ flagship
Martha Stewart Living has experienced softness,
both on the newsstand and in ad pages. Last
year, when Stewart was under investigation,
newsstand sales dipped 5.3 percent to 380,901,
according to ABC. In last year's second half,
newsstand sales tumbled 21.8 percent. MSL's ad
pages this year are down 30.6 percent through
July to 691, reports the Mediaweek Monitor.

"It's softer than the first half of last year and
has been somewhat affected by the situation,"
acknowledges Lauren Stanich, MSO executive
vp/ president of publishing. -LG

Ski Lift
Sports title to get fall upgrade
For decades, 67 -year -old Ski and 55 -year -old
Skiing have struggled to articulate their differ-
ences in the marketplace. The Boulder, Colo. -
based titles, acquired by Time Inc.'s Time4
Media in 2000, not only share a similar name
and sport, but in many cases they have over-
lapped editorially. But with two new editors on
board, a concerted effort is under way to put
some distance between the books' editorial
missions and boost their circulations.

Last year, veteran editor Perkins Miller
joined the more technical, instruction -oriented
Skiing and moved it further in the direction of
an outdoor/adventure title. Over at lifestyle -
focused Ski, editor Kendall Hamilton, who
took over last January, is preparing to more ful-
ly embrace luxury living beginning with the
title's October edition.

The total paid circ of Ski, published eight
times yearly, was flat at 455,793 in the second
half of last year, according to ABC. Skiing, fol-
lowing a redesign last year, grew its paid circ 1.8
percent to 408,298 over the same period.

"Skiers are sophisticated and fairly suc-
cessful people, and they need a magazine that
reflects their tastes and interests," Hamilton
says of the upcoming changes at Ski. The
median household income of Ski's readers is
$77,756, according to Mediamark Research
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NEWS/BUSINESS

ISSUE

GATE
CURRENT
PAGES

ISSUE DATE

LAST YEAR
PAGES

LAST YEAR
PERCENT
CHANGE

YID
PAGES

YID
LAST YEAR

PERCENT
CHANGE

Business Week 30 -Jun 55.88 1 -Jul 74,54 -25.03% 1,351.78 1,551.37 -12.87%
The Economist 21 -Jun 40.00 22 -Jun 56.00 -28.57% 1,005.00 1,219.00 -17.56%
NewsweekE 30 -Jun 29.86 1 -Jul 25.51 17.05% 965.66 950.36 1.61%
The New Republic+ 30 -Jun 8.72 1 -Jul 7.32 19.13% 178.52 205.23 -13.01%
TimeE 30 -Jun 39.73 1 -Jul 35.78 11.04% 1,122.31 1,122.08 0.02%
U.S. News & World Report0 30 -Jun 19.97 1 -Jul 12.89 54.93% 641.55 635.00 1.03%
The Weekly Standard DID NOT REPORT NO ISSUE N.A. 212.50 226.90 -6.35%
Category Total 194.16 212.04 -8.43% 5,477.32 5,909.94 -7.32%

SPORTS/ENTERTAINMENT/LEISURE
AutoWeek 30 -Jun 17.31 1 -Jul 26.69 -35.14% 574.10 605.83 -5.24%
Entertainment Weekly 27 -Jun 59.57 28 -Jun 60.86 -2.12% 911.19 902.33 0.98%
Golf World 27 -Jun 15.33 28 -Jun 28.34 -45.91% 590.76 805.84 -26.69%
New York0 30 -Jun 81.30 NO ISSUE N.A. 1,159.10 1,312.30 -11.67%
People 30 -Jun 62.60 1 -Jul 48.20 29.88% 1,805.64 1,781.09 1.38%
Sporting News 30 -Jun 8.58 1 -Jul 12.00 -28.50% 350.23 365.96 -4.30%
Sports Illustrated) 30 -Jun 39.99 1 -Jul 37.01 8.05% 1,129.92 1,221.52 -7.50%
The New Yorker 30 -Jun 35.99 1 -Jul 27.14 32.61% 1,039.63 1,006.60 3.28%
Time Out New York 25 -Jun 52.64 26 -Jun 63.38 -16.93% 1,769.81 1,693.41 4.51%
TV Guide 28 -Jun 26.41 29 -Jun 19.86 32.98% 1.188.53 1,190.82 -0.19%
Us Weekly+ 30 -Jun 27.32 1 -Jul 13.00 110.15% 614.91 498.34 23.39%
Category Total 427.04 336.48 26.92% 11,133.82 11,384.04 -2.20%

