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MARKET
INDICATORS
National TV: Slow
All the nets have some
invenzory for the first
quartar, but buyers are
not rushing out to
spend clients’ money.

Net Cable: Cooling
The Folidays are slow* *
ing business down. "
While plenty of deals*are
beinc done for first:
quarter, nothing is over-
heating two weeks
away from Christmas.
Spot TV: Mixed
Broadcasters report
weak projections for
fourth-quarter reyvenue, -
but 2000 is more roYHEE
Buyers are goingin 4, |
early and often to avoid
OlyTpics and paiitical
inventory squeeze.
Radio: Tight

Aveils for January, usu-
ally & light month, are
tighter than normal,
pacing 30 percent

ahead of last year.
Stations are asking for
fourth-quarter rates, but
buyers are balking.

e

Magazines: Hot
Brick-and-mortar retail-
ers are expected to
spend heavily in| 1st Q
to promote Web sites,
following massive 4th-Q
spending by Web-
based merchants.
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AT DEADLINE

Fox Net President Moves to Ticketmaster |
Larry Jacobson, president of the Fox network since 1997, is
jumping ship to take a post at USA Networks’ Ticketmaster.
Jacobson will oversee Ticketmaster’s day-to-day operations
and will work to increase strategic alliances between Ticket-
master and the USA companies. As president of the Fox net-
work, Jacobson oversaw distribution, finance, research, mar-
keting, operations and business development. Fox will not
immediately replace him. Those who were reporting to him
will now report to Fox TV chairman and CEO Chase Carey,
except for Fox senior vp for research and marketing Giles
Lundberg, who will report to Sandy Grushow, chairman of

Fox Television Entertainment Group.

Ackerley Planning Sports Channel
In direct competition with Fox Sports North-
west, the Ackerley Group, the Seattle-based
broadcaster and owner of the Seattle Sonics,
plans to launch a local sports channel in the
market next June. Ackerley also recently bought
the new WNBA franchise in Seattle, has
acquired broadcast rights to the NHLs Vancou-
ver Canucks, and says it is currently in talks with
another major Seattle sports team for hroadcast
rights. “We’ll have a full schedule of Grade A
sports teams that Seattle wants to watch,” said
vp/marketing Chris Ackerley. “How is Rupert
Murdoch going to compete with that?” Ackerley
said the to-be-named channel will also carry
local high school and college sports.

Web Site Draws Ire of NFL

The National Football League last week sued
California-based Internet company NFLIoday.-
com, alleging trademark infringement and pira-
cy. The site carries the same name as the NFLs
Sunday pregame show on CBS, The NFL Today,
and brands the league logo all over its pages.
The NFL said it offered to buy the name from
president Ken Miller for $270—the price he
paid to register the name, plus administrative
costs—but Miller wanted $120,000. “He tested
us, and we filed a lawsuit this week,” said NFL
representative Brian McCarthy. In addition to
the alleged infringement on the NFLs trade-

marks, league officials are bothered by references to gambling |

on the site.

FCC Rules Politically Incorrect Newsworthy

The Federal Communications Commission ruled last week
that the ABC late-night show Politically Incorrect, hosted by Bill

matter.

Times Mirror’s Jason Klein:
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Maher, is a “bona fide news interview program” and as such is
exempt from the equal opportunities requirement under the
Communications Act of 1934. The Act states that if a broad-
caster permits a legally qualified candidate for public office to
“use” a broadcast station, it must afford equal opportunities to
all other legally qualified opponents for the same office. But
the Act exempts bona fide newscasts and news interview shows
from the requirement. ABC had sought an FCC ruling on the

Hasbro’s Woes Hitting Stations’ Bottom Lines
Local broadcasters are feeling some erosion of kids program-
ming ad dollars this quarter, particularly from Hasbro, which
cut back national spot spending starting in September. Sin-

clair Broadcast Group announced at the
PaineWebber Media Conference last week that
negative revenue projections for the year could
be partly attributed to the loss of Hasbro dol-
lars. “The kids business in the spot market has
been awtul,” said Pat Mullen, vp of Tribune
Broadcasting’s Fox affiliates. “Hasbro hung on
for a while, but they are just the current [kid’s
company to cease spending] in an overall
trend.”

Clear Channel Not in the Clear

Clear Channel Communicatons may have to
divest a lot more radio stations than it original-
ly planned. In addition to the 100-plus stations
Clear Channel had expected to sell to satisfy
ownership limits in the wake of its pending
$23.5 billion merger with AMFM, the FCC
has flagged another 284 stadons in about 35
markets. The FCC said it will invite comment
on these stations; the agency could force the
merged entity to divest some of the stations in
question.

Salvatore Will Head MediaVest

MediaVest Worldwide has announced restruc-
turing plans for its U.S. operation in the wake
of the departure four months ago of U.S. presi-
dent Irwin Gottlieb, who left to head the world-
wide operations of WPP Group’s Mindshare.
Donna Salvatore was named president, U.S.

broadcast, responsible for both natonal and local broadcast

| services. She was most recently executive vp/director of
strategic development. Renee Milliaressis, currently head of

planning, was given the new post of president, U.S. planning.
Kevin Malloy, most recently worldwide media director for
MediaVest, was promoted to executive (continued on page 76)
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Parade Looking for Editor
After Anderson’s Promotion

Walter Anderson, editor of Advance
Publications’ Parade magazine for the
last two decades, last week was elevat-
ed to chairman/publisher/CEO fol-
lowing the retirement of longtime
publisher Carlo Vittorini. Vittorini’s
departure is set for Feb. 28.

“We're healthy and dynamic,”
Anderson said. “We’re financially
sound, editorially sound.” Anderson
said he is unconcerned about overall
eroding newspaper circulation, as
many large-market papers—which
deliver the biggest share of Parade’s
audience—are enjoying steady or
growing sales. But he conceded: “It
would be unrealistic to expect major
circulation growth.”

Observers had suspected Ander-
son, 55, was being groomed for the
top slot when he got the title of exec-
utive vp three years ago. Since he
joined Parade in 1980 after years in
top management with the Gannett
chain, the magazine has grown from
21.6 million copies carried in 129
Sunday newspapers to more than 37
million in 343 papers, including the
Los Angeles Times, The Washington Post
and Chicago Tribune.

Anderson said his first task would
be finding a new editor. While several
candidates have been mentioned in
the press (including Lee Kravitz, edi-
tor of Parade’s youth-focused spinoff
React), Anderson said he plans to
“scan the field” of magazine, newspa-
per and book publishing. —Tony Case

Justice Clears Infinity’s

Acquisition of Outdoor

Infinity Broadcasting last week got the
green light from the Department of
Justice to close on its $8.3 billion
acquisiion of Outdoor Systems, but
only after Infinity agreed to divest cer-
tain assets in New York, New Orleans
and Phoenix. In those markets, the
combined assets of Infinity and No. 1-
ranked Outdoor Systems would com-
mand “a dominant share of out-of-
home advertising,” said the DOJ.

In New York, (continued on page 8)

CABLE TV / By Jim Cooper

n a move that turns enemies into
potential marketing partmers, AT& T
Broadband & Internet Services last
week agreed to open its cable wires to
rival Internet service providers when

AT&T Opens Up
The ISP Highway

Change in strategy signals possible industry-wide moves

| its current exclusive contract with |

Excite@Home expires in
2002. The turnaround in
AT&T’s position on the
issue of open access could
provide a blueprint for other
cable operators as they begin
to negotiate deals with ISPs.

“It had been uncertain
ISPs would ever get access
to the infrastructure of cable
companies for high-speed
access. This flies in the face
of historical thinking that
@Home would maintain ex-
clusive rights to offer ISP

director/Internet  analyst
with Jefferies & Co.

During AT & T investor conference in
New York last week and in a letter to Fed-
eral Communications Commission Chair-
man William Kennard, AT&T chairman
Michael Armstrong pledged to share the
company’s 16 million subscribers with
MindSpring, the nation’s second-largest
ISP, and eventually other services. In the
letter to Kennard, AT&T pledged to nego-
tiate future carriage deals with ISPs fairly.

While the exact financial terms have yet
to be outlined, analysts predict future cable-
ISP distribution deals will resemble the
existing @Home pacts, which have the
cable companies paying for the upgrade of
their wires and offering access to sub-
scribers. In return, operators keep about
two-thirds of the subscriber revenue; the
balance goes to the ISPs.

AT& T’ open-access move comes as the
rollout of high-speed Internet service on
| cable will amount to 1.5 million paying cus-
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tomers at year-end. In 2000, AT&T alone
hopes to have 700,000 high-speed sub-
scribers. Time Warner, Cox and Comcast
each hope to have about 500,000 broad-
band/Internet subs by late 2000.

Kennard, who had long called for the
open-access issue to be set-
tled in the marketplace,
applauded AT & T strategy
change. “While govern-
ment regulation now would
only slow down broadband
deployment, the construc-
tive dialogue should hasten
consumer access to multiple
high-speed Internet op-
tions,” said Kennard on the
day of AT &T’ announce-
ment. NCTA president/
CEO Robert Sachs also
praised the private-sector

service to cable customers,”  Somers will soon have several negotiations.
said Fred Moran, managing  ISPs knocking on his door. While  acknowledging ‘

the AT&T pact is a “really
big step in the right direction,” Dave Baker,
vp of legal and regulatory affairs at Mind-
Spring Enterprises, said the FCC and
Congress will have to change their tune and

Somers: AT&T’s Next:

CABLE TV / By Jim Cooper

t first glance, Daniel Somers
seems an odd choice to run the

largest cable operator in the coun-
try. As chief financial officer of AT&T
until he was unofficially tapped to run
AT&T Broadband & Internet Services in
October—a move that was made official
last week—Somers was regarded by many
as more bean-counter than cable guy.
Plus, he has to fill the big shoes of former
AT&T Broadband chief I.eo Hindery, the

quintessential cable wheeler-and-dealer.



mediate negotdations on an industry-wide
basis in the future. “Wishful thinking has
prevailed,” said Baker.

‘While analysts expect other cable oper-
ators to resist opening their lines as long as
possible, they believe Time Warner, Com-
cast, Cox and Adelphia will eventually deal
with ISPs. “There is no question that what
AT&T did has all the markings of a tem-

‘Sweeping Out Broadcast

USA Nets study aims to debunk Big Four’s ratings outside of sweeps

TELEVISION / By Jim Cooper and John Consoli

plate for future discussions,” said Comcast |

representative Joe Waz.

“As the natural migration of subscribers
up to higher speeds takes place, it makes a lot
of sense for high-speed access companies like
the cable operators and the DSL companies
to work hand in hand with the companies
[ISPs] that control the clients,” said Moran.

One possible trouble spot going forward
is AT&T’s deal with Excite@Home. Both
Armstrong and Daniel Somers, the new
president/CEO of AT&T Broadband, said
they plan to honor that deal. Already estab-
lished as a meaningful ISP, @Home has
merged with the powerful Excite portal and
has a two-year protected window to contin-
ue to increase its customer base.

Although the two have signed a memo-
randum of understanding, MindSpring will
likely continue to push AT&T to open its
systems as soon as possible, regardless of its
agreement with Excite@Home. “Quite
frankly, we think consumers shouldn’t have
to wait two years. We will continue to press
AT&T and other operators to do this soon-
er rather than later,” said Baker.

The timing of open access will be hotly
debated from here on in. But itappears that
any notion of permanent exclusivity for any
single ISP will not last forever. Though
MindSpring, America Online and others
still don’t have a seat at the table, they’ve
now been invited to the party.

Generation Operator

But the 51-year-old Somers has a bit of
MSO experience. He was chairman/CEO
of Bell Cablemedia PLC, one of the largest
cable companies in the United Kingdom,
before joining AT&T in 1997. Somers is
also very familiar with the properties that
make up AT&T’ cable arm. “As CFO,
Dan was one of the principal architects of
AT&T? transformation, skillfully manag-
ing over $200 billion in acquisitions, di-
vestitures, equity offerings and debt financ-
ing,” said AT&T chairman Michael Arm-

SA Networks is shopping a pro-
prietary study to agencies that
shows that, without the sweeps
months, ratings for the broadcast
networks” biggest shows like
Frasier and E.R. drop precipi-
tously, suggesting that broadcasters’ ad rates
are artificially inflated. USA put together the
study at the suggestion of one agency that
has grown increasingly frustrated with pay-

director for J. Walter Thompson.

The drops on specific broadcast shows
were even sharper. NBC’s E.R. fell 38.4 per-
cent, to a 10.1, among adults 25-54 in the
non-sweeps analysis. For the same demo,
Fox’s The X-Files declined 31.3 percent, and
CBS’ Touched by an Angel fell 17.8 percent.

The study measured regularly sched-
uled programs in their regularly scheduled
time slots. Specials were not included, nor

ing higher CPMs

were shows that got

for lower ratings on Average Ratings for the Big Four Networks moved from one
broadcast TV. Adults 18-49 night to another. It

The study, spear- ;Broadcast Year  Sweep Non-Sweep % Change also looked at the

. 1994-95 6.6 56 -15%

headed by USAs 199595 6.2 53 19% November, Febru-
Ronnie Beason, vp, |1996-97 59 438 -19% ary and May sweeps
ad sales, marketing :ggg:gg gg :‘g fg% but not the July
and research, found | (44 weeks per yoan sweeps, since little

that from Sept. 21,
1998, to July 25, 1999, the household rat-
ings average for the Big Four networks dur-
ing the non-sweeps period dropped 15 per-
cent from sweeps data, and demographic
categories such as adults 25-54 and adults
18-49 both dropped 18 percent.

So far, Beason has shown the study to |

True North, Western Initiative Media,
J. Walter Thompson, SFM Media, Cre-
ative Media, Hal Riney and others.
“Their presentation injected a healthy
dose of reality, reminding us how absurd
the sweeps numbers are and that they
should not serve as any benchmark,” said
David Marans, senior partner and research

strong, to whom Somers will report.

As MSOs offer a wider variety of ser-
vices to subscribers, being a cable operator
requires a whole new set of skills. Somers
is taking the helm at AT & T Broadband at
a pivotal time for the company. The open-
access issue will require intense and pro-
tracted negotiating with myriad ISPs.
Somers will also have to shepherd the
company’s expansion into digital video,
high-speed Internet access, telephony and
interactive services. “Broadband repre-
sents a tremendous upside potental for
AT&T,” Somers said last week. AT&T’s
revenue growth from broadband services
will be 12 to 14 percent in 2000, he added.

' to no original pro-
gramming is scheduled by the networks.
“Obviously, if we had the full 52 weeks,
what would have been added would have
been the lower-rated non-sweep weeks, so
the story would be even worse for the net-
‘ works,” said Ray Giacopelli, vp, audience
analysis, at USA Networks.

Beason separated out the top 20-rated
shows and looked at the bulk of every net’s |
schedule, finding that in the 32 weeks of
non-sweeps in the study, the average rating
was down as low as 3.2 for shows ranked 21
and lower. “Our feeling is that people have
a ratings size issue with cable networks. In
some cases you can buy one cable show and
get a 3.2 rating,” said Beason.

Broadcasters discounted the study as
irrelevant. Jon Nesvig, Fox ad sales presi-
dent, said buyers are aware of high and low-
er ratings periods, and since the broadcast
networks guarantee ratings, the buyers can-
not overpay. “Every advertiser gets what
they pay for and is protected,” Nesvig said.

Some agencies had a lukewarm re-
sponse to the data. Jon Mandel, co-direc-
tor of MediaCom, said: “If you’re doing
your job as a buyer, you should already
know these breakouts and buy according-
ly. Does every buyer do it? I doubt it.”
Tim Spengler, executive vp/director of
national broadcast at Western Initiative
Media, said his buyers are already aware of
sweeps’ effect on ratings. “I don’t think
| this study will sway us,” he said. .
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Infinity must sell a package of out-
door assets that have total annual rev-
enue of $25.3 million, mcludmg
either bus-shelter or suhu ay sites, by
February. Infinity/Outdoor must also
divest Infinity’s entire bus advertising
operations in New Orleans. In
Phoenix, it must sell either Infinity’s
bus advertising operations or a pack-
age of out-of-home advertising dis-
plays that generate an equal amount
of revenue. —Katy Bachman

NBC Connect Will Offer
Cross-Selling Options

NBC plans to launch a new cross-
platform sales and marketing program
called NBC Connect, which will
enable the network’s advertising
clients to strategically use both tradi-
tonal and new-media platforms.

“We're not simply talking about a
bundled media buy, where an advertis-
er is forced to buy across all our prop-
erties to get a discount,” said Jay Lin-
den, NBC senior vp of sales and
marketing. “It will be about clients
sharing their marketing goals with us
and finding what in our portfolio can
help them most.”

Unlike CBS’ recently formed CBS
Plus, which is sold by a separate sales
unit, NBC Connect will be sold by
the existing TV network sales team.
The marketing programs can be
implemented across the broadcast
network, NBC’s 13 owned-and-oper-
ated TV stations, NBC Internet,
MSNBC, MSNBC.com, CNBC
(including CNBC Europe and Asia),
the NBC Experience store and NBC
Enterprises. NBC sales president
Keith Turner announced the pro-
gram at last week’s Medizweek Media
All-Stars luncheon. —7obn Consoli

Magazine Readership Not

Declining, Starcom Says
While Mediamark Research Inc.s
spring syndicated audience data shows
a continuing decline in magazine
readership, the media research team
at Starcom Worldwide now says that’s
just not so. The apparent 5 percent
decline of total (continued on page 10)

‘A New Ratings Stream

| Arbitvon issues first monthly report on listenership to Webcasts

RADIO / By Katy Bachman

he first-ever ratings data for Web-
casts of radio stations, released last
week by Arbitron, resembles the
initial mimeographed TV ratings
report the company issued back in
1949—not a lot of stations are
listed, but it’s a significant indicator that an

\

|

which have struggled to make sense out of
the nascent streaming medium in order to
place ad buys. “They are putting it in
media terms, which is fabulous because
you can do an apples-to-apples compari-
son [of Webcast audio channels]. It has the
potential to change how radio is bought,”

important new form of

| WEBCASTING'S 10 BIGGEST STATIONS |

said Brad Adgate, senior

media is emerging.

vp and director of cor-

. ) October
Arbitron’s NEW [ Call Letters  Radio Market  Listeners| POTate resegrch for
InfoStream report pro- | KrAN-FM Austin, Texas 83900 | Horizon Media.

Vides monthly cume rat- KPIG-FM  Monterey-Salinas, Calif. 70,200 “It w]ll help us assess
. A KCDU-FM  Monterey-Salinas, Calif. 66,300 P)
ings and “time spent |iviey - DalshWorh 56700 | the value of a station’s
tuning” for 236 radio |KLAQ-FM EiPaso, Texas 55700 | Web site when it is
stations that are stream- | WKPO'FM — Madison, Wis. 38,000 ' jncluded as a promotion-
. o 7 WWCD-FM  Columbus, Ohio 35,000 .

ing their signals on the |y pw.m Burfington, Vt. 34500 al vehicle or offered as a
Web via four aggrega- | KNSX-FM St. Louis 32500 | stand-alone ad opportu-

WBAP-AM _ Dallas-Ft. Worth 30700

tors: BroadcastAmeri-
ca.com (140 channels),
Magnitude Network (59), ABC Radio
Networks (33) and LaMusica (four).
While the 236 channels measured in the
first report account for only about 12 per-
cent of the Webcasting universe, Arbitron’s
data for November will include audio chan-
nels from two more aggregators, OnRadio
(more than 600 channels) and NetRadio
(140). Agreements with other streaming-
media content providers are in the works,
said Joan Fitzgerald, director of marketing
for Arbitron Internet information services.
For content providers, Arbitron is posi-
tioning its data as far more reliable than a
Webmaster’s report on how many hits his
streaming site got last month. That infor-
mation gap is also a problem for agencies,

Source Arhnmn InfoStraam

(

| nity,” said Kim Vasey, vp
and associate director of
local broadcast for The Media Edge.

Broadcasters have been hoping that the
Web can expand stations’ audiences, and
the Arbitron report offers evidence they
may be right. A tiny station in Johnson
City, Texas, Fritz Broadcasting’s KFAN-
FM (texasrebelradio.com), does not attract
enough over-the-air listeners to make the
Arbitron book for the Austin market, but
the Album Adult Alternative outlet was the
country’s most listened-to Webcaster in
October, with 83,900 listeners.

“It shows that a station outside the metro
is very big—you’d never pick that up through
the [Arbitron] diary,” noted Gerard Brous-
sard, director of media metrics & analysis at
OgilvyONE. “That’ a revelation.” |

Border War on Signals

NFL, broadcasters go on offensive against Canadian Web site

TV STATIONS / By Megan Larson
TV.com said late last Friday that it
would not stop carrying U.S. televi-

c sion signals over its Web site, refus-

ing demands from U.S. broadcasters and the
NFL. Station owners Granite Broadcasting,

LIN Television, Gannett Broadcasting and |

Grant Television and the NFL sent letters to
iCraveTV president William Craig last week

8 Mediaweek December 13, 1999 www.mediaweek.com
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anadian Internet company iCrave- | asking him to cease the site’s Netcasts by

6 p.m. Friday or face potential legal action.
“We are clean, legal, ethical, and we are
moving ahead,” said Ian McCallum, iCrave
vp of corporate sales and development.
Since Nov. 30, iCrave has been broad-
casting the signals of Buffalo, N.Y., TV sta-
tions in pattern, setting off an international
copyright dispute (Mediaweek, Dec. 6). Ac-
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readership to 47 million over spring
’98 is actually the result of readers
spending less tme with the more
established mass titles measured by
MRI and an ever-inscreasing amount
of time with those special-interest
books that are not being tracked,
according to Starcom.

MRI currently measures 238 titles,
or about 10 percent of consumer mag-
azines, through personal interviews.
"The majority of those titles have more
than 500,000 circuladon.

“The MRI system of measurement
is really not going to be appropriate as
we move forward because the whole
magazine industry, like television, is
fragmentng,” said Kate Lynch, Star-
com senior vp/global research director.
“And if we continue to measure maga-
zines like we are doing, publishers are
going to lose out.” —Lisa Granatstein

Spartan Purchase Gives
Media General CBS Cluster

By acquiring Spartan Communications
last week for $605 million, Media
General becomes the second-largest
CBS station group, behind the CBS
network’s. Spartan adds six outlets
(plus one station operated via a local
marketdng agreement) in the Southeast
and five stations in the Midwest to
Media General’s 13-station portfolio.

“It is the perfect complement for
us because we intend to be the prima-
ry provider of news and information
to the Southeast,” Media General vp
Bob Pendergast said of the Spartan
purchase. Once the deal clears the
regulators—expected early in 2000—
Media General’s stations will reach
7.5 percent of U.S. households.

Of the five Midwestern outlets,
Pendergast said his group has not
decided whether to keep or trade
them. The company may also buy the
station currently operating under an
LMA—UPN affiliate WASV-TV in
Greenville-Spartanburg, S.C.—to
form a duopoly with its top-rated CBS
affiliate in the market, WSPA. “It
would be a good experiment,” Pender-
gast said of what would be Media Gen-
eral’s first shot at operating two sta-
tions in one market. —Megan Larson

cording to Brian McCarthy, an NFL repre-
sentative, Craig told the league in a letter last
week: “We are Canadians, and U.S. laws do
not apply to us.”

Craig could not be reached for comment.
"Two weeks ago, he told Mediaweek: “We are
providing a service to Canada within Cana-
dian laws. T have invested too much in this to
stop now. I do not want to stifle innovaton.”
Craig added that he would be willing to pay
to carry U.S. broadcast signals once a fee
structure is worked out.

"The broadcasters—owners of four outlets
in Buffalo whose signals are being carried on
iCrave—will “evaluate [our] options,”
including filing a lawsuit with the Canadian
government, said Greg Schmidt, vp and gen-
eral counsel for LIN Television. LIN% CBS
affiliate WIVB-TV in Buffalo broadcasts
games of the NFLs Buffalo Bills.

Neil Roman, an attorney representing
LIN, said: “iCraveTV is operating at its own

risk. Each day that passes and they continue
to operate, brings new infringements.”

The NFL was planning to monitor
iCrave’s Web site on Sunday to see if it car-
ried any games, including WUTV-TV Buf-
falo’s broadcast of the Bills’ home game
against the New York Giants. WUTV is
owned by Sinclair Broadcast Group, which
as of last Friday had not joined the other
Buffalo broadcast owners’ pursuit of iCrave.

The broadcasters are concerned not only
that iCrave is carrying their signals on the
Net but is altering the signals, as well. “It’s
massacring them,” said LIN’s Schmidt.
While iCrave’s video and audio quality is
fairly clear for the Internet, the picture is
small and jerky, and the data delivery is slow.
In additdon, the site frames the TV screen
with its own adverusing. “We wouldn’t feel
too great if we have exclusive rights to air
Budweiser ads and they’re being framed by
a Miller ad,” Schmidt said. ]

A-Hunting He Will Go

New owner Robert Petersen to veturn ‘Sports Afield’ to its roots

MAGAZINES / By Lisa Granatstein

t’s back to hooks and bullets for Sports
Afield. Having acquired the 112-year-
old dtle from Hearst Magazines last
week, veteran sports-title publisher
Robert Petersen plans to abandon SA4%
recent focus on outdoor adventure and
return the title to its hunting
and fishing traditions. The
deal is to close in early January.

“Sports Afield won awards
for being one of the best
hunting and fishing dtles, and
we want to take it back to that
position,” said Ken Elliott, a
longtime colleague of Peter-
sen who will head the maga-
zine’s operations. “Once we
establish that position, we’ll
see what kind of brand exten-
sions we can come up with,
including Internet, broadcast,
custom publishing and licensing.”

The editorial reposidoning will begin
with Sports Afield’s March issue and be com-
pleted by June, Elliott said. The tte will
also likely move from New York to Los An-
geles, where Petersen is based.

The purchase of Sports Afield by the new-
ly created SA Acquisitions marks Petersen’s
return to publishing. In 1996, Petersen Pub-
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Back in the business: Peter-
sen returns after three years.

lishing’s large stable of dtles (including Hot
Rod, Sport and Hunting) were sold to Willis
Stein & Partners for $465 million.

Since then, Petersen, now 73, has run a
charter-jet service and a real estate invest-
ment firm. With Sports Afield, he will have a
new outlet for his Hem-
ingwayesque hobbies. An avid
sportsman, Petersen used to
display an enormous Kodiak
bear that he bagged on a
hunting trip in the en-
tranceway to his publishing
office in L.A.

A back-to-the-basics push
for SA after its lackluster, year-
long experiment as an Outside
and Men’s Journal wannabe
may be a smart move. “It’s very
hard to totally change the cul-
ture of a magazine,” said Mar-
tin Walker, chairman of analysts Walker
Communications. “Your renewals go
down.. .and advertisers get turned off.”

Paid circulation for Sports Afield was flat,
at 456,378, through June, and newsstand
sales plummeted 31.9 percent, according to
the Audit Bureau of Circulatons. Ad pages
declined 9.6 percent this year, to 502, the
Mediaweek Magazine Monitor reported. W




Reach: .

Primetime: e

Daytime: o

News: )

Sports: .

Kids: .

Late Night: *

More than a Million Reasons why

ABC was #1 in November

#1 in average weekly reach (Viewers 2+).!

#1 in Adults 1849, 25-54, Viewers 2+, Teens and Kids in the November Sweeps.>
#1 in 48% of all primetime half hours season-to-date.*
#1. on four nights of the week (and #2 on the other three)
season-to-date.*
#1 new drama - Once and Again.’
#1 movie - Annie presented by the Wonderful World Of Disney.®
73% of regular programs delivered season-best performances
in the November Sweeps.’

#1 in Young Women for 23 consecutive years (Jan-Dec).t
#1 daytime drama in Young Women - General Hospital.®
The View is up 17% in Women — the highest gain for any network daytime show.*°

Good Morning America up 31% over last year in 4th quarter.**
#1 primetime news magazine season-to-date - 20/20 Wednesday.*

#1 show for Men in primetime and #1 sports franchise - Monday Night Football.**
#1 in College Football (posting advantages over CBS by up to 29%
and NBC by up to 107% in Viewers 2+, Adults 1849 and Men 1849)."

Disney’s One Saturday Morning placed 3 half hours in the Top Ten
in the November Sweeps.*

Politically Incorrect up 22% in Viewers 2+ and 20% in Adults 18-49.%¢

And oh yeah, a little show called Who Wants to be a Millionaire was the most watched
new program of the year, reaching over 161,000,000 people in 18 days!”’

America’s Broadcasting Company

Nielsen Televiston Index Audience Estimate Sources. 1. Client Cume System - 1 spot per quarter hr. for entire broadcast day for each week from 9/20-11/28/99. 2. Primetime all shows 11/4-12/1/99. 3 & 4. Primetime regular shows only among
Adults 18-49 from 9/20-11/28/99 excludes overruns. 5. Adults 18-49 from 9/20-11/28/99. 6. Viewers 2+ from 9/20-12/5/99. 7. Regular show comparison of Adults 18-49 from 11/4-12/1 as compared to 9/20-11/3/99. 8. Women 18-49
Annual Averages, Jan-Dec each year. 9. Women 18-49 from 9/27-11/21/99. 10. Women 18-49 comparison 9/27-11/21/99 vs 9/28-11/22/98. 11. Adutts 25-54 comparison 9/27-11/21/99 vs 9/28-11/22/98. 12. Adults 18-49 from 9/20-11/21/99.
13. Men 18-49 from 9/13-11/21/99. 14, 8/30-11/21/98. 15. Kids 2-11 on Sat, AM from 11/4-12/1/99. 16. Viewers 2+, Adults 18-49 comparison Tues.- Fri. telecast only 10/26-11/21/99 vs 9/27-10/24/39. 17. Persons cume Facility one spot
per minute 11/7-11/24/99. Quaifications available upon reguest.



NETWORK TV

Paxson Communications pres-
ident and CEO Jeft Sagansky will meet
in Los Angeles this week with officials
from the actors’ unions SAG and
AFTRA in an attempt to convince them
to continue to allow actors appearing in
commercials on Pax TV network to be
paid residuals based on cable rates
rather than network rates (Mediaweek,
Nov. 29). Under its agreement regard-
ing cable ads, SAG/AFTRA actors
receive a fee based on a specific period
of time for all commercials that appear
within that window. But for network
TV ads, residuals are paid to actors
appearing in commercials each time a
spot is aired. Such a shift would dra-
matically increase the advertiser cost to
run spots on Pax and could scare away
millions of dollars in revenue. Sagansky
said last week he believes the matter can
be worked out amicably.

