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MARKET
INDICATORS

National TV: Slow
With upfront done and
program mixes sorted
out, buyers zre thinking
about vacations. Limi-
ted third-quarter scatter
is available.

Net Cable: Ballistic
Nets claim tkey are
turning away business
that won't pcny up 20
percent CPM increases.
E!, Comedy Central,
VH1 and MTV follow
USA, Turner and Life-
time into the market.
Business could wrap
this week.

Spot TV: Moving
Second quarter may
end up softer than anti-
cipated, but third-quar-
ter spending in national
spot is heating up. GM
is roaring back, and
P&G is likely to return.

Radio: Tightening _
A few avails are left in
June but are starting to
close up at top stations
July is filling up at '
younger-skewing sticks.

Magazines: Steady
While Millennium Mad-
ness is beginning to hit
edit pages, gpublishers
have yet to see many
ads pegged to the big
moment as they head
into third quarter.
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Turner, Condé Nast Team for Cable Network

‘Turner Broadcasting, Time Inc. and Advance Publications joined
last week to develop a cable network and Web site aimed at women.
‘The unnamed channel is expected to launch early next year and will
be overseen by Pat Mitchell, president of CNN Productions and
Time Inc. Television. The partnership melds TBS’ cable program-
ming savvy with the editorial resources and demographic breadth of
Time Inc. (publisher of People and InStyle) and Advance’s Condé |
Nast Publications (publisher of Glamour, Allure, Vogue and Self). |

Ad Spending in Mags Jumped 13.3% in May
Magazines’ May ad revenue grew 13.3 percent to $1.4 billion over
May 1998, Publishers Information Bureau reports. Ad pages totaled
23,242, up 4.8 percent. Technology, Drugs & Rem-
edies, Retail and Travel all posted double-digit
gains. Year to date, ad revenue is up 10.9 percent to
$5.6 billion, and ad pages are ahead 2.8 percent.

HB Remembers Liz Tilberis
The July issue of Hearst’s Harper’s Bazaar, due
l June 22, is a tribute to editor Liz Tilberis, who died
of ovarian cancer in April. While Tilberis chose
Tom Cruise for the cover, the staff “tore up” the
rest of the issue following her death and filled it
with her friends’ recollections and a white fashion
spread in honor of the editor fondly known as “La
Blanche,” said Karen Johnston, HB managing edi-
tor. Advertisers including Chanel and Blooming-
dales chimed in with their own tributes. HB will
donate the revenue from the issue’s 115 ad pages to
the Ovarian Cancer Research Fund.

Newspaper Spending Gains in 1stQ
Newspaper ad spending in the first quarter was up
5.4 percent to $10.2 billion, according to the News-
paper Association of America. Retail—newspapers’
biggest ad category—advanced 4.5 percent to $4.6
billion. Classified brought in $4.1 billion, up 3.8 per-
cent; national ads grew 12.6 percent to $1.5 billion.

NBC Scores Major AT&T Carriage
NBC and AT&T Broadband last week made a long-
term carriage deal for the digital signals of all 13
NBC O&O stations. NBC granted AT&T retrans-
mission consent with the deal, which runs through
2008. AT&T also agreed to distribute MSNBC to all subscribers
(15 million after pending acquisitions close) by year-end 2002 [

Sinclair Ups Drake, Mulls Future in Radio |

Sinclair Broadcast Group has named 26-year radio vet Barry Drake I
CEO of its TV and radio division. Drake was CEO of the compa-
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ny’s radio unit. Last week’s appointment came just days after Sin-
clair said it is considering selling its 51 radio stations in 10 midsize
markets. Sinclair is the 10th-largest radio group, with about $139
million in revenue. Cox Radio was said to be a likely bidder.

Dobhbs Exits CNN for New Frontier in Space
Lou Dobbs, CNNfn president and longtime anchor of CNN’s
MoneyLine, resigned last week to start up a space-oriented Web
venture. One of CNN’s highest-profile anchors, Dobbs is leaving to
launch Space.com, a site offering news, entertainment and educa-
tional content about space. Sources said Dobbs’ departure had to
do with his entrepreneurial interest in Space.com and its potential
for an initial public offering in the future. Dobbs had wanted to
take an active role in the start-up but had encoun-
tered resistance from the Turner brass. Dobbs’
departure also follows reports of tension between
him and CNN president Rick Kaplan.

Virtual Ads on CBS Tennis B'cast

Virtual advertising will come to network TV cover-
age of tennis for the first time this weekend during
the 1999 Quality Challenge, involving Jimmy Con-
nors, John McEnroe, Bjorn Borg and Mats Wilan-
der. Net Assets, promoter of the Worldwide Senior
Tennis Circuit, bought four hours of time on CBS
1o air the tournament, which will air from 2-4 p.m.
on June 19 and 20. Net Assets is selling all the com-
mercial time, which will include onscreen virtual
ads using SciDel insertion technology. The virtual
ads, which will appear on the court behind each
baseline, will be rotated during commercial breaks.
Quality Inn, primary sponsor of the telecasts, will
get the bulk of the virtual ad placements.

Addenda: A memoriat service for Ruth Whit-
ney, the longtime Glamour editor who died June 4,
will be held this Wednesday at 11 a.m. at the
Columbia University Graduate School of Journ-
alism. The family requests donations be made to
the NOW Legal Defense and Education
Fund...Eliot Kaplan, former editor of
Philadelphia, will join Hearst as editorial talent
director, a new post, on June 21...Rick Feldman,
former gm of Los Angeles UPN affiliate KCOP-
TV, has been appointed COO of USA

Howard Stern has signed to develop a half-
hour animated sitcom called Doomsday with Film Roman.

Correction: An item in the Media Notes section last week
gave the wrong title for Rocco Pendola’s new syndicated radio
show. It’s The Rocco Pendola Show.
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Tough Talk From Both Sides
As Cabie Upiront Nears Wrap

By the time cable concluded its second
week of upfront negotiations last Friday,
the back-and-forth between buyers and
networks had taken on a more combative
tone. Buyers feeling put off by several
networks that were holding firm on CPM
increases in the 20-percent range were
looking to place their dollars with less
aggressive nets. But sellers, confident that
the cable upfront will reach at least $3.8
billion in sales, were betting that those
very same buyers would come back to the
table once they discovered that other ser-
vices were also loath to compromise.

While there was sharp disagreement
over rates, buyers and sellers agreed that
the strong economy, new business in the
marketplace and a strong supply of auto
dollars, combined with relatively stable
growth in gross rating points and the
increased use of optimizers, are making
this the fastest-moving cable upfront ever.

“What used to take seven or eight
weeks has been compressed into two
weeks,” said Larry Goodman, president
of CNN ad sales, who expects to have all
his upfront business wrapped up by next
week. CNN closed significant multiyear
upfront deals with online concerns includ-
ing WebMD and 1DG, Goodman said.

The upfront continued to be led by
Turner, USA and Lifetime, with net-
works including A&E, Comedy Central,
E!, MTV and VH1 and Home & Gar-
den also closing deals swiftly at the end
of last week. —Jim Cooper

TV Stations Pitched Remote
‘Man in the Street’ Setup

Amid the constant din of TV and radio
promotional reels being screened at the
Promax-BDA convention in San Francis-
co last week, there was at least one deal of
significance, made by Canada-based
Citytv for its Speakers Corner technology.
After six months of negotiations, YOUtv,
exclusive licenser for Citytv, reached
agreements valued at a total of $3 million
with major TV station groups including
Meredith Broadcasting and Post-News-
week Broadcasting and with Cox Broad-
casting’s KTVU-TV in San Francisco.
Speakers Corner consists of a portable
electronic kiosk (continued on page 8)
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Mutually Assured

hat is a broadcast network
without its affiliated stations?
It’s a cable net, a rather incon-
sequential entity by compari-
son with the Big Four. Consid-
er the just-finished network
upfront: Broadcast prime is
roughly twice the size of all
of cable. Why, then, would
networks and their affiliated
stations let relations deterio-
rate to the point at which
they now are? The networks
have lost money in recent
years; stations have made a
lot of it. The networks, which
make plenty of money at
their owned and operated
stations, want to own more.
The stations don’t want the
networks to have any more.
The networks want affiliates
to help bear part of the burden of the high cost
of programming. The stations still want to be
paid for carrying that programming. A standoff
has resulted, with some network executives
actually making the absurd assertion that they
may take their programming elsewhere.

Last week, in marathon negotiating ses-
sions with affiliates last week, ABC may have
stepped back on previous demands to give up
three and a half minutes of prime time inven-
tory per week and a one-minute daily reduc-
tion of local inventory in Good Moming Amer-
ica, according to affiliate sources. Exact details
of the newly proposed ad splits were sketchy,
but some affils indicated that some local inven-
tory will come out of Monday Night Football
to help contribute to the NFL rights. These
sources said the ad inventory givebacks are
I tied to an overall deal in which affils will get
| an equity stake in ABC’s launch of its Soap

Channel on cable as well as a possible agree-
ment on program exclusivity.

A voice of reason:
Freedom’s Alan Bell

Destruction?

Broadcast nets and affiliates appear at loggerheads

NEWS ANALYSIS / By Michael Freeman and Alicia Mundy

though still
guarded, moves are also said to be leading to
| final agreement between Fox and its affiliates.
While there are some minor tie-ups in the
| “language” of its proposed three-year affil
| agreements, it is a foregone conclusion that
Fox affiliate owners will agree to
buy back 35 units of local inven-
tory (per week) that Fox threat-
ened to seize earlier this month.

Taking that cue from Fox,
NBC has also been seeking to
take back the two 30-second
news windows given to affili-
ates in its Today Show. NBC
has already moved unilaterally
to carve out a 30-second unit
at the closing break of ER dur-
ing the summer, effectively
pushing affiliates’ newscasts to
a half-minute after their com-
petition starts. The net also

has been seeking an end to affiliate com-
| pensation for the past two years.

But just as the wars between ABC and Fox
and their affiliates appeared to be simmering
down, Fox announced that it was pulling out of
the National Association of Broadcasters, the
television industry’s primary trade group. Fox
disputes NAB's support of the 35-percent cap
on coverage of the U.S. for networks; it wants
the cap raised. The NAB tried to play down the
secession, likening it to a gnat stinging an ele-
phant. TV executives and Washington repre-
sentatives for the networks portrayed the move
as more than symbolic, as a significant act like-
ly to be copied very soon by another network—
NBC—diminishing the NAB’s clout.

The truth here is that both sides lose. The
only winners are reporters, FCC staffers and
denizens of Capitol Hill, who see this falling-
out as a chance to get a glimpse beyond the
superficial unity of an industry. As a veteran
staffer for the Senate Commerce Committee

| The sudden conciliatory,
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put it: “We're beginning to see where the
cracks are—which, of course, is extremely
useful when we're being pressured by the
NAB or the networks.”

The networks have managed to build a
presence of their own over the past two years.
According to several sources, the four net-
works’ lobbyists, as a loosely knit group, have
gained influence for their corporations. One
important change is that in the past, if a politi-
cian wondered how the TV industry would be
impacted by or react to a bill, he or his aide
picked up the phone and dialed the NAB. Now
politicians are consulting with the network
reps as well. It’s an “acknowledgement that the
network position needs to be considered, even
if the NAB remains the 800-pound gorilla,”
said a House staffer.

Peggy Binzell, senior vp for Gov't Rela-
tions at Fox parent News Corp., said, “It does-
n’t make any sense belonging to a trade asso-
ciation that is lobbying against one of your
core legislative interests.”

That view is shared by NBC, which
threatened just a couple of weeks ago to beat
Fox to the exit, and by ABC, which sources
say has been discussing it. CBS is likely to
stick around, according to one industry rep
who has been affiliated with the network:
“It’s almost a cultural thing. CBS thinks of
itself as a founding father of television as
well as the NAB. Pulling out of the NAB
would be somehow uncivilized.”

“They can all pull out, as far as I care,”
said Freedom Broadcasting’s president, Alan
Bell. “As long as the NAB represents the
interests of over-the-air local broadcasters and
can prevent a lifting of the ownership caps
[from 35 percent to 50 percent of the US.],
we'll be 100 percent behind them.”

Even as Bell seemed to exemplify the
affiliates’ hardening toward ownership lim-
its, he sounded a conciliatory note in the
affiliates’ negotiations with ABC on pitching
in to cover the growing costs of National
Football League and other programming
rights. He said ABC and its affiliates “have a
long history of working these things out,”
and he said no comparison should be drawn
to the similar negotiations at Fox and NBC.

Alan Frank, chairman of the NBC affili-
ates board and president/gm of WDIV-TV in
Detroit, said affils are “open to listening,” but
he also noted that affiliate comp is “just a blip
on the radar compared to what is being paid
for programming and sports rights.”

“All of this talk of eliminating compensa-
tion goes back to Larry Tisch [the former
owner of CBS] and the late 1980s,” Frank
recalled, “after he way overpaid for Major
League Baseball rights.”
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Premature Panic Sets In

Though 2ndQ spot revenue is down, the rest of 1999 is looking up

TV STATIONS / By Megan Larson

n the midst of the battle between net-
works and their affiliated stations came
the unwelcome news last week that
Wall Street was hitting the alarm but-
ton over the station business. Thanks
largely to missed earnings projections

| at Young Broadcasting, which led to a 10-

percent drop in its stock price last Wednes-
day, analysts took a fresh look at the TV-sta-
tion sector and discovered that the news for
second-quarter national spot
was not good. This led to a
spate of news stories that in
turn drove station-group
stock prices down.

But simply look past the
current quarter and there’s
good news on the horizon.
Local  advertising  has
remained strong, even in
the lackluster national-spot
environment of the second
quarter, which will drop an
estimated 1-3 percent.

Third- and fourth-quar-
ter TV-station revenue—
national and local—should
swell once the $7 billion prime-time net-
work upfront market trickles down in
earnest. Though analysts and station reps
won’t venture a guess on expected revenue
growth, previously absent spenders General
Motors and Procter & Gamble have
returned with a vengeance, and could help
stations realize double-digit gains over the
second half of the year.

“Time and time again people see a very
strong beginning to national-spot business,
only to have it die in their laps by the end
of second quarter. Qur guys are nervous—
it’s like going in like a lion and coming out
like a lamb,” said Bear Stearns analyst

Victor Miller, referring to broadcasters’ |

caution about the rest of the year. “But if
you look at the magnitude of the up[swing]
and the fact that [strong pacing for third
quarter] has been going on for the last four
to five weeks, this could be the real deal.
This lion is a big lion, and he is ready to
eat a town.”

Salomon Smith Barney analyst Paul
Sweeney said he expects mid-single-digit
growth: Third quarter “will be better than
anything we've seen this year, but I don’t

Sander: Broadcasting is
harder than it used to be.

think anybody is drawing any conclusions
right now.”

Beyond GM and P&G—which pulled
out of the spot-TV market last year—spot’s
other top categories, such as fast food,
retail and telecommunications, are drop-
ping a ton into the market.

That said, national spot got hit pretty
hard this year for a number of reasons.
Movies were down 35 percent, having been
up 55 percent in '98. It’s
mainly due to the effect
Star Wars: Episode I, The
Phantom Menace had on
other studios, which held
back their films—and their
dollars. And financial insti-
tutions reduced their mon-
ey by 25-30 percent this
year, having spent heavily
in 98 pushing mutual
funds, said Miller.

Also, in the case of the
NBC affiliates, there was no
Seinfeld. “We can’t override
that,” said one broadcast
group executive. “Event pro-
gramming is what differentiates broadcast
from cable and radio, which is why we look
like a roller-coaster ride.” But big-ticket
events like the Super Bowl on ABC and the
Olympics on NBC will be back next year.

To add insult to injury, “there is an over-
supply of inventory chasing dollars,” said
Sweeney. Former independent nets such as
The WB and UPN are expanding program
lineups, creating more prime-time avails.
Pax TV, USA Broadcasting’s CityVision
and recent demand for Hispanic program-
ming are also plucking away traditional
broadcast dollars.

“If you want to compare [the current
state of the broadcast business] to history,
you can get depressed—it’s a lot harder of a
business than it used to be,” said Jack
Sander, president of A.H. Belo’s television
group. “But it’s a good business.” The smart
guys will succeed, he said, by employing
strategies that build upon the local identity
of a station. But “if we are not evolving and
we are not growing, we are going to die.
Some stations and some groups will die
because all they want to talk about is the way
it used to be.” |
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equipped with a video camera and a
monitor that allows stations to pose
“issue of the day” questions to passersby
for “man in the street” interview footage
for use on newscasts. “It’s an interactive,
electronic suggestion box,” said Stephen
Tapp, vp and general manager of Citytv
parent ChumCity International.

David Peacock, managing director of
Speakers Corner Worldwide, said that
that Meredith and Post-Newsweek are
interested in doing “advertiser tie-in pro-
motions in major public venues” with the
electronic kiosks. Citytv’s TV stations in
Canada have such an arrangement with
Labatts Brewing for using Speakers Cor-
ner in sports bars in Toronto and other
Canadian cities. —Michael Freeman

NBC Sees an Upside
To TiVo's Digital Recorder

NBC last week acquired a stake in TiVo
Inc., maker of a digital television re-
corder that allows viewers to pause live
TV, save up to 30 hours of program-
ming and fast-forward through com-
mercials. The TiVo device is similar to
a competitive technology marketed by
Replay Networks that allows viewers to
zip right past commercials.

Why would NBC invest in such gear?
“There are still things to work out,” said
Peg Murphy, vp of business development
for NBC Interactive. “But we want to har-
ness this technology in order to connect
advertisers and viewers in better ways.”

One way to make that connection
stronger, Murphy said, is to take advan-
tage of the TiVo box’s capability to pro-
vide a detailed profile of each user. “If it’s
a household with three kids, then GM
could promote its minivan to that house-
hold, rather than just providing a generic
ad,” Murphy noted. Such “relevant” spots
could put sponsors a step closer to truly
interactive advertising, Murphy added.

But given TiVo’s capacity to bypass
commercials altogether, getting viewers to
watch such specialized messages may be
the biggest challenge of all. —Alan Frutkin

PBS Adopts Next Generation
Of Children’s Programming

PBS expanded its commitment to kids
last week by adding five new daily pro-
grams—inctuding (continued on page 10)
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‘Two TVs Create Content

“TV Guide,” TV Land partner for special issue on best commercials
THE INDUSTRY / By Jim Cooper and Lisa Granatstein

|

$
\

V Guide has again partnered with
MTV Networks’ TV Land cable
service on a joint magazine fea-
ture/original TV show, this one
revolving around the magazine’s
special issue featuring the 50 best
commercials of all time. TV
Land plans to produce its ™ 4
first-ever original, a half-hour E’ ‘
special showcasing the select- “u
ed spots as well as the execu- E g
tives and stories behind them. 2
TV Guide’s “The Great-
est Commercials of All
Time” issue will hit the
stands June 28, to be fol-
lowed by TV Land Presents
the Greatest Commercials of
All Time on June 30 at 9 p.m.
The two companies have
teamed up before, for The
100 Greatest Episodes of All
Time in June 97 and TV's
50 Funniest Moments of All Time this past
January. Steven Reddicliffe, TV Guide edi-
tor in chief, said he hopes to do at least one
joint project a year with TV Land.
“They love TV, they love TV history, they
love classic TV and we do too, so it’s really
perfect for these kinds of lists,” said Reddi-

b

|

S i)

GREATEST o
il T
i |

This issue is free...only if
you believe Joe Isuzu.

cliffe. TV Guide devised a semifinal list of
classic commercials, sent it to the ad commu-
nity to vote on the 50 best, then ranked them.

“This is so close to our audience, who
love our retro-mercials,” said Diane Robina,
TV Land’s head of programming. TV Land
regularly runs one to two
minutes of vintage commer-
cials every hour.

The TV Land special inc-
ludes interviews with ad man
Jerry Della Femina as well
as pitchmen Bo Jackson,
David Leisure (Joe Isuzu)
and John Moschitta Jr., the
fast-talking FedEx man.

Separately, Anthea Dis-
ney, who has served as TV
Guide Inc. chairman/CEO
since United Video Satel-
lite Group acquired TV
Guide from News Corp. in
March, stepped down last
week. Disney moves back over to News
Corp. to become executive vp for content,
responsible for developing cable channels
and online sites. Replacing Disney will be
Joe Kiener, who since March has been pres-
ident of TV Guide Inc. and chairman of
TV Guide Magazine Group. ]

RDA Strategy Moves Ahead

Haley takes multi-title role as Rossi becomes ‘Digest’ publisher

MAGAZINES / By Lisa Granatstein

everal high-level Reader’s Digest Associ-

ation execs were promoted last week to

follow through on the growth strategy

laid out this past winter by Thomas
Ryder, RDA chairman/CEO.

In February, Ryder told RDA sharehold-
ers that the publishing giant would expand its
presence in the areas of home, health, fi-
nance, family and faith. Ryder also said the

| company also plans to use its special-interest

magazines, such as American Health for Wo-
men and New Choices, as targeted platforms
to sell drugs and vitamins and other products
through the mail. The chairman also identi-
fied international as a growth priority.

|

“The company is evolving and changing,
with a big emphasis on magazines,” said Gre-
gory Coleman, RDA senior vp/president of
U.S. magazine publishing. “Our plans are to
look at line extensions that will brand the
Reader’s Digest name against different arcas
of interest.” Currently, Coleman added, RD is
developing three magazines slated to be tested
early next year, but he declined to elaborate.

With an emphasis on the company’s spe-
cial-interest titles, Coleman has promoted
RD publisher Bernadette Haley to vp/group
publisher of the special-interest magazines
division and publisher of American Health
for Women. Haley replaces Margery Glad-
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On September 23rd,

36 million people made a date

with Faith Hill.

Sure it was on the CMA Awards,
but it was a really great date.

The CMA Awards annually earns one of the highest ratings for a TV special,
attracting millions of viewers. Or should we say consumers? So advertising during the
CMA Awards can give your brand huge added exposure. For more information

about the reach of country music, call 1-800-998-4636.
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| stone, who has left the company.

two original productions—and increas-
1 ing its children’s programming budget
by 25 percent. PBS also announced a
Sept. 6 launch date for its 24-hour kid-
die-show platform, PBS Kids Channel.

One of the new PBS series set for a

fall premiere is Dragon Tales, a copro-
duction of Children’s Television Work-
shop and Columbia TriStar Television.
The animated show is underwritten in
part by Kellogg’s Frosted Flakes and
Rice Krispies cereals. Between the Lions,
produced by Boston public broadcasting
outlet WGBH-TV, will premiere next
spring. Also on tap in the daily PBS kids
lineup are Caillou, an animated version
of Anne of Green Gables, and Noddy.
} PBS reports that eight stations have

committed so far for digital TV multi-
‘ casts of the Kids Channel beginning next
year. PBS is also marketing the new chan-
nel to cable systems. —Megan Larson

XM Satellite Radio Gets
Rocket Boost From Investors

XM Satellite Radio, one of two compa-
nies hoping to deliver a national radio
service via satellite, went into warp drive
last week, announcing $250 million in
deals. XM, which plans to offer 100
channels of digital radio signals direct to
consumers beginning next year, secured
investments from General Motors and

l DirecTV (owned by GM’s Hughes Elec-
tronics, which is providing satellites for

Succeeding Haley will be Dom Rossi, a
27-year ad agency veteran and former vice
chairman of NW Ayer, who for the past two
years has served as Reader’s Digest vp/corpo-
rate integrated marketing. RD associate pub-
lisher Eric Gruseke was also promoted last
week, to vp/sales.

Rossi will help boost RD’s image in the ad
community, Coleman said. The new publisher
also intends to help the magazine’s sales force
think more like their agency counterparts.

Many of RD’s ambitious plans now fall on
the shoulders of Haley, who for the past 22
years has risen through the company’s spe-

|

|

cial-interest magazines sales ranks, including |

a stint as publisher of American Health in

1997, before a brief tenure at Hearst’s Good
Housekeeping as associate publisher. She
returned to RD as publisher of the flagship.
Haley is expected to restructure the sales
force of the special-interest division (which
includes Walking, New Choices and The Fam-
ily Handyman) and look at potential acquisi-
tions and international business.

Susan Baron had been vp/group publisher
of RD’s special-interest magazines until last
October, when she lost her job in a round of
cost-cutting. “[Baron| was group publisher
without an anchor at that time—there just
wasn’t enough,” said Coleman. “It was an
easy job to hit. [Haley] will do American
Health, which will give her more time to wear
the other hat of group publisher.” |

Crow and Kombat Killed

2 more shows die in action, 9 replacements on way for next season

SYNDICATION / By Michael Freeman

allout in the syndicated action-adventure
genre continues, as Warner Bros.” Mortal
Kombat and PolyGram Television’s The
Crow: Stairway to Heaven are the latest

to bow out. To date, at least 10 of the 20 syndi- ‘

cated action hours currently on the market
have been canceled due to anemic ratings and
a loss of quality time periods to emerging net-
works like The WB and UPN.
Although it had the third-high-
est ratings among the freshmen |
series this scason at a 2.7, Mortal

show supplementary revenue.
There’s a changing of the guard in ac-
| tion-adventure hours this year, marking the

| biggest single-season exodus of weeklies.

Retiring are top-ranked Star Tiek: Deep
Space Nine from Paramount and Hercules:
The Legendary Journeys (Studios USA).
The latter wraps with an eight-episode run

ACTION-ADVENTURE MELTDOWNS

Cancelled syndicated series this season
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‘98 Ad Revenue % Change

XM), $50 million each; Clear Channel

Kombat had most recently posted @ | Program (Distributor) Rating (in millions) From'9

Communications, $75 million; and a pri- 2.1 rating during the May 1999 | star Trek: Deep Space Nine (Paramount) 4.4 $42.2 3%

vate investment group, also $75 million. swecps (see chart). Apparently, the | Hercules {Studios USA) 35 352 +3%
Even competitor CD Radio, which ratings drop-off was enough to con- | Mortal Kombat (Warner Bros.) al A
| P b : g % g ; The Crow: Heaven (PolyGram) 1.9 2.2# first year
announced a new content deal with vince Warner to cease the syndicat- | Nightman (Tribune) 1.8 14.2 +283%#

! National Public Radio to provide pro- ed run next scason. However, | Viper (Paramount) 1.6 1.5 -5%

. h .. . Highlander: The Raven (Rysher) 14 3.8# first year
gramming for two of CD’s 100 planned Warner officials privately con- | syeciar op Forces (Rysher) 14 36#  first year
channels, was impressed with XM’s ‘ firmed talks with corporate sibling | Air America [Pearson) 13 NA first year
new financing. “Fantastic,” said David Turner Network Television to con- | Acapulco HEAT (Westorn Int') e iy L

Margolies, CD Radio chairman, who
positioned XM’s capital infusion as a
plus for an emerging business that
should easily accommodate two players.
The deals go beyond just dollars. XM
is salivating over DirecTV’s experience
in marketing satellite services direct to
consumers, especially its backroom
operations, such as customer service.
Eddy Hartenstein, DirecTV president,
\ said XM will give DirecTV “a new dis-
tribution outlet” as well as opportunities
‘ for cross-promotion. —Katy Bachman

tinue its run of original episodes.
PolyGram officials, at last week’s |
Promax convention in San Francisco,
also confirmed that The Crow has
been grounded. A representative for Poly-
Gram said Universal Television Group, which
recently acquired the independent distribu-
tor, determined that the show’s ratings made
it “cconomically unfeasible to continue.”
However, Universal has greenlighted the
January 2000 rollout of Toral Recall 2070.
Like MGM’s Stargate: SG-1 and Outer Lim-
its series, a shared cable window with pre-
mium cable net Showtime is providing the

through the November 1999 sweeps.

#=revenue for September through December only NA=not available
Sources: May 1999 Nielsen Syndication Service (aggregate average house-
hold ratings); Competitive Media Reports, January-December 1998 and 1997

\ Distributors aren’t daunted. Nine new ac-
| tioners are lined up for next season: Batile-
- dome (Col. TriStar), Relic Hunter (Para-

mount), Beastmaster (Tribune), The Lost
| World (New Line TV), Peter Benchley’s Ama-
| zon (Eyemark), The D.R.E.A.M. Team (BKS
| Ent.) and Jack of All Trades/Cleopatra 2525

(Studios USA). The last pair replaces Her-
‘ cules’ time siots beginning January 2000. W
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The PGATOUR is experiencing unprecedented growth, which translates
into growth and opportunities for all of our corporate partners:

Popularity of golf has never been greater; more than 100 million fans in U.S. alone
Television coverage is up 20% over prior year
Network ratings are up | 1% over the past two years
International TV distribution has expanded to more than 140 countries worldwide
Attendance has increased |5-20% over the past two years
Prize money is higher than ever before
«  Charitable contributions are apprmaching $500 million
TOUR stars of all ages appeal to pzople of all ages

(Sources: ESPN Chilton Sports Poll; Nielsen Research)
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“Canon has been associated with the PGA TOUR since
1985 when we began sponsoring the Canen Greateyr Hartford
Open. This relationship has epened a valuable channel
of ccmmunizations with our customers and enakled Caron
to effectively reach its target audience.”

Kinya Uchida, President and CEQ
Canon USA

“Partnering with the PGA TOUR allows Anheuser- v T f"*w"‘ T

Busch to corvey our leadership position ta a worldwide } ,ﬂ ‘J‘H‘LLU R
audience and cnables us to introduce our message to ~
the growing TOUR fan base, as well as reach one of our key densographic targets.”

Tony Ponturo, Vice President, Corporat: Media and Spores Marketing
Anheuser-Busch

“Initially we weren'’t sure how beneficial a golf partnership would be. But after the
initial meeting, we saw how our association with the PGA TOUR could
help us build our brand and reach our target audience.”

Alan Martin, Chief Marketing Officer
Southern Company

CharlesSchwab

“The PGA TOUR has provided a magnificent platform for Schwab to
demonstrate the innovative products and services that are quickly making
us the most powerful financial services brand in the world. We have found
the TOUR tc be a very effective vehicle in reaching and convincing our
target audience.”

Len Shor, Executive Vice President, Advertising & Brand Management
Charles Schwab & Co.

() HEALTHSOUTH,

“As the only health care company with facilities in all 50 states,
HEALTHSOUTH Corporation sees the PGA TOUR as a great platjorm
Sor us to showcase our sports medicine services to the whole country.”

Richard M. Scrushy, Chairman of the Board and CEO
HEALTHSOUTH

“We have enjoyed working with the PGA TOUR to design progranis
that effectively reinforce MasterCard’s brand position among consuniers,
as well as establish business building and card usage opportunities for
our members and merchants.”

Alan Heuer, Sertior Executive Vice President
MasterCard International



We offer a variety of business building opportunities including event title sponsorships,
official TOUR sponsorships, customer entertainment opportunities, retail licensing
and much more. In addition to the PGA TOUR, SENIOR PGA TOUR and NIKE TOUR,
we provide a wide range of TOUR businesses to meet your growing needs.

(P OM
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THESE GuUuys ARE GOOD’

PGA TOUR, Inc.
Marketing Department
110 PGA TOUR Boulevard © Ponte Vedra Beach, Florida 32082
phone 904.285.3700 = fax 904.273.3512 * e-mail golfbiz@mail.pgatour.com
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Shops See Missing Hits

Media buyers: Fall shows better than 98 but not good enough |

NETWORK TV / By John Consoli

hough television media buyers believe
this coming fall season’s prime-time
network TV lineup is stronger than last
fall’s, they’re predicting that ratings and
audience share will continue to decline.
Several agencies begin issuing reports this
week, all of which essentially forecast the fol-
lowing: The six networks will cumulatively
drop two audience share points during the
first four months of next season, from 57 to
55, while the Big Four networks share points
will decline from 53 to 50. In households,
NBC is expected to drop two share points
from 16 to 14; ABC is projected to decline a
point from 15 to 14; CBS (15 share), Fox (11),
WB (5) and UPN (4) are all expected to
maintain the same shares as this past season.
“In the name of stability, the networks are
going to sit on their hands and watch their
audiences erode because they haven’t got
enough fresh ideas to reverse declining audi-
ences,” said Lee Doyle, exec vp and co-media
director of Ammirati Puris Lintas.
Campbell Mithun Esty’s chief broadcast
negotiator, John Rash, said that while some

of the new shows will be renewed, there are |

no breakout hits. “Most of the networks’ new
offerings and their rescheduling of returning
programs are more of a defensive strategy
aimed at not losing any more viewers than a
strategy to regain lost viewers,” Rash said.
Buyers agreed that while WB and Fox
have the most promising fall offerings, NBC
is again expected to be tops in the 18-49

demo. NBC should garner a big lead among |

women 18-49, but Fox, based on a strong
showing among men in that demo, is expect-
ed to offer a serious challenge. ABC, agency
execs predicted, will narrow the 18-49 gap
between itself and Fox. “NBC will lead the
way among women 18-49, but we see a virtu-
al three-way tie between ABC, Fox and NBC
among men 18-49,” said Steve Sternberg,
senior partner at TN Media.

TN Media predicted that Fox’s Time of
Your Life with Jennifer Love Hewitt has the
best chance at success, followed by ABC’s
Oh Grow Up, WB’s Roswell, Fox’s half-hour
version of Ally McBeal, WB’s Angel and
NBC’s sitcom Stark Raving Mad.

BBDO manager of broadcast research
Mike Greco was optimistic about NBC’s
West Wing, WB'’s Roswell, Fox’s Harsh Realm

and its Sunday sitcom Malcolm in the Middle. |

http://www.mediaweek.com

Western Initiative Media picked Stark
Raving Mad and West Wing, ABC’s Once and
Again and CBS’ Now & Again as the new
shows that will get the largest audience
shares. Promising shows on the more limited-
reach WB, Western predicted, include Safe
Harbor, Angel and Roswell.
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CRAIG BLANKENHORN/EOX

Thumbs up: Agencies like PO5 spinoff
Time of Your Life with Hewitt.
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Rash likes the chances of NBC’s Third
Watch and Cold Feet, ABC’s Once and
Again, and several WB shows: Jack & Jill,
Safe Harbor, Angel and Roswell.

Some of the shows will do well because of
audience flow, buyers said, particularly WB
shows like Safe Harbor (which follows 7th
Heaven), Angel (following Buffy, The Vampire
Slayer) and Roswell (following Dawson’s
Creek). Stark Raving Mad is almost guaran-
teed a strong rating, hammocked in the
Thursday 9:30 slot between Frasier and ER.

Agency execs were downbeat about
UPN’s Shasta McNasty, ABC’s Wasteland
and Then Came You, NBC’s Mike O’Malley
Show and Freaks and Geeks, CBS’ Love or

http://www.mediaweek.com

Money, and Fox’s Ryan Caulfield.

One much-hyped show that buyers were
cautious about is NBC’s Third Watch from
John Wells. “It’s stuck in a very competitive
time period” at 8 p.m Sundays, said Greco.
Rash believes its success will be determined by
the amount of direct involvement from Wells.

With Monday Night Football, ABC is pro-
jected to win that night’s ratings battle, but
CBS will win the night after the season, said
buyers. Conversely, they noted, CBS will win
Tuesday nights until ABC’s NYPD Blue
begins airing. Wednesday is seen as a toss-up
between ABC and NBC, with NBCstill
dominant on Thursdays and Fridays, and
CBS still tops on Saturdays and Sundays. B

Original Fare Flourishes

E!, VHI, Food, FX—even Oxygen—up their homemade content
CABLE PROGRAMMING / By Jim Cooper

truggling to distinguish themselves not

only from the broadcast networks but

also their larger cable brethren, sever-

al midsize cable networks unveiled

new original programming efforts last week.
Expanding into original fiction for the
first time, E! Entertainment Television will

produce four made-for-TV movies and a |

series to premiere early next year. E!’s first
original movie will be a wry comedy based
on John Kane’s novel, Best Actress. The
movie, about an overly ambitious actress,
will premiere shortly after the March 2000
Academy Awards. Like Best Actress, E!’s
three other original movies will be themati-
cally tied to and scheduled around major
entertainment-industry events. Each film’s
budget will cost some $3 million to produce.

Es series plans call for 26 episodes of
Hollywood Off-Ramp. The series will focus
on all things bizarre in Hollywood and pre-
mieres first-quarter 2000. “These original-
fiction projects will take our programming
in an exciting new direction by allowing us
to work with scripted material, while still
staying true to our entertainment-industry
niche,” said E! president Fran Shea.

VH1 is developing 20 new series that will
mushroom the network’s annual program-
ming budget to a record $100 million. The
development slate includes VH1’s first-ever
scripted comedies and dramas, plus new talk
shows and animation efforts. The scripted
series include Back in Black, a half-hour
anthology billed as Twilight Zone meets rock
'n’ roll; Planet Rock, a live-action comedy

based on the premise that Earth’s music and
pop culture are really the manipulations of
extraterrestrials; Party at the Greenbergs, a
weekly half-hour comedy focused on a mar-
ried singing duo in the '80s; and Pop Rocks,
a half-hour dramedy dealing with the music
industry through the experiences of a music-
video production company.

VH1’s animated show, The Whitest Man
on Earth, is created by former writers and
editors of the bawdy newspaper The Onion,
with 20th Century Fox. The new slate, which
also includes seven reality/talk shows, four
video-clip shows and two new documentaries,
will premiere on the network in August.

Martha Stewart and Food Network have
signed a three-year production deal that
includes the development of an original
series for 2000 and a package of special
programming from Martha Stewart Omni-
Media to premiere on Food this September.
The latter bundles repackaged food and
entertaining segments from Martha Stew-
art’s syndicated TV show, premiering on
Labor Day at 6 p.m.

FX will continue to target young men with
a new half-hour comedy produced by Howard
Stern. The title of the show and a premiere
date was not known at press time. FX also
last week snapped up off-net product from
sibling company Twentieth Television, such as
Ally McBeal, The Practice and Millennium.

Even Geraldine Laybourne’s yet-to-be
born Oxygen channel announced plans for
an animated prime-time series for women.
Details were unavailable at press time. n
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HARTFORD, CONN./NEWSPAPERS

Courant's Northeast Goes
South for the Summer

*IN AN UNUSUAL MOVE, THE HARTFORD COUR-
ant this fall will temporarily shut down its 17-
year-old Sunday magazine for retooling.
Northeast magazine will
suspend publication Octo-
ber through December,
and the hiatus may contin-
ue into next year, accord-
ing to Courant editor Bri-
an Toolan.

While many newspa-
pers have folded their
unprofitable Sunday mag-
azines or have revamped
them to lure more readers
and advertisers, halting
production for the sake of
a makeover is rare.

Toolan admitted cost-
savings are a factor but
insisted the main reason for the move is to
create “a bigger and better magazine.” The
editor said that only “severe and unforeseen
financial conditions” could keep Northeast
from making a comeback. The magazine’s
staff of nine—headed by editor Lary
Bloom—and others at the paper will be
involved in the project.

“You can see that the magazine has been
subjected to cost-cutting over time—it’s oddly
shaped, too thin, and sometimes it’s a strug-

gle to find it in the Sunday paper,” said |

Toolan, who joined the Courant in 1997 from
The Philadelphia Daily News, where he was
managing editor.

The Courant is tinkering with the magazine |

as the paper’s circulation is in decline. Sunday
sales dipped to 298,143 in the six months end-
ed March 31, compared with 303,670 last fall,

according to the latest Audit Bureau of Circu- '

lations figures. The paper’s weekday reach
dropped to 211,866, from 216,292. Toolan
fears the paper could lose still more Sunday
readers once Northeast is dormant. “I'm hop-
ing they’ll bear with us,” he said.

DEFINING MOMENTS

Northeast is “oddly shaped,”
said Courant editor Toolan.

Fewer and fewer newspapers are produc-
ing money-draining Sunday magazines, as
production costs have soared and advertising
has evaporated. Twenty
years ago, some 60 news-
papers produced their
own Sunday magazines,
but only 15 do today. Part
of the blame goes to
department stores, once
devoted advertisers in
Sunday magazines. As
big retail chains have
consolidated and others
have bit the dust, much
of that business has van-
ished. “The volume of
advertising is not what we
want it to be,” Toolan
says. He hopes the
redesign will attract new business.

“The problem independent Sunday maga-
zines are up against is not lack of editorial
quality or imagination,” says Carlo Vittorini,
publisher of the Sunday magazine FParade,
which is distributed in 335 newspapers
nationwide with a combined circulation of 37

| million. “It’s often more of an economic

problem, where the advertising base has
croded.” Many papers that have folded their
own Sunday magazines have picked up either
Parade or Gannett Co’s USA Weekend,
which is carried by 530 newspapers with a
circulation of 20 million.

Only a handful of newspapers—majors
like The New York Times, Los Angeles Times
and Washington Post—still put out Sunday
magazines. Those that have axed theirs in
recent years include the Miami Herald, Dal-
las Moming News, Atlanta Journal-Constitu-
tion and Louisville Courier-Journal. The Her-
ald’s Tropic magazine reportedly lost some
$2 million a year before the plug was pulled,
while the Moming News’ Dallas Life also suf-
fered seven-figure annual losses.

When asked how the Courant supports a
Sunday magazine while other, much-larger
newspapers have thrown in the towel, Toolan
pointed to Connecticut’s well-to-do, well-
educated demos: “There are dynamics here
that make us continue to fight the good fight
of the Sunday magazine.” —Tony Case

MONTGOMERY, ALA./TV STATIONS
Vegas Group Buys, Then
Overhauls ABC Affiliate

*THEY CAME, THEY SAW, THEY SHOOK THINGS
up. A group of Las Vegas-based investors,
Broadcast Media Group, acquired WHOA-TV
in Montgomery, Ala., from Media General on
June 1 and fired an estimated 20 news staffers,
putting the outlet’s local newscast in the dark
for an estimated five months. Also, general
manager Mike Brooks was replaced by Mark
McKay, the former gm at Tyler, Texas, Fox
affiliate KFXK-TV. The personnel cutbacks
surprised WHOA's staff, which had had no
dealings with the Broadcast Media Group
since the deal was first announced six months
ago. “We've been meeting them as they come
through the door,” said one account executive
on the sales staff, which remains intact.

“We're committed to having a first-class
news operation,” Broadcast Media manager
John Kendrick told the Montgomery Advertis-
er. “We plan to make improvements from
stem to stern.” Kendrick did not return calls
from Mediaweek.

“It could be a good thing,” said one local
media buyer. “Advertisers weren’t buying the
news to begin with—it was in a very low
third place.” Three weeks ago, WHOA
began replacing the news with syndicated
fare such as Step by Step and The Nanny.
Any ad inventory purchased before the
takeover was shifted into network news.

When the news returns this fall, it’s possi-
ble that Bob Howell—former lead anchor at
ratings leader NBC affiliate WSFA-TV—may
be part of the picture. Howell, who left WSFA
last fall because “he wanted to do something
more than just the news at 6 and 10 [p.m.],”
according to WSFA gm Harold Culver, has
been working for Broadcast Media as a news
consultant. His non-compete agreement
expires in October. —Megan Larson
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tion, examples and ideas on how
adding Direct Mail to your media mix
can help build your business, visit our
website at www.uspsdirectmail.com

or call 1-800-THE-USPS, ext. DM3197.
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SEATTLE/RADIO
In a Talk-Heavy Market,
KQBZ-FM Seeks “Buzz”

* KOBZ-FM, KNOWN AS “THE Buzz,” is ONE
of more than half a dozen Talk radio stations
in Seattle battling it out for a larger piece of
what is already a pretty big Talk pie—a 21.5
combined audience share in the recent Winter
Arbitrons. Ranked 17th in the market, KOBZ
is the sixth-ranked Talker with a 3.0, lagging
behind its Entercom sibling, number
one-ranked KIRO-AM, Fisher’s Talker and
News/Talker, KVI-AM and KOMA-AM, and
Ackerley’s Sports Talker, KJR-AM, which is
simulcast on KHHO-AM.

Dick Carlson, vp/gm for The Buzz, is bet-
ting the station—the only FM Talker in the
market—can do better with new program-
ming, a callletter switch from KIRO to
KQBZ to go with “The Buzz” name, and a
brasher image. Carlson took his programming
cue from Tom Leykis, the Westwood One syn-
dicated personality who netted The Buzz its
biggest ratings: top ranking in afternoon drive
with a 6.2 overall share; number one among
men 25-54; and tops among adults 25-54.
“Largely, the station was spinning around
him,” said Carlson. “Leykis is a microcosm of
what I want the station to do.”

Not only was the lead-in programming to
Leykis not up to ratings snuff, but it also
attracted a different audience, making for a

RADIO SYNDICATION

' community. “We had a

http://www.mediaweek.com
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tough sale to the advertising

radio station programmed
like a television station,
changing the audience with
every show,” said Carlson.
In late March, popular
morning-drive talker Pat
Cashman was dropped for Mark and Brian, a

syndicated duo show out of ABC’s KLOS-FM |

in Los Angeles. As the poster children for the
station, the two are plastered all over Seattle in
black-and-white transit signs with hot-pink let-
tering promising “Outrageous Talk Radio,”
the station’s new slogan.

The move caused a bit of a stir among loyal
Cashman listeners, who flooded the station
with e-mail and gave the two newspapers plen-
ty to write about. It had little effect.
“Protesters were better telling about the pas-
sion of talk radio and why foreground radio is
so effective,” noted Carlson. Following the
bad-boy duo from 10 a.m. to 1 p.m. is Seattle
local Lisa Kennedy, who might be better
remembered as a VJ on MTV.

Once Carlson decides what he’s going to do
with the 1-3 p.m. slot, he will have changed all
of the station’s programming between S a.m.
and 3 p.m. leading into Leykis. The only other
survivor is Rhona at Night, which airs from 7
to 10 p.m. (see sidebar on this page).

Carlson is optimistic that with the changes
in place, the station will make the top 10 in a
book or two. “In a market that’s going to bill

Rhona Hangs Out Her Shingle

Rhona Raskin may be the Dr. Ruth of the
new millennium. Like Dr. Ruth, but unlike
some other Talkers on the airwaves,
Raskin has real credentials
as a registered clinical
counselor and family thera-
pist. It shows in the careful
way she probes her listen-
ers’ problems, which usual-
ly involve their lives, loves
and, yes, sex.

“This isn't for stodgy
AM Talk stations or sta-
tions targeting older
demos,” said Phil Barry,
vp/general manager, Jones
Radio Network. Airing from
11 p.m. to 2 a.m. Eastern time, Rhona at
Night will be distributed and marketed
by Jones Radio Network and its nation-
al rep, MediaAmerica, through a deal
with Vancouver-based Rogers Broad-

I

Radio therapy: Rhona
expands her reach.

casting. Since 1995, Rogers has been
syndicating Raskin in Canada, where
she’s a huge success on 12 Canadian

. stations. In the U.S,, she's
been on Entercom-owned
KQBZ-FM in Seattle for
more than two vyears,
posting a 5.1 among
adults 25-54. Recently,
Raskin's show launched
on KJLL-AM in Tucson,
Ariz., and WLMI-FM in
Roanoke, Va.

Raskin has moved
beyond radio. Her syndi-
cated column, “Ask
Rhona,” appears twice a
week in the Chicago Sun-Times. She's
also a featured columnist for Microsoft
Network’s Underwire.com online
webzine for women and MSN's
Women.com site. —KB

Q 9 Outrageous TalkRadio

"3 »

MARKEBRIAN

MORNINGS

more than $200 million, you can do well in the
top 10. My wildest expectation is to make the
top five.” —Katy Bachman

HARRISBURG, PA./TV STATIONS

ABC Affiliate Remakes
Itself in Network's Image

*THOUGH RELATIONS BETWEEN ABC AND ITS
affiliates are at an all-time low, WHTM-TV
in Harrisburg, Penn., is associating itself
more closely with the network with a new
brand identity. After four and a half years
under the moniker “WHTM NewsCenter,”
the Allbritton-owned ABC affiliate returns
to the name it carried for the majority of its
46 years, “ABC 27.”

“Just because you have a fight with your
spouse doesn’t mean you drop the last
name,” said news director Greg Zoerb. “We
have a long-term relationship with ABC—
the marriage made sense.”

A new on-air look will accompany the
name change. Ten years since its last revamp,
WHTM has redesigned and rebuilt its news
set and contemporized the station logo and
other graphics. The whole “bold, big, sharp,
clear” package will debut tonight during the 5
o'clock newscast, Zoerb said.

The decision to rebrand WHTM was
spearheaded by general manager Joe Lewin,
who arrived at the station in January after a
stint in Russia running a start-up TV net-
work. Prompted by Lewin, station executives
began to examine the impact of the “WHTM

| NewsCenter” name on audience recall. Zoerb

said WHTM hired Minneapolis-based Ron
Atkinson & Associates to conduct a 25-
minute phone survey with several hundred
viewers, asking them to define the station. “It
was overwhelming—the ‘27 just exploded.”
said Zoerb. “Even after four years [of
‘WHTM NewsCenter’], that is how we’re
known. That’s who we are.”

Backed by Allbritton’s “sizable invest-
ment,” said Zoerb, the on-air redesign, too,
commenced in January. “I don’t think you
should ever go into a set project thinking that
if you build a bigger, better set you’ll get big-
ger, better ratings,” said Zoerb. “Hopefully,
the new look gives the viewers—especially
new people coming in—the impression of a

Sign of the times: KQBZ's new posterkids blanketed Seattle.
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professional product.”

The ultimate goal, though, is better rat-
ings. WHTM is ranked sccond in households
in Harrisburg-Lancaster-York (market no. 46)
behind perennial ratings leader NBC affiliate
WGAL-TYV. Tribune’s Fox affiliate, WPMT-
TV, follows closcly. At 11 p.m. in February,
WHTM earned a 4.6 rating/21 share among
viewers 25-54 against WGALs 7/33. CBS
affiliate WHP-TV scored a 1.2/6. At 10 pm,,
the Fox affiliate’s newscast earned a 3/8.

With the project wrapped, the news tecam
is breathing a sigh a relief. For the last three
weeks, they worked in an un-air-conditioned
dance studio across the alley from the station.
“We physically had to pull cable across the
alleyway, roll the cameras across, pay to have
separate lights strung and bought a bunch of
fans,” Zoerb said. —ML

LOS ANGELES/CABLE TV
Fox Sports, Marcus Do Battle

*AT LOGGERHEADS OVER AFFILIATE-FEE
rates, Fox Sports West and Fox Sports West 2
stopped stopped sending their signals to Char-
ter Communications’ cable systems in the Los
Angeles area just over a week ago.

The two channels went dark in about
90,000 Marcus cable homes the first weekend
in June just as the L.A. Dodgers and Anaheim
Angels were starting an inter-league series.
Charter, which completed its purchase of
Marcus earlier this year, does not want to pay
the higher affiliate fees Marcus was paying.

In the last three months that Marcus has
paid the lower Charter fee, Fox has been
shortchanged “six figures,” estimated Fox
Sports representative Vince Wiadika. Fox will
only return the programming if Marcus/Char-
ter agrees to renegotiate a new contract, which
it has not yet done, Wladika added.

Initially, Marcus accused Fox of atlocat-
ing part of the operator’s fee to pay for
broadcast rights to the Los Angeles
Dodgers and the NFL. “We don’t think it is
in the customer’s best interest to subsidize a
broadcaster’s lack of fiscal responsibility in
bidding for rights to air sports events,” said
Tim Belcher, regional manager for Marcus
Cable-California.

“If Charter really believes that we’re so
desperate as to have them shoulder the entire
Super Bowl and the NFL contract on them,
boy, 1 want to know what they’re smoking,”
retorted Wladika.

In a later statement, Charter said Fox
turned off its sports nets after the operator
announced it would no longer carry Fox’s FX
network on other cable systems. In response to
those charges, Wladika said Fox will “look at
legal options for possible libel.” —Jirn Cooper

MARKET PROFILE

Nashville
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BY MIRA SCHWIRTZ2

ven before Uncle Jimmy Thompson

won Nashville’s first fiddling contest

in 1925, the city was inextricably

linked with country music. Nashville’s

Grand Ole Opry has showcased country for

decades, playing host to many network and

nationally syndicated radio and television

shows, and the city’s numerous recording stu-

dios earned it the handle Music City USA. In

recent years, Opryland USA has become one
of the South’s most popular theme parks.

Today, country music is not the only major

industry in fast-growing Nashville. The capital

of Tennessee is home to the sprawling head-

quarters of Thomas Nelson Publishing, the

world’s largest English-language publisher of

Bibles and inspirational books. There’s also
the nearly complete new stadium on the east
bank of the Cumberland River, which will be
the new home this fall of the NFLs Tennessee
Titans (formerly Houston Oilers). The Nash-
ville Predators, another of the market’s four
prosports franchises, joined the National Hock-
ey League last winter, playing in a sparkling
new downtown arena. Even General Motors’
mammoth Saturn car plant, built south of
downtown several years ago, is an appropriate
emblem of the new Nashville.

The capital of country music, a government
center, a manufacturing base, a sports mecca
and the buckle of the Bible Belt—the millen-
nial Nashville is any and all of these. It’s also
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| fast becoming a hub of high-tech (one exam-

|
|

ple: Dell Computer is completing construction
on a new plant set to open this fall). Nash-
ville’s strong banking and healthcare indus-
tries also help make the city the heart of Ten-
nessee’s economy.

Not surprisingly, population growth has fol-
lowed in line with commercial development.
The Nashville area attracts 5,000 to 6,000 new
residents every year, an influx that has altered

Scarborough Profile

http://www.mediaweek.com

the city’s culture from an archetypal, down-
home Southern burg to a cosmopolitan center
of the New South. “The market has really
grown—you’re not finding the homegrown
people here anymore,” says Sandra Gregg,
vp/media director at Nashville agency Frank,
Best & Ingram. Residents of six or seven years
are now considered “natives,” Gregg notes.
Nashville’s changing population is having a
noticeable affect on how local TV stations cov-

Comparison of Nashville
To the Top 50 Market Average

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HH1 $50,000+

College Graduate

Any Postgraduate Work
Professional/Managerial
Blue Collar

African American
Hispanic

MEDIA USAGE

Read Any Daily Newspaper - (Average Issue)
Read Any Sunday Newspaper - (Average Issue)

Total Radio Average Morning Drive M-F
Total Radio Average Evening Drive M-F
Total TV Average Early News M-F

Total TV Average Prime Time M-S
Watched A&E past 7 days

Watched BET past 7 days

Watched CNBC past 7 days

Watched CNN past 7 days

Watched The Discovery Channel past 7 days

Watched The Disney Channel past 7 days
Watched E! past 7 days

Watched ESPN past 7 days

Watched The Family Channel past 7 days
Watched fX past 7 days

Watched The History Channel past 7 days

Watched The Learning Channel past 7 days

Watched Lifetime past 7 days
Watched MSNBC past 7 days
Watched MTV past 7 days
Watched Nick at Nite past 7 days
Watched Nickelodeon past 7 days
Watched Sci-Fi Channel past 7 days
Watched TBS past 7 days
Watched TNN past 7 days
Watched TNT past 7 days
Watched USA past 7 days
Watched VH1 past 7 days

Watched The Weather Channel past 7 days

HOME TECHNOLOGY

Owns a Personal Computer

Accesses Internet/ WWW

Shops Using Online Services/Internet
Connected to Cable

Connected to Satellite/Microwave Dish

*Respondent count teo small for reporting purposes

Nashville
Top 50 Market  Nashville Composition
(Average %) Composition % Index

32.6 32.4 99
39.8 40.1 101
27.6 27.6 100
38.7 27.7 71
12.4 9.6 77
104 9.1 88
221 20.2 91
22.2 28.0 126
12.3 104 84
1.7 & ¥
57.9 42.5 73
67.8 52.0 77
25.5 23.6 93
18.6 16.4 88
28.9 35.7 123
39.6 40.6 103
36.6 33.0 90

7.8 7.4 94
19.1 18.1 95
38.6 40.6 105
40.2 45.3 113
18.1 22.1 122
13.6 9.5 70
31.7 36.7 116
23.4 31.4 134

9.2 115 125
19.6 19.8 101
19.9 17.9 90
24.0 24.7 103

9.2 71 77
17.3 14.0 81
16.0 17.6 110
17.0 17.7 104
12.2 10.8 89
30.1 41.9 139
18.8 34.8 185
32.3 34.5 107
31.3 38.5 123
15.2 14.0 92
37.4 46.6 124
46.9 44.4 95
39.8 29.8 75

8.5 6.3 74
69.0 62.3 90
10.2 20.6 202

Source: 1998 Scarborough Research Top 50 Market Report (Release 2 1998, 12-month database)
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er the market, Gregg says. “It’s hard for the sta-
tions to hang on [to what they have done in the
past] because the market has changed,” she
notes. “We’re no longer creatures of habit,
because we’re different creatures.’

The most significant changes in the coun-
try’s 30th-largest television market are coming
from two nascent networks, media buyers say.
The launch last summer of PaxNet (on the net-
work’s owned-and-operated WNPX-TV) is
already “getting some numbers” in the strong
family-values market of Nashville, notes Judi
Barnes, owner of Advertising Consultants.

Also making an impact is WB affiliate
WNAB. Purchased from a local owner by Los
Angeles—based Lambert Communications in
May 1998, the station is using the WB’s net-
work schedule to attract strong viewership in
the younger demos. “[This] market is primed
for programming serving the 12-34 demo-
graphic—I think it’s been especially under-
served in this market,” says Scott Piper,
WNAB local sales manager.

Buyers say that a new sales team is helping
fuel WNAB’s momentum. “They recruited
people from Fox [Sinclair Broadcasting—owned
WZTV-TV]...and that’s helped,” says Gregg
of Frank, Best & Ingram.

WZTV is also under new management,
having been acquired last summer by Sinclair.
As part of that deal, Sinclair also operates
Nashville UPN affiliate WUXP via a local
marketing agreement. WUXP has experienced
solid growth in early-access and fringe time
periods over the last year. Between 5 and 6
p.m., the station’s syndicated programming is
up an average 1.5 ratings points. And WUXP’s
6:30 p.m. airing of Wheel of Fortune enjoyed a
2.6-point gain in the May sweeps over the same
period last year.

WZTYV has also seen a small rise in its
fringe and early-access ratings. But after a
jump of 2 share points among viewers18-49 in
May 1998, WZTV’s prime-time ratings were
flat during last month’s sweeps. WZTV’s 9
p.m. newscast earned a 3 rating among viewers
18-49 in May, a number that programming
director Bill Zuckerman expects will rise once
the station’s personalities develop a following.

Buyers in Nashville say the growth of the
PaxNet, WB, Fox and UPN outlets is having
an impact on the market’s two television
titans, Meredith Broadcasting NBC affiliate
WSMV and Landmark Communications’
CBS outlet WTVE.

The stations have been in a battle for the top
spot in local news for several years. The May
sweeps brought another turnaround: After slip-
ping to No. 2 in February during the 6 and 10
p.m. news, WSMYV rose up and topped WTVF
in household share during both newscasts.
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Newspapers: The ABCs

Daily
Circulation
Cheatham County: 12,200 Households
The Tennessean 1,822
Davidson County: 223,700 Households
The Tennessean 83,724
Dickson County: 15,400 Households
The Tennessean 2,774
Sumner County: 44,600 Households
The Tennessean 11,268
Robertson County: 18,600 Households
The Tennessean 3,169
Rutherford County: 59,200 Households
The Tennessean 11,353
Murfreesboro Daily News Journal 15,615

Williamson County: 39,400 Households

The Tennessean 18,040
Wilson County: 29,300 Households
The Tennessean 8,193

Source: Audit Bureau of Circulations

Buyers note, of course, that the more
important measure is which station ends up
winning the May sweeps news race among the
25-54 adult audience, information that will be
available in late June from Nielsen Media
Research. WSMYV is generally considered the
newscaster for the market’s older viewers; the
station has older anchors and a softer focus on
news. “It’s warm-and-fuzzy stuff,” Advertising
Consultants’ Barnes says of WSMV’s news.
“IWTVF] is more tabloid news.”

In the mornings, WTVF is the longtime
leader with its package of local news from 5 to
7 a.m. followed by a hybrid of national and
local news called News Channel Five This
Morning from 7 to 8 a.m. WTVF has been
tops at 7 a.m. for the last 16 ratings periods,
according to Mark Binda, the station’s pro-
gramming director.

While new prime-time programming op-
tions from smaller networks are reshaping
Nashville television, the market’s radio busi-
ness has been shaken to its foundations by a
whirlwind of format changes over the past
year. The upheaval all started with a big switch
last year by former Adult Contemporary sta-
tion WLAC-FM. The outiet, owned by Chan-
cellor Media subsidiary Sea Star, relaunched
itself as Classic Rocker WNRQ-FM. The
WLAC flip “did such great numbers, it started

over to a “Groovin’ Hits,” Motown-flavored

Sunday Daily Market Sunday Market format that surprised many listeners. “It’s a lit-
Circulation Penetration  Penetration tle bit radical for this market,” Lawson says.
t | Although WGFX has yet to see a full
Arbitron report for its new format, program-
3.921 19 32.1% ming director Kidd Redd says listencrs have
‘ made it clear they like the fresh sound.
121,560 37.4% 54.3% “We’ve had a very positive response on the
| street and are confident we’ll be getting good
| numbers,” Redd says.
5,412 18.0% 35.1% | The market’s format repercussions con-
| tinued in April as Dick Broadcasting’s Alter-
‘ native Rocker WKDF-FM hired popular
20,545 25.3% 46.1% local country personality Carl P. Mayfield for
its morning show. The day after the Mayfield
‘ hire, WKDF startled the market by changing
S8 Wk el its format to country, making the station the
| fourth stick in an already crowded format.
20,209 18.8% 38.1% | Even in Nashville, four country stations
18,682 26.4% 31.6% might be too much of a good thing. Only days
after WKDF flipped on its format switch,
| “Power Country” station WZPC-FM ran for
26,932 45.8% 68.4% cover and changed over to Alternative Rock.
Calling itsclf “The Buzz,” Cromwell Group’s
‘ WZPC is filling in the Alt-Rock void left
14,538 28.0% 49.6%

vacant by WKDF and the switch last Decem-
ber of another “new music” station, WNPL-
FM, to Urban Oldies. WNPL is owned by
Dicky Brothers Broadcasting.

Although all the changes are too recent to
have registered in an Arbitron report, buyers
expect at least two beneficiaries of the moves
will be South Central Broadcasting’s two FMs,
WIXA and WRMX. The Soft Adult-Contem-
porary outlet WIXA and the Oldies station
WRMX took Nos. 4 and 6 respectively in the

a chain of format changes,” says Laramey ‘
Lawson, scnior vp and media director at Gish,
Sherwood & Friends.