SUNDAY MAGAZINES
American Profile 29 -Jun 8.70 30 -Jun 8.60 1.16% 229.15 219.83 4.24%
Parade 29 -Jun 9.68 30 -Jun 18.22 -46.87% 343.91 328.10 4.82%
USA Weekend 29 -Jun 13.08 30 -Jun 17.49 -25.21% 320.50 323.13 -0.81%
Category Total 31.46 44.31 -29.00% 893.56 871.06 2.58%
TOTALS 652.66 592.83 10.09% 17,504.70 18,165.04 -3.64%
0.2003 double issue; E=estimated page counts; 1=one fewer issue in 2003 than in 2002; +=one more issue in 2003 than in 2002
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ISSUE CURRENT ISSUE GATE PAGES PERCENT YID YTS PERCENT
DATE PAGES LAST YEAR LAST YEAR CHARGE PARES LAST YEAR CHANGE

BUSINESS/ENTERTAINMENT
ESPN The Magazine 7-Ju', 49.02 8 -Jul 56.73 -13.59% 731.83 692.56 5.67%

Forbes 7 -Jul 87.15 8 -Jul 112.27 -22.37% 1,432.77 1,465.51 -2.23%
Fortune 7 -Jul 100.14 8 -Jul 115.56 -13.34% 1,482.46 1,680.56 -11.79%
National Review 14 -Jul 10.42 15 -Jul 13.58 -23.32% 191.14 182.38 4.80%
Rolling Stone00 10 -Jul 48.08 4 -Jul 77.55 -38.00% 664.34 708.26 -6.20%

CATEGORY TOTAL 294.81 375.69 -21.53% 4,502.54 4,729.27 4.79%
DD=double issue last year CHARTS COMPILED BY AIMEE DEEKEN

Inc. data. While Skiing's readers currently
earn about the same ($78,802), Time4 Media
hopes to make Ski the more upscale book.

The October issue, which kicks off Ski's

Gimme shelter: Ski will add regular coverage of high -end

mountain retreats that cater to its readers' luxe lifestyles.

high season, will sport a more sophisticated
design. Among the new elements added will be
an apres-ski food page; a style page, which will
feature off -slope clothes and accessories; cov-

erage of high -end ski houses; and
more travel coverage. The travel sec-
tion will open with a destination sto-
ry, and a page titled Weekend Radius
will offer city dwellers suggestions on
nearby ski destinations. Gear and
instructional pages will remain key
ingredients in Ski's new editorial mix.

"Skiing is expensive. It's a natural
fit," Mike McHale, group media di-
rector at Optimedia International,
says of Ski's lifestyle upgrade.

In advance of the changes, Ski's
ad pages were up 51.1 percent to 304
through May, according to Publish-
ers Information Bureau. -LG

www.mediaweek.com June 30, 2003 MEDIAWEEK 29



BY LEWIS GROSSBERGER

Nuts and Nutserer
THOUGH THE MEDIA PERSON FOUNDATION HAS NOT YET ANNOUNCED ITS HEROES -OF -THE -

Media award winners for June, Media Person, with his insider contacts,
can slip you the names of two contenders who are shoo-ins. As you
surely know, the Hero prizes are presented to honor, in the words of the

foundation's charter, "individuals who have
shown courage, nobility and enterprise in the
pursuit of news or, failing that, have livened
up a slow news day by doing something in-
sane." Well, it's hard to think of anyone more
deserving of this prestigious award than Greg
Packer and Aaron Barschak.

Greg is a highway -maintenance worker
from Huntington, Long Island, with a unique
hobby: He gets quoted in the newspapers.
Frequently. On every topic.

You know how the papers and TV news
are always tossing those insipid "man -in -the -
street" bits into stories... Larda Fishkopf a
part-time camphor -ball retailer from East Quack-
enbush, N.J., said she'd spent three days in line
waiting for the new Deepak Chopra book. "I think
Deepak is deep," she said. "That's how he got his
name." That sort of thing? Well, Greg Pack-
er has been quoted as a man in the street hun-
dreds of times. He's made all the New York
papers and, thanks to the wire services, publi-
cations all over the world. In fact, wherever
there's a street, there's Greg. He's the man
with all the answers.

His remarkable record became known
when a couple of bloggers (people who appar-
ently do nothing but read newspapers-just as
the newspapers' own reporters and editors
apparently do everything but) noticed Greg's
frequent citations in the press and then The
Wall Street Journal did a feature on him, mak-
ing him the happiest man in North America.