News Gorp. president and COO
Peter Chernin last week publicly
expressed his displeasure with the perfor-
mance of the Fox network and vowed
that the company will fix the problems.
“Quite honestly, we’re not happy,” he
told analysts at the annual PaineWebber
conference in New York City. Chernin
said the “Fox brand” had become diluted
and said the network is beginning to look
too much like CBS. He said Fox has aired
too much reality programming and tried
to correct that by introducing too many
new shows for the fall. On top of that, he
said, the network did a poor job of mar-
keting its new schedule. But Chernin
added: “If you are going to have a bad
vear, this was the year to do it,” alluding
to the strong economy that allowed Fox
to take in 14 percent CPM increases dur-
ing the upfront season. Also helping to
soften the blow for Fox was the cancella-
tion of its money-losing NHL telecasts;
increased NFL ratings this season; and a
new agreement with affiliates.

ABGC is in the same ratings position,
season-to-date, as it was last year—third
in households and second in adults 18-
49—despite the phenomenal success of
Who Wants to Be a Millionaire. Through
Dec. 5, ABC’ household rating is down
2 percent, to 8.5/14, while its 18-49 rat-
ing is flat at 5.1/14. —Jobn Consoli

|
|
|
l
|
|
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|

"Toons Ruling Sundays

Fox’s revamped animation block is scoring with men and teens

TV PROGRAMMING / By John Consoli

ox’s decision to move its ani-
mated shows King of the Hill
and Fururama to Sundays sur-
rounding The Simpsons has
transformed Sunday night into
the network’s most successful
night of the week. These male-skewing
shows have worked well following Fox’s
Sunday NFL coverage, serving as a per-
fect lead-in to The X-Files. And, according
to some media ___ _—
buyers, the suc-
cess of The
Sinpsons at
8 p.m. is one of
the reasons why
NBC is moving
the  critically
acclaimed Third
Watch out of that
time slot, to 9
p.m. Monday.
Buyers  say
that CBS’
Touched by an
Angel and the
WB’s Felicity at
8 p.m. both
skew more
female, and that
NBC was hop-

larger male

audience with Third Watch. It didn’t work |

out that way.

“If you want men, these shows deliver
a strong male-targeted audience,” one
buyer said. “The rest of the night’s sched-

ule is more female-skewing.”

The Simpsons is averaging a 7.1/17 in !
the overall 18-49 demo, according to |

Nielsen Media Research, which makes it
the 10th-most-watched show in prime
time in that demo group. Futurama is
close behind, with a 6.0/13, ranking 17th.
And King of the Hill is averaging a 4.7/12,
ranking 39th.

The success comes after Fox moved

| King of the Hill from Sunday to Tuesday

last season, after which it stumbled, losing
almost 50 percent of its viewers. But this
year’s programming decision had the
opposite effect. Moving the show back to

12 Mediaweek December 13, 1999 www.mediaweek.com

Since being moved to Sunday nights, Futurama has
produced a 43 percent increase in 18-49 ratings.

Sundays has resulted in a 15 percent
increase in its 18-49 viewers. Moving
Futurama from last season’s Tuesday-
night slot has resulted in a whopping 43
percent hike in the
18-49 demo rating, from 4.2 to 6.0. And
the venerable Simpsons, which averaged a
6.9 in the demo last season in the same
time slot, is up 3 percent this season.
Each one of the three animated shows
ranks first in
both the 18-49
and 18-34 demos

in their time
periods, and The
Simpsons and
Futurama rank

first among teen
viewers 12-17.
King of the Hill
ranks  second.
And overall for
the week, both
Futurama  and
The  Simpsons
rank first and
second, respec-
tively, among
teens.

Why has this
animated block
performed  so
well? Buyers
believe it’s the result of strong writing and
because the shows have the ability to
reach both adults and teens. “Much of the
content is geared to adults,” said one buy-
er, “but kids watch these shows for the
characters. There are a lot of subtleties in
the writing that go over the kids’ heads
but are picked up by the adults.”

The Simpsons produced a 7.7/18 in the
18-49 demo during the recently complet-
ed November sweeps, just behind Fox’s
female-skewing hit, Ally McBeal, which
recorded an 8.3/19.

And The X-Files, which has proven to
be the perfect lead-out from the anima-
tion block, recorded a 9.2/19 among the
18-49 demo during the sweeps, placing it
fifth among all regular prime-time series,
behind NBC’ Thursday-night block of
ER, Friends, fesse and Frasicr. [ ]

TWENTIETH CENTURY FOX
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“Being new to the industry,
it was . great way fo
become familiar with terms
and facts.”

“Excellent use of my time!
\Cfncise -and clear!”

“Absolutely worth my
money. My brain is full of
new vhderstadiding, new
capabilities, new tontacts
and resources.”

“Very insightful, provided
current updated info on the
trends of new media.”

“The instructors were very
knowledgeable and kept a
great pice throughout the
presentations. I'm taling
away somé) valvable and,
more importantly, doable
factors and knowledge. |
will be attendiig more
ADWEEK Conferences!”

“Well worth my fime.”

HERE'S WHAT PAST ATTENDEES HAD TO SAY. -

(Comments from 1999-Internet™Media Dynamics training seminars) iﬁ

1
bl

“Excellent class, l_llwqg;
good to refresh with t

lutest technologies and ¢
newest techniques.”

]

1
“Well structured: grep%
tontent, good examples.” ﬂ -

+

R

“Finally, 1/ feel ' more
knowlgdgbnble, thank you.”
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Q & A BUFFET LUNCHEON 12:00 NOON - 1:30 PM

Attendees are invited to join in an Interactive live chat with instructors and panelists.

MODERATED AND SPONSORED BY: adsm@rt

THE BUYER’S COURSE

This course covers a step-by-step upprouch 1o infernel
media buying and post-buy analysis, and incdudes o
review of buying fools, ad serving fechnologies and
available research.

Instructors:
SPECIAL GUEST INSTRUCTORS TO BE ANNOUNCED

BUYING WEB ADS: PART |

OBJECTIVE SETTING
«Brand awareness
«(ustomer acquisition
«Customer retention
<Direct response
«Product sales

SITE EVALUATION PROCESS
+Editorial compatibility
<Traffic and other site dota
-Rates and placement
-Audience demographics
<Targeting capabiities

THE MEDIA BUYING PROCESS

«Process for finding appropriate sites
Site traffic analysis

+Using audience research
«Evaluating different ad models
+Sefting up targeting criteria
+Pricing and negofiation

EXECUTING THE BUY

«Who are the Sellers?
<Negotiation factics
«Media buying tools
<Third-party ad serving

BUYING KEYWORDS

-How to evaluate search engines and directories
«Determining availability

«Non-standard opfions

-Negotiation tadtics

BUYING WEB ADS: PART II

POST-BUY EVALUATION

«Managing and implementing the buy
<Testing, evaluating and correcting
-Evaluating success criteria

«Media buys - closed-loop analysis

BEYOND THE BANNER

«How sponsorships work
«Negotiating sponsorships

E-COMMERCE
-Pricing options
+Portal deals

«Affilicte programs
<Tracking RO

NON-MEDIA OPPORTUNITIES
«Promotional programs
«Publicity
«Strategic partnerships

TOOLS OF THE TRADE

«Media planning resources
«Research services

-Ad management and media buying
«Network buys

«Alternative sales channels

THE SELLER’S COURSE

To be successful, reps need to understond how Buyers buy,
media choices and buying influences. They also must be
able 1o offer solutions fo meet the needs of busy buyers
with complicated media objectives. This session with help
reps understand the buying process, from site selection
and audience evaluation to how metrics are used for
evaluation. We'll also cover how the Internet’s unique
attributes impact media buying ond the integration of
Internet advertising into the media planning process.

Instructors:
LESLIE LAREDO
President, The Laredo Group, Inc.

JEFF LEIBOWITZ
CEO, The Laredo Group, Inc.

SELLING WEB ADS: PART |

UNDERSTANDING NET ATTRIBUTES

<Defining new media concepts

<Similarifies and differences between
Internet and tradifionl media

«The changing and fragmenting demographic
profiles of users

<How Infernet usage impads traditional media usage

«Defining Internet reach and frequency

«(hallenges and implications for media buying

THE MEDIA BUYING PROCESS
«Objective setting
«Selecting measurement criferia
-Finding appropriate sites
«Site traffic analysis
«Evaluating audience, reach and composition
«Evaluating ad programs, pricing and negofiation

HELPING BUYERS DO THEIR JOB
-Buyer’s pet peeves
-Building and managing a relationship
«Getting and using strategic account information
«Reaching the decision makers
«Providing support
«Help manage the buy

SELLING WEB ADS: PART Il

COMPETITIVE SELLING
«Knowing your competition
+Selling your audience
-Positioning your site
«Competitive selling activities

SELLING SOLUTIONS
+Solution selling techniques
-Leveraging sife assets
«Packaging concepts

MAKING SENSE OF AVAILABLE RESEARCH

-Research 1ools and services

«The research advantage

«Programs and methodologies
«Site-based research

«Syndicated panels

«How Buyers and Planners use data
«Issues counting computers or people
«Using audit, log file and syndicated data

 WRAP-UP NETWORKING RECEPTION

5:00 — 6:30 PM

A terrific opportunity for Buyers and Sellers to get together, network, share information or just relax.

COURSE CONTENT IS UPDATED FREQUENTLY, SOME ELEMENTS MAY DIFFER SLIGHTLY FROM BROCHURES OR MANUALS. COURSE OUTLINE, TOPICS, INSTRUCTORS, PANELISTS, SCHEDULE OR OTHER DETAILS MAY BE CHANGED WITHOUT PRIOR NOTICE.




HOW T0 MEASURE, RESEARCH & TARGET INTERNET ADS & AUDIENCES
RADISSON MART PLAZA HOTEL, MIAMI, FLORIDA

FRIDAY, JANUARY 21, 2000

The two top barriers fo Infernet adverlisinlg are the difficulty
of tracking return on investment and the fack of reliable and
accurate measurement information.

Internet media buyers are evaluating and placing many
different kinds of ad buys across multiple "websites and
advertising networks. As a result they need to be able to
measure and compare ad units, sites and networks and be able
to_evaluate the results of their buys and determine the
effectiveness of their campaigns. learn the differences
between site-centric and user-centric metrics and how ad
delivery, targeting and research companies are providing
insight and "intelligence on user response and behavior,
Attendees will also Tearn various data analysis techniques and
how to apply this data in ROI equations to create more
effective Internet campaigns.

Cose Studies and Demonstrations of leading research and ad
measurement, delivery and management tools, products and
services, will occur throughout the /Jrogram. The Case Studies
will provide real-world examples of how companies have used
or implemented the knowledge and techniques you'll learn
during the course. The Demonstrations will Iprowde a better
and ‘more meaningful understanding of how currently
available tools and products can help you do your job better.

MEASURING SITE TRAFFIC
olog files  ~Auditing process

DEMONSTRATION OF WORKING WITH AUDIT REPORT

COUNTING USERS

«How Cookies work  <Browser-based counts
«Defining visitors and unique visits

AD TARGETING & PROFILING

«Content and context targeting
«Platform-dependent targeting options
+Profiling users

-Behavioral and inferential methods

AUDIENCE RESEARCH

-Audience research methodologies +Sampling issues
«Syndicated research <Site-bused research

DEMONSTRATION OF AUDIENCE MEASUREMENT TOOLS

«Site and campaign oudits

Q & A BUFFET LUNCHEON

12:00 Noon — I:30(rm
Attendees are invited to join in an Interactive
live chat with instructors and panelists.

MODERATED AND SPONSORED BY: adsm@rt,

instvucior:

LESLIE D. LAREDO,
President, The Laredo Group, Inc.

9:00 AM - 12:00 NOON

PART I: THE TECHNOLOGY
OF MEASUREMENT, RESEARCH
AND TARGETING

What are the issues in Internet measurement and research?
«Industry efforts to establish standards

BASICS OF AD AND CONTENT DELIVERY

«Dissecting the process
«Anatomy of o click and the dick-through

DEFINING MEASUREMENT

What are site-centric and user-centric mefrics?
What is inferred data?

COUNTING AD REQUESTS AND AD DELIVERY
What's counted by Web servers?
What's counted by Ad servers?
«How third party ad services serve ads

DEMONSTRATION OF AD MANAGEMENT SYSTEM

CRITICAL MEASUREMENT FACTORS

Why the numbers differ

«How technology impacts od measurement

«Jmpuct of caching

«Cache busting and cache friendly counting methods
«Impact of Frames on counts

«Spiders, Robots, Agents

1:30 - 4:30 PM

PART Il: MEASUREMENT
& THE MEDIA PROCESS

OVERVIEW

<The process of buying enline

«How measurement data impacts the process
«Defining the correct data to use

«Moving from core data to inferred and derived data

BUYING INTELLIGENTLY

«Data sources & their effects on the numbers
<What numbers matter and what don't
«£stablishing agreed-upon data sources
+"Pre-buy” data and its use in planning

DEMONSTRATION OF MEDIA BUYING TOOLS

LEARNING FROM THE BUY

<Does performance matter?

<Translating client objectives into relevant Web metrics
-Processes%or resolving discrepancies

«Data for learning purposes

«Matching media data with commerce dota

«Planned tests vs. anecdotal observations

EXPLOITING KNOWLEDGE

«Employing learning in media negotiation
<Simple, iterative learning: winnowing down to best choices
-Ap Yying experience fo the next planning process
-Uﬁ?izing “pre-buy” tools

CASE STUDY OF POST-BUY EVALUATION

WRAP-UP NETWORKING RECEPTION

4:30 — 6:00 PM
A terrific opportunity for attendees to get together, network, share
information or just relox.




HOW TO BUY & SELL WEB ADS and

N

HOW TO MEASURE, RESEARCH & TARGET
INTERNET ADS & AUDIENCES

THURSDAY, JANUARY 20 & 21, 2000

RADISSON MART PLAZA HOTEL, MIAMI, FLORIDA

REGISTRATION

Please print or type
Copy form for additional registrants

NAME

TITLE

COMPANY

ADDRESS

cry

STATE IIp
PHONE

FAX

E-MAIL

g MAIL REGISTRATION TO:
ADWEEK CONFERENCES
1515 BROADWAY, 15TH FLOOR
NEW YORK, NY 10036
(PAYMENT MUST BE INCLUDED)

FAX IT TO:
(212) 536-8810 (CREDIT CARD INFO MUST BE INCLUDED)

d:.‘i FOR MORE INFO, CALL:
(888) 536-8536

REGISTER ONLINE AT:
WWW.ADWEEK.COM/ADWEEKCONF/
OR E-MAIL: JMMINIHAN@ADWEEK.COM

FOR RESERVATIONS AT THE SPECIAL TRAINING SEMINAR ROOM RATE,
CALL THE RADISSON MART PLAZA HOTEL AT {305) 261-3800

T0 BOOK YOUR FLIGHT, CONTACT:
E-MAIL: VNUGROUPTRAVEL@VNUMIS.COM
FAX:{212) 536-8880  VOICE: {212) 536-5047

CANCELLATION POLICY: For a refund, less a $100 administration
charge, send written nofice by January 13, 2000. No refunds will
be given after this date, but substitutions will be allowed.

STEP #1: Please select ONE or BOTH
CIDAY 1: HOW TO BUY & SELL WEB ADS (January 20)
Day 1 morning option: must choose ONE
QIFUNDAMENTAL (0 to 6 months experience)
QIPROGRESSIVE (over 6 months experience)
Day 1 afternoon option: must choose ONE
QIBUYER'S TRACK
QISELLER'S TRACK
CIDAY 2: HOW TO MEASURE, RESEARCH & TARGET (January 21)
QIBOTH DAYS

STEP #2: Please select ONE payment plan

| have selected ONE course above
QIEARLY BIRD DISCOUNT (valid until 12/31) = $595
QREGULAR PRICE = $695
CASPECIAL MEMBERSHIP DISCOUNT™ = $550

| have selected BOTH courses above
QIEARLY BIRD DISCOUNT (valid until 12/31) = $1,095
QREGULAR PRICE = $1,295
CISPECIAL MEMBERSHIP DISCOUNT = $1,050

* hvailable to members of the Advertising Federation of Greater Miomi, American Association of
Advertising Agencies, Associotion of Internet Professionals, Asseciation of Online Professionals,
Houston Advertising Federation.

LD ARAN &

association of

STEP #3: Please select ONE payment method
O CHECK (Make checks payable to ADWEEK Conferences)
CHARGE QVISA QOM/C  DAMEX
CARD #

EXPDATE __ SIGNATURE




Kiosks Make Local Stars

Electronic video booths let broadcasters create cheap, popular shows

TV STATIONS / By Megan Larson

rdinary citizens who are ticked off
about traffic lights or distraught over
tobacco suits, or who think the gov-
ernor made a dumb move with tax
reform, now have a public voice, courtesy of
their local broadcaster. Stations across the
country are installing video camera—
equipped booths to let viewers speak their
minds, and are turning that footage into local
TV shows or using it as fodder for newscasts.
“Clearly, there is a focus to create more
local programming so statons can control
their inventory and leverage programming
costs,” said Salomon Smith Barney analyst
Paul Sweeney. “To me, it makes a lot of sense.
It minimizes dependence on networks.”
Adapted
and licensed
from Canadi-
an broadcaster
Citytv’s Speak-
ers Corner, the
interactive TV
kiosks are
being used by
Meredith
Broadcasting
for several of its stations’ newscasts. Mered-
ith most recently built a half-hour show
around the concept for its NBC affiliate in
Nashville, Tenn., WSMV-TV. Speakers Cor-
ner, The Show—with the tagline, “Stand Up,
Speak Out and Be Heard”—launched Nov.
6 on Saturdays at 6:30 p.m. “It’s the video
equivalent of letters to the editor,” said Char-
la Fogle, media director for Nashville agen-
cy Bohan Carden & Cherry. “It’s a good way
for the station to connect with the viewers.”
Though the feedback can touch on

WSMV: Let the people speak.

serious issues, some of it can be downright
comedic. One female “comedian” on
WSMV’s show explained that suing tobac-

co companies over cancer was the equiva-

lent of “me suing McDonald’s for a big |

butt and clogged arteries—it’s not O.K.”

Nashvillians are tuning in. Since its pre-
miere, household share for Speakers Corner,
The Show has increased 55 percent, to 8.6
rating/ 14 share, according to Nielsen Media
Research, beating Wheel of Fortune on ABC
affiliate WKRN-TV and longtime news foe
CBS affiiate WTVEF-TV. “Speakers Corner
is truly a buzzword in Nashville,” said pro-
ducer Martin Olsson. “It’s cheap program-
ming that captivates the audience.”

The only costs are time and manpower,
explained Steve Poitras, director of market-
ing for Cox Broadcasting’s San Francisco
Fox affiliate KTVU-TV. He noted the diffi-
culty in securing good locations for the
booths and collecting of video from all over
the city but said it's worth it.

KTVU launched its version in March as
“Fox Box,” airing during the 7-9 a.m. news
and as filler throughout the day. Poitras, too,
wants to broadcast a half-hour show. He just
hired a producer to put together a pilot.
“We feel it's important because of the local
distinction it gives us,” he said.

Henry Maldonado, vp of programming
at Post-Newsweek’s Detroit NBC affiliate
WDIV-TV, also wants to do a half-hour
show. For now, “Me TV” has been running
since Thanksgiving Day as a § p.m. news
element. “Once it gets into people’s heads
that it can be their own vehicle, it’s going to
really take off,” he said. Five out of six P-N
stations have picked up the concept. [ ]

Papers’ Identity Crisis

Lag bebind other media in spending on brand-building, study shows

NEWSPAPERS / By Tony Case

hile newspapers convince ad-
vertisers to spend record
amounts on the medium, many
industry watchers wonder why
the publishers themselves don’t put more
into their marketing efforts—especially as

l

|

circulation continues to slide and newspa-
pers are desperate to grow market share.
Newspapers are “advertising vehicles
that don’t practice what they preach,” said
Michael Bebe, media analyst for Goldman,
Sachs, New York. “There are a lot of price

www.mediaweek.com December 13, 1999 Mediaweek 13

CABLE TV

MTV lLast week said it will produce two
feature films in early 2000 under the
newly minted Original Movies for Tele-
vision division that will specifically target
young adults 12-24. All of MTV’s made-
for-television movies will focus on three
areas: music performance, stories
inspired by real life and movies that help
define growing up at the end of the 20th
century. The first movie, 2Getber, a spoof
of behind-the-scenes music industry
maneuvering, will premiere in February.
The film will be directed by award-win-
ning video director Nigel Dick. “There
is a noticeable gap when it comes to pro-
viding original television-movie fare for
young adults,” said Brian Graden, execu-
tive vp, programming for MTV. “No one
else is taking a similar approach with TV
movies, and we are confident this is a
void that MTV can fill.” The second
made-for, Jailbait, will be ready by sec-
ond quarter. The movie presents the sto-
ry of an 18-year-old high school football
player accused of statutory rape after
having consensual sex with his 16-year-
old girlfriend, and the ensuing media cir-
cus around the case.

The BOX music video channel last week
announced a deal with HyperTV Net-
works to launch a converged television
and Internet product. Called Box Fusion,
the new service will make information
about The Boxs TV-based music video
schedule simultancously available on the
Internet in real time and will be tailored
to local markets. While a video is playing,
viewers can check on the Net to get more
information about the artist whose video
is playing on the network. “This is the
next layer, to have a continuous real-time
Internet experience synchronized with
our markets,” said Alan McGlade, The
Box president and CEO. The service is
scheduled to launch Dec. 31 and will be
rolled out throughout next year.

USA Networks last week signed a
seven-movie broadcast-window deal with
MGM. The multiyear deal will bring
USA the Leonardo DiCaprio vehicle Tke
Man in the Iron Mask in 2000 and At First
Sight, starring Mira Sorvino and Val
Kilmer, in 2001. The deal also incorpo-
rates runs for all of the theatricals on
USA Broadcasting stations. —fim Cooper
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AGAIN

P/ THE #1 CABLE NETWORK FOR 12:24 YEAR OLDS.

8 CDNSECUTIVE IIJARTERS OF GROM" AGA'NST HOUSEH“.DS Source: NHi, 12/30/96-11/28/99, total day MS 6A-6A. Quirtes s year ago growth.

1999 V D% MUSB AWARDS #1 EVENT 1l CABRE HISTORY WITH OVER 19 MILLION VIEWERS Sour.e: MHi, HH pnia-i 01. P2+projection

9/9/99, 811 13pm. Pemiere telecast only {H -s 38 busic and pay cable programs in history, excluding news and sports.

1999 VOVEE AWARDS HIGHEST FATEC ZVER sou-ce: NHI, KH Premiere telecast onty 9-11pm.

TOTAL FE(}UEST lI/E #1 BASIC CABLE SHOW FOR 12-34 IN IT'S TIME PERIOD source: NHI, 9/14/98-11/28/99. MF 3-53, <. fications available

upon request

SPANKIN' NEW MUSIC WEEK KICK STARTS RECORD BREAKING SALES FOR MARIAH CAREY AND RAGE AGAINST THE MACHINE

REAL WOR.D VII§ HIGHEST RATEL SEASDN EVER WITH FINALE #1 IN ITS TIME PERIOD source: nrs, 82192 7/20/95, HH £ $12:34 ratings
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MTV.COM [S THE #1 MUSIC CONTENT SITE AMCNG 12-24 YEAR OLDS source: Media Metrix, September 199€ HomeMork comblaedt 3anal.
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TV PRODUCTION

As iSSUes of racial diversity on televi-
sion continue to take center stage in Hol-
lywood, most of the attention remains
focused on African American storylines,
characters and off-screen talent. But look-
ing toward next season’s pilots, that focus
is expanding to include other minorities.
Earlier this month, CBS held a casting
call for a 12-year-old Latino boy who will
be featured in an upcoming hourlong
pilot called The Bear. Created by Sopranos
co-executive producer Frank Renzulli, the
pilot is 2 multi-ethnic drama that centers
on a beat cop and his environment in an
inner-city neighborhood, according to a
CBS representative. At the same time,
however, the networks aren’t abandon-
ing—just yet—programming that revolves
around predominantly white casts. Case
in point: Production began last week on
the NBC telefilm Growig Up Brady. Co-
presented by NBC and Paramount Net-
work Television, the made-for is based on
Brady Bunch original cast member Barry
Williams, who played Greg, and Chris
Kreski’s book Growing Up Brady...I Was a
Teenage Greg. Tt will detail some of the
behind-the-scenes shenanigans on the set
of the series, which ran on ABC from
1969-75. Williams will serve as a co-exec
producer on the movie.

Jumping from the suburbs of the San
Fernando Valley to the streets of Philadel-
phia, production also began this month on
a Showtime original film, tentatively titled
The Goon Squad. Scheduled to premiere
on the cable network in the second half of
2000, the film is based on the true story of
Jonathan Neumann, a Pulitzer Prize-win-
ning newspaper reporter who exposed
corruption in the Philadelphia police
department in the late 1970s. Starring
Rob Morrow, Paul Sorvino and Randy
Quaid, the film is written by Daniel Helf-
gott and directed by Roger Young (Ruby
Ridge: An American Tragedy).

The Sci-Fi Channel wrapped pro-
duction last month on its two-hour pilot
for first-quarter 2000, Invisible Man,
which is based on the classic thriller.
Sources close to the network said that
program execs like the pilot so much,
scripts are already being written for series
production, which may begin filming as
early as March. —Alan James Frutkin

promotions, but marketng budgets are
skewed away from advertising. I would like
to see more advertising because it has
greater value.”

Total daily newspaper ad expenditures in
the first half of this year jumped 5.1 percent,
to $21.6 billion, compared to a year earlier,
according to the Newspaper Association of
America. Much of that gain can be attribut-
ed to the phenomenal
growth of national adver-
asing. The big automak-
ers, telecommunications
companies and packaged-
goods producers like
Procter & Gamble—
attracted by newspapers’
market penetration and
demographics—have
started using the medium
to a greater degree.

Meanwhile, Minne-
apolis-based MORI
Research Inc. has estimat-
ed that publicly traded
newspaper  publishers
spend less than two-tenths of 1 percent of
their revenue on their own brand-build-
ing—compared to the broadcasters, who
spend more than 5 percent, and consumer
goods companies, which sometimes invest
15 percent of revenues. “There’s a nervous-
ness [among newspapers|—what if I spend
all this money on my branding effort and it
doesn’t produce any results?” said MORI
executive vp Ron Mulder.

“Unlike packaged goods, newspapers
have not traditionally had a marketing phi-
losophy at the core of their business plans,”
said John Kimball, senior vp/chief market-
ing officer of the trade group the News-
paper Association of America. “I think it%s

something that, quite candidly, just now is |

becoming a topic individual newspaper
companies are focusing on.”

“I think the notion of newspapers being
brands and needing to be managed like a
brand is a relatively recent discovery,” said
Kevin McCann, marketing manager for The
Chicago Tribune. “They used to be the only
game in town, and it used to be what was in
the newspaper was the brand. But we have
to give people the context to view what’ in
the paper. If we don’t actvely manage our
perception, readers will make up one for
us.”

McCann said his paper “is not a new-
comer to advertising spending,” noting the
paper uses other print media as well as out-
door and the Internet to promote the Tii-
bune brand.

16 Mediaweek December 13, 1999 www.mediaweek.com

NAA’s Kimball: Priorities are shifting.

Times Mirror CEO Mark Willes in a
recent interview said the company’s Los An-
geles Times, which spends a relatively high 1
percent to 2 percent of revenues on market-
ing, ought to be investing 10 times that
amount. Despite such efforts as a
$1 million billboard campaign, the Tinzes has
seen only slight circulation gains of late.

Linda Sease, vp/marketing for Scripps
Howard’s Rocky Mountain
News in Denver, said her
paper spends “far better”
on marketing than even

the L.A. Times. The
News overtook its bitter
rival, MediaNews

Group’s long-dominant
Denver Post, in weekday
circulation during the
most recent circulation-
reporting period, its
reach exploding by near-
ly 20 percent. (The Post
remains on top on Sun-
day.) Sease said a multi-
media ad campaign en-
compassing spot radio, TV and local
business publications was “very much a
factor” in that growth.

“There’s a reason why you go to Third
World countries and see two logos: Coke
and Nike,” Sease said. “In some newspaper
environments, there’s a sense of entitlemnent.
It’s like the public utilidies—when you're the
only game in town...it’s pretty easy to be
arrogant and rest on your laurels.”

To many publishers, the notion of mar-
keting means little more than strictly circu-
lation promotion. But analysts see slashing
the price of newsstand copies and subscrip-
tons as short-sighted. Discounting “be-
comes kind of a revolving door,” explained
John Morton of Morton Research, Silver
Spring, Md. “Customers take the discount-
ed subscripdon and when the subscription
lapses, they’ll wait dll the next [discount]
rolls around.”

Earl Wilkinson, executive director of the
Dallas-based International Newspaper Mar-
keting Association, tells the story of “a lead-
ing U.S. newspaper” whose publisher boast-
ed of spending more on discounting than
advertising. “I appreciate what marketing
might bring, but marketing is the great
unknown,” the exec told Wilkinson.

“Alot of the talk about brand-building is
actually about [discounting]—and over time,
that is not good,” said Goldman, Sachs’
Bebe. Newspapers, he stressed, ought to be
“reinvesting in building their own
brands...not giving the paper away.” B




CLEARLY,
eBUSINESS IS GOOD.

E-COMMERCE PC MAGAZINE
BUSINESS-TO-BUSINESS READER
SALES” MEDIAN INCOME*
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WHO'S BEHIND today's most successful e-businesses? The PC Magazine reader
is certainly playing a key role. Our readers have always worked inside America’s
fastest moving companies, and today, they're busier than ever — serving as the
resident experts responsible for buying the tech products and services that get their
companies online, and keep them online. And as their stars continue to rise, so do
their salaries. Which means now they have more money than ever to spend, both
online and offline. Whether you're selling technology or lifestyle, follow the money.
For more information, call 1-800-336-2423 or email pcmag@zd.com.

*Source: Forrester Research
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PaineWehber’s Parade of Media

The major players discuss strategy and divection at annual conference

| THE INDUSTRY

aineWebber’s annual Media

Conference in early December

plays host to a veritable Who'’s

Who of major media compa-

nies. At this year’s presentations,

held in New York City from
Dec. 6-10, media giants from AT&T to Via-
com outlined their long-term strategies and
announced new corporate initiatves. While
Barry Diller captivated analysts and the
press with his wish list of acquisitions, other
executives set forth more concrete plans for
future growth. Here is a selection of some
of the more newsworthy presentations.