Dick Broadcasting—owned rock station
WGFX-FM, hammered in the ratings by the
startup of WNRQ, last December switched

Nielsen Ratings/Nashville TV
Evening and Late Newscasts

Early News

Time Network Station Rating Share

5-5:30 p.m. ABC WKRN 8 15
NBC WSMV 12 23
CBS WTVF 1 VA

6-6:30 p.m. ABC WKRN 7 1

6-7 p.m. NBC WSMV 13 20
CBS WTVF 13 20

Late News

9-9:30 p.m. Fox WZrv 4 5

10-10:30 p.m. ABC WKRN 10 16
NBC WSMV 14 23
CBS WTVF 14 23

Source: Nielsen Media Research, Fehruary 1999

— P N ———— — —

PAGE 27



PAGE 28

http://www.mediaweek.com

June 14, 1999 MEDIAWEEK

most recent morning-drive ratings (see Radio
Listenership chart on this page). South Central
sells the two outlets in tandem, making their
combined morning rating of 11.9 the second-
highest audience share in the market. (Nash-
ville’s top morning station is Sea Star’s coun-
try-formatted WSIX-FM.)

Now that its former AC rival WLAC has
become rocker WNRQ, WJXA hopes to grab
even more listeners, said Steve Edwards, the
station’s general manager. WJXA is already
the market’s top station with women 25-54.

Nashville’s cable subscribers are also
primed for some local programming changes.
This fall’s planned startup of a new Turner
Broadcasting regional channel will include a
Southern cooking show called Southern Liv-
ing. Advertisers say the show should do well
in Nashville, where a Sunday-evening cook-
ing and outdoor show hosted by WSMV
weatherman Bill Hall is very popular.

Other local cable programming includes
Sports South, the Atlanta-based regional net-
work that features extensive coverage of col-
lege football games.

The market’s cable subscribers are served
by Intermedia, a subsidiary of AT&T Broad-
band’s TCI Media.

Nashville’s focal print media does not rival
the content choices offered by broadcasters

| OWNER

 Dicky Brothers Broadcasting 1AM
2FM
South Central 2FM

- Tuned In Broadcasting 2FM
Gaylord Broadcasting 1AM

! 2FM
- Sea Star 1AM
4FM

| Cromwell Group 2FM
' Dick Broadcasting 2FM
| Reach Satellite 2FM
' Great Southern 2AM

Avg.
Stations gh

and cable. After a long battle to
sustain its afternoon edition, the

Radio Listenership

privately held Nashville Banner Avg. Qtr.-Hour Share

folded in February 1998. Since Moring  Evening

then, the traditionally liberal STATION FORMAT Drive, 12+ Drive, 12+

morning paper, Gannett Co.’s

Nashville Tennessean (weekday WSIX-FM Country 12.8 13

circulation 191,081, according to WNRQ-FM Classic Rock 8.2 78

the Audit Bureau of Circulations

has tried to absorb some of its for? il s i s

mer competitor’s conservative WSM-FM Country 6.7 10

editorial perspective. WJXA-FM  Soft Adult Contemporary 6.6 6.0
The Ténnessean and the Banner

had operated since the 1930s under WRVW-FM  Hot Adult Contemmporary 6.1 6.9

a joint operating agreement, shar- WRMX-FM Oldies 5.3 1.2

ing business functions including WWTNFM  News/Tall/Sports 50 49

advertising and circulation. Hoping

to win over some of the Banner’s WLAC-AM  News/Talk/Sports 29 4.7

loyal readers, the Tennessean has WSM-AM Country 29 2.2

added the Banner’'s comics and
some of its op-ed columnists, in-
cluding conservative George Will,
and hired some longtime Banner
reporters.

The Tennessean “has shown some move-
ment toward the center,” says Edward E Jones,
the Banner’s last editor.

While Nashville has become a one-newspa-
per town, the city’s magazine scene is opening
up a bit. This fall, Atlanta-based DP Publish-

Qtr-Hour  Revenue Share of
are (%) {in Millions) Total
134 $2.8 4.4%
12.8 $7.8 12.4%
1.7 $2.0 3.2%
14.5 $11.6 18.4%
28.6 $24.8 39.3%
3.1 $2.1 3.3%
1.2 $10.0 15.9%
1.0 $0.5 0.8%
1.0 $0.5* 0.7%

Includes only stations with significant registration in Arbitron diary returns and licensed in Nashville or immediate area

itable for one station
Ratings inf provided by Arbi
a . e ion provided by BIA B

Fall 1998 book
h, 1998

Source: Arbitron, Fall 1998 Radio Market Report

ing is planning to launch Nashville Citymag to
join an array of local business and leisure mag-
azines. The new lifestyle title, to be published
eight times a year, is the second city publication
for DP, publishers of Atlanta Citymag.

The company chose Nashville because of
its healthy economy, says Shawn Copeland,
publisher of the Nashville edition. “We were
looking for other Southeastern cities that were
enjoying the same flourishing [as Atlanta] on a
smaller scale,” he says. Nashville Citymag will
have a total circulation of 50,000, both con-
trolled and paid.

Other local publications in Nashville in-
clude the weekly In Review, published by Lyle
Media, and the monthly Business Nashville,
published by Eagle Communications. /n Re-
view has a circulation of 30,000, Business
Nashville 15,000. And the Nashville Business
Journal, owned by American City Business
Journals, has a weekly paid circ of 6,727.

One other publication of note is City Press
Publishing’s The Nashville Scene, a widely
read “insider” guide to business and politics
that also features entertainment listings. The
55,000-circulation newspaper is targeted at
readers 28 to 50 years old and is considered by
many to have a younger attitude than the Ten-
nessean, says Pat McGee, ad director at Dye,
Van Mol & Laurence. The Scene “is a little on
the edge,” he says.

In outdoor, Nashville is served primarily by
3M National. Heavily billboarded interstates
that pass through the city are I-24, 1-40 and I-
65. Arteries feeding into the interstates, includ-
ing Briley Parkway and Elmhill Pike, are also
prime thoroughfares for outdoor boards. W
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One step ahead

It all started with a challenge. Bill Gates, a forward
looking guy if there ever was one, was sitting with the CEO of Com-
cast, Brian Roberts, at a dinner two years ago, complaining that it
was taking way too much time for cable operators to upgrade their
systems. Well, invest some money, said Roberts. That might get
things moving. And Gates, never one to do things on a small scale,

put $1 billion where his mouth was.
Who knew it would be a drop in the bucket compared with what
other major investors would be doing just a year later? By 1998,
Gates’ former Microsoft partner, Paul Allen, was

— on a buying spree. Envisioning a wired world,
y Allen’s company, Vulean Ventures, has paid more
-~ than $15 billion for all or part of at least seven
- cable companies in the past year. Of course, that
% pales in comparison to AT&'T, which in the past
':_"‘ Bd“m"s n"le year has spent over $100 billion for TCI and

MediaOne.

Allen’s vision of a wired world is happening
sooner than anyone expected, writes Jim Cooper in “Come Togeth-
er.” And those cable companies left standing after the mergers play
themselves out will be able to offer a lot more than The Real World
and The Sopranos.

What’s in it for consumers? In “Attention, Shoppers,” Steven Booth
writes about how improved digital transmissions should increase the
amount of traffic on the Internet, and the instant gratification digi-
tal shopping will bring, especially for items like music, which will be
easily downloadable.

But for now; cable is still about content. In “Our Town,” reporter
Megan Larson looks at how 24-hour regional cable news services are
taking a bite out of local network news. And Jim Cooper examines
why cable programming is becoming more provocative.

It’s all about trying to stay one step ahead of the competition.

Patricia Orsini
Editor, Special Reports
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ust a few months ago, it seemed as if
~ the cable TV industry was facing

- Armageddon. Although federal reg-

~ ulations on cable and its pricing pat-

. terns were lifted March 31, Con-

gress moved with relatively lightning speed

to push through a satellite viewer act that

would result in tough competition for cable
providers.

Well, we know from fairy tales, if it
looks too good to be true, it probably is. The
House of Representatives and
the Senate are now mired down
with dueling versions of satellite
reform legislation, and there
does not seem to be a quick reso-
lution on the horizon, according
to lobbyists and sources on the
Hill.

The reason may be partly due
to misperception. Congress (and
the mainstream media, the
White House, various consumer

AsThe

and Senate bills don’t mateh, and aren’t
likely to assuage some DBS operators that
appear to broadcasters and cable to want a
free lunch.

Rep. Billy Tauzin (R-La.), chairman of
the House Telecom Subcommittee,
changed the language of his committee’s
bill after Ergen expressed concern over
whether DBS operators must agree to
retransmission consent (either they pay or
pay “in kind” for retransmitting affiliate
signals).

This change put the National Associa-
tion of Broadcasters on red alert. As far as
it is concerned, according to industry lob-
byists, this represents a blatant attempt by
Ergen et al. to get the value of local affili-
ate channels (for which they can charge

atellite Turns

Is DBS getting a free ride?

By Alicia Mundy

groups, and even some veteran lobbyists)
believe that the cable commissars have a
lock on the greed factor. The facts, howev-
er, indicate that they are not alone,

No sooner had the two houses of Con-
gress met to push through satellite bills in
the two respective commerce committees
in April than DBS operators, led (accord-
ing to broadcast lobbyists) by Charlie
Ergen of Echostar, began tinkering with
the agreements. The result? The House

customers) while paying the networks and
affiliates nothing.

Says one NAB official: “It’s not that we
want payment in kind, necessarily, but
there has to be some quid pro quo—and
that’s not in the Tauzin bill. Without that,
we object.”

A spokesperson for Echostar said that
Ergen did not object to some kind of “pay-
ment” for transmission rights. But, she
said, “We don’t want to be discriminated

CABLE June 14, 1999

against. We want a level playing field.”

A Senate staffer disagrees: “DBS
doesn’t want a level playing field. They just
want an open field.”

What he meant was that in addition to
objecting to retransmission consent, Ergen
opposes must-carry, (which would make
satellite subject to the same rules as cable,
which must carry local TV signals) and has
been lobbying the Hill against it.

This move has really ticked off the
National Cable TV Association. Under the
existing cable bill, cable operators get a
choice: either they carry everything, or
they pay for retransmission. It was only
reluctantly that the lobby and its president,
Decker Anstrom, agreed to allow DBS
operators two years to “phase-in” must-
carry. At the end of that time, DBS opera-
tors would have to transmit all broadcast
channels for their areas. It was a major
concession on the part of Anstrom, who
wanted to show Congress that his opera-
tors would not stand in the way of video
competition.

Now Ergen is apparently against the
must-carry rule and phase-in time.

On the Senate side, John McCain (R-
Ariz.), chairman of the Commerce Com-
mittee, produced a bill that would grand-
father the rights of almost 2 million
satellite subscribers to continue receiving
distant local stations without having to
prove that their reception of local affiliates
signals was substandard.

This has been a sticking point for the
NAB, driving some of its supporters to pri-
vately roll their eyes, noting the obvious:
Most people would prefer to get their local
affiliates.

But if DBS providers, having been given
the right to transmit local into local, avoid
doing so except in major markets, will rur-
al subscribers, for example, ever get their
local stations? Like the NCTA, the NAB is
complaining that DBS is getting a free ride,
instead of a helping hand.

An aide on the Senate Commerce Com-
mittee sighed, “It's so frustrating. We
pushed to get the NAB on board, we
pushed to bring on the cable industry and
this is what DBS gives us back.”

For a while, at least, cable doesn’t have
to worry about paradise lost. Congression-
al conferees will be appointed in the next
couple of weeks. They will try to make the
two bills match up so they can go up for a
vote, hopefully sometime before the mil-
lennium. B

QOTTO STEININGER
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the players

nce upon a time, television was

frowned upon by talent who thought

they might have heen too big for the

small screen. With a roster of for-

mer Hollywood “A” list names who

failed to make an impact on TV, including

Henry Fonda, Shirley MacLaine and Faye

Dunaway, the broadcast networks, and

most certainly cable, was the last place an
actor or actress wanted to be.

It was not until the success of a 1993

= \ N .
Big Roles

on the

break the ice, HBO and Showtime dug deep
into their pockets, offering an arena open to
more creative latitude and less creative
interference. Cable ultimately became the
home of more controversial topies that the
networks were afraid to touch.”

One of those projects was HBO’s And
the Band Played On, adapted from Randy
Shilts’ book, which recounts the beginning
of the AIDS epidemic. By attracting some
big name talent—Matthew Modine, Alan
Alda, Anjelica Huston and Richard Gere—
and tackling a controversial topic, viewers
took notice, attracting close to 3 million
homes. Hollywood stars started taking
notice as well, with cable enticing talent,
both in front of and behind the camera,
with an environment of creative freedom.

oM

Shooting for the
small screen:
Even Steven
Spielberg is pro-
ducing for cable.

small Screen

Actors find they can branch out
creatively on cable networks

By Marc Berman

original made-for-TV movie on HBO, Bar-
barians at the Gate, starring James Gar-
ner, that cable TV was regarded as more
than a place for theatrical films and
repeats from broadecast TV.

“Just 10 years ago, cable had a difficult
time getting script submissions and partici-
pating talent,” says Tim Brooks, senior vice
president of research at USA Networks. “To

“Stars go where other stars are,” says
Brooks. “Cable gives them an opportunity
to do projects they cannot do on the net-
work, both creatively and productively.”

While the networks have shied away
from the longer;, epic miniseries of the 1970s
(Roots, The Holocaust, Centennial), Tom
Hanks had no problem brokering a deal
with HBO for last season’s 12-part, Emmy
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award-winning From the Earth to the
Moon. Even mega-director Steven Spiel-
berg is jumping on the cable bandwagon, He
has a commitment with the Sci-Fi Channel
for a 20-hour miniseries called Taken, which
is set to air in third-quarter 2000.

“While lending your name to a project is
clearly a good way to get it off and running,
Spielberg’s name may not mean anything
more than his company producing the show,”
notes Garnet Losak, vice president and
director of programming at Blair Television,
a media representation firm. “Of course, the
20-hour forum Sci-Fi is giving Spielberg to
tell his story is something the broadeast net-
works are unlikely to commit to.”

Another advantage of going the cable
route is the opportunity for international co-
productions, which allow films to be seen
outside of the United States. While a limited
number of these projects exist at the broad-
cast level, several cable channels, including
A&E, Disney, Lifetime, TBS and the Fox
Family Channel are investing in this form of
production. “This set up opens an immedi-
ate distribution channel for a series or tele-
film, whereas a domestic-only project may
struggle to gain a foothold abroad,” says
Dave Walsh. president of Walsh Media, an
entertainment and marketing firm. “It’s
another incentive for cable.”

Cable is rapidly expanding the amount
of original programming it produces. Enve-
lope-pushing series such as Tom Fontana’s
(Homicide) Oz, David Chase’s The Sopra-
nos and Darren Star’s (Melrose Place) Sex
in the City, all on HBO, and Comedy Cen-
tral’s South Park, are programs that,
because of their language and frank con-
tent, could never air on network television.

But it’s not just provocative content that
appeals to actors. Sometimes it is the
opportunity to produce or direct, or to play
a great role. Goldie Hawn produced Hope
on TNT and Jodie Foster produced The
Baby Dance for Showtime. Actors are
being offered some great roles. Consider
Gary Sinese in George Wallace on TNT,
George C. Scott and Jack Lemmon in
Inherit the Wind on Showtime, or Danny
Glover in Buffalo Soldiers on TNT. USAs
four-hour miniseries Moby Dick starred
Patrick Stewart as Captain Ahab. That
movie, which aired in March 1998 averaged
a stellar 8.1 household rating (based on
USA’s universe)—the highest rated cable
entertainment show up to that point.

For feature film stars, then, the small
screen offers big opportunities. ll
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Despite the cost,
some cable networks

are starting to produce
programs in HOTV

By Michael Freeman

: or producers on the cutting edge of dig-

ital television, getting high-definition
' television programming on certain

cable systems is like booking a Broad-

way production of Hamilet for the state
fair circuit. Despite the fact that the tech-
nology has arrived, the audience has not, and
producers and cable distributors will likely
have to wait another five to eight years
before viewers abandon their analog TV sets
for the big-bucks HDTV sets.

Mike Schwartz, senior vp of comniuni-
cations for Cable Labs, a leading associa-
tion representing the nation’s major cable
multiple system operators, may best sum
up the industry’s position on delivering
erystal-clear (HDTV) high-definition tele-
vision signals to the home: “The industry is
definitely interested in delivering a wide
range of choices in terms of Internet, tele-
phony, interactive and high-quality video
services, which is what they will get with

compressed digital signal technology. But
with HDTV sets selling for $5,000-8,000 a
pop today, there is a real question as to
when the ubiquity of high-definition televi-
sion will actually arrive.”

In the meantime, the
cable industry has turned
much of its focus on taking
advantage of the compres-
sion capabilities of digital
to squeeze more channels
and Internet/telephone
services into 750 mega-
hertz of bandwidth on
many of the 200-channel
cable systems emerging
today, thanks to the use of
slightly lower end stan-
dard-definition television
(SDTV) signals.

Nevertheless, there
are a handful of cable net-
works (HBO, Showtime
and Discovery), major
operators (Time Warner
Cable) and direct broad-
cast satellite services
(DirecTV and Echostar)
slowly opening the taps
for HDTV. These compa-
nies see some immediate
promise in marketing to
the  high-end early
adopters who want to see
movies, sports and origi-
nal programming in its
highest-resolution format.

Cultivating reputations as purveyors of
the HDTV movement are Time Warner’s
HBO and Viacom’s Showtime, as well as
Discovery Networks and Disney Co./
Heurst Corp.’s Arts & Entertainment Net-
work and History Channel basic cable
channels, all of which have provided oppor-
tunities for independent producers.

One of the producers at the vanguard of
producing documentaries in an all-digital

HUGO VAN LAWICK/DISCOVERY CHANNEL

HDTV trailblazers:
The Leopard Son
(above) is a
production of the
Discovery network.
Imherit the Wind
was remade in
HDTV and aired on
Showtime last
month.
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format—f{rom shooting on high-delinition
cameras and doing post-production editing in
digital—is Henninger Productions. The bou-
tique production house is just wrapping its
first all-digital program, Escape From a
Living Hell, which was taped on a newly
acquired Sony HDW-700 high-definition
cameorder. E'scape, expected to air on the
History Channel in the first half of 2000, is a
90-minute documentary about prisoners of
war who escaped from internment camps.

Even though the History Channel has
commissioned Henninger to produce an
analog version of the series, Henninger’s
Steven Schupak says the company made
the decision to produce the POW documen-
tary in HDTV as well.

“The advantage of capturing images on
[Sony] HD-CAMs is that [E'scape] will be
future proofed so it holds its shelf life 20 to
50 years from now,” explains Schupak, gen-
eral manager of Henninger Productions and
head of development and distribution. Bill
Howard, director of Escape, says that “by
producing the master in the highest reso-
lution format, we get a program with the
best picture and something that can be
down-converted to the other digital and
analog formats.”

Specifically, Schupak and Howard are
eyeing the opportunity to relicense the
HDTYV master for a higher fee if the Histo-
ry Channel decides to air the documentary
in HDTV at a later date.

MGM Worldwide Television is one of the
trailblazing Hollywood studios. It mastered
its first original film in HDTYV, a remake of
Inherit the Wind starring George C. Scott
and Jack Lemmon. The program pre-
miered last month on Showtime.

Teamed with digital post-production
house LaserPacific Media Corp., MGM
filmed Inherit the Wind in Super 35mm
and transferred raw footage to HD tape,
then edited it and mastered it in the high-
est resolution—1,080 by 1,920-line pro-
gressive (24 frames per second)—format.
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Hudson Hickman, vp of post-production
for MGM Worldwide Television Group, who
was charged with overseeing the precedent-
setting production, notes that all raw pro-
duction dailies were also transferred to
analog tape, from which all offline work was
done on Avid editing suites.

“Once we were able to come up with our
edit decision list [on time-coded software],
we used that for our online editing in
HDTYV,” explains Hickman.

Leon Silverman, executive vp of Laser-
Pacific Media, and Hickman say MGM is
particularly interested in producing original
features and remastering archival library
films in the 1,080p format, which offers six
times higher resolution (or 2 million pixels)
than what current analog TV sets offer.

However, there is still precious little
produced or mastered in HDTV format
that is filtering through the distribution
pipelines controlled by the broadecast net-
works and multiple-system cable operators.

Discovery is commissioning more produc-
tions of HDT'V-based presentations such as
Dracula, which is being produced and mas-
tered in high-definition by Cronkite-Ward
Productions. The network also has HDTV-
produced nature documentaries such as
Niagara Falls and The Leopard Son.

However, those HD titles and other pro-
ductions will be transmitted in 480 progres-
sive digital signals on Discovery’s seven mul-
tiplexed channels, which are technically
defined as standard-definition networks.
Charles Humbard, Discovery’s vp and gen-
eral manager of digital networks and
advanced television, says that Discovery HD
is already being transmitted to national
retailers for in-store HDTV displays. There
are also plans to offer a Discovery HD The-
ater as a weekly showcase for original docu-
mentary productions.

Humbard says Discovery’s emphasis on
multiplexing seven SDTV networks (includ-
ing Discovery Science Channel and Discov-
ery Wings Channel) is based on industry
estimates that 4 million to 5 million SDTV
sets have been bought by consumers nation-
ally. Current sales estimates for HDTV sets
by the Consumer Electronics Manufactur-
ers Association is in the mere 20,000-unit

range and projections are for only 175,000
HDTYV sets—compared to an analog TV
universe of more than 250 million sets.

“We have been one of the leaders in offer-
ing multiplexed SDTV channels, but we're
also going to have the appropriate revenue
stream and distribution platform [on cable
systems]| emerge for HDTV before we offer
a full-time HDTV channel,” Humbard says.

Another critical element in getting
HDTYV rolled out, as Humbard and other
cable network executives note, is dependent
on when most cable systems upgrade their
transmission equipment, lay fiber optic cable
and place digital set-top boxes in sub-
scribers’ homes. So far, it has been a pro-
tracted process that may stretch well
through 2006, according to industry analysts.

Nevertheless, Time Warner Cable and
its sister; HBO, are among those pushing
the technological envelope with HDTV-
grade signals and content. Time Warner is
offering HDTV signals with some cable
systems in New York, Tampa and Orlando,
Fla. Starting last March,
HBO was the first cable
network to offer two full-
time HDTV feeds (East
Coast and West Coast) as
well as 10 different niche-
oriented HBO channels
in SDTV.

The two coastal feeds
in the 1080 interlace sig-
nal, which is also defined
by the Advanced Televi-
sion Standards Commit-
tee as a HDTV signal, has
allowed HBO to offer 45
percent of its motion pic-
ture titles and original movies (shot on film)
in the up-converted format, according to Bob
Zitter, vp of technology operations for HBO.

Meanwhile, Viacom’s competing Show-
time premium network has set its sights on
launching coastal feeds of its primary
channel in first-quarter 2000, and is
already multiplexing eight other SDTV
services (including The Movie Channel,
Sundance Channel and Flix).

Mark Greenberg, Showtime’s executive
vp of corporate strategy and communica-
tions, says the network’s immediate focus is
offering HDTV signals for its movies and
sports, particularly for major boxing events.
For last January’s fight between Mike Tyson
and Francois Botha, Showtime produced a
taped HDTV telecast that was used to
demonstrate the technology to national

The hest way
for consumers
to experience

programming
will be through

services.
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retailers and cable system operators.

The quickest path for consumers to enjoy
the first vestiges of HDTV programming
like that on HBO and Showtime will proba-
bly be with the DirecTV and Echostar satel-
lite services. As a self-described “format
agnostic” delivery system, DirecTV is deliv-
ering SDTV signals for all of its 200-plus
channels and plans to carry HBO’s HDTV
signal in late August. DirecTV currently
counts 4.9 million subscribers, with another
4 million subs expected to be converted after
its acquisition USSB and Primestar,

The initiative that could accelerate
DirecTV’s and Echostar’s push into the
HDTV market is Congress’ passage of the
Satellite Home Viewer Act, which will allow
DBS providers to deliver local TV stations
and distant affiliate signals into each of its
markets—effectively eliminating any sales
advantage cable operators have over DBS.

Stephanie Campbell, DirecTV’s senior
vp of programming, estimates that it could
make the local TV stations’ signal available
in 35 percent of the coun-
try before the end of
2000. However, while
many of the broadcast
stations in the U.S.’s top
markets have been offer-
ing HDTV signals since
November, DirecTV will
still have to negotiate
retransmission consent
like their cable competi-
tors. “We have not even
discussed retransmission
of HDTV yet, but our
ability to offer enhanced
digital television [either
SDTV or HDTV] in an ubiquitous manner
like other broadcasters should have a lot of
appeal [to TV stations],” says Campbell.

DirecTV could also reach critical mass in
offering digital TV service when the four
major HDTV and set-top manufacturers—
Thompson (with brands such as RCA and
Proscan), Mitsubishi (Panasonic), Hitachi
and Toshiba—have signed deals to offer
“DirecTV-ready” receivers built into HDTV
sets going on the market early in 2000.

“We've recognized that it will be a slow
process in ternis of consumer acceptance,
but we will expand our [HDTV] offering as
more sets get into the market,” says Jim
Williams, director of HDTV technology for
DirecTV. “DirecTV has always considered
itself format agnostic, and we’ll follow this
winding road wherever it leads.” B

HDTV

satellite
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ratings

TV Land is gaining viewers on the strength
of favorites such as The Wonder Years.

Cable networks
continue to raise
their ratings

By Marc Berman

n a broadcasting environment riddled

with eroding viewership there is one

large exception to the rule: cable televi-

sion. Clearly, the value of cable televi-

sion has soared, with viewers shifting
from the broadcast networks in droves.

As testament to that shift, the
approximate 25 prime-time house-
hold share networks used as a
benchmark for renewal just over a
decade ago hovers anywhere these
days (among the Big 4) from a 14
to an 18 share. In syndication, the
hefty 11-ish household rating for
King World’s Oprah in the early
1990s is now a 6.4 this season.

“Times have changed,” notes
Garnet Losak, vice president,
director of programming at Blair
Television, a media representation
firm. “Cable is able to provide a
growing outlet for more diversi-
fied, and sometimes more creative,
programming choices.”

While the networks and syndi-
cators fight to stop audience
bleeding, cable continues to
expand.

Based on first-quarter 1999,
the pecking order among the top
rated adult-oriented cable net-
works in prime time remained the
same, with USA (2.6 household
rating) first, followed by TNT
(2.2), Nick-At-Nite and TBS (each
with 2.0) and Lifetime (1.7). Com-
paratively, household ratings for
these cable nets vs. first-quarter
1998 fluctuated by only one-tenth
of a rating point, with three of these net-
works—TNT, TBS and Nick-at-Nite—on
an upward trend. Compare this to year-to-
year network numbers, and stability and
growth are readily evident in the cable are-
na. A secret behind USA’s success is origi-
nal programming fare, with a third night of
fresh programming options (Tuesday) set
to join its schedule next season.

“More and more cable networks are
going the original series route,” says Brad
Adgate, senior vice president, director of
corporate research at Horizon Media.
“While the broadcast networks [with the
exception of CBS] remain infatuated with
trying to reach young viewers, cable offers
a growing landscape of more programming
alternatives for all ages.”

In the top-ranked programming tiers,
the breakdown of male and female viewers
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continues to run rampant on both Lifetime
and Nick-at-Nite, with Lifetime ranked No.
1 across the board in women while missing
the top 10 among men. Nick-at-Nite, the
home of classic hits, ranks fifth overall
among women 18-49, while placing out of
the top 10 in men 18-49. Nick-at-Nite’s sis-
ter channel, TV Land, is notably older
skewing, with its lack of an adult 18-34
audience (0.2) offset by a more potent 0.5
rating among adults 25-54. Both Nick-at-
Nite and TV Land exhibited some house-
hold ratings muscle, with advances of 5
percent and 12 percent, respectively, over
first-quarter 1998. Expanding its week-
night kids’ programming strip to 9 p.m. has
been a positive for Nick.

A&E (1.4) ranks seventh in prime time
among all cable networks in households,
with growth of 8 percent and 17 percent
over first and fourth quarter 1998. Round-
ing out the top 10 list are The Discovery
Channel and ESPN, each with a 1.2
household rating, and three cable net-
works—CNN, TNN and WGN —locked at
a 1.0 rating.

Of these six networks, although ESPN
had the most positive news over the year-
ago quarter (with household rating growth
of 20 percent), the football-fueled fourth
quarter ignited its move to a potent
first-place 2.5. Comparatively, without foot-
ball, this is a loss of 52 percent from the
fourth quarter.

In the news and information category,
CNN leads the pack in prime time, followed
by a stable CNBC (0.7) and a rapidly grow-
ing Fox News Channel (0.6, up 100 percent
from first-quarter 1998). “One of the rea-
sons pointing to cable ratings growth is an
increase in the subseriber base, and the
Fox News Channel is a clear example of
that,” says Adgate.

Elsewhere, without the benefit of any
major breaking news stories in first-quar-
ter 1999, ratings for MSNBC slipped from
a 0.5 in the fourth quarter to a 0.4 in first-
quarter 1999. Headline News also took a
dip, dropping year-to-year from 0.3 to 0.2.
In the world of low ratings, this is a loss of
33 percent.

In the music category, MTV (0.7) and
VH-1 (0.5) remain consistent from fourth-
quarter 1998, with notable growth of 25
percent for VH-1 vs. the year-ago quarter.

Comedy Central, which benefitted last
year from the emergence of South Park,
has remained consistent at a 0.7 household
rating in prime time. E! Entertainment,
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based in part on the growing popularity of
its True Hollywood Stories and Fashion
Review series, picked up one-tenth of a rat-
ing point in prime time (or 25 percent),
with a 0.5 in first-quarter 1999.

Not all results in cable are positive, how-
ever. Two cable nets with significant year-
to-year erosion are the retooled Fox Fami-
ly Channel and FX.

With a 0.9 household rating, Fox Fami-
ly is down 36 percent from first-quarter
1998 (1.4) and, following its relaunch this
past August, off another 10 percent from
fourth-quarter 1998. While this erosion is
something (o note, remember that just one
vear ago this network was the home of 50-
plus programming fare including The Wal-
tons and Dr. Quinn, Medicine Woman.
Patience is clearly a virtue when changing
the identity of a network, and Fox Family
will address its waning delivery by intro-
ducing a mix of seven new series in July,
including animal and magic reality fare,
animation and stand-up comies.

Ratings for FX in prime time have
dropped yeuar-to-year from 1.0 to 0.7. Part
of the reason may be that viewers are tired
The X-Files and NYP’D Blue reruns. To

remedy that, FX will also step into the
original programming fray, led by the just
premiered, male-hosted late night
talk/magazine strip The X Show. Also set
to debut this summer is The Original
Toughman Contest (working title), a week-
ly amateur boxing mateh, and The Dick
and Paula Celebrity Show, FX’s foray into
animation.

“FX’s expansion is more proof of cable
networks going the original series route,”
says Adgate.

Of the lower rated cable nets, Court TV,
which has benefitted with repeat episodes

Biography
(left, featur-
ing Halston)
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Any Day
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of Homicide, was a standout, doubling its
household rating from 0.1 to 0.2 in first
quarter 1999. Look for Court TV to go the
original series route, with three weeklies—
Lords of the Mafia, hosted by Robert
Stack, Anatomy of a Crime (from the pro-
ducers of Fox’s Cops) and Fatal Attraction,
which focuses on sensational crimes.

Bravo, the home of the independent fea-
ture, remained at 0.2 in prime, off 33 per-
cent from first-quarter 1998 (0.3).

On the kids front (based on 7 a.m to 6
p.m.), Nickelodeon remains the place to be
with a hefty, and consistent, 1.7 household
rating. Ratings for Nickelodeon among kids
2-11 (4.0) and 6-11 (2.6) in first quarter
1999 were more than double its nearest
competitor; The Disney Channel.

The news was not rosy for The Disney
Channel, with a year-to-year decline of 23
percent (1.3 to 1.0) in households, and
losses among kids 2-11 (1.9) and 6-
11 (1.1). The Cartoon Network has
narrowed the gap, trailing Disney
by only one-tenth of a rating point
in first-quarter 1999 (1.0 to 0.9) as
opposed to a wider five-tenth mar-
gin in first-quarter 1998. The Car-
toon Network posted a tie with The
Disney Channel among key kids 6-
11. More depressing news for the
Fox Family Channel, which saw
substantial losses among kids 2-11
(0.4) and 6-11 (0.3).

According to the Cable TV
Advertising Bureau, basic cable
this May has reached 22.6 million
households, an increase of approxi-
mately 11 percent from May 1998.
Comparatively, three of the six
broadcast networks were down
May-to-May in households—(NBC
. 13 percent; Fox 9 percent; and
£ UPN 24 percent)—while ABC was

flat, and CBS and the WB were up
1 percent and 3 percent, respectively.

Ten years ago, there were seven cable
networks with at least 50 percent coverage.
Today, there are four times as many cable
nets—28—at 50 percent coverage or above.
With the number of cable networks con-
tinuing to increase, more opportunities
exist for viewers to watch nonbroadeast TV.
Despite cable’s relatively low ratings,
it continues to eat away at broadeast’s dom-
inance. B

Mare Berman is a contributing writer
to Mediaweetk:.
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melogether

As more cable companies merge
More opportunities for consumers arise

By Jim Cooper
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In April, 1997 Microsoft chairman Bill Gates and

Brian Roberts, president and CEO of Comeast, sat next to each oth-
er at a dinner for cable executives hosted by Gates in Redmond,
Wash. By the end of that meal, the cable industry was well on its
way to changing forever the way it does business.

Gates, who complained cable operators were taking too much
time to upgrade their systems, was met with a challenge from
Roberts to invest in cable. “It would make a strong statement,”
Roberts said to Gates.

Ultimately Gates was convinced the white wire in 70 million
homes was the conduit for next-generation media. That includes
telephone service, digital television, e-mail, high-speed Internet
access, interactive programming, e-commerce and who knows what
else. Gates’ response to Roberts’ challenge took the form of a
billion-dollar investment in Roberts’ cable company.

In hindsight, Bill Gates’ billion dollars seems more like an anoint-
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ment than an investment.

At the time, cable stocks had been lan-
guishing for years. There were dozens of
far-flung companies whose vision was lim-
ited to eking out more license fees from
networks while raising cable bills without
drawing the wrath of the Federal Commu-
nications Commission.

Two years after Gates’ com-
mitment, the cable industry is in
a vortex of consolidation and
acquisition driven by the big
plans of outside players such as
AT&T, Gates and Microsoft co-
founder and billionaire investor
Paul Allen.

Large cable companies are
also in the shopping spree, and
Comcast, Cox and Adelphia have
bought, swapped and sold cable
systems at a furious pace. All this
has rocketed cable’s stock prices
as Wall Street finally senses
vision behind broadband manage-
ment, and Washington sees cable
as fostering competition in local
phone access and providing a valuable ser-
vice to consumers.

According to Broadband Daily, a cable
industry newsletter, there have been
20 broadband deals since April 20 valued at
close to $88 billion in all. In May alone
there were 14 deals valued at $22 billion in
all. As a result of these mergers, the top
seven cable companies will serve 95 per-
cent of the nation’s cable homes.

The big fish are getting bigger and the
small fish are facing extinction.

While Gates’ investment was a
flare signaling cable’s new future,
several other catalysts are causing

“Now that they have cycled out of the
regulation, free cash flow has become more
abundant, and companies have deleveraged
their balance sheets and are investing
heavily in new services,” says Fred Moran,
managing director of ING Barings, an
international investment bank.

“AT&T’s and Allen’s rapid search for
systems has accelerated a process that
would have happened anyway and put pres-
sure on the rest of us to do something if we

== Two years

want to stay,” says Michael Rigas, execu-
tive vice president of operations for Adel-
phia Communications. Rigas notes that
Wall Street is increasingly hot for compa-
nies with as wide a footprint as possible.
Expanding that footprint to the point
where it almost resembles the coverage
area of a regional Bell operating company
is a massive outlay. Cable homes, usually
valued at $2,000, are now being bought for
more than $4,000 each. AT&T, for example,

solidation

& after Bill Gates’
investment in
Comcast, the
cable iindustry
is in a vortex of
consolidation.
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paid $4,600 for each MediaOne cable home.
However, the future revenue streams from
these homes could be three or four times
more than a traditional cable bill, and
therefore worth the price.

“With the Internet and the migration to
digital television, the technology is essen-
tially driving a scenario where voice, data
and video are coming together,” says San-
dra Kresch, strategy partner in Price-
waterhouseCoopers’ entertainment and
media practice. “As that happens,
it becomes more important to
become a distributor for all the
possible services so you can gen-
erate maximum revenue from a
variety of different streams.”

“It’s really been in the past
six months that people have said
that these new serviees really do
work,” echoes Dallas Clement,
vice president and treasurer of
Cox Communications.

While Gates may have started
the ball rolling, Allen soon upped
the ante.
Articulating a  strategy
focused on “a wired world,” Allen
and his company, Vulean Ventures, started
to buy cable companies in April 1998 with
a $4 billion deal for Marcus Communica-
tions. Three months later Allen bought
Charter Communications for $4.5 billion.
In January of this year, Allen invested in
part of Intermedia Partners and bought
Helicon Cable Communications in March.
He has also bought both Rifkin Aequisition
Partners and InterLink Communications
for about $1.5 billion.

Allen’s May started with the
acquisition of Avalon Cable Tele-
vision and ended with the $3 bil-
lion purchase of Falecon Cable

the recent frenzy. The March Date Buy(::r Seller Ffrfce and the $2 billion acquisition of
expiration of re-regulation, which 4/20/99  Adelphia  Harron Comm. $1.2 billion Fanch Communications. The Fal-
long tainted the industry, was a 4/22/99 AT&T MediaOne $62 billion con and Fanch buys make Allen’s
major boost to cable valuations, 4/22/99 Cox  MediaGeneral $1.4 billion Charter Communications the
and buyers started to come out of 5/4/99 AT&T  Lenfest (50%) $2.2 billion nation’s fourth-largest cable
the woodwork. The world’s most 5/12/99 Cox TCA $4 billion operator in the country, with 5.5
influential and cash-rich media 5/17/99 Charter Avalon Cable $845 million million customers. However,
executives began to see the 5/25/99 Charter Falcon $3.6 billion Allen’s holding are not as geo-
promise of services that had long 5/26/99 Charter Fanch $2 billion graphically clustered as the oth-

been part of blue sky-projections
as within their grasp.

Total: $77.2 billion
Source: Broadband Daily

er top five MSOs, which could be
a problem in delivering and mar-
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keting services such as high-speed Inter-
net access, although more acquisitions and
swapping of systems could quickly solve
that problem.

Like Allen, AT&T chairman Michael
Armstrong has plans for cable wire into the
home but is aiming for bigger targets. Shut
out of the local telephony business since
1984, when regulators forced AT&T to spin
off the Baby Bell phone companies
and pay them for local calling,
Armstrong concluded that his
cash-rich company could offer local
phone service via cable if enough of
its broadband pipe could be consol-
idated. In the past year, Armstrong
has successfully acquired Tele-
Communications Ine. for $48 bil-
lion. Then, in a down-to-the-wire
bidding war with Comeast, he
bought MediaOne for an eye-pop-
ping $56 billion.

In buying MediaOne, which
owned 25.5 percent of Time Warn-
er Entertainment, AT&T has clos-
er ties to the No. 2 cable company,
an alliance that could possibly lead
to a merger of @Home and Road
Runner, AT&T’s and Time
Warner’s respective high-speed
Internet access companies. In the
meantime, AT&T now has a poten-
tial universe of 25 million homes
and will start to knit them togeth-
er into a broadband network.

“Together, AT&T and Media-
One will bring broadband video,
voice and data services to more
communities more quickly than we could
separately,” said Armstrong in a statement
after acquiring MediaOne.

In closing the deal, Microsoft, which is
eager to provide the software for the wired
world, bought a part of AT&T for $5.5 bil-
lion in exchange for access to at least some
of its cable infrastructure.

“Our agreement today represents
an important step in Microsoft’s vision
of making the Web lifestyle a reality,” said
Gates at the close of the AT&T/
Comeast/MediaOne/Microsoft pact.

In an interesting twist, AT&T is now

looking to shed some of its ownership in
cable holdings in order to shrink its cover-
age area from almost 60 percent of cable
homes to a percentage that makes
antitrust lawmakers less nervous.

While Comcast didn’t win the MediaOne
prize, it did survive the bidding war to fight
another day. As part of the deal, AT&T gave
some subscribers to Comeast, which also

W7 S -
Paul Allen's Vulcan Ventures started to buy cable
companies in April 1998 and hasn't stopped.

formed an alliance with AT&T to deliver
telephony and other services to its cus-
tomers. It will also manage Lenfest, a
Philadelphia-based cable station bought by
AT&T in the midst of its deals with Comeast
and Microsoft, starting in 2002.

Comecast, which now has 8 million sub-
scribers, also continues to consolidate its
markets. In late May, it swapped systems
with Adelphia and created one of the largest
market clusters in the country. Its service
area on the East Coast now stretches from
northern New Jersey to Washington, D.C. It
also controls about 80 percent of the
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Philadelphia market where it is based.

Coudersport, Pa.-based Adelphia has
gone from the No. 8 operator in November
last year to No. 5 by way of an aggressive
acquisition and system-swap strategy. In
the past year, Adelphia has bought Century
Communications for $3.6 billion and Har-
ron Communications for $1.2 billion and,
most recently, swapped systems with Com-
cast, giving it a 1.1 million cus-
tomer base in the Los Angeles
area. Adelphia also purchased
FrontierVision’s 702,000 sub-
scribers for $2.1 billion.

Asked whether Adelphia plans
to continue to acquire or swap
more systems, Rigas says his com-
pany will continue to look for
opportunities to further consoli-
date and cluster its systems. Adel-
phia already offers digital cable
and a high-speed modem service
called Power Link, and is doing a
trial of residential telephony.

Run by the Rigas family, the
company has recently been
rumored as the next possible acqui-
sition target for Allen or other
would-be broadband players,
although chairman and CEO John
Rigas has stated vehemently on
various occasions that there are no
plans to sell.

While Cox is the most conserv-
ative of the large consolidation
players, it has still spent billions to
remain in the game. The company,
which has some of the most sophis-
ticated cable lines in the country, has
already started to offer telephony to its 5
million subscribers, and is broad enough to
continue to cluster its systems and acquire
new ones. Most recently, Cox acquired TCA
Cable in Tyler, Texas, for close to $4 billion
and the Fairfax County, Va.-based Media
General Cable for $1.4 billion.

“We are willing to take risks on tech-
nology and new services because we have a
long-term view,” says Clement.

The two major players that haven’t
factored into the multibillion-dollar acqui-
sition story in a big way are Time Warner

MARK SELIGER
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William D. Savoy is Paul Allen’s cable guy. As the
president of Vulcan Northwest and vice president of Vul-
can Ventures, the parent company of Charter Communi-
cations, one of Savoy’s key responsibilities is acting as
steward for Allen’s vision of a wired world in which cable
customers will use their television to surf the Net for
recipes, buy movie tickets and call home on Mother’s Day.
Since April 1998, Charter has become the No. 4 U.S.
cable company—with 5.5 million subscribers—by spend-
ing more than $15 billion in seven major cable acquisi-
tion and consolidation deals. Charter will likely spend
more if the price is right, says Savoy.

Fresh from two multibillion dollar deals in as many days,
Savoy discusses cable consolidation and its future
impact on the industry and consumers.

Jim Cooper: Why is the rush to consolidate cable companies happening now,
and why are cable homes worth $4,600 each?

William Savoy: There are two answers. First, once the cascade of events starts, the
momentum just carries the consolidation. If you stop, you get left behind. Two, people
have woken up to the fact that in a business where you used to have one service [video],
now you'll have at teast three [video, data and telephony]. Customers today will be worth
so much more in the future, you might as well get as much cable as you can. Every cus-
tomer you get now is just that much more when you layer on new services.

JC: Charter has done seven deals since it acquired Marcus Cable in April 1998. Will
this pace continue until there are only operators with 5-million-plus subscribers?
WS: Probably.

JC: How will the remaining operators coexist? Will they remain separate, or will
deals such as the one between AT&T and Time Warner for telephony be common?
WS: If | knew the answer to that I'd be further ahead. But it's too early to tell.

JC: Does any of the anti-trust rumbling out of Washington in the wake of AT&T’s
acquisition of MediaOne concern you as you continue to grow?

WS: No. It doesn’t bother me. It's probably a headache for Leo and the people over
at AT&T, but that’s their battle. They’re going to be watched, but as long as you're
paying what you’re paying for these things, I think you’re going to be able to contin-
ue. No one’s going to say that we’re slipping one in under the regulator’s eyes.

JC: In making his acquisitions, Paul Allen has referred to a “wired world.” What
does that world hold for existing cable subscribers?

WS: We look at it in the following way: In consumers’ homes, there might be two
streams. Thirty-three percent of the homes in the U.S. have a PC and a TV. In the other
67 percent of the homes there’s just a TV. Connecting PCs to the Internet over cable is
an interesting business. However, the really interesting opportunity is when you take
the interactivity and the best of the Internet and deliver it to a television using a high-
end set top box. You could customize what you see, when you see it and how you see
it. And, if you bring transactions to the platform, who knows where it’s going to go. The
remote control should have a buy button and a more-information button. The notion of
dialing an 800-number from here on out ought to be completely irrelevant.

JC: How soon will Charter subscribers have the option to buy these next-
generation media services such as high-speed Internet access, telephony and
video-on-demand?

WS: You're going to see interim technologies and real-

Continued on page 26
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and Cablevision.

Time Warner, which does have a deal in
place with AT&T for telephony, is still the
No. 2 cable company behind AT&T with
13 million customers. At the end of May,
Time Warner and AT&T completed a large
system swap to further cluster their
respective system holdings. Time Warner
now has huge clusters serving key upscale
demographics in at least 10 major markets.

Like Time Warner, Cablevision has
aggressively swapped in the past two years,
but recently has concentrated on its lock on
the New York metro area. Beyond most of
the cable customers ringing New York City,
the company also owns key content and
sports rights and will likely function in the
future more as a one-system operator than
a multimarket cable company. Cablevision
will also strive to become the premier
entertainment provider in the No. 1 market
in the country. Along with Adelphia, ana-
lysts say Cablevision could be the target of
either Cox, Comcast or Allen.

All this means that cable isn’t only for ana-
log programming anymote. Today’s broad-
band players will still deliver popular video
content such as SportsCenter on ESPN,
Hollywood gossip on E! and Backstreet
Boys specials on MTV. But that content will
be only a part of a suite of services deliv-
ered to consumers.

High-speed Internet access and digital
cable and telephony are available today in a
small percentage of cable systems and will
likely be the first services to get broad con-
sumer attention.

“[Customers] are going to demand a
large offering of video products, digital
interactivity and, going forward, video on
demand and home shopping and banking
and they’ll be looking at high-speed
modems and eventually some type of tele-
phone offering as well,” says Rigas. The
real sea change could come when these
companies begin to deliver interactivity to
the television, which, at 95 percent market
penetration as opposed to 35 percent for
PCs and even lower for Internet access, will
be a big business.

“You have a huge market opportunity if
interactivity to the televisiont works,” says
Cox’s Clement.

Of course all this is happening under the
serutiny of antitrust lawmakers in Wash-
ington. Both Rep. Billy Tauzin (R-La.) and
Sen. John McCain (R-Atviz.) have said they
will hold hearings on the AT&T merger.
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he feeding frenzy continues unabat-
ed in the telecommunications indus-
try of phone services and cable TV
providers. One outcome of this
appetite for acquisition will be a
menu of new services for U.S.
households that includes electronic
shopping—certainly for music and possibly
the Shangri-la of video-on-demand.

By now the shock has worn off from
AT&T’s absorption of TCI and MediaOne,
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shoppers

Consumers will
benefit from

telecom mergenrs

By Stephen A. Booth

which made the telco the largest U.S. cable
carrier with 16 million of the nation’s 70
million cable TV households.

Meanwhile, Microsoft co-founder Paul
Allen’s Charter Communications recently
emerged as the No. 4 cable carrier (5.5 mil-
lion subs) following a closely spaced series
of acquisitions. Allen’s old partner, Bill
Gates, has been spreading Microsoft’s
largess among the telecom’s worthy poor—
a billion here to No. 3 Comeast, $5.5 billion
there to AT&T. Now, the software giant is
considering a joint bid with Germany’s
Bertelsmann to acquire the cable assets of
Deutsche Telekom, formerly one of
Europe’s many sleepy state-run telco
monopolies that are now publicly traded.
For the record, Bertelsmann’s media
empire ranks just behind Time Warner and
Disney with some $18 billion in revenues—
and happens to be the 50 percent partner
of America Online in Europe.

Had enough? There’s plenty more, but
you’'ll need a scorecard to tell the players,
and youw'd best mark it in pencil as the line-
ups keep changing. More important, if the
purpose behind the various telecom merg-
ers and other alliances seems befuddling,
just think of the early development of rail-
road systems in the United States.

More greenbacks were riding that iron
horse than the pay-out from collecting
retail passenger fares. The real jackpot
was the wealth to be earned in freight—
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and residuals charged to shippers for
warehousing goods in railroad-owned facil-
ities along the right-of-way (even watering
fees for cattle driven to the rail depots).
Similarly, today’s telecom titans envision
making fortunes in moving freight elec-
tronically. And they plan to collect both
ways—from consumers as well as the
sellers.

The recurring revenue from “e-tailers”
likely will be whatever the traffic can bear.
The middleman’s take is proprietary infor-
mation and varies by product category and
volume, but even fees in
the single-digit percent-
age range will bring a
tidy sum if a mass mar-
ket emerges in electronic
drayage.

In theory at least, the

access fees giving con-
sumers entrée to the
e-mall ought to be rea-
sonable, if only to “aggre-
gate eyeballs” in terms of
the older broadcast busi-
ness model. An extreme
example of “reasonable”
comes from Europe,
where Internet access
remains more expensive
than in the United States.
How about free—that
Pavlovian stimulant pos-
sibly second only to sex in
raising attention levels?

One way to aggregate
potential e-commerce customers is to offer
no-cost Internet service through a mer-
chant or manufacturer’s Web site. The
giant Dixons retail chain became the UK.’s
largest Internet service provider by virtue
of offering free Web access through its
Freeserve site—and is banking on the 1.5
million visitors to purchase an item or two
from the gracious host while passing
through. Sony plans to follow suit in Ger-
many and the United Kingdom soon with
its Friend Factory site, which will sell the
company’s electronics wares as well as
lifestyle products from others. Sony says it
hopes to have 5 million subs in three years.

While the communications companies
have figured out how they’ll benefit from
this virtual El Dorado, what’s in it for con-
sumers?

Possibly lower product prices, for one
thing. E-commerce will rewrite most of the
rules of bricks-and-mortar retailing. A top
RCA executive relates how a mom-and-pop
dealer in the Midwest has, in effect,
become a national account owing to online
selling. It’s possible for such retailers to
compete with physical stores in distant
markets due to the lower costs of doing

business on the Web and,
at least for the time
being, the allure to out-
of-state shoppers of tax-
free purchases.

Another fringe bene-
fit comes in the form of
instant gratification, at
least for some e-
commerce commodities.
Compared with durable
merchandise that still
needs to be warehoused
and shipped, intellectual
property such as music
and literature can be dis-
tributed electronically
for near instantaneous
delivery. Companies such
as AT&T expect that
entertainment will be the
sledgehammer driving
the biggest stakes in e-
commerce—not just the

music from garage and alternative bands
that are readily available for downloading
now, but mainstream acts from major
record labels.

The recent alliance among the Bertels-
mann and Universal music groups,
AT&T and Panasonic parent Matsushita
Electric provides a case in point. The
record labels, which together account for
more than 40 percent of U.S. music sales,
will provide the content for AT&T to dis-
tribute to the U.S. households that its
phone lines and TV cables serve. The music
will be compressed for speedy downloads
using AT&T’s a2b format and encrypted by
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Matsushita to prevent unauthorized copy-
ing or outright piracy.

The deal leverages the core compe-
tencies of the partners, according to David
Nagel, AT&T’s chief technical officer and
president of its labs. “Creating a networked
digital musie industry is akin to creating a
new economy,” he says. “We need to work
together on the infrastructure—the roads,
the airports and the utilities.”

Secott Dinsdale, chief technical officer
at Bertelsmann’s BMG Entertainment,
doesn’t downplay the complexity of
building that new economy. He character-
izes digital distribution both to retailers
and directly to consumers as “a much
broader puzzle than most realize” and
one that “requires the expertise of many
industries.”

This isn't the only such deal for music
e-commerce in the United States—Sony
Music has said it will team with Microsoft
to sell tunes online—but it is the first
major venture that involves a telecom
distributor.

In Japan, meanwhile, Nippon Telephone
and Telegraph, the world’s largest telco,
will test music e-commerce this fall with a
consortium of partners that includes music
and electronics vendor Victor Co. of Japan
(known here as JVC). And this summer,
Sony Music in Japan will begin selling sin-
gles by satellite, to subscribers of the
SkyPerfecTV service. Subscribers will
store the music they download on digital
MiniDise recorders connected to their
satellite TV receivers.

Satellite distribution also is being used
for trials of electronic publishing this sum-
mer by a consortium of 140 publishers and
booksellers in Japan. For the test, down-
loads go to kiosks at a variety of merchants
including convenience stores, where the lit-
erature is stored on diskettes for reading
in portable and desktop PCs. But when
full-scale service is launched next year, the
e-literature could be piped directly to
homes, and customers will have the option
of storing it on MiniDisc for reading on a
paperback-size device with LCD screen.

The two enabling factors for
e-commerce in intellectual property will be
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Imstant gratification: Telecom mergers will spur the electronic distribution

copyright protection and broad bandwidth.

Various encryption and digital water-
marking technologies are already available
or under development to prevent unimped-
ed copying of intellectual property. So are
the necessary back-office systems to track
royalties and control the use of the materi-
al—so-called “digital rights management.”

But before e-commerce in entertain-
ment can take off, the right-of-way (60
miles astride the tracks for the pioneering
U.S. railroads) needs to be widened to
make for easy and swift downloads or
streaming.

With today’s 56-kilobit-per-second PC
modems and twisted-pair copper phone
lines, receiving bandwidth-hungry audio

files—let alone video—is an experience
matched only by watching paint dry. The
wide but costly T1 telephone pipes accessi-
ble to college students and corporate free-
loaders won’t ever become a fixture in
homes. But digital cable modems and DSL
(digital subscriber line) phone service will
do the trick. One objective of the telecom-
munications megamergers is to upgrade
the physical plants to deploy these links
quickly, with the e-commerce pot of gold at
the end of the line justifying the financial
investment.

That investment carries some risk, in
the form of competition from broadcasters.
Digital telecasts—from local terrestrial
stations or satellite services such as

‘_‘ b 34 \;‘fﬁ\&,

of music.

DirecTV and EchoStar—are a potential
outlet for e-commerce. It’s certainly possi-
ble, considering the ability of conditional-
access “smart card” systems to address
(and bill) individual households and the
availability of mass-storage recorders
for the home in the near future. But given
the one-size-fits-all nature of broadeasting,
any e-merchandise is likely to be limited to
programming for which there’s a mass
audience. B

Stephen A. Booth is semior editor of
Television Digest. a newsletter covering
the telecommumnications, broadcasting,
computer and consumer electronics
industries.



: ,
OLLEGE TELEVISION
NETWORK

) For more
information call:

New York
212.980.6600

Chicago
312.932.0720

Los Angeles
310.606.6100

FORTIFY

YOUR 18-
ADULT Buzy%

COLLEGE TELEVISION NETWORK:

DELIVERI
NG OVER 1.5 MILLION YOUNG ADULTS DAILY

sion Network

colleg® Televi
1.5 milliofR young aduits
per day

‘ serving size

surting %
Zapping A%
Waste 0%
cPM very efticient
Recall e 51%
DMA'S : 50 of the 107 50 |
u.S. Coverage 92%

TS

. Network \ngtedients: -
ed national television network

o The dedical
reaching 18-24 year olds
o Livé proadcast via satellite 24 hours 2 day,
7daysa week to over 1000 campus focations
« Cutting-edge music videos, artist interviews,
itestyle features

guest celebrities, and |
5 and sports produced oy

. Award winning new
ork

CNN exclusivety for College Television Netw

. Daily 18-24 delivery: 4% greater than Comedy
Certral's #1 1g-24 program, South Park”

- Supported by the most widely read college
magazine, Link Magazine: 1 million circulation

B 90 q .
(Rt TR

3

*Source: C
: Comedy Ce '
CTN estimr;::tr:sl ;N'jsen Media Research Ist Q
T ased on Nielsen st Quarter |
isen Media Res r 1999,
earch.

.
Chicago, 312-832-0808
L
os Angeles, 310-268-2100




Page 36 CABLE June 14, 1999

Page 38 CABLE June 14, 1999

GABLE

NorthWest Cable News airs six live newscasts daily, with its own team of
reporters and anchors, including Diana Middleton

Nielsen, one has to take into consideration
that the household universe of & regional
cable news network, especially those tar-
geting specific areas, is not the same as
broadeast. For example, out of the 6.8 mil-
lion TV households that broadcast channels
in the New York-designated market area
reach, New York 1 only targets 1.6 million
households in the boroughs of Manhattan,
Queens, Brooklyn, the Bronx and Staten
Island. Quantitative evidence that stacks
regional nets against their broadeast com-

petitors is difficult to come by.

“There’s a demand for [regional news
networks], but it's frustrating because they
are pushing qualitatively that it is such a
superior product, [but] I don’t think broad-
cast is as significantly impacted as they sell
it,” says Sue Colegrove, media buyer for
the Milwaukee-based Zizzo Groups. Fur-
ther, Colegrove says that both regional and
net cable in the several markets she buys,
such as Seattle, have raised rates an esti-
mated 20 percent this year—and she isn’t

Though dehates
are still waged
over how
efficient regional
cahle news is,
the fact is

there is demand
forit, and it's
growing.

sure it is justified. “There is penetration in
some markets, slowly growing, but it will
be interesting to see where the audience
levels go in conjunction with where they
are priced. And if it’s worth it.”

NY1’s response is: Don’t hate me
because I only serve part of the market—
an argument that could work for many
regional news operations. Allen Blum,
senior vice president of NY1, explains it
this way. “If you were selling fishing rods,
would you buy WNBC because its audience
is larger and more cost-efficient on cost-
per-point basis, or would you buy a fishing
show on Discovery, even though the audi-
ence is smaller and it’s less cost-efficient?
My answer is the fishing show—that’s
where your audience is.”

NY1 does, however, have Nielsen retro-
fit broadcast ratings to its five-borough uni-
verse. For example, during February
sweeps, New York 1 earned a 1.2 rating
during the 6 a.m.-9 a.m. morning block for
the 18-49 demographic, tying with WABC-
TV and beating WCBS-TV’s .6 rating.
WNBC and Fox owned-and-operated
WNYW-TV both scored a 2 rating. From
sign-on to sign-off, 60 percent of the audi-
ence watching NY1 falls in the 18-49 demo,
an estimated 20 percent higher than the
broadecast channels (at press time, May
numbers had yet to be calculated).

Though NY1 is making inroads against
broadeast, Paulus considers the daily news-
paper his direct competition. “I don’t pay a
lot of attention to what [a broadcaster’s
news] lead is,” he says. “I am more upset if
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local news

we get beat by a newspaper on a story we
should have known about.”

Rather than look at the inroads such
news channels are making, or not making,
against broadcast, Horizon Media’s Agate
notes the effect on cable. “Part of the
siphoning off of CNN’s ratings is due to the
proliferation of the regional networks,” he
says. CNN’s ratings, on a national average,
fell one-tenth (1.1 to 1.0) of a point in prime
from first-quarter '98 to first-quarter '99,
according to Nielsen Media Research.

Much of the regional
channel's ad revenue
derives from local clients,
though the level of nation-
al spending is rising on
some of the older net-
works. The local/ national
split for News 12 Long
Island, the grandaddy of
all regional cable news
networks, is approaching
the 50/50 mark, whereas
other regional nets gar-
ner somewhere between
5 percent to 25 percent
national advertising. In
fact, according to CNI, a
New York-based sales
rep firm for regional
cable news, Walmart
made it first regional
cable buy on the network
this past January.

Since launching in
1986 with a 7, 000-house-
hold subscriber base, News 12 currently
reaches 3.1 million households in New
York’s suburban ring of Long Island,
Westchester, Connecticut, New Jersey and,
most recently, the Bronx. Each News 12
channel offers original news productions
targeting events in the area it covers.

An October 1998 phone survey conduct-
ed by Nielsen Media Research asked the 3.1
million households within the News 12 uni-
verse two questions: 1) Where do you turn
for local news? and 2) where do you turn
when a major event has happened in the
community? News 12 was the top choice for
both. Nearly 35 percent of viewers turned

regional cable’s
ad revenue
derives from
local clients,
though national
spending is
rising. Walmart
made its first
regional cable
buy this past
January.

to News 12 for local news compared to the
16.5 percent of the audience that picked the
No. 2 ranked New York flagship owned-
and-operated WNBC-TV. Almost 54 per-
cent of viewers say they tuned into News 12
when a major event occurs, whereas 37.8
percent tune into WNBC.