According to the Journal, whenever Greg
has a day off work, he heads for the big city to
attend "events": concerts, ball games, fund-

raisers, prayer services, demonstrations, open-
ings, signings, celebrity gatherings-anything
reporters are sure to show up at. He then
positions himself near the press corps and
does his utmost to look approachable, chatty
and nonviolent. They always bite.

Interestingly, the things he says to the
media are completely uninteresting. He spews
blandness, praise, platitudes, conventional wis-
dom. The media do not care.

Newsday's Sheryl McCarthy wrote three-
quarters of a good column on Greg, saying his
media ubiquity "suggests that
man -on -the -street interviews
are worthless" because seem-
ingly "it doesn't matter whom
reporters talk to, as long as
they get a quote from some-
body." She also came up with
this on -the -money insight: "I
think the reason Packer is
quoted so often is that jour-
nalists hate man -on -the -street
interviews. It's demeaning to
have to scan a crowd of total
strangers, searching for some-
one who looks like he or she
might have something quot-
able to say, and won't tell you
to get lost." Greg looks happy
to see you.

But McCarthy then ruined
everything by saying that occasionally you
come across a really good quote, so that justi-
fies MITS syndrome. But why run all the
inane ones, too? No, Man In the Street must

Occasionally you
come across a
really good
quote, so that
justifies MITS
syndrome. But
why run all the
inane ones, too?
No, Man In the
Street must go.

go. Media Person has ruled, and there is no
appeal. It is Greg Packer we must thank for
bringing this worthless institution into ques-
tion, even if it does reveal him as a pathetic
exhibitionist in desperate need of attention.
His sacrifice is indeed heroic.

As for Aaron Barschak, well, how can Me-
dia Person possibly heap enough praise on
this admirable young lunatic? In case you've
already forgotten, he's the guy who sneaked
into Prince William's birthday party at Wind-
sor Castle, causing the British security estab-
lishment almost as much angst as Jayson Blair
did The New York Times.

Disguised in turban, beard and ball gown
to resemble a cross -dressing Osama bin Laden,
Aaron climbed over a castle wall and somehow
convinced security he was an invited guest.
Media Person guesses the thinking was that
the real Osama bin Laden would never wear a
dress due to religious restrictions, so this guy
must be an eccentric school chum of the
Prince. You know those wacky royals.

Aaron wasn't arrested until he'd jumped
onstage and tried to do his act (he calls himself
a "comedy terrorist"), which included such

knee-slappers as pointing to
another fake beard under his
dress and exclaiming, "The
real hair to the throne!"

No doubt he is now in a
small cage in Guantanamo
being politely questioned
with the aid of electrical wires
attached to his genitals, a pro-
cess Media Person has been
given to understand is neces-
sary to maintain our safety
here in the free world. That
knowledge only points up the
heroism of Aaron's exploit,
which reveals the interesting
duality in our nature. We
want to be protected from
tragedy terrorists and so we
accept the helmeted folk

strolling among us with machine guns and X-
ray devices. But at the same time the anarchist
in us loves seeing security's nose yanked.
Aaron, tell them nothing!
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wteenswant
Marketing to Teens

ages 12 to 17
Using Music, Movies

& The Media

Presented By

ADWEEK !MANDEB MEDIAWEEK Billboard Tit:PORTERP

OCTOBER 27 & 28, 2003
Fairmont Miramar Hotel Santa Monica, CA

Teenagers will spend a whopping $170 billion this year - just on themselves. If you want your share of
this market, this is the one event you need to attend this year to learn how to market and sell to teens
ages 12 to 17. Designed for top-level brand global marketing executives this conference will deliver a
range of innovative marketing and sales strategies that get results.

For more information, e-mail mpollock@adweek.corn
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Is your brand part of a look

From "Sheer Genius." Shape, August 2003.

or a lifesty

Shape delivers the best of both worlds. While other magazines simply cover trends, Shape delivers beauty and fashion

that enhance the active lifestyles of our 5.7 million readers. In fact, beauty/fashion is almost one-third of Shape's total edit.

Shape readers:

 have a higher household income than readers of Allure, Elle, Glamour, Harper's Bazaar, Marie Claire and Vogue

 spend more on beauty products than Allure readers
 spend more on fashion than readers of Elle, Harper's Bazaar and Marie Claire

See why Shape was on Adweek's 2003 Hot List. Call Diane Newman, Publisher, at 212-545-4896.

Yount S art. rich. Sexy. Have it all.
Source: MRI Fall 2002. based on total women
Photography: Steve Shaw: Fashion Editor: Kristina Coleman: Hair: Bernhard Tamme for Nubest Co. NYC/CloutierAgency.com: Makeup: Hiromi Ando/SmashboxAgency.com. SHAPE