Paxson Communications

The company’s network, Pax TV, is wasting
no time in taking advantage of the benefits
of combining certain of its operations with
new partner and minor-
ity owner NBC. John
Eck, president of broad-
cast and network opera-
tions at NBC, has added
chief of operations for
Pax TV to his duties. In
the coming months,
Eck will oversee the
move of Pax’s master
control for its stations in
Providence and Wash-
ington, D.C,, into the
NBC outlets in those
markets. According to
Jeff Sagansky, CEO of Paxson Communica-
tions, the move will save the company about
$50 million in overhead, as Pax will now
need only two employees—a business man-
ager and a traffic manager at the NBC
broadcast facilities in those markets.

Pax is also discussing with NBC the cre-
ation of joint sales agreements in several
markets, with local selling handled by
NBC for both stations. Sagansky said the
sale of joint NBC-Pax ad packages locally
will help raise the Pax stations’ CPMs,
which are now only a third to a half of what
other network-owned stations charge.

Sagansky also hopes to work out an
agreement to let Pax stations, which do not
now have their own local news operations,
rebroadcast newscasts of the NBC stations

Sagansky has a
long list of tasks.

in their markets. Sagansky said revenue from |

} local news can amount to as much as 35 per-

cent of a station’s revenue. —7obn Consoli

Sinclair Broadcast Group

‘Taking a line from chairman David Smith, |

Sinclair Broadcast Group CFO Pat Tala-
mantes said the company won’t sell any sta-
tions unt] current market value correlates
with the value of digital spectrum each out-
let possesses. Despite record-breaking
deals recently, stations are not yet selling at
a price high enough for Smith to cash out.
“It’s premature to sell at a valuation that
does not take into account the value of dig-
ital,” Talamantes said.

Sinclair will hold off upgrading its
smaller-market stations to digital until it
knows it will get a return on its investment.
“We are looking at $1 billion in asset sales
this year—we can more than afford the
transition,” Talamantes said, but Sinclair
would rather wait undl the government
adopts the COFDM broadcast standard,
which would raise digital TV’ value. In
compliance with government mandates,
large market stations such as WBFF-TV in
Baltimore will launch digital early next year.

Fourth-quarter revenue projections are
down, but CEO Barry Drake said plans are
in motion to garner more local dollars over
the next seven years. A massive training
program is under way at every outlet to
educate sales teams on selling local inven-

tory. One hundred sales execs will be hired |

within a year. —Megan Larson

Hispanic Broadcasting Group

While business is good among its musical-
ly formatted FMs, HBC is investing in the
development of a News/Talk format for its
AM stations, most of which used to play
music, according to McHenry Tichenor
Jr., president/CEQ. “At first, we lost some
listeners and revenue, but we see it as an
opportunity,” said Tichenor. The group is
also looking to close the gap between rat-
ings and revenue, a problem facing all
minority-targeted media. In Los Angeles,
where HBC has the top two radio stations,
Hispanic radio stations capture 24 percent
of all listening but only 17 percent of the
revenue, a $50 million gap, noted Tichenor.
One of the ways HBC plugs the hole is
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through events, which make up 5 to 8 per-
cent of revenue.

Listening to Spanish radio is up 83 per-
cent, reported Tichenor. “Compared to 10
years ago, Hispanic music today is cool and
hip.” Hispanic radio’s listeners are also
about eight years younger than the gener-
al market population, he said. “They’re like
the baby boomers coming out of World
War I1.” —KB

Clear Channel Communications
On the eve of its $23.5 billion acquisition
of AMFM, Clear Channel offered analysts
a peek at what “great consolidation eco-
nomics” might mean when it comes to
operating some 830 radio stations.

The San Antonio-based group plans to
leverage its vast array of stations to make
it easier for national advertisers to buy
radio. By midyear, Clear Channel plans to
have in place the same traffic and invento-
ry management systemn at each station,
allowing the group to integrate avails,
scheduling and pricing. With one call,
advertisers can buy hundreds of stations by
region, radio format or demographic tar-
get. “Technologically, we want to revolu-
tionize the way radio is bought,” said Ran-
dall Mays, executive vp/CFO, Clear
Channel. “Eventually, we could add in TV
and outdoor.” —Katy Bachman

Advertising Predictions

Double-digit ad-spending increases are
expected from automakers, drug firms,
restaurants, airlines, resorts, and insurance,
computer and telecommunicatons compa-
nies on both broadcast and cable TV net-
works, according to Robert Coen, senior vp
and director of forecasting at McCann

Erickson. That growth will make up for soft- |

er categories and should result in an overall
7.2 percent increase in national advertising
in 1999, to $127.5 billion. Coen said nation-
al advertising will grow atan even higher 9.1
percent next year to reach $139.1 billion.
Coen is also projecting a solid year in spot
TV, largely due to the presidential elections
and the Olympics. Coen said he expects spot
TV will grow only 2.5 percent this year, to
$10.9 billion, but for 2000 he projects an
8 percent hike, to $11.8 billion.—7C W
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But don‘t just take our word
for it...

Recently, Media Metrix, an audience ratings and e-commerce measurement
service, rated VarsityBooks.com as the most visited college-oriented’
web site, with unique visitors totaling over 646,000 in August and 454,000 in

September. And within the shopping category, they found that VarsityBooks.com
had the highest concentration of 18-24 year old users in August

and September.

And the numbers will get even better. Student Monitor discovered that 5% of
the nation’s college students bought at least one book online last spring, and a
whopping 25% were expected to order online this fall.

So visit our site, send an e-mail to arush@varsitybooks.com, or call Amy Rush at
202.454.3837 for more information.

@ VarsityBooks o

*College oriented web site category defined by VarsityBooks.com



LETTERS

Rating the Ratings Services
Your Nov. 29 article regarding diary
response rates was most interesting
and most welcome. It’s time the market-
place became more aware of the
response-rate problems that face us. But
I dare say the “blame” is only partially
the consumer no longer wanting to
cooperate. The problem lies more so
with the rating services and their unwill-
ingness to focus more on this issue.
Take a gander at the chart below:

x Response Rate
Arbitron Diary Service 36%
Nielsen Diary Service __29%
Nielsen TF Meter Service 21%
32%

| Nielsen AP Meter Service

The Nielsen Telephone Frame (TF)
Meter Market Service, with its “passive”
electronic meter, is by far the lowest
performer. This service, provided by
Nielsen in some 35 major markets, is the
severest problem in audience measure-
ment today.

And initiatives by the rating services
are woefully lacking.

Here’s a suggestion: How about pub-
lishing, at the end of each sweeps period
for radio and TV, response-rate perfor-
mance by the rating services? Recog-
nition of a problem is always Step 1. You
can help make that happen.

Richard Weinstein,
Executive Director

Media Rating Council Inc.
New York

Diversity at UPN

ne of the articles in your “Race &

The Media” issue (Nov. 15),
“Good Posture,” mentions that “though
both of the smaller networks, UPN and
the WB, each state they are committed
to diversity, there is nonetheless a
dearth of minority executives at the top
levels of management.”

As relates to UPN, this assertion is

untrue. In fact, our vice presidents of

comedy and drama development—criti-
cal positions in the network’s program-
ming department—are held by individu-
als of African American and Puerto
Rican descent, respectvely. Both are
women, and both report directly to the
head of entertainment at UPN. Both
individuals were also hired because,
most importantly, they were eminently

qualified for the job.
Paul McGuire
Senior VP, Media Relations
UPN |
Los Angeles |

‘Post’ Grows in Gwinnett

I am writing in regards to a recent arti-
cle where you examined the Atlanta
market (“Market Profile,” Sept. 27) and
compared newspapers, television stations
and radio coverage. I was disappointed to
see that the Guinnett Daily Post, Geor-
gia’s fifth-largest newspaper and the
fastest-growing newspaper in the U.S,,
was not mentoned. |

While I realize you were using ABC
audited figures to talk about newspapers,
the Guwinnett Daily Post has had a major
impact on the fastest-growing county in |
the Atlanta metro market. In just three
short years, the Gwinnett Daily Post has
taken an innovative alliance with Cable-
vision and Benchmark Communications
to propel paid circulation to 62,000. Just
three years ago, this newspaper was a
13,000 [circ] triweekly, and it now boasts
more than 150 major advertisers, includ-
ing all deparunent stores, automotive,
grocery, banks and other major cate-
gories of business.

Leo Pieri

Publisher

Gwinnett Daily Post
Lawrenceville, Ga.

Mediaweek welcomes letters to the editor. Address
all correspondence to Editor, Mediaweek, 1515
Broadway, New York, NY 10036 or fax to 212-
536-6594 or e-mail to bgloede@mediaweek.com.
All letters are subject to editing.

EDITOR’S NOTE

It’s that time of year again. Mediaweek will not publish on Dec. 20 and Dec. 27. Regular
weekly publication will resume with the Jan. 3, 2000, issue. The editorial staff of Media-
week would like to wish our readers the very happiest of holidays. We also would like to thank
our readers and advertisers for a record year in 1999. For 2000, here are a few of our New
Year’s resolutions: 1) Gain weight (ad pages); 2) Continue to improve our coverage and the
quality of our writing; 3) Continue to increase circulation; 4) Continue to enrich the content
of Mediaweek Online; 5) Watch every episode of The Sopranos; 6) Win a million from Regis.
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The Weather Channel is the most valued media brand.

(The Weather Channel ranks #1\
The Myers Report
1999 Myers Media Brand Tracker
1st - Value.
1st - Relevance.
1st - Effectively communicates.
1st - Fulfills expectation.
2nd . Leader in the field.
2nd . Different from others.
2nd . Qverall brand strength.

Source: Mvers Mediaenomics

People rank The Weather Channel first in more key brand-tracking categories than
any other network. They say we’re the most relevant and the most valuable.
And year after year, people rank us as a top network in study after study.
Proof we’re more than the most trusted name in weather,
we’re the most valued brand in media.

THE
WEATHER
CHANNEL

To learn more about todav’s leading media
brand, call vour TWC Sales Representative.

To advertise regionally in southern California,

- NK ar 310.177-399
ApLiNk call ADLINK at 310-477-3994, Weather.com
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Gitadel Adds to Its
Mid-Market Cluster

2 Midsized radio broadcasters

Q aren’t waiting for Clear Chan-

nel Communications to de-
cide how it’s going to divest more than 100
stations. Groups such as Citadel Commu-
nications, Cumulus Media and Radio One
are finding plenty of opportunity to consol-
idate among the more than 10,000 other
commercial stations.

to divest a number of stations in Saginaw-
Bay City-Midland. In addition to the two
stations (WHINN-FM and WTCF-FM)
itis acquiring from Liggett, Citadel owns
a six-station cluster that garners 47.6 per-
cent of the radio market revenue, adding
up to more than 70 percent of the radio
market revenue, according to Duncan’s

American Radio.

Last week, Citadel
Communications, owner
of 123 stations in 37 mar-
kets, announced $145 mil-
lion in acquisitions in
keeping with its strategy
to operate radio stadons in

Market (Rank)

Flint, Mich. (119)

Waorcester, Mass, (110)
Lansing, Mich. (115)

Saginaw, Mich. (125)

CITADEL BUILDS UP WITH TWO DEALS

Tofal No. of  Total Share '98 Revenue (Mil.)/
Stations Owned Listeners 12+  Percent of Mkt.
2FM 9.9% §4.2 M/32.3%
2 AM, 4 FM 41.6%" $14.6 M/77.1%
1FM 7.7% $1 M/6.8%

midsized markets and
extend its reach into other

i i 1AM, 7 FM 90.7%" $12 2 M70.7%
Soumes Gitadel; Arbitron Spring 1999 and *Summer 1999; Duncan's Arnencan Rddm

areas of the country. For $120 5 million,
Citadel will purchase Liggett Broadcasting’s
nine radio stations in three Michigan mar-
kets. It is also buying two stations in Wor-
cester, Mass., for $24.5 million from Mon-
tachusett Broadcasting.

Citadel’s two deals came just a week after
Cumulus announced its biggest purchase to
date in acquiring Connoisseur Communi-
catons for $242 million.

“Clearly, the radio equity market is
telling the players to bulk up and add assets,”
observed Bishop Cheen, media analyst, First
Union Securities. “[Groups such as Citadel
and Cumulus] are also saying their future
isn’t dependent on Clear Channel.”

As part of the deal with Citadel, Robert
Liggett Jr., chairman/CEO of Liggett, will
join Citadel’s board of directors. The
Liggett acquisition gives Citadel a leading
six-staton cluster (Classic Rock WMMOQ-
FM, News/Talk WJIM-AM, Oldies
WJIM-FM, Adult Contemporary WFMK-
FM, Country WITL-FM and Sports
WVFN-AM) in Lansing and a strong
Country station, WFBE-FM in Flint.

The only catch is that to satisfy the
Department of Justice, Citadel will have

With the purchase of Adult Contempo-
rary WXLO-FM and Classic Rock WORC-
FM in Worcester from Montachusett
Broadcasting, Citadel continues to expand its
reach in the Northeast. Citadel CEO Larry
Wilson called the two stations “an excellent
complement” to the stations Citadel is
adding through a $190 million deal it
announced in late October for 36 stations in
the region from Broadcasting Partners.

Las Vegas-based Citadel has been
aggressively acquiring stations all year, hav-
ing announced some $343 million worth of
deals this year, including these buys. Citadel
is the eighth-largest radio group, with an
estimated $175.9 million in revenue,
according to BIA. —Katy Bachman

RADIO
Classic Hits Picks Up
On Jammin’ Oldies

L
S ing, bold. You don’t think this is
N too much hype, do you?” That

was the liner that aired Nov. 4 on AMFM-

“New, exciting, groundbreak-
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owned WYXR-FM “Star” in Philadelphia
to introduce its new format, “Rockin’ Hits
of the ’80s, 90s and *70s.” And while it may
not be as groundbreaking as advertised,
AMFM is aggressively rolling out Classic
Hits stations in other markets, giving the
emerging format a brand name.

“Star was getting boring, and the rat-
ings were dropping. They weren’t consid-
ered a real player for adult buys,” said Lyn
Strickler, executive vp for Philadelphia-
based Harmelin Media, who buys for the
Philadelpbia Inquirer and Fox owned-and-
operated station WTXF-TV. As a Hot
Adult Contemporary station for 10 years,
Star was languishing at the bottom of
AMFM? five-FM cluster with a 2.5 rating,
down from a 3.1 a year ago.

“The shine wore off the Star,” admitted
Sil Scaglione, vp and gm for WYXR-FM
and WIOQ-FM. “We could see it might be
time to find a better way to reach 25-
49-year-old women. The new format fits
into the cluster because it’s female-based, as
are all of our stadons [in the market].”

Called “the new Alice 104.5,” with new
call letters to come, the Philly station is the
third station AMFM has flipped to Classic
Hits since August, when it dropped Rock
and Howard Stern on WRQC-FM in
Minneapolis and changed the calls to
WLOL-FM. A month later in Detroit,
AMFM scratched Country on WWWW-
FM, which had slipped from a 3.5 to a 3.2.

Although programming the same for-
mat, Alice and the Detroit station are more
’80s-centered, while the Minneapolis sta-
tion is more *70s-based. All three have a
similar lineup of core artists that includes
The Cars, Aerosmith, John Mellencamp,
Foreigner, Bruce Springsteen and The
Rolling Stones. Less Rock than Classic
Rock statons and more Pop and Hit, Clas-
sic Hits includes Rock music, but only the
songs that top the charts.

Like Jammin’ Oldies, Classic Hits is an
Oldies hybrid broadly targeting adults 25-
49, with a core audience range of 35-44 that
skews 60/40 to women. “As the population
bulge moves 35-44, compared with 25-34
10 years ago, you'll see more 35-44—driven
formats,” said Steve Rivers, AMFMY chief
programming officer.

Classic Hits isn’t completely new. For
most of the decade, programmers have
been tinkering with *70s Oldies formats that
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Classic Hits features *80s staples like Foreigner.

haven’t quite taken off. “The early formats
all tested to men, not women,” explained
Robert Unmacht, publisher of M Street
directory, which tracks stadon formats.
Rivers said the AMFM Classic Hits version
is based on programming pioneered by
Ackerley-owned KJR-FM in Seattle.

In Minneapolis, Classic Hits has taken
off like a rocket. Even though it launched
midway through the survey period, the rat-
ings jumped to 4.4 from 2.5. “We’re billing
more now than we were a year ago,”
crowed Marc Kalman, vp/gm, WLOL. “It’s
a format that the buying and advertising
community can relate to, crossing a lot of
traditional categories,” added Shelly Molica
Wilkes, general sales manager. “We've sall
got our large beer accounts on the air.”

Advertisers agree. “Since it converted
from Active Rock and Howard Stern, its
much more advertiser friendly,” said Kelly
Campbell, broadcast manager for Min-
neapolis-based Campbell Mithun Esty, who
has bought the statdon for US West and
Great Clips, a hair salon.

“They’ve found a niche, and a lot of
people switched,” said Kathy Badger, pres-
ident of ad agency Time and Space, who
added she is looking at the station for an
annual buy next year. “We didn’t even con-
sider the stadon last year,” she said. —KB

NEW YORK S

WCBS Shifts Short to
Make Room for News

—+* » WOCBS-TV’s announcement
< last week to launch a 4 p.m.
v newscast in January makes it
the only local station carrying news at that
hour. To make room, King World Pro-
ductions’ faltering The Martin Short Show

ARCHIVE PHOTOS

is being moved. The new 4 p.m. show will |

debut in January, co-anchored by Dana | a deal to acquire Allbritton Communica- |

"Tyler, who currently co-anchors the 5 and
11 p.m. newscasts, and Amanda Grove,
who most recently served as a financial
reporter on CNBC.

Media buyers’ opinions are split over
the wisdom of the move. “Putting on news
is symptomatic of the fact that CBS doesn’t
have a syndicated show that can compete
against fudge fudy or Oprab. What are they
going to do? Go black?” said one media
buyer for a New York agency. “It is not a
choice I would make.”

“It’s pretty clear that we need to get
better at 4 p.m.,” admitted Tony Petitd,
recently appointed WCBS president and
general manager. But he is confident the
move is right for the market. “We can
make it work. We can set ourselves apart
[from the competiton] by being first with
news at4 p.m.,” he added.

He has some support in the market-
place. “News is always good on an upscale
buy, whether it’s getting a 1 rating or an 8,
which is not the same for [syndication],”
said Barbara Schnable, broadcast supervi-
sor for Media First International in New
York. And with a contentious political sea-
son expected next year in New York, those
“upscale” dollars could pour in.

Certainly The Martin Short Show was
not doing the trick for WCBS. Oprah
(which runs on ABC O&0O WABC-TV)
and Fudge fudy (which ran on WCBS undl
this year, when it moved to WNBC-TV)
together slayed Short, which premiered this
fall on WCBS. Through the November
sweeps, Short scored a 1.2 rating/3 share
against Oprab’s 5.6/14 and Fudge Fudy's
7.6/19, according to Nielsen Media Re-
search. As a result, WCBS’ 5 p.m. news
dropped 30 percent in share, to a 3.3/7. In

| January, Short moves to 1:30 a.m.

Despite two female anchors, WCBS is
not emulating Los Angeles sister station
KCBS’ Women 2 Women, which launched
this fall. Rather, the program will focus on
breaking news, with a few lighter stories
than WCBS might air later in the evening
and “newsmaker” interviews mixed in.
“We want to take news seriously and be
consistent,” Petitti said. —Megan Larson

JACKSONVILLE, FLA. TV STATIONS

WTLV Shares News

== 4 Gannett Broadcasting’s NBC
@ > affiliate WTLV-TV in Jack-

* sonville, Fla., is taking consol-

idation one step further. After announcing
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dons’ struggling ABC outlet WJXX-TV in
the 52nd-largest television market, WTLV
said that early next year it will cut its news
producdon costs in half by replacing |
WJXX’s broadcast with a simulcast of a
revamped WTLV newscast.

“We will co-brand the news for both sta-
tions,” said Ken Tonning, general manager
of WTLYV, confident that a hybrid of the
two newscasts will help each station, espe-
cially the sixth-ranked ABC affiliate.
“WJXX had a very aggressive product, but |
the anchors and the reporters did not have
a strong identity in the community—we
can bring that” to the union. WJXX was
built from the ground up two years ago and, |
though it has grown in ratings, the outlet |
has had difficulty finding a large audience.

Some WJXX talent will be incorporat-
ed into WTLV’s new newscast. In addition,
the two stations will put together sales, traf-
fic and back-office administrative in the
same building. The launch date for the new
product is expected to be around March 1,
when the Federal Communications Com-
mission will likely approve the acquisition.

Aware that not everyone would be mov-
ing over to WTLYV, six WJXX news per-
sonalities have left the station in search of
new jobs. WJXX vp/gm Lewis Robertson
did not return calls seeking comment.

Some buyers fear that the move will
reduce commercial inventory in the mar-
ket, but Tonning promised that avails will |
not be cut. Each station will retain the
same schedule of news it had before,
including WJXX’s 7 p.m. newscast—the |
only one in the market at that hour. —ML |

NEW YORK NEWSPAPERS

Pt Editor Switches

New York Post editorial page
editor John Podhoretz has left
that position to write a twice-
weekly column for the paper and a book
about the 2000 political campaigns. Pod- |
horetz continues his gigs as a commenta-
tor for Fox News Channel and contribu-
tor to the Weekly Standard magazine.
Podhoretz told The New York Times he
was “burned out” and wanted to concen-
trate on writing. “He’s stll with the pa-
per. He’s just taken some different assign-
ments,” said Pat Smith of Howard Ru- |
benstein & Associates, which handles
public relations for the Post. Smith added
that a replacement for Podhoretz has not
been named. —Tony Case m |
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ABC-7 CHICAGO’S #1 STATION
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ABC-7 News 6:00am 6/21 #1
Good Morning America 5/16 #1
The Oprah Winfrey Show 8/26 #1
The View | 6/19 #1
ABC-7 News 11:30am #1
ABC Network Daytime (12n-3p) #1
Inside Edition "= #1
Jeopardy | 1 #1

ABC-7 News 4:00pm G #1
ABC-7 News 5:00pm #1
“ABC World News Tonight #1
ABC-7 News 6:00pm #1
Wheel of Fortune #1

#1

#1
#1
#1
#1
#1

© 1999 WLS-TV, Inc.



Market Profile

BY JAMES DUNAWAY

Boston

Boston has always been a lively city, with its historical gravitas

leavened by bumptious local politics and the effervescent pres-

ence of some 250,000 students attending more than 60 area

colleges and universities. And the home of |
the bean and the cod is enjoying a run of
prosperity. With the two largest mutual
fund companies in the world—Fidelity and
Putnam—as well as many other investment,
banking and insurance firms, Boston has
more money under management than any
city outside New York. Boston is also a lead- |
ing healthcare and medical research center,
and its thriving technology businesses in-
clude such companies as EMC, Lucent,
Lycos and Genzyme. The local economy is
booming, with unemployment at only 2.9
percent as of September.

Boston’s advertising marketplace has
seen a major boost this fall from dot.com
spending and early politcal buys for the
New Hampshire presidental primary in
February. “Prices are being driven up, espe-
cially in broadcast,” says media director
Anita Spirigulis of Trinity Communica-
tions. 'lo guard against additional bumps in
2000, “a lot of advertisers are buying in bulk
for the whole year,” says broadcast supervi-
sor Stacy Troiano of Hill, Holliday, Con-
nors, Cosmopulos. “We just placed Dun-
kin’ Donuts broadcast for next year, and the
client saved a boatload.”

Sunbeam Television’s NBC affiliate
WHDH-TV, a strong player in local
news, made some news itself recently by
shifting morning-news anchor Randy
Price to its 5, 6 and 11 p.m. newscasts.
Christopher May also left the WHDH
morning news to become weckend news
anchor. Replacing Price and May from §
to 7 a.m. weekdays and for the hour-long

noon news are coanchors Kristv Kim and
Jonathan Hall. In non-news weekday pro-

l

gramming on WHDH, NBC’ new Later

Today has replaced Leeza from 10-11 am.
and Exmra moved in for the cancelled Hurd
Copy at 430 p.m. In January, Ainsley
Harriot’s syndicated talk/cooking show
will replace NBC’s cancelled Sunset Beach
atl1l a.m. weekdays.

Boston’s other TV news power, Hearst-
Argyle ABC affiliate WCVB-TV, is com-
ing off a strong November sweeps fueled
by Who Wants to Be a Millionaire in prime
tume. “Millionaire was a windfall for us,

Newspapers: The ABCs

Daily
Circulation

Essex County: 261,900 Households
Boston Globe 50,973
Boston Herald 28,688
Gloucester Daily Times 11,636
Lawrence Eagle-Tribune 39,457
Lynn Daily Evening Item 19,401
Newburyport Daily News 12,893
Salem Evening News 35,828

Middiesex County: 532,300 Households

Boston Globe 165,025
Baston Herald 72,325
Metrowest Daily News 37,029
Lowell Sun 49,686

Norfolk County: 241,700 Households

Attleboro Sun Chronicle 4,012
Boston Globe 76,401
Boston Herald 37,966
Brocktan Enterprise 4,126
Metrowest Daily News 10,306
Milford Daily News 4,448
Quincy Patriot Ledger 44,204
Plymouth County: 160,200 Househoids
Boston Globe 25,667
Boston Herald 16,772
Brackton Enterprise 36,231
New Bedford Standard-Times 6,235
Quincy Patriot Ledger 31,050
Suffolk County: 253,900 Househelds

Bostaon Globe 68,559
Boston Herald 72,072

Source: Audit Bureau of Circulations
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Sunday Daily Market  Sunday Market

Circulation Penetration Penetration
86,613 19.5% 33.1%
23,193 11.0% 8.9%

4.4%
41,870 15.1% 16.0%
7.8%
4.9%
13.7%

242,674 31.0% 45.6%
45,757 13.6% 8.6%
14,785 7.0% 6.5%
52,387 9.3% 9.8%

4,232 1.7% 1.8%

114,315 31.6% 47.3%

25,639 15.7% 10.5%
5,001 1.7% 2.1%
4,374 4.3% 1.8%

1.8%
18.3% 1.5

48,001 16.0% 30.0%

12,002 10.5% 7.5%

43,391 22.6% 27.1%
7,069 3.9% 4.4%

19.4%
91,033 27.0% 35.9%
37,516 28.4% 14.8%

:
=
-
=]
§
3
K



0EGE ¥8Z CLC DAN = v2CX Geve Ly OLE V1
‘wayy yaeas oj Ajjunpoddo 3y aney nop 1amod ayj aney fRayl aisnw ayj aney ap ‘fiep fisang ‘Rep v

www.thebox.com

music network
control your music

N \; S - 4

paniasal S1yBU |y "0'7"] 'SPIMPIIOM XOg SUL 6661 O



both in ratings and revenue opportunities,”
says Paul LaCamera, WCVB general man-
ager. LaCamera says the station is hoping
to move ABC’s talk show The View into its
daytime lineup. “We're running it now at 2
a.m. because of other syndicated obliga-
dons,” the gm says. WCVB’s locally pro-
duced nightly newsmag, Chronicle, contn-
ues to perform well in its 19th year, rank-
ing second in the 7:30-8 p.m. slot behind
Jeopardy! on WHDH.

CBS’ owned-and-operated WBZ-TV
this fall has seen a boost from 3-4 p.m.
weekdays with Eyemark Productions’ syn-
dicated Dr: Foy Browne talk show, which
replaced the cancelled Howie Mandel. WBZ
this fall has produced local pregame and
postgame shows for CBS’ coverage of the
New England Patriots and also produces a
half-hour show with Boston Celtics coach
Rick Pitino on Sundays at 11 a.m.

Tribune Broadcasting’s WLVI-TV has
enjoyed a ratings uptick this year (imoving
up from sixth to fourth place overall sign-
on-to-sign-off) from the WB’ growing
popularity in prime time. The 75 Red Sox
baseball games WLVI carried this season
via a one-year deal “helped in the May
sweeps, but we didn’t have them in
November, and we're stll fourth,” says
Leslie Glenn, WLVIgm. The only
change in the station’s weekday lineup this
fall was in access, where Friends (now at 7
p-m.) and The Nanmy (7:30) exchanged
slots. Next fall will bring more changes,
with the syndicated Maury Povich,
Suddenly Susan and 7th Heaven set to join
WLVT fringe and access roster.

On Nov. 24, Fox O&0O WFXT-TV
signed a three-year deal to broadcast five
preseason and 67 regular-season Red Sox
games beginning next spring. The station
and the Sox are negotiating a deal for pre-
and postgame shows, says Paul Horrigan,
WEXT vp of finance and programming. In
September, WEFXT shook up its early-
fringe and access slate. At 5 p.m., Divorce
Court replaced Fumily Matters; at 5:30,
National  Enguirer  bumped — Home
Improvement; between 6 and 7, 3rd Rock
From the Sun and Drew Carey replaced
Mauarvied.. . With Children and News Radio;
The Simpsons continues at 7 p.m., but at
7:30 a second Simpsons gave way to a second
Drew Carey episode.

Paramount Stations Group’s UPN affil-
iate WSBK-TV is airing its 31st season of
Boston Bruins hockey games; its current
contract runs through the 2000-01 season.
WSBK will air a minimum of 40 regular-
season and as many as nine playoff games.

‘Scarborough Profile

Comparison of Boston
To the Top 50 Market Average

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHI $75,000+

College Graduate

Any Postgraduate Work
Professional/Managerial
African American
Hispanic

MEDIA USAGE - AVERAGE AUDIENCES*
Read Any Daily Newspaper

Read Any Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Evening Drive M-F

Total TV Early Evening M-F

Total TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE - CUME AUDIENCES**

Read Any Daily Newspaper (5-Issue Cume Reach)
Read Any Sunday Newspaper (4-Issue Cume Reach) 80.3

Total Radio Morning Drive M-F
Total Radio Evening Drive M-F
Total TV Early Evening M-F
Total TV Prime Time M-Sun
Total Cable Prime Time M-Sun

MEDIA USAGE - OTHER
Access Internet/WWW from home or work

HOME TECHNOLOGY

Owns a Personal Computer

Shops Using Online Services/Internet
Connected to Cable

Connected to Satellite/Microwave Dish

Boston
Top 50 Market Boston Composition
Average % Composition % Index

32.3 33.0 102
40.0 38.8 97
21.7 28.2 102
22.2 271 122
12.3 14.7 119
10.5 13.2 126
21.9 23.4 107
124 4.6 37
1.9 5.0 42
56.9 67.3 118
66.9 nAa 106
24.5 24.4 100
18.6 18.5 100
29.3 26.3 90
37.2 38.8 104
10.5 11.2 106
75.4 83.2 110

83.3 104
79.7 80.1 100
73.9 74.8 101
67.6 66.3 98
91.7 92.5 101
52.8 58.7 m
44.2 46.0 104
56.8 62.0 109
10.5 13.1 125
69.3 79.8 115
1.3 6.5 58

#Respondent count too smalt for reporting purposes *Media Audiences—Average: average-issue readers for newspapers; average
quarter-hour listeners within a specific daypart for radlo; average half-hour viewers within a specific daypart for TV and cable
**Media Audiences—Cume: 5-issue cume readers for daily newspapers; 4-issue cume readers for Sunday newspapers; cume of alt
listeners within a specific daypart for radio; cume of all viewers within a speclfic daypart for TV and cablie

Source: 1999 Scarborough Research Top 56 Market Report (February 1998-March 1999)

In September, the syndicated Ricki Lake

took over the 5-6 p.m. hour on WSBK; |

Fudge Foe Brown moved from 5 to 4.
Another episode of Ricki airs at 11:30 p.m.