NorthWest Cable News serves as a com-
plement to A.H. Belo's broadcast properties
NBC affiliate KING-TV in Seattle; NBC
affiliate KGW-TV Portland, Ore.; CBS affil-
iate KREM-TV in Spokane, Wash.; and

NBC affiliate KTVB-TV
Ml“:h o' in Boise, Idaho. But
rather than just rerun the
broadcast news, North-
West takes the newscasts
from each outlet and
repackages the news with
its own team of anchors
and reporters. In addi-
tion, NorthWest has
agreements with non-
Belo stations in smaller
markets. “We exist to be a
stand-alone  profitable
business,” Marrs says.
“But we also exist to be a
synergistic image boost
for the [television] sta-
tions—a new platform to
shout the call letters.”
NorthWest airs six live
newscasts, beginning
with a three-hour pro-
gram from 6 a.m.-9 a.m., a
half-hour at 12 p.m., and
again at 2 p.m and 4 p.m., an hour at 7 p.m.
and another at 10 p.m., with weather every
15 minutes. The main studio is located in
Seattle, but the broadcast reaches 2.2 mil-
lion homes from the Northern tip of Califor-
nia to Southern Alaska. Using Seattle as the
bellwether, ratings for NorthWest nearly
doubled during sign-on to sign-off (6 a.m. to
1 a.m.) from .23 in May 1998 to a .45 in May
1999. It should be noted that year-to-date
comparisons are difficult to make in cable as
the subscriber base consistently shifts.
One of the younger kids on the block is
Central Florida News 13, the year-and-a-
half-old brain trust of Time Warner and the
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Orlando Sentinel that currently reaches
440, 000 in the Orlando, Fla., metro area.
The channel is somewhat like NY1 in style
but general manager Craig Hume consid-
ers it a “regional version of [CNN’s] Head-
line News” with independently produced
half-hour newscasts, 24 hours a day.

Central Florida’s ratings are not high
enough to be read by Nielsen, but an out-
side research firm, Redding, Conn.-based
Clemenson Rovito, was employed to test
the network’s impact on subscribers. Six
hundred respondents were asked to name
all the sources for local news in Orlando.
Central Florida ranked third in people’s
minds with 46 percent recall, trailing first-
ranked ABC affiliate WFTV-TV with 59
percent recall and NBC affiliate WESH-
TV with 48 percent. CBS affiliate WKMG
had a 40 percent recall.

Though debate still wages over how effi-
cient regional cable news is on a cost-per-
point basis, or net cable for that matter, the
fact is that, as Colegrove notes, there is
demand for it and it's growing. From subur-
ban New York's News 12 to NewsChannel 9,
the 8, 000-subscriber network in Newnan,
Ga., the apparent need of an alternative
local news source has spawned a league of
regional news networks across the country.

Consider that the fledgling Association
of Regional News Channels has grown
from “three or four guys sitting around a
room talking five years ago,” says Marrs,
to a 29-member strong lobbying force. “It
has just exploded,” he says.

In fact, the association will form its first
panel discussion about the business at the
National Cable Television Association con-
fab in Chicago this week. Marrs acknowl-
edges the inadequacies in gauging ratings
and revenue growth of regional nets. He
says he hopes the association will soon have
the resources to rectify the situation and
begin tracking growth more effectively.

Marrs also notes a final benefit of region-
al cable news networks that doesn't serve the
advertisers or the viewers, but the cable
operators themselves. “It’s a cable-exclusive
service,” he says, which gives cable opera-
tors extra leverage against satellite opera-
tors as they begin to invade local markets. B
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able has always had to counter pro-

gram.
From its earliest days when
HBO covered live polka events to
current Comedy Central hit South
Park, cable networks have had to find the
alternative. Now, with hundreds of chan-
nels and the Internet pulling viewers in so
many different ways, alternative fare is
becoming more extreme to hold audiences.

The result is some huge hits for cable.

Certainly the premium networks have
been successful at creating original movies
and series such as The Sopranos and Sex
i the City for HBO and Lolita, More Tales
of the City and Rude Awakening for Show-
time, all lauded for their edge and regular-
ly watched for their naughty bits.

Basic cable, however, has its own enve-
lope to push. Following in the rich tradition
of MTV’s Beavis and Butt-head,
cable networks have designed pro-
grams to cut through the clutter by
using sex, whacky humor, violence
and a fair helping of potty talk.

Some networks are obvious: USA,

TBS, TNT for wrestling and Comedy
Central, MTV and FX for comedy.

But even E! Court TV, Game Show
Network and The Learning Channel

have their share of provocative pro-
gramming. Geeks, freaks and go-go
dancers, cable has 'em all.

“T think it has been a good thing
because in a universe of 100 channels
you ean indulge a lot of niche sensibilities,”
says Brian Graden, MTV’s executive vice
president of programming and production.
“I would hate to think that we were in a
world where your only choice is Home
Improvement.”

Who is eager for this edginess? Teens
and young adults, mostly men 18-34, who
advertisers want but can rarely find in
large numbers. The demo is elusive and
media-jaded, and will come to the TV only
if content boundaries are explored.

“The shows have to be as cool as the
audience watching them,” says Kristian
Magel, vice president for national broad-
cast at DeWitt Media.

Whrestling has been a huge beneficiary of

R

Behavior

Cable networks
are relying more
and more on
provocative shows
to reel viewers in

By Jim Cooper

young male viewing, with USAs World
Wrestling Federation and Turner’s World
Championship Wrestling franchises on TNT
and TBS consistently the highest-
rated programming on all of basic cable.
Beyond stripped prime-time ’toons and
the weekly doings of WWF’s The Undertak-
er and WCW’s Hulk Hogan, other original
fare has successfully nabbed young viewers.

Comedy Central’s South Park has been
a monster hit for the network during the
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MTV is going after
that elusive young-
male demo with
programming like
The Tom Green
Show.

past year and a lighting rod to pro-
grammers everywhere—young
audiences love the combination of
aliens and anal probes in their com-
edy diet. The network has followed
up with The Man Show, a variety
half-hour for the man’s man who
still thinks girls—except for the go-
go dancers in the studio audience—
have cooties, and Strangers With
Candy, a slightly dark account of a
middle-aged woman struggling to
finish high school.

“These shows share the irrever-
ence, outrageousness and hopeful-
ly the intelligence of our comedy,”
says Eileen Katz, Comedy Cen-
tral’s executive vice president of
programming and development,
who is rolling out the network’s

largest original programming
schedule this week. In devel-
oping new programming, Katz
says Comedy Central must
allow programs such as South
Park and The Daily Show to
push boundaries, while reining
in people pitching pilots with
even more extreme gross-outs
and gags.

‘A lot of people will see
what we’re doing and misinterpret that as
us just looking for the next shock thing,”
says Katz. “The inspired pitches are few
and far between.” She adds that prime-
time game shows are a possible new pro-
gramming frontier to explore.

Media buyers say both cable and broad-
cast have increasingly turned to shows that
can be bordering on offensive. They add,
however, that an edge can draw acclaim and
viewership that, depending on the client,
can cause ad budgets to bloom.

“Certainly South Park and The Daily
Show, especially when it was hosted by
Craig Kilborn, had humor that I couldn’t
believe was on in the waking hours, but
movie- and video-game-type clients
couldn’t buy into those programs fast
enough,” says one major buyer who asked
not to be named.

“Some cable networks are renegade
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brands and pushing the envelope is accept-
able to their audiences,” says Magel.

For the most part, select cable shows
have become more naughty, titillating and
intense, but are far from being inspired by
Satan.

MTV’s Beavis & Butt-head set the
stage for a surfeit of in-your-face pro-
gramming such as The Tom Green Show,
Celebrity Death Match, The Blame Game
and Undressed, the reality-based series
from Roland Joffe that chronicles couple’s
conversations and relationships as they
prepare for bed.

While struggling in prime time, FX has
improved its total-day ratings with young
males, its ad sales target.

In an effort to create appealing pro-
gramming for that target, FX last year
turned sharply toward comedy-based
shows and created Bob Cat’s Big Ass Show,
The Groundlings and Penn & Teller’s Sin
City Spectacular. While the Big Ass Show
and The Groundlings underper-
formed, the Penn & Teller pro-
gram drew audiences.

FX is continuing in the same
vein with The X-Show, a nightly
half-hour talk and magazine show
offering news, expert advice and
regular segments infused with
left-of-center spin aimed directly
at young men. FX will also jump
into the animated fray with Dick
and Paula’s Celebrity Special,
which features guests that have
died or never existed.

“The younger you go and the
more male you go, the more con-
trarian the audience is,” says FX
president Peter Liguori. “They are
much more cynical and savvy than
their predecessors.” Liguori says he looks
to brand marketing for tips on
how television should be presented to
young audiences.

The comparison seems apt for tradition-
al cable networks that are facing a future
in which the Internet will continue to peel
off their viewers. Just as some of the great-
est brand names, such as Levis, are being
challenged by upstarts most have never

Even the
Learning
Channel has
some eye-
popping )
programming,
taking viewers
into real-life
emenrgency rooms.

South Park has
inspired pitches
for similar
shows, but few
can walk the fine
lime between
irreverent and
offensive.

heard of, TV brands need to fight for the
fickle mind-set of today’s young viewers.

X has also picked up the rights to the
The Tough Man Championship Series, an
amateur boxing show. Similar to wrestling
in that the boxing matches are supported
by biographical information about the
fighters, Liguori says Tough Man will help
pump up viewer interest.

“Clearly, by looking at the ratings,
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[young men] like wrestling, and they do
have a yearning for real guys that are real
tough, fighting for little more than brag-
ging rights,” says Liguori. “There is a clear
honesty in Tough Man that isn’t in other
sporting events.”

Under the management of Stephen
Chao, USA Networks is reprogramming
both USA Network and little sister service
Sci-Fi Channel with the provocative in
mind. USA’s newest programs include
Happy Hour, a hour variety show hosted
by Dweezil and Ahmet Zappa which, like
Comedy Central’s Man Show, goes there
with go-go girls. Also in the USA hopper is
G Versus E, an out-there hour about two
mortals who serve as God’s bounty hunters
on Earth, and Hank and Nick at War,
about two buddies plotting to kill one
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elusive young male viewer.

another. Sci-Fi will introduce several shows
with writing that goes for the weird more
than ever before. Chao declined to be inter-
viewed for this story.

And of course, there is wrestling.

The ongoing drama involving the
wrestlers and their complex alliances with
fellow combatants, girlfriends, managers
and even Vince McMahon, the
WWF’s president, seem to fire up
audiences of both USA and Turn-
er. Both networks have loyal view-
erships.

Even the more traditionally
programmed networks are also
starting to go for more intense
series and specials.

E! Entertainment has Wild on
E!, which definitely heats up set-
top boxes with its “bikini program-
ming.” The Game Show Network is
experimenting with more outra-
geous takes on its favorite genre.

Wrestlers such as Sting have made USA,
TBS and TNT the place to be for that ever

This month it premiered Extreme Gong, a
souped-up version of the 1970’s variety
icon. Court TV is in the process of revamp-
ing its prime-time schedule, which includes
several original programs. One of these
is Snap Judgment, where an attorney
named Lionel fizzes with acer-
bic remarks about the justice
system.

“It is a noisy environment
and very competitive to get the
viewers attention,” says Henry
Schleiff, president and CEO of
Court TV.

Starting in January, Court
TV will premiere Anatomy of a
Crime, Fatal Attractions and
Lords of the Mafia, which
Schleiff says will be edgy
enough to break through to
viewers. The network also
recently picked up Fox’s Cops,
which always has a car chase or
fugitive bust to share with
viewers. CBS’ TNN has Roller
Jam, the 1990s take on roller
derby that has been called
wrestling on wheels.

Even The Learning Channel
has some eye-popping program-
ming with Trauma, which
takes viewers into real-life
emergency rooms. With an
average weekly viewership of
about 5.3 million, it is the net-
work’s highest-rated program.

“It’s very gripping. People stop for the
visuals and stay with it because of the
stories,” says Steve Cheskin, vice president
of programming for The Learning Chan-
nel, who notes the show strives to be
respectful of both the patients and the doe-
tors it profiles.

Inevitably, TV trends have a way of

ANDREW ECCLES

The ongoing tirama
involving wrestiers and
their complex alliances
with other wrestlers,
their managers and
girlfriends fires up
audiences.
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sprouting tendrils of cheesy knockoffs.

“Now we're entering into the copycat
stage, where people are saying they are
going to do something edgy even though
that’s not where they’re from. It begins to
look desperate and gratuitous, as if they
did it just for the sake of being edgy rather
than let something organic happen,” says
MTV’s Graden, who declined to name the
lame on the record.

And, of course, there is always the dan-
ger of stepping over the line and into a
steaming pile of bad taste.

South Park took heat from school offi-
cials that banned anything that even
smelled like Cartman from their halls.
Katz defends the show, saying Comedy
Central is an adult network and South
Park was never meant as a children’s pro-
gram. “Provocative is our calling card.
Where we don’t want to be is in the land of
blatant offensiveness,” says Katz.

FX’s acquisition of Tough Man drew
fire from television eritics, who say ama-
teur boxing has no place on a basic cable
network. Liguori says FX is concerned
about violence, and is “taking tremendous
precautions that folks aren’t hurt. This
isn’t a show about violence but about
people’s personal stories.” He points
out that the fighters wear head gear and
gloves more protective than professional
fighters wear.

And MTV did cause some tittering
over this year’s spring break program-
ming, which went a little overboard
with segments that dealt with drinking and
sex. Graden says MTV is more likely to
deal with sexual content on its shows.
However, he cites hard and fast rules
against any sort of violence on the net-
work’s reality-based shows Road Rules and
The Real World.

As for spring break 2000, Graden says
the network “will be cognizant of sending
messages that alter behavior of someone a
little younger [who may be] watching it.”

The ultimate danger of playing the
provocative card in programming a net-
work is the inevitable need to come up
with flashier stunts, bluer comedy and
harder violence.

“We have a high level of distaste for out-
rageousness just for outrageousness’ sake,
because where do you go next?” says
Liguori. “By merely being outrageous, [you
are limiting] your longevity.

“However, if there is a purpose behind
what you are doing you can always top it.” B
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Since launching our new prime time
lineup on January 1, our overall ratings
have jumped a spectacular 425%.
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to 42 in mid-April. A phenomenal increase
in just three short months.

It’'s solid proof that viewers are bullish
on the New COURT TV.

Definitely an uptrend worth watching.

For more information, call Gig Barton
at 212-692-7859.



You depend on our

— Magazines every week...
now rely on our

Diirectories every day.

= A S2Mil Sein-Off

W B0 s g et ad e b o s,

usges

-I:?

The perfect combination of
News and Information Resources for
Advertising, Marketing and Media
Professionals

These “must have” references
are a unique resource for any-
one seeking facts and data on
Agencies, Brand Marketers,

Traditional Media and Interactive Media.
Expertly organized, they provide a wide range of indispensable information for
advertising, marketing and media professionals...including more than 100,000
personnel listings at over 20,000 companies. Whatever your responsibilities,
having these directories at your fingertips, gives you the reference information
neeeded to get the job done quickly and accurately. Don’t work with out-of-
date sources, order your current Adweek, Brandweek, Mediaweek and 1Q
Directories today!

Call 1-800-468-2395 For Details and To Order



MEDIAWEEK June 14, 1999 http://www.mediaweek.com PAGE 31

‘The Media Elite

NETWORK TV

Melinda Duchak has joined Univision
as vp, marketing & research for the His-
panic network’s national spot sales
department. Duchak has more than 15
years of network, cable and station
research and marketing experience,
serving most recently as director of
national sales research for Lifetime
Television. She also spent 13 years at
CBS, where she rose to become direc-
tor of marketing & sales research for
CBS Television stations. She also has
held assorted posts at two ad agen-
cies. Duchak is the latest top-level ad
exec to join Univision from the broad-
cast network or cable ranks.

CABLE TV

Phyllis Ehrlich has been promoted
from vp of marketing, licensed promo-
tions for Cartoon Network Sales & Mar-
keting to vp of promotions marketing
for the unit, with all licensing and pro-
motions personnel reporting to her.
Before joining the network in 1997,
Ehrlich was editorial director of Dis-
ney'’s Kids Magazines.

TV STATIONS

Pamela Pearson was appointed
vp/general manager at Tribune Broad-
casting’s Seattle Fox affiliate KCPQ-TV.
Previously, Pearson was station man-
ager at the company’s Los Angeles WB
affiliate KTLA-TV. The 14-year Tribune
veteran began her career with the
company in 1985 as creative services
director for KWGN-TV in Denver. While
at Chicago’'s WGN-TV, where she was
director of creative services from 1987
to 1997, she won nine Emmys, includ-
ing one for executive-producing local
special American Giants: Legends of
the Negroes...Hartford, Conn., Fox
affiliate WTXX-TV, owned by Tiberius
Broadcasting, has hired Siobhan Mat-
tingly as an account executive. Most
recently, Mattingly was an account
exec at Chancellor Media Outdoor in
Windsor, Conn.

RADIO

George Laughlin was promoted to
director of sales for AMFM’s (formerly
Chancellor Media) six radio stations in
Dallas. Laughlin was formerly general
sales manager at KHKS-FM in
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Tantillo Prepping New Oxygen Series

hen Oxygen Media, the female-
‘ " ’ geared cable net set to launch in
February, announced production

last week on its first series, buyers were prob-
ably listening for demo cues. But the show’s
executive producer, Machi Tantillo, wants to
dissuade them from that kind of approach.
“Women are from all different races, dif-
ferent economic and social backgrounds, and
they have different personalities.We hope to
create something that everyone can connect
to,” says Tantillo, former director of anima-
tion at MTV. For the new, as-yet-untitled
Oxygen series, Tantillo will feature four to
seven animated shorts by different creators
and likely reflect some of the sensibilities she

| developed while working on Beavis & Burt-

Head episodes and directing MTV’s popular

“Cartoon Girl” interstitials.

Although the animation genre skews
young, an Oxygen representative avoided
the word “demographics” in defining the
show’s reach. The preferred term is “psy-

| cho-graphics,” which the rep described as

“tapping into the way women think as
opposed to what age they are.”

Oxygen, still celebrating Paul Allen’s
$100 million contribution to its coffers last
week, may launch the show on Sunday
evenings against another animated series:
Fox’s The Simpsons. Does that worry Tan-
tillo? “Nah,” she says with a laugh. “The
Simpsons will always have its audience. But
it would be great if we could attract some
fireflies to our light—a couple of million or
$0.” —Alan Frutkin

\

Adam Silver
President/CEO, NBA Entertainment

ust hours before the New York
J Knicks were to face the Indiana Pac-

ers in Game 4 of the NBA semifinals
last week, Adam Silver was trying to nail
down arena dates and myr-
iad details for the finals.

Given the kind of sea-

son it's been—the fall
lockout; the media death
knell for the league; the
complications arising from
the shortened seched-
ule—Silver is happy to be
handling the details of an
electrifying playoff sea-
son. As president and
CEO of NBA Entertain-

of an NBA team; and an animation show
based on pro hoops. The league is also
working on an hour-long series called
Vintage NBA for ESPN and its Classic
Sports Network.

Silver and the NBA are also expand-
ing Internet efforts to provide fans with
deeper content. For exam-
ple, Silver said, this year’s
finals will have live Internet
feeds in six different lan-
guages. NBA.com will
have six robotic cameras
in the arena that viewers
can manipulate with their
PC mouses to capture the
action.

"We're trying to come
up with new opportunities
for the NBA to express

ment since 1992, Silver Cheer-less leader: Silver itself on a global basis,”

manages the league’s
broadcasting, cable, Internet distribution
and event relationships both domestical-
ly and internationally.

Now, with the league apparently back
to a high luster, Silver is on to some big
projects: an IMAX film about NBA star
Michael Jordan; a theatrical release
about the 1998 Chicago Bulls; early
treatments for a sitcom based on the life

says Silver.

Silver, a former litigation assistant at
Cravath, Swaine & Moore handling
antitrust and media-related cases, now
gets the good seats at NBA games.
Though he's a New York sports fan, he
has to keep his passions in check.

“I did grow up in New York, but I'm
no longer allowed to be a fan, so | siton
my hands,” he says. —J/im Cooper
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DDB Fetes Its b0th

Among the 200-plus s
offices of DDB Worldwide
Communications that
marked the agency's
recent 50th anniversary
with myriad festivities,
New York's was letter-
perfect. After a celebra-
tory hreakfast at Tavern
on the Green, all 450 of
the main office’s staffers
donned T-shirts in DDB- i - gl
signature yellow and grey and assembled at the Sheep Meadnw in Central Park to form the agency's newly
abbreviated name (the “Needham” is officially dropped). They even got to keep the shirts.

World Class Merchant Banking
with a Media and Communications Focus

e are the leading merchant We have completed more than |
bank specializing in the $23 billion in transactions, including
| media and communications industry. significant deals in broadcasting, cable
No one can match our experience in: and entertainment. Our team of \

48 transaction professionals represents
a unique combination of senior media
executives and Wall Street-trained |
* Working with international investment bankers with legal and

media companies corporate finance backgrounds.

* Successfully completing
sell-side media transacrions

* Structuring transactions to Also, VS&A Communications
optimize terms for our clients Parners I11, L.P, our $1 billion

. . private equity fund, stands ready to
Negotiating complex tax, provide growth capital to media and

|
communications companies matching l
|

legal and regulatory issues
* Investing in fast-growing our investment criteria.
companies to help them meert e St i e

strategic objectives T S

Mergers and Acquisitions * Fairness Opinions ® Recapitalizations * Valuations * Research

10 learn more about our firm or to discuss possible initiatives
in complete confidence, contact:

FRANCIS L’ESPERANCE
Managing Director, Broadcast, Cable and Entertainment
lesperancef@veronissuhler.com

350 Park Avenue * New York, NY 10022 » Tel (212) 935-4990 * Fax (212) 935-0877

Web Site: www.veronissuhler.com

MOVERS

Ehrlich moves Newsweek ups
at Cartoon Net Youngherg

Dallas...Tom Calococci was promoted
to East Coast director of programming
for Radio One, from program director
and operations manager of WWIN-AM
and WERQ-FM in Baltimore. He will
relocate to Philadelphia and add
responsibility for Philadelphia station
WPHI-FM and WCAV-FM (about to
launch) in Boston...Premiere Radio Net-
works has promoted Eileen Thorgusen
to senior vp/affiliate marketing from
vp/affiliate marketing.

PRINT

Newsweek has named Bill Youngberg
director of national accounts, a new posi-
tion. Youngberg, who had been franchise
development director, will continue to
work out of the magazine’s Chicago office
and will report to ad director Bruce Brand-
fon...Michael Starn was promoted to
publisher of The Independent in Massil-
lon, Ohio, from circulation director of the
Delaware County Daily Times in Primos,
Pa. Starn succeeds Scott Ruff, who took
a post at Quincy Newspapers in Quincy,
ll....Marcia Sullivan, formerly an account
manager at American Baby, has been
named ad sales manager at Victoria mag-
azine...Valerie Morris has been named
director of manufacturing for Gruner +
Jahr USA Publishing. Morris had been the
production director for Family Circle,
McCall's and G+J's custom publish-
ing...Premiere’s Aristotle Athas has been
promoted from promotion/special pro-
jects director to marketing director...
David Enberg, associate publisher of
Woman's Day Special Interest Publica-
tions, has been named publisher. Else-
where at Hachette Filipacchi Magazines,
Marie Galastro has been upped from
associate publisher to publisher of the
Home Plans Group, including Best-Sell-
ing Home Plans from Home Magazine,
Metropolitan Home Plans and Woman's
Day Favorite Home Plans.
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Kathy Kayse (L), publisher of Your Company, joined Aida  Aboard the Highlanderyacht for a recent party celebrat- At New York's Jet Lounge for a Movieline-sponsored
Alvarez of the Small Business Administration at the ing Forbes FYTs “Summer’s Cool” issue, F¥/ president listening party fea Austin Powers: The Spy Who
Renaissance Hotel in Washington, 0.C., for the recent Robert Forbes 1) and editor Christopher Buckley congrat- ~ Shagged Me, Mosseline East Coast ad manager Peter

Small Business Person of the Year luncheon sponsored by  ulated Nicole Seiff, wife of biuefiy.com CED Ken Seiff, on ~ Romanoff posed with Shesi Vilchez, account supervi-
YC, a Time Inc.—American Express title. winning the Itzfjet Torpedo scooter raffled at the event.  sor of Amstel Light at Lowe & Partners.
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Inc. magazine will present the 17th
annual Inc. 500 Conference and
Awards Ceremony June 17-19 at the
Nashville Convention Center and the
Renaissance Nashville Hotel. Featured
speakers include Ted Leonsis, president
of America Online Studios.

The Radio-Television News Directors
Foundation will host a TV producers
workshop for minorities and women
June 18-20 at the S.I. Newhouse School
of Communications in Syracuse, N.Y.
Contact: Michelle Thibodeau Loesch,
202-467-5206.

The Strategic Research Institute will
present a two-day seminar entitled
“Boost Your Bottom Line Through
Cyber Branding” June 21-22 at the
New York Marriott Marquis Hotel.
Featured speakers will include top
marketers from Discovery Online
Network, ESPN Internet Ventures,
Time Inc. New Media and Warner
Bros. Online. Contact: 212-967-0095,
ext. 252,

The 57th annual OBIE Awards, spon-
sored by the Outdoor Advertising
Association of America, will be pre-
sented June 24 at the New York Public
Library. Also on June 24, OAAA will
present its Out-of-Home Media
Seminar. Contact: 202-833-5566.

The National Association  of
Broadcasters will hold a seven-day
management development seminar
July 10-16 at Northwestern University
in Evanston, Ill. Contact: Jack Porter,
202-775-2559.

The Cable and Telecommunications
Association for Marketing will present
a four-day summit entitled “Where the
industry Is Going” July 18-21 at the
San Francisco Marriott Hotel. Featured
speakers will include Geraldine Lay-
bourne, CEO of Oxygen, at a closing
session on digital. Contact the CTAM
at 703-549-4200.

The Senior Women'’s Reception will
be presented by the Women in Cable
and Telecommunications July 20 at
the Fairmont Hotel in San Francisco.
Contact: Jim Flanigan, 312-634-4230.

‘Media Notes

NEWS OF THE MARKET

Time Inc. Plans People Profiles

Time Inc. plans to launch a monthly digest-
sized spinoff of its popular People magazine
on July 5. People Profiles (500,000 being
printed) will be distributed on newsstands
and at checkout counters, priced at $4.99
compared to People’s $2.99. The 125-page
“bookazine” profiles one megastar per issue,
featuring Tom Hanks in July and Julia
Roberts in August. The first several issues
will carry no advertising, but it may be added
in the future.

Clear Channel Expands in Va., lowa
Adding to its station clusters in Virginia and
Iowa, Clear Channel announced it is buying
WCYK-FM, WVAO-FM and WVSY in
Charlottesville, Va., (Arbitron market No.
222) from Clark Broadcasting for $6.35 mil-
lion. Country WCYK-FM was the top biller
in the market with about $1.3 million in rev-
enue. Clear Channel’s other Va. holdings are
three stations in Norfolk and six in Rich-
mond. In Jowa, the company is picking up
KWMT-AM and KKEZ-FM in Fort Dodge
from KWMT Inc. for $7.5 million. The group
already owns three stations in Des Moines,
market No. 90.

Heftel Name Change Approved
Heftel Broadcasting shareholders approved
the change of the radio group’s name to
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Hispanic Broadcasting Corp. (HBC), effec-
tive June 8. HBC is the largest Spanish-lan-
guage radio broadcaster, with 42 radio sta-
tions in 13 markets.

Radio Marks 80 Months of Gains

April radio revenue was up 6 percent, mark-
ing 80 straight months of consecutive adver-
tising growth, according to the Radio Adver-
tising Bureau (RAB). Though a positive
milestone, April revenue didn’t post the dou-
ble-digit gains that have typified the past two
years. National revenue was off in April, down
1 percent, but that’s compared to a 17 percent
increase a year ago. Year-to-date, national is
still up a healthy 9 percent. Local was up 8
percent in April and 13 percent year-to-date.
Through April, combined radio revenue is
still tracking double-digit gains, up 12 per-
cent.

Redwood Broadcasting Sets Management
Add Redwood Broadcasting to Mel “dotcom”
Karmazin’s Internet portfolio. As a result of
several Redwood transactions, CBS will hold
an 18 percent interest in the company, which
is looking to leverage radio Web sites into a

| network of branded sites, in addition to

developing e-commerce opportunities. Red-
wood Broadcasting, which recently acquired
a controlling interest in Interactive Radio

Group, said it plans to acquire the remaining

Must-See Team Upped at NBC

In recognition of boosting the brand
over the past decade, NBC last week
promoted John Miller and Vince
Manze to president and executive
vp, respectively, of advertising & pro-
motion. The pair have worked as
partners at the peacock network
throughout the '90s, coming up with
innovative ways to market, promote
and brand all segments of the net’s
programming, including the “Must-

Peacock pair Manze and Miller

See TV" slogan. In 1995, the duo shared the Promax Marketing Team of the Year
award. Miller is a member of the Promax Hall of Fame and last week Manze received
from Promax the Pinnacle Award for lifetime achievements in television. “In addition,
they have made a positive impact...by hiring and mentoring numerous young pro-
teges,” said Scott Sassa, president, NBC West Coast.
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shares in a merger transaction. Redwood also
announced several appointments to its board
of directors, including Frank Wood, founder
and CEO of Secret Communications; Robert
Wilson, vice chair of Redwood and founder
of trade publication Radio & Records; Jeffrey
Pollack, CEO of Pollack Media Group; and
Vickie Ocheltree, executive vp of operations
for Redwood.

Cumulus Donates Radio Station
Cumulus Media has donated WHQO-FM in
Skowhegan, Maine, to Maine Public Broad-
casting. Cumulus already own WTOS-FM
and has a deal to acquire WHQO-FM,
WCTB-FM and WSKW-AM from Moun-
tain Wireless, Inc. Including pending acquisi-
tions, Cumulus Media owns 237 radio sta-
tions in 44 markets.

Showtime to Launch Tartikoff Project
Showtime will premiere on June 19 a new
original series, Beggars and Choosers, with
two Tartikoff names in the credits. It was the
last project that Brandon Tartikoff, the late
NBC Entertainment chief, worked on, and he
is credited as a co-creator, along with author
Peter Lefcourt. Tartikoff’s wife, Lilly, is one
of four executive producers. The one-hour
comedy/drama pokes fun at—what else—the
television business. And don’t be surprised if
the lead character, played by Brian Kerwin,
feels a lot like Tartikoff himself.

New Military Ad Directory Out

Armed Forces Communications has pub-
lished a new edition of the Military Advertis-
ing Directory. The free, 138-page directory
includes information and ad specs for more
than 200 military newspapers as well as mar-
ket data on domestic and overseas military.

ABC and SRDS Link Up

The Audit Bureau of Circulations has struck
a deal with SRDS that will give ABC mem-
bers using SRDS online services a direct
online link to ABC’s publisher statements
and audit reports for 2,5(0) newspapers and
magazines. ABC has provided online access
to its statements since late 1997.

LHJ, Office Depot Team for Tech

Ladies’ Home Journal and Office Depot will
team up for a marketing program entitled
“women-tech.com,” aimed at educating
women about technology. The effort will
begin in the October issue of the Hearst title
with an eight-page ad supplement on buying
technology and follow with kiosks in Office
Depot stores.
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A Weekly Ranking of the Top 50 Brands’ Advertising in Network Prime

Week of May 24-30, 1999

Rank
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Brand Class Spots
BURGER KING G320 62
SPRINT LONG DISTANCE—RESIDENTIAL B221 57
KFC RESTAURANT, PIZZA HUT & TACO BELL G320 54
ACE HARDWARE STORES V376 49
COLGATE TOTAL FRESH STRIPE—GEL PASTE D211 a1
SEARS—SALES ANNOUNCEMENT va90 32
SURGE—CITRUS SOFT DRINK Fa41 29
GEICO—AUTO INSURANCE B422 28
SINGER ASSET FINANCE—CONSUMER SERVICES B129 22
7 UP—SOFT DRINK F441 19
AT&T—O00 INFO B224 19
BUICK AUTOS—LESABRE T111 19
LIPTON BRISK—RTS ICED TEA F412 18
OLIVE GARDEN RESTAURANT G320 18
DOMINO’S PIZZA RESTAURANT G320 17
KIKKOMAN—TERIYAKI MARINADE & SAUCE F150 17
M&Ms—CANDIES F510 17
MCDONALD’S G320 17
MCI WORLDCOM LONG DISTANCE—RESIDENTIAL B221 17
OLD NAVY CLOTHING STORE—FAMILY V31 16
PAYLESS SHOE SOURCE—FAMILY V313 16
WHIRLPOOL—REFRIGERATOR H211 16
1-800-COLLECT B221 15
BLOCKBUSTER VIDEO STORE V372 15
CONTOUR—HOUSEHOLD DR v872 15
IBM—BUSINESS SERVICES B542 15
PEPSI—SOFT DRINK F441 15
VOLKSWAGEN AUTOS—JETTA T113 15
MAYBELLINE HYDRATIME—LIPCOLOR D120 14
NABISCO—AIR CRISP CRACKERS F343 14
SNARCOM—ONLINE B541 14
CELLASENE-—SUPPLEMENT D541 13
KODAK ADVANTIX—CAMERA & FILM G141 13
MICROSOFT—VARIOUS SOFTWARE B532 13
SPRINT PCS—DIGITAL SERVICE B224 13
TWIX—COOKIE BAR F510 13
10-10-220 LONG DISTANCE—INT’L RES. & RES. B221 12
CLAIROL HERBAL ESSENCES—FCL CR PDTS D160 12
COCA-COLA CLASSIC—SOFT DRINK Fa41 12
FORD AUTOS—TAURUS T111 12
LAWRY’'S—MARINADES F150 12
MILKY WAY—CANDY BAR F510 12
REVLON—EVERYLASH MASCARA D130 12
SEARS—PAINT v470 12
UNIVERSAL—NOTTING HILL MOVIE B660 12
BUENA VISTA—/NSTINCT MOVIE B660 11
BURLINGTON COAT FACTORY—FAMILY V311 11
COORS LIGHT—BEER F612 11
DURACELL—ULTRA ALKALINE BATTERIES H310 11
HIDDEN VALLEY RANCH—SALAD DRESSING F130 11

Ranked in order of total spots. Includes ABC, CBS, NBC, FOX, UPN and WB.
Source: Competitive Media Reporting
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Some people want
customers who click.
| want customers
who buy.

Click-through is nice, but when |
make a Web buy, | want to see
product move off the shelf.
Thankfully, there's Flycast. They
track the complete viewer
experience—when viewers click,
where they go, and if they
actually buy. It's data | can use
to refine my campaign, and
build real trust with my clients.

Rick Zwetsch,
Internet Media Supervisor,
IQ, a division of Integer

At Flycast Network’,
your success starts with our
ability to measure results. Qur
ValueTrak system monitors and
records a consumer's interaction
with your banner and Web site,

helping you shape powerfully
attractive ads and boost your direct
response transactions. And with more

than 922 sites, our network offers broad
and targeted reach. All of which can make
the difference between a click and a sale.
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| NEW

@deadline
Think New Thinks Anew

A potential victor has emerged among
the suitors interested in buying Think
New Ideas, New York. Sources said
AnswerThink Consulting Group, Miami,
has offered $22 a share for the inte-
grated marketing firm. A deal could
close this week. In recent months
sources have tapped back-end compa-
ny i-Cube, Cambridge, Mass., and
agencies Modem Media.Poppe Tyson,
Norwalk, Conn. and Razorfish, New
York as suitors. Think declined com-
ment. Calls to AnswerThink were not
returned by press time.

Clarant Forms With a Bang

Former CBS execs and technology
vets have formed Clarant Worldwide, a
Dallas-based firm planning to acquire
eight Internet-based agencies and
technology companies. They include:
Young & Rubicam’s Brand Dialogue;
Interactive8; Align Solutions; Free Range
Media; Integrated Consulting (aka I.Con
Interactive); Multimedia Resources;
Potomac Partners Management Consult-
ing; and RSI Group. Clarant has also
filed a registration statement with the
Securities and Exchange Commission
for an initial public offering of its
common stock.

Sony Signs New Deals

Sony Online Entertainment, New York,
signed 11 new advertisers to its Web
site network. They include: Citibank;
Entertainment Weekly; General
Motors’ Oldsmobile and GMC Truck
divisions; Gillette; J.C. Penney; MGM;
Pepsi; Showtime Networks; GT Interac-
tive Software,; Intel; and Kellogg'’s.

Dobhs Departs for Space

CNNfn president and Moneyline
anchor Lou Dobbs resigned last week.
Dobbs, who joined CNN, Atlanta, at
its inception in 1980, will launch
Space.com, a Web site devoted to news
and entertainment related to

outer space .

A re bOyZ and gll’l Z really different? That’s what Fox Family Worldwide

wants us to believe, as it launches bChannel.com and gChannel.com today at the National

Cable Television Association confab Cable ’99, in Chicago. As teasers for the October debut
of FFW’s controversial, gender-specific digital cable networks, boyzChannel and

girlzChannel, the Web sites promise to “celebrate” rather than stereotype la difference.

What'’s next? Separate boys’ and girls’ entrances on portal sites? Spooky—Kipp Cheng

By Susan Kuchinskas

aving absorbed the creative and
Htechnical DNA of recent acquisi-
tions, Sapient today unveils a new
identity. Since 1991, the Cambridge, Mass.,
firm has been a back-end helpmate for
interactive shops with more design creden-
tials than programming capabilities. Its
purchase of San Francisco’s Studio Arche-
type last August signaled Sapient’s rein-
vention strategy. Sapient acquired interac-
tive shop Adjacency
in March, and those
firms have adopted
the Sapient name.
“As the market
changed, we needed
more than one or
even two disciplines
to help clients,” said
Jerry A. Greenberg,
Sapient co-CEOQ.
“Sapient had both technical and consulting
services, but not user research or design.”
Greenberg said most of the combined
firms’ work now calls on all its
capabilities—including creative, business
consulting and technology development.
Repositioning the company now, he
believes, will provide a competitive advan-
tage. “This is about hitting the market in
the way that our clients are ready for,” he
said. “It’s important for us to get out with
the message that there’s a different firm
from what they may have seen from

Meet

Claire

her tife
ts about ta be

changed

Search
SHEWIRE CLICKS FOR FEMMES p. 40

1Q DATA: SHOW ME THE MONEY p. 44

Sapient gets a site redesign and melds various disciplines.

Sapient Assumes New
Look, Post Acquisitions

Studio Archetype or Adjacency or Sapient
in the past.”

Studio Archetype clients include IBM,
Infoseek and UPS, for which it built a con-
sumer and business e-commerce site. Adja-
cency has designed sites for housewares
purveyor Willizms-Sonoma, clothing retail-
er Esprit and agricultural equipment man-

ufacturer Caterpillar. Sapient’s client
roster includes e-commerce, inventory
management and

g interactive customer
service work for Vir-
gin  Entertainment,
department store
chain Nordstrom and
Land Rover vehicles.

The new identity
includes a redesigned
Web site, going live
today, and a new red
logo resembling a puzzle piece, nicknamed
“digital DNA” by the staff.

The transmutation goes deeper, accord-
ing to former Studio Archetype president
and current Sapient senior vice president
Mark Crumpacker. “The experience of our
brand has a visual component and also a
behavioral component—how we behave as
people, what our work spaces are like, how
we treat clients,” he said.

A public relations campaign supports
the Sapient re-launch. For now, advertising
is focused on employee recruitment. W

News | Features Reviews . People

SMARTAGE SEARCHES FOR SMALL BIZ
LESS IS MORE: THE NEW SEARCH PORTALS p. 46
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bits

*Seattle-based media shop Avenue A
launched a Creative Partner Program to
refer clients to ad creative and site design
firms, which are certified to become fluent
in Avenue A's ad placement procedures,
data analysis and reporting system.
Avenue A clients will rate the partners.

*Teen e-'zine Bolt.com, New York, last
week inked a content and marketing deal
with Santa Clara, Calif.-based portal
Yahoo!. A link to Bolt will
g\ appear on the front page of
4 Q a new teen channel on
Yahoo! Chat, and Bolt will
provide editorial content for Yahoo!’s teen-
related chat events. Separately, Symantec,
Los Gatos, Calif., will offer Yahoo! Pager
services to users of pcAnywhere, which
provides remote connections to computers.
Yahoo! Pager offers access to the portal’s
news, sports and finance content among
other features.

= Cox Interactive Media, Atlanta, invested
$45 million in MP3.com, San Diego, the
clearing house for information on the MP3
digital sound format. The two will create
and operate music-related Web sites,
) | among other ventures. Also
{ Y /) on the music front,

T 7Y% GetMedia, San Jose, Calif.,
L | creator of a Java application
that manages CD purchases and allows a
radio station’s Web site to display song
titles as they’re broadcast, partnered with
Woodland Hills, Calif.-based WebRadio.com
to integrate GetMedia’s services into
WebRadio.com’s Java-based streaming
audio player. It also will offer GetMedia’s
e-commerce solution to WebRadio.com’s
more than 90 radio station affiliates.

*Online movie superstore BigStar.com,
New York, will be the exclusive filmed
entertainment retailer for ISP EarthLink,

"""" Pasadena, Calif. The part-
ﬁm_com nership provides
wovie superstone| KarthLink members with

access to BigStar.com’s selection of more
than 69,000 video and DVD titles.

*Greenville, S.C.-based e-tailer Furniture-
Point.com expanded its wares. A new
parent supersite, HomePoint.com, now
links users to AccessoryPoint.com, Light-
ingPoint.com and WallArtPoint.com, in
addition to FurniturePoint.com. In the
works: MattressPoint.com, LinenPoint.com,
and KitchenPoint.com.

http://www.mediaweek.com
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ChickClick Launches

News-Based

BY SUSAN KUCHINSKAS—Young women’s |

network ChickClick today unleashes
Shewire, an all-fem, all-the-time news and
discussion site aimed at females 20 to 30.

“It’s an extension of what ChickClick’s
been trying to do, providing more pro-
gressive content through our affiliates,”
said producer and editor Beatrice
Springborn. “Now we want
to provide news and infor-
mation that has a more seri-
ous slant to it.”

Springborn  conceived
Shewire with ChickClick
co-founder and creative
director Heather Irwin.
They describe themselves as
news junkies who felt the
perspectives of  young
women were missing from
conventional reportage.

“We were seeing more and more serious
[discussion] on our network,” Springborn
said, “more people talking about things like
Kosovo and anti-depressants. Also, the
press coverage of Columbine [Colorado,
scene of the highly publicized April 20 high
school Kkillings] was a bunch of
researchers and psychologists talking about
the life of teens, with no young people’s per-
spective.” Readers can comment on news

shewires

Shewire offers a news-based forum.

Fem Site

stories in accompanying discussion groups.
Partnerships with more traditional news
media are in development. At launch, daily
content will come from reader submissions,
to be edited and fact-checked by
ChickClick’s editors. Eventually, Shewire
will build a reporting staff.
The Shewire launch is part of an
- ongoing reorganization of
ChickClick.com, San Fran-
%, cisco, which launched in
February 1998 as a group of
women- and girl-produced
Web ’zines. Site visitors will
now see three channels:
Estronet for women, gurlnet
for girls and the Shewire
service. “We're trying to bet-
ter channel all the informa-
tion that’s coming out of the
network so people can get
into the information they care about,” said
Heidi Swanson, co-founder and director of
ChickClick. “Shewire will ... get our users
the news they want in the voice they want
it.” At least two more channels will roll out
in the next month, although Swanson would
not disclose their content.
| Shewire will be supported by ad revenue
from the ChickClick network; advertisers
can buy run-of-site or specific vehicles. B

AdQOutlet.com Enters
Online Ad-Selling Fray

BY SLOANE LUCAS—AdOutlet.com today
starts offering media buyers and publishers
another real-time, online discount media
buying venue to rival competitors like
AdAuction.com. Its site goes live today,
claiming 3,000 registered media buyers and
some 100 million impressions up for sale.
AdOutlet.com sells banners now, but plans
to sell print and broadcast in a few months.

AdOutlet.com works on consignment,
allowing publishers to fix a price for excess
inventory, and adding a margin to make a
profit. This is a subtle difference from com-
petitor AdAuction.com, which determines
an opening bid with a publisher and gets a
commission on the final sale price. Users
can bid or opt to buy the space immediately
at a premium. AdAuction.com, meanwhile,
boasts 4,000 media buyers. (The number of

| its ad impressions are confidential.)

“It’s very timely,” says Alan Masarek,
chairman and CEO of Columbus, Ohio-
based AdOutlet.com. “More and more
media will be distributed through a channel
such as this.”

The current player agrees, and is look-
ing forward to the competition. “We're
happy that there are other players in the
space that clearly validate what we’ve been
doing for 18 months,” claims Neil Cohen,
senior vice president of business affairs for
San  Francisco-based AdAuction.com.
“We're not surprised to see others try to
capitalize off of our success.”

AdOutlet was formerly interactive shop
AdNetMarketing, founded by John Detwiler
and Eric Place, AdOutlet’s president and
| executive vice president, respectively. B
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E*Banners Talk
A BlueStreak

Technology startup BlueStreak.com
this week launches E*Banners, a rich
media tool featuring audio, video and
animation it hopes will compete against
@Home’s Enliven and Thinking Media’s
ActiveAds technologies.

BlueStreak.com, formed in March to
support its year-old, patent-pending
E*Banners application, has already
signed several clients to use the ads,
including Lycos, Pfizer Pharmaceutical,
Times Mirror Interzines and Sylvan
Learning Systems, said Annette Tonti,
president of Newport, R.I.-based
BlueStreak.com. Agencies testing the
service include K2 Design and Grey
Interactive, both New York.

The Java applet uses 6.4 kilobytes on
the initial download and lets any size
icon expand when clicked to allow
e-commerce transactions, data gather-
ing and contests, among other options.
The technology works with Internet
Explorer and Netscape Navigator ver-
sions 3.0 and higher.

The advantage over competitors,
according to Tonti, is that E¥*Banners
load qulckly without extra coding by a
= | site. Ads are

retrieved using
BlueStreakcom| the same code as
) | standard GIF
banners “The BlueStreak name is
about being fast,” she said.

BlueStreak.com offers clients an ad
management engine providing tracking
on a monthly, weekly, daily or hourly
basis. Ads also gauge the movement and
choices of users. The CPM is $1 to $3,
depending on volume. Transactional
E*Banners are priced at a per-transac-
tion rate.

Scott Kliger, vice president of ad
technology for Redwood City, Calif.-
based Excite@Home, said his company
pays attention to all competitive tech-
nologies, but sees BlueStreak.com’s
offering as incomplete. “E*Banner is
[just] a feature of the [Excite@Home]
Enliven solution,” he said, which also
offers expanding banners.

BlueStreak contends that Enliven’s
use of the Macromedia Director author-
ing tool slows down development,
although Kliger argues that ads can be
ready within hours if the creative is
complete.

@Home recently announced a deal
with Macromedia to integrate the Enliv-
en technology into Macromedia’s Flash
and Shockwave players. E¥Banners use
the Flash technology for animation.

—Adrienne Mand

SmartAge’s Small Biz
Media Service Launches

BY SUSAN KUCHINSKAS—Media Buyer, a
new service from SmartAge, will help small
businesses with ad budgets as limited as
$100 purchase banners and even keywords
on sites like Excite, Talk City and virtual
community The Palace. San Francisco-
based SmartAge offers Web-building and
e-commerce enabling applications free orat

banners is done via a Web interface on the
| SmartAge site; payment is by credit card.
| Ads can be targeted by category, demo-
graphic or keyword.

SmartAge acts as the wholesaler, han-
dling all the selling, managing and
reporting, then writing a single monthly

| check to Excite, minus its own share of

very low cost.
“Big  companies
have their resources,

Arg you rea:

Smartige NEED 2, MONEY?

‘SoartChky

7 the revenue.
Media Buyer cam-
paigns can run from

but little companies

don’t have a lot o
of money,” said °

SmartAge president
and CEOQ Bill Lohse.

...... SO the

one to four weeks, and
advertiser can
determine the start
date, though it may
take up to three days
to process the order.
Right now, banners

“They do  have
overwhelming things
to  worry about.”
SmartAge boasts

250,000 user-businesses, including 130,000
clients from the purchase of SmartClicks in
1998. The small business portal serves an
average of 80 million mostly consumer
impressions a month.

“We've eliminated a lot of the lingo and
simplified the process,” said Kimberly
Trupp, Media Buyer service manager. “A
customer doesn’t have to spend $5,000 for
someone to be polite to them.” Purchasing

- Media Buyer was built for small e-businesses.

can’t be changed once

the campaign begins,

but SmartAge hopes to allow clients to sub
in new creative later.

SmartAge advertisers pay a premium

| for the small buys; the cost is $85 per thou-

| sand, even for a $1,000 buy. To put this in

perspective, AdKnowledge, the Palo Alto,

| Calif.-based provider of Web ad manage-

ment and tracking applications, says the

average CPM for the last six months has

l hovered around $35. B

Users “'GetGooey’” With
Ad-Supported Chat Tool

BY KIPP CHENG—Forget stickiness. Web
communication just got Gooey. Beginning
today, consumers can download a chat
and instant messaging application at
getgooey.com which works in conjunction
with Web browsers and lets Netizens chat
while they visit the same Web sites.

Because the Gooey chat client is not tied
to a specific site, users can “surf above the
entire Web” in a process described as meta-
surfing, according to Shai Adler, co-CEO of
Hypernix, makers of Gooey.

Gooey features a text-based chat box
that lets multiple users talk simultaneously.
Additionally; users can conduct private one-
on-one chats via an instant messaging
window. A “Nicks” list, similar to America
Online’s Buddy List, shows the nicknames
of other users online, and a function called

“Hitwave” indicates the top 20 sites being ‘
visited by Gooey users. Because the infor-
mation is relayed in real time, the Hitwave
window is updated dynamically.

Gooey is the first product from Tel
Aviv-based Hypernix, which is aiming to
open a New York office in the future. The
product will be available for Windows
95/98 and Windows NT at launch, with
Mac and Unix versions expected to roll out
later this year.

The freeware will be supported by
future advertising and partnerships to
increase distribution. A window on the
Gooey toolbar can accommodate Flash
animations and rich media advertising.

Adler said Web site proprietors will
| like Gooey’s stickiness. “It’s like going
| from party to party,” he said. m
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Gator Attacks
Surfing Hassles

Gator.com, a San Mateo, Calif.-based
technology company, is promising to take
some of the hassle out of surfing the net.
Its Gator tool, downloadable free as of

today, allows consumers to enter basic
information—name, address, credit card
numbers, passwords, usernames, ete.—
and then automatically downloads the
information to e-commerce sites, or any
sites that require log-ins or registration.

The uses for the tool are far reaching,
according to Gator.com CEO Jeff McFad-
den. In addition to spurring e-commerce
, £ sales, Gator will allow

' o~ A ‘ Q| users to personalize
Q' everything from gift
registries to “Web
Watcher” databases that search and report
back on items a consumer wants to buy.

Gator.com will eventually offer opt-in
direct marketing, allowing merchants to
accurately target users, for a price. (For
example, a user surfing a clothing site
could be wooed with paid ads touting a sale
on another retailer’s site, effectively draw-
ing users from one site to spend money on
another.) Another revenue stream: market
research data is captured in aggregate and
sold to marketers. The Gator tool will even-
tually be ad-supported.

Gator.com will support Gator Version
1.0 with a banner campaign via P3M
Paradigm Three Marketing, Los Gatos,
Calif —Sloane Lucas

Movers

Millionaire.com, Hilton Head, S.C., elected
a new Board of Directors comprised of the
following nine members: Robert L. White,
chairman, CEO and president of Million-
aire.com, A.J. Nassar; W. Ken Costanzo; Dean
Echols; David Strong; Robert Slack; Marie
Kowalik; J. Michael Nixon and Richard Sander
... White Pine Software, Nashua, N.H.,
appointed John (Jack) E. Kelly as vice presi-
dent of worldwide sales and marketing. He
was most recently founder of Aura Net-
works ...Value America, Charlottesville,
Va,, hired Paul F. Ewert, formerly senior vp
of merchandising for CompUSA, Dallas, to
serve as president of its Technology Prod-
ucts Division ... Silicon Valley-based
Headspace appointed Denise Daniels as vp
of e-commerce. Most recently, she was an
executive producer at Viacom/Computer
Curriculum Corp., Sunnyvale, Calif. ...
FreeShop.com, Seattle, tapped Ron Chris-
tiansen as vp of sales. Christiansen was a
co-founder of CF2GS, a Seattle-based
relationship marketing agency.

http://www.mediaweek.com

[Q Data
Still A Bull Market

By Any Other Name

hen Cuba Gooding Jr.’s Rod Tidwell entered the phrase, “*Show me the

money!” into the cultural canon, it was 1996 and few were looking for
the loot online. Now three years later, the predominance of informational and
research sites perhaps indicates a hesitation among people to do anything
more than gather financial information they then use offline. Indeed, stock
trading sites aren’t quite as hot as their hype, with only E*Trade making a
fight of it. But just give it time—the money will come.

Top Financial Sites, April 1999

Unique Visitors (in 000s)

AOL Personal Finance 9,464

1

2 Quicken.com Sites 2,805

3 Money Central 2,418

4 E*Trade.com 1,603

5 Marketwatch.com 1,602

6 CNNFN.com 1,471

7 Fool.com 1,125

8 Bigcharts.com 1,096

9 Bloomberg.com 1,085

10 Fidelity.com 1,059

Top Financial Sites - By Household Income, April 1999

0 500 1,000 1,500 2,000 2,500
I T T T T —

AOL Personal Finance —
Quicken.com Sites —
Money Central r
E*Trade.com F
CNNFN.com '
Marketwatch.com '
Bloomberg.com '
Bigcharts.com '
Fidelity.com .
Fool.com .

M Unique Visitors
Household Income $40K-$60K

B Unique Visitors
Household Income $60K-$75K

Media Metrix defines unique visitors as the actual number of users who visited each Web site, without duplication, "-\
once in a given month, More than 40,000 individuals throughout the U.S. participate in the Media Metrix sample. et Z
edia S,

Metrix
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Analysis

Selling S

ack in the training-wheel
Byears of the Internet, pio-

neering Web directory Yahoo!
and proprietary online service
America Online both shared verita-
ble monopolies on the eyes of new-
bies entering the Internet. But as
newbies found their bearings, they
graduated from the virtual hand-
holding of people-powered indexes
to bot-powered searches, as a new
Web-savvy class hungered for more.

Early Web surfers can recall the
thrill of extracting millions of
returns for any given term on
search engines like AltaVista or
HotBot. It didn’t matter whether or
not links led to anything valuable.
What mattered was that those mil-
lion-plus links existed at all, and that
we mere mortals were able to tame
the wild Internet beast and capture
its knowledge.

But battle fatigue soon set in.
Only the most diligent Web surfers
were willing to sift through the ever-
increasing morass of online junk. As
search engines morphed into por-
tals, and then into specialized
vertical portals, offering everything
from horoscopes to stock charts, the
task of indexing and searching the
Web became unglamorous.

The tide, it seems, may be turn-
ing Web users back to kinder
gentler search sites, and away from
the superfluous offerings of mega-
portals. At least that’s the hope of a
handful of sites looking to focus
their attention on online search ser-

http://www.mediaweek.com

implicity

A new generation of portals feels less is more for users. By Kipp Cheng

vices. Those sites, which include the
recently renamed  About.com,
search syndicator Looksmart and
4Anything.com, are aiming to make
elegantly simple searching a satisfy-
ing part of the online experience.
“There’s no question that search
and directory [services] are break-
ing down in terms of utility,” says
Chris Charron, an analyst at Cam-
bridge, Mass.-based  Forrester
Research. “The mass market

About.com founder and CEO Scott Kurnit
argues that large portals can overwhelm users.

expects more intuition, more useful
content in the search results, and
more utility from a Web site’s
search function.”

“It’s really easy to make a big
directory,” observes Scott Kurnit,
founder and CEO of New
York-based About.com, the people-
powered network of affinity-based

Web sites that until last month was
known as MiningCo.com. “But he or
she who makes it easier, ultimately
is going to win. Less is really more.”

To be sure, users tired of the
extraneous geegaws and commodity
offerings from big portals may have
encouraged the success of smaller
Net companies looking to capture
not only user mindshare, but adver-
tising revenue, in a race thus far
dominated by the likes of mega-por-
tals such as Yahoo! and AOL.

“Yahoo! who?” jokes Kurnit.
“When we started, we looked at
Yahoo! and we said, ‘How do we [do
it] 10 times better?”” While hardly a
threat to Yahoo!, About.com updated
the superportal’s formula by putting
a face to the often anonymous world
of Web indexing. The site uses peo-
ple as “guides” to run and maintain
its network of 650 topic-
specific communities.

For Vince Schiavone, the founder
and CEO of Wayne, Pa.-based 4Any-
thing.com, the notion of an online
horizontal network of vertical sites
is the future, today. Like
About.com’s people-guided model,
Schiavone also boasts that 4Any-
thing.com offers hand-picked sites
and content, but he believes the abil-
ity to brand each individual
affinity-site makes 4Anything.com’s
offerings much more marketable.
And like About.com, which quietly
gobbled up domains with the word
“about,” Schiavone has acquired
nearly 2,500 URLs with the “4” pre-

June 14, 1999 MEDIAWEEK
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fix, with some notable, racier excep-
tions. Still, Schiavone cautions that
the next wave of network portals
can fall prey to excess if not careful-
ly edited and managed, using a com-
bination of humans and technology.

“As the Net grows, it grows dis-
proportionately,” says Schiavone.
“There’s more garbage than there is
good stuff. There’s a sales axiom: too
many choices create inaction.”

Kurnit agrees that too much of a
good thing may simply be too much,
leading to consumer confusion and
overload. “The problem with first
generation portals is that they took
a search box and then surrounded it
with ... news, stocks, sports, weath-
er. All good stuff,” he says. “But the
core product is inferior and the stuff
they wrapped around it is commodi-
ty. So what are they? Their future as
products, to me, is questionable.”

Despite a huge lead by major
portals over mid-tier challengers—
Media Metrix reported almost
32 million visitors to Yahoo! in April,
while About.com attracted 54 mil-
lion, Looksmart 4.2 million and
4Anything garnered a meager
630,000 visitors—many feel there is
room to improve functionality.

“It was almost as if the original
portals felt like they
got it right, so noth-
ing else needed to
be done,”  says
Tracey Ellery, co-
founder of San
Francisco-based
search site Looks-
mart. “From our
perspective, nothing is further from
the truth. We still see major con-
sumer dissatisfaction in this area.”

Ellery says that consumers are
frustrated by the unnecessary com-
plexity in searching the Web.

(“%nything.com

1aal. Y
looksmart

Best of (new) breed? 4anything.com and

Locksmart push smarter searching.

http://www.mediaweek.com

Looksmart, with its corps of edi-
tors, filters through the Web to find
the best of the best, she says.
Yahoo!, too, was built by human edi-
tors. Does Ellery worry about
Looksmart falling into the same
trap of information overload?

“T'welve months ago, if you were
in a focus group and you asked peo-
ple to rate the quality of search
engines, the ones that won were the
ones that returned the most
results,” says Ellery. “Size was the
benchmark of whether a product

“We don’t pretend to be as powerful—
it’s more thought-leader vs. economic
powerhouse.”—Scott Kurnit

“Two years ago the Holy Grail
was size, now it’s quality,” she claims.
“We're still very committed to creat-
ing a very large but very high quality
index. The way in which we do that
is not necessarily adding everything
in the known universe in a particu-
lar category, but getting very broad
and getting very granular.”

People-powered directories are
a selling-point now, but as these
sites grow they may find them-
selves going “back to the future.”
Charron, for one, sees them becom-
ing attractive purchases for the
very portals upon which they had
hoped to improve.

“People-generated  directories
will play a role, but they’re likely
to be assimilated
into large, broad-
based consumer
sites, the AOLs and
the Yahoo!s of the
world,” says Char-
ron. “I don’t think a
site can survive on
its own, purely
on people-generated search
and directory.”

Ellery thinks that’s doomsday
hype, since she believes users need
more from directories than just the
extras that portals provide.

was good. And now it's completely
the opposite. The more results giv-
en, the more negative people feel
about the product.”

While the broad-based portals
will attract the majority of main-
stream traffic and subsequently the
lion’s share of ad revenue, says
Charron, it’s the vertical portals that
will attract advertisers looking to
better target their messages to
more qualified, potential customers.

Kurnit, however, believes that a
pure vertical portal by its nature is
too limited to appeal to users’ chang-
ing interests. “People want a
commonality of experience as their
interests change,” he says.

Some search sites say they are
unencumbered by the economic
pressures they feel limit larger
portals. “A number of search
engines now are totally dependent
on their economic model that ‘more
is more,’” says Schiavone. “More is
just more money. There’s an advan-
tage in coming second-to-market
and being able to leapfrog over the
originals. We don’t pretend to
be economically as powerful—
it's  more thought-leader vs.
economic powerhouse.”

It’'s David.com vs. Goliath.com,
all over again. B

June 14, 1999 MEDIAWEEK
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Culture 1

the World

Week of 6/7/99

Artist
1, Britney Spears

2. Mr Ozio
3. 2Pac
4. Vengahoys

5. Cher

Title

Baby One More
Time

Flat Beat
Changes

Boom Boom
Boom

Strong Enough

MTV Latin America (North Feed)

Artist
1. Backstreet Boys

2. Jamiroquai
3. Semisonic
4, Ricky Martin
5. Metallica

[ MTV Brazil

Artist

1. Metallica

2. Bon Jovi

3. Jota Quest

4, Caetano Veloso
5. Backstreet Boys

MTV Russia

Artist
1. Russky Razmer
2. Madonna

3. Nikolay Noskov
4, Tarkan
5. Lenny Kravitz

Title

I Wan't It That
Way

Canned Heart
Secret Smile
Livin’ La Vida Loca
Whiskey In A
Jar

Title

Whiskey In A Jar
Real Life
Sempre Assim
Sozinho

I Wan’t It That
Way

Title

Angel Dnya
Nothing Really
Matters
Paranoya
Sikidim

American Woman

CULTURE TRENDS

MTV Around |

\

B

Billboard’s Top 12 Singles |

] Compiled from a national sample of top 40 radio airplay monitored by Broadcast Data Systems, I

top 40 radio playlists, and retail and rack singles sales collected, compiled, and provided by

SoundScan.
This Last Peak  Wkson
Week Week Pos. Chart Title Artist

| 1 2 1 5 If You Had My Love Jennifer Lopez

21 1 9  Livin’ LaVida Loca Ricky Martin |
3 3 1 17  NoScrubs TLC

’ 4 4 4 10 Fortunate ~ Maxwell
5 6 5 7  Where My Girls At? 702 -

| 6 5 2 19 KissMe Sixpence None The Richer

l _7 8 _7 - ;9 7 That Pon't I_mpress Me Much_ &ania Twain -
3; 10 8 ) 9 o 808 Blaq_ue_ ) B I
9 7 5 8 Who Dat JT Money Featuring Sole

’ 10 11 10 8 Chante's Got AMan  Chante Moore :
11 13 1 5 I Want It That Way Backstreet Boys -

l 12 12 10 8 GiveltToYou Jordan Knight

‘ ©1999 Billboard/SoundScan, Ine./Broadeast Data Systems |

- E—

Reach 3 million
people in Jersey
without

going to a mall,

New Jersey radio stations reach 2,989,700 people every week.
For more information you can reach us at |-888-N) RADIO or visit www.njba.com.