Its been a busy year for Boston’s
WABU-TV. In June, DP Media acquired
the independent station from Boston Uni-
versity and switched it to PaxNet prime-
tme programming. After the July sweeps,
WABU changed its call letters to WBPX.
And last month, Paxson Communications
agreed to buy the staton (along with eight
others) from DP.

Meanwhile, WBPX is airing “a kind of
patchwork programming lineup,” says Will
Meyl, New England regional vp for Pax-
son. “We have some existing syndicaton
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contracts, and we’re honoring them. But
wherever possible, we're running Pax net-
work programming, and we certainly are
running Pax in prime time.” Non-Pax pro-
gramming new to the station includes a
double-run of Caroline in the City from 4-5
p.m. weckdays and a double-run of Family
Feud from 7 to 8 p.m.

WBPX plans to continue the outlet’s
long relatonship with B.U.s sports teams.
This winter’ schedule includes nine Terrier
hockey games and two basketball games on
Saturday evenings, and the fourth straight
year of covering the Beanpot Hockey tour-
nament in prime time in February.

Boston’s Univision outlet, WUNI-TYV,
is owned by Jasas Corp. The market’s His-
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panic population, according to 1995 Cen-
sus Bureau data, includes 46 percent from
Puerto Rico, 15 percent from the Domin-
ican Republic, 8 percent each from El Sal-
vador and Cuba and 6 percent each from
Columbia and Mexico. The Mexican seg-
ment is the fastest-growing, says Gary Mar-
der, WUNI gm. Although WUNI is not
measured by Nielsen, “the ad community
has supported the staton because they
know the market is there,” Marder says.
WUNI produces three shows locally: In
Foqui, a Latino news and information mag-
azine that airs Fridays and Sundays from 6-
6:30 p.m.; Pachanga Latina, a variety show
that runs 11 a.m.-noon Saturdays and re-
peats at 12:30 that night; and Futbol y Mas,
a half hour of sports Sundays at midnight.

|
|

| With metro dailies the Globe and the ‘

;Radio Ownership

OWNER STATIONS
Infinity Broadcasting 1AM, 4 FM
Greater Media 5FM
Entercom Communications 2AM, 2 FM
AMFM 1FM, 2 FM
Mega Broadcasting 3 AM

Avg. Qtr.-Hour Revenue Share of
Share (in Millions) Total
25.1% $106.6 42.0%
13.4% $43.9 17.3%
15.0% $41.8 16.5%
12.4% $38.5 15.2%
1.3% $1.0 0.3%

‘ncludes only stations with significant registration in Arbitron diary returns and licensed in Boston or immediate area
S

IRatings intorrmation p

ided by Arbltron,

Herald slugging it out and another two
dozen dailies plus scores of weeklies in the
DMA, Boston is one of the nation’s liveliest
newspaper markets. The Ghbe (circ
463,600 daily, 737,500 Sunday) is owned by
the New York Times Co., which in July
named Richard Gilman as publisher, a job

| Nie_lsenhRatings/Bostm{?

Evening and Late-News Dayparts

| Early News
Time Network Station Rating Share
5-5:30 p.m. ABC WCVB 6.5 16
CBS WBZ 41 1
NBC WHDH 5.5 14
Fox WEXT* 11 3
UPN WSBK* 3.2 8
W8 WLVI* 2.0 5
Independent# WABU* 0.9 2
5:30-6 p.m. ABC WCVB 6.5 16
CBS WBZ 41 1
NBC WHDH 5.5 14
Fox WFXT* 1.6 4
UPN WSBK* 3.7 9
WB WLVI* 23 6
Independent# WABU* 0.6 2
6-6:30 p.m. ABC WCVB 7.2 16
CBS WBZ 49 1
NBC WHDH 6.7 15
Fox WFXT* 1.8 4
UPN WSBK* 4.8 1
WB WLVI* 2.4 5
Independent# WABU* 0.8 2
l 6:30-7 p.m. ABC wCvB 6.9 15
CBS WBZ 4.6 10
NBC WHDH 7.7 16
Fox WEXT* 1.9 4
| UPN WSBL* 5.4 12
w8 WLVI* 3.2 7
Independent# WABU* 0.7 1
[ Late News
10-10:30 p.m. Fox WFXT 38 6
UPN WSBK* 13 2
WB WLVI 41 7
[ Independent# WABU 0.6 1
10:30-11 p.m. Fox WFXT 3.8 6
UPN WSBK* 14 2
WB WLVI 41 7
| Independent# WABU* 0.2 0
11-11:30 p.m. ABC WCVB 8.6 18
CBS WBZ 6.7 14
NBC WHDH 10.3 21
| Fox WEXT* 1.8 4
UPN WSBK* 1.8 4
WB WLVI* 3.3 7
} Independent# WABU* 0.5 1
*Non-news programming #Independent WABU-TV was purchased in by Paxson C tcztions; the station’s catl

letters have been changed to WPBX-TV. Source: Nielsen Media Res2arch, May 19¢9
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1999 book; revenue information provided by BIA Research

that had been held by a member of the
Taylor family since 1873.

On Oct. 23, the Globe launched a week-
end bulldog edition, “a Saturday version of
the Sunday paper,” says Rick Gulla, a Globe
representative. The single-copy edition has
been selling 30,000 to 40,000, Gulla says.
And on Oct. 28, the paper began a “Bonus
Days” sampling program providing more
than 100,000 Sunday-only subscribers with
a free Thursday edition for eight weeks.

Also in October, the Times Co. boosted
its advertising clout in eastern Massachu-
setts by agreeing to acquire the Warcester
Telegram & Gazette (circuladon 109,009
daily, 137,042 Sunday) from San Francisco—
based Chronicle Publishing.

The tabloid Herald, which introduced a
total redesign in August 1998, gets 80 per-
cent of its 262,317 daily and 169,184 Sun-
day circulation from street sales. In Sep-
tember, the Herald started a “Lucky Num-
bers” promotion; a different number is
printed on the front page of each copy of
the paper, with the payoff going to numbers
matching the winning picks of that day’
Massachusetts Lottery Daily Numbers
Game. “We’ve seen [circulation] increases
of 30,000 to 35,000 since the game launch,”
says Gwen Gage, Herald ad director. The
Heralds Web site recently introduced Info-
sys, which allows advertsers to place ads
online and readers to interact with them.

In addition to the two big metros and
the Worcester Telegram, the Boston DMA
has four other papers with daily circulation
of 45,000 or more—the Quincy Patriot
Ledger, Lawrence Eagle Tribune, Lowell Sun
and Brockton Enterprise. Those dailies, along
with 16 other smaller papers, are sold as
BAND (Boston Area Newspaper Dailies);
BAND’s members have combined daily cir-
culation of 573,342, which advertisers can
buy as a whole or in select groupings.

Boston’s cable interconnect is Greater
Boston Cable Advertsing, a MediaOne
subsidiary. Boston’s cable penetration of 80
percent is the highest of any top 10 market,
says GBCA gm Jeff Sohinki. The intercon-
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Avg. Qir.-Hour Share

alities from newspapers
(the Herald's Marjorie Egan

Morning  Evening and Gail Fee, Boston Globe
STATION FORMAT . Drive, 12+ Drive, 12+ sportswriter Dan Shaugh-
WBZ-AM News,-‘TaIkﬂntt_mnatlun 12.4 6.2 nessy, former Globe colum-
WBCN-FM Alternative 7.9 4.1 nist Mike Bamicle) and
WXKS-FM Contemporary Hits Radio 5.6 6.3
WJMN-FM  Contemporary Hits Radio 4.4 5.8 other local broadcast out-
WBMX-FM  Hot Adult Contemporary 4.4 41 lets and local politics.
WZLX-FM Classic Rock 4.0 4.6 “We're aiming at a differ-
WRKO0-AM News/Talk/information 39 6.8 . ent kind of talk show—for
WMJX-FM Adult Contemporary 39 4.4 30-to-50-year-old listen-
WODS-FM Oldies 3.5 4.4 ers—and we're getting calls
WCRB-FM Classical 35 3.6 from people who never

Source: Arbitron Summer 1999 Radio Market Report :

nect delivers all 1.7 million cable homes in
the DMA. GBCA next spring is planning to
launch its own channel, with syndicated
and local programming, including sports.
On the radio scene, Greater Boston
Media Group’s Soft Jazz WSJZ-FM on
Labor Day morphed into All-Talk outet
WTKK-FM. The station picked up Don
Imus’ syndicated show after it was dropped
by WEEI-AM (see below). WTKK now
kicks off daily with Imus’ 5:30-10 a.m.
broadcast from New York and runs an all-

day talkfest starring primarily local person-

called talk radio before,”
says Frank Kelley, a
Greater Boston vp.

On weekends, WTKK features Boston
Magazine restaurant critic Andy Copp’s
Table Talk and a garden show hosted by Paul
Parent, who joined the station after many
years at WRKO-AM in Boston.

Entercom Communications, which had
seen Imus’ ratngs on its sports-formatted
WEEI gradually slide over the past several
years, offered the host an incentive-based
renewal agreement, which he turned down.
In August, “we reluctantly let Don go, and
moved John Dennis and Jerry Callaghan

"WTKK BOSTON

Source: Arbitron, SP/WT ‘99/FA98

® 96.9FM TALK is Boston’s first FM Talk Station.

® Two-and-a-half as many Adults 25 - 54 listen to FM than to AM.

® 1,143,600 Boston metro Adults aged 25 - 54 do not listen to AM Radio.
® 84,9% of all Adults 25 - 54 in the Boston metro are reached each week

by FM Radio.

TODAY’S TALK with “IMUS in the Morning”

Let’s TALK about how 96.9FM TALK WTKK can work for you.
Call us at 617-822-6870.
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from their 10-12 time period to the 6-10
drive slot. And they’ve delivered for us,”
says Tom Baker, WEEI gm.

WRKO, another Entercom property,
also has a new a.m. drive team—longtime
Boston radio personality Andy Moes and
former congressman Peter Blute. They re-
placed Jeff Katz, who left the station, and
Darleen McCarthy, who now works WR-
KO’ 7-10 p.m. tour with Laurie Kramer.

Last April, Entercom’s WEGZ-FM
(“The Eagle”) became WQSX-FM (“The
Star”) and the stick’s mix went from ’70s to
Rhythmic Adult Contemporary. “We did a
lot of research and discovered an opportu-
nity that rhythmic, danceable music fills,
and we came up with a combination of ’70s
and ’80s dance music, current rhythmic
music, anything that has a beat,” says Bruce
Mittman, WQSX gm. “In our key demo,
adults 25-54, we've gone from No. 17 in the
market to No. 6.”

Radio One began operations in Boston
on Dec. 1, two months after buying Coun-
try station WCAV-FM from KJI Broad-
casting. To promote its new call letters,
WBOT-FM, and its new Urban Con-
temporary format, the station played Tone
Locs “Wild One” nonstop around-the-
clock for five days. The station is looking to
hire its own talent, but after the Tone Loc
marathon it began delivering talk from 6 to
10 a.m., along with music, from Russ Parr
and Olivia Fox, who originate live out of
Radio One’s WKYS-FM in Washington.

Out-of-home advertising flourishes in
Boston, which has lots of students and com-
muters and is home to companies like
Dunkin’ Donuts and Staples, which are ad-
venturous outdoor spenders.

AK Media (formerly Ackerley) domi-
nates conventional outdoor adverdsing in
the Boston area with its 2,300 30-sheet
posters and 380 bulledns, mostly 14-by-48-
foot, along expressways and Interstate high-
ways. “The cigarette business we lost has
been replaced by lots of new advertisers,”
reports AK representative Drew Hoffman,
“especially fashion clients like Banana
Republic, Ann Taylor, Gap and Ralph
Lauren—even Armani.”

Taxi-Tops has 2,800 14-by-48-inch fac-
ings on 1,400 taxis in the metro area and is
introducing trunk signs and interior adver-
tising in cabs, says representative Tom Nee-
son. Displays on buses, trains and trolleys
are handled by Park Transit. Movie theaters
are the domain of Val Morgan Advertising,
which offers more than 500 screens for slide
advertsing and 300 or so for commercials
or other rolling stock. [ ]
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The Media Elite

Edited by Anne Torpey-Kemph [l
NETWORK TV ‘ ’

Douglas Barker was named senior vp,

affiliate relations, for Paxson Commu- ,
nications, parent company of Pax TV

) network. Barker joined Paxson in 1994

as vp and general manager of WPBF- To look at her, you’d never think | Ttalian works and even going to Italy for \
TV, the ABC affiliate in West Palm ' Paulette McLeod would have two extended stays to learn the language
Beach, Fla., and moved to Paxson cor- the lung power to belt out an and study with an Italian coach. She now
porate offices in 1998. In his new post, Italian operetta. But the size 2 general spends four hours a week in lessons and
he will oversee and expand Pax TV's manager and editor in chief performs three times a year.
primary and secondary affiliates, which of A&E’s Biography maga- McLeod’s next perfor-
currently number 51 broadcast TV sta- zine has been passionately mance will be on Jan. 21, at
tions. He will also implement joint ser- pursuing a “secret life” as the Advent Lutheran
vices agreements between Pax TV sta- an opera singer, seriously Church on the Upper West
tions and NBC-owned stations and studying and performing side in New York, open to
NBC affiliates...Brian Bowman was with some of the art form’s the public. But don’t con- |
named vp and general manager of heavyweights. sider this an invitation.
ABC.com, ABC Television Network’s Calling it “an obsession,” McLeod doesn’t want any-
Web site. He will oversee all aspects of McLeod says she took up Ji[ . one to come. She admits: “I |
- the site and will supervise staffsin New | _opera singing after college, NN | have incredible stage
York and Los Angeles. Bowman was | developing a preference for ~ Opera’s prominent in her bio. fright.” — Losi Lefevre

previously director of new media for the

Disney Channel...At NBC, Peter Smith
and engineering, and Steve Pair was |
named vp, TV stations engineering. . Charles Fernandez '
Pair, who will report to Smith, was pre- President and CEO, Big City Radio | ’
viously director of engineering and |
operations for WNBC, NBC's New York harles Fernandez is the kind of guy who's
flagship station. Smith was previously C always ahead of the curve. An accountant by ! {
vp of technology. trade, he fell into Hispanic radio in 1985, i

| | investing in Miami's WAQI-AM before the business !
RADIO exploded. Three years ago, he founded Hispanic
Joe DiDonato, general manager for Internet Holdings after leaving his post as executive ‘
Shadow Broadcast Services in Boston, vp/director of Heftel Broadcasting (now Hispanic Casting a wide Net ‘
was appointed general manager of Broadcasting Corp.), when the radio group sold out to \
Westwood One’s merged Metro Net- Clear Channel Communications. Now, as the big guy at Big City, he’s on
works/Shadow Broadcast Services in the verge of another breakthrough. |
Boston. John Savidge, general sales “I haven't had much spare time. To me, work is a vacation,” says Fernan- - |
manager of Shadow Broadcast Services dez, who took over at Big City in early November. He wasted no time in
in San Diego, was promoted to general merging his Hispanic Internet business with Big City's radio group toward the |
manager of the merged Metro Net- goal of building a strong “media company.”
works/Shadow Broadcast Services in Right out of the box, Big City announced it would flip its Los Angeles radio-
San Diego...Four new members were station simulcast to a Hispanic format sometime in mid-December, to coin-
elected to the Arbitron Advisory Council cide with the launch of a Web site, Todoahora.com (everything now). “Iit's a |
for three-year terms beginning Jan. 1: Hispanic Yahoo!,” says Fernandez. “The added value is that since we own
John Hiatt, general manager for CBS- the radio station, we will be able to promote what's going on instantly. It's a
owned KAMX-FM and KKMJ-FM in marriage made in heaven. The radio stations will be the bunker in front of the ]
Austin, Texas, representing Adult Con- tent, inviting everyone to come inside the tent, which is the Internet.”
temporary stations in continuous mea- Until Femandez arrived, Big City programmed Anglo formats and had no {
sured markets; Steve Joos, vp/general Internet presence. Now, says Femandez, the company is poised to take
manager for AMFM-owned KKTX- advantage of what Fernandez calls “the most underserved market in
AM/FM in Tyler-Longview, Texas, repre- America. With a population of 34 million, it [the U.S.] would be the richest \
senting Album-Oriented Rock stations in Hispanic country in the world.”
noncontinuous measured markets; Fernandez, as cutting-edge in his personal life as he is in his business
Earnest James, vp/general manager for dealings, knows the virtues of Web surfing firsthand. Says he: “l did most of
Clear Channel- {continued on page 36) my Christmas shopping on the Internet.” —Katy Bachman
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MOVERS

(continued from page 34) owned WQUE-FM,
WODT-AM and WYLD-FM in New Orleans,
representing Black/Urban stations in all mar-
kets; and Bernie Barker, general manager
for WWLI-FM in Montgomery, Ala., repre-
senting Country stations in noncontinuous
measured markets.

MAGAZINES

Stephen Gianetti, publisher of Rodale
Press’ Prevention, has been named vp of
the company’s magazine division. He will
continue in his role at Prevention and
become a member of Rodale’s magazine
executive committee...Lawrence Rutkow-
ski, formerly NBC's senior vp/CFO of busi-
ness development and strategic planning,
has been named executive vp/CFO of Pri-
media...Time marketing director Steven
Sachs has been appointed consumer mar-
keting director for Time Inc.’s Real
Simple...G. Jason Kontos, executive edi-
tor of Veranda, has been named editor in
chief of Hearst’s Classic American
Homes...Patrick Downes, advertising
manager at Audubon, has been promoted
to associate publisher.

TV STATIONS

Paula Antoci was promoted from local
account exec to national sales manager at
Fox O&0 WAGA-TV in Atlanta...Cathleen
Creany was named senior vp of A H. Belo’s
broadcast division, handling administrative,
development and industry initiatives. Most
recently, she was senior vp of Belo’s televi-

B g, NI
o NEVS ab

sion group and before that served as pres-
ident and general manager of the compa-
ny’s flagship station, WFAA-TV in Dal-
las...Steve Ramsey, news director for
Tribune Broadcasting-owned flagship
WGN-TV in Chicago since March 1997, has
been named station manager of sister out-
let KTLA-TV in Los Angeles. Ramsey will
oversee news and TV production, reporting
to John Reardon, vp and general manager.
Prior to working at WGN-TV, Ramsey was
news director of Midwest Television—owned
CBS affiliate KFMB-TV and KFMB-AM in
San Diego for three and a half years.

TV SYNDICATION

Cynthia Lieberman, a veteran marketing
and promotion executive at Warner Bros.
and Twentieth Television, has been named
vp of off-network and special projects for
Paramount Domestic Television. At the
domestic syndication wing of Paramount
Television Group, Lieberman will be respon-
sible for implementing marketing cam-
paigns for off-network series such as Star
Trek: Voyager and Sister, Sister and the fall
2000 launches of Spin City, Sabrina, The
Teenage Witch; Moesha; Clueless; Nash
Bridges; and 7th Heaven...Paramount
Advertiser Sales has promoted David
Lawenda to senior vp and general sales
manager and Laura Molen to senior vp of
sales and strategic planning. Lawenda, a
five-year Paramount veteran and most
recently vp and sales manager of new
media, will oversee all national ad sales for

W on &

Powers & Assoc.
taps Burdell-King

Gianetti named vp
of Rodale mag unit

Paramount’s syndicated programming.
Molen, also a five-year Paramount ad-sales
vet, had served as vp of strategic planning
and sales for the studio ad wing since last
January...James Higgins was promoted
from senior vp of sales to executive vp/gen-
eral manager of United Stations.

AGENCIES

Jen Burdell-King was named media direc-
tor at Powers & Associates, a Cincinnati-
based advertising and public relations agen-
cy. She had been media supervisor,
managing the media research, planning and
buying for Powers’ accounts...Rishad
Tobaccowala, president of Starcom IP, the
Internet marketing unit of Starcom World-
wide, was elected executive vp of parent
company the Leo Burnett Group. Tobac-
cowala heads a unit formed in January that
handles more than a dozen clients...Meltem
Cakir has assumed the post of director of
strategic services at the Esperanto Group, a
New York consulting firm that provides mul-
ticultural strategic planning services to
advertisers and agencies.
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More people visit CDONOW each month than subscribe to Rolling Stone.

Trying to reach today’s music-savvy consumers? Maybe you should turn your attention to CONOW. That’s what
more than seven million unique visitors do every month, as well as advertisers like The Gap, Microsoft, Sony
and General Motors. Our seven million monthly visitors are more than five times as many subscribers as
Rolling Stone® has, and you can target them by geographic region, musical taste, you name it. To get more
information, including ad rates, call Linda Gluszak today at 212-378-6177 or e-mail her at Igluszak@cdnow.com.

cdnow.com
aol keyword: cdnow

Rolling Stone is a registered trademark of Straight Arrow Publishers Company, L.P. Source of subscriber information: Audit Bureau of Circulations, June 1999,
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At the Hearst Building in New York for the 100th

At the Manhattan Racquet Club in Auburn
Hills. Mich., for a Tennis magazine-spon-
sored clinic presented during the recent

anniversary celebration of the Good Housekeeping Fitness icon Jack LaLanne joined Mary 1999 Chase Championships for pro women
Institute, Barbara Walters, co-executive producer and  Margan, vp/publisher of Health, at the players (l. to r.) broadcaster Virginia Wade,
co-host of ABC’s The View, and actress Sharon Stone Pierre Hotel in New York recently for the 1977 Wimbledon champ; Linda Ramsey,
flanked Len Sesniak, director of brand development, Time Inc. title’s annual International Detroit ad manager, Tennis, Walter Hanek,
GH. Walters and Stone were among several recipi- Health & Medical Film Competition, marketing director for event sponsor Audi of
ents of GH's Great Works awards for efforts on behalf known as the “Oscars of Medicine.” America; Mary Ann Wilson, national ad

of their respective charitable organizations.

ESPN and ABC Sports celebrated the recent cnnsolldallon of their ad sales
teams at the ESPN Zone in New York. On hand were (l. to r.) Evan Stern-
schein, exec vp, ad sales, ESPN/ABC; ESPN reporter Jimmy Roberts;
Steve Grubbs, exec vp, BBDO; and sportscaster Brent Musberger.

director, Audi of America; and broadcaster
Pam Shriver, former pro doubies champ.

As part of its On Top of the Times series, the Ad Club of New
York hosted a panel discussion entitled “Are You Still Market-
ing to Yesterday’s Customer?” in The New York Times execu-
tive dining room. (From left) Mitzi Ambrose, account exec,
Ehony; panelist Phyllis Wooley, director of African American
marketing, Colgate-Palmaolive; Jeff Bums Jr., senior vp/Eastern
ad director, Ebony; Jennifer Threat, account exec, Ebony; and
Annette Mitchell, vp of Channel One Network.
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can buy a lot
of caffeine
to fuel creativily.

And a lot of peace of mind.

Call today for your A full pot of coffee may get your agency through the afternoon. Or
bligati keep the creative juices flowing late into the night. But it wont do
no-o lgatlon much to protect you if an irate client goes running off to a lawyer. A
premium indication. simple oversight .. a typo ... misdirected customer calls ... a model that

looks too young or too much like a celebrity ... suddenly all fingers point

1_ 8 77- 854 - 8852 to the ad agency. Your agency. The one you built from the ground up.

It could cost you less than your monthly office coffee fund to protect

Or fax or mail the your agency from lawsuit-hungry clients. Isn’t your business worth it?

Premium Indication Form The AIG Professional Liability Insurance
below to: Program for Advertising Agents.

Fax: 1-888-255-1811 Protection for as little as $50 a month!

This is coverage customized to meet the special liability needs of
AIG Professional Liability advertising professionals with revenues less than $5,000,000. It
provides protection from covered lawsuits arising from such

Insurance Program for unintentional acts as:

Advertising Agents

PO. Box 9973 # Defamation # Infringement of slogan,
Wilmington, DE 19809 = Incorrect description tr.adex.nark or copyright
in advertising violation
¢ Plagiarism + Misappropriation of likeness
Fax Toll-Free For A No-Obligation Premium Indication Form*
1. a. During the past three years has any professional Name
liability claim been made against you? CINo CJYES Title
b. Are you aware of any facts or circumstances Company

which may be reasonably expected to give rise

10 a professional liability claim in the future? 1IN0 [JYES "9
City State ZIP
2. Gross Annual Revenue
Country
a. Curr(:':nl Year (If projected, please note) s Phone ( ) Fax ( )
b. Previous Year $ E-Mail
3. Liability Limit 4. Deductible Option Fax or mail to: AIG Professional Liability Insurance Program for Advertising Agents
. $250,000 O $750 PO Box 9973 * Wilmington, OE 19809 Fax toli-free 1-888-255-1811
D $500’000 (For agencies with $250,000 “The estimated premium provided is not binding. A complete application and other underwriting
D $1 000.000 o lessin revenue) information will be required to issue an actual quotation.

The descriptions herein are summaries only, and do not include all terms, conditions and exclusions.
D $1,000 Please refer to the actual policies and endorsements for complete details of coverage. Coverage may
D $2.500 nct be available in all jurisdictions. Subject to underwriting review and approval.

1

Insurance is provided by ane or more of the following member companies of American International
Recommended by: Group, Inc. (AIG). American Home Assurance Company; AlU Insurance Company, National Union Fire
PROFESSIONAL LIABILITY
A I G INSURANCE PROGRAM
FOR ADVERTISING AGENTS

Insurance Company of Pittsburgh, PA; National Union Fire Insurance Compang of Louisiana; The
Insurance Company of the State of Pennsylvania; New Hampshire Indemnity ompan\Fl; Granite State
| ¢ Company; American International South Insurance Company; Birmingham Fire Insurance
Company of Pennsylvania; lilinois National Insurance Company; American International Pacific
Insurance Company.

Source Code: AMAN-BAJ-BFA



CALENDAR

The International Radio & Television
Society Foundation will hold its annual
Christmas benefit Dec. 15 at the Wal-
dorf-Astoria in New York. Contact: Mar-
ilyn Ellis, 212-867-6650.

Sport Summit 2000 will be held Jan. 19-
20 at the New York Marriott Marquis,
with featured speakers including Dick
Ebersol, chairman of NBC Sports, and
Ty Votaw, commissioner of the LPGA
Tour. Contact: 301-493-5500.

The Newspaper Association of America
will present Newspaper Operations
SuperConference 2000 Jan. 23-28 at
the Fountainbleu Hilton in Miami Beach,
Fia. The event covers technology and
trends in pre- and post-press and health
and safety. Contact: 703-902-1797.

The National Association of Television
Programming Executives will present
NATPE 2000 Jan. 24-27 at the Morial
Convention Center in New Orleans. Con-
tact: 310-453-4440, ext. 209.

The Magazine Publishers of America
will honor Myrna Blyth, editor of Ladies’
Home Journal and More, and Michael
Levy, founder and publisher of Texas
Monthly, with its Henry Johnson Fish-
er award for lifetime achievement at a
dinner gala Jan. 26 at The Waldorf-
Astoria in New York. Contact the MPA
at 212-872-3700.
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Inside Media

Edited by Anne Torpey-Kemph

NEWS OF THE MARKET

Arbitron Adds Three Markets

At the request of local, independent
broadcasters in three small markets,
Arbitron will add Bowling Green, Ky.
(rank no. 201), Elizabeth City-Nags
Head, N.C. (241), and Sebring, Fla.
(268), to its Spring 2000 survey. The

| move brings Arbitron’s syndicated mar-

ket total to 279. As the radio business
continues to enjoy robust earnings, more
stations have requested syndicated rat-
ings. In late September, Arbitron added
six new markets for the Fall 1999 survey,
which ends next week.

Honey of a Deal for Clinkscales & Co.
Keith Clinkscales and his partners at Van-
guard Enterprises have purchased Harris
Publications’ Honey. Details of the deal,
which is expected to close in early Janu-
ary, were not released. Clinkscales, former
chief of Miller Publishing’s Vibe Ventures
unit, began talks with Honey owners after
he left Miller last May. He plans to
increase the frequency of the title, which
targets young, multicultural women, from
quarterly to 10 times per year.

Country Living Gets Updated

Hearst’s Country Living will will intro-
duce an updated look and content start-
ing with its January issue, which hits
newsstands Dec. 14. The new logo and
other changes are part of editor in chief
Nancy Soriano’s vision for the monthly,

to give it “a fresher, more vibrant feel-
ing” in order to attract new, younger
readers. Since joining CL a year ago,
Soriano has hired a new art director,
Susan Netzel, and has added several new
columns. In the February issue, CL will
introduce a new feature, the Country
Living Guild, highlighting modern
craftsmen. The shelter/lifestyle title’s
logo was last changed in 1998.

Vogel Joins Liberty Media Group

Liberty Media Group has hired longtime
cable and satellite veteran Carol Vogel
from AT&T Broadband. In his new sen-
ior vp post at Liberty, the content arm of
AT&T run by John Malone, Vogel will
help manage the company’ various
assets as well as evaluate opportunities in
new media, technology and satellite busi-
nesses. Vogel had been executive vp and
chief operating officer for field opera-
tions at AT&T Broadband. Prior to join-
ing AT &T, Vogel was chairman and
CEO of the now-defunct PrimeStar
direct broadcast satellite service.

Turner, NBC Punt on League Plan

Ending almost two years of speculation,
Turner Sports and NBC have scotched
their plans to create a new professional
football league. The networks began
exploring a rival to the National Foot-
ball League after both lost their NFL
rights to CBS, ABC/ESPN and Fox in

HE FINANCIAL
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February 1998. Both NBC and Turner
recently acquired rights to NASCAR car
racing.

Football Tops November Cable Ratings
NFL football was king of cable during
last month’s sweeps. According to Turn-
er’s analysis of Nielsen Media Research,
Sunday NFL games on ESPN were the
top-rated programming on cable for
November, with the Miami Dolphins’
victory over the Tennessee Titans on
Nov. 7 leading the way with a 9.0 house-
hold rating.