NEW JERSEY BROADCASTERS ASSCCIATION

.
n , b - the Radio and Industry in the tiarden State

*Sourcing: Maximi$er Spring 1998 Survey. Survey Dates: March 27 to June 18, 1998, Monday to Sunday, 6AM to 12 Midnight. Cume Persons 12+
Arbitron Rated New Jersey Counties. Combined New Jersey Radio Stations That Subscribe to Arbitron, ©1998 THE ARBITRON COMPANY.
MAY NOT BE QUOTED OR REPRODUCED WITHOUT THE PRIOR WRITTEN PERMISSION OF ARBITRON.
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Culture 2

June 14, 1999

CULTURE TRENDS

MTV A;ound

[

th e WO rl d ‘ For weekend ending June 7, 1999
This Last 3-Day Days
Week o f 6/7/99 Week Weelk Picture Weekend Gross In Release
Imm ‘ ' 1 1 Staerars: Phantom Menice 32,891,653 - 19
A il 2 2 Notting Hill 15,013,295 10
rtist itle | - * T —
i 90
1. Sammy Cheng I'd Get It ‘ 2 New  Instinct — 10,390,387 8 _
| 2. Andy Hui Why Are You ‘ ! 3 The Mummy ) ] 7,418,92577 31
Cheeting On Me 5 4 Entrapment 378,791 38
3. Harlem Yu Familiarity ] 6 6  The Matrix 2,453,642 68
| 4-#ayLam Your Call | 7 5  The Thirteenth Floor 2004461 10
5. Karen Mok I Can e = — —
| | 8 8  NeverBeenKissed 1162182 59
. 9 7 A Midsummer Night's Dream ) 1,087,948 24
| 10 11 WEflection - - 85{1,684 457
‘ © 1999 The Hollywood Reporteri - -

™

Less work.
More resulls.

TvSCAN makes TV planning and buying easier.
m Flexible, long-term scheduling

m Sophisticated inventory maintenance

m Client-ready reports

Make your job easier. Call for a demo today.

Version 3.0
Now wig,
Enhance,
Goaling !

ARBITRGIN
THE ARBITRON COMPANY e TAPSCAN WORLDWIDE e SCARBOROUGH

New York
(212) 887-1300

Atlanta
(770) 551-1400

Dallas
(972) 385-5388

Chicago
(312) 913-6220

Los Angeles
(310) 824-6600
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(410) 312-8539

' The Hollywood Reporter’s Box Office

Washington/Baltimore

Total |
Gross Sale |

255,758,124 ‘
49,419,470
10,390,387
127,523,525
74,993,081
158,260,745 |
7,445,364 |
50,625,609
13,013,938 ‘
12,260,203

1|
|
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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: $43 per line monthly; $270 per half-inch dis-

play monthly. ALL ADS ARE PREPAID. Monthly, quarterly, semi-annual and annual rates
available. Orders and copy must be submitted in writing. Mastercard, Visa, and American
Express accepted. Call M. Morris at 1-800-7-ADWEEK. Fax 212-536-5315.

ADVERTISING SPECIALTIES

ADVERTISING SPECIALTIES

ART DIRECTION

Motivation by the Minute.

Increase anticipation. Count down
every day, hour, minute and second with
Time Remaining Countdown Clocks.
Customized with four-color graphics,
they're guaranteed to build excitement
for your next product launch, promotion
or marketing campaign. Call today for
an idea filled brochure and pricing.
What are you waiting for?

\ COUNTDOWN CLOCKS
INTERNATIONAL, INC.
Counting down is our oly business.

Tel 516-739-7800  Fax 516-739-2859
www.countdownclock.eom

This PakTiTe

is an X-Large

Heavy- 04
weight ;-iﬂ}f““‘f.:.‘@
T-shirt! g

Compressed o
under 50 tons of pressure s
it's Fuli Size, truly it is! * o

Stock & custom shapes available:

* CD Case * Hockey Puck

* Soda Can * Credit Card

¢ Postcard "Maiter-Tee" ¢ Heart

* Mini T-Shirt * Mini Cereal Box

Great for GWP's, Tradeshow Giveaways and On-
pack Promotions. Include coupons, catalogs and
avent schedules inside packages.

Call for more informatlon about samples,
mock ups & dimensional mailers!

Paxlives ey
3-STRIKES CUSTOM DESIGN
25 Crescent Street, Dept. B15 S
Stamford. Ct 06906 157
Tel. 203-359-4559

o Fax203-359-2187

Cow 3
1 s

rensy
s

'
(134
Visit our Web Site at www.3Strikes.com

We-nég_l!_fﬁl__w itin 5o Voo mn'{mp it outt

Classified Advertising

1-800-7-ADWEEK

® Many sizes & fabrics
5 3 STRIKES CUSTOM DESIGN, Craative Soltions with Fabnc since 1979
g

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

nare 3 ' ' i ART STUDIO
e, RsFroduce photos or other art in full bleed, vibrant
color with our patented Matrix printing process.
o Beautiful silkscreening available for £~
RGN L1y el AHY DOES 1T TAKE ELEVEN sngs
e | ow minimums TO GET A PROJECT APPROVE!

and only three
to Jaunch @ nuclear strike?

A Graphic Design
A Art Direction
A Illustration

ART/DESIGN SERVICES B P'T%:E“‘
FREELANCE =
ADVANCERS o

212 61 0900 ?i

Providing Excellent Artists & Writers
Since 1987

A yeb Design & Production
A Copy/Tech Writers
A Proofreaders

http://www.freelanceadvancers.com

a better way to save the day

-0720
'S STUDIO (212) 949-0
s 60 E. 42nd St., NYC

ONE LESS STEP TO WORRY ABOUT.

~ AUTOMATED PUBLISHING

DATABASE PUBLISHING CONSULTANT
Catalog/Price List Setup.
Pushbutton Live Updating from
FileMaker to Quark.

e Your Client Inputs the Critical Copy
#PC/Mac Custom FileMaker Groupware
STEVE GEROW ASSOCIATES
626-398-1506 ® sgerow@singular.com

ADVERTISING SPECIALTIES

INDIVIDUAL AND SPECIAL
CUDDLE TEDDY BEARS
WITH YOUR CLIENTS LOGO

Impress your client with a
gift personalized just for their company!
Looking for a perfect “Thank You” or
“We Appreciate Your Business”
Great for B-days, Promotions, Weddings,
Baby! No other gift Is the samel
Fax logo or specifications to:
707-667-2110

ART/DESIGN SERVICES

Need a great brochure? Call (212) 226-5686

ART DIRECTION

CONCEPTS & GRAPHICS THAT SELL
with Mac/All Media. (212) 873-2381

TALENTED AD/DESIGNER
Beautiful print/collateral/adv/promo portfolio.
Concept to finished Mac exp. 212-436-0453

ART/DESIGN SERVICES BRANDING
INVVIsSIOn .
GRAPHICS p hée nix

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

m) WEB DESIGN
mm) COMPANY PRESENCE
mm) CAMERA READY ART

mEm) ADVERTISING

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

BRAND STRATEGIES
CONVENTIONAL WISDOM IS AN OXYMORON
email: ideas2fly@aol.com
or call: 212 769 0754
Visit: www.phoenixbranding.com

When you need to NAME something NEW,
LaRocca Group is the name you need. 314-876-1550.

JI’HE

CONSULTANCY

ART DIRECTION

Award Winning, Versatile AD/Designer
Concept to Finish. Reasonable. 212-769-1903

Specialists in brand strategy, brand
positioning, brand development,
and brand naming

(770)409-9004

DDB senior AD with a MAC also
www.brandconsult.com

writes and directs. 212-243-0048
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'COMMERCIAL PRODUCTION

COPYWRITING

CREATIVE FREELANCERS 1

www.AeronauticPictures.com (310) 239-5528

COMPUTER SOFTWARE

Need help with ADMAN?

Authorized dealer— | provide sales, training &
consultation on system set-up, upgrades &

implementation. Cver 14 years in ad agency
finance. Steven Cass 518-581-9232

| WRITE IT A LITTLE SMARTER,

A LITTLE FASTER.

10 years of award-winning experience

in all media in all product categories.

On time. On strategy. On the money.
(212) 7598028

.l nt Professional he‘lf
UL for creative minds.
art It's the most powerful,
ner fle ‘ble,a%flr:lcy management
job tracking, scheduling,

billing & team accountin
software ever develope

Mac and Windows

610-666-1955

If you had
Clients & Profits,
you'd already have
todayss job list.

Imagine: Daily job hot sheets for the
production meeting in minutes, not
hours. See the big picture, or zoom
in on details: Get weekly traffic, job
status, staff work-to-do reports with
a click of your mouse. Mac and Win-
dows. Available today. Demo $45.

800 272-4488

www.clientsandprofits.com

CONCEPTS & COPY

Howling Headlines. Fetching Copy.
800 9AD DOGY

~ COPY/CREATIVE

creative, strategic ADS

BROCHURES, etc.’
212 348 - 9181

THEAD COUPLE. (212) 628-7292

COPYWRITING

MEDICAL/PHARMACEUTICAL/TECHNICAL
Copy & Research Ari Salant: 212-580-4030

VICTIM OF FIRST DEGREE MERGER.
Last week | was a CD Writer genius. Now |
can be yours. Free-lance 718-638-1938

Chiat/Day senior writer with Powerbook.
Willtravel. (415) 563-8800

RENT AN AWARD WINNER
Stan Moore (201) 391-2329

Cadillac copy, Pontiac prices. 800-200-0397

LONG COPY SPECIALIST
Brochures, annual reports, catalogs, more.
DAN ICOLARI 718-442-7846

WRITING THAT SELLS
Business building ideas. Copy that gets results.
Sales Literature, PR, & Corp. Communications.
Nanci Panuccio 212.688.5936

AWARD WINNER - Fresh, fast, versatite.
On strategy, on time. 212-737-8977

FINDING THAT LITTLE NICHE
Concept writing. Heavy package goods
experience. OTC/Heaithcare and lots more.
Strong strategic skills. 212.752.6821.

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

HOT COPY, COOKED TO ORDER...
Hungry for print/web? | deliver!
Call Joanat212.254.9311
www.joanweb.com

THE RIGHT, BRIGHT COPY.
Get just the right, bright TV, print, and
radio from former VP at agency of the

year. Prompt, personable, and priced
right, too. So make a bright call, now.

‘ 212-842-2477

FREELANCE COPYWRITER
Thinks strategically. Writes creatively.
Good. Fast. Very experienced.
Call Patt (212) 595-6780

COPY IN LIMBO?

WEB SITE LOST IN CYBERSPACE?
LET A WRITER TAKE CHARGE!
Professional journalist (NY Daily
News, NY Times, NY Magazine et al)
and writer will handle your press
releases, newsletters, web content,
and corporate communications,
Service with a smile.

Quick tumaround.

Who could ask for anything more?
Call 212-367-9783
E-mail:
ToniKamins@worldnet.att.net.

You don’t need a full-time
copywriter. I don't need a
Sull-time job,

All Media. Impressive Clients.
Excellent References.

Sharon Macey  203.454.4771

“Revolutionary & Bill
Psychological

Approach to Ad v iy
Copywriting &
and Design”

Satisfaction @

guaranteed or you |
don't pay. Call 916- psychological Copywriters
488-3139 TODAY!  www.waglobal.com/copy

WHEN YOU NEED A SUPERHERO

Count on The Creative Group.
We specialize in creative, web,
marketing and advertising staffing.

Art Directors

Copywriters

Graphic Designers

Web Designers
Account/Marketing Managers
and more

888.846.1668

creativegroup.com

THE CREATIVE GROUP

MARKETING & ADVERTISING PROFESSIONALS

t(g

Atlanta . Boston «

23
Chicago » Dallas « Detroit « Houston « Los Angeles . Minneapolis
New York = Paramus . Philadelphia » San Francisco « Seattle . Stamford . Washington, D.C.

DISPLAYS & EXHIBITS

SUMMER ‘99
TRADE SHDW CALENDAR

www.abex.com

TOTAL SPORTS
Chicago IL = July 9-11

SEMICON West
San Francisco and San Jose
CA » July 12-16

The Shoe Show
Las Vegas NV ¢ Aug 3-6

New York Infl. Gift Fair
New York City NY * Aug 14-19

National Hardware Show
National Building Products
Expo and Conference
Chicago IL  Aug 15-18

MAGIC/WWD
Men’s & Women's Apparel
Las Vegas NV e Aug 30-Sept 2

abex

Best of Show.

Call for our free catalog
of exhibir ideas.

© 1999 Abex Display Systems, Inc. Abex and fhe Abex logo ore registered trademarks; Best of Show is o service mark of Abex
Disploy Systems, Inc. *Limitations and restrictions apply. Cantoct Abex or your authorized Abex deoler for details

CREATIVE

FILM/VIDEO
PRODUCTION

Aleg up on the competition. (800) 9AD DOG 9

GLENN ROLAND FILMS 310-475-0937

DISTRIBUTION SERVICES |

GET YOUR MESSAGE INTO YOUR MARKET
Wildpostering, Handouts. All markets/colleges.
Clients include Reebok, Disney, Casio, Nike.
Call CityeMetro 800-272-7324 f: 800-551-2031

Catch a Creative Genius
ADWEEK CLASSIFIED
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EMPLOYMENT SERVICES

— ADWOES
HOW'S WORK b
GOING?

How DoYou
LIKE YouR B0SS 7

WORKIN' ON
ANYTRING

NEW YORK -

29 W. 46th St., 6th Floor, New York NY 10036 (212) 840-7767 fax (212) 840-9040
I] R']S CHICAGO - 311 W. Superior, Suite 500, Chicago IL 60610 (312) 751-0090 fax (312) 751-0089
. OAK BROOK * 1100 Jorie Blvd., Oak Brook IL 60523 (630) 571-9900 fax (630) 571-9930

WAVE YOoU EVER TROUGHT

AD PROs has been successfully serving the
advertising community for over nine years,
and proudly announces the opening of ite
New York office. AD PROs can find you
a permanent or temporary position...
S0, have you checked your career lately?

ADVERTISING & MARKETING

CAREER SPECIALISTS

Affitrated with Ad [emps, Inc  EOE

FULFILLMENT FULL SERVICE |

Fulfillment America, Inc.

Catabase Mgmt Order Processing. POP
I Promotions Pick and Pack

Boston-Dallas  1-800-662-5009

~ INSURANCE

ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE?

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

Advertiser's Professional Liability
Property & Liability Coverage

life & Disability Insurance

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

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

_ INTERNET MARKETING

award-winning & effective

www.loungelizard.net

JINGLES

National/Local Spots Wholesale 914-726-4573

 MARKETING RESEARCH

GCA Consulting / Focus Latino
Tired of briefing two research companies!!!
Specializing in Qualitative Research.
General Market and Hispanic.
Bilingual Male and Female Moderators.
20+ yrs research, mktg, adv experience.
Call Guy C. Antonioli at (512) 306-0717.

Use ADWEEK MAGAZINES to get National Exposure

MARKETING SERVICES

NEW BUSINESS SPECIALIST-Analyze info;
develop strategies; write presentation.
Set-up NB program. Call Bob (212) 213-8269.

MEDIA BUYING &
PLANNING SERVICES

PARAGON MEDIA (212) 704-9965 (ext. 235)
Find out why our clients would never go
anywhere else for their buying and planning.

EXPERT PLANS & BUYS

...908-470-1221

SMALL TO MID-SIZED AGENCIES
Let Us Show You How You Can
*provide your clients improved media service
*reduce your clients’ media costs
*reduce your own operating costs
MEDIA FIRST INTERNATIONAL, INC.
New York-212-686-3342 X 222
Boston-617-927-0202
Minneapolis-612-630-1102 X 1

Place a bid on air time
www.DirectResponseTV.com

ABSOLUTE MEDIA INC.
203-327-9090 (Stamford, CT)
Ask for Dir. of Bus. Development
Agencies and Advertisers: call us to get an
understanding of why our blue-chip clients
and agency partners believe we are uniquely
suited to handle their mass media
responsibilities. From the people who planned
media for such well-known brands as MCI,
Federal Express, Range Rover,
J&B Scotch and Polaroid.

MEDIA MERCENARY
Ten Year Vet AvaHable for; Long & Short
Assignments/ Consuitation
(718) 259088 1/JAQMediaMercenary.com

www.MediaMercenary.com

NEW BUSINESS
Winning New Products
are our business.
Broad Consumer Products Experience
Galileo Idea Group. 630-548-2650

PHOTOGRAPHY-STOCK

www.AeronauticPictures.com (310) 239-5528

R 0. P DISPLAY

M PRINT
HERE

displays2go.com

Sign Frames * Brochure Racks * Poster Holders ¢ Kiosks

Division of George Patton Associates Inc.

Call 1-800-572-2194 for a free brochure!
Or see our catalcg, order online.

PRINTING

RADIO COMMERCIALS

8

digital offset

| <PR |NT

PROMOTIONS

MOBILE BILLBOARD CAMPAIGNS
High Exposure & Effective Advig For Your Clients!
1-888-946-2430 www.cimobilebillboards.com

_ PROOFREADING

Let your work stand out, not the errors.
Experienced/fast/affordable (877)483-8837

EDITORIAL EXPRESS
EXPERIENCED - FAST - PRECISE

Advertising - Collateral
Catalogs - Annual Reports

Magazines - Manuals
Call: 508-697-6202

Fax: 508-697-7773

Doggone Funny Radio/TV. (800) AD DOG 9

GOOFY NAME. GROOVY RADIO.
Humor - Music - LA Talent
Scripts - Casting - Production
BEARD BOY PRODUCTIONS
949-458-2305

The Other Guys Charge You A Bundle
To Cover The Cost Of Their Big Space Ads.
Our Productions Sound Great, Too.
But When You Hear Our Prices,

They Sound Unbelievable.
800/789-RADIO
Sounds Almost Too Good To Be True,

youngfastfunny
serious radio advertising
Hollywood (323) 461-4344

DEDICATE YOUR
CREATIVITY TO
CLASSIFIED
Send Us Camera Ready Art Work.Your ad will
stand out from the others and get better
results, if you are creative and design an ad
that sells your jobs to potential employees

Call 1-800-7-ADWEEK and get the details.
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PROMOTIONS

RADIO PRODUCTION

RADIO PRODUCTION

Is,the U.§.
Hispanic
Market

part of your
media plan?

E ¢
Pls /e
& <

o =
Don't Lotin-
leave Pak’s
20% of three cost
your sales effedive

programs

potential in

the dark. ' get results.
HANG IT UP!
: Door Hangers

Your insert or sample is delivered to
high-density Hispanic neighborhoods.

CO-OPERATE!
FSI Co-op

Ride with popular Spanish language
newspapers across the U.S.

GET DIRECTION!
Direct Mail

Complete turn key process! List
rental, printing, mailing and more.
Launching February 1999, Latin-Pak
Mail Co-op.

WE'VE GOT BRIGHT IDEAS!

For more information call:

LATIN-PAK

1-213-627-1037

www.Latinpak.com

Sarley, Bigg & Bedder

BEST-* SHOW

Top Mobius Radio Winner 1999
FOUR AWARDS INCLUDING:

O

g BEST COPYWRITING

< BEST OVERALL @
PRODUCTION

<

g BEST PSA

REST
Sarley, Bigg & | _——

Fax us at 323-969-9343 « Call us at 323-969-9767

GREAT RADIO
ISN'T [eEiNeg
CHEAP RADIO
ISN'T [Ny

At least not very often. Heck,
even “high-end” radio costs less
than the catering budget on a
TV spot. Why cut corners when
this powerful medium is so
inexpensive anyway? In radio,
you get what you pay for. 4

WorldWideWadio
H (o] L L Y w (o] [+] D
CHECK OUT OUR

323.957.3399 Fax: 323.957.7050
E-mail: wadio@wadio.com
Visit our web site: www,wadio.com

i
'y A i
THE (ORIGINAL) MAN-ON-THE-STREET INTERVIEWER
i i 510.843-7655 cALIFO i -

HONEST,
WE'LL MAKE THE LOGO
AS BIG AS YOU WANT.

RADIO WRITING & PRODUCTION 206 624-9700

$20,000 RADIO MERCURY GOLD AWARD WINNER

[Fadioland)
a N

SIX or
THE PAST
SEVEN
“AGENCIES
OF THE YEAR”
IIAVE WORKED
WITH
RADIOLAND.
But Egi?:édﬁggfglf:éc\;vritc
or produce your next radio

campaign can’t hurt your
chances in 1999.

Los Angeles 323-938-9287
Portland 503-224-9288
New York 212-337-9800

Been there?

REACH YOUR AD COMMUNITY
WITH ADWEEK CLASSIFIED
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EAST SERVICES & RESOURCES

RADIO PRODUCTION

RADIO PRODUCTION

“Many people can do comedy,
some people can do drama,
Blore can do both and marry
them with sales. That’s what
makes them stand out.”

THE NEW YORK TIMES

The CHucK BLore COMPANY

CHUCK BLORE

READY WHEN YOU ARE.CB

Call CHRIS (800) 443-2020 « fax (323) 462-3822 » bloregroup@aol.com

WE EXECUTED MORE
HITS THAN THE MOB

XXXXXXX.COM GAVE US THE CONTRACT
HIT! HIT! HIT! HIT! HIT! HIT! HIT! HIT! HIT! HIT! HIT!

LURID DETAILS AT WWW.RADIO-RANCH.COM

DICK ORKIN’S RADIO RANCH

FAX 323-462-4966/PHONE 323-856-4311/doranch@aol.com

(IF WE HAVE GIVEN ANY OFFENSE TO THE MOB,
WE DO DEEPLY & HEARTFELTLY APOLOGIZE!)

TV PRODUCTION

Phenomenat Film And Video Productions
For Limited Budgets. 212-582-9600 or
visit us at www.richmanfilms.com

VOICES

The Voice You Wish You Had Can Be Yours!
Sandra Van Delinder 800-739-5306

VOICE OVER
TALENT

Steve Harris 212-517-8616

[ADVERTISE CALL 1-800-7-ADWEEK |

YELLOW PAGE SERVICES

O'Halloran Advertising, inc.
Serving Nat'l & Regional advertisers.
Strategic marketing designs, mapping,
demographics & business data all
at no added cost. (800) 762-0054.

YELLOW PAGE SERVICES

Catch A Creative Genius With Adweek Classified

O'CONNOR AGENCY
“Yellow Pages Made Easy”
........ Since 1965
Placement - Research - Design
Sophisticated Targeting
(800) 229-1702

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

OFFERS & OPPORTUNITIES

CREATIVE RESOURCES BUSINESS OPPORTUNITIES NOTICE

YOU: An Ad Agency preparing a new
client pitch, and you need a dynamite
presentation.

US: A Clio-winning L.A. Radio Produc-
tion Company with great ideas to
attract new business.

OFFER: We'll produce your creative on
spec. You just cover the demo studio
&talent costs.

RESULTS...You Win The Account!

- Or if you don't...hey, at least you're not
out the big bucks

800/789-RADIO
Sounds almost foo good fo be frue

NOTICE

DEDICATE YOUR
CREATIVITY TO
CLASSIFIED
Send Us Camera Ready Art Work.Your ad will
stand out from the others and get better
results, if you are creative and design an ad
that sells your jobs to potential employees

Call 1-800-7-ADWEEK and get the details.

ENTREPRENEURIAL ADMAN

AE or writer who loves advertising,
to team with creative AD/CD in

search of business and adventure
Dick Grider 212 213-5333

NOTICE

ATTN:
FREELANGERS

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

Make The Right Move.
WE ARE: One of Long Island’s largest
and fastest growing Advertising and
Public Relations Agencies.
YOU ARE: An AE with accounts or
small agency. Join forces with a top-
notch organization and grow with us
Reply in strict confidence to
John Harrison, President

Harrison Leifer Miiler & Speyer

100 Merrick Road

Rockville Centre, NY 11570

JOEHUNTERS?

Find Hundreds of Great
Jobs In Adweek Online!

Search ads from all six
classified regions of
Adweek, Brandweek, &
Mediaweek.

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

e-mail:
adweek@adweek.com

For Classified Advertising Rates

Call M. Morris at 212-536-6493
or 1-800-7-ADWEEK

RATES for Employment and Offers & Opportunities

1-800-7-ADWEEK Classified Manager: M. Morris

Classified Asst: Michele Golden

MINIMUM: 1 Column x 1 inch for 1 week: $170.00, 1/2 inch increments: $85.00 week.
Rates apply to EAST edition. Special offers: Run 2 consecutive weeks, take 15% off sec-
ond insertion. Frequency, regional-combination, and national discounts available. Charge
for ADWEEK box number: $35.00 per insertion. Replies mailed daily to advertisers. Read-
ers responding to any ads with box numbers are advised not to send samples unless they
are duplicates or need not be returned. We are not responsible for recovery of samples.

way, 12th fl. New York, NY 10036.

The identity of box number advertisers cannot be revealed. If ADWEEK must typeset
ad, charge is $25.00. Deadline for all ads in ADWEEK EAST is Wednesday, 4:30 p.m.
If classified is filled prior to closing, ads will be held for the next issue, Classified is com-
missionable when ad agencies place ads for clients. No proofs can be shown. Charge
your ad to American Express, Mastercard or Visa, ADWEEK CLASSIFIED, 1515 Broad-
1-800-723-9335

Fax: 212-536-5315.
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Have Big Agency Routines Become Monotonous?

Energize your career by joining the ICON Lifestyle Marketing team. This
cutting-edge NYC based full-service urban advertising & marketing firm seeks
energetic, motivated, creative professionals who want to be challenged.
Enjoy creative freedom, exciting clients and a dynamic work environment.
Our agency philosophies encourage thinking outside the box and are designed
to keep advertising fun. ILM is currently looking for aggressive,
experienced self-starters for the following:

Account Director - Solid agency/client experience in Internet marketing with
proven leadership and account management skills. Needs to be dynamic
and creative with strong presentation skills and a willingness to develop
members of their team. New business experience is a plus.

Account Manager - 4+ years agency experience. Ability to juggle tasks,
write well, be creative and interact with clients. Must be able to manage and
motivate teams.

Media Manager - Must be able to handle all aspects of media planning/
buying. Minimum 3 years of agency experience with working knowledge of
print, broadcast and out-of-home media. Must possess strong negotiation

and communication skills and a desire to use media creatively.

Account Executives/Jr Account Executives - Seeking a variety of candidates
with 2-5 years agency experience and a desire to learn all aspects of
adv./marketing. Energetic creative team players only. Internet, fashion,
consumer products or entertainment experience a plus.

Fax Resumes to VP Advertising 212 929 2588

We're looking for a talented individual
who knows media “inside and out...”

...someone who can lead the charge for the Advertising Agency/Advertiser
development initiatives at the Birmingham campus of TAPSCAN WORLD-
WIDE. We have a fast-paced and creative environment where everyone
involved is helping to build industry-leading software applications that
advertising agencies use every day.

Director - Agency Division - Birmingham

* Define/deliver products and services to meet the Agency customer’s needs ¢ Work directly
with software development teams ¢ Provide guidance and direction on software feature imple-
mentation and development  Coordinate interaction between Arbitron sales and TAPSCAN
WORLDWIDE e Organize client symposiums. Some travel is required for this position.

Qualifications include:

* At least 3 years' media-related experience with advertising agencies (multi-media buy-
ing/planning skills preferred) o Solid user-based knowledge of the following software sys-
tems: TAPSCAN, TVSCAN, MEDIAMASTER, and QUALITAP e Strong technical project and
team management skills ¢ Excellent interpersonal and communication skills ¢ Creativity
and a natural ability to conceptualize new features/products.

We offer a competitive salary and a comprehensive benefits package. Interested
candidates, please send resume and salary requirements to: Donna Williamson,
Director of Administration, TAPSCAN WORLDWIDE, 3000 Riverchase
Galleria, 8th Floor, Birmingham, AL 35244. Fax: (205) 733-6297.
E-mail: donna.williamson@tapscanww.com  Visit our website at:
wew.arbitroncom/jobshtm  We are an Equal Opportunity Employer.

TAPSCAN WORLDWIDE

Dpportunities

We currently have outstanding opportunities for exceptional professionals
to Join our advertising team. We are seeking talented, highly-motivated,
creative individuals with excellent communication skiills for the
following positions:

* ART DIRECTOR/GRAPHIC DESIGNER-HOME

Requires a minimum of 2 years’ experience as an Art Director, preferably
in a retail environment and solid type design skills showing a refined
sense of style.

* ASSISTANT ART DIRECTOR-RTW

Must have 1-2 years’ experience, strong computer skills and excellent
ad design.

* PHOTOPRODUCER

You will coordinate all talent booking, location, budget tracking and
contract negotiation. Retail catalog experience preferred.

We offer an attractive salary and benefits package including store wide
discount. Please mail/fax your resume with salary history in confidence,
to: Bloomingdale’s-ADV, 1000 Third Avenue, New York, NY 10022;
FAX (212) 705-2399. Only qualified candidates will be contacted.
An equal opportunity employer m/f/d/v.

Olcomingdaless

NEW YORK

SENIOR SPOT
MEDIA BUYER

Fast paced, rapidly growing, media
buying company seeks experienced
spot radio and television buyer with
major market experience. Barter
knowledge a plus. Salary
commensurate with experience.

Fax resume to 212-679-5173

OUT OF HOME
MEDIA
SUPERVISOR

Fast paced midtown corporate
media buying company looking for
Media Supervisor familiar with all
forms of out of home media
planning and buying. 3-5 years
experience in out of home media
buying required. Barter knowledge
a plus. Salary commensurate with
experience. Position available for
immediate start.
Fax resume with confidence to
212-679-5173

Integrated Marketing Agency with
national accounts in consumer
products, consumer services &
business-to-business seeks excellent
individuals for the following:

Account Executive, Atlanta
Sr. Graphic Designer, Atlanta
Marketing Manager, St. Simons

Interested? Submit résumé via fax:
800.459.8491
e-mail: jobs@LHweb.com

LIGHTHOUSE, INC.

Atlanta ¢ St. Simons

Details:
www.LHweb.comv/information.huml

MEDIA SALES

Sales Manager
International monthly business mag-
azine with strong presence in Latin
America, triple digit circulation and
revenue growth seeks top notch
sales talent. We are looking for a self-
starter who has national sales
advertising experience. Top income
potential.

Fax resume to Beth Crowley at
(305) 358-9761

ADVERTISING
AGY/AE’S

International advertising and market-
ing co. New business sales. Agency
exp. a must. Professional ap-
pearance a +. Salary+comm-+full
benefits. Fax resume to:
The Coastal Group, VP Sales
212-505-6996
www.thecoastalgroup.com

Direct Mail Copywriter

Fast growing direct marketing solu-
tions co. has immed. need for a
copywriter in our Allentown, PA of-
fice to work closely with our
creative and acct. mgmt. teams on
national high profile direct market-
ing campaigns. Must have 3+ yrs.
exp. writing direct mail, excel. com-
mun. and pres. skills, proofreading
abil.,, plus desire/abil. to col-
laborate with assoc/clients. For
immed. consid. fax resume w/
sal. hist. confidentially to C.
Swallow (610) 366-7964 or e-mail
cswallow@ma2direct.com

"PENNY PINCHING"™
MEDIA BUYER?

If you're a media buyer who spends
every penny as if it were your last,
here's a career opportunity at one of
America's fastest growing media buying
services, with a great working
atmosphere, competitive compensation
and plenty of room for advancement.

Send resume and salary requirements to:
PriMedia Inc.

B__ 1775 Bald Hill Road
W Wanick, Ri 02886

fax: 401-826-3644

| K * * USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSURE * * * I
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HELP WANTED

DIRECTOR,

_____ Bl M et

USA Networks, a leading broadcast entertainment conglomerate, is
seeking an accomplished marketing professional to play an important
role in the exciting, high-growth arena of e-commerce.

Working in our Enterprises Dept in NYC, you will provide marketing
support for e-comierce including the Sci-Fi Store, two auction sites,
and co-branded commerce partnerships. Will be responsible for the
planning, creative direction and post-analysis of all advertising and
promotion efforts, including on-line, on-air, print and database
marketing. Additionally, you’'ll help integrate commerce/content and
identify new opportunities to increase sales. The qualified candidate
will have a proven track record in marketing, promotion and should
have internet and database inanagement experience.

We offer a competitive salary and an outstanding benefits package
including a 401(k) plan. Please send/fax your resume with salary
requirements (only resumes with salary requirements will be
considered) to: HR Dept- ED, USA

Networks, 1230 Avenue of the oo
Americas, New York, NY 10020. Fax: e

212-413-6524. (No phone calls, R
NETWORKS

please). An EOE M/F.

ENTERPRISES MARKETING

HI-TECH MARKETING/SALES SPECIALIST WTD

Grow with the Landon Media Group, Inc. as part of the Category
Specialist Teamn at the nation’s largest newspaper
advertising sales & marketing company.

We are seeking a person who can call on national manufacturers, and their agencies
who market computer hardware and software as well as telecommunications services
and products. We are seeking a candidate with either consumer marketing, media or
agency background in these hi-tech areas who understands the needs of the decision
makers that control strategy and allocate media budgets...someone who can create
new programs and revenue for newspapers...someone who would enjoy selling news-
papers like the Dallas Morning News, Milwaukee Journal Sentinel, San Antonio
Express-News,Providence Jrl, Alameda Newspaper Group, and the Los Angeles
Newspaper Group. If you have a college degree and the experence to make a
difference in the Hi-Tech category, send your resume and salary requirements to:

Wayne Kuhn, CWO&O National Sales Manager

Landon Media Group, Inc.
805 Third Avenue, New York, NY 10022
FAX: 212-832-8802
No phone calls please

Media

Professionals
wanted.

San Francisco advertising agency located in the heart of Union
Square is looking for highly motivated individuals to join our
media department.
Media Planner
Qualified Media Planner with 3-5 years experience. Spot v, spot
radio, and print experience required, a sense of humor wouldn’t
hurt either.
Media Buyer

Ideal candidate must have 3-5 years broadcast experience buying
spot tv and radio on a national basis. Must be an organized, detail

oriented, highly motivated and creative individual.

Entry Level

Candidate will be looking for an opportunity to learn the business
and grow in a fast-paced. challenging environment. Must be com-

puter literate (Word, Excel and Powerpoint).

Please send or fax resume to Judy Young. VP Media Director

(no phone calls please)

&

Gardner, Geary, Coll & Young, Inc.
27 Maiden Lane
San Francisco, CA 94108

IAX 415.394.587!

STRATEGIC MEDIA OPPORTUNITIES

A global leader in consumer and business to business advertising, we
are offering two excellent openings to strong media talent wishing to
join our award-winning team in NYC on a major blue-chip account.

ASSOCIATE MEDIA DIRECTOR
MEDIA SUPERVISOR

Successful candidates will have demonstrated experience in heavy media and
client contact, thorough understanding of TV, print, and outdoor, and solid
background delivering thoughtful and creative media recommendations. Special
emphasis wili be placed on outstanding writing, presentational, and supervisory
skills.

We are offering a highly competitive compensation and benefits package.
To apply, please fax a resume, cover letter, and salary history to:
212.886.2492 attention: Susan AW
Email: conad@adweek.com Subject: 01-T-0191

SENIOR ENVIRONMENTAL SOCIAL MARKETING
& COMMUNICATIONS ADVISOR

The Academy for Educational Development (AED), a Washington-based non-
profit consulting organization specializing in social marketing and communica-
tions for behavior change, is seeking candidates for a senior environmental
social marketing and communication position in the Middle East. The successful
candidate will be responsible for designing, implementing & evaluating major
communication interventions related to water scarcity & water conservation.

We are seeking experienced environmental marketing and communications pro-
fessionals with a minimum of 10 years experience. Additionally, these candi-
dates will have strong track record in directing environmental campaigns, pre-
ferably water-related, and will have successfully managed staff and vendors.
Arabic language skills preferred, but not necessary. AED has an annual revenue
of $110 million a year with 600 employees in the United States and overseas. Re-
sumes shoutd be submitted to:
AED, Human Resources/GRPPJN
1875 Connecticut Avenue, NW, Washington, DC, 20009-5721
or fax to 202-884-8709

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

VICE PRESIDENT &
GENERAL SALES MANAGER

Advertising & Publishing

g r R

As an industry leader seeking to continue our growth and success, we offer an
exciting and challenging opportunity for a proven sales manager and LEADER. You
will direct a national sales organization assuming responsibilities for
revenues/P&L, sirategic planning, new products and new market development.

Minimum 10 years of progressive sales and sales management experience with
emphasis on the development of local, regional and national accounts in major
U.S. markets. Superior planning, communications and leadership abilities are
required. Infernational sales experience a plus.

For consideration, send resume with salary/compensation history to:

SKY BOX #511
235 Park Avenue South, 4th Fl.
New York, NY 10003

Equal Opportunity Employer

ADVERTISING SPACE SALES

ADWEEK DIRECTORIES has an exciting entry-level inside sales
opportunity for you to sell advertising in our directories serving the
advertising, marketing, traditional media, and new media industries. You
must love to cold-call, be able to bring in lots of new business, deliver
great customer service, and have the intelligence and imagination to work
on ad programs for some of the largest and most innovative companies in
the business. This is a telephone sales position, but “boiler-room”
telephone reps need not apply; you must be comfortable with the smart,
customer-focussed, consultative sales approach. Here's a chance to make
your mark with some terrific proven products. Competitive salary,
excellent commission package and benefits.
Fax resume, cover letter, and salary history to:
Harold Itzkowitz 212-536-5315

Resumes without cover letters will not be considered.
EOE

ENERGETIC AND ENTREPRENEURIAL?

Spirits Brand owner seeks a US Brand Manager.

Candidate should possess both Sales & Marketing

experience pius strong leadership skills.
ONLY UNCONVENTIONAL THINKERS NEED APPLY.

Fax resume to: S. Richardson (212) 247-0368

Or e-mail to: srichardson@email.msn.com

INTERACTIVE ADVERTISING ACCOUNT MANAGER
North East Region

Garden.com (www.garden.com), the leading online gardening resource is seeking an
innovative, savvy Account Manager to handle the northeast U.S. territory. You'll be
responsible for ‘developing a strong presence for Garden.con in the interactive
advertising community, generating new business, renewing current business and roll-
ing out new projects.
The ideal candidate will have 3-5 years of advertising sales experience, a BS/BA
degree, and a successful track record in traditional advertising or new media. The
ideal candidate must be a team player and feel comfortable working with people in re-
mote locations. A good attitude, flexibility, patience and the ability to turn on a dime
are required and ad agency experience is a bonus. Finally, excellent communication
and presentation skills along with lots of energy are a must. All interested parties,
please fax resume to:
Advertising Sales
Garden.com
310) 376-9248
NO CALLS PLEASE

TARGETED FASHION MAGAZINE
INTERNATIONAL PUBLISHING GROUP

Seek Senior Advertising Sales Executive

You are an experienced advertising sales account executive - 3 years +
experience and are looking forward to taking a new step in your career by
handling print media national accounts. You are looking for a company whose
growth will offer you professional opportunities.
Please mail or fax resume and salary requirements
(base, incentives, benefits) to:
Gerard Bedouk Publishing
575 Madison Avenue, 25th floor, New York, NY 10022

Fax: 212-888-4630 E-mail s.ferrari@bedouk.com.

MEDIA PLANNING SUPERVISOR
TBWA/Chiat/Day—New York

Candidates should have 4+ years media planning experience including
Spot TV, Spot Radio, Newspaper, etc. Agency experience ideal, retail plan-
ning experience and presentation skills a plus, Mac skills a must! Agency's
innovative environment and team work atmosphere offer a great opportuni-
ty for qualified candidate!
Please fax cover letter and resume to:
B. Wilson (212) 804-1200

*No calis please.

ACCOUNT EXECUTIVE
TBWA/Chiat/Day—New York

Candidates should be dependable team players with agency experience,
good working knowledge of all agency departments including production,
and the desire to work in a progressive and dynamic work environment.
(Automotive experience is a plus.) Please fax cover letter and resume to:

B. Wilson (212) 804-1200

*No calls please.

ACCOUNT EXECUTIVE

Leading regional cable networks are looking for an account executive to
join their expanding sales staff. Candidate must have 4-5 years media
sales experience and the ability to deal with clients and agencies in a com-
plex sale. Candidate should have strong media research and computer

knowledge. Salary DOE.
Send resumes to:
Vice President of Sales
Metro Channels
481 8th Avenue, New York, NY 10001
Or fax 212-324-8540

PROMOTION FREELANCERS

Experienced sales  promotion
freelance copy/art creative pro-
fessionals and small studios sought
for ongoing project work. Greater
NYC area. Fax credentials to
212-529-8248 Attn: Jill

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.

SALES ASSOCIATE-NEW MEDIA
If you love fashion, celebrities, media and sales call FWD today!

Fashion Wire Daily, a new business-to-business internet newswire dedicated to
fashion and celebrity style, has an exciting entry-level opportunity in sales. If you
are not afraid to cold-call and are looking to get in on the ground fioor of a fast-
growing, international communications business, this could be the right place
for you. This is initially a telephone sales position and you will need to be
energetic, dynamic, focused and upbeat. Languages and computer skills a plus

Competitive salary and commission.
Fax resume to: Marshall Lester (212) 897-3700
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HELP WANTED
The following positions are available
in the New York and Chicago [ ] [ ] = ?
offices of BET:
A55|s'f'lll'u'r -
o REsponsible for order epury, Good. We’re Chancellor Marketing Group —:tne first media-owned
makegoods and contract proofing. i B B 1 :
Mus% be proficient in dgta enlr? You may be sales promotion company in the world. Right now, we're staffing the
Must!fpe computer literate. 1d+ just the person following key positions.
¢€ars ollice experience required. 0
d ; : we're |00king for. Manag’mg Director. Lead the field office, inspire the troops, set the
course, manage the P&L, market us and somehow make it all fun.
Instead of \(’BVurr’e‘ntlz thr>1r:1[g df?r:h‘ Or(I:?ndc:, (Ij_ol:s) Angelses,FCinqinnati, Boston,
tripping over red ashington, Philadelphia, Cleveland, Denver, San Francisco. T

tape and running Business Development Manager.
. Hire, manage and coach account
into corporate managers; develop sales promotions #§

Responsible for all media planning
and account stewardship activities.
Must have multi-tasking skills,

de‘“ﬂ;‘iﬁ‘f{'ﬁ?ﬂjgg&’&iﬂﬂ;‘ii ibé,iis'l limitations, you for our customers and oversee their
paced environment. Proficiency in could be setting flawless execution. Currently hiring

Spreadsheets, Excel is preferred!
Undergraduate degree is required.
Media experience is a plus.

for: Los Angeles, Washington,
Cleveland, San Francisco, Dallas.

building your own .
team and achieving LYlaI or fax your resume to:
isen Glander, President

your own results. 2909 Polo Parkway
Suite 200
\D 804 794 6920 fax

MARKETING GROUP
A drnsion of Chancellor Mecka Corporation

your own limits,

Send resume (indicate desired
position and location) and
salary history to:

Att: Human Resources-CH
BET

One BET Plaza/
1900 W Place, NE
Washington, DC
20018-1211

No phone calls, please
Equal Opportunity Emplover - M/F

g

Rapid growth. a sure-fire business plan, and a core set of vaiues that promotes
success. This is what you'll find at Staples, the $7+ billion pioneer of the

all
@]C' B oflice superstore %ndusuy located just outside of Boston, MA. Our p(lraordi-
THE ADVERTISING COUNCIL B i Gven pofsondi o e eheopperunies foriak

The Advertising Council, the country’s leading provider of public service

advertising (Smokey Bear, “Friends Don't Let Friends Drive Drunk"), has great 1 Creative Director

opportunities available:

This challenging position has responsibility for creative across the organization.

M EDI A M ATCH AN ALYST E- Working from the brand personality established in Staples award winning TV cam-

paign, individual will oversee creative for ir-house agency which serves clients in
This organized individual will analyze donated media support for public service .| & executing creative for Staples web site, all direct mail, collateral, catalog, and
campaigns & develop market and media trend reports. Candidates must have a I newspaper advertising. The selected individaal will also oversee creative teams and
minimum of 2 years exp in media research and analysis. L interact with broadcast, branding, and other marketing and advertising personnel.
CORPORATE COMMUN ICATIONS MANAGER ! To qualify, a degree in Adventising/Marketing or the communications tield. 7 plus
] years’ experience, and experience in newspaper, direct mail, and interactive advertising
We are looking for someone who is a great writer and communicator. B § e required. Agency experience and undersianding of print production are essential.
Responsibilities include writing and trafficking our monthly newsletter (circulation : " " .
22,000) and handling all external communications including speeches and pres- i E Additional career opportunities exist for:

entations. 3 yrs experience in PR required.

* Manager of Small Business Creative

We offer competitive salaries and an excellent benefits package. EOE

o .
Please mail resume to: Manager Of COpy Cl eative
Judy Giberstone, Human Resources Consultant -8 Please visit our website at www.staples.com for more detailed information.
The Advertising Council, Inc. E Staples offers competitive salaries and comprehensive benefits. Please send
261 Madison Avenue - 11th Floor, New York, NY 10016 : resume suitable for scanning (see below) 10: Staples, Inc., Attn: Sharon
’ ') |

Troost, Human Resources, 500 Staples Drive, Framingham, MA 01702;
Fax: (508) 253-9014; email: sharon.trocst @staples.com (ASCII text pre-
ferred). Scannable resumes should be forwarded on plain white bond paper,

: using standard types and fonts, and no bold or italic print. When faxing
SEN IOR M E D IA PROFESSIONAL resumes, please also mail an original copy. We are an equal opportunity employer.
Pittsburgh or Fairfield County, CT

Join a national media management company to plan and execute national
product launch. We are looking for a professional who is a strategic thinker, in-
dependent worker and well versed in national broadcast and print. Opportunity
to work as part of a team and grow a business from the ground up. We offer
401K, Stock Purchase, & Medical/Dental plans. =
! - ) Our commitment and goa s 0 B 0 il

Fax resume and salary requirements to - RN AB vy o PRI T IR ome J".ggilp.g}ec.d

(203) 855-8563 = J 3 3 '

r * * * USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSURE * * *
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HELP WANTED

- Hot Jobs

Paladin Staffing Services "Worksite“has new postings every week
for freelance advertising and marketing jobs at top companies
and agencies in NYC and suburban NJ and CT.Short or long-term, =
on site or off. Some temp-to-perm jobs. All skills and titles, £

including creative. EOE/M/F/DNV

www.paladinstaff.com

SENIOR MEDIA PLANNER

Mid-town media service company seeks motivated seasoned planner to
manage prestigious accounts. Must possess professional demeanor and
strong presentation skills due to level of client contact required

Should also have local marketing expertise, working knowledge of syndicated
data and strong analytical skills. Three years planning experience. Proficient
with Excel, Word, PowerPoint. Salary commensurate with experience.
Fax resume to (212) 652-2279
Attn. Steve Sgobbo

TRAFFIC MANAGER
TBWA/Chiat/Day—New York

We are seeking a traffic manager with 1-2 years experience, who is an
energetic, organized team player. The best candidate will be a self-starter
who is detail-oriented and able to handle tight deadlines on several
projects simultaneously. Must have knowledge of broadcast traffic as well
as all phases of print jobs. A background in newspaper production a must.
Retail experience a plus! Qualified candidates, please fax your resume to:

B. Wilson (212) 804-1200

*No calls please.

FCB

—
WE HAVE JOBS THAT
YOU'LL EAT RIGHT UP

Account/Media/Traffic

Do you crave a high-energy environ
ment? Do you have an appetite for fun
and flaunting your multi-tasking abilities?
Want to sink your teeth into the fast-
paced Taco Bell retail account? Great!
FCB wants you. And by the way, a back-
ground in QSR is icing on the cake. (or
rather, topping on the taco.)

Opportunities are available in:

OC/SF/LA/NY/Seattle/
Chi/Denver/Atl/Dal/Philly

So send in your resume, a cover letter
and salary requirements to FCB. 'Cause
we're hungry to hire
FCB
4 Hutton Centre Dr. #1000
Santa Ana, CA 92707
or faxto (714) 432-1108

Attn: Position/City Desired

EOE No phone calls, please.

MARKETING MANAGER

We are an internationally known consumer
publishing firm seeking a detail oriented
Marketing Manager to join our Group
Sales Department. Responsibilities will
include fulfilment and analysis of syn-
dicated research requests for the Group
Sales force and Senior Management using
multiple sources: MRI, Mendelsohn and
Simmons. Development and execution of
multititte database programs include:
corporate, marketing initiatives and
category specific presentations to clients,
strategic development, data analysis,
execution and post analysis. Candidates
should have 3-5 years related experience.
Print experience a plus.
Please send resume with cover
letter and salary requirements to:
M. Gaudio
350 Madison Ave, 8th Floor
New York, NY 10017
Fax: (212) 880-8086
EOE MIFIHIV

Computer and Technology
Ad Sales Pros

Sky TV (the leader in computer and
technoiogy television) has expanded
our In-Flight Television Division. We
have launched the first ever integrated
In-Flight Television Network (with multi-
ple airlines). The Success of Buntings
Window to the Worid of Computers
on United Airlines is going global with
a multi-carrier network.

We are seeking 3 Senior Level
Advertising Sales Executives with
substantial high-tech experience. Tei-
evision/Cable sales/management or
successful sales background with a
major high tech publisher a must.

We have positions based in Silicon
Valley & New York. Compensation is
exceptional with strong growth op-
portunities for the success minded
professional.
Please reply in confidence to the CEO:
(fax) 214-653-1306
email:MarkB@SkyTV.net

SIKIY

TELEVISION

MANAGEMENT
SUPERVISOR

Lifestyle Marketing Group, a division
of Cox Enterprises and one of the
leading sports marketing, sales
promotion and sponsorship
consulting companies is seeking a
Management Supervisor with 6-8
years experience (Agency or Client
related position) with an emphasis
on developing promotional tie-ins
between Fortune 1000 companies
and developing property
sponsorship proposals. The ability
to write proposals, create and pres-
ent new promotional concepts and
evaluate and manage sponsorship
programs are a must. Candidate
must have exceptional verbal/
written communication, pres-
entation, organization and negotia-
tion skills. Candidate must also be
computer literate. Sports marketing,
entertainment marketing and/or
media background is plus but not
required.
Please FAX resume, cover letter
and salary requirements to:
Mark Rothenberg

Fax: 212-685-0757

ADVERTISING
SALES

Country’s largest producer seeks
opportunity-driven salesperson to
launch new medium targeted for
regional & nat'l. advertisers. Exp. w/
ad agcys. & media buyers a must.
Get in on ground floor of this one!
Create a career with a future.
Fax resume to 973-956-6902
Email: baggmann@aol.com
or Mail to Valet Display
155 Sherman Ave
Paterson, New Jersey 07502

RADIO CREATIVE
DIRECTOR

National *“radio only” ad agency
based in Philly suburbs seeks
organized, results-driven pro to lead
our writing/production team. Send
resume, reel and salary require-
ments to:
Creative Director
Radio Direct Response

630 Parkway, Broomall, PA 19008

MEDIA
SUPERVISOR

Baltimore agency needs Media Sup.
to manage national/international
travel accounts. Tour & Travel
experience aplus.

MEDIA PLANNER

Baltimore agency needs media plan-
ner. Two years experience required.
Send resume in confidence to:
Main Post Office
P.O. Box 13323
Baltimore, MD 21202

WEB DESIGNERS

Artisan seeks experienced web de-
signers, art directors and programmers
with e-commerce, advertising and/or
corporate site credentials for on site and
off site freelance and staff positions. De-
signers & Ads must have solid design
background and understanding of web
technology. Production skills a huge
plus (esp. html, javascript, flash,
dreamweaver). Must have professional
URLs to show.

Please e-mail resumes with URLs
(no attachments please) to
anne@artisan-inc.com
or fax to: 212-448-0408

For Classified Advertising Call M. Morris at

1-800-7-ADWEEK

WEB SITE SALES

Join the fast growing world of web
site sales. Income earnings un-
limited. Sal+comm+full benefits.
Knowledge of web a must. Pro-
fessional appearance a +. Fax re-
sume to:
The Coastal Group
VP Sales, 212.505.6996
www.thecoastalgroup.com

GLOBAL AD
AGENCY SEEKS:

eAssociate Media Directore
Food Chain. Nat'| TV experience
eMedia Supervisore
Heavy print exp. High profile.
eMedia Plannere
High profile. Beauty products.
Fax: Sharon, PRI, 212-271-3922
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BRAND MANAGER EZ

ELEVATE YOUR CAREER TO BRAND ARCHITECT
United States Tobacco Sales and Marketing Company (LISTSM) is a leading

consumer products manufacturer with premium smokeless tobacco products,
including Copenhagen and Skoal.

Our impressive record of sales, eamings and dividend growth is a reflection of
this success. USTSM is seeking a classically trained marketing professional to
join our growing Brand Management Team. The successful candidate will
become the brand architect for a leading national smokeless tobacco brand,
leveraging their experience with a proven track record in brand positioning.
Uulizing advertising, promotions and strategic business assessments, this
highly visible position will direct brand development and drive brand growth.

Regquirements include a minimum BA/BS in Business, Finance or Marketing,
MBA preferred; 3-5 years marketing experience with increasing responsibility in
brand management. Required core competencies include strong written and
verbal communications skills, exceptional quantitative and analytical skills, as
well as demonstrated accomplishments working in a team environment.

We offer a highly attractive compensation program including stock options
and incentive bonus, exceptional company paid benefits and an emphasis on
individual development. Please send/fax your cover letter and resume to:
RICHARD MONTANARO, EMPLOYEE RELATIONS, ON BEHALF OF
USTSM, 100 WEST PUTNAM AVENUE, GREENWICH, CT 06830. FAX.
(203) 622-3493. Visit our website at http.//www.ustshareholder com Equal
opportunity employer M/F/D/V.

UST

Focused on the Future.

SALES DEVELOPMENT MANAGER
THE PARENTING GROUP

WE are the leading media company in the hot family marketplace,
a part of Time Inc. We are Parenting, BabyTalk, Family Life and
Healthy Pregnancy magazines. We are First Moments, the family
field’s largest sampling company. We are Parenting Bebe (en expanol),
a Custom Publishing unit, books and multimedia and television
properties.

YOU are smart, of course, but more than that, you believe that
good ideas must lead to measurable results. You think strategicaily, act
ecisively (and quickly), write convincingly and present compellingly.

YOU can develop a marketing program, devise added value
solutions, generate concepts that meet sales goals, analyze research and
develop program platforms. All before lunch. You can strategize with
salespeople, work with creative, craft presentations and handle clients.

YOU have 4+ years experience in media sales or marketing,
promotion, research, agency account management or media. You are
motivated, proactive and creative. You get along well with others. And
you like to have fun (we do, too).

IF our description matches yours, send your resume with source
code AW699DM and salar?/ requirements, to our resume processing
center at: PO Box 378, Burlington, MA 01803 or fax: 800-462-6943.
To apply on line: timeinc@webhire.com. Only qualified individuals

will be contacted. EOE. The
Timelnc. KARINTY

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

Experience extraordinary creative
challenge at the height of one of
the world’s fastest-moving
companies: Hasbro Interactive.
We’re looking for the following
team players:

HASBRO
Interactive

Art Director

Responsible for the conceptual design and art direction of
graphics for retail packaging, promotion materials and retail
displays as well as developing conceptually, directing and
producing promotional videos in support of marketing. Position
also involves interpreting marketing and development goals,
overseeing quality control of work, preparing high resolution
files for reproduction, and commissioning design firms, photog-
raphers and illustrators. Team-oriented candidate we seek must
have a Bachelor’s degree in Graphic Design along with at least
5-10 years of professionat experience designing and producing
graphics for retail. Expert knowledge of Mac-based programs
such as Quark, Photoshop, Freehand and 3D modeling
programs is essential. Proven creative skills relating to graphic
design for retail packaging, and strong typography, composition,
color and layout skills as well as prior experience managing
resources is a must.

Graphic Designer

Conceptual design and production of graphics for retail packag-
ing, promotion materials, presentations and the Internet. Obtain
approvals, prepare files for high resolution output and repro-
duction, and creating 3D comps. To succeed, you will need a
Bachelor’s degree in Graphic Design and at least 3-5 years of
professional experience. An in-depth knowledge of PhotoShop,
llustrator, Freehand and Quark is required. Proven creative
skills relating to packaging, Internet uses and offset printed
materials are essential as is demonstrated talent with typogra-
phy, composition, color and layout. The ability to direct outside
resources is also a must.

E-mail your resume to: hirecruit@hasbro.com; fax
to 978-921-3050; or forward (noting position of
interest) to: Human Resources, Hasbro Interactive,
50 Dunham Road, Beverty, MA 01915-1844. EOE
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HELP WANTED

- Talk with us.

By drawing upon our employees' enthusiasm, intelligence and creativity, Delphi
Forums has become the Web's leading community services company and the
interactive ingredient in thousands of popular destination sites such as Xoom, Fox
Sports Online and About.com. With mare than 1.6 million registered forum
members, Delphi and its partners are the established leaders in the community
market. Delphi is the one to talk to.

AD NETWORK RELATIONSHIP MANAGER
New York

Achieve advertising sales business and revenue objectives by identifying, negotiating
and driving strategic third party partnerships for our online forums. Manage banner
sales to meet forecasted revenue projections and evaluate the effectiveness of
these partnerships. Experience in ad network management is required. The successful
candidate will have outstanding sales and business development skills, strong
business acumen, demaonstrated ability to provide sales leadership, and a gcod
understanding of the Internet and its future. Proven contacts in the advertising
industry specifically in New York is preferred.

Delphi is a privately held, equal opportunity employer,

growing 15 to 20 percent per month. We value the

Forums, 1030 Massachusetts Avenue, Cambridge, MA
02138 Visit our Wehsite at www.delphi.com

~

strength diversity brings to our corporate success. Please -
send your resume by e-mail: careers@delphi.com
fax: (617) 441-4943 or mail: Human Resources, Delphi "-"O r u m S

>
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HELP WANTED

WE’RE GROWING FAST.
ACT NOW!

Leading global ad agency has various positions available in:

MEDIA and TRAFFIC

We're looking for innovative professionals

Success Is A Direct
Response To
Your Efforts

If you’re a Marketing/Media pro seeking a

new and exciting career direction, take a who have experience with direct response.

e e ASSOCIATE MEDIA DIRECTOR
e s BROADCAST SUPERVISOR
these exciting opportunitis I]IRHH MA"_ MEDIA PLANNERS
thraﬂlqe:afwﬂ;};Ll v, Advanced analytical skills are essen ASSISTANT MEDIA PLANNERS

tial as you perform strategic planning

and analysis of Direct Mail promotions

" Specifically, you will supervise media DIRECTOR OF LETTERSHOP
analysts, develop/execute promotional

plans and post plan analyses, evaluate and TRAFFIC MANAGERS
analyze data and reports, produce media plans L i .
to meet New Member acquisition objectives, perform spe- if you're interested, send/fax cover letter with salary requirements
cial projects, assist in the budget planning process, and & objective, along with your resume to:
develop and utilize data base marketing strategies and appli
cations. We require a Bachelor's degree, at least 5 years Human Resource Dept.
Direct Response Marketing experience, and strong knowledge of list planning, seg
mentation and negotiation, merge/purge, and use of internal and external models 919 Third Avenue, New York, NY 10022

Previous database marketing and supervisory experience preferred. Strong communi

cations and PC (spreadsheet applications) are a must. Job Code: MDA Fax: 212-546-7811 Email: mflores@draftnet.com

www.draftworldwide.com

ASSISTANT MANAGER LIST MARKETING

You will have responsibility for sales, fulfillment, advertising, billing and collections with D I RECTO R 0 F B ROA D CAST

regard to the marketing efforts of our book club lists to other direct response companies.