Hammer Tapped as Sci-Fi GM

Sci-Fi Channel last week promoted
longtime staffer Bonnie Hammer to the
new position of general manager. Ham-
mer, who will also hold the title of exec-
utive vp, had been senior vp, program-
ming. In her new job, she will oversee
Sci-Fi’s programming, marketing, ad

-
-

ftmediakit.cor.n

sales and licensing. USA Networks cre-
ated the gm title in an effort to make
Sci-Fi a more independent program-
ming force. Hammer joined USA in
1989 and is spearheading Steven Spiel-
berg’s 20-hour miniseries, Taken, for
Sci-Fi. She will report to Stephen Chao,
USA Networks president of program-
ming and marketing.

Starcom Taps Spittler for Knowledge Post
Starcom Worldwide, the media planning
and buying unit for the Leo Group, has
created the new position of knowledge
manager and named Jayne Spittler to the
post. Taking Spittler’s old post as senior
vp and global research director will be
Kate Lynch, currently U.S. research
director. In her new role, Spittler will
facilitate global access to research find-
ings and other properietary systems and
tools for the Starcom network. She will
also manage content collection for Star-

Not just readers, leaders.

» Interactive media planning

« Circulation, demographics and research

For additional information, contact Charles Boyar at
{800) 446 3905 or e-mail charles.boyar@ft.com

= Updated details on FT products and services

Net, Starcom Worldwide’s Intranet that
links the company’s 1,500 media profes-
sionals worldwide. Lynch will take over
the $16 million research budget that has
funded an assortment of studies that help

Starcom clients more effectively spend
their ad dollars.

Rep Shakeup: Clear Channel to Katz

Clear Channel Communications has
moved its national sales representation
for 225 radio stations from Interep to
Clear Channel-owned Katz Radio
Group, effective Dec. 10. Interep has
repped Clear Channel since 1996. Katz
already reps Clear Channel’s Jacor and
AMFM stations. In related news, con-
current with NBC’ recent announce-
ment that it plans to take NBC Internet
(NBCi) public, it has struck a promotion
and distribution deal with Clear Chan-
nel. The agreement calls for Clear
Channel’s 425 radio stations to promote
NBCi on the air. NBCi’s community and
search services, such as free e-mail and
chat, will also be integrated into the Web
sites of the radio stations. In addition,
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Clear Channel chairman/CEQ Lowry
Mays will serve on NBCi’s board of
directors.

Premiere Inks Deal With Auctions.com
Premiere Radio Networks recently inked
a promotion-for-equity deal with Auc-
tions.com, a subsidiary of Chicago-based
Classified Ventures, a company formed
by eight leading newspaper publishers. In
exchange for a significant equity position
in Auctions.com, Premiere will provide
radio advertising and promotion for Auc-
tions.com over many of its 60 syndicated
programs. Premiere will also get a seat on
the company’s board of directors. Finan-
cial details of the deal were not disclosed.

Newman Steps Down at Scripps

Steve Newman, senior vp for Scripps
networks ad sales, has resigned from
E.W. Scripps Co. Newman ran ad sales
for Home & Garden Television, which
recently admitted it sold some national

TV spots that had already been sold to

local cable operators. Scripps said it will
earmark $2.5 million in makegoods for

the national advertisers affected.

Court Sets Deadline in BMI Dispute

BMI and the Radio Music License Com-
mittee, which represents more than
2,900 broadcasters, have agreed to the
U.S. District Court’s 18-month deadline
to reach an out-of-court settlement. The
RMLC and BMI have been haggling
since 1996 over BMI’s “blanket rate”
structure, which bills license fees based
on stations’ annual billings rather than
how much music they air. Unable to
come to an agreement, RMLC brought
suit against BMI in October.

Westwood One Re-ups NHL

The National Hockey League has
renewed its contract with Westwood
One, giving the Infinity Broadcasting-
managed radio network exclusive nation-

Technology

marketing

intellisence
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If you want the latest in technology marketing intelligence, start using

the tools of the trade. Our new MCNews Web site now
offers updated industry and marketing news every
Tuesday and Thursday. So if you just can’'t wait a
month for that juicy information in MC, don’t.
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al radio network rights to NHL games.
Westwood One will provide live cover-
age of the games as well as related NHL
programming, including the NHL All-
Star Game; NHL Game of the Week;
Stanley Cup Finals; and the one-hour
weekly show This Week in the NHL, host-
ed by Don Criqui. Financial details were

| not disclosed.

Hispanic Radio Influences Music Tastes
Sixty-seven percent of Hispanic con-
sumers report that radio stations have the
most influence on their music listening
habits, according to the Recording Indus-
try Association’s first study of U.S. His-
panic consumers. Spanish music formats
topped the list of Hispanic format prefer-
ences (63 percent), followed by Easy Lis-
tening (20) and Rap/Hip-Hop (13).

Telemundo Posts Big November Gains
Hispanic television network Telemundo
reported sizable audience gains during
the November sweeps period. Telemun-
do’s sign-on-to-sign-off ratings
increased by 26 percent in households
and 33 percent in the 18-49 demo com-
pared to last November. Telemundo
reported that its prime-time audience
share grew from 12 percent in Novem-
ber 1998 to 17 percent in November
’99. Univision owns the rest of the His-
panic network audience. Helping Tele-
mundo grow in prime time was the re-
introduction of novelas, which helped
boost the women 18-49 demo by 92 per-
cent in November. One buyer noted
that Telemundo’s growth percentages
tend to be higher because the network is
starting from a lower base, but he added
that the network is definitely making
strides to turn itself around.

Disney Uses Web Site in Sat. Morn. Battle
Through new interactive features at its
redesigned Disneyl.com Web site, Dis-
ney hopes to make inroads in the kids 2-
11 category, in which it ranks second in
the ratings on Saturday morning behind
the WB. Among the site’s new elements:
a virtual-reality building housing a roller-
coaster that transports kids to the sites of
Disney shows such as Disney’s Doug and
Pepper Ann; an online arcade of 17 inter-
active games featuring characters from
the Saturday shows; show pages with a 3-
D look and enhanced sound; and cus-
tomized home pages where kids can dec-
orate their own online rooms with a
selection of toys and decorating themes.
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Cable Special Report

BROADENING
THE

BAND

In the battle to control the
information pipeline,
cable TV is just the start

By Jim Cooper

hen he bought into the cable industry last year with his $2.7
billion purchase of Marcus Cable, Microsoft co-founder Paul
Allen, in a rare teleconference with reporters, remarked that
he had seen the future. “I finally have some wires for the
wired world,” he gushed.

Like his old partner, Bill Gates—who had invested $1 billion in Comcast a
year earlier—Allen was one of the first to lay down a massive bet that the cable
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wire would soon transmute from benign
utility to the dominant conduit for the
next generation of media services.

Allen and a handful of others saw that

cable’s sleepy analog video offerings— |

being seriously challenged by channel-
rich digital service offered by DirecTV
and EchoStar—could be bundled with
cool new media that consumers would
actually want. Digital television would
give them more sports and movies and
high-speed Internet access would let
them surf the Net at hyperspeed.

Farther down the road, broadband-
delivered interactivity would let them do
their holiday shopping, receive e-mail
from Mom and surf the Internet for vaca-
tions spots—all on their TVs. Allen also
knew that if those bundles could be
branded with some marketing, the own-
ers of cable wires would stand to make a
lot of money.

Industry experts estimate that a system
offering digital cable to about a million
subscribers for between $8 and $10 on
top of a monthly cable bill for expanded
basic service will pull in hundreds of mil-
lions in new incremental revenue. Tack

Cable Special Report
on Internet access and other on-deck fea-
tures, and the potential revenue growth is
easy to imagine.

“We look at the new product opportu-
nities that are enabled by the broadband
platform as a vital part of our collective
future. Top-line revenue growth will
come from digital cable and high-speed
Internet service,” says David Watson,
executive vp of sales and marketing and
customer service for Comcast.

“You'll get people to stretch their wal-
lets more for these services,” echoes San-
dra Kresch, strategy partner with Price-
waterhouseCooper’s entertainment and
media practice.

With this in mind, Allen quickly set
about spending unprecedented amounts
of money ($15 billion on seven major
cable acquisitions in about a year) on
cable wires.

Allen hasn’t been alone in throwing
billions at cable companies. Adelphia,

Comcast and Cox all carried out aggres- |

sive acquisitions and swaps throughout
1998 and 1999. Those billion-dollar deals

were ultimately trumped by AT&T chair- |

man and CEO Michael Armstrong, who

Cox’s Chuck McElroy: Concentrating on bundling

purchased Tele-Communications Inc. for
$53 billion in 1998 and MediaOne for

Time Warner Is Leading the
Pack in the Race to the Future

Determined to stay ahead of the competition,
Time Warner expects to complete the technology
upgrades necessary for the digital future in 85
percent of its cable systems by the end of the
year. The No. 2 cable company is shooting to
have nearly 100 percent of its systems upgraded
by the end of 2000. The only exceptions are
expected to be the underpowered systems
acquired from TCI and MediaOne—totalling fewer
than 1 million subscribers—according to Time
Warner spokesman Mike Luftman.

As part of the system upgrades, Time Warn-
er’s Road Runner high-speed Internet service is
presently available in 30 of the company’s 39
system divisions. Time Warner will have more
than 300,000 Road Runner customers by the

end of the year.

Luftman estimates that Time Warner will have
400,000 digital cable subscribers by the end of
the year, after starting with virtuaily none at the
beginning of 1999. “Our future is to bundle and
market these services to encourage people to
buy as much as possible of what we can offer

them,” says Luftman.

Time Warner and AT&T signed a memorandum

of understanding this year that will aliow AT&T to
use Time Warner's cable lines to offer local
phone service, but AT&T will likely wait until its
acquisition of MediaOne is completed before
launching local telephony. However, Time Warner
is presently testing video-on-demand equipment
in Austin, Texas, Tampa, Fla., and Honolulu, and
will launch video-on-demand in early 2000.

Stiff competition lies ahead. In Columbus, Chio,
Time Warner subscribers are already being \

courted by Ameritech, which is creating its own

wired system. In Tampa, Time Warner faces an
overbuild threat from GTE, and in Manhattan
RCN has nabbed service contracts for a handful
of apartment buildings.

For the most part, Time Warner has been suc-

cessful in beating back DBS competition in its

tration. —JC
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upgraded markets. However, where its systems
offer subscribers limited channel capacity, the
company is vulnerable to losing market share.

For example, Time Warner's Raleigh-Durham [
systems in North Carolina have yet to be

upgraded and DBS carriers have been able to |
steal an unusually high 10 percent market pene- ‘
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$60 billion last May. In the consolidation
frenzy, the giants paid as much as $4,600
per cable household, up from about
$2,000 just a year carlier.

While the future remains several years
away for most consumers, the scramble
for access undoubtedly will radically alter
the media business and muldply the array
of choices for the average American.

( : able giants such as AT&T and
Time Warner are racing with
their telecom and direct broad-

cast satellite (DBS) rivals and, in select
markets, with overbuilders such as RCN,
Ameritech and GTE, to be the first to
provide consumers access to a broadband

Cable Special Report

ments, only 28 million cable households
will have access to broadband connectiv-
ity by 2003.

“That scems to me a long time away
to get to that number given what every-
body is saying in terms of this being the
future of their economic model,” says
Kresch. “The next tier down from AT& T
and Time Warner will roll out more
slowly and spotty and the very small ones
will lag far behind.”

As for services, Cynthia Brumficld,
president of the Broadband Intelligence
consultancy and editor of the newsletter
Broadband Daily, projects that by 2008,
personal computers equipped with cable
modems will be in 33.4 million homes

e ———

-

infrastructure. At the same time, cable
companics have created branded broad-
band services such as Excite@Home and
Road Runner to compete against digital
subscriber lines. They’ve also created dig-
ital cable service that, like DBS, offers
more movie services, sports and pay-per-
view options.

While a steady, albeit slow, rollout
pace proceeds, only a fraction of sub-
scribers will have access to next-genera-
tion media via their cable connection by
first quarter next year.

At the end of 1999, only about 3.5
million subscribers will have digital cable
service. Cable modem/broadband Inter-
net service will have market penetration
of just over a million. Kresch says that
while AT&T, Time Warner and, to a
lesser extent, smaller MSOs are commit-
ted to their respective broadband deploy-

Microsoft co-founder Paul Allen (right) bought Mareus Cable, headed by Jeff Marcus (left).

and the digital cable universe will be
approaching 45 million.

“The momentum has begun and it will
only intensify next year,” says Brumfield,
who estimates that broadband deals across
the board represented $135 billion in 1999,

Comcast, for example, will surpass
500,000 digital subscribers by the end of
the year. “We anticipate to more than
double that next year,” says Comcast’s
Watson, who also says Comcast will turn
its attention to Comcast@Home with a
goal of having 300,000 customers by the
end of 2000.

In creating its broadband business
plan last year, Cox estimated it would
have about 475,000 new revenue-gener-
ating units (subscribers buying more than
one service, including basic cable, digital
cable, data services and telephony).

“By the end of this year, we’ll make
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that,” said Chuck McElroy, vp of new ser-
vices for Cox, which offers digital video in
19 markets and high-speed data and
phone service in 14 and seven of its mar-
kets, respectively.

AT&T has about 1.7 million digital
cable subscribers and 114,000 cable
modems deployed, with an eye on
700,000 by end of 2000.

The next wave of services, interactive
television devices and Internet telephony
are being tested now but likely won’t be
offered to customers until sometime in
2001 and 2002.

“Ultimately, within the next 15 years,
everyone will have an interactive digital
cable set-top, and when they do, e-com-
merce and all kinds of video on demand
and interactive entertainment will be-
come available,” says Brumfield.

Also easing the way for the broadband
future was AT& T’ surprise move last
week to allow competing Internet services
access to its high-speed cable plant.

In what is seen as an effort to ease reg-
ulatory pressure on AT&T’ bid for
MediaOne, AT&T said in a letter to the
FCC that it will give its customers a
choice of Internet service providers and
will soon start negotiating with Internet
companies such as Mindspring and others
interested in gaining access to AT&T’s
wires. New deals won’t be struck before
June 2002, when AT& T’ exclusive con-
tract with Internet provider Excite@-
Home expires.

Earlier this year, a state judge in Port-
land, Ore., acting on a challenge brought
against AT&T by the local franchise
authority, ruled that cable’s high-speed
Internet services such as AT&T’s Ex-
cite@HHome must be made accessible to
other Internet service providers. At the
same time, America Online was lobbying
furiously to force AT&T and other cable
companies to open their broadband pipes,
which are considerably faster than the
phone lines delivering AOL service. Sev-
eral other local governments followed
Portland with their own suits. In re-
sponse, AT&T’s Armstrong strenuously
argued that by allowing open access to
rival ISPs, cable companies’ high-speed
delivery systems would be relegated to a
common carricr and therefore not a busi-
ness worth pursuing.

In the letter to the FCC, AT&T
pledged to offer fair deals to all those
interested in running over AT&T%
broadband connections.

While the open-access issue appears to
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be resolved, AT&T still could be forced
to divest some of its cable systems if the
government imposes subscriber limits on
cable operators.

hile AT &T" tussles with reg-

ulators and rivals continue,

the market consolidation
continues unabated.

In the wake of cable consolidation
this year, the top 10 cable companies
presently serve 90 percent of the 70 mil-
lion—sub cable universe, operating in
ever tighter market clusters that allow
them to better roll out, and then market,
their new digital offerings and speedy
Internet access. Shortly before this sto-
ry went to press, Allen’s Charter and
AT&T swapped systems serving more
than a million cable customers, giving
Charter market dominance in St. Louis
and AT&T a huge service footprint in
New England. Comcast serves a huge
area from New Jersey to Washington,
D.C.; Adelphia has significant market
share in Northern New England, the
Los Angeles area and West Palm Beach,
Fla.; Time Warner and Cablevision have
New York City. Cox services almost 2
million homes in the Midwest and virtu-
ally all of Rhode Island.

However, even in these upgraded and
clustered markets, getting services to
consumers is a tricky proposition. Cable
companies are determined not to rein-
carnate their poor customer service
image in their newest businesses. Con-
cerned about overpromising on their ser-
vices and running the risk of turning off
customers with missed deadlines or mis-
firing services, they are are soft-selling
their various rollouts.

“We're going to be focusing on the
whole bundling concept next year. Where
we’ve launched these new services, we’ve
been working on blocking and tackling,
but now we want to package them as sort
of a Happy Meal of data, digital video and
telephony,” says Cox’s McElroy. Cox
plans to start testing a new single billing
system as early as February.

The availability of equipment and
determining what consumers will pay for
it in the retail environment has also
slowed installations.

“There’s no simple solution to that at
all,” says Bruce Leichtman, director of
media and entertainment for the Yankee
Group.

Meanwhile, the technology standards
for both modems and set-tops are still

Cable Special Report

being hammered out.
However, cable companies know that
they have a window of opportunity to be

ple, the modem or the set-top would
allow viewers to buy a lamp seen on the
set of MTV’s The Real World or NBC’s |

first to market ahead of phone and DBS | Friends by clicking on the screen as the

competition, so the year 2000
will likely see cable companies
making more noise about their
new services.

They already have an
advantage with modems.
Brumfield estimates that for
every residential subscriber to
DSL there are about 10 cable-
modem subscribers.

Leichtman has a robust
forecast for the supply of
cable modems for 2000. “We
expect this year will end with
26 million households that
have the ability to get them
and next year to end at 44
million,” he said.

In a recent study on cus-
tomer satisfaction conducted
by the CTAM, the industry’s
marketing association, 84 per-
cent of the respondents said
their cable-modem service
meets or exceeds their expec-
tations and 74 percent said
they would recommend cable
modems to a friend. Nearly all
the respondents (97 percent)
said they plan to continue
their cable-modem service for
the next six months.

The DSL-to-cable-modem
ratio evens out with small
business, where DSL has
made impressive inroads.

Watson says Comcast’s research
shows its digital cable subscribers are
more satisfied than not with the services
and that they are likely to purchase addi-
tional media from Comecast in the future.

“We see digital cable as video portal
which enables us to go back to cus-
tomers over time when new applications,
such as Internet television, are ready,”
says Watson.

Looking ahead to a time when cable
modems and interactive set-top devices
are as common as toasters and microwave
ovens, the traditional relationships
between entertainment, advertising and e-
commerce will blur, as will the relation-
ship between advertisers and networks
and distributors.

Via the cable-modem connection,
interactive commerce capabilities will
be created for the television. For exam-
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Bill Gates was one of the first to see the future of hroadband.

program continues.

Dubbed “rich advertising,” networks
as well as distributors would get a cut of
the buy as well as assign values such as

|

cost per lead and cost per purchase. .

That would certainly be an attractive
proposition for the cable operator who
could share in the transaction revenue
that might develop. While the first
steps toward this new model are being
taken on the Excite@Home and Road
Runner portals, the distribution of
those services remains too small to
spawn any serious sea change in how
media is bought and sold.

“What's going to be very interesting is
whether the next revenue stream for the
cable operators is going to be more new
services or s it going to be them taking a
picce of the transaction activity generated
by these new technologies,” says Kresch.
Kresch says cable operators’ traditional
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business model of sending monthly bills
to customers could become far less criti-

cal than taking a chunk of revenue from |

transactions that come with interactivity,
especially since that revenue isn’t coming
from their subscribers. How the revenue
will be split between advertiser, content
generator and technology distributor will

|

Cable Special Report

be a highly complex process. But the pay-
off could be significant for operators who
can offset the need to raise subscriber
rates with the new revenue source.
However, cable stll has a lot of money
to spend, lobbying to do and customer rela-
donships to build before even the very first
promises of Allen’s wired world are realized

on the television and computer of the aver-
age American consumer.

“As an industry, we haven’t even
scratched the surface of the media ser-
vices that could {become available],” says
Cox’s McElroy. |

Fim Cooper covers television from Medi-
aweek’s New York office.

‘This is a whole new mediuny’

As the broadband future begins to quickly unfold,
all sorts of new media companies, platforms and
ideas will be hatched to provide interactive content
for advanced set-top devices. As president and
CEO of Liberty Digital, a subsidiary of John Malone’s
Liberty Media Corp., Lee Masters is scouring the
globe for the best of them. So far, he likes what he
sees in Europe and is expecting 2000 to be a big
year for broadband services such as high-speed
access, digital cable and at least
the beginnings of interactive TV.
Masters sat down with Medi-
aweek’s Jim Cooper to discuss
his views on the digital future.

Mediaweek: As 2000 looms,
what kind of momentum does
the rollout of broadband ser-
vices have?

Masters: Like many things, it's
chicken-and-egg. Until you get
the boxes out, you can't get the
services out, so everything is
really contingent on the deploy-
ment of the advanced digital
set-top boxes. We've traveled
to the U.K. and France to look at
what’s going on in Europe,
which is ahead of us in the
whole area of interactive televi-
sion. The satelliite providers here
in the U.S. are going to launch
their interactive services in the beginning of the
year and cable, with their services, in the second
quarter. So | think there is going to be a lot of activi-
ty here in the U.S. next year.

Mediaweek: In the next five years, how many
people will have access to digital cable, cable
modems and interactive set-tops?

Masters: | think it will start out of the shoot slowly
and then as they get accepted and people start lik-
ing them, the deployments will speed up dramati-
cally. | think on the front end of the five years it will
be light and on the back end of the five years it will
be very meaningful.

Mediaweek: What will be the first broadband-
based digital media products to reach and be
embraced by consumers in a significant way?
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“It’s chicken-and-egg,” says Lee Masters.

Masters: We think that a lot of simple informa-
tion-based interactive offerings will exist in 2000.
People love to check sports scores and news
headlines and weather. They can be advertising-
supported, it’s not really expensive to do and you
can leverage existing content. We think e-com-
merce is a terrific application because it doesn’t
cost the customer anything, it doesn’t cost the
cable operator or satellite [provider] anything
because it’s going to be done of
the basis of sharing the revenue.

Mediaweek: How will advertis-
ing models morph?

Masters: | think it’s the most
exciting time in the advertising
world because this is a wholly
new medium. You have the ben-
efit of the very compelling sales
proposition of a full-motion video
commercial tied to being able to
get immediate feedback. To me
that’s incredibly powerful.

Mediaweek: Is marketing
these services the next envelope
to push? Do enough people
know that this new media is on
the verge of being offered to
them?

Masters: The traditional dis-
tributors have a lot on their plate
already. They have to upgrade
the plant, they have to make sure it's two-way
capable, they’ve got to install digital set-top boxes
and they’re going to want to sell telephone, data
and new video services, all while their margins are
being squeezed. So, | think the marketing execu-
tives in these distribution companies have one of
the most interesting jobs in that they have a iot of
services to sell and somewhat limited resources.
Overall, you are looking at this massive market
opportunity in every one of these areas and you
want to execute well and get as many customers
as you can. You are constrained by the cost of
implementing and marketing them and wanting to
get to market quickly in a highly competitive envi-
ronment, but doing it right. It's a very interesting bal-
ancing act for anyone offering these services. —JC



HOW TO
PICK UP

THAT SPEND.

TELEVISION ON THE MOVE

If you are looking to reackt. the
millions of guys whose idea of
fun is to drive, fly, cruise,
race, restore, collect, or

trick out their vehicles —

Speedvision delivers. Nc

other network offers a dedi-

cated programming line-up

from the entire world o7

vehicles...24 hours a day.

seven days a week.

So to reach the millions of menre

that spend over 700 billion' a
year on the things they love g
most...contact Speedvision Aa

Sales today. |

EAST (212) 883-4000
CENTRAL (312) 832-0808
DETROIT (248) 594-0707

WEST (310) 268-2100

Natonal Dealers

iation and Parts &
wwew speedvisian.com  @Speedvision 1999







| know the turn of the millennium happens only once a, well, millennium,

but color me Chicken Little because !'ll be awaiting Y2K in the relative quiet of my Brooklyn neigh-
borhood. It's nice to know that | won't be the only one ditching First Night festivities: According to
America Online, 43 percent of its users will ring in the New Year online at home. So while more
fearless (dare | say reckless) revelers party 'cause it's 1999, many of us will be in hiding, IM'ing
each other while we munch on canned rations and wait for the bug dust to settle.—Kipp Cheng

Interactivenews

@deadline
EMC Gets a Yes

Direct e-mail marketing and technology
firm yesmail.com today announced it
has selected Hopkinton, Mass.-based
enterprise storage technology provider
EMC to provide “continuous availability
and scalability” to its Microsoft
Windows NT-based SQL server data
warehouse. According to Peder Jungck,
chief technology officer at Vernon
Hills, lll.-based yesmail.com, the deal
will better “maximize one-to-one, pin-
point targeting” across yesmail.com’s
4 million-plus members in its opt-in
e-mail network.

Magazine Plans Fest
Consumer Web information and enter-
tainment magazine Yahoo! Internet
Life, based in New York, announced it
would host its first-ever Online Film
Festival on March 22-23 at the
Chateau Marmont and the Standard
hotels in West Hollywood, Cailif. Sub-
missions in the categories of fea-
tures/documentaries, shorts and ani-
mated films will be accepted through
Feb. 1. The festival will include confer-
ences featuring speakers from the
worlds of new media and Hollywood,
as well as screenings and trade
booths. Yahoo! Internet Life recently
announced its readership has sur-
passed 5 million.

News Value to Pairing
Adforum.com, New York, one of the
largest searchable databases of adver-
tising agencies and their creative work,
has partnered with Moreover.com, San
Francisco, to develop online news prod-
ucts for advertisers. AdForum and
Moreover.com will develop newsfeeds
covering all aspects of advertising,
including business, media, creative
and interactive, in the United States,
Europe and Asia.

MXG Media Creates
Interactive TV Division

By Susan Kuchinskas

iming to be in the vanguard of PC/TV
Aconvergence, MXG Media is launching

an interactive television division.
MXGtv will be headed by newly hired presi-
dent Rob Schwartz, who was most recently a |
creative executive at Disney’s Touchstone
Television, Los Angeles.

Schwartz will develop video properties for
cable and broadcast, as well as shorter pro-
gramming to be streamed from a new Web
site, mxgtv.com, that’s
going live today. Said Jan
Gilbreath, CEO of the
Manhattan Beach, Calif.,
company, “When conver-
gence happens, whether
it ends up on TV or com-
puter screens, we want
to be the leaders in creat-
ing compelling content
with embedded com-
merce opportunities.”

MXG Media’s original
Web site, MoxieGirl.com,
for girls and young
women 12 to 24 years old,
went live in 1997, with a
redesign and the new name of MXG last l
March, coinciding with the launch of an
eponymous quarterly magazine-cum-catalog.
The magazine now has a circulation of
500,000. In January, its frequency will
increase to bimonthly, with the same $9.45
annual subscription rate and single-issue
cover price of $2.95. Revenue comes from a
mix of advertising, sponsorships, subsecrip-
tions and sales of merchandise.

MXG.com’s X-Girls, featuring real
athletes participating in extreme sports,
is a likely candidate for a TV show.

MXGtv will develop projects with USA
Networks, which made a $26 million invest-
ment in the company last month, as well as
independent producers. The magazine and
Web sites will serve as “farm teams” for pos-
sible TV shows. The feedback MXG reeeives
from users in the form of e-mails, surveys and
page views will help it develop and fine-tune
characters and programs before committing
resources for full-blown television produc-

; tion. Schwartz wouldn't
disclose his division’s
budget and said it was
too early to set launch
dates for programming.

MXGtv shows will
be commerce-enabled.
“Those shows are intend-
ed to have a robust inter-
active element,” Schwartz
explained, in the form of
“mirror sites” to be called
up on computers along-
side the TV. Watchers of
MXGtv, for example,
could click on a piece of
apparel worn by a celebri-
ty to get more information or purchase it, using
technology from partner Veon, San Francisco.

Michael Wood, vp of Teenage Research
Unlimited, a Northbrook, Ill., consultancy,
said he expects the television division to be
successful. “We'’re seeing the meshing of dif-
ferent media with teens,” Wood said. “MXG
took the positives of a teen magazine one step
further by allowing teens to make purchases
on the spot.” &
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NetSanity Gives Partners
Foothold on Desktops

BY KIPP CHENG— Looking to help Web-weary
surfers find more relevant content and
attractive e-commerce offers, Redwood
City, Calif.-based NetSanity today will
beta-launch its Virtual Digital Assistant
(VDA), an XML-based toolbar that resides
on PC desktops and works in conjunction
with Web browser applications. The hard

launch is scheduled for Q1 2000.

According to Fred Clarke, CEO at Net-
Sanity, 30 Web sites—including CMP’s
Techweb Online News, Chipshot.com and
MySimon—already have signed up to dis-
tribute branded versions of NetSanity’s
VDA. Additional partner sites being
announced today are Go2Net, Individual
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Investor and Red Herring, among others.

Users can go to any partner site to
download the 300K VDA client, which car-
ries that site’s brand, but no advertising.
Then, they can choose the type of informa-
tion they want to receive. The VDA fea-
tures pull-down menus that take users to
relevant Web sites within the NetSanity
network. Additionally, a window in the
toolbar features rotating content, called
“pebbles,” linking to partner sites.

NetSanity expects the ranks of partners
to expand dramatically once sites perceive
the benefits. “We’re allowing our partners
to get a much stronger anchor on PC users’
desktops,” said Clarke. Normally, a site
loses a user’s attention when he or she fol-
lows a link to another site. NetSanity VDA
keeps the partner’s brand on the desktop
while users surf.

Clarke said the NetSanity VDA differs
from other toolbars in allowing for persist-
ent branding on the toolbar itself. It’s also
more flexible because it’s able to deliver con-
tinuously updated content.

“What we’re providing is a new XML
publishing standard for the Internet,” said
Robert Blechman, president at NetSanity.
He said the 30 partners already are pub-
lishing in the XML publishing standard.

Clarke said the content comes directly
from the partner sites and won’t slow down
users’ connections because the content is
retrieved at varying times, and not all at once
like so-called “push” technology broadeasts.

Also today, NetSanity announced a
second round of financing, led by Nokia
Ventures. &

bits

New York-based home improvement site
OurHouse.com launched last week, providing
consumers with products, services and how-to-
information. OurHouse.com has a strategic part-
nership with ACE Hardware, the national chain of

Y. stores, and will kick off a
branding campaign on
Jan. 1, with national print, broadcast and online.
OurHouse.com also will have a title sponsorship
of the ABC-televised Florida Citrus Bowl on New
Year's Day. The effort was developed by San

Francisco-based agency Black Rocket.