You will_ coordinate qctivities between List Marketing_, Media and outside Management Needed immediately to supervise small staff and produce TV/Radio com-
Companies to fulfill list rental/exchange and package insert orders, recommend concepts mercials for AAAA advertising agency in NYC. Must have 8-10 years agency/
ﬂllfil will leadl;lmpmved p{oﬁltaglllty alnd margetfll]bllll'y‘- zﬂd mo“"gf;';‘ rental ‘t’fl‘,ie“ g production management experience, be diplomatic, creative & organized with
g':l':e‘;?i;keamf’ggf;:: “P(‘ii’sgc‘;:’:c ?ﬁi;gg;migar]e:na;wi o zgilziﬁwlfé s extensive knowledge of all aspects of TV/Radio production from bid through
cgealively. Job Cogde: MLA Y post. Position requires a hands-on manager & problem solver with direct client
. o contact experience. TV production contacts in NYC as well as radio production
We offer a competitive salary, excellent benefits and career opportunity in a profes- experience a must.
sional marketing environment. Please send resume with salary history/requirements
and Job Code fo: Faxresume & §a|ary requirements to 9‘! 1'1-833-1 969
Attn: Director of Broadcast Position
Robert A. DiPietro or e-mail to prodresume@aol.com
\"/ DOUBLEDAY DIRECT, INC.
- 401 Franklin Avenue,

Doubleday foriisiss ADVERTISING SALES REP

E-mail:robert.dipietro@doubledaydirect.com SALES EXECUTIVE Metafor Imaging, a leading digital

Equal Opportunity Employer M/F/D/V imaging studio based in L.A. seeks
Leadin advertisin sal a sales rep to sell photo retouching
— 9 Sing 2'es to the N.Y. advertising industry.

organization seeks a creative,

dynamic,  goal-oriented  sales g:‘g&ggraphzel :fr:jcli/or g;i":ry bacli—
._e executive for their New York office. S A AT
AdVE”lSlng Jobs MARKETING . " : commission. Will be interviewing in
e . e ceh Media sales experience a plus. N.Y. week of June 21st. Fax
ledia Planner 3yrs online planning k Emphasis on reachin L . :
Media Buyer 3yrs. spot/brd/fprint 532k ACCOUNT EXECUTIVE d ec?si onmakers and on growing resumes asap\;c;. sal
St.Media Plan Syrs. brd/radio/print 550k : N et P Sales
Medio Di. 8yrs. Planning/Buying $70k Are you an experienced marketing/ G E e Tl LS (310) 287-3778
. ; i i possess excellent written and verbal
Media Dir. 5yrs. Plan/buy, Intemet S50k sales person with qualified experi XU v
: 4 o . . communications skills. A successful
Client Sve. Dir 10yrs; Fastfood 585k ence in new business development? sales history and ability to handle
Acct. Sup Syrs. Natl Res10urontl 545K An  organized self-starter and numerous ongoing ol
Acct Sup. 5yTs. Internet Mktg, Hi-tek $60k . . . : - proj WR'TER WANTED
AVE 3yrs. Fostfood, brling a + $40k creative thinker with extensive client necessary.
Acct. Mgr. dyrs. TravelTrasp Ind. 540K contacts, good prospecting and Exceflent salary, benefits and
e T g»"ﬂ*‘ presentation skills? WABC-TV, New incentive potential. EEOC. HIGH TICKET & HIGH TECH
Product Training Mgr. 3yrs. salestrairing - $80k n . Fax resume in confidence to:
Regional AE dyrs. ad-sales (NYC) $200K York is looking for a Marketing nconiaence If you have the talent and experi-
Sales Mgr. 4yrs. ad-sales/mgmt. (NYC)  $200k Account Executive that fits this 212-286-9004 \ o T
Acct Exec. 2yis.ad-sales® 5100k description. |f interested, please or send to: GRS Gl A T
é:gﬁg;‘; g:gmig: g”e’m?"gi;”g'cw send resume to ADWEEK Classified, Box 4044 Home Furnishings and Finishes and
St. Louis, Seattie, Houston*) Nancy Jordan 1515 Broadway, 12th fi. Telecommunications, fax resume to
For other job postings see: WABCTV New York, NY 10038 Scott 717/394-8777
www.peopleco.com 7 Lincoln Square
Fox Resume: 214-265-1918 Aftn Lyn Buckiand New Y°"!" NY 10023
email resume:Lbuckiond@peopleco com or e-mail resume to
© Nancy.C.Jordan@ABC.com Lookl'ng for the perfect IObQ
m No telephone calls or faxes.
STAFFING FOR ADVERTISING PROFESSIONALS We are an Equal Opportunity Employer ADWEEK CLASSIFIED
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HELP WANTED

Multi-faceted NY music company
needs sales rep to handle advertis-
ing clients -
sound design.
contacts helpful.

PRINTING SALES

Award winning international print-
ing, catalog & marketing co. Full
service in-house creative staff and
10,000 sq. ft. photo studio. Senior-
entry level positions available. Pro-
fessional appearance a +.
Salary + comm+benefits. Unlimited
earnings potential. Fax resume to:
The Coastal Group
VP Sales, 212.505.6996

SALES REP

jingles, scoring and
Experience and

Fax resume in confidence to:

SOLUTION MARKETING:
JOB CORNER

Full Time Marketing Positions in
Consumer Pkgd Foods, Beverage,
Skin Care/Cosmetics, and market-
ing Research. Director of Marketing
for Entertainment Theme Parks.
Send resumes to:

SOLUTION MARKETING:
Fax: 323 932-6138

(212) 727-8282 i inee s a2iaiaronpTcan E-mail: mktmstr@mediaone.net
ACCOUNT EXECUTIVE
ADWEEK ONLINE: Senior position for Miami based resort

FINDING THE RIGHT EMPLOYER JUST GOTAWHOLE LOTFASTER

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

most up-to-date source of advertising, marketing and media positions, has several
new features that will help you streamline and target your search:

® Instant e-mall 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 sec-
onds to a prospective employer. And this means to confidential ads, too!

» Visit an employer's web page. Many online ads have a direct link to the com-
pany's website, 0 you can learn more about themfast.

® Direct links to the ADWEEK MAGAZINES Archlves. 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 printand online, ADWEEK MAGAZINES Classified is
THE HIRE AUTHORITY

r—-

group. Strong marketing skills, assertive.
Min. 10 years experience, travel/tourism
background. Send resume to Personnel
Dept, 725 NE 125th St, N, Miami, FL
33161 or fax to 305-892-9611.

JUNIOR
ACCOUNT EXECUTIVE

Green Team Advertising, Inc. has an
immediate opening for a junior
account executive at our SoHo
office. Job responsibilities include
client relations, writing proposals,
pursuing new accounts, trafficking,
and media planning. Candidates
must be able to work as a team and
have excellent interpersonal skills.
Fax212-966-6178
Email: greenads@aol.com
Web: greenteamusa.com

Catch a Creative Genius
ADWEEK CLASSIFIED

CAREER
SURFING?

www.rga-joblink.com

Roz Goldfarb Associates
(212) 475-009%

Looking for the perfect job?

ADWEEK CLASSIFIED

USE ADWEEK MAGAZINES TO
GET NATIONAL EXPOSURE

THE CONVENIENT CLASSIFIED CONTACT FORM

|

| USE THIS HANDY COUPON TO FAX OR MAIL YOUR AD

| CLASSIFIED MANAGER: M. MORRIS

| MAIL TO : ADWEEK CLASSIRED 12TH FL.

| ADWEEK 1515 BROADWAY, NEW YORK, NY 10036

I BRANDWEEK PHONE: 1(800) 7-ADWEEK  OR FAX (212) 536-5315
| REGION: East New England Southeast
| MEDIAWEEK Midwest Southwest West All

| CATEGORY

| PAYMENT

| *FREQUENCY: 1x 2x 4x Q CHECK QOMASTERCARD QVISA O AMER.EXP.
| . . Signature

I MORE: (SDECIfy) Cardholder's Name

| *Not applicable to Advertising Services Categories Card # Expires

: AD COPY (Attached additional sheet if needed) B

|

|

|

|

I NAME ADDRESS

I PHONE FAX

S |



YOU ARE HERE

= the

. 1765% o a“ge%‘“é‘d]a plans
liguid lunches ,.;s{:;:;;g.,gnhggggggn

ot telewsmni” heCBimer

Cihnstmas partlels cable

'theCh a n eS promotions th

§creat1ve differencesbuy out 17 6 5 0 ¢

A v s1tes§g,=§3§gv mee'"'ﬂs A
II ht all nighters

a ors.:
deadl ines € J;Elgl;s
deadllnes 8050n mcatlon 'i

Nt off sites
Christmas n%m[esé?lfolT %rgalsp l
post pvoducno@h'rlstmas% Wé Tégfg"/ Hnnt mductlon Ilﬂm ra-l nsto rm
creatwe differencg iy tu ’ t

email c B a 1( l
tech noitogy Cgf‘ & iristma f LH‘__I

hranmng _ — !
t qlentc

cable 4

\
Everest. Kilimanjaro. K2. The ad business. those around them to excel and achieve. forms or visit www.aaf.org/ahoaform.html
Announcing the call for nominations Nominations for the Avrett, Free & Ginsberg Winners will be honored at a gala luncheon
| for the 1999 Advertising Hall of Jack Avrett Volunteer Spirit Award are also at New York's Plaza Hotel on November 10th.
Achievement Awards. The AAF is looking being accepted. This award goes to an
for people who have made it to the top by outstanding volunteer leader whose efforts Submit a nomination for the 1999
making outstanding contributions to the have contributed to the betterment of the Advertising Hall
advertising industry. Nominate someone today.  advertising industry. of Achievement
Awards, because ZW
All nominees must be under 40 years old, The deadline for entries is July 15, 1999. Call  nobody gets to
and should exude qualities that have inspired  Thaiia White at 800.999.2231 for nomination  the top alone. A e DERaTioN T
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Interactive

| | Marketing Awards
Winners | Celebration
presented by ADWEEK Magazines
IBM
Featuring
Discover Online
Brokerage
) Event Sponsor
Hewlett-Packard Event Details
Tuesday, June 29
Victoria's Secret
6:00pm
Awards Ceremony
eToys MEDIA
6:30-9:30pm :
Cocktails and Dancing
Sharper Image . - R
Catered by [k Uppon Cust € 5
o FREEQ)pC
_ Puck Building ~G
Th'ngwor'd.com Grand Ba"room
295 Lafayette Street Co-Sponsor
(at Houston Strget)
eBay New York City IS?W;IAP‘E&?%
. igi shing
Tickets $75 FoX B (&) &

RSVP by June 18

Register online at:

www.adweek.com/iaswing or contact
Betsey Geller at Adweek Magazines

phone (212) 536-6588 fax (212) 536-5353



The next

1000 years of

. REATIVITY

startsin S A N

FRANCISCO
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Adweek’s 25th Annual Creative Seminar
www.adweek.com/adweekconf
1-888-536-8536

Ant by Hokanson/Cichetti
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BY LISA GRANATSTEIN

Hot Fun in the Summertime

Publishers roll out special issues to add some sizzle to slow months

ith the summer doldrums about to hit, publishers are looking to make a
splash with the season’s annual crop of hot lists and special issues. Enter-
tainment books, per usual, are banking on summer’s heavily hyped

movies for cover subjects. Rolling Stone will feature Eyes Wide Shut’s

steamy Nicole Kidman on the cover of its annual summer double, due on newsstands

June 18. The issue includes an 8,500-word interview with Kidman as well as a coast-to-

coast concert and club guide. “We think of the summer double as this great midyear

palette to put a lot of our best stuff in,” says Bob Love, RS editor. “We put some of our

bigger pieces in there.” Also in this year’s issue is contributing editor Chris Heath's opus

on the “Wheelchair Murderer,” a handicapped athlete convicted of gunning down a

stranger in Montana.
Entertainment Weekly and TV Guide use
their summer specials to indulge their lust for
lists. EW’s It List double (formerly the Cool
issue) puts the spotlight on the 100 most creative
people in entertainment. The It List edition will
reach stands the same day as RS, June 18.
After a one-year hiatus, TV Guide is col-
laborating once again with syndicated news-
mag Entertainment Tonight for its “20 Sexiest
Stars on TV” issue. ET will air behind-the-
scenes segments about the issue, due Aug. 2.
“In the summer especial-
ly, there’s not as much
original programming on
broadcast networks in
prime time,” explains
Steven Reddicliffe, TV
Guide editor in chief. “We
try to draw on different
things to entertain our
readers.” TV Guide is con-
sidering using multiple
covers for the “Sexiest”
issue, Reddicliffe says.
Readers in search of a
more cerebral variety of
warm-weather inspiration
can turn to Esquire’s
“Summer Reading” issue.

The Rolling
Stene Interview

2UBLE ISSUE

Stretching out: RS runs extra-
long pieces in its double issue.

“In the *70s and 80s, this was an important
issue [for Esquire], and then it just sort of fad-
ed away,” says editor David Granger. “We've
revived it over the years.”

While the issue’s cover lures men in with a
sultry shot of model Esther Cafiadas, inside
Esquire goes for substance with the first of
three newly discovered stories by author Ray-
mond Carver and the first short story from
novelist Russell Banks in five years.

Manly men in search of big ideas for vaca-

| tion pastimes can seek out the second annual

summer issue of Men’s
Journal, now on news-
stands. MJs “biggest
ideas” list provides 94 tips
from the likes of author

Missy |
Elliott |

Santana

garage) and world surfing
champ Kelly Slater (surf
in Fiji). The cover high-
lights tip No. 47—skinny-
dip with Doritos’ Super
Bowl model Ali Landry.
Landry’s Doritos com-
mercial is really all about
the mocking of men, ob-
serves MJ editor Terry
McDonell. “We’re wink-
ing,” he says. “There nev-

Limp
Bizkit

South

Park §

Fights §
% Back

PJ. O’'Rourke (clean your |

|

er has been a babe on [an MJ] cover, but
that’s part of summer. Hopefully, we won’t
have to go to feminist jail, but maybe we will.”

Sports fans can revel in ESPN The Mag-
azine’s special look at sports in the past
2,000 years and the next 2,000. The issue (on
stands July 14) will
explore “all the
truly  significant
developments that
have made sports
such an integral
part of our social
cultural fabric,”
says John Papanek,
ESPN editor  in
chief. Topics will

include  sports’ Tl i :
greatest  innova- 1 --'-@h'--——'."-:'--'}'ﬂ?f?f
tions, the best

pieces of equip-
ment and a look at
advances in medi-
cine that could extend the careers of today's
athletes. ESPN will also name the greatest
athlete of the past two millennia.

Unlike last summer, when it published a
special issue on sports fans, a double that
was on stands for a month, ESPN is keeping
to its regular biweekly publishing schedule
this summer. “Our magazine has become so
popular, it behooves us to deliver an issue
every two weeks,” Papanek says.

Elle Elevates
2,Sets Spinoff

Richardson, Bensimon
eye travel book launch

The arrival of a new CEO can often send rat-
tles down the rungs of a corporate ladder.
While it’s too early to tell what fate awaits

Esquire spotlights lit.

Read me at the beach:




Two for Road: Rich-
ardson, Bensimon
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staffers at Hachette Filipacchi Magazines since
Jack Kliger’s recent arrival, at least Elle’s two
top editorial execs can breathe a little casier.

For the first time in its 14-year U.S. run,
Elle now has both an editor in chief and a
publication director with the respective pro-
motions last week of editor Elaina Richard-
son and creative director
Gilles Bensimon. Both
execs will continue to
report to Jean-Louis
Ginibre, Hachette senior
vp/editorial director.

The promotions give

added responsibilities over
the monthly’s budget. “We
will be more directly in-
volved in the budgeting
and planning, as well the
editorial and creative,”
Bensimon says.

The budgeting respon-
sibilities were previously
handled primarily by Jean
Fornasieri, senior
general manager of the
Hachette fashion group,
which includes Elle, Mira-
bella and George. Forna-
sieri left last month to join former Hachette
CEO David Pecker at American Media,
where she is senior vp/general manager.

Richardson and Bensimon’s added duties
include greater involvement in the develop-
ment of the title’s first spinoff, a fall travel
magazine polybagged with Elle’s November
issue. Elle’s Ultimate Road Trips is “about trav-
eling in style, about the good life,” explains
Richardson. Topics will include a drive down
the Italian Super-Tuscan highway.

The car-trip spinoff concept sprung from
Elle senior vp/publisher Carl Portale’s past
experience as cofounder of the now defunct
Ewropean Travel and Life. “[Ultimate Road
Trips] deals with the experience of travel—it’s
about romance, the places and people at those
places,” Portale says.

Road Trips will be polybagged to 650,000
subscribers and with Elle’s European circula-
tion. The title also will be polybagged with
newsstand copies in New York, Boston and Los
Angeles. If all goes well, the spinoff may run
two times next year.

Road Trips will follow a path somewhat
similar to that of Mororing, Condé Nast’s
065,000-circ outsert to Architectural Digest,
which is set for an October launch. Motoring
will focus on car design and incorporate cle-
ments of AD’s lifestyle, highlighting destina-
tions and personalities.

Richardson and Bensimon |

vp/ ‘
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Parenting,
Family PG Link

A how—to on high- tech

Time Inc’s Parenting and Ziff-Davis’ Family
PC will meld their editorial and business know-
how to produce a [6-page family tech supple-
ment this fall, “A Guide to Raising Kids in the
Information Age.” The section will offer read-
ers of both books” November issues tips on how
to integrate technology into their kids’ lives.
As there are in every new partnership, there
have been a few bumps in the road with the pro-
ject. The two titles disagreed at what point in a
child’s development they should begin working
with PCs. “All the stages of development that
Family PC called for, Parenting suggested later
ones,” says Robin Raskin, editor in chief and
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managing director of Family PC Enterprises.

Both books expect to run ad pages in the
section from their partner’s key categories,
with Parenting hoping to see some new tech
ads and Fanily PC aiming to clean up in the
fami]y way. The November issues will reach a
combined paid circulation of 1.7 million read-
ers, with Parenting providing the bulk of the
total with its 1.3 million circ.

While Parenting previously has partnered
with Time Inc. siblings Money and People en
Espariol, the project with Z-D is the first with
an outsider. The tech-oriented content of the
supplecment “was definitely information our
readers had asked to see more of, and given that
they are the best source of information, it made
logical sense,” John Hartig, Parenting Group
president and CEQ, said of Fumily PC.

While Parenting does not have any plans to
repeat the experiment, Family PC says it is on
the lookout for similar partnerships with oth-
cr magazines. —Lori Lefevre =

Mediaweek Magazine Monitor

Weeklies

June 14, 1999

Time Out New York, one of many titles to capitalize on last
week’s release of the new Austin Powers movie, has been
strong in ad sales for the first half of the year, with a
17.49-percent increase in year-to-date pages over 1998.
Also, the latest Time 100, “Heroes and Icons,” yielded ad
pages nearly double the same issue last year. —Lori Lefevre

Issue Current

Issue Date

Date Pages Last Year
NEWS/BUSINESS
Business Week 14-Jun 105.78  15-Jun
Economist, The 5-Jun 39.00  6-Jun
Newsweek 14-Jun 7671 15-Jun
PeopleX” 21-Jun 8306 4-Feb
Sports lllustrated 14-Jun 59.94  15-Jun
Time' 14-Jun 133.15  15-Jun
US News &
World Report 14-Jun 41.37  15-Jun
Categery Total 53891
ENTERTAINMENT/LEISURE
AutoWeek 14-Jun 2580 15-Jun
Entertainment Weekly  11-Jun 3324  12-Jun
Golf World 11-Jun 60.32 12-Jun
New York DID NOT REPORT
New Yorker 14-Jun 23.66 8-Jun
Sporting News 14-Jun 19.75  15-Jun
Time Out New York 9-Jun 69.70  10-Jun
TV Guide 12-Jun 5258 13-Jun
Cxiegery Total 285.85
SUNDAY MAGAZINES
Parade 13-Jun 1454  14-Jun
USA Weekend 13-Jun 1348 14-Jun
Categery fetal 3R
TOIALS pv3 ]

Pages Percent YD YT Percent
Last Year Change Pages Last Year Change
7308 44.75% 197464 1,73884 13.56%
64.00 -39.06% 1,384.73 1,280.05 8.18%
68.24 1241% 1,10999 1,065.60 4.17%
68.53 21.20% 1,861.16 1,748.48 6.44%
66.73 -10.18% 1,269.563 1,258.69 0.86%
4565 19168% 141831 120650 17.56%
2443 6934% 88264 821.98 7.38%
410.66 31.25% 9.391.08 8,128.14 8.56%
35.89 -2811% 72499 714.68 1.44%
3996 -16.82% 84228 75009 12.29%
4980 2186% 67216 756.78  -11.18%
29.86 -20.76%  759.20 82408 -787%
14.08 40.27%  403.06 364.24  10.66%
6840 190% 155515 1,32365 17.49%
3984 3198% 158814 142627 11.35%
27153 271% 6.544.98 6.153.79 5.25%
16.60 -12.41%  300.97 294.98 2.03%
15.03 -10.31%  308.19 287.48 7.21%

N6 -1141% 689.16 52244 4.59%
nig 1837% 17.655.14 15,862.37 157%

E=ESTIMATED PAGE COUNTS; X=ONE MORE ISSUE IN 1998; R=REVISED.



S u den S Talk B aCk (ENTHUSIASTICALLY)

¢The Media School provided me with a solid
foundation for developing effective media plans and analyzing
media buys.”?

KARLA HUFF, MARKETING MANAGER
NIKE

¢¢I am on the Account side and took the course just to get an
overview of Media. You've given me that and a lot more.”

SANFORD FINK, ASSISTANT ACCOUNT EXECUTIVE,
BATES USA-NEW YORK

eI really learned how agencies work...and how to communicate
with them. Presentation Skills Day was great, too.”?

LisA COFFEY, ADVERTISING SALES
USA TODAY-NEW YORK

WHO SHOULD ATTEND?

acency — Media Planners, Buyers, Media Directors, Account

THE MEDIA SCHOOL
" A Duviston of MEDIAWEEK MAGAZINE

Please send me more information. I'm interested in:

Executives, Account Managers...

corroratE — Advertising Directors, Media Managers, Marketing 1999
Directors, Brand Managers. ..

O CINCINNATI, JUNE 17, 18 1 NEW YORK, AUGUST 4, 5
ADVERTISING SALES EXECUTIVES — Broadcast, Cable, Print, Out-of- O Los ANGELES, JUNE 22, 23, 24* J MINNEAPOLIS, AUGUST 12, 13
Home, Point-of-Purchase, New Media. .. O PITTSBURGH, JUNE 29, 30 0 ROCHESTER, AUGUST 19, 20

1 SaN DIEGO, AUGUST 26, 27

ANYONE WHO NEEDS MORE KNOWLEDGE IN — terms, planning, buying, O PHILADEPHIA, JULY 14, 15

negotiation, media evaluation. .. J SAN FRANCISCO, JULY 22, 23 0 WASHINGTON D.C., SEPTEMBER 13, 14
J peETrROIT, JULY 22, 23 J MASHVILLE, SEPTEMBER 16, 17
J CHARLOTTE, JuLY 29, 30 U DENVER, SEPTEMBER 23, 24

5 5 9 . 4 CHICAGO, SEPTEMBER 29, 30
Our teachers paid their dues at agencies like J. Walter Thompson and

*PRESENTATION SKILLS WORKSHGP OFFERED IR THIS CITY

DDB Needham. They translate media jargon into English and share

their professionalism with you.

Name
Company
EXTRA—PRESENTATION SKILLS WORKSHOP
Address
Add an optional third day and practice organizing and presenting a ity State Zip
real media plan. We’ll help make you a star. Telephone ( ) Fax ( )

Mail to: The Media School, Box 110, Ardmore, PA 19003
Fax to 610-642-3615

COST 2-DAY — $795 30-DAY ADVANCE REGISTRATION.
For more information: Call 610-649-0704; Fax 610-642-3615
Mail: Box 110, Ardmore, PA19003; email: info@themediaschool.net L - o oo e

THE MEDIA SCHOOL

www.themediaschool.net
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JANUARY
FEBRUARY
MARCH
APRIL
MAY
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NOVEMBER

DECEMBER

MC s the only publication completely dedicated to the strategy of marketing technology: computers,
software, telecommunications, and Internet products and services.

Each month, our readers gain insights into the thinking of top marketers at leading companies
like Dell, Intel, Compagq, Gateway, IBM, Microsoft, HP, Sun, Apple. Sprint PCS, eBay, Cisco and

Yahoo — marketers who spend more than $5 billion in media advertising

and lots more on marketing services. And who turn to MC for the = / )
marketing intelligence they need to stay on top. If they're your target for new business, you should
turn to MC, too. For ad space, contact Publisher Ron Kolgraf at ron@marketingcomputers.com or

(617) 482-0876. For subscriptions, call (800) 722-6658. Adweek - Brandweek - Mediaweek - MC
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Media Person

BY LEWIS GROSSBERGER

EBay Does It ‘

WHILE MEDIA PERSON STILL CONSIDERS CIVI-
lization II the world’s greatest computer game, he

B.’

"

must acknowledge the existence of a fast-rising rival, namely eBay. It’s |

possible that some eBay players do not think of their beloved auction
Web site as being in the same category as Doom, Myst or Myth, but, |
believe Media Person, it is. It’s so much fun that Media Person can
even excuse the silly name, which sounds like a word from Pig Latin.
After all, the eBay game involves a contest, with real opponents, in

which you can win—or lose—myriad prizes of your own choosing and

which generates the same tension, suspense
and excitement you find at the poker or
craps table. Also, you bet real money, just as
in Vegas. Also, you experience the primal
emotion of the hunt—though we call it shop-
ping. Also, most thrilling of all for the likes
of Media Person, at no time do you need to
leave the house.

What eBay does, if you haven’t yet suc-
cumbed to the madness, is allow people who
want to sell stuff to sell
it to people who want
to buy stuff. Since any-
one on the planet with

access to a computer ~ f0@sts...very nearly Turkish!! Imparts a...major java buzzzbuzzzz!!!”

can play, eBay has a

potential roster of approximately six billion.
Is there anyone who at some time doesn’t
need to buy or sell something?

It’s been called a global flea market, but
that doesn’t really capture eBay’s essence
because it works by auction, which, of
course, means you have to outbid other
lunatics to capture that rare set of vintage
Ginsu kitchen knives once advertised on
late-night TV or the classic 1957 Tales From
the Crypt comic that kept you up all night
crying as a child. Or perhaps the little gem
that was listed as a featured item the other
day. “This 32.58 carat green beauty is, to our
knowledge, the largest faceted, flawless tsa-
vorite garnet in the world,” read the descrip-
tion. Minimum bid: $325,000. No doubt a

steal at twice the price.

To start the action, the seller usually
posts a picture of the goods and some
descriptive prose, which can often become
rather excited. One recent blurb burbled:
“DOUBLE DOUBLE FRENCH ROAST
KONA!!!1100% pure 100% organic Hawai-
ian Kona coffee. This is the 3rd-rarest cof-
fee in the world! This is the darkest of all
french roasts...very nearly Turkish!! This

“This is the 3rd-rarest coffee in the world! The darkest of all french

relentlessly ticked off on-screen. Media
Person’s only complaint about the process
is that the ending seems a bit anticlimac-
tic—even if you’re the winner. What hap-
pens on-screen is...nothing. It takes a bit of
time for eBay’s computer to catch up and
send you an e-mail informing you that you
won the brass ring; now pay up, bub. There
should be gongs clanging, sirens going off
and fireworks and strobe lights flashing all
over the screen. Media Person is confident
that eBay will effect the change as soon as
they read this.

How do you know the people you’re
dealing with are reliable? There are no
guarantees, and eBay has at least once been
famously snookered—by a teenage hacker.
But one cute wrinkle of theirs allows play-
ers to rate each other for satisfaction after
they do a trade. Thus, if the buyer or seller
isn’t an eBay virgin, you can look up their
stats and note any complaints against them.

Eventually, of course, there will be eBay
police authorized to patrol the world, hunt-
ing down anyone who acts in bad faith and
bashing their modems. But that is still in
the future.

As a nation, or possibly a species, we are
a restless, easily bored people who constant-
ly need to keep our-
selves occupied with
trivial matters or else
we tend to get in trou-
ble. Thus, millions of
humans are already

imparts a deep dark chocolately (sic) flavor | eBay fanatics, and stories are beginning to

and major java buzzzbuzzzz!!!”
Sounds like they’ve been drinking their
own stuff.
Medium Person was also intrigued by a
video someone was selling of Song of the
| South, a film Disney has buried deep in its
I most secure vaults, guarded by fierce
Gurkha warriors, since what looked like
folksy, Southern-fried schmaltz when it was
made a half-century ago now probably
strikes one as something you'd see at a Ku
Klux Klan recruiting smoker. But since
he’d probably watch it only once, MP
resisted the urge.
Buyers have several days to toss in bids,
with the minutes and seconds to deadline

| make the rounds of addicts with three com-

puters all tuned to eBay, sharpies looking
for new ways to score big bucks and lonely
online souls making deep personal connec-
tions with the only other geek in the uni-
verse obsessed with their kind of obscure
kitsch. Is all this healthy? Of course not, but
then not much we’ve done since the hunter-
gatherer days really is.

It is fun, though, which is what finally
matters. That and ensuring that all the
products ever manufactured go circling
around and around from one hand to anoth-
er for the rest of eternity in an unending
flow of stuff. This, eBay has very nearly
accomplished. |

|

|
|
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Adlink offers the most effective way to target your television  interconnect links 30 cable networks across 70 cable systems, so
advertising, Consumers are bombarded with commercial messages, ~ you can address your advertising messages to individual segments
making it difficult to capture an audience efficiently with a con-  of the Southern California market. Now you can tailor the buy and
ventional TV buy. That’s why Adlink’s approach to Targeted Q target your advertising messages. Geographically, demo-
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Viacom-chief Sumner Regstone and CBS boss Mef Karmazin MARKET
INDICATORS

National TV: Slow
Fourth quarter is done
for most advertisers;
buyers are beginning to
get preliminary info
from clients on first-
quarter scatter plans.

Net Cable: Solid
Fourth-quarter scatter
biz continues to heat
up; rumors fly that
some big natworks
may add inventory to
meet demand. Dot.com
dropouts continue,
allowing nets to charge
high premiums for
vacancies. Tefecoms,
pharmaceuticals hot.

Spot TV: Mixed
Trird quarte~ is ending
on a fat note.-Auto is
trend'ng strang for
fourth: GM said last
week that it may shift
national dollars to local.

Radie: Tight
October inventory in
tor markets is getting
scarce; Some top sta-
tions are starting to
chasrge: premiums.
Buyers: are expecting a

plan to deal brisk feurth quarter.
the new met ia Magazines: Cool

Publishers are seeing
superpower created - [l oo et fourth-quar-
| ter buys from advertis- .
by the merger Of ers who could rot find
Viacom and GBS space in broadcast.
n Coverage Begins ” ”l | |
on Page 4
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Why don’t people get as psyched about the ‘hot’ new faft fineup anymore? Bad programming? Cable? The fure of the great outdoors?
No. The Internet, maybe? People have found a new pface for entertainment. We kncw. We're home to 80 miflion of 'em. adkit.yahoo.com.
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The world’s largest online audience.
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AT DEADLINE

News Corp. One Bags American Express |

News Corp. One, the cross-media sales unit of Rupert Murdoch’s
News Corp., made its second multimillion-dollar marketing part-
nership last week. American Express will spend several million
dollars across News Corp. properties—including the Fox net-
work, the FX cable channel, the New York Post, TV Guide and
Fox’s TV stations—to support the launch of its new Blue Card.
Ogilvy & Mather is handling the account. As part of the rollout,
Fox and Amex will host a free concert in New York’s Central
Park on Sept. 14 featuring Sheryl Crow, Eric Clapton and Stevie
Nicks, among others. Amex will have title sponsorship as well as
on-screen signage and exclusive ad positions.

SEC Prohe Targets Ginshurgs

Scott Ginsburg, chairman/CEO of DG Systems
and former president/CEO of Chancellor Media
(now AMFM Inc.), his brother Mark and father
Jordan last week were charged by the Securities
and Exchange Commission with insider trading,
The SEC complaint alleges that Ginsburg, as
CEO of Evergreen Media (before it became
Chancellor), tipped off his brother and father to
buy stock in EZ Communications and Katz
Media prior to their sales to American Radio Sys-
tems and Chancellor in 1996 and 1997, respec-
tively. All three men bought stock and profited,
according to the SEC complaint.

Duggan Resigns Under Cloud

PBS president and CEO Ervin Duggan last week
announced his resignation, effective Oct. 31. PBS
officials said the PBS donor-list scandal, which
broke in July, had little to do with Duggan’s deci-

his “principal objective” of “creating greater finan-
cial security and enduring value” for PBS stations.
Also last week, it was announced that 53 of the 591
public TV and radio stations that received funding
from the Corporation for Public Broadcasting
(CPB) have swapped their donor lists with political
organizations, parties or candidates, according to
CPB inspector general Kenneth Konz.

U.S Open Ratings Soar on USA, CBS

USA Network recorded a 2.8 rating (representing

2.1 million homes) for its prime-time U.S. Open tennis coverage
on Sept. 8, making the telecast the highest-rated tennis event on
the network since it earned a 3.0 during the 1992 Open. For the
first 10 days of its Open coverage, USA averaged a 1.1, up 10 per-
cent from a 1.0 in 1998. CBS also saw a dramatic increase in its
first weekend of coverage. The network’s ratings were up 25 per-

" nialid

INSIDE

Details’ Mark Golin:
a new look for fall
62
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sion. In a statement, Duggan said he had achieved 18
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cent on Saturday, Sept. 4, to 2.0/6, compared to a 1.6/5 in 1998.

| On Sept. 5, ratings earned a 2.4/7, up 14 percent from 1997’s

2.1/5. There was no CBS coverage on the first Sunday of the tour-
nament in 1998, due to the network’s NFL telecasts.

Mel Harris Returning to Sony Pictures

Former Sony Pictures Entertainment executive Mel Harris will
rejoin the entertainment giant as co-president/COQ. Harris, who
will focus on worldwide TV and related businesses, shares his title
with Bob Wynne, who manages the studio’s corporate and finan-
cial affairs. Masayuki Nozoe also was promoted to co-president
and will focus on the company’s digital studios group. Harris’
appointment has caused speculation about the future of
Columbia TriStar Television Group president Jon
Feltheimer, whose contract is up next year.

Time Inc. Planning Internet Title
Time Inc. is developing a new Internet business
monthly with the working title eCompany. Stories
will offer e-biz tips, primarily targeting execs re-
sponsible for their companies’ online efforts. The
mag also will look at e-commerce industry players,
trends and startups. John Huey, Fortune managing
editor, is overseeing the launch. A companion Web
¢ site (ecompanymagazine.com) is in the works.

& eCompany is expected to launch next spring.

Video Music Awards Set Record
MTV’s 16th Annual Video Music Awards on
Sept. 9 rocked the ratings last week with an
11.2 rating/18 share in the cable channel’s uni-
verse, which translates to an 8.0/14 in total U.S.
homes (8.2 million households), a 37 percent
increase over last year. According to MTV, the
three-hour ceremony ranks as the highest-rated
entertainment program in cable history.

Addenda: ~ationa Hockey League senior vice
president/COO Steve Solomon is leaving to
head sports programming at Univision, where he’ll
also be in charge of an investment group.. ..
Thomas Potratz, ad-sales director for Scientific
American, was named publisher of Discover . . .
Paula Romano, associate publisher of In Style,
was appointed publisher of Sports lllustrated for

| Women ...James Bocock, co-president and a founder of Pax-

son Communications, retired after eight years with the company.

COrrectlon: The headline of an item in the “Media Notes”
section of last week’s issue should have said that Health and Shape
have increased their circulation rate bases.
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New Fox Family Unit Will
Produce for Other Networks

In an effort to further brand itself as a
source of family-based programming, Fox
Family Channel last week created a new
department dedicated to the development
of prime-time scripted series.
“We’re looking to translate this word
‘family’ in prime time with program-
| ming that telegraphs our brand’s identi-
ty,” said Rob Sorcher, executive vp/pro-
gramming and development for Fox
Family Channel.
The new department will create fami-
ly-driven hour and half-hour dramas and
dramedies. Nancy Redford, who was
named vp/programming and develop-
| ment, and Kevin Plunkett, director/pro-
| gramming and development, will oversee
| the one-camera, scripted weekly series.
Sorcher said the new unit likely will turn
away from sitcoms but might eventually

| try its hand at developing an animated sit-

| com for prime time. Sorcher cited Mal-
colm in the Middle, a new Regency Televi-
sion show on Fox this season, as an

- example of the type of series the new
team might develop.

Sorcher declined to give specific bud-

get parameters for the new series but said

. the producers will have to be cost-con-

| scious. “We’ll have to be very clever in
creating many series while keeping the
quality high,” he said. —Jim Cooper

Newspaper Ad Spending
Jumps in First Six Months

Newspaper advertising expenditures for
the first half of the year hit $21.6 billion,
up 5.1 percent from the same period last
year, according to the Newspaper Associ-
ation of America.

In the first six months of this year, the
retail category brought in $9.7 billion. up
3 percent; classified rose 3.9 percent, to
$8.5 billion; and national jumped 15.1
percent, to $3.3 billion. The numbers sug-
gest that the industry is on target to
achieve a projected 5 percent gain for the
full year, according to the trade group.

With the gross domestic product
expected to grow faster in the second half
of the year, the NA A anticipates higher
year-over-year ad spending, as well.

Within the classified category—which

| faces stiff compe- (continued on page 6)

| nation will expand

http://www.mediaweek.com

Heavyweights
Tip the Scales

Viacom/CBS merger to offer sellers extra leverage

THE INDUSTRY / By John Consoli

he $37.3 billion Viacom/CBS merg-
er announced last week will create
an advertising-sales powerhouse,
melding CBS’ network, television
and radio stations and billboards
with

Viacom’s MTYV,
VH1 and Nick-
elodeon cable net-
works and stake in
UPN. The combi-

the reach and diver-
sify the demo-
graphic profiles of
both media giants
and provide tre-
mendous leverage
in the negotiation
of media buys. In
short, the sheer scope of the Viacom/CBS
holdings positions the merged company to play
a serious game of hardball with advertisers.
Adding to increased advertiser angst is the
likelihood of other major media partnerships
in the short term. Walt Disney Co. chairman
Michael Eisner and USA Networks’ Barry
Diller were said to be in talks last week about
an alliance that would involve Disney’s ABC
network and stations. And NBC on Friday
was negotiating with Paxson Communica-

}__..A S

TUDN

Two beco}n; one: V{acom's Redsto_ne {left)
and CBS’ Karmazin celebrate their union.

tions to acquire a 32 percent stake in the
company, which would give NBC added dis-
tribution via Paxson’s 73 TV stations.

The reality of ever-larger media combina-
tions has advertisers and agencies thinking
hard about how
they can match the
negotiating clout of
the sellers. “A lot of
little guys may not
like to hear it, but
let’s not kid our-
selves—scale is im-
portant,” said Ir-
win Gotlieb, who
recently left the top
post at McManus
Group’s ad-buying
service MediaVest
to head worldwide
buying operations for WPP Group’s new
MindShare unit. “Scale helps you develop
technological tools and research capabilities
and enables you to hire world-class talent
needed to give you the clout to better repre-
sent your client. A little guy, with less
resources, no research and fewer dollars to
spend, is casier to walk away from.”

In the U.S., Gotlieb will run the combined
buying operations of J. Walter Thompson and
Ogilvy & Mather, whose clients include such

1

JON GORDON/NEWSMAKERS

d viacos

- Team Viacom/CBS: 20 Key Players

eslie Moonves, president/CEO
I of CBS Television, has earned the
complete confidence of Mel Kar-
mazin and is likely to be Karmazin’s No. 2
in the new Viacom/CBS . . . Jonathan
Dolgen, chairman of Viacom Entertain-
ment Group, oversees all of Paramount’s
film and TV operations and is considered
untouchable in Redstone’s camp . . . Bill

Apfelbaum, president/CEO of TDI, runs
CBS’ outdoor operations and Karmazin’s
new baby, CBS Plus, the unit that sells ads
across all media properties . . . Kerry
McCluggage, chairman of Paramount
Television Group, played a major role in the
formation of UPN and the acquisition of
Spelling Entertainment. McCluggage may
have to watch his turf if Karmazin gives



PAGL 5

The Viacom/CBS Deal

MEDIAWEEK September 13, 1999 http://www.mediaweek.com

advertising giants as Ford Motor Co., Amer-
ican Express, IBM and Unilever. MindShare
will join a growing roster of beefed-up buying
operations—including Leo Burnett’s Star-
com, Young & Rubicam’s The Media Edge
and Grey’s Mediacom—that have been
formed to offer clients greater leverage in
making media buys.

Bob Igiel, president of the broadcast buy-
ing unit of The Media Edge, says advertisers
“must have the scale that lets you invest in
systems, research and good people. You have
to also have enough ad volume to spend so
that if you walk away from a seller, it hurts
him. In this modern, fragmented, very com-
plex media environment, it’s hard without
scale and scope to be able to provide clients
with the service they need.”

Many execs in the buying community
believe that MediaVest, following the depar-
ture of Gotlieb, could be a merger target.
Zenith Media has also becn mentioned as a
possible partner. While both shops are signif-
icant players in broadcast buying on their
own, combining their operations with anoth-
er agency would boost their clout. MediaVest
previously explored a merger with Starcom
but ultimately withdrew.

“If 1 were still sitting in the chairman’s
chair [at MediaVest], I would look at every
merger possibility seriously,” Gotlieb said.

Richard Hamilton, president of Zenith,
would not comment on possible merger talks,
but other Zenith staffers said therc are no
such discussions at present.

Hamilton says that while the Viacom/
CBS merger will make negotiations more
difficult for advertisers, the deal does not
spell imminent disaster. “Every time two
media companies merge, it makes it more
difficult to negotiate because more eggs are
being put in one basket,” Hamilton said.
“But there are still enough media outlets,
especially in TV, where we will be able to
walk away from one and not shut our clients
out. And as long as you are on a media com-

Moonves wider authority . . . John Sev-
erino is president of the CBS Television
Stations group. His counterpart at Viacom
is Tony Cassara, president of Paramount
Stations . . . Joseph Abruzzese, presi-
dent of sales for CBS Television, has thrived
despite Karmazin's shakeup of the net-
work’s sales department . . . Long treated
like a son by Redstone and once rumored as
a possible successor, Tom Freston, chair-
man of MTV Networks, will now report to
Karmazin . .. MTV Networks president

pany’s radar screen, you’re O.K. You don’t
have to be first. You can be fifth, or even
10th. But if you get down to 15th, you may
be in trouble.”

Jerry Solomon, president of the national
broadcast buying unit at SFM Media, says
that “the more money you have to spend in
the marketplace, the more leverage you have
as a buyer. If I come in with $100 million to
spend for all my clients versus $10 million, I
will have more leverage.”

CBS’ recently formed CBS Plus unit,

| which sells advertising packages across all

media, would potentially get a huge boost
from the addition of all the Viacom cable
networks and UPN to its menu. But buyers
said CBS Plus will have to offer better dis-
counts to get advertisers to spend more
across the board.

“My clients don’t care about one-stop
shopping,” said John Muszynski, chief
broadcast investment officer for Starcom.
“They don’t care about how much time it
takes me to make their deals. They care
about the value of the deals. Something will
have to give on price. Each media unit 1 buy
in combination will have to give me a better
discount than if 1 bought them individually.
A 2 percent discount [across the board with
Viacom/CBS] would not be worth it. A 10
percent discount would be better. But you
have two pretty strong-willed leaders [in
Viacom CEO Sumner Redstone and CBS
CEO Mel Karmazin] who will demand that
[CBS Plus] work.”

Aaron Cohen, executive vp of broadcast
buying for Horizon Media, agrees that CBS
Plus discounts will not be forthcoming unless
they are mandated from the top.

Karmazin definitely has his eye on the
potential for CBS Plus once the merger goes
through. At last week’s press conference
announcing the merger, Karmazin quipped
that in naming the unit last fall, he left it
open-ended so that it eventually could be
rechristened “CBS Plus Viacom.” L

Mark Rosenthal’s crafty, hard-nosed
business reputation would seem to mesh
well with Karmazin's style . . . MTV presi-
dent/CEO Judy McGrath has led the net

DANA FINEMANCHS

| THE NETWORKS / By Michael Freeman

|

The Keys to UPN

mong the major questions a merged Via-
com and CBS has to contend with is what

to do with sixth-ranked broadcast net-
work UPN, in which Viacom owns a half-stake.
For now, all possible answers lie in the hands
of Viacom’s partner, Chris-Craft Industries/
United Television, which is run by chairman
Herbert . Siegel. In fact, Siegel holds the keys
to the future of UPN.

At the core of Viacom’s UPN stake is a
maze of contractual and financial clauses
Siegel presciently had written into the
amended partnership agreement, designed
to protect his interests should Viacom
acquire a competing network. For one.
according to several sources with knowledge
of the partnership agreement, Chris-Craft
had a non-compete clause that would force
Viacom to offer a 50 pcrcent stake in any
second network it acquired.

There are also said to be two exit
clauses: One forces Viacom to pay Chris-Craft
a $300 million to $500 million penalty in
addition to returning its half-interest; the oth-
er buys Chris-Craft/United outright. Chris-
Craft/United and Viacom officials declined
to comment on the status of their talks and
contractual agreement regarding UPN.

However, one competing network execu-
tive said Viacom might lump the penalty into
an estimated $3 billion-plus buyout of Chris-
Craft/United and its half-interest in UPN,
CC/United’s TV stations, including WWOR-
TV in New York and KCOP-TV in Los Ange-
les, typically rank fifth or lower ratings-wise
in their markets, which lets Viacom/CBS hold
on to them under the newly proposed station
duopoly rules (see following story).

“Anyone would love to be in Herb
Siegel’s shoes,” noted media analyst Dennis
McAlpine of Ryan Beck & Co. “He has
the strongest in-play duopoly stations,
and Viacom may have to pay a premium

to the top spot among viewers 12-24. CBS
has nobody like her . . . John Sykes, pres-
ident/CEO of VHI, runs a network that
could serve as a bridge between young-

S

(left to right)
CBS’ Moonves,
Apfelbaum

of TDI and
MTV Networks’
Freston
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tition from the growing online advertising

‘ business—automotive gained 8.2 percent
in the first half, to $1.1 billion. Real estate
grew 3 percent, to $721 million; recruit-

‘ ment gained 2.4 percent, to $1.9 billion;

| and other classified increased 2.7 percent,
to $672 million. —Tony Case

| Times Mirror Extending
~ Brands With Special Issues

Times Mirror this fall will publish four
one-shot special issues of Popular Science,
Yachting, Outdoor Life and Salt Water
Sportsman. The newsstand-only editions
’ will begin hitting shelves on Sept. 28.
Times Mirror hopes the extra editions
will attract new readers and advertisers,
said Randy Charles, senior vp/consumer
‘ marketing. “It’s taking our skills and gen-
erating more profit,” Charles said of the
| specials, which will have distributions of
100,000 copies each. The themed issues,
with titles including Yachting’s Vacations
Afloat, have attracted new advertisers,
including Tommy Bahama, Dewar’s,
Taylor Made and Mindscape.
If the specials are successful, Times
Mirror may consider making them annu-
‘ als, Charles said. —Lori Lefevre

Judge’s Ruling Will Allow
| Turner to Air Atlanta Sports

A Fulton County, Ga., judge ruled last
week that Turner Broadcasting’s new
regional network, Turner South, can
legally air the games of the Atlanta
‘ Braves, Hawks and Thrashers. The deci-
‘ sion represents a victory for Turner over
rival Fox Sports Net South.
The regional Fox sports network,
’ arguing that Turner had signed a noncom-
pete agreement regarding local coverage
of the region’s professional sports tcams,
| sued Turner Broadcasting in June to block
Turner South’s planned coverage of the
baseball, basketball and hockey franchis-
es. Turner sold the channel to Fox in 1996.
In ruling in Turner’s favor, the judge
concluded the network is an entertain-
ment-based service and not bound by the
‘ agreement. Turner South, which is sched-
uled to launch on Oct. 1, will offer enter-
tainment, news and sports to subscribers
in Alabama, Georgia, Mississippi, South
‘ Carolina, Tennessee and North Carolina.
A Fox Sports (continued on page 8)

however things are resolved.”

One top-level UPN executive said he
hopes Chris-Craft/United will “sell out com-
pletely” to Viacom to allow “one company
[UPN] to be run by one company.” That sce-
nario, though, would require the Federal
Communications Commission and Congress
to grant Viacom a waiver on the network du-
opoly rules written into the Telecommunica-
tions Act of 1996, which prohibits one of the
Big Four networks from owning another.

Then again, UPN could be sold to a third
party, such as Black Entertainment Television,
which is reportedly interested in buying a
stake. Chris-Craft/United still has contractual
“first right of refusal” on competing bids for
Viacom’s stake. And one source with ties to
UPN and CC/United said the station group is
talking to Sony-owncd Columbia TriStar, Sea-
gram-owned Universal, Microsoft and Ameri-
ca Online about a minority stake in UPN.

There’s less concern about the short-term
future of Viacom’s core stable of cable ser-
vices, notably MTV Networks. “I don’t think
anything will change any time soon,” said onc
MTYV Networks insider. “Mel’s first order of
business is in Washington, with the station
groups and with UPN.”

On the creative front, other than some
limited redundancies in distribution and de-
velopment, CBS and MTV Networks will
likely remain separate but cross-pollinate
CBS’ radio holdings and MTV—which will
includle CMT and TNN—for aggressive
cross-promotion and some programming.
One other possiblc alliance: Nickelodeon may
be called upon to program CBS’ struggling
Saturday-morning lineup.

Karmazin “has to know that if he stifles
the creative edge behind these networks,
they’ll be surpassed rapidly by the Net,” not-
ed one MTYV staffer privately.

Similarly, the ad-sales groups of both com-
panies for now will stay out of each other’s
business. While CBS Plus sells across the
company’s brands, Harvey Ganot, chairman

skewing MTV and the older audiences of
CBS.. .. Nickelodeon president/CEO Herb
Scannell will try to help make future CBS
viewers out of Nick’s vast kids audience . . .
Garry Hart, president of
Paramount Network Tele-
vision, maneuvered suc-
cessfully to get the series
JAG and Becker on CBS’
prime-time schedule . . .
Roger King, chairman
of syndication giant King

of MTV Networks’ sales arm, has fought to
sell MTV, VH1, Nickelodeon, Nick at Nite
and TV Land as sharply distinct brands and
niches. Ganot’s worries about being bun-
dled into CBS Plus should remain unfound-
ed so long as MTV Networks continues to
generate Mel Karmazin’s favorite form of
value: cash. —with Jim Cooper

THE STATIONS / M. Larson, K. Bachman

Top-Market Muscle

hough it remains unclear whether Viacom
T and CBS will convince regulators to raise
the TV-station ownership cap north of
35 percent (the company currently stands at
41 percent), there’s no doubt the merged com-
pany has some serious clout in several markets.

The CBS-Viacom union creates a broad-
casting empire composed of 34 TV outlets—
15 CBS O&Os and 19 Paramount-owned
stations—and 163 radio stations, with TV-
station overlap in Philadelphia, Pittsburgh,
Dallas, Miami, Boston and Detroit.

Among the duopoly markets, Boston and
Philadelphia are the real revenue powerhous-
es. Infinity’s five radio stations in Boston have
the lcading radio cluster in both ratings and
revenue, with a combined 12+ audience share
of 25.8, according to Arbitron, and 44.2 per-
cent of radio dollars, according to Duncan’s
American Radio. WBZ-TV and WSBKTV
together account for 24.1 percent of the mar-
ket’s TV revenue, according to BIA Research.

The five Philadelphia radio stations make
up the second-largest cluster in audience
share, with a combined 20.4, but corner 40.1
percent of the total radio revenue. Combined
TV revenuc between KYW-TV and WPSG-
TV adds up to 23.3 pereent of the market.

In Dallas, Viacom will likely divest two of
its eight radio stations to hold on to the TV
outlets. Under current rules, broadcasters are
limited to six radio stations and two TV sta-
tions. Infinity holds the top radio cluster with
a combined audience share of 20.7 and

World Productions, is expected to keep his
domain intact . . . Ed Wilson, president of
CBS Enterprises and Eyemark Entertain-
ment, is a key executive asset whether or not

(from left)
Nick CEO
Scannell,
King World
chairman
Roger King
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Net representative said the network is
considering its options. —/C

Blank Replaces Halperin
As Mirabella VP/Publisher

Susan Blank, vp/corporate sales at Condé

' Nast Publications, has been named
vp/publisher of Mirabella, succeeding

| Donna Halperin, who left after just five
months in the job. Halperin, who previ-
ously was vp/publisher of Hachette’s
Woman’s Day Special Interest Publica-
tions, was recommended for the Mirabella
post by David Pecker, the former
Hachette Filipacchi Magazines presi-
dent/CEO who left the company last
spring. Former Parade exec Jack Kliger
succeeded Pecker at Hachette.

Mirabella’s paid circ fell 3 percent, to

536,486, in the first half of this year, ac-
cording to the Audit Bureau of Circula-
tions, missing its 550,000 rate base. Ad
pages remained flat at 378 through Sep-
tember. Earlier this year, Mirabella
increased its frequency from eight issues
per year to 10. —Lisa Granatstein

FCC Ruling Forces Stations
To Consider Longer Spots

The Federal Communications Commis-
sion voted 4-1 last week that broadcasters
must consider selling longer blocks of ad
time to federal candidates beyond 30- or
60-second spots. The ruling came in

| response to a petition filed by the Media
Access Project and People for the Ameri-
can Way, which argued that a 1994 rule
wrongly allowed stations and networks to
treat political candidates like other com-

\ mercial advertisers.

\ “A candidate’s time to speak should

| not be determined by how long it takes to
sell a Big Mac,” said Andy Schwartzman,

‘ president of the Media Access Project.

\ The National Association of Broad-

\ casters said it was “disappointed” with

the ruling.

The FCC said stations can still reject

| candidates’ ad requests based on factors

\ such as “the disruptive impact on regular
programming.” The FCC reserves the
right to make the call if the parties cannot
agree. Bobby Baker, FCC chief of politi-
cal programming, said in 1996 and 1998

| that there were “virtually no reasonable-

1 access complaints.” —Katy Bachman

35 percent of local radio revenue. KTVTTV
and KTXA-TV—neither of which is a ratings
champ—opull a combined 20.7 percent of
market revenue. That number is more im-
pressive considering they compete with anoth-
er 11 stations for dollars.

Infinity’s four-station cluster in Pitts-
burgh—Iled by icon KDKA-AM—commands
28.2 percent of audience share and 36.3 per-
cent of radio revenue. KDKATYV draws a
majority of the combined 25.7 percent of TV
revenue, while struggling WNPA-TV brings in
a smaller balance. Detroit’s six-station radio
cluster ranks second in both audience share
(21.1 percent) and revenue (31.6 percent),
while WBKB-TV and WKBD-TV are both
low billers in the market, drawing only a com-
bined 23 percent of revenue.

The merged company’s strength in Miami
lies with its TV properties—WFORTV and
WBFSTV draw 214 percent of the rev-
cnuc—since it has no radio holdings.

Reaction to the merger’s local impact was

mixed. “I never like to see it concentrated in

one person’s hands,” said Howard Nass, sen-
ior vp and corporate director/broadcast
development for TN Media in New York. He
doesn’t believe that Viacom can leverage the
TV properties for ad packages since CBS and
UPN target different demos. Bear Stearns
analyst Victor Miller doubts that Viacom will
even go the way of bundling ad packages of
the properties. “That’s the line they sell Wall
Street, but in reality it doesn’t happen,” he
said, noting that packaged deals usually mean
discounting, which no businessman, least of
all Mel Karmazin, wants to do.

THE STUDIOS / By Michael Freeman

An Eye on Hollywood

t’s widely expected that some sort of consol-
I idation will take place among CBS and Via-
com’s myriad production and syndication
arms, considering what they own: the entire
Paramount studio, Eyemark Entertainment,

Eyemark remains a separate unit or is com-
bined with Viacom’s Paramount

Domestic Television syndie unit . . . Joel
Berman and Frank Kelly are copresi-
dents of Paramount Domes-
tic Television, which also
includes Spelling, World-
vision and Rysher Enter-
tainment . .. Dan Mason
is president of CBS’ 163-
station Infinity Radio
Group . . . Arte Moreno

and, soon, King World Productions. TV-station
executives are very jittery about all that power.

1t will be a while before large-scale consol-
idation begins. For one, Viacom’s Paramount
arm is still absorbing Spelling Entertainment

| Group and Rysher Entertainment. For anoth-

er, at last week’s merger press conference,
Mel Karmazin reiterated his intention to
maintain Eyemark and KWP as autonomous
units. King World’s shareholder vote on a
CBS buyout was postponed last week but is
slated for Sept. 14, and officials are confident
of passage due to those assurances. That said,
Karmazin did acknowledge that there are
“opportunities to save money” through con-
solidation of some “back-office” operations.

“It took two years for Paramount to digest
Spelling and Worldvision,” noted one New
York syndication media buyer. “Just imagine
the kind of severe hiccups Paramount would
get if it devoured any more content.”

Still, most observers expect some consoli-
dation. “There is a lot of replication between
what Paramount and Eyemark do in first-run
and off-network program sales,” noted one
station group programmer. “To have two or
three salespeople from the same parent com-
pany visiting the same markets is insane.”

But the prospect of Viacom-CBS owning
three syndication units (representing an esti-
mated 30 percent market share) is causing
concern among broadcasters. “It’s just terri-
ble for the industry, an awful situation for
the free-market commerce of established
and new series concepts,” warned Dick Kur-
lander, vp/director of programming for rep
firm Petry. “To have Y5 percent of the series
product controlled by five or six media con-
glomerates is outrageous.”

Hollywood producers are just as concerned
about consolidation on the network production
side. CBS Productions has grown to become
Hollywood’s third-largest producer (14 shows
this fall), thanks to the 1995 sunset of the
Financial Interest and Syndication Rules. Par-

I amount is ranked sixth, with seven shows. W

is president/CEO of Infinity’s Outdoor Sys-
tems . . . Joel Hollander, a longtime Kar-
mazin loyalist, is president/CEO of CBS’
Westwood One radio networks.

Paramount
Domestic
TV's Berman
(left), Mason
of Infinity
Radio Group
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' Reluctantly, ABC president takes over Disnev’s Internet business

THE INDUSTRY / By John Consoli

teven Bornstein’s move last week

from the ABC Inc. presidency to

chairman of parent Walt Disney’s

Buena Vista Internet Group came

at the direct request of Disney

chairman Michael Eisner, accord-
ing to insiders at ABC.

“Steve was a little conflicted about leav-
ing ABC so quickly, but once Michael has
an idea, he wants it executed,” said an ABC
executive. “Michael handpicked Steve to do
this because of his track record of taking a
relatively small operation [ESPN] and grow-
ing it. He wants Steve to do this with the Dis-
ney Internet operation.”

Bornstein, 47, who had moved from pres-
ident of ABC Sports and chairman of ESPN
to president of ABC Inc. last spring, now
will oversee Buena Vista’s previously an-
nounced plan to merge its Internet opera-

tions with search engine Infoseek to form a
single business called go.com. ABC plans to
spin off go.com and issue stock by the end of
the vear. If go.com’s initial public offering
follows the trend of soaring Internet stocks,
options issued to Bornstein and other key
executives could be extremely lucrative.

In addition to his many inncvations at
ESPN, Bornstein was instrumental in the
creation of ESPN SportsZone (now called
ESPN.com), a prime source of sports in-
formation on the Web.

Bornstein’s appointment comes as ABC
and Fox are preparing to bid for the rights
to the NCAA men’s basketball tourna-
ment. CBS, which has held the rights to the
tournament since 1990, recently allowed
its exclusive negotiating window to expire
without reaching a new agreement. Last
week, NCAA executive director Cedric
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Dempsey said one of the major factors in
determining which network will land the
package for the next 10 years will be Inter-
net reach. Some observers believe that
installing Bornstein to creatively shape the
Disney Web sites could give the ABC/ESPN
juggernaut an edge in the NCAA talks.

ABC insiders believe Bornstein’s successor
will come from Disney/ABC. “Going outside
would just be too time-consuming,” said one
ABC exec. It is believed that the company will
not announce a new
ABC president for a few
weeks. “Things are go-
ing to be busy the next
few weeks, with the new
Good Moming America
set opening and the fall
schedule debuting,” the
ABC exec said.

ABC network presi-
dent Pat Fili-Krushel
has been mentioned as
a possible successor to
Bornstein, but some ABC insiders believe she
has proven too valuable in her current post to
be moved at this time. n

Bornstein: on the go

STEVE FENN/ABC
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Under heavy pressure from AT&T lob-
byists, the Federal Communications
Commission last week agreed to delay

a vote on cable ownership limits from
Sept. 15 to Oct. 8. AT&T wants more
time to present its case to the FCC that
its cable holdings—which the FCC says
reach more than 40 percent of the coun-
try (in violation of the presently unen-
forced 30 percent cap)—should be given
special consideration because AT&T
does not own and operate outright a sig-
nificant portion of its recently acquired
cable holdings.

The Weather Channel and Fox NFL
Sunday are partnering to provide football
fans with game-day weather coverage
where conditions will most impact play.
Beginning with yesterday’s games, Jim
Cantore, on-camera meteorologist for
The Weather Channel, will deliver fore-
casts from Atlanta on game days
throughout the 1999 season. Cantore will
provide Fox NFL Sunday hosts with the
latest stadium conditions. “If extreme
weather could factor into the outcome of
the game, we'll depend on The Weather
Channel to provide the details,” said Fox
Sports executive producer Ed Goren.
TWC also provides weather information
for Major League Baseball, the PGA
Tour and the New York City Marathon.

MSNBC will kick off its fall prime-time
lineup on Sept. 27. The slate’s new addi-
tions include Special Edition, hosted by
Ann Curry, and Headliners & Legends
With Mart Lauer. A topical news-
magazine airing weekdays from 8-9 p.m.,
Special Edition features live and taped
reports as well as segments from NBC
News. Lauer’s show, which will run week-
days from 10-11 p.m., will look at the life
stories of significant figures of our time.

DirecTV last week said it added a record
141,000 new customers and transferred
75,000 PrimeStar customers to its high-
power direct-broadcast satellite service
in August. The new customer acquisi-
tions represent a 40 percent increase
over August 1998. DirecTV, which
counts 7.5 million medium- and high-
power customers, has grown its sub
count by 47 percent in the first eight
months of this year compared to the
same period last year. —Jim Cooper
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The Future’s So Bright

TVB conference forecasts revenue growth of 7-12 percent in 00

SPOT TV / By Megan Larson

edia analysts, reps and station exec- | spending from core categories is up 7 to 8 per-

utives attending last week’s Televi-

sion Bureau of Advertising’s annual

forecasting conference are expect-
ing a robust spot TV advertising marketplace
next year. Given the confluence of events next
year—elections, Olympics, government census
spending—and health of spot’s core ad cate-
gories, their optimism seems very plausible.

Analyst estimates for growth of national
spot revenue ranged from 8 percent to a bull-
ish 12 percent from Merrill Lynch vp Jessica
Reif Cohen, who also predicted a 7 to 9 per-
cent boost in local spot.

One shock to the industry, however, is the
weak performance of this year’s third-quarter
spot market. Analysts had expected 5 percent
increases, but reps said the quarter will end up
only 2 percent over last year. They attributed
the modest rise to a weak June and less money
working the market than originally thought.

There is some good news in the bad. Ad

cent for the second half of 1999, said Bear
Stearns.analyst Victor Miller.

In 2000, the auto category will grow 9 per-
cent in local and 7 percent in national, pre-
dicted Aaron Cohen, executive vp of Horizon
Media. The fast-food category is expected to
rise 3 percent in local and 2 percent in nation-
al, Cohen said. Telecommunications will grow

| 4 percent in national and 2 percent in local,
| with spikes seen state by state as companies

fight for market share.

Duopolies are expected to proliferate
across the U.S. next year, a result of the
Federal Communications Commission’s re-
cent move to loosen restrictions on dual sta-

tion ownership. The pairing of demographi- |

cally similar stations—a Fox affiliate and a
WB station, for example, which both draw
younger viewers—could “get top pricing” in
a given market, said PaineWebber analyst

| Leland Westerfield. |

Let’s Go to the Videotape

Broadcasters find new audience with direct-mail sampler

TV STATIONS / By Megan Larson

handful of stations across the country
have turned to a direct-marketing
company to draw larger audiences
with a videotape campaign. Produced
and packaged by the San Diego-based
DMTYV (Direct Mail Television), it consists of
a five-minute advertisement showcasing the
station’s offerings with a flashy montage of
programming clips set to the shows’ respective
themes. Tapes are mailed to as many as

. 200,000 households within the designated

market area, several of which are most likely
Nielsen meter or diary homes. “This uses the
power of television to promote itself,”
explained DMTYV president, James Rowten.
At a cost of about $1 a tape, the expense
can be significant to some stations. Is it worth
the investment? “Oh, yeah,” said Steve Ratner,
program director for Tribune’s Boston WB
affiliate WLVI-TV, who tapped DMTYV during
the November 1998 sweeps to promote the off-
net run of Friends and new network show

Felicity. “As that tape arrived in people’s homes,
we saw immediate growth . . . in the overnights.
It was overall recognition of the station.”

San Diego WB affiliate KSWB-TV, also |

owned by Tribune, used the tapes in Novem-
ber 98 and this past May and will go for a
third round during November sweeps this
year to promote, among other things, a new
10 p.m. newscast. After KSWB mailed out
the campaign last November, audience share

for the 7 p.m. off-net run of Friends shot up |

33 percent. Shares for 7th Heaven, Felicity and
Dawson’s Creek increased 24 percent, 13 per-
cent and 19 percent, respectively.

While only a few stations have signed
on—including Sacramento, Calif., UPN O&O
KMAXTY, Seattle WB affiliate KTWB-
TV and Granite’s KBWB-TV in San Fran-
cisco—the broadcast customer base is grow-
ing, said Rowten. DMTV currently sells its
products exclusively to one station per mar-
ket but may try to expand. |

l
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Embracing Dot.coms
he Internet revolution is creating a sil-
ver lining for traditional media (“For
Web Ads, a Few Tangles,” Sept. 6). How
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pling in non-Hispanic homes to measure
Hispanic viewing levels . . . ay, Chihuahua!
Bias? You bet . . . from people who are
less likely to complete and return informa-
tion than their General Market

so? Advertising revenue.
Turn on the radio, leaf
through the pages of a mag-
azine, watch TV ... Almost
inevitably, dot.com is foot-
ing the bill. The Internet is
forcing changes in how we
do business, how we com- |
municate and how we enter-
tain ourselves.

Traditional media is
scrambling to become a part
of the dot.com world, through
participation and partnering
ownership. As the Internet
evolves to a more connected
world, who exactly knows the
future for the “dinosaur”
media of the 20th century?
(Remember, radio only start-
ed some 75 years ago.)

One thing that is certain—
traditional media made their
budgets last month due in
large part by filling time and
space logs with the dot.coms’
ad messages. So who says the
Internet is hurting the tradi-
tional media franchise?

E.F Todd Benson
President

Castco Cormnmunications
Elmbhurst, 1l

The ‘Cinco Stinko Whammy'

recently read your columnist Erwin

Ephron’s article entitled “The Boy Who
Cried Ratings” in the June 7 issue of
Mediaweek. 1 had copicd that article and
passed it on to my research director and
sales staff during one of our weekly meet-
ings. It was an amusing article that my staff
and I could relate to, but on a different level
of amusement. You see, being a Hispanic
television station, our rating measurement
information from the Nielsen Hispanic
Survey Index is more complicated than its
sister’s counterpart. Case in point: During
the May 1999 sweep, NHSI under-sampled
the Spanish Only and Spanish Mostly Diary
In-Tabs by minus-22 percent and over-sam-
pled Only English and Mostly English by
plus-164 percent! Whammy. Better sam-

“Better sampling

in non-Hispanic
homes to measure
Hispanic viewing
levels . . . ay,
Chihuahua!“—
WSNS-TV's Vega

| counterpart. Why? NSI/NHSI
does not employ enough His-
panics in the field to explain to
its customers the importance
of filling out the information.
Consider if you will the follow-
ing fact taken out of the May
1999 book. Futbol Telermnundo
(soccer) aired on Sunday at
12 noon. The program deliv-
ered a 7.0 household rating
and a 7.0 rating among men
18-49. At first look, this seems
respectable. But, upon further
review, we find the following
to be fact: Among men 18-20,
the show had a O rating and
a 0 share; among men 25-34,
a 0 rating/0 share; among
men 35-49, a 0 rating/0 share;
and among men 21-24, a
39.1 rating and 208 percent
share! I’'m begging ya—how
that gets broken down toa 7.0
among men 18-49 is one for
the statisticians.

What is of most concern to
us is our valued clients, who
rely so heavily upon us for this
information to be accurate and
unbiased. I wish I could tell
you that this was an isolated
instance. It’s not—we see these
irregularities in almost every book. Novem-
ber 1998 was a real laugher.

But I don’t want to [infringe] upon you
any further. My point is, if the NSI in the
General Market is a triple whammy, then
what we here in the Hispanic arena are faced
with is a “Cinco Stinko Whammy.”

By the way, our friends at Nielsen admit
there are problems in the Hispanic Market,
both in sampling and imputation. Their solu-
tion: Give them about $16 million.

Nestor A. Vega
General Sales Manager
WSNS-TV]Telemundo
Chicago

Mediaweek welcomes letters to the editor. Address
all correspondence to Editor, Mediaweek, 1515
Broadway, New York, NY 10036 or fax 10 212-536-
6594 or e-mail to bgloede@mediaweek.com. All
letiers are subject to editing. J
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[.ocal Media

SAN DIEGO/TV STATIONS

competitors went after KUSI-TV’s local news-
cast at 10 p.m. Though two stations are giving
the independent a run for
its money, KUSI owner and
general manager Mike Mc-
Kinnon said he expected
challengers long ago.

This fall, KUSI’s nine-
year-old hourlong news-
cast will be double-
teamed in its first half-
hour by Fox affiliate
XETV-TV and Tribune’s
WBoutlet, KSWB-TV.
Though no launch date
has been set, both outlets
plan to roll out their
first-ever newscasts over
the next two months.

“We don’t mind [the
competition] . . . It encourages diversity,” said
McKinnon. His confidence is buoyed by faith
that an hour program provides more depth

than a fledgling 30-minute show. “In a half-
‘ hour, with commercials, you only have 12 to

13 minutes of news.”

KUSI is a formidable player at 10 p.m.,
| earning a 3.5 rating/9 share among adults
‘ 25-54 during Nielsen Media Research’s May

sweeps. Though San Diego is a news-heavy

market, with local broadcast and cable cover-
age, there is a place for something “new in
news,” said Paul Leake, senior vp of Horizon

Advertising West. KUSI’s news tends to skew

older, leaving an opening for the WB and Fox

outlets to sweep up younger news viewers.

XETYV executives “are going to make it

appealing to those [18-34, 18-49] demos that
| they have already attracted with prime

[time],” said Tammy Shushan, media super-

visor for the San Diego-based Gavin &

Gavin. “If [XETV] keeps it cool, young, hip
| and interesting, [XETV’s news at 10 p.m.]

KUSI's McKinnon has long
expected news competition.

Battle for 10 PM.
News Starts in Fall

*IT WAS ONLY A MATTER OF TIME BEFORE |

has the potential to get at least an 8 rating,

if not more,” she added. The 14 rating |

earned by the X-Files finale among the 18-
34 demo during the last
Sunday of May sweeps
dropped to an 8 rating
with The Simpsons rerun
at 10 p.m.—a typical

the younger-skewing out-
lets, said Shushan. But
because the younger news
viewer is notoriously fick-
le, advertisers are taking
a wait-and-see attitude
before buying commer-
cial time.

Backed by owner
Grupo Televisa, XETV
has invested $14 million
in a 25,000-sq.-ft. digital
studio complete with state-of-the-art technol-
ogy, and has hired 40 new employees. “We
have the most advanced post-production toys
in the market,” said XETV news director Al
Pando. “We want good old-fashioned, solid
journalism mixed with the best that the 21st
century has to offer.” XETV’s news may be
flashier, but Pando promised that it won’t go
the way of the bloody lead story—“no con-
centration on car crashes,” he said.

KSWB has been far more low-key with
its new newscast, and has not yet begun
pitching media buyers since executives are
still putting the team together. “There is no
conspiracy of silence,” said KSWB news
director Kathy Gazda, who will head a
team of 25 new employees. Visually, Gazda
said she is taking into consideration that
today’s young viewers—“videogame kids,”
she described them—are primed for infor-
mation and stimulation at once. “But,” she
added, “news is the news. You take the best
stories.” —Megan Larson

plunge seen at 10 p.m. on |

TV STATIONS -NEWSPAPERS"RADIO STATIONS*OUTDOOR*-MAGAZINES

I0WA CITY, IOWA/NEWSPAPERS
Gazette Publisher Plans
New Stand-Alone Daily

*GAZETTE COMMUNICATIONS, PUBLISHER OF
the Cedar Rapids Gazette, will introduce a
new daily paper in nearby Iowa City/John-
son County on Sept. 19. The Iowa City
Gazette—with an initial circulation of 6,800
‘ weekdays, 11,300 Sundays—is an extension
| of the Cedar Rapids paper’s five-year-old
Sunday section, Johnson County Today,
company executives said.

The Cedar Rapids Gazette—with a total
circulation of 67,000 weekdays, 83,500
Sundays—has a current Johnson County
circulation of about 5,000 daily, 10,500
Sundays, according to Dale Larson, vp of
newspaper/magazine publishing at Gazette
| Communications. Larson said about 36
dedicated news, advertising and production
staffers will support the new paper, with |
help from the Cedar Rapids staff. The
news staff doubles to 12. Lyle Muller, who
oversaw Jowa City’s Sunday section, is edi-
tor of the new Gazette.

Larson said the creation of the new pa- ‘
per was not a response to a new regional
Sunday paper that Gannett Co.s Des
Moines Register and Iowa City Press-Citizen
unveiled last month. The Iowa City prod- l
uct, he said, has been in the works for sever-
al years and “is a logical progression of
what we’ve been doing there for 20 years.”
Besides the Iowa City Sunday section,
which the Gazette started in 1994, the
Gazette has had an office in Iowa City—
which is located about 25 miles from Cedar
Rapids—since 1981.

wesrusa IoWA CITY 4
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icut Bride: A Gudda to Bridal Shops
The Bridgeport Boom For Real This Tene?

“We're not just putting our toe in the
water. We see it as an integral part of our
| coverage area,” Larson said.

The two Gazette dailies will be sold to
advertisers as a package, along with the
company’s other media outlets, including
KCRG-TV, KCRG Radio, The lIowan maga-
zine, a direct-mail business and several Web
sites, according to Larson.

’ At a time when two-newspaper towns

- papers also are available on the publisher’s | Mazurek.  “There O
Web site, CommunityClassifieds.com. are some advertisers  asplebieAs o
The company conducted several focus | in the magazine we — gisa o

groups before going ahead with the format | don’t have, and we

change. But readers “told us the paper’s | have some they don’t
content, readability and organization of text | have, so it gives both
and photography were more important than | a broader spectrum
the format,” said CNC editor/vice chairman | of readers.”

Mary Jo Meisner. —7C The addition of

Connecticut  maga-

alm

spa
batbecue
night club
fronch fries

b-vbocu. i ( )

&IB’E’

mi lobster rolis

trozon drinks
dance spols
much

more

have become relative rarities, Larson be-
lieves lowa City will deliver enough readers
and advertisers to support two dailies, call-
ing it an “educated, sophisticated, vibrant,
growing market.” The company will push
the new paper with aggressive circulation
marketing and local partnerships and spon-
sorships, Larson said. —Tony Case

MASSACHUSETTS/NEWSPAPERS

CNC Switches Tahloids
To Broadsheet Format

* RESPONDING TO ADVERTISER PREFERENCES
and production needs, Needham, Mass.-based
Community Newspaper Co. is converting its 76
tabloid newspapers in eastern Massachusetts to
broadsheet format, effective Oct. 3. Publica-
tions serving communities such as Boston-area
suburbs Brookline, Newton, Needham and
Cape Cod will be affected. CNC already pro-
duces 31 broadsheets in the region.

CNC vp of marketing Mark O’Neil said
the changeover—which has been in the works
for about five months—is meant to cut costs,
streamline production and create marketing
opportunities for the chain. He said staffing
levels would not be affected. “This change
will enable us to brand ourselves in a better
way, to both package our news and showcase
our photography and stories better,” he said.

For advertisers, the switch should make
doing business with the papers a much easier
process. “For years, our advertisers have said
we’re very confusing, [that we] come out and
make a presentation and have one format
over here and a deadline over there and dif-
ferent ad sizes here and there,” O’Neil ex-
plained. “We believe one of the biggest bene-
fits [of the format change] will be a simple
sell, a more direct approach.”

All of CNC’s newspapers will now sport a
50-inch-wide paper size. In recent years,
newspapers have converted from 54-inch to
50-inch width to reduce newsprint costs.

The company on Oct. 3 also will introduce
its redesigned classified advertising sections
and will reduce the number of classified zones
from 43 to 14. Classifieds appearing in CNC

CONNECTICUT/MAGAZINES
Journal Register Buys
First Glossy Puhblication

*JOURNAL REGISTER CO., PUBLISHER OF
newspapers in the Northeast and Midwest, has
bought Trumbull, Conn.-based Connecticut
magazine from Communications Interna-
tional. The monthly—which its new owner
said “provides a perspective on the politics,
entertainment, culture and lifestyles of Con-
necticut”—has a paid circulation of 88,600.

Journal Register, based in Trenton, N.J,,
owns five daily and 66 non-daily newspapers
in the state, including the 100,000-circ daily
New Haven Register. Total circulation in the
state surpasses 1 million.

“We saw it as an opportunity to provide
more for the advertising and reading public,”
said Journal Register representative Christie

BIRMINGHAM, ALA./RADIO

zine—which ~ was
established in 1980
by Dan Lufkin, a
co-founder of the investment banking firm
Donaldson, Lufkin, Jenrette—allows Journal
Register to sell package deals to new clients
and to existing advertisers such as the depart-
ment-store chain Filene’s, which advertises
both in the company’s newspapers and the
magazine. Other Connecticut magazine ad-
vertisers include BMW, Volvo, Ethan Allen,
the Foxwoods Resort and Casino and the
investment firm T. Rowe Price. Connecticut
magazine president and publisher Michael
Mims will remain, according to the company.

Journal Register has never before pur-
chased or owned a stand-alone glossy publica-
tion, according to Mazurek. She would not
speculate about future acquisitions but said
Connecticur magazine “is focused on the local
environment—that’s why it really fits well
with our publications.” —TC

Lufkin’s launch

Southern-Fried Drive Time

Get ready, America, for Rick and Bubba.
The two self-proclaimed "sexiest fat men
alive” have blown away their competi-
tors in less than a year in Birmingham,
Ala.'s morning-radio drive-time battle.
Now they have their sights set on taking
their down-home brand ’
of humor nationwide.

“There's always been
syndicated people com-
ing in to Birmingham and
none going out,” said
Rick Burgess, who co-
hosts the show with Bill
“Bubba” Bussey. “We
believe we can go every-
where from here.”

The big talk is backed
by big numbers. In the
winter Arbitron report, the duo locally was
first in the 18-34, 18-49 and 25-34 age
groups among men and women, accord-
ing to radio industry sources.

Bustin’ out: Rick (left) and
Bubba flanked by their staff

“Those are extremely good numbers,”
said Liz Smith, media director for Gillis
Advertising in Birmingham. “It's amazing
they can garner that much of an audience
at both ends of the age spectrum.”

So Just who are Rick and Bubba? Two

: college chums in their
mid-30s who deliver
clean humor through
real Southern accents.
"They are very, very
entertaining and have a
rapport that's just in-
credible,” said Larry
Blakney, president of Hat-
tiesburg, Miss.~based
WKZW-FM, one of three
stations that has bought
the program since syndi-
cation started last winter. “A big plus is
having a show the whole family can listen
to in the car without having to worry what
the kids might hear.” —Gilbert Nicholson
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THE MIDWEST/RADIO

Make Way for the ‘80s Format

*Two MIDWEST RADIO STATIONS HAVE DECID-
ed that the “greed is good” decade is worthy
of its own format. Both WXST-FM in
Columbus, Ohio, and WXXY-FM/WY XX-
FM, a simulcast in Chicago, play core 1980s
artists such as Bon Jovi, John Mellencamp,
Huey Lewis, Bruce Springsteen, The B-52s,
Duran, Duran, Madonna, [the artist former-
ly known as] Prince and Michael Jackson—
music that is fast becoming too old for cur-
rent-music-based formats.

“As each year passes, the music of the
"80s becomes more of a liability for Con-
temporary Hit radio,” explained Jason
Roberts, program director of WXST, the
first station to go all ’80s in May 1998. It
was joined last month by Big City Radio,
which replaced its Heart & Soul format
simulcast in Chicago in early August with
“The All '80s Channel.”

Like many formats, all-’80s programming
started on weekends and in one-hour shows
that spotlighted the music. “We saw the
incredible success of [Clear Channel’s Adult
Contemporary station in Columbus] WNCI-
FM'’s Friday-night ’80s feature, which pulled
22 shares and brought the whole station’s
average up,” said Roberts. In Chicago, Bon-
neville’s WTMX-FM has a nightly *80s show
and Infinity’s WXRT-FM airs the weekly
Saturday Morning Flashback.

“It covers a great span of music,” con-
tends Rich Marston, vp/general manager of
Big City Radio in Chicago. “Our playlist of
400 songs could go to 700, so the spin is
going to have a good duration.”

Associated Group—owned WXST had
been floundering as a Soft Rock station and
saw ratings sink to a 0.6 share. As the new
“Star 107.9 radio,” WXST has fared better,
scoring a 2.5 share in spring and perform-
ing particularly well among women 25-34.
Revenue is even better, on target to exceed
$2 million—the station used to have trouble
breaking $1 million.

Big City’s former Heart & Soul format
(a mix of Motown and Disco) had a short
life. Launched in February 1998, it never
broke a 1 share and was squeezed out by
AMFM’s Jammin’ Oldies on WUBT-FM,
which burst onto the market last December.

Like all budding formats, time will tell if
the ’80s format catches on elsewhere. “It’s
not Oldies in the traditional sense,” explained
Chris Sebel, program director at Big City.
“This music still feels current; DJs don’t say,
‘Remember back in 1980s,” because the audi-
ence doesn’t view this music as Oldies. It’s
the next format.” —Katy Bachman

MARKET PROFILE
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Cleveland

MIRA SCHWIRTZ

Welcome back: The rebirth of the Browns is good news for area media outlets.

leveland is on fire. No, not the

kind of fire it was known for in

the 1960s, when the oil-slick sur-

face of the Cuyahoga River, the

city’s seriously polluted downtown waterway,

occasionally burst into flames. Back then,

Cleveland was still largely a manufacturing

center, its economy dependent on petroleum

and steel production by huge global con-

glomerates. The subsequent decline of those

industries crowned Cleveland a major capi-
tal of the Rust Belt.

Today, the source of Cleveland’s flame is

the economic revitalization that is changing

the city inside and out. Small and midsized
companies now account for most of Cleve-
land’s economic vitality, while an all-out
push by the city to attract new residents and
tourists is changing the look of the entire
market. The Cuyahoga, no longer a toxic
dumping ground, is a well-traveled excur-
sion route, the summer domain of yachts
and pleasure boats.

The industrial era “is over in Cleveland,”
says Dustin Klein, editor of Small Business

News, a business magazine that covers the
market. “While there’s still manufacturing,
there’s a lot of smaller, forward-thinking,
technologically oriented companies here.”

Cleveland’s renewed civic pride and
tourism appeal (the city is home to the Rock
and Roll Hall of Fame) got a major boost
this summer with the opening of Browns Sta-
dium. The new downtown home of the NFL
Browns is the result of a successful campaign
led by Mayor Michael White to bring a new
NFL franchise to Cleveland to replace the
team that left town several seasons ago and
relocated in Baltimore.

The Browns’ rebirth has given media
properties in the country’s 13th-largest mar-
ket—particularly television stations—a lift
this year. Raycom Media’s CBS affiliate
WOIO-TV, which will carry the team’s regu-
lar-season American Football Conference
games, is promoting itself as the “Heart of
the Browns.” Gannett Broadcasting’s NBC
affiliate WKYC, which broadcast the team’s
preseason games this summer, billed itself
the “Spirit of the Browns.” And then there’s

RON KUNTZ/REUTERS
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the station “Where the Browns Come Home |

First,” Scripps Howard-owned ABC affili-
ate WEWS, which last night broadcast the

Browns’ scason-opener against the archrival |

Pittsburgh Steelers via a deal with ESPN, the
game’s national TV carrier.

The Browns are expected to help revive
WOIO, which has been struggling. “It’s the
biggest good news they’ve had in a long time,”
says Andrea Beck, vp/group media director
at Cleveland agency Liggett-Stashower. “But
it will still be an uphill battle for them.”

WOIO, a former Fox affiliate that switched
over to CBS in 1994 following the Fox Broad-
casting—New World Communications stations
deal, has been struggling to recapturc an audi-
ence ever since. The station is revamping its
evening newscast and has commissioned a
study by Nielsen Media Research to determine
what its image is in the market and what type
of viewers it is reaching, said Tony Ballew,
WOIO news director.

With WKYC the dominant player in local
news, particularly at 11 p.m., Ballew says
WOIO’s best strategy for growth is to woo
some viewers from WEWS. “I don’t think
they’re as strong as their numbers show as
far as loyalists,” Ballew says of WEWS. But
getting tradition-bound Clevelanders to
switch stations is a slow process. “You almost
have to set dynamite under them to get them
to move,” Ballew says.

Even WKYC could be vulnerable, Ballew
adds, noting that the station’s 6 p.m. news
ratings arc¢ “not as strong” as they were four
years ago.

“No one is as strong as in the past,” says
Beck of Liggett-Stashower. “The news [race]
is pretty much up for grabs in this market.”

Brooke Spectorsky, general manager of
WKYC, argues that the station will not suffer
significant viewership declines from the im-
pending departure of popular newscaster
Judd Hambrick. Hambrick, who has anchored
the 6 p.m. newscast for the past six years,
plans to leave as soon as WKYC can hire his
successor. “As long as we pick someone care-
fully who doesn’t project ‘outsider-ness,’
things will be fine,” Spectorsky says.

In the meantime, Spectorsky is expanding
WKYC’s news at 6, adding a half hour to the
show beginning this week. The gm attributes
at least part of the station’s ratings decline at
6 toits decision last fall to not renew its con-
tract to air the syndicated Jerry Springer at 4
p.m. (the show moved over to Fox owned-
and-operated WIW.) Sally Jessy Raphael now
fills the 4 p.m. slot on WKYC.

Over at WEWS, the station is touting its
strong showing at 6 p.m. in July, when it
scored an average 10 rating, beating WKYC’s
7. WEWS also moved up at 11 p.m. in July,

http://www.mediawcek.com

Scarborough Profile

Comparison of Cleveland

To the Top 50 Market Average

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHI $50,000+

College Graduate

Any Postgraduate Work
Professional/Managerial
African American
Hispanic

MEDIA USAGE

Read Any Daily Newspaper - {Average Issue)
Read Any Sunday Newspaper - (Average Issue)
Total Radio Average Morning Drive M-F
Total Radio Average Evening Drive M-F
Total TV Average Early News M-F

Total TV Average Prime Time M-S
Watched A&E past 7 days

Watched BET past 7 days

Watched CNBC past 7 days

Watched CNN past 7 days

Watched The Discovery Channel past 7 days
Watched The Disney Channel past 7 days
Watched E! past 7 days

Watched ESPN past 7 days

Watched The Family Channel past 7 days
Watched fX past 7 days

Watched Headline News past 7 days
Watched The History Channel past 7 days
Watched The Learning Channel past 7 days
Watched Lifetime past 7 days

Watched MSNBC past 7 days

Watched MTV past 7 days

Watched Nick at Nite past 7 days
Watched Nickelodeon past 7 days
Watched Sci-Fi Channel past 7 days
Watched TBS past 7 days

Watched TNN past 7 days

Watched TNT past 7 days

Watched TV Food Network past 7 days
Watched USA past 7 days

Watched VH1 past 7 days

Watched The Weather Channel past 7 days

HOME TECHNOLOGY

Owns a Personal Computer

Accesses Internet/WWW

Shops Using Online Services/Internet
Connected to Cable

Connected to Satellite/Microwave Dish

«Respondant count too small for reporting purposes
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Cleveland
Top 50 Market  Cleveland Composition
Average %  Composition % Index

32.6 29.6 91
39.8 39.5 99
217.6 309 112
38.7 328 85
12.4 10.5 84
10.4 9.1 87
221 18.6 84
12.3 131 106
11.7 2 *
57.9 67.6 117
67.8 79.6 117
25.5 253 99
18.6 17.4 94
28.9 331 115
39.6 43.5 110
36.6 36.3 99

1.8 6.6 84
19.1 18.6 98
38.6 37.6 97
40.2 34.8 87
18.1 15.5 86
13.6 11.2 82
31.7 32.0 101
234 29.3 125

9.2 5.5 59
19.0 20.4 107
19.6 211 108
19.9 223 12
24.0 244 102

9.2 9.5 103
17.3 14.5 84
16.0 16.0 100
11.0 17.2 101
12.2 121 99
30.1 29.6 98
18.8 20.0 107
32.3 32.4 100

8.6 10.9 126
31.3 35.2 112
15.2 16.0 105
37.4 40.3 108
46.9 50.7 108
39.8 34.8 88

85 1.1 90
69.0 733 106
10.2 13 72

Source: 1998 Scarborough Research Top 50 Market Report {Release 2 1998, 12-month database)

earning a 10 rating that was good for a first-
place tie with WKYC.

“Things are looking up for us—we’ve |

been trending up at 6 and 11 since 1997,”
says John Lansing, WEWS vp and general
manager. The outlet has added a long-form
“Special Assignment” feature to its 11 p.m.
news and built is own state-of-the-art weath-

er station.

Fox O&O WIJIW won the July news race
among viewers 18-49 at both 6 and 10 p.m.,
thanks in part to the success of a “Tag Team
Sports” segment that was introduced last
spring. The segment features the station’s two
sports anchors, John Telich and Tony Rizzo,
bantering about the latest Browns contest or
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Newspapers: The ABCs

Daily
Circulation

Ashtabula County: 38,500 Households

Ashtabula Star-Beacon 20,987
Cleveland Plain Dealer 1,801
Lake County News Herald 1,134

Cuyahoga County: 561,600 Households

Akron Beacon Journal 1,564
Cleveland Plain Dealer 291,836
Lake County News Herald 3,723
Geauga County: 28,900 Households
Ashtabula Star-Beacon 1,607
Cleveland Plain Dealer 9,390
Lake County News Herald 5,432
Lake County: 84,900 Households

Ashtabula Star-Beacon 441
Cleveland Plain Dealer 23,245
Lake County News Herald 39,693
Lorain County: 101,100 Households
Cleveland Plain Dealer 15,480
The Chronicle-Telegram 29,854
Lorain Morning Journal 28,696
Medina County: 49,300 Households

Akron Beacon Journal 7,443
Cleveland Plain Dealer 10,415
The Chronicle-Telegram 249
The Gazette 15,566
Portage County: 53,600 Households

Akron Beacon Journal 8,986
Cleveland Plain Dealer 6,091
Ravenna Record-Courier 18,954
Summit County: 210,900 Households

Akron Beacon Journal 103,752
Cleveland Plain Dealer 17,435
Ravenna Record-Courier 537

Source: Audit Bureau of Circulations

Indians baseball game.

WIJIW may soon feel some competition
for the 18-49 audience from UPN affiliate
WUAB, owned by Cannell Cleveland.
WUARB is operated under a local marketing
agreement by Raycom Media, which ac-
quired the LMA last September as part of
its purchase of WOIO from local operator
Malrite Communications. Raycom has
promised to give WUAB more marketing
support so the outlet can “compete against
Fox,” says WOIO news director Ballew. He
admits, however, that increasing WUAB’s
news audience at 10 p.m. will be difficult. “It
will be a tough, uphill battle,” Ballew says.
“[Fox] is pretty focused, and they have great
lead-in programming.”

WB affiliate WBNX, owned by Winston
Broadcasting, is also hoping to capture a
larger share of young viewers in Cleveland.
The darkening of cable superstation WGN in
October will mean more share for WBNX
and enable the station to promote itself as
the only WB outlet for northeast Ohio. “We
expect to see an immediate jump in our rat-
ings,” says Anne Keith, WBNX station man-

http://www.mediaweek.com

Sunday  Daily Market  Sunday Market

Circulation Penetration Penetration
21,592 54.5% 56.1%
3,155 4.7% 8.2%
1,524 2.9% 4.0%
1,619 0.3% 0.3%
373,198 52.0% 66.5%
4,508 0.7% 0.8%
1,348 5.6% 4.7%
13,906 325% 48.1%
6,356 18.8% 22.0%
404 0.5% 0.5%
31,110 21.4% 36.6%
50,150 46.8% 59.1%
21,939 15.3% 21.7%
31,579 29.5% 31.2%
31,389 28.4% 31.0%
12,905 15.1% 26.2%
19,015 21.1% 38.6%
295 0.5% 0.6%

n.a. 31.6% n.a.

16,751 16.8% 31.3%
9,748 11.4% 18.2%
20,202 35.4% 371.7%
138,344 49.2% 65.6%
23,976 8.3% 11.4%
591 0.3% 0.3%

ager and program director.

All of Cleveland’s television outlets are
feeling the bite of cable’s strong presence in
the market. Cable recently earned a S0 per-
cent share of the prime-time TV audience in
Cleveland, according to Mark Dolan, gener-

Radio Ownership

OWNER STATIONS Share {%)
Clear Channel/Jacor 1AM
5FM
AMFM Inc. 3AM
4 FM
CBS/Infinity 1FM
Radio One 1AM
1FM
Elyria-Lorain Broadcasting 1AM
1FM
Seaway Productions 1FM

Includes only stations with significant registration in Arbitren diary returns and i
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al manager of Northern Ohio Interconnect.

“Demand has never been higher—we’re go-

ing through a record year,” Dolan says.

The 39 cable systems that serve Cleveland
and its suburbs have a total of 750,000 sub-
scribers and enjoy a household penetration of
70 percent. The biggest systems are controlled
by Cox Communications and Cablevision.

Cleveland’s radio business has been un-
dergoing some significant changes this year.
This past May, three stations switched for-
mats, intensifying the market’s battle for old-
er listeners.

First came the surprising switch by
AMFM-owned WZJM-FM from a Top 40
outlet that had been dominant among 12-to-
24-year-old listeners to a Jammin’ Oldies
stick that has quickly commanded a strong
share of listeners 25-54, particularly women.
The change was too recent to have had a
strong impact on the spring Arbitron ratings,
but WZJM is expected to move ahead in the
winter book.

WZIM’s flip offers strong new competi-
tion for Clear Channel-owned oldies station
WMIJI-FM. The outlet has been top-rated
among listeners 25-54 in every Arbitron
book since summer 1996, but preliminary
research by WMIJI shows the station shares
as much as 17 percent of its audience with
the revamped WZJM, according to Denny
Sanders, WMII program director. Neverthe-
less, Sanders remains confident about the
staying power of his station’s playlist.

“We feature a variety of oldies styles, which
is our main strength,” Sanders says. “The jury
is out as to whether or not [WZMJ’s] format
in its present form has legs.”

Another big change was the switch by |

Alternative Rock outlet WENZ-FM to
Urban hip-hop. The format flip was intro-

Avg. Qtr.-Hour Revenue Share of
{in Millions) Total Total
36.0% $40.9 42.0%
32.2% $317.8 38.8%
4.9% $8.2 8.4%
3.6% $3.3 3.4%
5.2% $2.9 3.0%
2.4% $2.3 2.3%
d in Cleveland or it diate area

Ratings information provided by Arbitren, Spring 1999 hook; revenue information provided by Duncan’s Radio Markst Guide 1999
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Radio Listenership

Avg. Qtr.-Hour Share

Morning

STATION FORMAT

WMJI-FM Oldies 121
WNCX-F\Vi Classic Rock 9.9
WGAR-FM Country 9.2
WZAK-FM Urban 6.9
WDOK-FM Soft Adult Contemporary 6.8
WTAM-AM News/Talk 5.7
WRMR-AM Adult Standards 5.4
WOAL-FM Hot Adult Contemporary 4.6
WMVX-FM Hot Adult Contemporary 3.9
WZIM-FM Top 40 3.8

Source: Arbitran, Spring 1999 Radio Market Report

duced by new owner Radio One after it
bought WENZ from Clear Channel in May.
The change is a challenge to the market’s
Urban format leader, AMFM’s WZAK-FM,

“They lean a little R&B, we lean a little
hip-hop,” says Dan Binder, WENZ program
director. “But anything in the middle, we're
definitely competing for.”

In the other major radio programming
change this year, WZLE-FM pivoted from a
Christian to a Contemporary Hits format
after the outlet was acquired by Clear Chan-
nel from a private local owner. WZLE’s rel-
atively weak signal is not picked up well on
the east side of the Cleveland metro area,
and Clear Channel reportedly plans to boost
WZLE’s presence by forming a regional net-
work of Contemporary Hits stations around
the market.

Cleveland’s print media include three
general-interest regional magazines and four
business titles, three weekly newspapers and
Newhouse Newspapers’ daily Cleveland
Plain Dealer.

While the rise of Cleveland’s cultural and
economic tide has broadened the appeal of
the market’s special-interest publications, the
Plain Dealer’s daily circulation has been rela-
tively flat in recent years. The PD’s average
circ slipped slightly between March 1998 and
March this year, from 400,421 to 394,740.

In June, the paper hired a new editor in
chief, former Miami Herald executive editor
Doug Clifton. Clifton says he was attracted
to the PD because of Cleveland’s dynamic
growth. He plans to take the daily to a “new
plane” in daily reporting.

“As the interests of people are becoming
more fragmented, there’s a greater need for
one voice to bring them together,” Clifton
says of the Plain Dealer’s role in the market.

Ohio’s largest alternative free weekly is
the Cleveland Free Times. Owned by Stern
Publishing, parent of New York’s Village

Drive, 12+ Drive, 12+ |

http://www.mediaweek.com

Voice, the newspaper has a circu-
lation of 86,000 readers, mostly
between the ages of 18 and 49.
The Free Times has boosted its
circulation by 43 percent over the

Evening

. past year by doubling its distribu-
el tion locations to 2,000, according
8.5 to publisher Randy Siegel.

6.2 The tabloid weeklyScene
6.3 claims a frec circulation of
7.4 80,000. The newspaper was ac-
5.5 quired last year by Phoenix—
5.3 based New Times from a private
5.3 local owner.

5.3 Business publications in the

. market are highly competitive.
Crain’s Cleveland Business is one
of four business weeklies operat-
ed by Crain Communications out of Detroit.
With a circulation of 24,000, Crain’s Cleve-
land covers all of northeast Ohio’s economy.
“We routinely have stories the Plain Dealer
doesn’t,” says publisher Brian Tucker.
CCPB’s larger, monthly competitor is
Swall Business News, which also covers
regional business in depth, concentrating on
news about the small to midsized companies
that are the region’s lifeblood. Founded 10
years ago as a single publication serving the
west side of Cleveland, the magazine has
expanded to five regional editions: Cleveland
(circulation 28,000); Akron (16,000); Can-
ton (7,000); Columbus (22,000); and Pitts-
burgh (23,000).
A recent addition to the business publish-
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ing scene is Inside Business, a recent spinoff
of city book Cleveland Magazine, both of
which are owned by Great Lakes Publishing.
Inside Business covers the thriving entrepre-
neurial market in Cleveland and targets
small-business owners. It has a mostly con-
trolled circulation of 35,000.

Cleveland Enterprise, a business magazine
with an academic slant, is published by the
Weatherhead School of Management at Case
Western Reserve University. It has a circulation
of 30,000, about half of which is controlled.

Among general-interest titles, Cleveland
Magazine is a 27-year-old glossy with a cir-
culation of 50,450. Northern Ohio Live is an
arts and features magazine with a partly con-
trolled circulation of 39,000. Avenues, pro-
duced in tandem with WVIZ-TYV, the local
PBS outlet, has a mostly paid circulation of
about 52,000.

There are also two strong African Amer-
ican weeklies. Cleveland Life, published by a

private local owner, is the larger of the two |

with a circulation of 50,000. The New Call &
Post, which has been slowly revamping its
editorial under its new owner, Ohio-based
boxing promoter Don King, has a weekly
paid circulation of 30,000.

Eller Media is the market’s dominant
outdoor operator, controlling about 90 per-
cent of Cleveland’s outdoor ad business. The
company’s coverage both in and outside the
city limits is strong, particularly along the
heavily trafficked east-west Interstate I-480
and the north-south 1-77. |

Nielsen Ratings/Cleveland
Evening and Late News Dayparts

Early News

Time Network Station Rating Share

5-6 p.m. ABC WEWS 8 18
Fox WwWJaw 5 1

6-6:30 p.m. ABC WEWS 9 19
NBC WKYC 8 17
CBS WoI0 5 10
Fox WJIw 6 13
UPN WUAB 4 9
WB WBNX 3 6
PAX WVPX 6 1

Late News

10-11 p.m. Fox WJIw 9 13
UPN WUAB 4 6

11-11:30 p.m. ABC WEWS 1 20
NBC WKYC 12 22
CBS WoIo 4 17
Fox wJw 5 8
UPN WUAB 2 4
WB WBNX 2 3
PAX WVPX 1 2

Source: Nielsen Media Research, May 1999
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The Media Elite

NETWORK TV

Michael Nissenblatt has been promot-
ed to vp of broadcasting for ABC Inc.
Continuing to report to Bob Callahan,
ABC'’s president of broadcasting, Nis-
senblatt will be involved with digital tele-
vision strategy and station acquisitions,
as well as network and owned TV sta-
tion strategies. Nissenblatt, who began
his career at ABC in 1984 as a senior
analyst in the network research depart-
ment, most recently served as vp of
affiliate research and development...
Beverly Nix has joined the business
affairs department of NBC Studios as
senior vp, overseeing NBC Studios tal-
ent and program acquisitions and
coproductions. She had been a busi-
ness affairs executive at ABC; prior to
that she served as senior vp, business
affairs, Columbia TriStar Television.

TV SYNDICATION

Jon Petrovich, former president of Tur-
ner Broadcasting System Latin America,
has been named to the new position of
executive vp of international channels
for Columbia TriStar International Televi-
sion. He will be responsible for global
sales, distribution and marketing for
some 25 international channel ventures
in Asia, Europe and Latin America. At
Turner, Petrovich was responsible for
sales and distribution of such cable nets
as CNN, CNN International, TNT, Car-
toon Network, CNN en Espanol and
CNNfn in Latin America. Prior to that, he
was executive vp of CNN...Studios USA
Domestic Television, the syndication
arm of USA Networks Inc., has promot-
ed Raina Kaufman from media relations
assistant to manager of media relations.
Kaufman joined USA predecessor Uni-
versal Television Enterprises in Septem-
ber 1997 from Los Angeles-based ad
agency Rubin Postaer & Associates.

RADIO
Jessica Sherman, formerly with Launch
Radio Networks and SW Networks, has
joined Jones Radio Network as affiliate
relations manager, New York. She will
be responsible for affiliate relationships
and clearances for all Jones Radio talk
programming, and for Broadcast Data
Systems airplay data products...Daniel
\ Smith was promoted to sales manager,
Midwest region, (continued on page 28)
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Val's Velvet Goes National

relegated to the role of on-air sidekick,
Valerie Smaldone’s 20-year radio career
stands apart. As the midday (noon-4 p.m.)

I n a profession where most women are

with music and interviews. No stranger to
national radio, Smaldone used to do a show
syndicated by ABC Radio Networks with
Jim Brickman.

host for New York’s
No. 1-rated “Lite FM”
WLTW, Smaldone
consistently scores the
highest ratings for the
station. Her velvety ’
voice has earned her
numerous awards,
including Billboard’s
1998 “Personality of
the Year, Major
Market Adult
Contemporary.” She
has also done more
than 1,000 voiceovers for TV and radio and
has appcared on stage and in films.
Smaldone is looking forward to January,
when she’ll join the syndication scene
through a pending deal with AMFM Radio
Networks for a monthly show that will fea-
ture a single Adult Contemporary superstar

Smaldone has big New Year plans.

‘ More than just a
pretty voice, Smaldone
\ hopes she is paving the
way for other women
trying to make it in a
high-testosterone field,
particularly when so
many radio formats
these days are aimed
straight at women. “I
‘ hope to bridge that
gap,” she says.
From its inception,
WLTW, with a format
‘ targeting women, has bucked male domina-
tion, with a female general manager, music
director and five other full-time women on
the air. “The old school was that women
don’t want to listen to women,” says WLTW
vp/gm Rona Landy. “We’ve proved that
wrong.” —Katy Bachman

Siegler Happy Playing U.K. Way

cott Siegler isn’t too concerned about
S getting swept away by the tide of stu-

dio/network consolidation. In fact, the
former head of TV production at Columbia
TriStar Television has a new entrepreneur-
ial lease on life as president of the indepen-
dent Granada Entertainment USA and GB
Productions, a new partnership between
Granada and British Broadcasting Corp. on
U.S. shores.

At British-owned Granada USA and
GB Productions in Hollywood, Siegler says
he enjoys more creative and operational
freedom than he had at Sony-owned
Columbia TriStar.

“There are certainly a lot fewer layers
of management,” notes Scigler, who left
ColTriStar in carly 1997. “[Granada and
GB Productions] is really very exciting in
creating a new template and very entrepre-
neurial as somewhat of a startup situation.”

Siegler says GB Productions has already

identified about 10 drama series and up to
six sitcoms based on series produced by
Granada and BBC to pitch to the U.S. net-
works for Americanized adaptations.
Granada Entertainment
currently produces the
drama Beggars &
Choosers for Showtime.
What has really

‘ helped Siegler open
doors at the networks is
a willingness to do
coproduction ventures,
such as the one with
NBC Studios on the
new NBC Friday-night
“dramedy,” Cold Feer.

“To have this kind of conduit to the

British creative community, that’s where [

| think the [U.S.] networks look at this [GB
Productions] as a very unique idea facto-
ry.” —Michael Freeman

Freedom rider
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.
Nissenblatt
ascends at ABC

Nix flips the
channel to NBC

{continued from page 26) for Premiere
Radio Networks from national account
manager...Roger Koch was named direc-
tor of sales for Clear Channel Broadcast-
ing’s seven radio stations in the Miami
and Ft. Lauderdale, Fla., markets, includ-
ing WBGG-FM, WHYI-FM, WINZ-AM,
WIOD-AM, WLVE-FM, WMGE-FM and
WZTA-FM. Koch had been the West Palm
Beach sales manager for Paxson Commu-
nications; prior to that he was the general
sales manager for Clear Channel in Miami.

NEWSPAPERS

Among several management changes at
Knight Ridder, Mindi Keirnin was promot-
ed to general manager of the San Jose
Mercury News from vp/operations.
Joseph “Chip” Visci, formerly assistant to
chairman/CEQO Tony Ridder, was promoted
to assistant vp and officer of Knight Ridder,
with responsibility for papers in Aberdeen,
S.D., Grand Forks, N.D., Wilkes-Barre and
State College, Pa., and Biloxi, Miss. Frank
McComas, senior vp of operations, adds
newspapers in Bradenton and Myrtle
Beach, Fla., to the 10 for which he already
has responsibility. And Steve Rossie,
senior vp of operations, adds responsibili-
ty for newspapers in Macon and Colum-
bus, Ga., Tallahassee, Fla., and Monterey
and San Luis Obispo, Calif., to the six he
already oversees.

MAGAZINES

Doug Turshen, former editor in chief of
G+J's American HomeStyle & Gardening,
today joins shelter-oriented Web site good-
home.com as editorial director...Renée
Moskowitz, former eastern sales manag-
er at Hearst’s Marie Claire, has been
named advertising director at G+J's
YM...Douglas Trueblood has been named
director of marketing and promotion for
The Hollywood Reporter, sister publication
to Mediaweek. Trueblood was a senior
marketing executive at Universal Studios
for the past 10 years.
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Roffer Makes Soap City's Bed

romoting the bedding behavior of Capturing the feeling a product evokes in
‘ P Soap Opera Land’s grand dames and
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the consumer is what Roffer strives for with all

While in Vegas for the recent Magic apparel trade
show, Men’s Health hosted members of the fash-
ion community at a dinner party at Trattoria del
Lupo at Mandalay Bay. (From left) Pahlo de
Echevarria, senior vp/marketing, Perry Ellis Int'l,,
Jane Turner, publisher, MH; and Warren Christo-
pher, style editor, MH

_ N a ca
Taking a break from watching the recent Reno-
Tahoe Dpen in Nevada, CNBC vp/ad sales Mark
Miller (second from right) played a round at the
Squaw Creek Golf Course with clients Gregg
Brown (far right), vp, Payden & Rygel; Denise
Benou Stires, senior vp and marketing director,
DLJ Direct, and Stires' hushand, Todd

In L.A. at The Source Hip-Hop Music Awards
after-party at the Standard Hotel: (I. tor.) Tor
Myhren, senior writer, Wong Doody, Steve Hart-
man, brand coordinater, Fox Sports Interactive;
and Peter Ferraro, associate publisher,

The Source

dukes, Columbia TriStar’s proposed 24-

hour cable network, Soap
City, carries the tagline
“This town never
sleeps...alone.” That’s the
work of Robin Fisher
Roffer, president of Big
Fish Marketing and mae-
stro of Soap City’s market-
ing plan.

“[The channel] doesn’t
take itself too seriously,”
says Roffer, gratified by the
applause and guffaws she
received recently when she
pitched to a focus group of
women 18-54.

Roffer won’t divulge
much about the plan for
fear that ABC/Disney—

which is also launching a 24-hour cable soap
channel in 2000—might be listening. But her
branding strategy is all about “fun,” the ele-
ment she considers the “soul” of the City.

She won't sleep till the
soap channel launches.

24-7

her clients, which include such media heavies

as MTV, Comedy Central
and TNT. “For a brand to
create recognition loyalty in
a fragmented marketplace,
it must be an authentic tool
that reaches into the audi-
ence with arms, legs and a
heart,” she says.

Clearly, this philosophy
has helped Roffer move up
the marketing ladder. She
was part of the marketing
team at Turner Broadcast-
ing that launched TNT in
1988 to the tune of 17 mil-
lion subs—the largest
audience ever for an
emerging cable net at that
time. That experience

guided her in starting Big Fish when she was
30. But so did her father. Everything she
learned, she says, she learned by sitting at the
knee of her adman dad. —Megan Larson

More

Net-heads.
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NEWS OF THE MARKET

Viewer's Choice Now In Demand

In an effort to establish the first national
consumer pay-per-view brand, pay-per-view
cable network Viewer’s Choice last week
announced it will change its name to In
Demand. The renamed network’s owners,
AT&T, Time Warner Entertainment-
Advance/Newhouse Communications,
Comcast, MediaOne and Cox, will all lend
their company names to In Demand in their
service areas.

CNN Taps Moss/Dragoti
CNN last week awarded creative and media
planning responsibility to Moss/Dragoti for
its evolving advertising campaign first
developed by Hill, Holliday. Using the
tagline “You Are What You Know,” the
national campaign broke on July 1. The new
I creative from Moss/Dragoti will begin in

Edlted by Anne Torpey-Kemph

print and on television today, timed to pre-
miere with CNN’s two new news hours, The
World Today and CNN NewsStand.

History Channel Hits 60 Mil Mark

The History Channel last week crossed the
60 million-subscriber mark. The 5-year-old
network is one of the fastest-growing cable

services and last month bested its previous

record for August.

Pearson Shopping Million-Dollar Clone
Add Pearson Television to the list of pro-
duction/distribution companies pitching
new game-show concepts to the broadcast
networks in light of ABC’s summer success
with Who Wants to Be a Millionaire (Medi-
aweek, Sept. 6). Syd Vinnedge, Pearson
senior vp of production, said the Los Ange-
les—based syndication arm of U.K-based

More
Wannabhes.

broadcast/production company, is develop-
ing Winner Takes All, a $1 million—plus quiz
show currently airing in France. He
stressed that winning contestants will be
“guaranteed” to earn $1 million or more in
each episode and noted that “one of the
networks is showing keen interest.”

Screen Gems Gets a Voice

Billy West, best known as the voices behind
Fox’s animated series Fururama and Nick-
elodeon’s Ren & Stimpy, has been signed by
Columbia TriStar Television Distribution’s
syndicated Screen Gems Network. With a
library of 350 television series (counting
58,000 episodes) from vintage 1950s to
1980s series, CTTD is launching Screen
Gems the week of Sept. 20 with a thematic
showcase built around the reruns of such
series as Bewitched, I Dream of Jeannie, The
Partridge Family, The Monkees, All in the
Family, Charlie’s Angels and Starsky &
Hutch. West, who also served as a regular
cast member of Howard Stern’s syndicated
radio show, will narrate interstitials as well
as interview the original show creators.

Philly Papers Expand Shopper Biz
Philadelphia Newspapers Inc., publisher of
the Philadelphia Inquirer and Daily News,
will expand its foothold in the shopper busi-
ness through a New Jersey acquisition. PNI
shopper subsidiary ProMedia Management
will buy Berlin, N.J.-based Consumer and
Community News Inc., which produces free
papers such as Trend, Employment Weekly
and the Journal of Camden County. CCN
reaches 145,000 households in the southern
New Jersey counties of Burlington, Camden
and Gloucester. The papers—which sport
small-town news and advertising—will con-
tinue to be overseen by Trend publisher Ed
McCartney.“The combination of our
Philadelphia, suburban Pennsylvania and
New Jersey shoppers will prove to be a
strong benefit to both readers and to adver-
tisers,” said PNI senior vp, sales and mar-
keting Todd Brownrout.

Rhode Island Dailies Change Hands
The Journal Register Co., which publishes
more than 200 daily and nondaily newspa-
pers situated mostly in the Northeast, has
acquired Hometown Newspapers Inc., of
West Warwick, R.I., publisher of the 5,000-
circulation Kent County Daily Times and
25,000-circulation free weekly, The Specta-
tor, in Wakefield. Also included in the pur-
chase are two monthly publications in
Rhode Island—the Narragansett Indian
News and Cranston Monthly, with a com-



MEDIAWEEK September 13, 1999

http://www.mediaweek.com

bined circulation of 13,000—and the
10,000-circulation Great Outdoors, a twice-
yearly guide to area summertime activities.
The deal brings Journal Register’s New
England holdings to five dailies with a com-
bined circulation of 78,000 and 14 non-
dailies with a reach of 180,000. Elsewhere
in Rhode Island, Record-Journal Publishing
Co., publisher of the 28,000-circulation dai-
ly Record-Journal of Meriden, Conn., said it
is buying the publisher of the 11,000-circu-
lation Westerly (R.1.) Sun from the Utter
family, which has owned and operated the |
afternoon daily for more than 100 years.

Starlink to Serve Smaller Agencies |

Starcom Worldwide has launched StarLink,

a new media management unit that will |
| provide small to midsized ad agencies
media planning and buying services. The
unit will operate independently of Starcom,
the media specialist division of Leo Bur-
nett, which handles larger clients. Bob
Kubis, 48, was named president of Star-
Link, and Ken Zasky, 34, will serve as vp,
media director. Kubis was previously vp,
retail group account director at Foote,
Cone & Belding in Chicago. Zasky is a 13-
year veteran of Leo Burnett. The StarLink

sive household and demographic informa-
tion. Granite currently owns 10 network
affiliates, reaching 7 percent of U.S. televi-
sion households, and LIN owns eight TV
stations reaching 6 percent.

KSPR-TV Serves Up Local Gridiron Show
Springfield, Mo., ABC affiliate KSPR-TV
is kicking off the fall TV season with The
Blast, a Monday Night Football pregame
special series produced by the station. The
hourlong program—offering highlights and
commentary on local high school, college

and pro sports—premieres tonight at 7 p.m.

and airs seven more Mondays throughout
the football season. KSPR sports anchors
Chris Pilgrim and Kirk Mason host the
show from the studio while mixing it up
with local radio personality Andy Taylor,
who will keep tabs on the football rowdies
in Springfield sports bar Sir Gregory’s. The
Blast is sponsored primarily by Budweiser.

Catamount Adds Fargo CBS Affiliate

Fledgling Catamount Broadcasting, found-
ed in 1997, has grown by one more station,
bringing its TV station properties to a total
of three. Last week the group entered into

PAGE 31

an agreement with North American Com-
munication Co.—a.k.a. the family of
Thomas K. Barnstuble Sr.—to acquire Far-
go, N.D., CBS affiliate KXJB-TV for an
undisclosed price. KXJB is the Barnstuble
family’s orly TV outlet. Pending FCC
approval, the deal should be completed ear-
ly next year.

Carole King Is Charitable to People
People will celebrate its 25th anniversary
with a benefit concert, “Carole King: Mak-
ing Music With Friends,” on Oct. 14 at The
Theater at Madison Square Garden. Pro-
ceeds will go to People’s three charitable
organizations, Communities in Schools,
The National Women’s Cancer Research
Alliance and The Wilderness Society. Per-
formers will include Chrissie Hynde, Trisha
Yearwood, 98°, Boyz II Men, Reba McEn-
tire, Luther Vandross, Rickie Lee Jones,
Brian McKnight, Mavis Staples and King.

Vogue Joins Glamour in Latin America
Vogue en Espariol, a joint venture between
Condé Nast and Miami’s Ideas Publishing
Group, will launch in October. The Spanish
edition of Vogue will hit U.S. newsstands on |

| company will report to Kathy Ring, Star-
com’s chief marketing officer.

Univision C0O Guilty of Lying to FBI
Henry Cisneros, Univision president and
COQ, pleaded guilty Sept. 7 to a misde-
meanor charge that he lied to the FBI in
1993 about money he paid toa former mis-
tress when he was mayor of San Antonio in
the late 1980s. He was fined $10,000, but
avoided jail time, which could have prevent-
ed him from holding public office in the
future. Cisneros, 52, admitted lying to

| investigators who were doing a background
check that preceded his appointment as
Housing and Urban Development secretary

| in the Clinton administration. Cisneros was

| named president of Univision in 1997, fol-
lowing his stint as head of HUD, where he
spearheaded a drive to clean up the scan-
dal-rocked department. At Spanish-lan-
guage network Univision, he has helped
grow ad revenue to a dominant 90 percent
of Hispanic network TV dollars.

Granite, LIN Hook Up to Nielsen Data
New York-based Granite Broadcasting and
Providence, R.I.—based LIN Television
both signed five-year contracts with Nielsen
Media Research, it was announced last
week. Each group will be allowed continued
access to the Nielsen Station Index’s exten-

More
Cybershoppers.
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Sept. 15. It will also be distributed in 19
countries in Latin America. It will be pub-
lished monthly with an initial distribution
of 182,500. Madelin Bosakewich is group
publisher of both this and Glamour en
Espariol. Jacqueline Blanco, former editor
in chief of Glamour en Espariol, will serve
as editor in chief.

TV Guide to Surf the Web With AOL
America Online and TV Guide last week
announced an alliance that would position
TV Guide as a leading provider of televi-
sion information on the Internet. TV
Guide online program listings and content
will be placed across four AOL brands on
the Internet—AOL, CompuServe,
AOL.com and Netscape Netcenter. In
addition, TV Guide will receive prominent
placement on eight AOL search areas. The
company will add content to AOL editorial
as well.

Teen Newsweek Hits Schools
Newsweek and Weekly Reader Corp.
launched Teen Newsweek last week. The
first issue was distributed to more than
2,800 schools nationwide, with a circulation
of 130,000. Carolyn Wall is serving as pub-
lisher and Sandra Maccarone is editor in
chief.

Midwest Publishers Swapping Papers
Northbrook, Ili.-based Liberty Group Pub-
lishing and Davenport, Iowa-based Lee
Enterprises have agreed to trade certain
newspaper properties in lowa, Illinois and
Nebraska. In the deal, Liberty will take Lee’s
18,000-circulation Ottumwa (Iowa) Courier
and 6,000-circ Kewanee, Ill., Star-Courier,
both dailies, as well as the weekly Aledo (1il.)
Times Record and the Henry County Advertis-
er, a shopper in Geneseo, Ill. Lee will receive
the 8,200-circulation Daily Sun of Beatrice,
Neb., and an undisclosed sum of cash.

More

Newhies.

CALENDAR |

The New York chapter of the Women
in Telecommunications & Cable will
host an executive luncheon to discuss
changes in the industry Sept. 15 at the
Supper Club in New York. Speakers
include Fox News Channel anchor
Paula Zahn and Lifetime CEQ Carole
Black. Contact the WITC at 914-674-
6938.

The Cable and Telecommunications
Human Resources Association will
present its annual symposium Sept.
16-17 at the New York Marriott Mar-
quis Hotel. Keynotes speakers will
include Lee Masters, CEQ, Digital Lib-
erty; and Ron Lieber, senior writer,
Fast Company; and Paul Gavejian,
principal, Buck Consultants. Contact:
Kim Ota, 714-736-9600, ext. 102.

The International Radio & Television
Society Foundation will present a
newsmaker luncheon titled “Local
TV: Buying and Selling” Sept. 23 at
New York’'s Waldorf-Astoria in the
Grand Baliroom. Featured speakers
will include Tom Kane, Mike Wach and
Larry Fischer. Contact: 212-867-6650.

The Radio-Television News Directors
Association will hold an International
Conference and Exhibition Sept. 29-
Oct. 2 at the Charlotte Convention
Center in Charlotte, N.C. Contact:
202-775-3527.

Price WaterhouseCoopers will hold
its 1999 Global Convergence Sum-
mit Sept. 30 at the Marriott Marquis
Hotel in New York. Contact: Deborah
Scruby at 212-259-4250.

American Express Publishing will pre-
sent a Luxury Marketing Summit Oct.
17-19 at the Arizona Biltmore Hotel.
The event will feature leading mar-
keters, producers and retailers of lux-
ury items and brands. Panelists will
include Marian Salzman, director of
the brand futures group, Young &
Rubicam. Contact: 212-706-1630.

The MPA and ASME will present the
American Magazine Conference Oct.
28-31 at the Boca Raton Resort &
Club in Boca Raton, Fla. Contact:
212-872-3700.
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Lured by sweet deals, producers are

filming TV movies abroad in increasing

numbers. The industry seems unable—

or unwilling—to halt the exodus.

G OOD B }/E TO 006
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BY ALAN JAMES FRUTKIN

n a lush bank of the Columbia River in northwest Oregon, Oscar-winning actress Marlee Matlin turns toward
the camera. Trailing Matlin, an interpreter translates her sign language into words. “I lost him once,” the
interpreter says. “I won’t lose him again.”

When a passing freight train drowns out the interpreter’s dialogue, the director, Nelson McCormick, winces in
frustration. The scene must be re-shot.

Sweating in the noonday sun in a locale far removed from Hollywood, the cast and crew filming the cable movie
Where the Truth Lies, which premieres on Lifetime tonight, must endure various distractions. Lumbering trains.
Noisy water-skiers. Speeding cars.

But at least they’re working.

“I don’t want to sound like some sort of ultra-nationalist,” Matlin says later. “But I believe it’s important to sup-
port American product in America. The consequences of trying to cut costs by filming someplace cheaper has

come at the expense of putting thousands out of work. And it’s time the trend was reversed.”

ILLUSTRATION BY STEVE DININNO
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Over the past decade. TV movie pro-
duction has shifted dramatically from
Hollywood and other American sites to
foreign locations such as Australia, New
Zealand and—most notably—Canada.
According to a study prepared by the
Monitor Company (jointly commissioned
by the Screen Actors Guild and the Direc-
tors Guild of America). 139 of the 308
movies produced for television in 1998—a
staggering 45 percent—were shot outside
the United States for economic reasons.

This trend is fundamentally altering
the business of television production,
sending economic shock waves throughout
the industry. Low-margin TV movies have
been hardest hit by the phenomenon, and,
unless steps are taken to address the prob-
lem, many industry leaders believe the
bulk of stateside TV-movie production
may be lost forever.

It all boils down to dollars and cents,”
says producer Robert Halmi Sr.. best
known for big-budget miniseries such as
Gulliver’s Travels and Merlin. “The U.S.
is an unfriendly place to work for televi-
sion. Locations are costing so much here
that it’s incredible. Other countries need
the business, and if they need the busi-
ness, they’ll make a producer an offer he
can’t refuse.”

Cutting costs by filming abroad often
can mean the difference between getting a
green light or a red light on a TV project.
In recent years, Canada has emerged as the
destination of choice for many producers.

During the 1998-99 season, three of the
eight highest-rated made-for-TV movies
on ABC were filmed in Canada, as were
four of the top 10 on CBS and three of the
top 10 on NBC.

The reasons for Canada’s increasing
allure as a filming destination extend far
beyond its geographic proximity to the
United States. Two stand out: A consistent-
ly favorable exchange rate enables produc-
ers to get more bang for their buck in Cana-
da; and, more important, the Canadian
federal and provincial governments offer
financial incentives that provide cash
rebates on Canadian labor used for produc-
tions filming in the country.

The federal authority offers an 11 per-
cent rebate on Canadian labor. Several
provinces, including British Columbia,
Ontario and Quebec—where most pro-
duction occurs—match the federal rebate.
In some provinces, the rebate is higher.
Combined, the two incentives can trans-
late into a cash rebate of between

http://www.mediaweek.com
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22 percent and 46 percent on
labor costs.

Veteran TV movie producer
Leonard Hill (Mae West, The
Prince of Bel Air The Last
Fling) reters to these incentives
as a “seismic event that had the
effect of rearranging the geog-
raphy of our business.” Howev-
er, Hill adds that because many
of Canada’s provincial rebates
were enacted as recently as
1998, the full effect of those
rebates has yet to show up in
any analysis of so-called run-
away production. “The statis-
tics that are now horrifying will
be staggering,” he predicts. not-
ing that when the figures for
1999 and 2000 are released,
“they will represent a quantum
leap in exodus.”

ack in Oregon, Mat-

lin and crew wait for

the freight train to

pass. Between the
clanking of the rail cars, the constant
drone of a nearby freeway, and the water-
skiers cutting wakes through the river, the
sound on the set is almost dizzying. But
no one seems to care.