Post-Newsweek Stations, the broadcast sub-
sidiary of the Washington Post, and Internet
Broadcasting Systems have agreed to jointly
develop Web sites for six Post-Newsweek sta-
tions. IBS, New York, is leading the convergence
of local television news and the Internet through
its national network of more than 40 local Web
channels. Post-Newsweek Stations, Washington,
will invest $10 million cash in IBS in return for
an 11 percent equity interest in the company.
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E-greeting Web Sites Thrive in '99

Unique Visitors for E-greetings Sites, March-October 1999 (000s)
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The popularity of e-greetings sites
continued unabated this year, thanks to

ease of use coupled with the proliferation of

© 1999 Real Media, Inc

e-mail. While traditional greeting-card

purveyors have joined the e-greeting gravy .
train—with AmericanGreetings.com experi-

encing the strongest growth, from 491,000

unique visitors in March to more than ‘R /
|

3 million in October—Boulder, Colo.-based [ | ! :
BlueMountain.com still reigns supreme. www.ma I‘d Ig ras.com
Founded by groovy ex-hippies, BlueMoun- REAL MEDIA WELCOMES ITS LATEST ATTRACTION
tain.com hasn’t yet earned a single dollar Real Media is proud to welcome MardiGras.com to our growing network of the world’s most

highly respected Web sites. With over 3.8 million revelers in the streets, and over 36 million
from its “e-commerce” endeavors. But that revelers online, MardiGras.com taps into the excitement of the Mother of all Parties, while

delivering an audience of the Web’s most adventurous and fun-loving consumers. To find out more

didn’t seem to matter to Redwood City, Calif.- about Real Media and MardiGras.com, contact us at attraction@realmedia.com.

And get in on the celebration.
based Excite@Home, which recently bought

the service for a whopping $780 million. J re al mEdI a-

Media Metrix defines unigue visitors as the ot e, ‘

actual number of users who visited each Web &y n B
site, without duplication, once in a given month. AN WWwWWwW.rea I m edia.com

More than 50,000 individuals throughout the Media \, ': N = . i ~ " . Chi N i . i .
LS. participate in the Media Metrix sample. Metrix- } New York 212-725-4537 - San Francisco 415-643-5071 - Chicago 312-201-9393 - Dallas 972-387-5997
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Now-Live Gifted Solutions b'fvs

Programs’ All Games Network, New York,

Looks Beyond Holidays

.
f‘c’ @Mm software e-tailer
BY KIPP CHENG—F ollowing a two-month beta Marino said there is no up-front licens- EBWorid.com, the

test period, Scottsdale, Ariz.-based Gifted | ing fee to partner sites, and revenue is gen- online division of West Chester, Pa.-based
Solutions today will officially go live on a | erated on a transaction-based fee schedule | Electronics Boutique. Pseudo and
handful of its merchant partner Web sites. | that averages 2.5 percent. EBWorld will develop a co-branded com-
The online gift registry and e-commerce According to Marino, Gifted Solutions’ puter gaming store on EBWorld.com’s
database management servie- T services target the annual site, featuring AGN’s original computer

es provider’s partners include Yyt senie f $100 billion gift-buying market | gaming shows, as well as a searchable
Spiegel.com, PC Flowers & Persomiiz.ed, cataiog by “catering to online gift buy- | Internet TV holiday buyers guide.

Gifts and Giftpoint.com. et ers’ motivations and behavior.”

Described as a kind of | Shesssimsinaaion Unlike other gift registry | Mountain View, Calif.-based software
“Inktomi for online gift serv- | e— sites that attract users only | reseller iBuylLine entered into an agree-
ices” by Annette Webb Mari- | mumpssmen sawme | When they need to register or | ment with ZapMel, a San Ramone, Calif.,
no, the company’s CEO, Gift- | #0772 ~="- | purchase gifts, Gifted Solu- | provider of free PCs, educational content

ed Solutions offers a suite of  gitteq Solutions targets git  tions will generate repeat | and Internet access to middle and high
e-tools to help portals and e-  buyers throughout the year.  business throughout the year, schools. IBuyLine will develop a ZapBuys
commerce sites serve their Marino claimed. In addition to | specialty store offering items of interest to
users’ online shopping needs. The compa- | offering users e-mail event reminders and teens on zapme.com.

ny'’s proprietary gift-services engine allows | product recommendations, Gifted Solutions

Web sites to ereate private-label gift reg- | provides partner sites with shoppers’ gift- | Personal care products e-tailer Ingredi-
istries; wish lists; and multimerchant, mul- | purchasing histories to avoid duplicate gifts. ents.com has joined LinkShare’s network
tidestination shipping options when gift Marino said Gifted Solutions is in discus- | of more than 400 premier Web merchants.
shoppers register to use the service. | sions with four of the top 10 portals. ® Both companies are based in New York.

POEs-

Why was the media director

happy with his pogo.com
\ media purchase?

»

The rich media opportunities with pogo.com would make any media person happy. We offer an extensive line-up of compelling and
effective rich media advertising solutions including Enliven expanding, transactional, and coupon-printing banners, engaging TV-like
Unicast SUPERSTITIALS, E-mail marketing, integrated game sponsorships, and other things that only people like you understand.

ANSWER: RICH MEDIA
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SuperWanda

S ABELA

Independent Ad Serving, Tracking & Analysis

What$ up with Wanda? Or rather what’s up with the Web campaigns she plans and buys? The accuracy
of the targeting she delivers seems almost superhuman. Actually, the secret is a company called Sabela.
We're the independent ad serving company. And since we don't buy, sell or plan media, all our energy
goes Into flawless campaign execution. Take our Adaptive Targeting™ technology, for instance. It learns
as it goes in real time for pinpoint targeting on the fly. Which results in superior campaign
performance and, to her boss and clients, makes Wanda a kind of online superhero. To put Sabela on
your side, call Bruce Braun (310) 815-4490 or email: brucebraun®sabela.com » www.sabela.com

NO DOUBT ABOUT IT.
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Real Media Helps CMG
Launch Online Campaign

BY JOANNA SABATINI—Custom Marketing
Group, an Atlanta-based traditional market-
ing company for the global travel and
tourism industry, has partnered with inter-
active network Real Media, New York, to
create an online component for its advertis-
ing campaigns. The deal could signal a break-
through of sorts for the Web, which garnered
only a small portion of the $389 million spent
by tourism advertisers last year, according
to Competitive Media Reporting.

The first campaign to debut CMG’s
online efforts, the Mexican Millennium Pro-

grated with our offline print advertising,
and that the ads would reach a very defined
audience,” said Tom Garzilli, CEO and man-
aging director of CMG.

Real Media was able to define and target
a specific audience most hkely - ;
to travel to Mexico by using
data the Mexican government
has collected about its visi-
tors—such as where they live
and how old they are—com-
bined with information collect-
ed by newspaper Web sites and

gram, features interactive advertisements

on 15 newspaper Web sites, including
boston.com (The Boston Globe), nypost.com
(New York Post) and sfgate.com (San Fran-
ctsco Gate). The online ads launched Deec. 1.
CMG has been working with Real Media for
almost a year to plan its online debut.

“We wanted to make sure the online
advertisements would be uniformly inte-

American Express. Several
interactive features within the
ads, including consumer con-
tests, can provide additional information to
the marketers about their audience.

“The Mexican government had selected
the regions in the U.S. where it figured the
ads would be most effective,” said Dave Mor-
gan, president of Real Media. “Because we

Acapulco is highlighted on the
Mexico Millennium site.

are the sole seller for so many newspaper
Web sites, we were able to place the ads in
exclusive positions on the sites.”

Creating online advertisements was sim-
ply the next step in marketing efforts for both
CMG and the Mexican government, which
has been working with CMG for several years
on its tourism advertising. “With more peo-
ple getting information about leisure travel
and booking travel arrangements online, the
Internet has become very lmportant in trav-

- = el promotion,” said Morgan.

CMG already has discov-
ered benefits to broadening
its marketing campaigns with
online advertising. “We are
able to supply a lot more
information about destina-
tions online than in print,”
said Garzilli, noting that CMG
will continue to use print to
direct people to the Internet.

CMG will distribute 950,000 magazine
inserts and will reach about 100,000 Ameri-
can Express card members through direct
mailings within the next month. CMG plans
to work with Real Media to integrate online
advertising into all its campaigns. B
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Why is pogo.com such a good media purchase?
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With a growing database of 5 million registered users* and a broad line-up of games like backgammon, keno and hearts, pogo.com delivers your ad message to
the right audience, no matter how finely you target your campaign. So, whether you want to reach women in their 30s who live in New York or college students
in California who like to buy CDs, pogo.com can deliver. Oh, and sorry about not having any data runs in this ad. We'll try to get one in next week.

pogo.com provides games for the following sites:

(POEO™ [prodiey-

|‘rwmmﬂ NETscArEl

{75 Network

(5] | smap.com

www.pogo.com/advertise

NEW YORK 212-324-4550

LOS ANGELES 818-539-2266

SAN FRANCISCO 415-778-3719

ads@pogo.com
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WITH CHARACTER.

Everyone’s mad for the Muppets! And why not....these funny, furry
creatures created by Jim Henson offer the entire family a star-studced
half hour of music, madcap adventure, and non-stop laughs. The
Muppet Show is just part of Odyssey’s Prime Family Time lineup,
which also includes the poignant Doogie Howser, M.D., the
action-filled Snowy River: the McGregor Saga, and the crmcally
acclaimed Avonlea.

So, for television for today’s family,
tune-in to Prime Family Time, weekdays
5:30-9pm. Because if you're looking for
warm and fuzzy shows full of
character, you've come to
the right place.

Now HEeRE’S A SHOW

5-STAR FAMILY
ENTERTAINMENT

WEEKDAYS B
5130900 IPM!

THE MUPPET
SHOW™

 DOOGIE
HOWSER, M.D."
AVONLEA™

SNOWY RIVER:
J The McGregor Saga™

Miss Piggy from The Mupi)ef

© 1938 Odyssey TM / TM
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Excite’s Photo Center
Could Boost Web Visits

3Y SUSAN KUCHINSKAS—Excite@Home has | for others to see on the Web site; they can’t
just launched a new consumer site called | download them. However, users are able to
Excite Photo Center—which goes live | download free, professional digital photos |

Colo., a digital photo stock house that has
exclusive online distribution rights to the
National Geographic photography collec-
tion. Worldprints also sells posters, giving
the site e-commerce potential.

The Photo Center uses Hewlett-
Packard’s Cartogra Digital Imaging Infra-
structure. The alliance could spur sales of
the Palo Alto, Calif.-based company’s color

soday at photocenter.excite.com—Ilaying | for use as screen savers [ —v—
she cornerstone of what it calls “a broad- | and wallpaper. oxotte. S8 noci oo

- - .

printers and toner.
The service launches

— G
cantogra

ey

~anging photo strategy.” Users can upload, The professional
Jownload, store, edit and print high-resolu- | images are provided by
sion photos from the site, which uses tech- | San Diego-based Web-
10logy developed by partner Hewlett- | shots, which also offers
Packard and Webshots, a company just | free photographic screen-
acquired by Excite@Home. savers and digital greeting

“Excite is giddy at the thought of get- | cards. Excite@ Home says
cing into this space,” said Faulkner | visitors download 25
Hunter, vice president of business devel- | million images from
spment for the Redwood City, Calif.-based | Webshots each month.

@icome 10 Excie Proia Conine

at a time when prices
for digital cameras are
falling, and the holiday
shopping season is
expected to put cameras
into the hands of many
new users.
According te
InfoTrends Research
Group of Boston, nearly

sroadband ISP and portal. Viewing photos | Webshots’ software, called
Jnline gives new users a reason to go on | the Webshots Client, is
she Web, just as e-mail has in the past few | required to upload and
years, he added. download photos on Excite Photo Center.
The Excite Photo Center acts as a two- To make more images available, Ex-
way conduit. Users can upload their own | cite@Home also entered into a strategic
Jigital pictures, then store them in albums | relationship with Worldprints, Boulder,

Excite Photo Center lets people
share their photos online.

100 million people will
view personal photo
albums online next year.
InfoTrends predicts that digital camera sales
in North America will grow at 36 percent
annually through 2003, jumping from 3.6 mil-
lion units sold in 1990 to 6 million in 2003. ®
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Through our collection of online games like chess, trivia and bingo, we’ve attracted 5 million registered users* 47% of our users are
female** 78% are 18-49 years old,** 73% play from home** and 54% buy products online*** Ahh, stats. Next week, flow charts!
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Making
a Play

Disney’s GO.com marries the Web and TV with
its Enhanced Television coverage. First to the
party: Football fans. By Eric Schmuckler

onvergence between the televi- Hobarged ) dpiusn i Mingn
c sion and the computer is like the B £ NHANCED TV
weather—everyone talks about
it, but no one does anything about it.

Disney’s GO.com is out to change
that. This fall, it began Enhanced TV
coverage of National Football League
games on Disney’s ABC and ESPN
networks. While most TV sports
providers are migrating to the Web,
and there are online sports services
aplenty, none have yet attempted the
level of program-Web integration that
ABC and ESPN are pioneering.

“When you see how close this is to
real TV programming, you realize
that we’re inventing our future in pro-
gram convergence,” says Jonathan
Leess, vice president of GO.com’s
Enhanced TV and executive producer of the NFL project.

ESPN.com and such competitors as CBSSportsline.com
already offer play-by-play reports of NFL games and other sports
events, and rival FOXSports.com has made some strides in con-
vergence at a sister company in Europe. “But no one comes close
to what we’re doing in synchronizing interactive and program-
ming,” Leess says.

Consider the potential benefits of having viewers tuning in and
booting up at the same time. By running online content synchro-
nized with its televised images, ABC can tap a new revenue stream
from advertisers willing to pay a premium to reinforce their on-air
messages. It also may boost online sales of sports-related mer-
chandise from ESPN.com’s store.

Most profound, though, is the impact of its gaming element, a
modest play-predicting competition named PrimeTime Player.
This offers the potential to keep viewers hooked—even into a

| ATL 9 Q4 PITI3

No mote spluctions
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PrimeTime Trivig e 1999 Rushing Yards Pe

[-GAME STATS- 8}
#10 Kordell Stewart QB
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. § Enhanced Television PT. .E'E 5

& PrimeTime Player

ATL 0 Q1 PIT 0

How's your score?

3d89Yonthe ATLZ9

No more selections
Score

Atlanta Falcons

I 727

% NFL Average

102.4

PrimeTime Player, top,
is. one component of
&k Enhanced Television
GAME broadcasts of National
. Football League games
Colorado on ESPN and ABC.
It allows viewers to
compete in play calling.
Other facets of
Enhanced TV are stats
on demand and trivia
quizzes, left.

HT: 6 1"

PASSING

WT: 212

35-t0-0 blowout between second-tier teams. “Imagine if our
interactive game could sustain 12 million players,” Leess
suggests. “We could have an effect on the Nielsen ratings.”

There certainly is a potential army of armchair quarterbacks
out there. Leess conservatively figures there are some 18 million
households with an online computer in the same room as the TV,
though almost none of them use the two in syne. “They’re check-
ing stock quotes or chatting on the PC, with the TV on in the
background,” he says. “We’re marrying [the two screens], turn-
ing something passive into something active.”

Anywhere from 50,000 to 100,000 homes use the enhanced
service on any given Sunday or Monday night. He estimates some
two-thirds of the audience tries its hand at the game and describes
feedback as “incredible.” “I thought reaction would run 50-50, but
80 to 85 percent of users are enthusiastie,” Leess reports.
“They say it’s the best thing since Monday Night Football.”



It’s not internet advertising.

Represents top brands online.

Far information on strategic advertising and sponsorship packages,
e-mail SVP Sales Tom Mannion at sales@phase2media.com.

For information on becoming a Phase2Media partner site,
e-mail SVP Network Sales & Business Development Scott Ford at affiliates@phaseZmedia.com.

For our compiete online media kit, visit www.phase2media.com.



|Qanalysis

The audience is a surprisingly well-seasoned 26 to
46 years old, with connection time averaging an impressive
35 minutes per visit.

PUSH, PULL AND PLAY

Enhanced Television broadcasts, which are available free
through ESPN.com and NFL.com, have three major elements:
a push channel, a pull channel and a game. Users can pick any
one element, but the vast majority opt for a package that
includes all three.

The push channel serves up facts, stats, images, quotes and so
on. The pull channel offers detailed statistics on demand, such as
yards per pass attempt and updated play-by-play. In the Prime-
Time Player game, viewers guess which player will carry or catch
the ball on the next play—quarterback, running back, tight end or
wide receiver. Points are awarded for correct guesses with extra
points for yardage gained. Trivia questions offer further chances
to run up the score; winners are tallied each quarter.

The game has been used to great promotional effect. As part
of a season-long contest during the ESPN telecasts, announcers
Paul Maguire and Joe Theismann have each taken an on-air turn
at PrimeTime Player. Theismann has skunked Maguire and so,
during the Jacksonville-Pittsburgh game earlier this month, con-
trol-room staffers were pulling for Maguire to put some points
on the board. But he called the wrong play yet again; then Theis-
mann ripped off a huge 38-yard run as the control room
sereamed. Too bad for Maguire, but these promo pops cause big
spikes in usage.

There are also revenue-producing opportunities. The lower-left
corner of the Enhanced TV screen is devoted to advertising. Sev-
eral football advertisers have bought synchronous banners shown
during commercial breaks, which allow for click-through or book-

“Enhanced TV’s components
and speed could be better,
more interactive,
more competent,” says
rival Sportsline’s Steve Snyder

marks to their own sites. At other times, the space promotes ABC
shows. Cost: $1,000 per banner. “The ones who bought synchro-
nous data are very pleased,” says Leess, “and we’ve established a
revenue stream, if not a break-even business.”

Sponsorships are available for the half-time trivia contest,
which Toyota bought a few times, and for the PrimeTime Player
game, a welcome opportunity because the NFL reduced in-game
entitlements this season.

There’s additional revenue potential as well. “Commerce is a
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3 Erhanced Television: Push Channel
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C. Chandler - Through 6 Games

1998 1999
80/153 32/57
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The push channel, one of three on Enhanced TV, offers viewers of
National Football League games statistics on players.

tremendous opportunity, especially since it’s tied to what you're
watching,” Leess says. “After Brett Favre throws a touchdown
pass, we could push a message asking if they’d like to buy a [Green
Bay] Packers jersey.” Perhaps viewers might someday be willing
to pay for PrimeTime Player, he adds, if, say, an auto sponsor
offered to give the winner a new car.

New features include an online poll that allows viewers to voice
their views on, for example, whether Steve Young, San Franeis-
co’s concussion-prone quarterback, should retire. (The “medical”
opinion of the online audience was, “Hell, no!””) A recently launched
chat room is growing in popularity, says Leess, but it’s not yet
what he would call “a real win for us.” He explains: “We don’t want
to distract people from the core business—the tele-
vision signal. We paid billions of dollars for that.”

Coming soon: the ability to build a customized
league for the PrimeTime Player game and prizes of
ABC/ESPN merchandise for top scorers. Next
month, ABC hopes to make a tremendous splash
with Enhanced TV telecasts of both the college foot-
ball championship game and the Super Bowl. Next
year, it plans to take Enhanced TV beyond sports
into other areas of programming, including the net-
work’s savior program, Who Wants to Be a Million-
aire; the Oscars; news programming; and daytime
TV talk show The View.

The technical side of Enhanced TV needs work.
“We're still learning,” Leess says. “We don’t claim
we're there yet.” Users with less than a 56K modem
or Pentium-class machine won’t get full benefit. Con-
nections through American Online are particularly slow and crash-
prone. “AOL is not the ideal Internet service provider, but it is
the dominant one,” Leess says. Other ISPs and local area networks
work better, according to the Enhanced TV crew that monitors
them all throughout each telecast.

RIVALS TAKE DIFFERENT TACK

While Disney is so far the only company synchronizing Web and
TV to offer interactive programming—albeit on two boxes rather
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| ‘T Enhanced Television - Live Stats
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When viewers request player statistics through Enhanced TV, it might
improve their results in the PrimeTime Player competition.

than one—its rivals are focused on offering online content that
complements TV broadcasts. In fact, full-blown fantasy gaming is
turning out to be a killer app for all the online football rivals,
including ESPN, even though there is no direct tie between their
Web services and network telecasts.

“Our fantasy football is a more compelling product [than Prime-
Time Player],” says Steve Snyder, vp of production at Sportsline,
which publishes the CBS site and is some 20 percent owned by the
network. “It just drives pages and pages and pages. Once you're
on it, you’ll never leave, and this is a pay product. You'll be flip-
ping through the channels on your DirectTV, trying to see all the
plays. If you go to the chat rooms on game day,
there’s a lot of trash-talking—‘That’s the only points
you'll get today, punk,’—that kind of thing.”

Snyder is not above a little trash-talking himself:
“Enhanced TV’s components and speed could be bet-
ter, more interactive, more competent. That little
pick-the-play thing? Hate it. Very basic. Enhanced TV
is kinda nifty, but not something I'm dying to have.”

Leess thinks his competitors should put up or
shut up when discussing convergence: “I don’t
expect my competitors to like what we're doing,
but they’d better be in [this game]. The Internet
is not the perfect platform for interactive TV, but
right now it is the only one to reach the masses. I
highly doubt they’re not concentrating on conver-
gence, but if they’re not, it’s highly myopic
because this is the next big challenge.”

Snyder responds: “We're a content company focused solely on
the Web. Yeah, we have a TV partner and we’re working with
them to integrate our content in a more fluid way. We have their
studio talent talking about topics of interest, lots of text-based
content. We have the best content—we broke the news of Barry
Sanders’ retirement; we get official stats from the Elias Sports
Bureau; we have an archive of 1998 games.

“But the fantasy games are just a monstrous application for us,”
Snyder continues. “It’s the Web-centric mind gathering a commu-
nity of people around the world.”
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FOXSports.com also offers a series of fantasy games from a
free one-off to a $20 full-season package; wannabe “commission-
ers” can spend $80 to set up their own leagues, with customiz-
able rules, for up to 30 players. “We’ve had huge success with
fantasy football,” says vp Danny Goldberg. “There are probably
1,000 percent more teams playing this year. Our GameTracker
lets you track your fantasy team or favorite team, accumulating
game stats or season-to-date stats in real time. If you're follow-
ing Brett Favre and it’s at [Chicago’s] Soldier Field, 15 degrees
and wind at 10 mph, how does he do in that situation? We give
you those stats.”

Fox gets online mileage out of the network’s on-air personali-
ties, starting with John Madden, who contributes four columns a
week—players and games to watch, even recipes from his cook-
book. On-air talent including Dick Stockton and Pat Summerall
also write columns, as does comedian Jimmy Campbell, the pre-
game show “prognosticator.” Users can pick against Campbell for
prizes that include trips to games.

Goldberg says the company is testing convergence applica-
tions, primarily centered around digital set-top boxes, and notes
that its sister European satellite TV company, BSkyB, already
has scored with enhanced TV for soccer. “We’re the leader in
broadband sports, the No. 1 service on Roadrunner,” he adds.
“We’ve created broadcast-enhanced content for them, more based
on video packages with clips of interviews and Fox talent. And
we're really big in mobile electronics through PalmPilots and Win-
dows CE devices; we're No. 2 on Avantgo.com, which allows you
to pull info off the Web. We think in terms both of what’s best for
the Internet and what’s the best TV product because they
absolutely go hand in hand. There are a number of platforms out
there, and they’re barely in their infancy.”

“l don’t expect my
competitors to like what

we’re doing but they'd

better be in” this game, says
Enhanced TV’s Jonathan Leess

As the technology improves and broadens out, all players fore-
see ever-hipper convergence applications.

Snyder suggests that, if TV rights could be worked out, foot-
ball fantasy freaks would be able to track video of all their play-
ers. Leess looks forward to digital set-top boxes that would allow
for more signals on one channel. “If we have four channels of video,
we can feed you cameras one, two and three, with maybe another
for instant replay, and you decide which angle you want to watch.
It’s not in the immediate future, but it is in our future and as pro-
grammers we've got to be prepared for it.” B
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MTV’s
BUZZWORTHY

Buzzworthy songs are usually
by new, up-and-coming artists
who MTV believes have special
potential. Of the videos MTV
designated as Buzzworthy, the
vast majority have been
certified gold or platinum.

Week of 11/29/99

Artist/Group: Powerman 5000
Song/Video: "No Body’s Real"
Director: David Meyers

This Boston based group, whose
vocals were once packed with more of
a hip hop punch, have changed more
than just thier vocal style. The
arrival of guitarest M.33 has beefed
up the bands riffs, and a lengthy stint
on the road has solidified it’s sound.
All of which is evident in their video
No Body’s Real.

In 1980, teens
were into Pac-Man.

What’s scoring points
with them today?

Bolt.com is where teens hang out.

* Bolt is where forward-thinking companies T
find the next generation of consumers.

* Teens respond to Bolt's content because
they write the content.

* Bolt's sponsorship opportunities ensure our
audience interacts with your advertising.

* Bolt creates customized promotions that are
welcomed by this skeptical audience.

g

www.bolt.com

Reach teens where they live. For more information, call Jeanne Sachs at
(212) 620-5900 x291 in New York, Jason Schneider at (310) 914-0165
in Los Angeles, or Bob Zander at (312) 444-2940 in Chicago.

©1999 Bolt Media Inc. All rights reserved.

Artist/Group: Macy Gray

Song/Video: “Caught Outta There”
Director: Mark Romanek

The voice of Macy Gray is a won-
drous thing. It can be as intimate as
the wee small hours or as exciting as
a packed nightclub; disarmingly
sweet on one song, harsh and raspy
on another. Within eight bars of any
given song on her Epic debut album,
On How Life Is, the voice is unmis-
takable. Whether it’s the funky
breakbeats coupled with Macy’s
raspy words of encouragement” Do
Something” the album’s first single or
the smoky ballad, "Still" reminiscent
of early Aretha, the result is an
album filled with Macy’s irresistibly
gritty, yet soothing vocals

©1999 MTV

Imagine If Every Time You Moved You Lost
407% Of Your Furniture.

Moving Your 401(k) Funds Incorrectly Could Cost You.
Call For Your Free Information Kit Today.

Moving funds from your former distribution. It clearly explains
employer’s retirement plan could the pros and cons of each
cost you 40% or more of your sav- distribution option, so you can
ings in taxes and penaltias. decide what's best for you.
Remember, your retirement
savings have to last even longer

than your furniture. So

1-800-401-5287 handle them with care.

T. Rowe Price can help.
Call for our free kit on man-
aging your retirement plan

Invest With Confidence

T.RowePice

For more information, including fees and expen.s'es',_request a prospectus. Read it carefully before investing.
T. Rowe Price Investment Services, inc., Distributor. IRAR051707
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MTV Around the

World

Week of 12/6/99
MTV Asia

Artist

1. Ronan Keating
2. Sugar Ray

3. Ricky Martin

4. C. Aguilera
5. Madonna

Title

When You Say...
Someday

She’s All I Ever
Had

Genie In A Bottle
Beautiful Stranger

MTV Latin America (South Feed)

Artist

1. C. Aguilera

2, Britney Spears
3. E. Inglesias

4, Five

5. Shakira

MTV India

Artist
1. BSB

2. Sonu Nigam
3. Jagit Singh

4, Harbhajan Mann
5. Boyzone

[ MTV Australia

Artist
1. Eiffel 65
2. V. Amorosi

3. Madison Ave.
4, 82S
5. Jennifer Lopez

Title

Genie In A Bottle
Crazy

Rhythm Divine
Keep On Movin
Ojos Asi

Title

I Want It That
Way

Ab Muje RaatDin
Shaam Se Aankh
Mein

Oye Hoye

When The Going...

Title

Blue

Absolutely
Everybody

Dont Call Me Baby
Sister

Waiting For Tonight

Billboard’s Top 15 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 4 1 15 He Didn't Have To Be Brad Paisley

2 1 1 15 When I Said I Do Clint Black

3 5 3 10  Breathe Faith Hill

4 2 2 22 Home To You John M. Montgomery
5 3 1 20 I Love You Martina McBride
6 6 6 15 Come On Over Shania Twain

7 10 7 20  What Do You Say Reba

8 8 8 15 All Things Considered Yankee Grey

9 11 9 13 Pop A Top Alan Jackson

10 7 1 25 Something Like That Tim McGraw

11 12 11 15  Big Deal LeAnn Rimes

12 13 12 14 Cowboy Take Me Away Dixie Chicks

13 15 13 12 My Best Friend Tim McGraw

14 9 4 22 What Do You Say To That George Strait

15 17 15 15 She Thinks My Tractor’s Sexy Kenny Chesney

©1999 Billboard/Broadcast Data Systems

Billboard’s Top 15 Albums

Compiled from a national sample of retail store and rack sales reports. Provided by SoundScan.

This Last Peak  Wkson

Week Week FPos. Chart  Artist Title

1 3 1 2 Celine Dion All The Way...

2 - 2 1 Metallica S&M

3 2 2 2 Dr. Dre Dr. Dre -- 2001

4 6 1 28 Backstreet Boys Millennium

5 1 1 2 Korn Issues

6 8 1 46 Britney Spears ...Baby One More Time
7 = 7 1 NAS Nastradamus

8 4 1 24 Santana Supernatural

9 5 5 2 Will Smith Willenniumv

10 12 1 14 Christina Aguilera Christina Aguilera

11 24 2 108  Shania Twain Come On Over

12 7 2 4 Mariah Carey Rainbow

13 - 13 1 Garth Brooks The Magic Of Christmas
14 23 14 2 Kenny G Faith A Holiday Album
15 - 15 1 Dave Matthews Band Listener Supported

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

—= |
ART DIRECTION |

ADV/DESIGN SCHOOLS

SALES COURSE

Sell Successfully with SalesBriefs
PO Box 1121 Agoura, CA 91376 Al 10for $10

ADVERTISING SPECIALTIES

TALENTED AD/DESIGNER
Beautiful print/caollateral/adv/promo portfolio.
Concept to finished Mac exp. 212-496-0453

ADVERTISING SPECIALTIES

this PakTite |

a smart move

NOW AVAILABLE IN OVER 50 MARKETS!
CALL FOR UNBEATABLE ADVERTISING RATES

PUSH ALLTHE RIGHT BUTTONS. &
CALL DICK GRIDER ADVERTISIBIG.
ART DIRECTION, COPY, MKTE.