“I can’t tell you how happy I am to be
here,” says Janet Faust Krusi, one of the
film’s executive producers, whose last
experience shooting in Canada was any-
thing but pleasant. “I was stopped at the
border by drug-sniffing dogs. I was de-
layed, I almost missed my plane, and it
was a terrifying experience for me. Com-
ing back and forth to Oregon, I don’t have
to worry about that.”

Nor does she worry about film footage
and last-minute wardrobe deliveries from
Los Angeles clearing customs. “How
many times do we send things through
and it gets stopped for whatever reason,
and there’s nothing you can do about it,”
she adds. “The ease of getting things back
and forth makes a big difference.”

For many producers, the logistics of
filming within the U.S. don’t always make
up for the price tag. On a project with an
average budget of $3.5 million, a producer
shooting in Canada can lower costs by an
estimated $250,000. And in the TV-movie
world, that’s a substantial cut.

“[Producing TV movies] is a low-risk,
low-margin business, so you’re always
looking for the next economic trick,” says

| Dennis Brown, now a production vp at
Columbia TriStar Television, who was

| one of the first TV-movie executives to

' shift filming abroad in the early ’80s. “In

‘ order to survive, you must be as efficient

| as possible.”

| The low-risk end of the business is a
result of broadcast license fees covering

‘ 60 percent to 80 percent of TV movie pro-
duction costs. According to industry

| sources, an average network fee today

l hovers around $2.8 million. What the
broadcaster normally gets for that license
fee is a certain number of runs over a
four-year period. The rest of the world is
open to the producer, which is how he cov-
ers the resulting deficit.

‘ But selling a single TV movie overseas
can be tough. “There’s no such thing as a
home run on a TV movie,” Brown says.
“It’s not like you’re out there with a 100-
episode hit series. You can never lose a lot

’ of money on a TV movie, because you're
always going to get between 60 percent

f and 80 percent from the broadcaster any-
how. But you're never going to make a lot

| of money, either.”

Without tremendous upside potential,
producers feel enormous pressure to maxi-
mize razor-thin profit margins. Analyzing
a fairly simple model of a network televi-
sion movie to estimate what a producer’s
cash flow might be if a film were produced

Matlin, who stars in Lifetime’s Where the Truth
Lies, helped steer the production to Portland, Ore.

1

|
|

|
|
|
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in the United States vs. Canada, it
becomes apparent why so many produc-
tions have crossed the border.

Assume a producer’s income stream
includes the $2.8 million license fee, plus
whatever he can get reap from the interna-
tional market. He can either shop the film
around to international distributors on a
territory-by-territory basis or go to one of
the bigger international distributors, such
as a studio or a niche player like Pearson
Television International. In exchange for
non-U.S. worldwide distribution rights, the
producer may receive an advance of about
$800,000 from a top distributor. Throw in
another $100,000 for off-network U.S.
rights (a highly speculative number,
because such airings typically occur five
years later), and the producer has generat-
ed $3.7 million.

On an average TV-movic budget of
$3.5 million shooting in the U.S., the pro-
ducer stands to make between $150,000 to
$200,000. If he goes over budget, he may
make nothing.

But if he shoots in Canada, that
$3.5 million budget—between exchange
rates, tax rebates and Canadian work rules
that are more favorable to producers than
those in the United States—may drop to
$3.2 million or lower. That translates into
the difference between a $500,000 profit if

http://www.mediaweek.com

he shoots in Canada and a $200,000 profit
if he shoots in the United States. So where
do you think he’s going to go?

“The economic box is better for the
producer in Canada,” says Ed Milkovich, a
Los Angeles-based production executive.
“Less is less and more is more, and people
don’t seem to understand that. You can’t
expect most producers to spend more
money than they have to.”

Even producers who are predisposed to
sacrifice some profits in order to film in
the U.S. cannot ignore the economic reali-
ties roiling the business. “I can’t run a
business where my profit is cut by 50 per-
cent,” Hill says.

In addition to tax incentives and
exchange rates, pay-scale differences be-
tween the countries also loom large. On a
20-day movie-of-the-week filming in the
U.S,, a first assistant director—the com-
manding logistical officer on most films—
makes a base salary of approximately
$35,000, sources say. If that AD is L.A -
based and must travel to a different re-
gion, add another $7,000 for his airfare,
lodging and other travel expenscs. The
AD’s counterpart in Canada—where trav-
cl is seldom required—might earn $20,000
for the same amount of work.

Not surprisingly, the filming conditions
in Canada and elsewhere that have proven

September 13, 1999 MEDIAWEEK

favorable to U.S. producers have wreaked
havoc on the rest of the industry. As a re-
sult of TV and theatrical production shift-
ing abroad, the Monitor report found that
the U.S. economy suffered a $10.3 billion
blow last year.

Because of tough immigration laws and
trade practices restricting the rights of
U.S. citizens to work abroad, the number
of stateside jobs—ranging from actors to
electricians to production designers—has
plummeted, not to mention the loss of
income to domestic ancillary businesses,
including equipment vendors, dry cleaners
and even payroll services.

etty Madden doesn’t enjoy feeling
like a victim. Madden, a veteran
costume designer, has worked in
the business since 1976, concen-
trating on made-for-TV movies for the last
seven ycars. She never had trouble landing
jobs. It was more a question of what jobs to
turn down. But in the past year, her job
opportunities dwindled. From March 1998
to June 1998, she waited in vain for the
phone to ring.
“I wasn’t too concerned,” she says, not-
ing that she thought she had lined up other

| projects for the summer.

A vyear later, after most of those pro-
jects moved to Canada, the phone still

“The U.S.is
an unfriendly
place to work
for TV. Locations
are costing
s0 much.”
—producer
Robert Halmi
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hasn’t rung. “I no longer have health insur-
ance, there’s no money going into my pen-

sion, and my husband and I are living on |

our savings,” she says. “This jeopardizes
my whole existence.”

Although the phenomenon of runaway
production has been gaining momentum
over the last decade, only in the last year
have Madden and others in Hollywood
begun to fight back. In fact, their efforts
recently culminated in the largest labor
protest in Hollywood history.

On August 15, more than 5,000 people
marched down Hollywood Boulevard to
voice their support for a bill introduced
into the California legislature that would
have offered a tax rebate for productions
filming in California. Assemblyman Scott
Wildman (D-Los Angeles), one of the
authors of the legislation, framed the bill
as “the push that we need to keep the in-
dustry here,” but it never got out of the
appropriations committee.

Without government support, many in-
dustry veterans believe it will take sweep-
ing measures by everyone involved—the
various guilds, studio executives, networks,
etc.—to alter the economic models enough
to lure production back to the U.S. “We
have to reinvent the business,” says Gideon
Amir, a Los Angeles-based independent
producer. “And in order to reinvent it, all
the participants in this dialogue have to
have an open mind.”
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Producers of ABC’s Storm of the Century sliced their budget by filming in Canada.

It has happened before. In Portland.

The rise of cable in the 1980s fueled
dramatic growth in the number of made-
for-TV movies. But with fewer resources to
finance those projects, budgets tended to
be much smaller than those produced by
the major networks. Union pay scales,
however, did not reflect those differences.
And when production companies weren’t
leaving the U.S. to shoot, they were surrep-
titiously working around the unions, by not

|
|

|

recognizing them as collective bargaining |

agents. In some instances, even the net-
works formed nonsignatory production
companies to avoid the unions.

By the mid-"90s, the International Al-
liance of Theatrical Stage Employees
(IATSE)—which represents most of the
nation’s below-the-line labor, including
camera operators, set electricians, sound
technicians, grips, set dressers, hairstylists,
makeup artists and prop technicians—made
a concerted effort to organize those parts
of the country where production companies
were filming with nonunion crews,

At the same time, Portland was trying
to establish itself as a top marketplace for
film and TV production. Traditionally, the
city had been a nonunion market, but the
IA was successfully organizing its labor
force there, as it was in other important
filming areas such as Wilmington, N.C,,
Atlanta and Houston. Between the city’s
transition to becoming all-union and the

growing shift of production
abroad, Portland was feeling
the pinch. The number of pro-
ductions in Portland fell from
19in°92 to 13 in 94 to 7 in ’95.

“It was like a squeeze play,”
says David Woolson, Oregon’s
former film commissioner
who along with Amir was
instrumental in creating the
Hearst Low Budget Agree-
ment, a groundbreaking labor
contract that recognized dif-
ferent financial tiers of movies
for television. Woolson saw the
effort as an attempt to “draw
a line in the sand” against
the siphoning of U.S. produc-
tion.

“We had all worked too hard
to build this market, to then
have it rewind on us,” Woolson
lamented.

The Hearst Agreement—so
named because Amir initially
negotiated the pact for L.A.-
based Hearst Entertainment—made Port-
land and other U.S. locations more attrac-
tive for movies with budgets of $3.2 million
or less, because the IA accepted a 15 per-
cent rate reduction on such productions,
including Where the Truth Lies. The deal
represented a powerful statement by the
union: Some work at some pay was better
than no work at all.

MICHAEL GINSBURG/ABC

fter the Portland film crew

wraps the scene by the river,

they head into a nearby house

to shoot a closed-set “shower”
scene with Matlin. But a summer rain-
storm takes the crew by surprise, submerg-
ing all electrical cables running out of the
house in pools of water and halting pro-
duction for the rest of the day. Now they’re
really behind schedule,

“One of the misperceptions about Ore-
gon that we fight here revolves around the
weather,” Woolson observes. “Yeah, it
rains, but that’s why it’s green. Vancouver
has 25 inches more rain a year, and we try
to explain that to people, but . . .,” he trails
off, frustrated.

As much as producers say they don’t like
going to Canada, many in the industry
believe the number crunchers are just pay-
ing lip service to resolving the crisis. “The
problem is that nobody does enough and
everybody’s waiting for somebody else to do
it,” says Milkovich. “We lost the business

|
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because we didn’t cherish it. If it’s going to
come back, there’s got to be a reason.”

The reason, of course, is money. And
if it’s not going to come from the govern-
ment, then it has to come out of some-
body’s paycheck. “The concept of roll-
backs doesn’t sit well with anybody,” notes
Mitkovich. “But you’ve got to get to the
labor component to make any sort of
meaningful change. If the labor compo-
nent is resistant to that—on the level that
it will take to make it competitive with
the foreign market—then we’re spinning
our wheels.”

Most producers agree that change can-
not happen unless all labor entities in-
volved in TV production are willing to
make concessions. And in the process,
they say, some of the guilds’ sacred cows
will need to be scrutinized. Many produc-
ers see the disparity between U.S. and
Canadian rules for residual compensation
as a major stumbling block to bringing
production back to the U.S.

U.S. guild policies mandate that for
all exhibitions of a film subsequent to its
initial run, a producer has a residual oblig-
ation to pay an actor or director on an
incrementally sliding scale for each of
those exhibitions. In Canada, a producer
can avoid those obligations for a period of
five years by initially paying the actor what
typically works out to be 150 percent of
scale.

“To be competitive with Canada, the
American guilds have to begin to make
certain concessions that eliminate those
disparities,” Hill says.

Although Hill and others acknowledge
that the DGA has, on a case-by-case basis,
made certain concessions, they express
frustration with the failure of SAG to offer
a constructive response. And it seems
doubtful that SAG will budge any time
soon. “The problem is not the unions or the
union rates,” says SAG president Richard
Masur. “If you look at the production bud-
get on a television movie, and the percent-
age of that budget that is the non-star act-
ing budget, it is such a miniscule part of
the overall budget. So, even if we did a 15
percent across-the-board cut in those costs,
it isn’t going to act as an incentive at all to
a producer because it doesn’t mean enough
money.”

Although Masur cites Canada’s tax in-
centives as the primary cause of runaway
production, DGA associate western execu-
tive director Bryan Unger says that the
issue of residuals “does have an impact”

on the problem. But Unger adds that any
negotiations with producers should be a
two-way street. “For the unions and guilds
to go around to their members and say
‘We’re going to cut our rate,” it needs to
be in exchange for something.”

One possible trade that has been dis-
cussed is a guarantee from producers that
a certain number of their films would be
shot in the U.S. Without such commit-
ments, working within a free-market sys-
tem will enable the most attractive bid-
der—stateside or otherwise—to continue
to lure away production. To date, only sev-
en films, including Where the Truth Lies,
have been shot in Portland under the
Hearst Agreement. And even though the
pact is now offered nationally to any quali-
fying production, it
has yet to be exploit-
ed on a broad scale.

Within the $3.2
million tier, produc-
ers have their own
ways of handling dif-
ferent aspects of a
production, such as
how a project is
financed, the dura-
tion of the shooting
schedule and the use

of union or non-
union  labor. So
despite the Hearst

Agreement’s national
profile, its benefits
don’t necessarily
translate to every
low-budget movie.

“We all approach
the equation a little
bit differently,”
Milkovich says. “The
notion of a one-size-fits-all contract, or a
silver bullet that will solve this problem, is
a fallacy.”

Even if a silver bullet could be forged,
it is clear that to reverse the tide of
runaway production, it will take more
than one or two movies returning to the
States. It’s a problem of volume. In order
to lure more productions back to the U.S.,
producers say labor interests must be will-
ing to accept certain economic realities.
“The solution is that volume can compen-
sate for rate,” Amir says. “If a key grip

in town works on three movies a year,

he has a certain income. But if he worked
on seven, he’d have more than double
the income.”

But the prospect of accepting less mon-
ey to work harder strikes many industry
veterans as a hollow victory.

“I’ve turned down several projects be-
cause I would have had to take less than
half of my [ordinary] salary,” says cos-
tumer Madden. “When they dictate a
salary, they dictate a skill level. If you're
going to have open-heart surgery and you
want the doctor with the best track record,
you're going to have to pay a little bit
more.”

Seeing eye to eye with Madden and her
colleagues may be one of the biggest hur-
dles for producers to overcome in re-creat-
ing the business. But it isn’t the only one.
The Teamsters, who represent transporta-
tion crews on most films, are known to be

Is not the
unions or the

union rates.”
—Richard
Masur, SAG

tough negotiators. So are the networks. And
persuading the producers themselves to
either take a cut in profits or more thor-
oughly research U.S. filming alternatives is
no easy task. The greatest hurdle of all may
be getting the diverse industry to agree on a
strategy to save itself from itself.

“There are no clear solutions,” Amir
adds, somewhat defeatedly. “If you want to
put the people who are the players and deci-
sion-makers around a table, there are going
to be 700 people around that table. It is very
difficult to put 700 people around a table
and get anything done.” n

Alan James Frutkin covers the creative
community from Mediaweek'’s Los Angeles
bureau.
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How cool is it that via a new type of American Express card called Blue, cardholders
can shop online as well as off, with Amex getting rid of the need to constantly peck personal
purchasing information into the keyboard? Blue also makes it possible for members to return any
item they purchased online with it—even if the online merchant has never heard the phrase,
“The customer is always right.” Blue could become a classic case of how offline companies can

boost business via the Web. That is, if it works.—Catharine R Taylor

Interactivenews

@deadline

Click for Cash

Starting today, American Fork, Utah-
based PointClick.com will pay users
cash to surf its advertiser-laden site.
Advertisers pay only for the potential
buyers who actually visit their Web sites
via the PointClick.com site. PointClick
says it estimates the advertiser cost of
obtaining Internet visitors through its
site to be pennies per head. 210
vendors have already signed on.

The New Spin on Ads
Spinway.com is sneak previewing pro-
prietary technology to various advertisers.
The Palo Alto, Calif.-based firm is offering
full-motion video at dial-up, which it says
brings television-quality commercials to
computer desktops without impacting a
user's bandwidth. To propagate the tech-
nology, Spinway.com is luring users with
co-branded free Internet access, along
with e-mail, rewards programs, instant
messaging capabilities and parental-con-
trot software. Some advertisers currently
perusing its wares: incentive site
MyPoints.com, auction mainstay eBay,
free fax service eFax and Benjamin
Moore paints.

A Criminal Campaign
APB News Online, a New York-based
news service that exclusively covers the
criminal justice system, today unveils its
first off- and online brand awareness
campaign. The $20 million promotion was
produced by the New York office of Bozell
Kamstra, a boutique agency within the
Bozell Worldwide network, and revolves
around the theme “You have the right to
know.” Creative is based on crime scene
police tape banners. The effort will initially
target New York, Los Angeles and San
Francisco, with media buys on TV and
cable, print in major newspapers and out-
door, as well as a full schedule of online
banners on select sites.

1

Big Blue to Open New

By Catharine P. Taylor

BM is about to enter Silicon Alley.
I Executives at the technology giant,

which is slowly shedding its white but-
ton-down shirt image, said last week that
they would be opening an interactive ser-
vices unit in New York by the end of the year.
The office, the first outside of a 400-person,
5-year-old facility in Atlanta, will place IBM
more aggressively at the center of the inter-
active services business, where it is becom-

‘York Design Facility

| e-business services at the Armonk, N.Y.-
based company, IBM has plans to open other

‘ design facilities in other cities in the near

| future, although he would not identify poten-
tial markets for the rollout.

| However, company officials stressed that
wherever IBM builds an interactive design stu-
dio office, it will have the same casual atmos-
phere as the Atlanta facility, which, like many
startups, boasts a pool table, at least one dog

ing more and more
of a competitor
to specialists such
as U.S. Web/CKS,
Sapient and iXL.

and an open floor
“H " plan. The New York
office, which will
be spread between

caamutiza  Tegrmres

All of those
companies, and a
number of others,
including Razorfish
in New York, have
been moving their |
business models in
the direction of
providing both
front-end and back-end services. Clients that
may want interactive design, may also want
to have other tasks, from database manage-
ment to order fulfillment, handled by the
same company.

Currently, the unit, known internally as
the interactive design studio, works on sites
such as Macys.com, the New York Stock
Exchange and Univision. IBM is consider-
ing giving the unit an official name to
reflect its capabilities as a full-service
interactive facility.

According to Neil Isford, vice president of

IBM, which will soon open a new interactive design studio
in New York, builds Web sites for clients such as Macy*s.

two locations at
Whitehall Street
and Maiden Lane

Ry Yy ‘
T G in Lower Man-
> e etaatoar s tne oy hattan, is being
e o0 - | designed along
o VR those lines in an

effort to draw
employees  from
Generations X and
| Y. “It is a totally different environment for
| IBM,” Isford said.

Isford claimed he couldn't disclose rev-
| enue for the interactive design studio because
l it is part of IBM’s mammoth Global Services
‘ division, which acecounts for one third of the
| company’s total revenue. IBM’s decision to
| beef up its end-to-end presence comes after a
| period of self-examination about what its role

could be in helping companies get on the Web,
| or as Isford put it, “Whether we should real-
‘ ly focus on the end-to-end, or whether we
should focus on the backend.” B
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Bolt Swings Open
Doors To Online Mall

BY SLOANE LUCAS—Teeny boppers can shop |
around the clock starting today when
Bolt.com’s new store officially opens for busi- |
ness. The New York-based teen site began
beta testing the Web shop last week, with |
some 800 products and counting.

The Bolt site sets itself apart from other
portals by allowing users to generate the bulk
of its content, and in e
that spirit, teens can
post reviews

Welsome s Ino o Bt Rers, vy

sands of units of a suddenly untrendy item.
Bolt hopes to capitalize on the freedom it has
to add and drop items as they come in and
out of demand. Bolt hopes to lure shoppers
away from Yahoo! and America Online.

San Jose, Calif.-based CyberSource
handles credit card transactions. (Bolt is
also lookmg into alternative payment

—_— methods.) Customer
support is provided

items for sale—
good and bad. Lists
of the top 10 items
and the ten most
recent items sold
tell teens what their
peers are buying.

“It’s community-
driven commerce,”
explains Brad Mehl, Bolt’s vice president of |
marketing. “We empower these guys to say
what’s cool, and what sucks.”

Everything from shirts to lava lamps are
provided by retailers, manufacturers and
distributors. Bolt handles the transaction;
the sources handle fulfillment. Retailers
include Blades and Newbury Comics. Bolt
vice president of commerce Alexa Tobin
says that Bolt won’t buy and then warehouse
its own inventory. The fickle teen market
could leave them desperate to move thou-

of \RETEE SRR

Bolt.com’s new teen-targeted store features
wish lists and user-reviews.

via Los Angeles-
based PeopleSup-
port.com, a live
e-mail chat option.
Viral marketing
components include
e-mailable birthday
and wish lists.

Bolt currently
racks up 3 million
visitors a month with a user base of 1.4 mil-
lion registered Boltsters. To promote its new
store, Bolt has inked several online distribu-
tion deals with Hotmail, Yahoo!, Lycos, MSN
and ESPN, with more in the works. The
Yahoo deal entails a fixed position banner in
its teen area, while Hotmail’s twice weekly
teen newsletter will target 2.2 million users
with Bolt store information. Bolt is also plan-
ning a print campaign in about 10 lifestyle
books, including Bike, Sport, Surfer and
Skateboarder. ®

Flooz.com Names
“Guru,” Revamps Site

BY SLOANE LUCAS—Things are afoot at
Flooz.com, where last week the site unveiled

anew look, went into production for its first ‘

TV campaign and tapped James Glicker to
the high-falooting title of brand guru.
Launched in February, Flooz.com lets
users e-mail online gift certificates, :
or “gift currency,” redeemable at
more than 50 e-tailers. Flooz.com
takes commissions off sales gener-
ated from more than 64,000
accounts. The company, whose :
name is slang for cash, hopes to position itself
as the dominant gift-giving brand for the

“This is a product born from the medium,”
says Flooz.com co-founder and CEQ Robert
Levitan, also a founder of iVillage.com.

Flooz.com is now decked out in bright

online boom expected for fourth quarter. ‘
W
|

orange and gold with a new pencil-sketch
logo. An $8 million advertising push from
New York agency Hanft Byrne Raboy will
run the newly crafted tagline, “Just what
you wished for.” Spots will feature humorous
scenarios showing gift-giving problems and

g the Flooz.com solution. Ads target-
ing busy professionals ages 25-45
break Oct. 4 and include TV, radio,
outdoor and online efforts.

Flooz.com also welcomed
Glicker into the fold. Glicker was
most recently vice president of marketing
for GeoCities. Prior to that, he was
vice president of marketing and sales for
1-800-FLOWERS.

Flooz.com also enjoyed a first round
of financing of $16.5 million led by Oak
Investment Partners.
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*Custom CD and digital music e-tailer
Musicmaker.com, Reston, Va., offered up
an equity stake to TVT Records, New York,
in exchange for an exclusive, 5-year licensing

= agreement that
would odd VT
Record’s library of music titles to Music-
maker.com’s, which also includes the
libraries of EMI and Zomba Records. Addi-
tionally, Musicmaker.com named Larry
Lieberman as vice president of marketing,
advertising and online development. Lieber-
man had been vice president of strategic
planning and new business development at
Comedy Central, New York.

*Denver-based online toy retailer KBkids.com
inked a deal with Intemet powerhouse America
Online, Dulles, Va., making it one of AOLs
three premier toy retailers. KBkids.com gets a

[mamm s~ O | Strong presence in
IEBIek sooniacs

L - special KBkids.com
banners and commerce links will be featured
throughout AOL. KBkids.com joins eToys.com
and Toysrus.com as part of AOL's apparently
ever-growing “premier” toy retailer family.

*BeFirst.com, New York, an Intemet solu-
tions company that helps sites achieve high
placement in search engines launched a
search engine of its own, FindWhat.com. A

e nval to GoTo.com,
the site allows Web
publishers to use an
automated bidding
process to determine the per-click fee they will
pay for premier placement on the FindwWhat.com
search engine. The highest bid appears first.
Others are ranked in descending order.

*New York-based Oxygen Media said it will
use Wink Communications, Alameda, Calif.,
to deliver enhanced cable programming and
e-commerce advertisements to households
with Wink-equipped TV, cable or satellite box-
es. Wink allows networks and advertisers to
create interactive enhancements, while
accompanying traditional TV programs and
advertisements.

*New York-based diamond and luxury item
e commerce site Mondera.com secured
1 a $13 million
M()Ild(“] Leom | initial round of
- funding led by
@Ventures, the affiliated venture capital
arm of Andover, Mass.-based CMGI.

CORRECTION: An article in the Sept. 6 IQ
interactive Report misstated a former employ-
er of George Garrick of Flycast. Garrick was
formerly head of Nielsen Marketing Research.
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Avenue A Appoints
Former ABC Exec to CEO

BY KIPP CHENG—Ending a six month search
to fill data-marketing firm Avenue A’s top
spot, the Seattle-based company will name
Brian McAndrews to the post of chief execu-
tive officer today. McAndrews, who was
named to the position by co-founder and vice
president of strategic develop-
ment Mike Leo, will replace inter-
im CEO and co-founder Nick
Hanauer effective immediately.

Until last month, McAndrews
served as executive vice president
and general manager at ABC,
managing the sports division of
ABC Television. In that role, he
oversaw programming, produc-
tion and marketing.

“We’re unbelievably excited

said Leo. “We really needed some-
body to take us to the next level
and get all those pistons firing at the same
time. Brian has managed 800 people and
$700 million in revenues, so he’s the guy to
bring us to the next point.”

“I'm very fortunate that I'm going into a
company that’s not broken,” said McAndrews.
“I enjoyed my nine years working in tradi-
tional media and Disney/ABC is a terrific
company. But it’s not growing at the rate of
20 percent a month like Avenue A.”

Leo described Avenue A, as “a data-

Doubleday

McAndr_ews: joining
Avenue A from ABC

marketing company, which means we do the
strategy, the planning and the buying of the
media.” The difference between Avenue A
and traditional interactive ad agencies,
according to Leo, is that Avenue A also exe-
cutes all third-party ad serving, data col-
lection, measurement and data
analysis for its clients.

“I think staying ahead of the
technology curve is going to be the
real challenge,” said McAndrews.
“But we’ll keep our leadership
position by working hand in hand
with our clients.”

Leo added, “We absolutely
feel that as more mediums
become accountable, our job is to
be a data-centric company, not
an Internet-centric company. So
our job, as new mediums become
accountable, is to develop tech-
nology that applies the same process
to those other mediums that we apply to
the Internet today.”

Separately, Walt Disney Co., which
owns ABC, last week named former ESPN
chief and ABC president Steven Bornstein
as chairman of Buena Vista Internet
Group. Bornstein replaced BVIG chairman
Jake Winebaum, who left the position in
June to start an Internet venture capital
company, eCompanies. B

Direct Hires

E-Dialog for QuickReply

BY KIPP CHENG—New York-based publishing
house Doubleday has tapped Lexington,
Mass.-based digital direct-marketing firm
E-Dialog to develop and manage the e-mail
marketing effort for the Doubleday Direct
unit. E-Dialog will provide Doubleday Book
Club and Literary Guild Club members with
personalized e-mail services, including infor-
mation on upcoming book releases and offers
to pre-order titles. The partnership marks
Doubleday’s first foray into e-commerce.

“For Doubleday, we're going to be promot-
ing a pre-sale reservation of a book that’s not
yet released,” said Bill Herp, president and
CEO at E-Dialog.

“The idea is that no money needs to
change hands,” he continued. All we're doing
is putting an interested person’s name down
for a reserved spot, and they’ll receive the

book when it comes out.”

E-Dialog will integrate its proprietary
QuickReply technology into the e-mails,
enabling recipients to buy products simply by
typing the word “yes” in the subject header
and replying directly to the e-mail. According
to Herp, eliminating the inconvenience of
transferring to another Web site from an
e-mail link generates higher buy-rates than
e-mailings that require recipients to click on
a separate link.

The QuickReply technology was original-
ly developed for a campaign for Harvard Busi-
ness School Publishing Corp. “The result we
found for Harvard has been on average 2 to 10
times greater than direct mail,” said Herp.

“Clients find QuickReply very effective, as
opposed to having to click to a Web site and
engaging in a shopping-cart transaction.” B

New Site to Teach
Kids About Money

Hoping to attract both money-minded
kids and parents wishing to impart fiscal
responsibility to the preteen set, Washing-
ton, D.C.-based media company BigChange
Networks today launched its first online
property, AllowanceNet.com, a money
management Web site that hopes to help
parents teach their children about the value
of earning and saving. The site underwent a
five week beta test period and has already
registered 6,300 users to the service.

AllowanceNet offers a suite of free-to-
user online tools that help children age 6 to
14 learn how to manage and budget their
allowance earnings. Instead of serving ban-
ner advertising, AllowanceNet will be exclu-
sively sponsorship driven, with at-launch
partners including Ralston Purina, the Milk
Board, the Plastics Council and the Skin
Cancer Foundation.

“Our metaphor for kids signing up for the
service is to think about their allowance as
the paycheck for
their first job,”
said Nina Benton,
| CEO at Big-
Change Networks,

which describes
| itself as creating
“value-centric
media products
for Generation Y."

Benton
explained that
AllowanceNet
integrates a spon-
sorship model that
BigChange Networks calls Active Integration
Marketing (AIM), which takes shape as con-
textual tips and notes windows that are
sponsored by partner companies, instead of
randomly displayed banner ads.

Beyond managing their earned-at-home
money, kids can earn virtual points for com-
pleting chores that can be redeemed online
in a “shopping” area on AllowanceNet. Com-
panies such as JNCO Jeans and Nokia have
provided promotional items in the shopping
area. Benton said that a fuller e-commerce
component at AllowanceNet is expected to
roll out in the fourth quarter, as well as e-
mail capabilities for registered users.

“These are things that kids are not learn-
ing in school,” said Benton. “Our feeling is,
of course kids want to spend money. We
want to give them a vehicle to do that, but
we feel they should first earn it and under-
stand what the value of earning money is,
and they’ll enjoy what they buy more.”

There are pending partnerships with por-
tals and other Web sites, although Benton
could not be specific.—Kipp Cheng

AllowanceNet will offer
finance tips to Gen Yers
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Like their dirt world counterparts, CNET.com
computer viruses come in varieties
that range from the merely annoying
to the downright deadly. And like the
& ¥ CNET Software

epidemics that spread through meat- Download Services

space, cyberspace bugs can spread like,

well, viruses, mutating and attracting

copycats along the way. When the MCAFEE.com

Melissa e-mail virus was unleashed

at the end of last April, the computer

glitch not oniy clogged up workplace SYMANTEC.com B May
servers, it also revealed serious security M June
flaws in e-mail applications. So what'’s Jul

a Web surfer to do when invaded by a TUCOWS.com** uly

digimon like Melissa? Treatment could
be found at various utility sites, which
saw spikes in traffic following the

Melissa outbreak. But the only way to

T

*The Home/Work sample represents unduplicated users who visit the same Web site both at home and at work. K ,
“*Tucows.com is a network of Web sites that provide Intermet-related utilities and software for download. :
Media Metrix defines unique visitors as the actual number of users who visited each Web site, without duplication,
once in a given month. More than 40,000 individuals throughout the U.S. participate in the Media Metrix sample.

avoid infection, it turns out, must be
abstinence.—Kipp Cheng
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And the Band
Played On

Some aren’t waiting for broadband to create content

By Kipp Cheng

hen it comes to the mousepad sport
W of complaining about the dearth of

quality entertainment on the Web,
content creators, journalists and new media
pundits are often quick to blame bandwidth
(or lack thereof) as the main villain. The pipes,
it’s said, are simply not yet big enough to
accommodate streaming media in a format
acceptable to our discerning sensibilities, i.e.,
the sit-back-and-entertain-us tastes we've
developed after years of watching movies
and television.

That rationale, of course, is too simplistic.
While increased bandwidth undoubtedly will
influence content (for the better, it’s hoped),
there’s more than size at stake. Quality
counts, meaning no matter the medium, the
success or failure of any programming is
usually an issue separate from technological
concerns. And while quality, off- or online, is
in the eyes of the beholder—one could argue
that watching a buggy, pixilated streaming
video program online is really no worse than
sitting through this summer’s over-hyped
The Blair Witch Project in a movie theater—
the fact is that well-executed ideas, whatever
other qualities we assign them, have
a tendency to float. Conversely, weakly
produced ones tend to sink.

Indeed, what more and more online
entertainment companies are now conclud-
ing is that despite a knee-jerk desire to co-
opt the proven format of television and
movies, then shoehorn said content onto the
Web, that strategy may prove both foolhardy
and ineffective. As many of us simply await
broadband’s triumphant and imminent
arrival, companies such as WireBreak
Entertainment, Bitmagic.com and
Macromedia—which produces the low band-
width, highly clickable Shockwave.com
site—are coming up with entertaining con-
tent and solutions that defy the limitations of

today’s narrow bandwidth environment.
Ingenuity can produce effective,
engaging and sticky Web entertainment.

SOAP DUDS

But first, a brief history on how we got to
this place where aspirations and technology
don’t always connect.

It’s not for lack of trying that online
entertainment has yet to find a devoted
mass audience. Many companies have
soldiered on to make the model work—low
bandwidth or not. The result was that early
on, Web entertainment was saddled with the
double whammy of lame programming—the
best creative talent still favored more
traditional entertainment outlets—and
technological limitations, yielding content
that awkwardly attempted to recreate the
zeitgeist of mid-'90s offline entertainment.

In 1995, for instance, while popular prime-
time soaps like Melrose Place and Beverly
Hills 90210 dominated broadeast TV lineups,

Sal LoCurto

(left), and David
Wertheimer of
WireBreak.com
say that their site,
launching today,
will offer visitors
interesting online
entertainment con-
tent even at slow
modem speeds.

startup new media companies, such as the
hyped-then-doomed American Cybercast,
tried to emulate television’s then-reigning
camp-and-vamp formula.

Because media streaming was in its
Mesozoic period—aided by the fact that most
online consumers surfed the Web at 14.4 or
slower—Web serials such as American
Cybercast’s The Spot and The East Village
used text, in the form of “diary” entries, along
with static images of characters.

While the Web soap genre could have fed
the public’s appetite for cheese and sleaze,
the reality was the cheap-looking production
values gave these Webisodics the low-rent
mien of soft-core pornography and “view-
ing” them online was about as entertaining
as reading a transcript of MTV’s Real
World without the pop-music soundtrack.

By mid-1997, Webisodics all but
disappeared. And while online powerhouses
like America Online and Microsoft tinkered
with their own in-house entertainment
content  strategies, namely AOL’s
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Entertainment Asylum and Microsoft
Network’s “channel” approach, neither was
able to find the right mix of good program-
ming and out-of-box ideas to gain sizable
audiences, and their respective Web
entertainment projects, with big bud-
gets behind them, proved that even in
the richest hands, online entertain-
ment is difficult to create.

The failed attempts demonstrated
that despite the earnestness with which
Web entertainment producers tried to
create compelling content, the public
wouldnt embrace whatever was available
simply because it was online. True, audiences
initially tuned in—at its heyday, The Spot
garnered an impressive 100,000 daily hits—
but the novelty faded quickly and audiences
realized that bad content was plain bad,
regardless of its distribution mechanism. For
the genre’s disenchanted potential audience,
it was back to the TV remote control.

“Why should we have been more
forgiving?” asks Allen Weiner, vice presi-
dent of analytical services at Milpitas,
Calif.-based Web measurement firm
Nielsen/NetRatings. “We’re used to turning
on the TV, sitting back and watching quality
programming. Despite the Net’s technical
limitations, I don’t think people’s expecta-
tions [for entertainment ] were any less.”

“Clown Basics

First 9 Months

Wrong Bros.2 -

David Wertheimer, founder and CEQ of
WireBreak.com, a new online entertainment
network that officially launches today. “We're
trying to innovate what entertainment means
in this medium. We think it’s short form, it’s
giving people the opportunity to come in and
get what they want and get out.”

Instead of serving cutup TV
programming online, the Venice, Calif.-
based company aims to entertain with a
lineup of irreverent, short-form videos that
are interactive and cater to the short
attention span of distractible Net users.

bas-cally doesn’t work

con5|stently over Iowband ”

—BitMagic.com’s Michiel Frackers

CONTENT BUSTERS
Enter a handful of companies that have
opened their doors in recent months, ready
to raise expectations of Web users hungry
for online diversions. While waiting for
broadband may be the most obvious way to
solve the problem, these companies aren’t
waiting for broadband to do it.

“There’s a huge opportunity to create a
new kind of content for the Web,” opines

“We're going after busy people with lit-
tle free time, but who have every bit the
need for entertainment, if not more so,”
says Wertheimer. The programs range from
the Daily Show-esque News Blast to a
chick chat show titled Girls’ Locker Talk, to
a loony interactive sitcom, It’s Saul Good.
The unifying aesthetic in WireBreak.com’s
at-launch slate of shows is an edgy, some-
what cockeyed look at the world, wrapped
in compact video bites.

BitMagic.com (left),
which launched last
month, promises to
engage visitors by
offering interactive
games and anima-
tions, many of
them spinning off
of current events.
To participate,
viewers download

a BitMagic player.

“I think that giving audiences tons of
information makes it harder for them to find
the good stuff,” says Sal LoCurto, vice pres-
ident of marketing and programming at
WireBreak.com. “It also makes us less
focused as a network. We’re not trying to be
like a traditional network.”

“One of the biggest mistakes people
make on the Web is they think that stream-
ing media is cool in and of itself, but users
don’t think it’s cool in and of itself. They
think it’s crappy,” says Wertheimer.

Ancther entry into the online entertain-
ment arena is San Francisco-based
BitMagic.com, which launched at last month’s
Jupiter Online Advertising Forum in New
York. Co-founded by chairman and CEO
Michiel Frackers, who was a founder of
Europe’s largest ISE Planet Internet,
BitMagic.com eschews video in favor of
animated clips and interactive games that
comment on current events and appeal to a
global audience. Frackers believes that pro-
viding compelling content is not contingent on
bandwidth or any other technical limitations.
(Of course, the genre’s early, unsuccessful
pioneers may have said the same thing.)

“I think it's about creativity,” says
Frackers. “We're focused on creating con-
tent that everybody can watch now. We don't
focus on a specific demographic or focus on
a specific type of connection speed.”

A proprietary BitMagic player allows for
daily updates to be pushed to subscribers,
while demographic data is tracked to target
advertising. The BitMagic content is created
as Flash animated shorts that are quick to
download, without the hassles of streaming.

“We tested streaming media for a long
time and we found that it basically doesn’t
work consistently over lowband. It's just
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Venice, Calif.-based
WireBreak.com
plans to use short-
form, interactive
videos—perfect for
those with short-
attention spans—
to keep its visitors

i clicking happily

| throughout the site.
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not satisfying,” says Frackers. “Say you're getting a joke and right at the
punch line, the video knocks out, then the whole point is lost.”

“The terror of the click,” as Frackers puts it, should encourage online
entertainment producers to strive to create even better content, not force
users to lower their expectations.

“You don’t watch TV with your hand on the remote control the entire
time. But when you're on the Web, you have your hand on the mouse the
whole time,” he says.

In the interim between narrow and broader bandwidth, Frackers thinks
that Flash, a scalable, vector-based animation technology, has changed the
landscape for online entertainment. Widely considered a bridge technology
meant to fill the gap until broadband arrives, Web developers have used
Flash to create compelling animated short films that have rivaled offline
animation at times.

Macromedia, the San Francisco-based company that developed and dis-
tributes Flash, hopes to parlay the technology’s cachet with Web developers
into a consumer audience with its consumer site Shockwave.com, launched
in June. The site offers Shockwave and Flash enabled games, cartoons,
music and greeting cards, drawing on small developers and giants such as
toymaker Hasbro Interactive and entertainment leaders Comedy Central
and Warner Bros. to create its smorgasbord of content elements.

“There’'s a huge

opportunity to create a

new kind of content
for the Web.”

—-WireBreak’s Wertheimer

“I think general consumers believe that Shockwave is the best rich media
content experience that they can get,” says Steve Fields, CEQ of
Shockwave.com. “What I think about our site is that it’s a great narrowband
experience. I think it's the best interactive, narrowband experience that you
can get. And it is also great in broadband.”

So does that make the ultimate online experience both interactive
and broadband? Well, if history is any guide, the truth may be that the
best online experience is one that is really enjoyable—in any shape,
form or bandwidth. B

Faster, Faster

Startups set sites on broadband

their online content aspirations come true, it's

worth noting that industry experts indicate they will
have to wait about five years for a wide rollout of broad-
band access. Some of those same experts say that five
years is earlier than they expected, but the delay hasn't
stopped a bevy of wannabes from starting broadband
entertainment companies.

“I'm far more bullish on broadband than | was a year
and a half ago,” says Allen Weiner of Nielsen/NetRatings.
In fact, the biggest of the broadband rollouts, from

Excite@Home, had 620,000 subscribers as of the end
of June; and Cambridge, Mass.-based Forrester Research
has already bet that 27 million homes will have high-
speed access by 2003.
Therefore, much of the emphasis for startups has
been on plans to build content that will be ready to take
— — full advantage of the

For those who are betting on broadband to make

R broadband future.
. centerseat[ Companies such a; .San
J Francisco-based Digital
4 Entertainment Network
— and New York-based
Center Seat, which produces and distributes content for
broadband are focused on keeping a watchful eye on the
future, while working within the parameters of today's
narrowband world.

But if the mid-1990s breed of online entertainment
producers had trouble attracting Hollywood types to work
on their projects, this new group, focusing on broadband,
are having better luck. The founders of DEN, which have
signed major advertisers such as Ford and Pepsi, come
from the in-school news TV station Channel One. At
Center Seat, president Lee Haddad and CEO Scott
Harmolin, both veterans of pioneering tech company lcon,
have quietly gathered a staff of producers and program-
mers from such mainstream outlets as Access Hollywood,
Good Morning America, Fox and MTV.

Further, this new band of oniine entertainment compa-
nies sees everyone—not just the early adapters that surfed
The Spot in the Net's youth—as a likely audience for what
they produce. DEN is aiming its content at teens, but plans
to reach sub-groups within that demographic as wide-rang-
ing as Christian teens and Hispanic teens. And Center Seat,
which recently acquired Second Coming Productions, an
Emmy award-winning production company, also claims it
has “the largest collection of independent films,” as well as
over 25,000 hours of exclusive classic TV programming,
which the company is cleansing and digitizing.

The upshot? A coming online universe where the
interactivity involves selecting programming from a vast
array of outlets and then, in many cases, sitting back
and enjoying the show.

Will everything old be new again?—KC




NAME: JORGE POSADA
AGE: 30

CITY: MIAMI, FL
OCCUPATION: PHYSICIAN

name: DEREK JETER
AGE: 30

CITY: RAPID CITY, SD
OCCUPATION: USAF OFFICER

namE: RICKY LEDEE
AGE: 32

CITY: BROOKLYN, NY
OCCUPATION: ATTORNEY

name: DAVID CONE
AGE: 29

CITY: SEYMOUR, CT
OCCUPATION: ELECTRICIAN

NAME: TINO MARTINEZ
AGE: 31

CITY: NEW YORK, NY
OCCUPATION: FIRST BASEMAN

NAME: PAUL O'NEILL

AGE: 25

CITY: FROSTPROOF, FL
OCCUPATION: FIRE CREW BOSS

NAME: BERNIE WILLIAMS
AGE: 33

CITY: TAMPA, FL

OCCUPATION: CUSTOMER SERVICE

NAME: SCOTT BROSIUS
AGE: 21

CITY: WELLINGTON, OH
OCCUPATION: MODEL

© 1999 ESPN, Inc. espn.com

NAmE: CHUCK KNOBLAUCH
AGE: 27

CITY: FORT PLAIN, NY
OCCUPATION: LOGGER

==. . . The Magazine. The Readers.
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CULTURE TRENDS

] ’ 12 Singl
Billboard’s Top 12 Country Singles
Compiled from a national sample of airplay. Provided by Broadcast Data Systems.

This Last Peak  Wkson

Week Week Pos. Chart Title Artist

1 3 1 27  Single White Female Chely Wright

2 4 2 22 You Had Me From Hello Kenny Chesney
3 1 1 23 Amazed Lonestar

4 2 2 20 Lesson In Leavin' Jo Dee Messina
5 6 5 19 The Secret Of Life Faith Hill

6 9 6 12 Something Like That Tim McGraw

7 7 7 16 Little Man Alan Jackson

8 10 8 10  Ready To Run Dixie Chicks

9 5 3 20  God Must Have Spent... Alabama

10 13 10 7 I Love You Martina McBride
11 8 3 29  Little Good-byes Shedaisy

12 12 12 19 I'l Still Love You More Trisha Yearwood
©1999 Billboard/Broadcast Data Systems

and each other — every day. The

they're buying it.

us at info@bolt.com.
©1999 Bot Media Inc. All rights reserved.

(http://store.bolt.com) responds to teens.They help
us choose the merchandise we carry. And that's why

Tap in. For more information, contact Justin Nesci
at (212) 620-5900 x250, visit bolt.com/info, or email

new Bolt Store

Millions of teens
are about to put
their money where
their mouse is.

Bolt.com - the number-one teen site on the Web
launches the hottest teen store on the Web.

How do we know what's hot with teens? They tell us ~

1
www.bolt.com \»-
o

MTV Around the

World

Weel of 9/6/99

Artist
1. Jennifer Lopez
2. Whitney Huston

3. Madonna
4, RHCP
5. Code Red

Title

If You Had My Love
My Love Is Your
Love

Beautiful Stranger
Scar Tissue

What Good Is A
Heart

MTV Latin America (South Feed)

Artist

1. Shakira

2. Five

3. Andres Calmaro
4. RHCP

5. Enrique Inglesius

MTV India
Artist

1. Boyzone

2. Sonu Nigam
3. Jagit Singh

4, Harbhajan Mann
5. BSB

MTV Australial

Artist

1. Killing Heidi

2. Tal Bachman

3. Vannessa Amorossi
4. Smashmouth

5. Lenny Kravitz

Title

Inevitable

If Ya Getting Shown
Cuando Te Conoci
Scar Tissue
Bailamos

Title

When The Going
Gets Tough

Ab Muje RaatDin
Shaam Se Aankh
Mein

Oye Hoye

I Want It That Way

Title

Weir

She’s So High
Have A Look
All Star

American Woman




Comc'nj soon...

adweek.com’s CAREER NETWORK

The leading online hiring resource center and resume bank - created
exclusively for advertising, marketing and media professionals

FOR JOB HUNTERS

* 4 times as many (and fresher) Help Wanted ads as our nearest advertising, marketing and
media competition

* Free resume listings (for a limited time). Your resume reaches ready-to-hire decision-makers
in advertising, marketing and media today!

FOR EMPLOYERS

Subscribe to our resume bank and get:

¢ Subscribe to ADWEEK ONLINE and get:

- SPECIAL introductory discount L .
* Instant, unlimited access to the right

- More than 200 new job leads every week, candidates

with new postings every day
* Industry-specific resumes with the

experience you want. (On a general Internet job

¢ ADWEEK Directories site, you have to sift through o glut of useless resumes to
so you can research the companies where

you would like to work

» ADWEEK editorial archives
for obiec’rive information about . Dis:ount on Help wdnted adveﬂising

prospective employers

www.adweek.com
For more information, call Harold ltzkowitz, Classified Publisher, 1-800-7-ADWEEK.

- Free downloads for new subscribers from:

find the good ones.)

¢ Local and national searches

(in print or online)
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EASTERN

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: $43 per line monthly; $270 per half-inch dis-

SERVICES & RESOURCES

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 M. Morris at 1-800-7-ADWEEK. Fax 212-536-5315.

ACCOUNTING SERVICES ADVERTISING SPECIALTIES

ADVERTISING SPECIALTIES

ACCTG, AUDITING & TAX SVCS. ‘

¢ Computerized accounting, bookkeeping
& financial services
o Tax planning & preparation for
corporations & individuals
Leo C. Abramowitz, CPA, P.C.
53 East 34th St, NYC 10016
Telephone 212-679-0424 ‘

ADVERTISING SPECIALTIES

SEND US YOUR BALLS

CAPTURE THE HEALTH (LUB AUDIENCE

Deliver Your Message in a Captive Environment
Through Highly Attractive Ad Panels

+ Gender Specific Placement

* Take-Ones and Coupons Available

* Product Sampling

Millions of Members

Hundreds of Clubs
Coast to Coast

Your golf balls,

+ '
our compressed golf towel.
ALL ..INTHIS TINY TUBE!
+ Imprinted high quality velour towel.
= Minimum only150 pieces.

TOWELS TOWELS | @ HEALTH CLUB PANEL NETWORK
A Captive Media Company

oo Ml (800) 468-2211

~ WHAT GOOD IS IT
IF YOU CAN'T GET IT UP?

BANNERS
AND
STANDS

4 - color process
MATRIX
patented
banners

+
Patent pending
lightweight
collapsible
stands
and.

ITS UP!

Top chlip for
merchandising

card
and carrying
cases
also availabie

PATENT PENDING

TRIPODAL FLAT BASE FOR

a) EASY STACKING OF PRODUCT

b} STABILITY ON UNEVEN SURFACES

3 STRIKES CUSTOM DESIGN _ ASH 91243
25 CRESCENT ST

STAMFORD. CT 06906 ‘ ’ %MATRIX%
Tel (203) 359-4559
Fax (203) 359-2187 DISPLAY SYSTERY

www.3strikes.com  tgraphxéoaol.com

,A 3 ! .
l Patented MATRIY
3 3 i photo tosyl
e ) — — .

3-Strikes PRIME TIME “,“%

America’s Towel Superstore
“The Advertising Specialty & Business Gift People”
DIRECT REPRESENTATIVE FDR: FREE GIFT

'V:‘;T;:EA& As‘l"s@ds% (732;::;:’;;77

Fax (732) 643-1008
(PAPERSMATE.)

www.logomall.com/primetime
GRAND MSNALLY  ZIPPO

MATRI = 3 STRIKES CUSTOM DESIGN s~

i S 25 CRESCENT STREET 1
STAMFORD, (T 06906

ewi Siikescon fgraphon uil.com

| IEL (888)725-8483 » FAX (2003)359. ’I‘47

ART/DESIGN SERVICES

Nvision |

GCRAPHICS

emall: ptp1955@aol.com

3425 Route 33
Neptune, NJ 07753

INVISION GRAPHICS offers the
most creative and dynamic graphic

ART DIRECTION ART DIRECTION

concepts from start to finish.

=) WEB DESIGN
mm) COMPANY PRESENCE
mm) CAMERA READY ART
mm) ADVERTISING

TALENTED AD/DESIGNER

Concept to finished Mac exp. 212-496-0453

PUSH ALLTHE RIGHT BUTTONS.

CALL DICK GRIDER ADVERTISING. P —
‘ ART DIRECTION, COPY, MKTG.
212 213.5333

CONCEPTS & GRAPHICS THAT SELL
with Mac/All Media. (212) 873-2381

Beautiful print/collateral/adv/promo portfolio.

this PakTite

is an X-lLarge

Heavy- ﬁ?‘i’ o
weight ¥ 2
T-Shirt! | ¢ é/"c;‘

B A pP

—

b"° 'y
IS ‘e‘ﬂ o8
. \«v o¥
Stock & custom shapes available: °°a°

* Rectangle scylinder » Hockey Puck®®

* Post-Card » Football * Credit Card + Heart

* Compact Disc ¢ Triangie * Mini-Tee

* Chocolate Bar * Race Car » Dog Bone
Great for GWP's, Tradeshow Giveaways and On-
pack Promotions. include coupons, catalogs and
event schedutes inside packages.

Call for more information about samples.
mock ups & dimensional mailers!

PaxTives ey .o
ANTRIKES CUNTOM DESIGN
23 Urescent Street, Dept. B3 "

Stamford, Cr o
Tel. 203-339-4334 %
Fan 203-359.21K7

Visit our Webs Site at www 3Stikg

rve 30 = ot
We've Vitin g 760 can PBG i ont

[ADVERTISE CALL 1-800-7-ADWEEK |

CaII STEVE At: 718-544-7670
www. |nviS|ongraph|cs com

AD/design. Full Mac studio 212.531.1479

Looking for the perfect job?
ADWEEK CLASSIFIED

DESIGN FOR PRINT & THE WEB — 4 _ —
l www.clockwisedesign.com (212) 226-5686 HANDY MACANDY F/L AD (212) 988-5114

Use ADWEEK MAGAZINES to get Nationhal Exposure
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ART/DESIGN SERVICES CONCEPTS & COPY COPYWRITING
ling Headl Fetching Copy.
i | WRITE IT A LITTLE SMARTER,

FREELANCE
ADVANCERS

212 961 0900

Providing Excellent Artists & Writers
Since 1987

A web Design & Production
A Copy/Tech Writers
A Proofreaders

A Graphic Design
A Art Direction
A Illustration

http://www. freelanceadvancers.com

better way to save the day

AUDIO ON HOLD COMPUTER SOFTWARE

Senior creative team. formerly atBBDO,
Ogilvy, Dailey. Will travel. (206) 270-9236

| A LITTLE FASTER.
10 years of award-winning experience
in all media in all product categories.
On time. On strategy. On the money.
(212) 7598028

COPY/CREATIVE
creative, strategic A DS

Chlat/Day senior writer with Powerbook.
wm travel. (415) 563- 8800

BROCHURES, etc.
212 348 - 91 81 —
- — Solid gold copy; pewter prices (212) 741 0198

GOB SMACKING CREATIVE
(¢12) 3079568 You don’t need a full-time
COPYWRITING copywriter. I don’t need a

Jull-time job.

VICTIM OF FIRST DEGREE MERGER.
Last week | was a CD Writer genius. Now |
can be yours. Free-lance 718-638-1938

All Media. Impressive Clients.
Excellent References.

Sharon Macey  203.454.4771

WRITING THAT SELLS
Business building ideas. Copy that gets results.
Sales Literature, PR, & Corp. Communications.
Nanci Panuccio 212.688.5936

FREELANCE COPYWRITER
Thinks strategically. Writes creatively.
Good. Fast. Very experienced.

- . Call Patt (212) 595-6780
Copywriter. Fast. Fearless. Freelance. (212) 724-8610. AR

LONG COPY SPECIALIST

AUDIO PRODUCTION

SILENCE IS BAD!
Custom ON-HOLD Messages,
Volce Mall & CDS.

Let great VOICE TALENT & MUSIC
boost your image! Toll Free
877-FLASHPT or 619-220-0065
or visit www.flashpointsolutions.com

l it Professional hel

1[40 for creative minds.
It's the most powerful,

artﬂer flexible,agency rggnagement
job traéun

billing & team accountm
software ever develope

Mac and Windows

610-666-1955
www.medigroupltd.com

AUTOMATED PUBLISHI NG_ VISIT ADMAN - >www.admanweb.com

DATABASE PUBLISHING CONSULTANT
Catalog/Price List Setup.
Pushbutton Live Updating from
FileMaker to Quark.
oYour Client Inputs the Critical Copy
oPC/Mac Custom FileMaker Groupware
STEVE GEROW ASSOCIATES
626-398-1506 ® sgerow@singular.com

SOFTWARE
For sale at good price.
15 user license and
tech support.
Call Deb for info. 503-221-5000

BRANDING

NAME-IT: -Expert creative naming of your
client's new company, product or slogan.

www.namelt.com (800) 511-1520
When you need to NAME somethin_ng, If you had
LaRocca Group is the name you need. 914-876-1550. o s v
i Clients & Profits,
BUSINESS SERVICES " | your client would have
SELF EMPLOYED? \ that invoice by now.

Need health or disability insurance? A 401K?
Cash-flow? Call us at Aquent Financial.
800/878-0900 x5093 aquent.com/financial

Imagine: Invoices that write them-
selves. Or unbilled costs invoiced
automatically. For one job or all jobs.
All without retyping. Laser quality
on your letterhead. No billing sys-
tem is more flexible. Mac & Win-
dows. Available today. Demo $45.

800 272-4488

~ CELEBRITY PLACEMENT

www.entertainmentservices.com

COMMERCIAL PRODUCTION ‘

CLIENT AND PROFITS

' ﬂ”’ﬂ”aflllﬂwﬂ, COPYWRITING

818) 865-6970 ~
creativesproductionmedia

Cadlllac copy, Pontiac prices. 800-200-0397

Brochures, annual reports, catalogs, more.

COPY IN LIMBO? DAN ICOLARI 718-442-7846

WEB SITE LOST IN CYBERSPACE?
LET A WRITER TAKE CHARGE!
Professional journalist (NY Daily
News, NY Times, NY Magazine et al)
and writer will handle your press
releases, newsletters, web content,
and corporate communications.
Service with a smile. |

Quick turnaround.

Who could ask for anything more?
Call 212-367-9783
E-mail:
ToniKamins@worldnet.att.net.

HOT COPY, COOKED TO ORDER...
Hungry? Call me ... | deliver!
212.254.9311
www.joanweb.com

THE RIGHT, BRIGHT COPY.
Get just the right, bright TV, print, and
radio from former VP at agency of the
year. Prompt, personable, and priced
right, too. So make a bright call, now.

212-769-4545

AWARD WINNEH Fresh, fast, versatile.
On strategy, on time. 212-737-8977

JOHN RAFFERTY WRITES
best-seller magazine ad sales promo copy.

BusWeek, Newsweek, more. 212-371-8733 CREATIVE
“Revolutionary
PReVOIWtONaTY  Door & Bil NO-EGO, AWARD WINNING
Approach to Ad DESIGN FIRM
Copywriting 35 b seeki

N 5 years in business ing merger,

and Design” acquisifion, parmership or courtship
Sausm:gg with existing advertising agency,
guaraniced Or you design%rm or individual

don't pay. Call 916- Psychologmll Copywrners

488-3139 TODAY!  www.wagiobal.com/copy Call 212:689-2890 ask for Michael

CREATIVE FREELANCERS

ON TARGET PROFESSIONALS

The Creative Group specializes in creative, web, marketing
and advertising staffing on a project basis.

= Art Directors = Copywriters = Account/Marketing Managers
» Graphic Designers = Web Desizners = Traffic Managers

t

888.846.1668
creativegroup.com

EOE

THE CREATIVE GROUP

MARKETIMNG & ADVERTISING PROFESSIONALS
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EMPLOYMENT SERVICES

— AD WOES

HOW MANY DAYS A YEAR
WOULD | WAVE TO WORK ?

/

~
e

v
=

PO YOU ALLOW PETS ?

(QuESTionS WOV To ASK AT AN INTERVIEW:

OAK BROOK -

GOT A PROBLEM
WITH TRAT ?

HAVE YOU EVER BEEN
LIKE, REALLY WASTED ?

NEW YORK - 29 W. 46th St., 6th Floor, New York NY 10036 (212) 840-7767 fax (212) 840-9040
[' R"ﬁ CHICAGO - 311 W. Superior, Suite 500, Chicago IL 60610 (312) 751-0090 fax (312) 751-0089
A 1100 Jorie Blvd., Oak Brook 1L 60523 (630) 571-9900 fax (630) 571-9930

Looking for a permanent or temporary
position in Advertising? AD PROs can
find that position for you. It's as casy
as faxing us your résumé. So, have

you checked your career iately?

I'l

‘ \ A 11

ADVERTISING & MARKETING
CAREER SPECIALISTS

Affiliated with Ad Temps, Inc. EOE

(URB
CREATIVE
FLATULENCE.

Instant relief for the bloated
feeling brought on by hard-to-
digest advertising. Better turnkey
solutions (in both copy and
design) for ads, business videos,
radio/TV, direct mail, brochures,
CD-ROMs, Web pages. No
retainers, all work pre-bid
by project. Past clients
include General Electric, The
Eaton Corporation, U.S. Cigar,
Time Warner Communications.
Samples overnighted. Stop
blaming the dog... call us.

oSHIRLEY o
HUTHLDSON

NATIONAL ADVERTISING
Witnoutr THE AGENCY

813.229.6162

www.abex.com

abex

Best of Show.

© 1999 Abex Disploy Systems, Inc. Abex and the Abex logo ore registered trademarks; Best of Show is o service mork of Abex
Display Systems, Inc. *Limitotions ond restrictions appiy, Contact Abex or your authorized Abex dealer for details.

Intl. Construction and Ufility
Equipment Exposition
Louisville, KY * Sept 28-30

COMDEX Fall
Los Vegas NV « Nov 15-19

MEMA/APAA/ASIA
Motor, Equipment Mfrs.
Auto Parts and Accessories
Automotive Service Asso.

Los Vegas NV « Nov 2-5

SEMA/AI
Speciality Equipment
Market Asso.

Las Vegas NV = Nov 4-6

Intl. Hotel/Motel and
Restaurant Show
New York NY » Nov 6-9

Medtrade
New Orleans LA = Nov 18-21

‘...Ii'”flll_ (

i

DISTRIBUTION SERVICES

INSURANCE

GET YOUR MESSAGE INTO YOUR MARKET
Wildpostering, Handouts. All markets/colleges.
Works w/major agencies. chuckmorse@gis.net
Call CitysMetro 800-272-7324 f: 800-551-2031

FINANCING

FREELANCERS: Get paid on time. We'll bill
your clients for you and pay you up front.
Call us at Aquent Financial,
800/878-0900 x5093, aquent.com/financial

FILM/VIDEO
PRODUCTION

GLENN ROLAND FILMS 310-475-0937

FULFILLMENT FULL SERVICE

Reach your ad community in

ADWEEK CLASSIFIED

Fulfillment America, Inc.
Database Mgmt. Order Processing POP
Promotions. Pick and Pack

Boston-Dallas 1-800-662-5009

ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE?

We specialize in insurance for

CREATIVE DISPLAYS & EXHIBITS JINGLES
Aleg up on the competition. (800) 9AD DOG 9 National/Local Spots Wholesale 914-726-4573
FALL '99
CREATIVE SERVICES TRADE SHOW CALENDAR MARKETING SERVICES

WIN MORE NEW BUSINESS-Give a
STRATEGIC advantage to your new business
presentations. Call Bab (212) 213-8269.

MEDIA BUYER/PLANNER

ABSOLUTE MEDIA INC.
203-327-9090 (Stamford, CT)

Ask for Dir. of Bus. Development
Agencies and Advertisers: call us to get an
understanding of why our blue-chip clients

and agency partners believe we are uniquely
suited to handle their mass media
responsibilities. From the people who planned
media for such well-known brands as MCI,
Federal Express, Range Rover,
J&B Scotch and Polaroid.

You Have Creative.
We Have Media
Planning & Buying.

Full service media planning
and buying company would
like to demonstrate how we
can plan, buy and execute
your media more efficiently
and effectively. Outdoor
advertising is our specialty.

Marc Maslow
212-473-5600 X175

Our rates are the most
competitive in the industry!