*
is an X-Large ‘ Wiedls America | 212 213.5333
Heuvy. @' ad Advertising is : Call us today for '
< P America’ s #1 Wlm s our special = —
welghi 4 source for advertising rates! CONCEPTS & GRAPHICS THAT SELL
sh 1 . Backlit Mobile with Mac/All Media. (212) 873-2381
T-Shirt! 2 ,:,e"a Advertising! =

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

Stock & custom shapes available:
* Rectangle scylinder » Hockey Puck®
* Post-Card + Football » Credit Card * Heart
« Compact Disc ¢ Triangle * Mini-Tee
* Chocolate Bar + Race Car « Dog Bone
Great for GWP's, Tradeshow Giveaways and On-
pack Promotions. Include coupons, catalogs and
event schedules inside packages

AUDIO ON HOLD

N aubio probucTion f§

F'LASHPOIN T (’

ART/DESIGN SERVICES

INVIsSIon

GCRAPHICS
IMVISION GRAPHICS offers the ‘

T U D 1

() MESSAGES ON-HOLD ~
Music and voice talent turn
your hold button into a 1
powerful business/image tool.

¢) VOICE MAIL MESSAGES
Top voice talenr for your
voice mail prompt(s create a
highly professional image.

¢) RADIO COMMERCIALS
Attention grabbing ads; vibrant
voice talent with scintillating
music and sound elfects.

TOLL FREE: 877-352-7478
[ www.flashpointstudios.com

Call for more information about samples
mock ups & dimensional mailers'

/\(“ PaxTites gy ..o

ASTRIKES € LSOV DESIGN
Fasyie s 220 pescen Steeel, Dept, W
A Ntmbenl, C1 66906 4
YITE el 2033394339 ﬁ ﬁ
Fux 2033392187 v
Vi Wi

We've

most creative and dynamic graphic
cancepts from start to finish.

| =) WEB DESIGN

oot

| mm) COMPANY PRESENCE
=) CAMERA READY ART
=) ADVERTISING

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

17 ! BANNERS TOWELS TOWELS
AND
s — ART/DESIGN SERVICES
\ 4 - color process " g e N\J Sport and
MATRIX Areg Patented VAVTRIN
| movw || ENE | | FREELANCE

Hin 5o you can

Your golf balls,

— our compressed golf towel.

WHAT GOOD IS IT

ALL .INTHIS TINY TUBE!
= Imprinted high quality velour tawel.
* Minimum only 150 pieces.

IFYOU CAN'T GET IT UP?

[ carcH a creaTivE GENIUS ]

+
Patent pending
lightweight
collapsible

3-Strikes ADVANCE RS |

America’s Towel Superstore

. satir(;ds 212 661 0900
; ' ATE=® *38 CRESCENT STREET 1 gy : ;
'toingo?- STAMFORD, CT 06906 lPr'ov1d1ng Excellent Artists & Writers

Since 1987

A wep Design & Production
A Art Direction A Copy/Tech Writers
A Illustration A Proofreaders

ART/DESIGN SERVICES |
http://www.freelanceadvancers.com

ard i
| and?::r(rqu i} (\xwh w\! I \\U(H)w; »1»47
| cases
also available -

PATENT PENDING
THRIPODAL FLI\T BASE FOIH
@) EASY STACK PRODUC
b) STABILITY ON UNFVFH SuURk A(,l

Miniature full color-photo fapel pins of your A G raphi ¢ Desi gn
product. Actual shape, (516) 625-5911

3 STRIKES CUSTOM OESIGN  ASI 91243 www.companylapelpins.com

uéMAﬂuxJ

| www.3sirikes.com  1graphxcnaol com

= -

| TAMF(

i ax (20

Photoshop Expert, highly creative, design

Corp id merchandise, gifts, premiums.
www.sohopromo.com or 212.732.9520

unique images or retouching yours.
Let me create your whims. 718-745-2366

a better way to save the day
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BRANDING COMPUTER SOFTWARE COPYWRITING CREATIVE SERVICES
NAME-IT: -Expert creative naming of your . m 3 FREELANCE COPYWRITER
client's new company, product or siogan. e Thinks strategically. Writes creatively.
www.nameit.com (800) 511-1520 System planning set-up & training Good. Fast. Very experienced. 1
Over 16 years in ad agency finance Call Patt (212) 595-6780 tl es
Rock-Solid branding, beginning with naming, Steven Cass 518-581-9232. L]
begins with LaROCCA GROUP. 914-876-1550 . ’ .
VISIT ADMAN - >www.admanweb.com You don’t need "f ull-time (hea (olo he
BROCHURES EONCEE R ICoE copywriter. I don’t need a ]
ull-time job. .
ENVELOPES - - - f J HOI Ida
JET GRAPHICS - SPECIALTY ENVELOPES Howling Headlines. Fetching Copy. All Media. Impressive Clients,

www.jetenvelopes.com 800 9AD DOG9 Excellent References.

I [ ]
COMMERCIAL PRODUCTION COPY/CREATIVE Sharon Macey  203.454.4771 d ?ad I I'I ?S.
— KILLER COPY. ART TO DIE. (212) 260-4300 Eliminate at least one yuletide

HOT COPY, COOKED TO ORDER... :

F Elﬂ”iﬂ’l‘flﬂﬂ‘wm creative, strategic ADS Hungry;(;azlls r:e:):.a.;z deliver! traditflonc.h(}et exac(tly l\)avh:t you
=l ! s SRy want for Christmas (in both co|
BROCHURES, etc. ! b G and design) for ads, brochurezy,
direct mail, business videos,
radio/TV, CD-ROMs, Web sites.
No retainers, all work pre-bid
by project. Recent clients

; include General Electric, Van
A LITTLE FASTER. PAIRL ENBURG ' » Koevering/Interactive Music,

= . 505.286.5925 paul@rtbb.com S. Cigar ntex '
e T e US. Cigar, Centex Homes

in all media in all product categories. Samples overnighted. Holidaze
On time. On strategy. On the money. CREATIVE mercifully shortened.

(212) 759 +8028 "
Q Q
I f you ha d Copywriter. Fast. Fearless. Freelance. (212) 724-8610. CREAT|VE SERVK:ES “ u’-l-(| Rl{;’ o n

. ) Chiat/Day senior writer with Powerbook.
Clients & Profits, Will travel. (415) 563-8800

“SILENT PARTNER"
WEB STYLE )
you'd already have AWARD WINNER - Fresh, fast, versatie. .

212 348 - 9181

Ever wonder where the class clown got hired?
COMEDY COMMERCIAL PRODUCTION Want people to

MANIC! www.manicfilm.com 212.246.1780 COPYWRITING say great things

| WRITE IT A LITTLE SMARTER,

about your clients?

COMPUTER SOFTWARE Start with me.

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

A . : We'll create, build or hast your
tOday,S ]Ob list. On strategy, on fime. 212-737-8977 Web site or your client's Web site i
Imagine: Daity iob hot sheets for th VICTIM OF FIRST DEGREE MERGER. Yau toke the credi-we do the work CREATIVEWOR) ¢
pll?o(zig,urc'tei.() nar;ié%ng?nsm?:utegrnoi Lastweek twas a CD Wiiter genius. Now | Check us out: dotarayine.com or A4S s
L9 ’ X I -1 -481-
hours. See the big picture, or zoom can be yours. Free-lance 7186381938 o g IOt feebar NATIONAL ADVERTISING
in on details: Get weekly traffic, job NO-EGO, AWARD EEEE DR R EAGTE N CY
status, staff work-to-do reports with COPY INLIMBO? WINNING ﬁESIGN FIRM 813.229.6162
a click of your mouse. Mac and Win- WEB SITE LOST IN CYBERSPACE? . .
dows. Available today. Demo $45. LET A WRITER TAKE CHARGE! 35 years in business seeking merger,
! ) ) ! acquisition, parinership or courtship
800 272-4488 Nowa Y Tmes NYMagine o1 e e oo
; ; gazine et al design fim o« individuol Reach your ad community in
www.clientsandprofits.com and wiiter will handle your press i
releases, newsletters, web content, Gall 7126857285010 fai ichee) ADWEEK CLASSIFIED

and corporate communications,

Service with a smife. CREATIVE FREELANCERS
Quick tumaround.
Who could ask for anything more?

REMAIN.CALM

FILES SUCK. | | e

ToniKamins@worldnet.att.net.

Present print, broadcast, and The Creative Group specializes in creative, web, marketing
online work over the web. Fast, WRITING THAT SELLS and advertising staffing on a project basis.
secure, nothing to install. Business building ideas. Copy that gets results.
Sales Literature, PR, & Corp. Communications. = art directors = copywriters = account/marketing managers
www.ReviewManager.com Nanci Panuccio 212.668.5936 = graphic designers = web designers = traffic managers
(888) 746 - 8227 Words that spin straw into gold. 800-200-0397 :

Bttt iR THE RIGHT, BRIGHT COPY. 838.846.1668 t THE CREATIVE GROUP
Getjustthe right' brightw' print' and CIeathegIoupcor‘n MARKETING & ADYERTISING PROFESSIONALS
radio from former VP at agency of the EOE

'],ellt Professi_onal he] y'ear. Prompt, personab'le, and priced
! fofrffﬂfgﬁo s right, too. :"1;“7"; ;z'g;ca"v now. DISTRIBUTION SERVICES FILMVIDEO
al'tﬂel' ﬂexible,aﬁ:;cy management, PRODUCTION
i RN Wicposeg, Handouts Al marsloge.
[JUETGLREERRY  software ever developef Brochurtg"a(:nigp::psl)zic‘::t::(?z more Works wjmajor agencies..chuckmorse@gis.nei GLENN ROLAND FILMS 310-475-0937
www.medigroupltd.com BR\icoRn iuz-n%s' ' Call CityeMetro 800-272-73241; 800-551-2031
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EMPLOYMENT SERVICES

' HAV& Yvu MADE A
NEW YEAR'S RESOLUTION
Yer, DONNA 7

\VE RESOLVED To 6ET
OVUT OF MY DEAD-END Jod
AND MTD A CAREER WHERE

\(——————/: —r

ILL B€ RESPECTED
AND APPRECIATED,

ONE THAT WILL ALLDW
METO REACH ALL MY
CAREER GOM.S AND
BECOME A BETTER,
HAPPIER PERSON.

GEEZ WOULDNT
"WORLD PEACE"

- OAK BROOK -

NEW YORK - 29 W, 46th St., 6th Floor, New York NY 10036 1 (800) AD HIRE 1, (212) 840-77%67 fax (212) 840-9040
I] R“s CHICAGO - 311 W. Superior, Suite 500, Chicago IL. 60610 1 (800) AD HIRE 1, (312) 751-0090 fax (312) 751-0089
1100 Jorie Blvd., Oak Brook IL 60523 1 (800) AD HIRE 1, (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 ae easy
as faxing us your résumé. So, have

you checked your career lately?

ADVERTISING & MARKETING
CAREER SPECIALISTS

Affiliated with Ad Temps, Inc. EOE

INSURANCE

R 0. P DISPLAY

RADIO PRODUCTION

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 Heaith, 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.

displays2go.com

Sign Frames * Brochure Racks « Poster Holders ¢« Kiosks

mwmm
HERE

Division of George Patton Associates Inc.

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

MEDIA BUYING &
PLANNING SERVICES

PRINTING

EXPERT PLANS & BUYS............. 908-470-1221

SMALL TG 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-612-630-1102X 1

77" PRESS CAPACITY

OUT OF HOME LITHO

TRANSIT SIGNS - BUS, SUBWAY, AIRPORT, TAXI ¢ OUTDOOR & MALL POSTERS ¢ BACKLIT

st taus, 10 Compton & Sons, Inc. sice 153

800-325-1451
Fax Specs For Quick Quote (314)991-4726

SHORT & LONG RUNS

Radioland

WE WRITE AND PRODUCE
RADIO COMMERCIALS.

323-962-2506 in LOS ANGELES
212-337-9800 in NEW YORK
www.radioland.com

PARAGON MEDIA (212) 704-9965 (ext. 235)
All media, including the web. Selling on the web?
We'll show you how to reach your customers.
Email mgross@paragonmedia.com
Visit our website at www.paragonmedia.com

Scripts - Casting - Production
BEARD BOY PRODUCTIONS
949-458-2305

RADIO COMMERCIALS RADIO COMMERCIALS

WACKY NAME. WICKED RADIO. Radio that doesn’t Suck.

Humor - Music - LA Talent (888) KR Sound e (888) 577-6863
www.kenrayzor.com

Doggone Funny Radio/TV.8009 AD DOG 9

PROOFREADING

The Other Guys Charge You A Bundle

EDITORIAL EXPRESS

EXPERIENCED - FAST - PRECISE
Advertising - Collateral

Catalogs - Annual Reports
Magazines - Manuals

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

Our Productions Sound Great, Too.
But When You Hear Our Prices,
They Sound Unbellevable.
800/789-RADIO
Sounds Almost Too Good To Be True.

To Cover The Cost Of Their Big Space Ads.

Catch a Creative Genius
ADWEEK
CLASSIFIED

RadioActive!
Get the CD.

(818) 503-4494

youngfastfunny
serious radio advertising
Hollywood (323) 461-4344

For Classified Advertising Rates

Call M. Morris at 212-536-6493
or 1-800-7-ADWEEK
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RADIO PRODUCTION ‘ RADIO PRODUCTION

. | We produce, you're the hero!
We Give Great Dot.Com! e b ki i

| We do lots of dot spots. And we do them exceedingly well. Seinfeld, Fru;.l;;,thitru;: r(zt x:luger, BltypHiafch oridlyou:

. e great radio.
We have to. Because with all the dot.coms out .

there barking for attention,
your radio not
only has to
stand out---it
has to be Bigg.
And Bedder.
(Hey, catchy name! '
Why didn't we think RECORDING SERVICES
of it?) Call or write
for your free Sarley,
Bigg & Bedder dot.com
(D. And dot's an order.

“ proDUCTIONS ——

State-of-the-Art Entertainment Advertising and Promotion
Ph: Sam DiMaggio 323-851-2233 e-mail: sdimaggio@davisglick.com

Sarle)” Bigg & BEddel‘ ‘s Loch Ness coughing up a hairball. ..

Radio at its best www.lobe.com
Phone 523-969-9767 Fax 323-969-9343 E-Mail SarleyBigg@aol.com

| STOP ROAD RAGE. RADIO PRODUCTION TELEPHONE SERVICES
il BUY FUNNY RADIO SPOTS. GREAT RADIO ——

FRUSTRATIONS DAILY
CHEAP Business to business wireless dealer
%L AMET . fulfilling all AT&T Corporate Plans. AT&T
OUTEH Personal Network, and One Rate Plans
m m with no long distance and rcaming
charges, wants to eliminate all your
RADIO WRITING & PRODUCTION

wirefess hassles.
(206)624-9700 www.outerplanetradio.com m Rates as low as 10 cents per minute.
. /\

1 RADIO MERCURY GOLD AWARD WINNER At least not very often. Heck,

- even “high-end” radio costs less
| ) B ] than the catering budget on a
TV spot. Why cut corners when Tho business 1o business wirless prolessionals
this powerful medium is so 1-888-922-0101

| ALWAYS DREAM OF WORKING WITH lgixg;n;g:ta%ﬂwzy"é? radio, wirelesscafe.com
DICK ORKIN’S RADIO RANCH 7 3B

IN THE 20TH CENTURY?
THE DAYS ARE TICKIN’ BY, PAL!

TV PRODUCTION

Phenomenal Film And Video Productions
For Limited Budgets. 212-582-9600 or l
visit us at www.richmanfilms.com

Twisted writers/brilliant directors/frugal

DICK ORKIN’S RADIO RANCH

‘"r 3 j. producers. We produce comedy commercials.
PHONE (323) 462-4966. MENTION IT'S A RUSH JOB! WooamL y ld‘ev w“or o o MANIC! wwmanicfim.com 212.246.1760

CHECK 0UT oUr PYA0GTAN

VOICES
323.957.3399 Fax: 323.957.7050 ‘ —
— E-mail: wadio@wadio.com | ) . )
Visit our web site: wadio.com The Voice You Wish You Had Is Mine.
. . Sandra Van Delinder 800-739-5306
Looking for the perfect job?

ADWEEK CLASSIFIED l ’ . —

Use ADWEEK MAGAZINES to get National Exposure |
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OFFERS & OPPORTUNITIES
"~ orrice sace |

UNUSUAL SUBLET

Can't beat Grand Central location,
Madison address. 1 1/2 desks,
semi-private in agency. Great for
start-up, salesman, consultant etc.
ADWEEK Classified, Box 4116
1515 Broadway, 12th fl.
New York, NY 10036

SUBSCRIPTION QUESTIONS?

Need Information about a subscrip-
tion to ADWEEK, BRANDWEEK, or
MEDIAWEEK? For fast service, call
our subscriber hotline TOLL FREE:

1-800-722-6658

EMPLOYMENT

Doubleday Direct
is a leading direct
marketer of popu-
lar books, music
and other mer-
chandise. Our name
is synonymous with quali-
ty, selection, convenience and
value for our customers/members
nationwide. Located in our Garden City
Long Island headquarters, we’ll look to you to
attract new customers in an even bigger and more effec-
tive way through print media.

You will anatyze results of Print Media campaigns, provide recommen-
dations for increased effectiveness, and rescarch new areas 1o advertise.
Managing a Print Media Staff, you will ¢nsure that ali assigned product plans and
post-analyses are prepared and completed on time. Negotiating rates with vendors will
also be a part of your responsibilities.

Requirements include a Bachelor’s degree and 3+ years experience in Print Media.
Previous management experience is desirable.  Strong analytical, communication and
organizational skills are essential along with effective rate negotiation skills and a solid
understanding of print media concepts and magazine analysis. PC proticiency (Word &
Excel) is needed.

You’ll find our cnvironment highly stimulating, challenging and rewarding. We ofter a
competitive salary, excellent benefits and career opportu-
nity. Please send resume with salary history/require-
ments to: Anne Marie Fernandez, Job Code: AMPM,
DOUBLEDAY DIRECT, INC., 401 Franklin Avcnue,
Garden City, NY 11530. Fax# 516-873-4856. E-muail:
ddi.resumes@doubledaydirect.com

Eguai Opportunity Employer M/F/D/V.

EMPLOYMENT

We’re not hiring:

Mimes

Clergy

Llamas

Bee Keepers
Zealots

Tax Cheats
Drunken Sailors
Moonshiners
Bootleggers
Cobblers

Clam Diggers
Fishmongers
Stool Pigeons
Glass Blowers
Puppeteers
Pastry Chefs
Organ Grinders
Mackerel

Dry Cleaners
Skeet Shooters
Polo Ponies
Hammock Makers
Perverts

Rodeo Clowns
Cock Fighters
Flight Attendants
Pirates

Buccaneers
Ivory Traders
Grave Diggers
Cat Burglars
Shills
Crop Dusters
Milk Maids
Game Wardens
Vikings
Retro Scum
Horse Thieves
Cattle Rustlers
Banditos
Whalers
Embalmers
Taxidermists
Bagpipers
Toddlers
Card Sharks
Yellow Belts
Stamp Lickers
Fur Trappers
Polygamists
Matchmakers
Chimney Sweeps
Lumberjacks
Frontiersmen

Virgins

Pimps

Skeezers

Shy Nudists

The Walking Dead
Quilts
Dachshunds
Bailiffs

Soup Slurpers
Bounty Hunters
Bail Jumpers
Soccer Hooligans
Warmongers
Cornish Hens
Cutlets

Coal Miners
Lightweights
Stable Boys

Bad Lieutenants
Chicken Chokers
Humdingers

Bill Collectors
ATF AgentsStair
Masters
Beachcombers
Piano Tuners
Olives

To find out who we are hiring, visit

raffic.com/join
L4 [ ] i m a. n
iltraffic] @® aGency.com
THE INTERNET TRAFFIC-DRIVING AGENCY Com Pan)’

MARKETING COPYWRITER

Will create b-to-b ad campaigns for an established, award-
winning trade publisher in Bucks County, PA. NBS has provid-
ed print, electronic and Internet products & services to clients
in the promotiona! products industry for close to 50 yrs.
Requires min. 5 years strong b-to-b exp. writing sales letters,
product brochures, ads & direct mail. 4 yr. degree req'd.
Forward your “personal sales letter,” non-returnable business
writing samples w/ your resume & salary history to: National
Business Services, 1100 Wheeler Way, Langhorne, PA 19047
Fax: (215)750-3686. Visit us at: www.nbsonline.com EOE

National Business Services

MARKETING/PR ADMINISTRATIVE ASSISTANT

We are a New York based, high-end international real estate developer looking
to expand our in-house marketing/PR department. The candidate we are Icok-
ing for is PowerPoint proficient, well-versed in graphic programs such as
Phatoshop and Iilustrator, is detail-oriented, can handle a multitude of tasks.
The position requires coordinating with outside advertising/PR agencies, and
assist in the management of a new website. Degree preferable, along with 1-2
years experience. We offer competitive salary and benefits.

Please e-mail your resume to: cclaus@millenniumptrs.com
or fax to: C. Claus at (212) 595-6071

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

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. [f 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-
way, 12th fl. New York, NY 10036. 1-800-723-9335 Fax: 212-536-5315.
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ADVERTISING SALES

Growing publishing/web firm is seeking an intellectually curious, self
sufficient and well spoken advertising salesperson to join our estab-
lished team.

Position is for ad sales, northeast territory, Delta Air Lines’ Sky maga-
zine. Audience is frequent business travelers. Combination of existing
accounts and prospective business.

Strong written and presentation skills are a must. Applicants must be
proficient with a laptop. Very fast paced environment. You must be an
enthusiastic, high achieving team player.

We offer a generous compensation package, 401K, and benefits. You
must be able to work from our Somerset, NJ office (55 minutes from
NYC, Rt. 287, exit 12). Light travel is required.

Please fax resume to Hemisphere Inc. 732-764-0255

or email: lvisconti@hemnet.com
No phone calls please.

ADVERTISING MANAGER—NORTH AMERICA

Project Finance International, the world's leading project finance publication, seeks a
New York-based advertising manager for the North American region to sell advertising
and sponsorship packages to financial institutions and major corporations in the US
and Canada, as well as to maintain existing accounts in the region. Responsibilities will
include face-to-face presentations, development of promotions, and working closely
with editorial and marketing staff. US/Canada travel required. Position offers a com-
petitive base salary and commission package.

The successful candidate will have a BA or equivalent, excellent presentation skills,
and a minimum of 12 months sales experience in a financial or business-to-business
environment. Project Finance International is owned by IFR Publishing, part of The
Thomson Corporation, and an equal opportunity employer. Resumes should be sent
(no calls please) to:

C. Sherman, IFR Publishing
One State Street Plaza, 25th Floor, New York, NY 10014

or e-malled to: Diane.Bush@tfeurope.com
www.ifroub.com

PROJECT MANAGER

Sales Manager

(Eastern Region)

Audit Bureau of Circulation is seek-
ing a sales manager for a sales,
marketing and training development
capacity to consumer and business-
to-business advertisers and advertis-
ing agencies. This position will de-
velop and execute sales strategies
for new business and maintain exist-
ing client base.

Qualified individual should possess
solid experience in direct sales; 2-5
years in publishing, advertising
agency or magazine publishing; ex-
posure to advertising sales, circula-
tion or media publishing a plus.
Some travel required.

Please send resume with
salary requirements to:
Audit Bureau of Circulations
405 Lexington Ave.; 48th Fir.
New York, NY 10174-4805
Fax: (847) 605-9771
Email: recruit@accessabc.com

BROADCAST
MANAGER

WestWayne, the largest indepen-
dent agency in the SE, needs to add
a Broadcast Manager to its Tampa,
FL office. This position is responsible
for supervising broadcast buying
activities on multiple accounts within
the agency as well as supervising
several buyers and assistants.

Requirements include a strong spot
broadcast buying background (spot
TV, radio and cable), strong negotiat-
ing skills and experience in devel-
oping extensive added-value and
merchandising packages, ability to
manage multiple tasks on multiple
accounts and strong managerial
skills. 54 years of broadcast buying
experience is critical as welt as ad
agency experience along with a BA/
BS in Advertising, Marketing, Com-
munications or other related field.

Please email resume and cover let-
ier io kiield@westwayne.com. No
phone calls please.

WestWayne

AD SALES

Leading IT publication, Federal Com-
puter Week, seeks ad sales professional
for DC/MD/VA territory. Experience in iT
print sales. High energy, self-motivated
individual responsible for handling major
accounts and developing prospects.
Great growth potential and opportunity
to work with outstanding team in division
of world’s largest IT media company,
IDG. Excellent benefits and comp. Re-
sumes to: HR Director,

FCW
3141 Fairview Park Drive, #777
Fatis Church, VA 22042
emaii: hrdirector@fcw.com
fax: 703-876-5089

ADVERTISING
OPERATIONS

MANAGER

INTERNET
OPPORTUNITY

Streetmail.com, a rapidly expanding
Internet company, desires experi-
enced professional to develop and
manage all areas of ad operations.
Must be a quick thinker who can
prioritize activities and demonstrate
follow through in a fast paced
environment. Minimum of three
years experience in operations field.
Salary plus stock options.

Fax resume to 212-981-1986 or

email to judy@streetmail.com

1. Are you tired of looking at
lousy portfolios?

2. Are you an AD or CD who
loves advertising enough to
want to teach it?

If you've ever complained about
the quality of student portfolios, here's
you chance to do something about
it. We're looking for two faculty
members capable of teaching Adver-
tising Design to undergraduate and
graduate students, starting next fall.
Both positions are tenure track. We'd
prefer that you've won a few awards
and have both print and television
experience; that you're a good writer
as well as a great designer, and have
five years or more of professional
experience and a BFA. You should
know Quark, Photoshop and Illustra-
torwell enough to answer the students’
questions, but your teaching empha-
sis will be on campaigns, concept,
strategy and problem-solving for the
three classes aweek you’'ll be teaching.

We have a terrific benefits plan
that should let you retire as a
mifiionaire plus if you put in twenty
years. If you've got children, their
education at Syracuse will be free,
and you and your spouse can take
six credits per semester tuition free
(and work on those graduate degrees).
We encourage you to freelance or
consult, and retain professional
connections, and give you time to do
it. Interested? Send yourresume and a
reel and/or book to: Advertising
Design Search Committee, Syracuse
University, Shaffer Art Building,
Syracuse, NY 13244, by February 1,
2000. We encourage diversity and
support equal opportunity.

Discovery Networks Advertising and
Promotion Department of Discovery
Communications, inc., is seeking an
individual to join our Media Strategy
and Promotion Team. Working out of
our Bethesda, MD headquarters,
recently recognized bg ‘ashingtonian
Magazine as one of the area’s best
places to work,

Cofiaborating with externatl media
agency and internal fiaisons to manage
day-to-day implementation of our
media plan, you will supervise media
agency efforts, enhance media/creative
integration by spearheading interactions
with creative advertising counterparts,
participate in interdivisiona! media
committees/work sessions, manage
value strate‘gr/implementation,
coordinate with advertising, promotion
and cross-channel strategy members
to communicate media plansfideas,
and oversee media budget, which
includes monitorin%/oodung invoices,
preparing monthly forecasts and
vanance analyses, and tracking
redeployment of unallocated media
dollars and bonus opportunities.
Requires a BS/BA, or equivalent, 5-8
years media experience Qﬁaency or
client-side), knowledge S Office,
strong communications skills and a
desire to proactively and assertivel
work in a fast-paced environment. We
offer an excelient benefits and sala

ackage. Please send your resume to:

iscovery Communications, Inc.,
ATTN: Meredith Anderson, 7700
Wisconsin Avenue, Bethesda, MD
20814; FAX: (301) 771-3157; NO
PHONE CALLS, please. EOE,
M/F/DN.

CAREER
SURFING?

Roz Goldfarb Associates
(212) 475-0099

NATIONAL AD REPS

Dynamic theater publication with ex-
tensive distribution seeks experi-
enced independent reps throughout
US. Generous commission structure
with very strong earning potentiat.
Send resume:

The Development Group
93 Union Street
Newton Centre, MA 02459
Fax: to 617-527-4176

www.rga-joblink.com

* * 4 USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSURE * *

Sr. AE, AEs ASAP!

CDs & ADs, too! Go to www.mlinc.com.

media logic
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HELP WANTED

www.hellofanopportunity.com

Still working on yesterday’s accounts? Tired of expensive
housing, lousy weather and/or agencies going nowhere fast?
Then pack your bags for Atlanta. We're DWP, the fastest-growing
agency in one of the hottest technology markets in the country.
Our focus on building global technology and Internet brands
has helped us top $160M. All we need now are talented pros
to help us keep on growing. If you have a passion for technology
and want to work on great accounts (with great budgets), cail
Linda Summers at (770) 668-5700 or email your resume to
jobs@donino.com.

We're looking for: Account Directors; Account Managers; Strategic
Planning Directors; Sr. Creative and Interactive Talent; Production Artists;

Broadcast Producers; Media Supervisors; Media Planners; Network TV and
Sr. Broadcast Buyers; Media Research Manager.

www.donino.com/jobs

danino, white & partners

TECHNOLOGY BRAND BUILDERS

MEDIA PLANNING PROFESSIONALS INVITED
to join our leading global advertising agency.

Your place as a media planning professional
may already be reserved at
DraftWorldwide if you are ready for an
outstanding and challenging career opportunity as a
Media Planner, Sr. Media Planner, Media Supervisor
or Associate Media Director.

TV, DRTV and/or print experience needed but not all positions require all of these
areas of expertise.
DRTV buyers are welcome to apply for media planner positions.
To see if there is a place setting for you at our planning table, please e-mail or fax your
resume with cover letter (including salary history and position of interest) to:
nyresumes@draftnet.com
FAX: 212-546-7811

www.draftworldwide.com
Q DraftWorldwide

EOE/M/F/N/H

We have it all. Surf, sun, sand and a ton of new business.
All we need now is a ton of new people to help us
work on it. Media planners. Account Service (entry

level and 3-5 years experience). Creative, production,

promotions and new media, all levels. Public relations

(3-5 years experience). You'll be working with a growing

50 WEEKS A YEAR
AT THE BEACH.

$50 million agency on accounts like Virginia State
Tourism, Virginia Beach Tourism and Collecting
Channel.com. And you'll be living in a fabulous
resort city. The only question is, where will you go
on vacation? Send resume’ and samples, where
appropriate, to Director of Business Operations,
Barker Campbell Farley & Mansfield,
P.O. Box 62122, Virginia Beach, VA 23462

www.bcf-m.com

ADVERTISING SALES

National golf trade magazine looking for sales representatives based in NY
Metro and/or Atlanta. |deal candidate has an outgoing personality, is a self-
starter, and possesses good communication and writing skills.
Position requires 0-2 years ad sales or marketing/media experience. Candidate
must work closely with publisher and in-house staff. Call on established clients,
as well as develop new accounts.
This is a highly visible position and a great career opportunity. Travel will be
necessary. We offer a competitive compensation package (salary and com-
missions) as well as a retirement savings plan and benefits.