Advertiser's Professional Liability
Property & Liability Coverage

Life & Disability Insurance

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

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

SMALL TO MID-SIZED AGENCIES
Let Us Show You How You Can
*provide your clients improved media service
*reduce your clients’ media costs
*reduce your own operating costs
MEDIA FIRST INTERNATIONAL, INC.
New York-212-686-3342 X 222
Boston-617-927-0202
Minneapolis-612-630-1102 X 1

PARAGON MEDIA (212) 704-9965 (ext. 235)
Find out why our clients would never go
anywhere else for their buying and ptanning.
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MEDIA BUYER/PLANNER

P 0. P DISPLAY

PROMOTIONS

OUT-OF-HOME

MEDIA/MARKETING

Full service

* Planning
* Proposals
* Negotiating
* Contracting
* Production
* One invoice
* One payment
* Market Rides/Audits

WILKINS

MEDIA COMPANY

wwwoutdoor-ad.com
info® woncom

Los Angeles New York
(10 33-9166 (94 637-6099

Atlanta
(770) 804-1818

Baltimore St Lovis
(B10)203-1900 (314 939-1022

displays2go.com

Sign Frames * Brochure Backs * Poster Halders. » Kiosks

Division of George Patton Associates Inc.

Call 1-800-572-2194 for a free brochure!
Or see our catalog, order online.

PRINTING

OUT OF HOME LITHO

TRANSIT SIGNS - BUS, SUBWAY, AIRPORT, TAX! ¢ OUTDOOR & MALL POSTERS ¢ BACKLIT

st Lous, mo Compton & Sons, Inc. sice 1853

77" PRESS CAPACITY  800-325-1451  SHORT & LONG RUNS
Fax Specs For Quick Quote (314)991-4726

RADIO PRODUCTION

EXPERT PLANS & BUYS............. 908-470-1221

PROOFREADING

EDITORIAL EXPRESS

EXPERIENCED - FAST - PRECISE
Advertising - Collateral

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

RADIO COMMERCIALS

NUTTY NAME. NIFTY RADIO.
Humor - Music - LA Talent
Scripts - Casting - Production
BEARD BOY PRODUCTIONS
949-458-2305

The Other Guys Charge You A Bundie
To Cover The Cost Of Their Big Space Ads.
Our Productions Sound Great, Too.
But When You Hear Our Prices,

They Sound Unbelievable.
800/789-RADIO
Sounds Almost Too Good To Be True.

Doggone Funny Radio/TV. 800 9 AD DOG 9

youngfastfunny
serious radio advertising
Hollywood (323) 461-4344

May

Oh, come on. You know you love awards. They're pretty.

We

They're shiny. And they look good on your resumé.

Have

We've won armloads for our clients this year.

Award

Now it's your turn. Call us with your next radio project.
With
And let us have award with you.

You?

Or maybe even a Best of Show.

Sarley, Bigg & Bedder

Radio at its best
Phone 323-969-9767 Fax 323-969-9343 E-Mail SarleyBigg@aol.com

USE ADWEEK MAGAZINES
TO GET NATIONAL EXPOSURE.

Is the U.S.
Hispanic

Market

part of your
media plan?

x\\'\E l/c
Fod

W e
Don't Latin-
leave Pak’s
20% of three cost
your sales effective
potential in progroms
the dark. ' get results.
ST Y] HANG IT UP!
: 4 Door Hangers

Your insert or sample is delivered to
high-density Hispanic neighborhoods.

CO-OPERATE!
o FSI Co-op

Ride with popular Spanish language
newspapers across the U.S.

GET DIRECTION!
! 2 Direct Mail

Complete turn key process! List

| rental, printing, mailing and more,
Launching February 1999, Latin-Pak | |
Mail Co-op.

WE'VE GOT BRIGHT IDEAS!

For morecinformation call:

LATIN-PAK

1-213-627-1037

www.Latinpak.com I

' ADVERTISE CALL 1-800-7-ADWEEK |
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RADIO PRODUCTION

RADIO PRODUCTION

RADIO PRODUCTION

THE {ORIGINAL) MAN-ON-THE-STREET INTERVIEWER
= 510.843-7655 CALFORNIA 4

IF YOU DON'T KNOW
THE RADIO RANCH,
THEN YOU DON'T
KNOW CHRIS.

-
‘Christine Coyle

DICK ORKIN’S RADIO RANCH
TO SAY HOWDY OR HELP, CALL (323) 462-4966

{EXPECT SOMETHING ELSE? THEN YOU DON'T KNOW DICK!]

STOP ROAD RAGE.
BUY FUNNY RADIO SPOTS.

RADIO WRITING & PRODUCTION
(206)624-9700 www.outerplanetradio.com

RADIO MERCURY GOLD AWARD WINNER

Turn Your Radio Campaign Upside Down
We produce, you're the hero!

You are a busy Creative/Marketing Director.
We are the #1 producer of entertainment promotion.

Seinfeld, Frasier, Star Trek/Voyager, Baywatch and you.
Together we can make great radio.

Ph: Sam DiMaggio 323-851-2233 e-muil: sdimaggio@davisglick.com

Looking for the perfe_ct job?
ADWEEK CLASSIFIED

Radiolana

A

\

WE WRITE AND PRODUCE
RADIO COMMERCIALS.

' 323-962-2506 in [.0S ANGELES
212-337-9800 /# NEW YORK
www.radioland.com

RADIO WORKS.

There’s radio. Then there's
Wadio. A one-letter change.
A world of difference. S

WorldWideWadio
H O L L Y w O O D
You gotta get our m

323.957.3399 Fax: 323.957.70580
E-mail; wadio@wadio.com
New “Flash 4” website: wadio.com

RECORDING SERVICES

We've Kept Him Happy

For 25 Years.
w 17
Mike Hughes, The Martin Agenc yoxoslabe.coml
TELEPHONE SERVICES TV PRODUCTION

‘ REDUCE YOUR
FRUSTRATIONS DAILY

Business to business wireless dealer
fulfilling all AT&T Corporate Plans, AT&T
Personal Network, and One Rate Plans
with no long distance and roaming
charges, wants to ellminate all your
wireless hassles,

Rates as low as 10 cents per minute.

| The business to business wirelass professionals
\ 1:888+922:0101
wirelesscafe.com

Phenomenal Film And Video Productions
For Limited Budgets. 212-582-9600 or
visit us at www.richmanfilms.com

VOICE OVER TALENT

Steve Harris 212-517-8616

YELLOW PAGE SERVICES

O’Halloran Advertising, Inc.
Serving Nat'l & Regional advertisers.
Strategic marketing designs, mapping,
demographics & business data all
at no added cost. (800) 762-0054.

Reach Your Ad Community In Adweek Magazines
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OFFERS & OPPORTUNITIES

NOTICE NOTICE POSITION WANTED

X
Inre: UNITED STATES BANKRUPTCY COURT
SOUTHERN DISTRICT OF NEW YORK
TRANS-GLOBAL MARKETING CORP.,

d/b/a GLOBAL MARKETING RESOURCES, Chapter 11
Debtor Case No. 99B 10131(JHG)

X
NOTICE OF LAST DATE FOR FILING PROOFS OF CLAIM

TO: ALL PERSONS AND ENTITIES ASSERTING
CLAIMS AGAINST THE ABOVE-CAPTIONED DEBTOR

PLEASE TAKE NOTICE that on April 26, 1999 (the “Filing Date”), Trans-Global Marketing
Corp. d/b/a Global Marketing Resources (“Debtor”) filed a voluntary petition under Chapter
11 of the U.S. Bankruptcy Code with the U.S. Bankruptcy Court for the Southem District of
New York (the “Court”).

PLEASE TAKE FURTHER NOTICE that the Court has entered an order, dated August 19,
1999 (the “Bar Order”), requiring all persons and entities, EXCEPT THOSE PERSONS
AND ENTITIES SPECIFICALLY DESCRIBED BELOW, that assert any Claim, as defined
below, against the Debtor, which arose prior to the Filing Date, to file with the court by mail
or otherwise delivering an original written proof of ctaim form, which conforms substantially
with Form No. 10 of the Official Bankruptcy Forms, to the Clerk of the Court, U.S.
Bankruptcy Court, One Bowling Green, New York, New York 10004-1408 so that it Is actu-
ally recelved by the Clerk no later than 5:00 p.m. (EST) on September 24, 1999 (the *
Bar Date”). Such proofs of claim will be deemed timely filed only when they are actually

recaived by the Clerk on or before the Bar Date.

NOTICE IS FURTHER GIVEN THAT ALL THOSE WHO FAIL TO FILE A PROOF OF
CLAIM ON OR BEFORE SEPTEMBER 24, 1999 SHALL BE FOREVER BARRED FROM
ASSERTING A CLAIM AGAINST THE DEBTOR AND SHALL NOT, WITH RESPECT TO
ANY SUCH CLAIM, BE TREATED AS A CREDITOR OF THE DEBTOR FOR PURPQOS-
ES OF VOTING UPON, OR RECEIVING A DISTRIBUTION UNDER, ANY PLAN FOR
THE DEBTOR, except that the following persons or entities are not required to file a proof
of claim on or prior to the Bar Date:

(a} Any person or entity that has already properly filed with the Clerk of the Court a proof
of ctaim against the Debtor,

(b} Any person or entity (i) whose claim is listed on the Debtor's Schedule of Assets and
Liabilities duly filed with this Court, as may be amended from time to time
(the *Schedules”), and whose claim is not described as being “disputed”, “contingent”
and/or “unliquidated”, and (ii} that agrees with the amount and manner of
classification of such claim set forth in the Schedules;

(c) Holders of claims, if any, allowed by an order of the Court entered on or before the
Bar Date; and

(dy Holder of a claim allowable under Section 507(a)(1) of the Bankruptcy Code as an
Administrative Expense of the Debtor's Chapter 11 case.

NOTICE 1S FURTHER GIVEN that for the purposes of this Notice, “Claim means (A} a right
to payment, whether or not such right is reduced to judgment, liquidated, unliquidated, fixed,
contingent, matured, unmatured, disputed, undisputed, legal, equitable, secured or unse-
cured; or (B) a right to an equitable remedy for breach of performance if such breach gives
rise to a right to payment, whether or not such right to an equitable remedy is reduced to judg-
ment, fixed, contingent, matured, unmatured, disputed, undisputed, secured or unsecured.

PLEASE TAKE FURTHER NOTICE THAT you may be listed in the Schedules as the hold-
er of a claim against the Debtor. A copy of the Debtor's Schedules is available for inspec-
tion at the Court in the Clerk’s Office between the hours of 9:00 a.m. and 4:30 p.m. and on
the Court's web site: <http://www.nysb.uscourts.gov>.

Dated: New York, NY; August 20, 1999
HAHN & HESSEN LLP
Attomeys for Trans-Global Marketing Corp.
d/b/a Global Marketing Resources, Debtor
350 Fifth Avenue, Suite 3700
New York, NY 10118
Tel. (212) 736-1000/Fax (212) 594-7167
Attn:  Mark T. Power, Esq.
Ms. Sandra Gittens-Thompson

For Classified Advertising Rates

Call M. Morris at 212-536-6493
or 1-800-7-ADWEEK

BE A DOER

Advertise in ADWEEK classi-
fieds, and you'll be rewarded
with responses. And maybe
more than that. Be a mover
and a shaker with ADWEEK
classifieds. Call NOW!

Call M. Morris
Classified Sales Manager

ADV PRINTING BUYER
PROMOTION MATERIAL

Collateral, DM, Sales Promotion-
simple, complicated assignments,
Creative, cost efficient, hands on,
dares to meet challenges, large or
small. Dynamic, respects budgets,
deadlines; exc. admin, negotiator,
can save you enough money to pay
my salary, much more.

718-631-0031

1-800-7-ADWEEK

EMPLOYMENT

Call if you are

a telecom star

We're Devon Direct, a premier DM agency. We have an
important job for a special person — the opportunity to
manage and grow a high-profile telecom client.

The ideal candidate needs to have:

- 7+ years DM experience

- A track record of marketing success

- Solid telecommunications expertise
- Superior employee mentoring skills

« An interest in the new online media

Work in a beautiful, state-of-the-art facility just outside
Philadelphia — close to the green hills of Valley Forge,
renowned restaurants, great theater, prestigious museums
and nationally rated schools. Enjoy livability second to
none, plus a top salary/benefits package.

Please call or rush your resume

by mail, fax or e-mail to:

Judith Waters

Devon Direct Marketing & Advertising, Inc.
200 Berwyn Park, Berwyn, PA 19312

1 (800) 829-0333

Fax (610) 651-2642

E-mail waters@devondirect.com

EQE M/FD/V

DEVON DIRECT
MARKETING & ADVERTISING, INC.

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

il

RATES for Employment and Offers & Opportunities

MINIMUM: 1 Column x 1 inch for 1 week: $170.00, 1/2 inch increments: $85.00 week.
Rates apply to EAST edition. Special offers: Run 2 consecutive weeks, take 15% off sec-
ond insertion. Frequency, regional-combination, and national discounts available. Charge
for ADWEEK box number: $35.00 per insertion. Replies mailed daily to advertisers. Read-
ers responding to any ads with box numbers are advised not to send samples unless they
are duplicates or need not be returned. We are not responsible for recovery of samples.

1-800-7-ADWEEK Classified Manager: M. Morris

Classified Asst: Michele Golden

The identity of box number advertisers cannot be revealed. If ADWEEK must typeset
ad, charge is $25.00. Deadline for all ads in ADWEEK EAST is Wednesday, 4:30 p.m.
If classified is filled prior to closing, ads will be held for the next issue, Classified is com-
missionable when ad agencies place ads for clients. No proofs can be shown. Charge
your ad to American Express, Mastercard or Yisa, ADWEEK CLASSIFIED, 1515 Broad-
way, 12th fl. New York, NY 10036. 1-800-723-9335 Fax: 212-536-5315.
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SUMMER '99 IS OVER
THE FALL'99
10B UPGRADE BEGINS

Ok, the kids are back from camp. No
more trips to the Hamptons or the
Jersey Shore. No more casual summer
days. You get the message. So now is
the time to get serious and upgrade
your career. Whether you're looking for
25K or 200K, DBI Executive Search
has the best jobs In town! Here's a
sample of some of the jobs available.

Planning Director
to 125K

Account Planner/
Marketing Strategist
to 120K

VP Account Supervisor
to 100K

AMD/Direct Response
to 100K

AMD/Fast Food
to 80K

Field Media Supervisor
to 55K

TV Spot Buyer to 45K

Project Director/Internet
Marketing to 42K

Media Planner to 40K
Research Analyst to 35K

Please Contact:

Lee Rudnick, President
DBI Media Executive Search
212-338-0808 Ext. 5
FAX: 212-338-0632
E-mail:
dbimedia@mindspring.com
www.dbiny.com

opportunity; fun place to work.

SENIOR SALES
EXECUTIVE OPPORTUNITY

Leading trade magazine company has a top NY based sales position open for a
dynamic, energetic self-starter. 4 years + selling experience; an understanding
of consumer media desired (i.e. magazines, tv, radio, new media). Creative
thinker, great presenter, hard worker and proven go-getter all required. Some
travel required. Good compensation & benefits package for right person. Great

Fax resume & sal. history to:
Sonja at (212) 536-5353

MEDIA DIRECTOR

Successful Southeast agency (2
hours from Atlanta). Media planning
supervisor or AMD with 7-10 years
experience required who is ready to
move up. With a background in Na-
tional, Retail, and Regional media
experience preferred. Must have ex-
cellent verbal & written skills, are
able to prepare plans and pres-
entations and analyze syndicated re-
search. Plus, proven creative think-
ing and leadership skills. Agency’s in-
novative environment and teamwork
atmosphere offer a great opportuni-
ty for qualified candidate. Mail, e-
mail or fax resume to:

Ed Irons

O2Ideas

2160 Highland Ave.
Birmingham, AL 35205
Fax 205-949-9449
Eidlc@aol.com

Sr. Account Manager

MetaSound Systems, Inc.
markets the first 100% digital,
web-delivered and patented
audio marketing services pro-
gram for call center in-queue &
telephone on-hold audiences.

The successful candidate for this
Washington, DC-based position
has several years experience in
traditional or non-traditional
advertising/promotion sales, with
some management experience.
Must be aggressive, strategic,
creative, thorough and a self-
starter with top presentation and
computer skills.

Competitive base plus com-
mission plus bonus plus equity.
Think hard before you pass this
up... Please fax to 404-351-0660 or
email to:

kevinm@metasound.com

MetaSound Systems

BRIGHTER >

WRITERS /-

The agency

for people who think™

is hiring even more smart
staff writers with 5 — 10
years TV/print experience
and big ideas for every-
thing from BRCs to
URLs. Send resume and
samples to J. Harcharek,
Grafica, 525 E. Main St.,
Chester, NJ 07930 or fax
us at (908) 879-2569.

Gome Grow With Us!

Chancellor Media, one of the
country’s leading outdoor
advertising companies, seeks
two creative, self-starting
career minded individuals

1o join its growing, innovative
and enthusiastic selling team.
Excellent compensation,
benefits and career growth
opportunities.

Send resumé and salary

‘ requirements to: General

& Manager, Chancellor Media

¢ Group, 32 Midiand Street,

? Windsor, CT 06095 or fax
to 860-522-2352,

ADVERTISING SALES * ENTRY LEVEL AVAILABLE

ADVERTISING
7O $70,000

Premier agency has several exciting
opptys on major accts as a result of
new business. Should be pro-active
& strategic with current agency exp.
ACCOUNT MGMT

....To $30,000
.To $45,000
....To $70,000

To $40,000
.To $40,000
....To $70,000

TRAFFIC/PROD'N

To $40,000
BROADCAST .To $40,000
PRODUCTION To $60,000
Please Fax To Director of Recruiting

212-481-1344

PROMOTIONS
DIRECTOR

NYC Media Buying company seeks
experienced radio promotions pro-
fessional with proven ability in: radio
promotions, negotiating sponsorship,
national account work, sales promo-
tions, client communication, multi-
tasking, detail management,
beverage promotions experience a
plus, Microsoft Word, ACT, EXCEL,
Powerpoint.

Forward resume with cover letter to:

FAX: 212-564-5738
ATTN: Promotions Director
or kathleenj@mediabuying.com

Media Planners/
Asst. Media Planners

Lowe & Partners/SMS - San Francisco
has immediate openings for media
planners & asst. media planners with
a min. of 1-2 years experience. Candi-
dates must possess strong communi-
cation (oral & written) & organizational
skills. Responsibilities include devel-
opment and implementation of media
plans for companies such as Sun
Microsystems, Eddie Bauer &
800.COM. Requires daily interaction
with the media community as well as
all agency departments inciuding ac-
count mgmt., account planning,
creative & production. Please fax
cover letter & resume to:

Human Resources
(415) 364-5100
Or email information to:
paul_lynch@lowesms.com
NO PHONE CALLS PLEASE.

DYNAMIC PHILLY
AD SHOP SEEKS
COPYWRITER

If you've got 3-5 years agency
experience and are a conceptual
thinker who needs to thrive in a
creative atmosphere, we're your
company. You'll work on both na-
tional and regional accounts. The
salary and benefit package are com-
petitive.

FAX resume to:

The Brownstein Group
(215) 735-6298
Or e-mail:
berny@brownsteingroup.com
www.brownstein.com

Vice-President, Sales
Graphic Design Firm

Award-winning, established design & marketing
firm in central Philadelphia seeks to its
current roster of preeminent clients with
additional accounts between $50K to $200K a
year. Current clients include int'l pharmaceutical
companies, cultural organizations and regional
ad agencies. Advertising, print collateral,
multimedia—consumer and business to business.

If you are comfortable selling all kinds of graphic
design services to prestigious and interesing
organizations, and you'd like to work in a
relatively small (and we think, friendly) company
with very competitive pay and benefits, please
fax resume/salary history in confidence to:

(215) 545-4748 or email: maskar @maskar,.com.

Account Service

Recruiter with national
assignments for Advertising,
PR & Sales Promotion agencies

www.jfksearch.com

FREELANCE COPYWRITER

Must have direct mail (not junk
maill) experience. Work out of
home. Must have Mac, fax, e-mail,
be responsible, meet deadlines. Fax
resume, rates and 3 samples to

(201) 678-0826
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HELP WANTED

BOOKKEEPER/ADMINISTRATIVE ASSISTANT

Come work with an
INTERNATIONAL ADVERTISING AWARD SHOW

Must be comfortable with numbers, budgets and record-keeping and do gener-
al administrative tasks.

Must have ability to prioritize, handle multiple tasks, attention to detail, ex-
cellent communication and interpersonal skills and proficient on Excel, Word
on a Macintosh.

We offer an environment where there is the possibility to grow with the com-
pany while learning the advertising and award show business. Come join our
team! Excellent health benefits offered. [Minimum 2 years office experience -
This is not an entry-level position]-EQE

Please send/fax resumes only.
Attn: HR @ Clio Awards
220 Fifth Avenue, Suite 1500 NY, NY 10001
Fax: (212) 683-4796

ASSISTANT GENERAL MANAGER
PUBLISHING

To assist with the day-to-day operations management of a
diversified publishing group. Duties include financial analysis,
budgeting, planning and operations oversight. 2-3 years pub-
lishing experience, MBA preferable.

We offer an excellent compensation package commensurate with
experience and qualifications. This is an outstanding opportunity
to work with talented people in a superior environment.

Please send resume with salary requirements:

ADWEEK Classified, Box 4110
1515 Broadway, 12th fl., New York, NY 10036

Capital Access International, a growing financial information services
and research firm, has the following position available:

CORPORATE COMMUNICATIONS &
MARKETING ASSOCIATE

Reporting to the Director of Corporate Communications & Marketing, the ideal
candidate will assist with marketing communications activities, encompassing
direct mail, trade shows, advertising, media relations, collateral production anc
database maintenance. Responsibilities include coordinating logistics with ex-
ternal vendors (designers, maithouses, service bureaus), maintaining marketing
mailing and production schedules, processing invoices, data entry, desktop
publishing and some copywriting. You will also be responsible for updating the
content of the corporate website.

Excellent communications, writing and proofing skills as well as a natural flair for
detail required. Must have a college degree in Marketing, Advertising, English or
related field and 2-4 years experience in marketing communications. Proficiency
with Windows 98, Word and Excel required. Knowledge of FrontPage and QuarkX-
Press preferred. Familiarity with the financial market is a plus.

We offer a comprehensive benefits program, including full health, dental and life
insurance, disability, 401(k) as well as a casual work environment. For im-
mediate consideration, send cover letter, resume and salary requirements to:

Director of Human Resources

Capital Access International
430 Mountain Ave, Murray Hill, NJ 07974
Fax: 908-771-0330
To ieam more about our company, visit our website at: www.capital-access.com.
We are an equal opportunity employer.

Capital Access International

MAC/PRODUCTION SUPPORT STAFF

Manhattan-based entertainment agency seeks Mac operator for busy
art studio that produces ads, brochures, etc. for diverse range of cul-
tural product including theater, opera, dance and music. Provide
production support to multiple art director/designers. Must be or-
ganized, thorough, detail-oriented, work under tight deadlines and be
preficient in Quark, lllustrator and Photoshop.

Send resume and salary requirement (will not consider without).

Fax 212-391-6480 Email: dewayne@nem-itd.com

MARKETING MANAGER

International Channel Networks, the
leader in internat’l programming, is look-

Advertising isn’t what we do,
it's what we live.

We're a nationally recognized Advertising
Agency in South Florida. We currently
have two positions available, one in
Irvine, CA and one in Whippany, NJ
for:

Account Executives

with a minimum of three years experience.
Retail experience is mandatory, home
furnishings is preferred. Some travel is
required.
We will be interviewing in each area within
the next few weeks and will contact people
we are interested in pursuing. Relocation
assistance not provided. No calls please.
Email your resume to:
sylviad@hdcadv.com or fax to:
954/453-1397
or mail to:
Harris Drury Cohen
1901 W. Cypress Creek Rd., 6th fl.
Ft. Lauderdale, FL 33309

Reach your ad community in

ADWEEK CLASSIFIED

ing for an Eastern Region Affiliate Mktg
Mgr, based in NYC. With the arrival of
digital cable, we are now representing a
growing number of top internat'l
networks as well as a Hispanic tier, in
addition to our core analog service. Re-
sponsibilities include developing and ex-
ecuting system launches and retention
strategies. Also, will have strong involve-
ment with muiti cultural community
groups and leaders. Approximately
50% travel. College degree and mini-
mum 2-3 years related experience.
Must truly enjoy people and have ex-
cellent organizational skills. Innovation
and creativity are key. Resume:

ICCP, #99-27, Atin: V. Troung

570 Lexington Ave., 36th Floor

NY, NY 10022

Fax (212) 527-9915
Successful applicant subject to drug test.
EOE

SENIOR VICE PRESIDENT-MEDIA SERVICES

Argent Trading, a new, blue chip, venture capital backed corporate trad-
ing company based in New York City, is seeking to add a senior member
to its management team.

The ideal candidate will have at least fifteen years experience in all
phases of media buying, and will have had substantial advertising/barter
experience. Significant client relations skills, sophisticated Internet media
knowledge, as well as the ambition and ability to build and manage a
large department, are essential.

Six figure base salary, bonus, profit sharing, the possibility of equity
ownership and the opportunity to help build a world-class company are
the rewards available to the right person.

Please fax resumes to 212-697-8726
or E-Mail to Bill@argenttrading.com

SALES PRESENTATION MANAGER

NJ's leading newspaper is expanding its Marketing Department and seeks a Sales
Presentation Manager to dev. advertising sales presentations for major accounts
and account categories; oversee dev't of mktg. materials & in-paper advertising
promo campaigns; dev. computer generated format for presentations; oversee and
provide direction to Research Area & other assignments.

This new position regs. 5+ years sales presentation dev't at a media co. or advertis-
ing agency. Required: strong knowledge of newspaper/media research; ability to
translate research data into creative and compelling sales presentations; strong
leadership, org. and comm. skills; ability to manage multiple projects and a staff in a
deadline driven env't; tech-savvy and famitiarity with presentation software.

Ifyou are looking for a highly visible and responsible position
and want to join an energetic, creative team, send your resume to:

The Star-Ledger, HR Dept.

1 Star-Ledger Plaza, Newark, NJ 07102
Fax: (973) 643-4641 Email: starledgerjobs@starledger.com

Catch A Creative Genius With Adweek Classified
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HELP WANTED

Director, Advertising

Our client, a leading food distributor and supermarket retailer with sales in ex-
cess of $20 billion, offers the opportunity to join their newly formed retail
marketing organization. Their retail company, with sales of $7+ billion, is the
10th largest retailer in the U.S. and their strategy is to continue to aggressively
grow the retail business.

The Director, Advertising will lead and manage a centralized, advertising group
responsible for all print advertising, in-store communication and direct mail
programs for $7+ billion retailer. Participate in building centralized marketing
organization and in developing and executing marketing strategy.
Requirements: 10 years strategic advertising experience in $2+ billion retail
co., development and execution of annual plans, consumer-oriented, weekly
print advertising or promotions in multiple markets, process orientation and
strong management skills.
Send resume to:

Betty Grant
O’Leary & Grant

Fax: 612-349-3811
Phone: 612-349-3778

ADVERTISING SALES
Account Executive

Opportunity to join established publisher's sales team selling advertising space for
its latest publication.

Candidates should have at least 1 year print media experience selling consumer
oriented advertising space for a magazine or related publication. Sound selling,

communication and presentation skills (oral and written) are required. In addition,
candidates should have a proven track record in creative sales. Applicants must be
willing to travel domestically and internationally as required.

Qualified candidates should send their resume with salary requirements to:
ADWEEK Classified, Box 4111
1515 Broadway, 12th fl, New York, NY 10036
or email: conad@adweek.com
Subject: 01-W-0190

ACCOUNT EXECUTIVE

Manhattan-based advertising agency specializing in live entertainment seeks
arts marketing professional for position of account executive. Provide account
service to diverse range of clients, including theater, opera, dance and
classical music accounts. Must be organized, thorough, detail-oriented, work
under tight deadlines and have a minimum of three years of experience in a
marketing position, preferably in the New York metropolitan area.

Send resume and salary requirement (will not consider without).
FAX:212-391-6480 Email: ann@nem-itd.com

ACCOUNT EXECUTIVE

We know you're out there. You have at least 3 years solid agency experience
on the account side. You're a strategic thinker who can lead accounts and
wrangle clients. You're proficient at broadcast/print media planning and you've
got an eye on what's happening on the new media front. You can effectively
plan and execute multiple projects. And you know how to inspire great creative
work and sell it to the client. We're a young, full-service, award-winning agen-
cy—specializing in entertainment. We're looking for an A/E who will work hard,
generate new ideas and have fun in the process.

(Cable, Broadcast TV, and Performing Arts experience a plus)

Resume and salary history to:
abehm@mka-nyc.com
or ADWEEK Classified, Box4112
1515 Broadway, 12th fl., New York, NY 10036

MARKETING & RESEARCH MANAGER

Responsible for all Marketing and Research. Should have excellent writing and
verbal skills. College graduate. Marketing experience in publishing a plus. Can-
didate will work with designers and vendors after writing new media kit and pro-
motional materials. Will coordinate sponsorship of all industry conferences. Re-
search skills very important. Will be responsible for subscriber study and any out-
side sponsorships of research studies that are participated in. Salary 45-65K

Email: lofarrell@thedailydeal.com
Fax: 212-481-8128

JUNIOR BUSINESS AFFAIRS MANAGER

Wieden & Kennedy/New York has an opening for a junior business affairs manager.
We're looking for an energetic, detail-oriented person who thrives in a hectic, fast
paced work environment. We need someone who has experience with the SAG/AFTRA
contracts, talent payments, network clearance, music licensing, and broadcast produc-
tion estimates. Minimum 1-2 years experience in an ad agency business affairs dept.
Fax resumes to Patrick O'Donoghue/Business Affairs Manager
at (917) 661-5500 (NYC) or Email: patricko@wk.com
Please, no phone calls.

Regional Sales MEDIA SUPERVISOR

WEIDEN & KENNEDY

Wieden & Kennedy, a creatively
driven agency in Portland, OR, has
an immediate opening for a broad-
cast producer with 5-7 years of ex-
perience. We offer a challenging,
fast-paced environment with ex-
cellent benefits and competitive
pay. EOE. Please forward your reel
and resume to:

Attn: Broadcast Producer
Wieden & Kennedy
320 SW Washington St.
Portland, OR 97204
EOE. No phone calls.

ART DIRECTOR

Seattle agency seeks art director so
irreverent, sarcastic writer partner
doesn’t have to write anymore of
these stupid ads. Must possess
strong conceptual and design
capabilities. Please send 5-10 non-
returnable samples to:
HR
Bozell Worldwide
1011 Western Avenue, Suite 1000
Seattle, WA 98104,

B2B Sr. AE ASAP!

See www.mlinc.com for more info.

media logic

DRTV FREELANCE
Writer
Producer

Art Director
Work directly for large NY retailer.
KEEP YOUR DAY JOB!

Fax resume to 1-888-852-4236

of a six billion dollar media compa-
ny searching for innovative, creative
sales managers for our west coast,
mid-west, and southeast territories.
Candidates must have experience
selling multiple products, an un-
derstanding of the Internet, and 2-4
years sales experience. Travel 70%
of the time. Competitive base
salary, high commission rates,
bonus, excellent benefits.
Send resume to:

Betsy Fuerstenberg
Internal Affairs
730 N. Franklin St., Ste. 706
Chicago, IL 60610
Fax: (312) 573-3811

No phone calls, please.

New York
Manager
Adventurous fast-gﬁwing division MEDIA PLANNER
’ Reston, VA

Zimmerman & Partners Advertising,
a division of OminCom, seeks prof.
organized self-starters w/automotive
and/or agency exp. a plus, college
degree required. Must be deadline
and detail oriented w/love for adv.
Join progressive team by faxing
resume to corporate office: attn
HR: (954) 731-4490.

Limmerman & Partners Advertising

USE
ADWEEK MAGAZINES
TO GET NATIONAL
EXPOSURE

{ Use ADWEEK MAGAZINES to get National Exposure

]

* % & REACH YOUR AD COMMUNITY WITH ADWEEK MAGAZINES * % «*
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HELP WANTED o

Magazine Promotion/

Marketing Director

PARADE, the largest circulation magazine in the country, distributed
through the most prestigious Sunday newspapers, has an exciting career
opportunity for a Promotion/Marketing Director. We are looking for a
promotion/marketing strategist who will work to build this exciting
brand to maintain its leadership position. You will generate and develop
a wide range of marketing tools for the sales force that will be results-
driven to drive business. Strong copywriting and idea-generating skills
required to conceptualize, write and produce category presentations,
integrated marketing programs and value-added proposals. Experience
working with mass retailers and tie-in partners is beneficial. Minimum
6 years' related experience is required.

We offer a competitive salary and an excellent benefits package. Please
send resume and salary requirements to: Human Resources Director,
PARADE PUBLICATIONS, 711 Third Ave, New York, NY 10017.
Fax: 212-450-7200. Only those we are interested in interviewing will
be contacted. Equal Opportunity Employer m/f/d/v.

PARADE

Advertising
Sr. Account Executive

Bozell Worldwide, Inc., a prestigious national advertising agency seeks a strong
Sr. Account Executive to service a major autornotive dealer association through-
out Philadelphia and the surrounding areas. Qualified candidates will possess ex-
cellent presentation skills, 3+ years advertising agency experience on major retalil
accounts, strong client service capabilities, knowledge of broadcast and print
madia, and working experience with broadcast and print production. Computer
literacy with Microsoft Word, Excel and-PowerPoint preferred. Only candidates
with automotive account experience within an advertising agency environment
will be considered.
Please send your resume, including a salary history and/or requirements, to:
Tracy Watson
Bozell Worldwide, Inc.
1000 Town Center, Suite 1500

Southfield, Ml 48075-1241
or fax to: 248-358-8874

EOE/AA/MFHV

MEDIA MARKET
RESEARCH ANALYSTS

THE WORLD LOOKS TO DOW JCNES AND OUR FLAGSHIP
ruBLICATION, The Wall Street Journal, ror TImELY,
INSIGHTFUL AND ACCURATE BUSINESS NEWS AND

INFORMATION. OUR MARKETING RESEARCH DEPARTMENT
IS SEEKING A HIGHLY MOTIVATED SELF-STARTER TO

PROVIDE SUPPORT FOR THE NATBONAL ADVERTISING STAFF
B8Y ANALYZING SYNDICATED RESEARCH, AS WELL AS
DESIGNING, EXECUTING ANDO ‘NTERPRETING PRIMARY

| STUDIES. THE MFDIA/MARKET RESEARCH ANALYSTS W)LL
BE KNOWLEDGEABLE ABOUT PJBLICATIONS AND THEIR
MARKETS AND HOW TO USE RESZARCH TO POSITION THEM.

l Requirements inciude a college degree plus three years experience
| with syndicated studies such as MRI, Mendelsohn, JD Power and

| Intelliquest’s CIMs. Applicants should have experience using IMS or

| similar systems to access these databases. Knowledge of primary
research procedures, techniques and the ability to analyze and

| present research results is essential. Applicants must possess

excellent verbal and writing skills as well as computer proficiency

(Word, Excel and Powerpoint); previous experience at a publication

or ad agency is preferred.

Dow Jones offers competitive salary, excellent benefits, and
outstanding career growth opportunities. Please mail/fax/e-mail
your resume and salary requirements to:

Dow Jones & Company
Staffing MK/MRA
| 200 Llberty Street
New York, NY 10281
Fax: 212-416-4290
| michael.kiley@dowjones.com
Visit our webeite at: http://www.d].com/careers
LAn Equal Opportunity Employer

L 2

SENIOR MEDIA PLANNER
TBWA/Chiat/Day - New York

Candidates should have 2+ years media planning experience including Spot TV,
Spot Radio, Newspaper, etc. Agency experience ideal, retail planning experience
and presentation skills a plus, Mac skills a must! Agency's innovative environment
and team work atmosphere offer a great opportunity for qualified candidate!
Please fax resume and cover letter to:
TBWA/Chiat/Day Attn: B. Wilson
(212)804-1200
**No calls, please.

MARKETING POSITIONS

FT and Interim Mktg. Pcsitions in So. Calif.
® Mktg Mngrs and Asst; HBA, Food/Meat, Beverage, e-Commerce, Housewares
o Dir. of PR, Internet/e-commerce exp. nec.
® Gen Mngr; Retail stores/HBA/skincare
o FT Copywriter; high tech
Resumes to SOLUTION MARKETING:
Fax (323) 932-6138; e-mail mktmstr@mediaone.net

USE ADWEEK MAGAZINES
TO GET NATIONAL EXPOSURE.

ADWEEK ONLINE:

FINDING THE RIGHT EMPLOYER JUST GOT AWHOLE LOT FASTER
ADWEEK MAGAZINES Classified Online at adweek.com, the most comprehensive and
most up-to-date source of advertising, marketing and media positions, has several
new features thatwill help you streamline and target your search:

® |nstant 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 sec-
ondstoa prospective employer. And this meansto confidential ads, too!

e Visit an employer's web page. Many online ads have a direct link to the com-
pany's website, so you can learn more aboutthem fast.

e 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
Inprintand online, ADWEEK MAGAZINES Classifiedis
THE HIRE AUTHORITY
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MTV’s
BUZZWORTHY

Buzzworthy songs are usually
by new, up-and-coming artists
who MTYV believes have special
potential. Of the videos MTV
designated as Buzzworthy, the
vast majority have been
certified gold or platinum.

Week of 9/6/99
Artist/Group: Bif Naked
Song/Video: “Moment Of

Weakness"
Director: Marcos Siega

According to Elle Magazine Bif
Naked “eerily looks like she could be
the bastard child of Courtney Love
and Marilyn Manson.” Born in New
Delhi, India as the love child of two
private school teenager, and raised in
Canada by her adoptive parents,
BIF’s own life singularly serves as
her creative inspiration. It's all pay-
ing off now, as she’s been noted as the
highlight of this summer’s Lilith Fair
tour with a Buzzworthy video on
MTYV to boot!

The Hollywood Reporter’s Box Office

For weekend ending August 30, 1999

Artist/Group: Jimmie’s Chicken Shack

Song/Video: “Do Right”
Director: David Meyers

Call Jimmie’s Chicken Shack schizo-
phrenic and they wont be insulted.
One spin of their new album Bring
Your Own Stereo is all you need to
realize that the Maryland-based quar-
tet thrive in their own mildly twisted
universe, From bluesy rap-infused
grooves to hard-rock, this album is
just another lesson in diversity from
the band with the wacky name

©1999 MTV

This Last 3-Day Days Total
Weelk Week Picture Weekend Gross In Release ~ Gross Sale
1 1 The Sixth Sense 29,271,146 32 176,245,282
2 3 Runaway Bride 8,610,287 39 135,504,513
3 2 The 13th Warrior 8,477,149 11 22,393,026
4 4 Bowfinger 7,389,970 25 55,870,320
5 6 The Thomas Crown Affair 6,078,007 32 57,652,861
6 New  Chill Factor 5,810,531 6 6,672,448
7 5 Mickey Blue Eyes 5,513,813 18 217,314,758
8 8 The Blair Witch Project 4,077,463 55 133,839,255
9 The Astronaut's Wife 3,460,766 11 8,910,055
10 10 The Muse 3,452,346 11 8,592,473
11 New  OQutside Providence 3,370,662 6 3,948,011
12 7 In Too Deep 3,283,073 13 10,260,563
13 11 Dudley Do-Right 3,051,475 11 7,006,810
14 12 Inspector Gadget 3,043,901 46 91,403,839
15 13 Deep Blue Sea 2,083,860 41 69,884,507
16 16 American Pie 1,587,750 60 98,958,465
17 20 Star Wars: Phantom Menace 1,534,860 111 421,381,756
18 18 The Iron Giant 1,476,801 34 20,730,553
19 14 Universal Soldier: The Return 1,202,641 18 9,705,089
20 15 Teaching Mrs. Tingle 1,157,403 8 8,214,943
21 23 Tarzan 1,120,934 83 167,862,342
22 19 Mystery Men 1,085,370 32 28,376,875
23 56 Wild Wild West 896,057 69 112,634,702
24 17 Big Daddy 878,574 74 161,509,335
25 21 A Dog of Flanders 729,452 11 1,875,539
26 22 The Haunting 678,228 46 89,063,049
27 24 Austin Powers: Spy Who... 650,068 89 205,120,694
28 29 Run Lola Run 399,689 81 5,531,187
29 41 The Red Violin 395,448 88 8,369,857
30 30 T-Rex: Back to the Cretaceous 393,866 319 22,540,483
31 27 Lake Placid 360,251 53 31,091,658
32 28 Mysteries of Egypt Destination 357,866 462 18,915,605
33 26 Notting Hill 351,105 102 115,189,735
34 54 South Park: 327,039 69 51,612,637
35 32 Better Than Chocolate 295,495 25 815,920

© 1999 The Hollywood Reporter
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Week of 9/6/99
| MTV Mandarin

Artist
1. Shino Lin

2, GiGi
3. Jeff Chang
4. Phil Chang

5. Na Ying

Artist

1. Mana

2. Madonna

3. Moenia

4, Cafe Tacuba
5. Aleks Syntsk

[ MTV Brazil

| | Artist
1. N'Sync

2. Ricky Martin

3. Engenherios do
| Hawaii

4. Lou Begga

5. Sandy & Junior

MTV Russia

Artist

1, Jennifer Lopez
2, Mel G

3. Texas

4. RHCP

5. Shura

'MTV Around
the World

Title

Your Love Is Not
The Only

Fresh

Come Back

The Rain Keeps
Falling

Willing To Lose

MTV Latin America (North Feed)

Title

Se Me Olivido...
Beautiful Stranger
Manto Estelar
La Lacomotora
Sexo, Pudor, Y
Lagrimas

Title

I Drive My Self
Crazy

Livin La Vida
Loca

Eu Que Nao Amo

Mambo #5
No Fundo Do
Coracao

Title

If You Had My Love
Word Up
Summer Sun
Scar Tissue

Ne Ver’ Slezam

Billboard’s Top 15 Singles |

Compiled from a national sample of top 40 radio airplay monitored by Broadcast Data Systems,
top 40 radio playlists, and retail and rack singles sales collected, compiled, and provided by

SoundScan.

This Last Peak  Wkson

Weelk Weelk Pos. Chart  Title Artist

1 1 1 10  Bailamos Enrique Iglesias

2 4 2 12 Unpretty R TLC

3 3 3 9 Summer Girls LFO

4 2 1 11 Genie In A Bottle Christina Aguilera

5 - 5 1 Lost In You ~ Garth Brooks/C.Gaines

6 8 6 7 Smooth ~ Santana Featuring Rob
7 5 4 17 AlStar Smash Mouth

8 7 4 20 WhereMyGirlsAt? 702 |
s 6 1 13 Bills, Bills, Bills ~ Destiny's Child 1
10 10 10 1 Someday Sugar Ray

11 11 2 16  LastKiss Pearl Jam

12 12 6 21 IWantItThatWay BSB o

13 9 1 18 If You Had | My Love Jennifer Lopézﬁ -

14 14 14 13  She'sSo High Tal Bachman

15 15 15 15 Scar Tissue Red Hot Chili Peppers— )
©1999 Billboard/SoundScan, Inc/BroadcasEta Systems

Billboard’s Heatseekers Albums

Best selling titles by new artists who have not appeared on the top of Billboard’s album charts.

Provided by SoundScan.

This Last Wks on

Week Week Chart Artist Title

1 3 26  Train Train

2 9 12 Tal Bachman * Tal Bachman N
3 2 13 Moby o ]%, -
4 4 19  Oleander Februar—y Son

5 6 9  Slipknot Slipknot o
6 - 1 Jimmie's Chicken Shack Bring Your Own Stereo
7 -1 PO.D. ’EFunaamental Elements ...

8 5 12 Tbrahim Ferrer ‘BVS Club/I. Ferrer

9 7 4 G.Love& Special Sauce » —Phil;delphonic

10 8— 12 J. McDermott/A. Kearns/R. Tynan The Irish;enors

11 New Th;{igh and Mighty Home Field Advantage N
12 9 3  Sherrie Austin Love In The Real World
13 10 22 Lo Fi&eiity Allstars How To Oper:;e...

14 12 20 Stained - _ Dysﬁcﬁon

15 11 21 StatieX Wisconsin Death Trip

© 1999 Billboard/SoundScan, Inc




Why are men so reluctant to talk about prostate cancer? Much like breast cancer
in the 1970%, it's still not considered a subject for ‘polite’ conversation. As women,
we've seen the benefits from lifting this wall of silence. Now it's time men took a page
from our book.

Prostate cancer is a leading killer of men over 50. This year alone some 180,000
men will be diagnosed with the disease. Many thousands more have the disease and

don't know it

ARE WOMEN BETTER EQUIPPED TO DEAL WITH

PROSTATE CANCER THAN MEN?

S0 the Cancer Research Institute and the American Cancer Society have joined together
to form The Prostate Cancer Initiative. It's a national program designed to increase
awareness among men (and women), provide patient care and fund the latest clinical
research into harnessing the power of the body's immune system to fight the disease.

To learn more about prostate cancer, call the American Cancer Society at
1-800-ACS-2345, or write to The Prostate Cancer Initiative, care of Cancer Research

Institute, 681 Fifth Avenue, New York, NY 10022.

<L ( CANCER
RESEARCH
SOC'ETY INSTITUTE




QUESTIONS. ANSWERS.

COFFEE AND TIME TO THINK.

BEFORE THE RAT RACE BEGINS.

DAILY NEWS ON THE NET.

Photo by Pierre Freeman
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BY LISA GRANATSTEIN

Two Guys and a Whirl

New editors at Details and Maxim try to stay a step ahead in the fast-paced men’s field

ith the dust having settled following last spring’s changes in top edi-
tors at Details and Maxim, Mark Golin and Mike Soutar are begin-
ning to put their personal imprints on the rival young men’s books.

While it was a busy summer for both new editors, Golin’s task was

far more daunting. When he arrived at Condé Nast and peeked under Details’ covers,

what Golin saw wasi’t pretty. The struggling monthly had strayed far off course and

desperately needed a clear direction. “Over Details’ history, it’s done a lot of things

right at different points,” Golin says. “It’s had a sense of humor at some points, it’s

been trendy at other points. It’s just a matter of combining it all. I wanted to make it a

more exciting magazine, make it more engaging and give it a strong format.”

A couple of thou-
sand cigarettes later,
buttressed by a
redesign by consul-
tant Rhonda Ru-
benstein, Golin is
primed to take on
Maxim, his former
employer and the
800-1b. gorilla of the
men’s category.
Details’ Octaober is-
sue, featuring a new
front-of-the book section, fresh columns and
lots of oddball humor, is set to hit newsstands
on Sept. 28. Golin promises Details will be more
fun to read but will not become “the testos-
terone-soaked beer brawl that the ‘lad’ maga-
zines are and will continue to be.”

The reconfigured Details is loaded with
short, snappy blurbs 4 la Maxim but without the
gross-out element (Maxim’s current issue fea-
tures a bear carcass and close-ups of diseased
livers). Details’ front section includes “212
Degrees,” the latest on hot words, places, trends
and gear; and “Skew,” a compilation of musings
subtitled “The Op-Ed Page From Hell.”

Fresh vision: Golin introduces a redesign.

| Golin has also
touched up the
monthly’s fashion
pages, adding clothes
“that you would
actually want to
wear,” he says. And
while Details’ “Pop
Arts” section re-
mains intact, it has
been expanded to in-
clude quirky ele-
ments of popular
culture. October’s feature well includes every-
thing from the serious (a piece on the spread
of hepatitis C in Hollywood) to the just plain
odd (a look at the pitfalls of buying or selling a
home where a violent crime has taken place).

As Details sharpens its focus, Maxim is not
resting easy. Soutar, former editor of the
U.K.s popular For Him Magazine (now
FHM), has been busy since he signed on in
April to replace Golin at the helm of the hot
Dennis Publishing title. “It’s been a case of
careful husbandry,” Soutar says. “A magazine
that has [more than doubledy] its circulation has
to be doing a few things right.”

Soutar says he has tweaked the title’s fa-
mously self-deprecating tone. “I felt that the
sense of ‘we, the god-like editors of Maxim,’
which may have started off as being ironic, was
beginning to look like we really believed it,” he
says. In coming issues Soutar plans to increase
coverage of the Web, double the number of fash-
ion pages and regularly review gadgets—every-
thing from MP3 systems to chainsaws—some-
thing Maxim has not done much in the past.

Longer features are also part of the new
Maxim mix; the September edition features a
dramatic account of a Caribbean cruise ship
swallowed up by Hurricane Mitch last fall.

So far, Maxim’s changing of the guard has
caused barely a ripple among media buyers.
“The Maxim formula is still intact and hasn’t
missed a beat,” says Melissa Pordy of Zenith
Media. “It’s still holding true to its mission.”

As for Details, buyers say they are eagerly
awaiting Golin’s October issue to gauge the
magazine’s direction under its new editor.

The Details redesign and Maxim’s evolution
under Soutar come as Emap Petersen readies
the February launch of a U.S. edition of FHM,
further crowding a young men’s field that in-
cludes Bob Guccione Jr.’s Gear, Freedom Mag-
azines’ POV and Dennis’ Stuff.

The strength of the genre’s circulation num-
bers indicates there may still be room for more
players. Through June, Maxim’s paid circ shot
up 139.6 percent to 1.15 million, and single-copy
sales jumped 163.4 percent, according to the
Audit Bureau of Circulations. In January, Max-
im will increase its rate
base to 1.35 million,
from 950,000. Under
former editor Michael
Caruso, Details’ total
circ was up 17.3 per-
cent through June, to
558,683; newsstand
sales increased 11.5
percent. With its Sep-
tember issue, Details
boosted its rate base to
550,000, from 500,000.

P—
|

Maxim's lad: Soutar
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Home Gets Mediaweek Magazine '

. {
) Weeklies
September 13, 1999
Times Mirror Magazines has put The Sporting News

on the block, leaving many examining the state of
5 the magazine. Despite being down 13.15 percent
New lOOk for HFM tltle this week compared to the same issue last year, The
Every house needs sprucing up from time to Sporting News is up 8.4 percent for the year, at 635.47
y P g up ALy ! %, at
time, and Hachette Filipacchi Magazines’ pages. "It is pretty shocklnghfor a m?:gazme in a flat
. : . - category to be up that much,” says Francis Farrell,
| Imfz’i?rifa;ier:io f}f:esr);:s:' lz(l)llf tslitrif::awgi:;it | TSN publisher. The book recently has welcomed new

e 3 ’ advertisers, including Teevo, Toyota, Absolut and
acquired it from Condé Nast eight years ago, Honda. Electronic games and import autos have
has undergone a major renovation. The new been strong categories, Farrell reports. —Lori Lefevre

| look, to bow with the October issue, includes a

l
i ) o | D: P P Y10 Y10 P
new logo, a larger typeface and bigger pictures. Date l:‘a’;::‘ LastYour  Last Your Ceh’ac:;:‘z Pages  Last Year ci'::;;
“The goal of the redesign was to make it gﬁgnseliuvsvlgeiss 13Sep 12687 14Sep 13721 -754% 297136 257841  1524%
. . . =i 0 R B " B . 0
| (look] cleaner, fresher and slightly more up- | gconomist, The 4Sep 5300 5Sep 5300 0.00% 205207 185091 1087%
scale,” says Edward Abramson, publisher of Industry Standard, Thel 13-Sep 8000 7-Sep  26.00 207.69% 121968  308.00 296.00%
the 1,009,608-circulation monthly. \ r;lewTv;Qeek 18—2ep 1581.323 1111—§ep 3672 4791% 160337 151463 5.86%
. . eople 20-Sep 2046 21-Sep 9403 28.11% 283481 268637  553%
| The idea for the makeover came out of | o 10 Nes 13Sep 1743 14Sep 2007 -1315% 63547 58620  840%
reader research. “We looked at our readers | spons flustrated 13Sep 5556 14Sep  36.19 5352% 1947.47 182929  6.46%
| and realized that they [have become] younger TimeE 13-Sep 4991 14Sep 4460 11.91% 204434 1712838 19.35%
| and more affluent, and we wanted the mag- \L/va r\ljde \I’RVS ; 135S 2972 148 2949 078% 130243 122202  6.58%
. . | 'orld Report -Sep f ep ! .78% 4 ,222. 58%
—I i ;‘,Zme” to r}"}”"r g?f“ Category Total 587.26 MA BM%  16EN00 1428871 16.25%
4 r r ‘ 1ves, says orie eaitor
O e . Gale Steves. | ENTERTAINMENT/LEISURE
o1 A A Through S b AutoWeek 13-Sep 2831 14Sep 2309 2263% 107404 108679 -1.17%
rough September, y
H 's 1999 ad Entertainment Weekly 10-Sep 8147 11-Sep 6067 34.28% 132233 1,18234 11.84%
ome's ad pages Golf World 10-Sep 1633 11-Sep 2999 -4555% 102480 110200 -7.01% |
were flat at 814.39, ac- |  New York DID NOT REPORT |
cording to the Medi- New Yorker 13-Sep 4259  7-Sep 1848 13047% 1,16420 115514  0.78%
aweek Magazine Moni- Time Out New York 8Sep 10320 9Sep 9280 11.09% 240375 2,14625  12.00%
| 18 he book TV Guide 11-Sep 86.33 12-Sep 10330 -1643% 220878 200522 10.15%
tor, placing the boo Category Total 358.23 32843 907% 919780 8ETLMA 539%
fifth in the 10-title shel- i
ter C'dtegory_ SUNDAY MAGAZINES
s ) Parade 12-Sep 1679 13-Sep 1747 389% 42429 43307  -2.03%
e 1 higfl{;):tw h;;i:’e f;’(‘)‘;;z USA Weekend 12Sep 1491 13Sep 1491 000% 43394 42332  251% |
er se record. m n - Category Total 3170 3238 -210% 858.23 856.39 0.21%
hold income in the cate- TOTALS 97119 83892  1650% 2666713 2382284 11.94%
gory, according to Mediamark Research Inc. E=ESTIMATED PAGE COUNTS; L =LAUNCHED ON 4/27/98; X=0NE MORE ISSUE IN 1998

Home readers’ average income of $56,818 is
behind CN’s Architectural Digest, Meredith’s . .
Traditional Home and HFM’s Metropolitan B lweekhes
Home and ahead of CN’s House & Garden September 13, 1999
and Hearst’s House Beautiful. At 40.1 years, X Forbes was dOV;m 1?-72 percent thij isstje. but

: there’s no cause for alarm, says president James
Hon}f: also has the secopd-young’est mec.llan Berrien. So far this year, the ti:le F!)1as totaled 3,083.30 ) - T \
age in the category, behind G+.J s American pages, a 2.5 percent increase over 1998. Berrien cred- Y i et
HomeStyle & Gardening, according to MRL its the growth to double-digit gains from technology COWbﬂy italism

“We thought [adding] a little more visual advertisers. Still, Forbes trails competitor Fortune by

appeal would help bring these points across,” 40.48 pages YTD. Berrien expects Forbes’ numbers to
soar in the fourth quarter, based on strong page counts
for the next three issues. —{L

b

says John Miller, group publisher at Hachette.
The redesigned October issue, Horne’s big-

gest ever at 205 pages, has 170 pages of ads. P - ] oY S Puts  Lastfear  Chon
New advertisers include Bernhardt, American BUSINESS/ENTERTAINMENT
Leather, Restoration Hardware and Cadillac. ESPN The Magazine®™N  6.Sep 8632 7Sep 7275 1865% 104910 74091  4160%
For Hachette, one big plus of the redesign FFg:Ees - gggep 1?‘9388 gl'gel) 1(7)228
o ) es ep [ -Sep !
was the ability to take the new-look Home | o o) 20Sep 24580 21Sep 27530 -1072% 308330 300810  250%
back to potential advertisers who had previ- Fortune 27Sep 21903 28Sep 22324 189% 312378 276365  1303%
ously “thought that the look of their ads was Inc. Magazine” 15-Sep 10440 16Sep 9020 1574% 101700 1,010.10 0.68%
more upscale than the look of the magazine,” National Review 27-Sep 25.16  28-Sep 2375  594% 386.21 37175 3.89%
‘ Abramson says The pitCh helped the book Rolling Stone 16-Sep 99.77 17-Sep 85.01 17.36% 131249 1,337.39 -1.86%
tract desi dd ting adverti CATEGORY TUTAL 78048 7025 13%  s9MEs 923190 $.02%
‘ attract more design and decoraling adverlis- | r_ ;9 /5SUES PER YEAR; DD=DOUBLE ISSUE IN 1998; #=LAUNCH ISSUE WAS 3/23/98
]

ers, he adds. =
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Investor Relations in
the Internet Reatity

MCis the only publication completely dedicated to the strategy of marketing technology: computers,
software, telecommunications. and Internet products and services.
: Fach month. our readers gain insights into the thinking of top marketers at leading companies
To Kitsch like Dell. Intel. Compagq. Gateway, IBM. Microsoft. HP. Sun. Apple. Sprint PCS. eBay. Cisco and
from G[Il_ini ]

eBay. e y Yahoo — marketers who spend more than $5 billion in media advertising

and lots more on marketing services. And who turn to MC for the = / )
marketing intelligence they need to stay on top. If they're your target for new business. you should
turn to MG, too. For ad space, contact Publisher Ron Kolgrafl at ron@marketingcomputers.com or

TECHNOLOGY MARKETING INTELLIGENCE

(617) 482-0876. For subscriptions, call (Boo) 722-6658. Adweek - Brandweek - Mediaweek - MC
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Media Person

BY LEWIS GROSSBERGER

Woman Overhoard

MEDIA PERSON IS CONFUSED. HAVING LONG AGO
accepted the ruling from the opinion gods that the
male is the oppressor (and kind of gotten comfortable with the
label—hey, might as well relax and enjoy it), MP learns from A Very

Important Major Book Excerpt in Newsweek that The American I

Man Has Been Betrayed. Masculinity, it turns out, has actually been
in crisis for the past 40 or 50 years; men have not really been in con-
trol of anything, the poor, pathetic schnooks. We’ve been hood-

winked, robbed of a meaningful, productive and enriching life. We’re

screwed. Or, as Susan Faludi puts it, Stiffed.

Yes, that’s really her title—Stiffed: The
Betrayal of the American Man. And, yes, this
latest cultural bombshell comes not from some
whining, embittered, prejudiced loser
you couldn’t trust because he’s, well, male
but from a leading member of the female
race whose Big-Time Feminist credentials
are impeccable since her previous famous
book was Backlash: The Undeclared
War Against American
Women, which conclu-
sively proved that the
male is the oppressor.

At least, Media Per-
son thinks so. He never
actually reads books like that. But he does
read the reviews and excerpts. That’s
enough, right?

OK, if men are oppressed, too, who’s
doing all this oppressing? Well, it’s, you
know, everything. Society. Corporate Amer-
ica. The media. Our whole stupid, empty,
money-chasing, celebrity-crazy . . . culture.
Ours, says Faludi, is The Ornamental Cul-
ture. Not bad. The Me Decade. The Jazz
Age. The Ornamental Culture. A little
bulky, but it has a beat. A culture in which
men are encouraged by the consumer-driven
media to pose and strut as ultramasculine,
rich, powerful guys at the same time they
have “lost any useful role in public life.”

Sounds good, but is any of this actually

true? And even if it is, haven’t we heard it
somewhere before? Oh, who cares? It’s on
the cover of Newsweek; it’ll be Koppeled and
Kinged and Oprahed, and it’s this week’s
ornament of the very Ornamental Culture
it’s critiquing, itself caught in the act of being
consumed by the consumer society, and so
Media Person has to believe it because if he
doesn’t, what does he have to write about this
| week? Hey, it could be true. It’s a really long

or “the culture” is a sucker.

| article. Would Newsweek give it all that space
if it weren’t true?
| Probably the most daring part of Faludi’s
thesis is when it pins the start of all our prob-
lems not on those spoiled-rotten baby
| boomers but their fathers! That’s controver-
sial, babe, dissing the sacred cows of the
Ryan-Saving Greatest Generation. Sure, they
saved the world for democracy, but the trou-
ble is when they got back home to marry
Harriet and raise Beaver, they became Orga-
nization Men in Gray Flannel Suits and
stayed so long at the soul-destroying office
they didn’t get back to Levittown in time to
teach Junior how to play ball. Or be a man.
Whatever that is. Is it any wonder Junior
grew up to be Bill Clinton?

Anyone who believes promises allegedly made by the media

Well, at least they tried. Dad did peer up
at the sky, according to Faludi in one of her
weirder moments, showed sonny boy a satel-
lite jogging about the heavens and told him
that was his destiny, “a paternal gift rocketing
him into his future.” But guess what. Space
turned out to be a shuck and a jive. No jobs up
there, except for a handful of photogenic
right-stuff flyboys. “The void of space turned
out to be a void that no man could conquer,
let alone colonize.”

Hmm, Media Person is trying to remem-
ber when American boys were solemnly
promised that they’d grow up to be hydropon-
ic bean farmers on Mars, but for the life of
him he can’t. Of course, at the time, MP may
have been watching Captain Video instead of
paying attention to his father.

At any rate, deprived of a joyous sense of
mission and belonging, such as their forebears
had while napalming Japanese machine-gun
nests on Okinawa, America’s Beavises and
Butt-Heads now have nothing to do but hang
around Ornamentville watching music videos,
movies and TV commercials all delivering
“the message that manhood had become a
performance game to be won in the market-
place, not the workplace, and that male anger
was now part of the show.” Masculinity is now
nothing but a spectacle
they can passively
watch. So they’re all
angry and frustrated,
and then they go out
and shoot up the
schools. Or something like that.

Frankly, Media Person has little patience
for this latest victim group, even though some
of his best friends are males. Anyone who
mistakes one segment of his identity—
whether it’s gender, nationality, ethnicity, reli-
gion, occupation, generation, athleticism or
blood type—for the entirety is a fool. Anyone
who believes promises allegedly made by the
media or “the culture” is a sucker. Anyone
who thinks the road of life is supposed to be
neatly mapped out for him by the older gen-
eration or society at large deserves the disillu-
sionment he gets. Anyone who reads Stiffed is
probably ensuring there will be a sequel. The
next oppressed class? Media Person’s guess is
media moguls. Free Mel Karmazin! n

|
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