Please e-mail resume, salary requirements and cover letter to:

gpnmail@aol.com or fax to: (973) 402-1651

PRODUCT/ADVERTISING SALES

Adweek Directories has an exciting entry-level inside sales opportunity for you
to sell CD-ROM product and advertising in our directories serving the advertis-
ing, marketing and media industries. You must love to cold-call, be able to
bring in lots of new business, deliver great customer service, and have the in-
telligence and imagination to work on enterprise solutions and 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-focused, consultative sales ap-
proach. Competitive salary, excellent commission package and benefits.
Fax resume, cover letter and salary history to:

Mitch Tebo
(212) 896-7282

GREAT OPPORTUNITIES

AT THE BEST INTERACTIVE AD AGENCY!

EXECUTIVE DIRECTOR

Looking for an excellent senior media planning person who is a great strategist.
Interactive planning exp. a must.

MEDIA DIRECTOR

Looking for an AMD who has packaged goods and direct response exp.
Interactive planning exp. a major plus.
Please send resume & salary info. to:
Lee Rudnick, President
DBI Media Executive Search
212-338-0808 ext.5 Fax:212-338-0632
E-mail: dbimedia@mindspring.com www.dbiny.com

Classified Advertising Call M. Mo
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HELP WANTED

BET is seeking 1o fill the following
sales positions:

‘ p—
1

i i
A
Responsibilities include order entry,
proofing and maintenance of agency
order records. 1+ years office
experience is required. Media
experience is a plus.

i

L] ‘ ‘ ‘ -

210 1A 11,

Primary responsibilities are media
planning and account stewardship
activities. Candidates must have
strong multi-tasking skills, detail
oriented focus and the ability to
work independently in a fast-paced
environment. Requirements include
2+ years experience in a Television
Ad Sales support role, a working
knowledge of media math, an
undergraduate degree and
proficiency 1n Excel

Send resume {indicate desired
position) and salary
requirements t

Att: Human Resources-CH

One BET Plaza/1900 W Place, NE
Washington, DC

20018-1211
AERYE No phone calls, please
Equal Opportuniry Employer - M/F

Account Supervisor and
Account Coordinator

HELP US ERASE STEREOTYPES IN
THE HISPANIC MARKET

One of the largest Hispanic
Advertising Companies has an out-
standing opportunity in their New
York Office. This is a once in a life
time opportunity... help launch their
new office... be the direct support
team for both new and existing con-
sumer products clients... you must
have the potential to grow and the
ability to deliver today... bi-lingual,
proven, high performance, Account
Services experience in the Hispanic
markets required. (Package Goods-
aplus).
Fax your resume to:
Human Resources 305 443 1928
today
Equal Opportunity Employer

ART DIRECTOR

We need a brilliant AD with three to
five years of experience. Your
portfolio must demonstrate excep-
tional design as well as conceptual
thinking. A great opportunity for the
right person in a highly creative,
fast-growing, NYC ad agency with
an impressive roster of quality con-
sumer clients.

Faxresumeand a

couple of samples to:
(212) 989-3102

creative. EOE/M/F/D/V

HotJobs

New Office in New Jersey!

Paladin Staffing Services"Worksite”has new postings every w
week for freelance and full-time advertising and

marketing jobs at top companies and agencies in the Tri-
State area.Short or long-term interim assignments as well
as full-time positions. All skills and titles,including

www.paladinstaff.com

ASSISTANT
PRODUCTION
MANAGER

The industry ieader of leased Fine
Jewelry Departments has an op-
portunity to work with our busy in-
house retail Advertising Department
in our New York City office.

In this role, you will supervise traffic
and participate in color approval.
Some travel may be required for
press o.k.’s. Minimum two years' re-
lated experience. Retail background
preferred.
Qualified candidates should
forward their resumes
with salary requirements to:
Finlay-HR, Dept.-SF
529 5th Avenue
New York, NY 10017
Fax: (212) 983-7516
E-mail: pallen@fnly.com
EOE

AD SALES
ASSISTANT

Advertising industry trade magazine
seeks organized, detail oriented, PC
proficient assistant. Great in-
terpersonal skills and ability to jug-
gle many tasks a must. General ad-
ministrative support for 2-3 salespeo-
ple plus opportunity to grow into
space sales for right person. Col-
lege education. Knowledge of
Word/Word Perfect/Excel and ACT!
aplus.
Forward letter/resume/
salary history to
ADWEEK MAGAZINES
1515 Broadway, 12th fi.
NY NY 10036
Att. Linda
FAX: (212) 536-5353

- no phone calls.

RESEARCH
DIRECTOR

WMC-TV, NBC affiliate, the market news
leader and a Raycom Media station,
seeks a Director of Research. Must have
experience in Sales Marketing including
collecting and analyzing data, preparing
written and graphic presentations. Must
be able to use qualitative research in-
cluding, TVScan, Marshall Marketing,
Nielsen Galaxy Navigator.

Will be working with rep firm to create
projections and estimates and update
station inventory avails system. Prepare
sales pieces for presentation to local
and national clients. Train account ex-
ecutives in use of research sales tools.
Accompany sales personnel on client
calls as necessary. Must be computer
literate. Knowledge of Nielsen, TVScan,
Microsoft Office. Must possess oral and
written presentation skills. Qualified
applicants send resume to Bill Ap-
plegate, VP/GM, 1960 Union Ave.,
Mphs, TN 38104, or e-mail resume to
bapplegate@raycommedia.com. EQOE
MIFID

WMC-TV, Memphis TN

SENIOR
GRAPHIC DESIGNER/
ART DIRECTOR

Award winning agency seeks
brilliant, conceptual designer with
strong web and print experience,
min. 5-7 yrs.
Send resume & samples to:
BMG
256 Broadway
Troy, NY 12180
or call: 518-274-0414

ADVERTISING SALES

Technology Investor Magazine is
seeking dynamic sales people to
join our fast paced advertising team.
The ideal candidates will build sales
in financial advertising. Must be able
to work under tight deadlines. We
offer competitive salary structure
and benefits. Fax resume to:
Brian Clerkin 212-685-4265 or
Brian_Clerkin
@technologyinvestor.com

ADVERTISING
SALES EXECUTIVE

Seeking New York based, creative,
goal oriented sales executives for a
leading advertising sales organiza-
tion. Newspaper or other media sell-
ing experience necessary. Must be
able to work closely with newspaper
staffs as well as sell national
advertising at agency and client
level. The ability to handle multiple
projects a must. Excellent written
and verbal skills required. EOE.
Fax resume in confidence to

212-986-9592

GENERAL/DIRECT/INTERACTIVE

Vintage Resources is now one of
the leaders in placing Adv pro-
fessionals in the NY area. We focus
on your indiv talents. We reward
your efforts w/ the best career optys
& negotiate the best compensation
pkges.

Group Acct Director............... to $200K
Account Supv .....
Account Exec..
Media-All Levels .
Traffic/Production ..

Interactive-All Levels
Fax resume 212-490-9277
or E-Mail:
vintageresources@mindspring.com

ACCOUNT MANAGERS
NEWSPAPER AD SALES

The Chicago Sun-Times, America’s
9th largest daily newspaper is iook-
ing for account managers to work
out of our New York and Chicago of-
fices. Previous media sales or
agency background a must.

Fax resumes and salary history to:

Randy Hano
Fax: (312) 836-9019
EOE

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
1-800-7-ADWEEK

For Classified Advertising Call M. Morris at

1-800-7-ADWEEK

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

* * * Classified Advertising M. Morris at 1-800-7-ADWEEK * * * —|
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HELP WANTED

wWC

Wunderman Cato Johnson

Our San Francisco office is growing. We are looking for insightful. experienced
professionals to work on our expanding list of blue-chip clients as part of our
Account Management and Media teams. We offer highly competitive salaries
and benefits, as well as relocation assistance for the right people

Management Supervisor
You must have a min. of 8 years of Direct Response or Direct Marketing
Agency experience. Demonstrated leadership. strategic planning and
communication skills are a must

Account Supervisor

You must have a min. of 4 years of comparable Direct Response Agency
experience. Effective leadership experience and strong communication
skills are essential and an in-depth knowledge of agency process is a must

Account Executive

You must have at least 1 year of Advertising/Direct Marketing Agency
experience, more would be absolutely delightful. You will work closely with
clients—so great communication and presentation skills are essential

Media Supervisor

You must have at least 4 years of Direct Response Media Planning
experience. Any on-line or digital media background is a plus. You must
possess proven supervisory skills, a thorough knowledge of spreadsheet
data analysis and excellent organizational skills

Media Planner

You must have at least 1 year of Media Planning experience. Any Online or
Direct Marketing background is a plus. You must possess a working
knowledge of spreadsheet data analysis and excellent organizational skills

Send your responses to:
Attn: Maria Hidalgo-HR Manager
FAX: (415) 371-6869
e-mail: maria_hidalgo@us.wcj.com
We are an Equal Opportunity Employer

Warner Bros. Online has the following positions available in our
growing interactive department in New York.

SALES DIRECTOR

We are seeking a successful individual to supervise Account Executives
and Regional Sales Managers to ensure that all online sales revenue
goals are met as well as market WB web sites to existing and future
national advertisers. Strong communication skills are necessary, as this
role requires attending trade shows and working with outside
promotional partners. A demonstrated ability to manage and motivate
a team along with proven sales skills in an interactive entertainment
environment is essential. Strong negotiation and presentation skills are
required, as is an in-depth knowledge of muiti-media advertising and
interactive services. The flexibility to travel is also necessary.

ACCOUNT EXECUTIVE

The individual we seek will have aggressive sales skills in order to
successfully sell online advertising on Warner Bros. web sites.
This role requires working closely with national clients to develop
interactive advertising solutions in addition to developing strong
sales elements in order to attract new advertisers. The ability to
conceptualize new ways of extending WB's reach into new areas
will also be key. The ability to travel to various trade shows and
conventions is also necessary.

We offer an attractive benefits package. Please send your resume
and salary history, to: Warner Bros. Box #WAAW, 4000
Warner-D, Magnolia Blvd., PMB 180, Burbank, CA 91505.
Fax: 888-309-5959 or e-mail: wbjobs@lexus.com. EOE.

Eniertaimiom

© 1999 Wamer Bros

E—— =

ONE GREAT
ACCOUNT SUPERVISOR

Philadelphia agency needs one
more strategic thinking, organized,
motivated person. Should have 7
years experience in healthcare and
packaged goods. Must be strong in
writing, problem solving and pres-
entation skills. Recognizing big
ideas is an absolute.
Fax or e-mail resurme
and salary requirements to:

Ernest L. McKenna
215-893-0543
or
Ernest.McKenna@cramp.com
Cramp & Tate
Seeing beyond the problem

[ADVERTISE CALL 1-800-7-ADWEEK |

EASTERN SHORE
Heir Apparent: CEO

Growing “b to b" agency jewel in
idyllic Chestertown, Maryland
seeks a person with strategic,
creative and administrative skills,
pius the “magic” of leadership, to
replace the retiring founder/
owner...and grow the business.
Compensation includes equity.

In strictest confidence.
Contact: James B. Bradbeer
The Bradbeer Company

570 Maplewood Ave.
Wayne, PA 19087
Tel: (610) 293-1010
Fax: (610) 975-0337

USE ADWEEK MAGAZINES
TO GET NATIONAL EXPOSURE.

Interactive Advertising Sales

WinStar Interactive, a leading website representation firm, is looking for sales
executives, sales planners and traffic personnel.

Interactive Advertising Sales - LA, NYC and Texas
Senior sales positions available, media sales experience required, internet
sales experience preferred.

Interactive Sales Planners / Traffic Personnel - SF and NYC

Interested canididates should e-mail resumes to salesinfo@winstar.com or
fax (212)687-4636. For more information on WinStar Interactive, visit

our website at www.winstarinteractive.com

WINSTARSD INTERACTIVE

THE PLACE FOR INTERNET MEDIA BRANDS

The

D Freelance
IRECT ,

D --ho&w
4 .

Marketing

: DIRECT

sssssssssssssensel

Heather Frayne

Tel: 212+691+1942 / Fax: 212-924+1331
45 Christopher 5t., New York, NY 10014
visit our website at www.dmoc-inc.com

MARKETERS
ON CALL,INC.

* * K USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSURE * * %
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CULTURE TRENDS

Culture &

Week of 12/6/99
(MTV EUROPE]

Artist

1. C. Aguilera

2. Britney Spears
3. Ronan Keating
4. BSB

5. Bob Marley

Artist

1. Enrique Iglesius
2. C. Aguilera
3.BSB

4. Savage Garden

5. Lius Miguel

MTV Brazi

Artist

1. N’Sync

2. RHCP

3. Raimundos
4. Geri Halliwell
5. BSB

(MTV Russia

Artist

1. Yellow

2, Zemphira

3. Geri Halliwell

4. Lightening Seeds
5. Eurythmics

MTV Around
the World

Title

Genie In A Bottle
Crazy

When You Say...
Larger Than Life
Sun Is Shining

MTV Latin America (North Feed)

Title

Rhythm Divine
Genie In A Bottle
Larger Than Life
I Knew I Loved
You

O Tu O Ninguna

Title

U Drive Me Crazy
Scar Tissue

A Mais Pedida
Mi Chico Latino
Larger Than Life

Title

Squeeze Please
Pochemu

Mi Chico Latino
Life’s Too Short
I Saved The World

Billboard’s Top 15 Singles

Compiled from a national sample of top 40 radio airplay monitored by Broadeast Data Systems,
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 1 1 20 Smooth Santana/Rob Thomas
2 2 2 16  Back At One Brian McKnight

3 5 3 9 I Wanna Love You Forever Jessica Simpson

4 3 3 14 I Need To Know Marc Anthony

5 6 5 15 My Love Is Your Love Whitney Houston

6 7 6 8 I Knew I Loved You Savage Garden

7 9 7 12 U Know What's Up Donell Jones

8 4 3 16  Mambo No. 5 Lou Bega

9 8 8 9 Waiting For Tonight Jennifer Lopez

10 15 10 4 Girl On TV LFO

11 11 18  Steal My Sunshine Len

12 10 1 25  Unpretty TLC

13 21 13 13 Hot Boyz Elliott/NAS/EVE/Q-Tip
14 17 14 14  Bring It All To Me Blaque

15 13 4 33  Where My Girls At? 702

©1999 Billboard/SoundScan, Inc./Broadeast Data 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 - 1 Tash Rap Life

2 18 38 Sonicflood Sonicflood

3 3 17 Brad Paisley Who Needs Pictures

4 7 4 MeDermott/Kearns/Tynan Home For X-Mas

5 1 34 Static-X Wisconsin Death Trip
6 9 2 The Cathedrals A Farewell Celebration
7 5 3 H.Walker & The L. F. C. C. Family Affair

8 8 Stroke9 Nasty Little Thoughts
9 - 1 South Park Mexican  3rd Wish

10 4 23 System Of A Down System Of A Down

11 33 5 Sole Skin Deep

12 10 25 Out Of Eden No Turning Back

13 9 2 Marc Nelson Chocolate Mood

14 12 5 Yolanda Adams Mountain High...Valle...
15 Re-Entry Raze Power

© 1999 Billboard/SoundScan, Inc




DIRECTORIES 2000 Editions

Are you using up-to-date data? The 2000 editions of The Adweek Directory, The Brandweek
Directory and The Mediaweek Directory can help you get the job done quickly and accurately.
Covering Advertising, Brand Marketing and Media, these updated reference sources contain over
24,000 companies and more than 100,000 key personnel.

If you've been using that “other reference,” you'll be pleasantly surprised by how much more user-
friendly we are. Listings are arranged so you can find all the data you need the first time. You can
search by brand, by agency, by company name. And there are indexes to help you search by geo-
graphical location, by industry category, by company type. All backed by the resources of
ADWEEK, BRANDWEEK and MEDIAWEEK.

Also, if you're looking for someone to build a Web site, an agency with a multimedia need, or a
developer in search of digital alliances, you'll find all the answers you need in the IQ Directory.
Published by the same people who created ADWEEK’s 1Q News, it lists over 2,200
Interactive/New Media Marketing Development companies and can save you hours of research.
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LISTEN TO YOUR PEERS

Channel One is the #1 Teen Network

IMPACT

‘“Beyond the huge reach of 8.1 million teens, Channel One
also impacts our sales.”

Marva Cathey Vice President, Advertising Blockbuster Inc.

BRAND BUILDING

“Channel One delivers the Schick “Feel of Smart Design”
message in an uncluttered environment which translates
into higher brand awareness levels among the elusive
teen target.”

Cathy L. Wilcher Director of Media,
Advertising Services Department Warner Lambert

REACH

“Channel One is the best mechanism to reach groups of
teens talking about hot new products. Channel One helps
to jumpstart our sales.”

George Harrison Vice President of Marketing &
Corporate Communications Nintendo

POWER

‘““The incontrovertible fact is that because of Channel One,
millions of teens are keeping away from drugs.”

Richard D. Bonnette President, C0 Partnership for a Drug-Free America

Channel One will make you first among your peers in teen marketing. Teens watch
Channel One more than any other television network. Over 8 million students tune in to
this award-winning, highly informative program that speaks to them in a language that is
all their own. That's why these teen experts and a host of others believe in Channel One.

Channel One Network

Chicago Los Angeles New York
312 832 7180 310 914 0149 212 508 6800



Tech Support

ZD’s new owners place a $780M bet om technology sector

ames Dunning is at it again. Less than a year after sell-
ing Petersen Publishing to U.K.-based Emap for $1.5

billion, Dunning and private equity investment firm

Willis Stein & Partners last week agreed to acquire

Ziff-Davis Publishing for $780 million in cash from Japan-

based Softbank, majority owner of Ziff-
Davis Inc. Ziff publishes more than 80 con-
sumer and trade tech tides, including PC
Magazine and Yahoo! Internet Life. ZID’s Corn-
puter Shopper and its
stake in Red Herring
were not included in
the deal, which is
expected to close in

ning says. “If it makes sense to own Prime-
dia, maybe we should own Primedia!”
The ZD Publishing team, which in-
cludes president/CEO Michael Perlis, will
remain intact. Dun-
ning says he will also
bring in longtime
partner and former
Petersen exec Chip

the first quarter. Block to help out
“We will put mil- with circulation.
lions on the table to ZD’s new owners
effectively  rebirth have their work cut
Ziff-Davis in the out for them, partic-
multimedia context,” ularly with advertis-

says Dunning, who

ing. Consolidation
will serve as chair-

in the technology

man/CEO of the sector has meant a
new Ziff-Davis shrinking ad base
Holdings and chair- for many Ziff ttes.
man of Ziff-Davis The company’s total

Publishing. (In the
early "80s, Dunning

ad pages were down
25.3 percent this

was an executive vp § year through Octo-
of Ziff Communi- £ ber, to 20,814. Ad
cations, the predeces- ? revenue  declined

sor of Ziff-Davis Inc.)
“Remarketing  and
relaunching these brands is our priority.” ‘
The strategy, similar to the one Dun-
ning executed at Petersen, will be to extend
Ziff’s print properties into trade shows and
events, ancillary products and the Internet.
Launches and acquisiions are planned.
“Anything special-interest that has technol- ’
ogy attached, we could be interested,” Dun-

Dunning notice: A dealmaker does another. 12.6 percent over
the same period, to
an estimated $470.5 million, according to
ADscope, a tech ad-tracking service.

“On the circulation side, there’s stll a
solid base of readers, and [Ziff’s maga-
zines] perform a real service to the users,”
says Mark Edmiston, managing director
of AdMedia Partners, a New York—based

investment banking firm. “But they have
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been advertising-driven historically, and
that market is smaller than it was, and it’s
not going to get bigger again.” Moreover,
as tech continues to go mainstream, mag-
azines such as Business Week and Newsweek
are gaining share in hardware, software
and dot.com advertising.

Many analysts had expected Ziff-Davis
Publishing to fetch upward of $1 billion.
“[Dunning] got a good price because the
perception is that there isn’t a lot of
growth to be had,” says Michael Beebe,
publishing analyst at Goldman, Sachs.

The deal does not include Ziff-Davis’
Internet arm, ZDNet, which was a likely
factor in the final price. Dunning and Chi-
cago-based Willis Stein inked a five-year
Web licensing agreement with Ziff-Davis
Inc. “We’ll certainly take a look at working
with ZDNet, but we have no obligations or
restrictions [on doing] anything in the mul-
timedia community,” Dunning says.

Perlis says ZD Publishing will continue
to follow the model set by Yahoo! Internet
Life, which fuses entertainment and the

| Web. “We follow technology where it goes

in our culture,” he says. “We can do these
kinds of magazines very profitably and very
effectively in ways other publishers can’t.” |

In just two and a half years, Dunning
grew Petersen’s stable of 76 special-interest
titles to 160, completed a successful [IPO and
more than tripled his and Willis Stein’s $465
million investment. Ziff is the fifth invest-
ment Dunning and WS have partnered on.

TMM Taps Klein

President to ‘grow franchises’

Jason Klein’s rapid ascent at Times Mirror
Magazines continued last week as the 39-
year-old executive vp was named president
and COO of TM’s magazine division, pub-
lisher of more than 30 titles, including Golf;
Outdoor Life and Ski. Klein succeeds Efrem
Zimbalist ITI, who in January will become
CFO of Times Mirror Co. after four years
as president of TMM. Zimbalist, who will
move from New York to company head-
quarters in Los Angeles, will retain his title
as CEO of the magazine unit.

“Jason is a great general manager,” says




Zimbalist. “He sees the whole picture—ed-
itorial, circulation, advertising and ancilliary
sales—and is able to integrate those into
winning packages.”

Klein joined TMM in 1993 from Mc-
Kinsey and Co. Within two years, he
moved up from director of strategy for pro-
fessional information (overseeing strategic
planning and business development) to
president of TMM’s Outdoor Co. Klein
had overall responsibility for Field &
Stream, Outdoor Life and the launch of the
300,000-circ Outdoor Explorer, which in Jan-
uary will be bumped up to bimonthly fre-
quency from quarterly. In 1996, Klein
added oversight of Home Mechanix, which
he relaunched as Today’s Homeowner. Last
year, he took on the additional duties of
TMM corporate sales and marketing.

“My main focus is to keep growing our
franchises in different directions,” says
Klein. “We’ve had great success with the
outdoor titles and Today’s Homeowner. 1
want to build the titles, extend the brands,
launch new titles and get into new mar-
kets and segments.”

Times Mirror followed through on
Klein’s growth strategy last week by

acquiring the 122,505-circulation Motor |

Boating & Sailing from Hearst Magazines.
The 92-year-old MB&'S will become the
third dtle in TMM’s marine group, join-
ing Yachting and Salt Water Sportsman.
Klein will have to find ways to reverse
falling circulation at several of TMM’s
leading titles. Outdoor Life’s paid circ fell
1.6 percent in the first half of this year, to
1.35 million, and newsstand sales were
down 14.4 percent, according to the Audit
Bureau of Circulations. Field & Stream’s
overall circ of 1.77 million was flat, and
single-copy sales were off 2.6 percent. Total
circ for Today’s Homeowner was also fla, at
950,306, and newsstand sales were off 11.8
percent. MB&'S’ circ dipped 1.6 percent in
the first half; single copies fell 7.2 percent.

March Madness

‘Us’ counts down to weekly launch

With three months to go before the re-
launch of Wenner Media’s monthly Usas a
weekly, editor in chief Terry McDonell is
busy hiring staff and firming up the book’s
editorial mission. Last week, McDonell
named two key players to the team: Tom
Conroy, a senior editor at Wenner’s Rolling

Mediaweek Magazine Monitor

Weeklies

Becember 13, 1999

IDG’s The Industry Standard continued on its roll with its Dec. 13 issue, up a
whopping 578.58 percent over 1998, adding to the magazine’s YTD total of
2,945.58 pages. While the Internet newsweekly owes much of its success to a
strong Web economy, it also has broken a number of nonendemic ads, including
American Express Blue, Visa, Makers Mark liquor and Xemex luxury goods, says
associate publisher Cheryl Lucanegro. Dot.com ads pushing e-shopping for the
holidays have packed fourth-quarter issues. —Lori Lefevre

ISSUE CURRENT ISSUE DATE
DATE PAGES LAST YEAR
NEWS/BUSINESS
Business Week 13-Dec 19158 14-Dec
Economist, The 4-Dec 59.00 5-Dec
Industry Standard, Thet®  13-Dec 159.67 14-Dec
Newsweek 13-Dec 60.89 14-Dec
PeapleX 20-Dec 84.94 21-Dec
Sporting News 13-Dec 12.14 14-Dec
Sports lllustrated 13-Dec 48.09 14-Dec
TimeE 13-Dec 65.16 14-Dec
US News & World Report 13-Dec 58.76 14-Dec
Category Total 740.23
ENTERTAINMENT/LEISURE
AutoWeek 13-Dec 34.70 14-Dec
Entertainment Weekly 10-Dec 71.10 11-Dec
Golf World NO ISSUE
New York DID NOT REPORT
New Yorker 13-Dec 4468 7-Dec
Time Out New York 8-Dec 11220 9-Dec
TV Guide 11-Dec 62.47 12-Dec
Category Total 325.15
SUNDAY MAGAZINES
Parade 12-Dec 14.95 13-Dec
USA Weekend 12-Dec 17.14 13-Dec
Category Totat 32.00
TOTALS 1,097.47

PAGES PERCENT Y10 Y10 PERCENT
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
112.80 69.84% 4,883.40  3,987.13  2248%
68.00 -13.24% 303144 273557 10.82%
23.53 578.58% 2,945.58 578.05 409.57%
63.94 -4.77% 2,489.48  2,44466 1.83%
75.42 12.62% 421676  3,970.49 6.20%
22.33 -45.63% 870.20 805.50 8.03%
58.65 -18.01% 2,73022  2,635.40 3.60%
73.78 -11.68% 2,856.78  2,677.31 6.70%
39.32 49.44% 1925.58  1,822.18 5.67%

§31.71 37.65%  25,048.44 21,656.20  10.82%

2246 54.50% 1481.46  1,522.47 -2.69%
4524 57.16% 2,08868 188744  10.66%
1,265.92 1278.93 -1.02%

133.1 -66.58% 1,987.42 1880.59 5.68%
69.00 62.61% 356140  3,169.90  12.35%
59.11 5.68% 322054 302214 6.56%
329.52 -1.33%  13,605.42 12,761.47 6.61%
12.98 15.18% 600.51 613.81 217%
16.28 5.28% 609.49 593.92 2.62%
20.26 9.67% 1,21000 1,207.73 0.18%

886.55 2.41%  40,764.86 3562549  14.43%

D=DOUBLE ISSUE; E=ESTIMATED PAGE COUNTS; L=LAUNCHED ON 4/27/98; X=ONE MORE ISSUE IN 1998

Stone, will be Us Weekly's TV critic, and RS
senior editor David Wild will serve as film
critic. Also on board is Todd Gold, a for-
mer Los Angeles deputy bureau chief for
Pegple and most recently senior producer
for the Roseanne talk show, who will be L.A.
bureau chief and di-
rector of TV and In-
ternet development.
McDonell says he
is about halfway
through hiring some
50 new edit staffers
for the weekly.

The redesign is
being handled in-
house by Us art direc-
tor Rina Migliaccio.
Noted RS photog
Mark Seliger, who
has occasionally han-
dled shoots for Us,
will have a bigger role in the book next year.

Like Time Inc. behemoths People and
Entertainment Weekly, Us Weekly will cover
music, film, TV, books and fashion. “The
magazine is about popular culture, it’s rock
'n’ roll, it’s what’s new,” says McDonell.
The title will aim for a young demo—read-
ers in their early 20s to mid-30s. “[Our]
audience is going to be far more alert to the
moment,” says McDonell. “In advertising
parlance, they’re early adopters.”

Buyers who saw a prototype shopped
around last summer by McDonell and Us
publisher Larry Burstein say the changes
are dramatic. “It looks bolder, more graph-
ic and has a lot more white space,” says
Zenith Media’s Melissa Pordy, who says
she is considering signing up client Souza
tequila. “Tt just looks more interesting.”

McDonell says he expects to have a
corps of 20 to 30 correspondents. “Us will
be able to talk directly to the principal
people,” he says. “People doesn’t have access
to anybody—they constantly do [write-
arounds]. That means you’re not getting
first-hand information.” Us” access to the
stars will no doubt be quite high, given
owner Jann Wenner’s statements that the
magazine will be very celebrity-friendly.

“It’s easy to get people if you want to
surrender a lot of your journalistic stan-
dards,” says Carol Wallace, managing edi-
tor of People (and former editor of Us). “(Us]
has always stressed access to celebrities, but
they have to ask themselves if it’s paid off.”

McDonell and company will learn
soon enough whether Wenner’s $50 mil-
lion gamble is a winner. The launch date
for Us Weekly is March 17. [ ]

Hire authority:
Us’ McDonell
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vp/COO of the company worldwide. Jeff Grant was named
president of worldwide programming, a role in which he will
oversee the development, production and distribution of pro-
gramming globally.

ABC and NBC Sign Satellite Agreements
DirecTV last week signed retransmission agreements with
ABC and NBC. The multyear deals will allow DirecTV to
carry the broadcast signals for both networks’ owned-and-
operated stations. CBS has yet to craft a retransmission deal
with DirecTV and rival DBS provider EchoStar. Both compa-
nies, which have about six months to complete retransmission
deals with broadcasters in any market where they deliver local-

| w-local signals, already have retransmission-deals with Fox.—
|

Hirschhorn Inks Umbrella Deal With Disney
As ABC and Disney continue to consolidate their production
units, ABC network animation president Charles Hirschhorn
exited his posidon last week, signing an overall deal with Dis-
ney to produce features and TV movies under his new banner
Fountain Productions. Hirschhorn also was president of Walt
Disney ‘Television, overseeing Wonderful World of Disney. ABC
movies and minis chief Susan Lyne is expected to assume
dutes for Wonderful World of Disney, while a replacement on
the Walt Disney Television side is expected to be announced
this week.

American Family Settles Fraud Lawsuit
American Family Enterprises, parent of the American Fami-
ly Publishers, last week settled a number of class-action suits
that claimed the company sent misleading mailings in order
to drum up business. AFE will establish a

$33 million consumer fund to provide refunds for up to

35 million consumers who said they thought that buying
magazines improved their chances of winning sweepstakes.
The settlement, approved by the federal District Court in
Newark, N.]., resolves any pending private or class-action
litigaton. As part of the settlement, the Jersey City—based
company has agreed to change many of its practices, includ-
ing adding “no purchase necessary” disclaimers on all
mailings, including clearly stated contest rules and removing
such statements as “you are a winner.” Customers who
bought merchandise from AFP after January 1992 may be
eligible for a refund.

ABC’s Enhanced TV Expanding Operations
ABC will expand Enhanced TV, the free product that pro-
vides online interactive content synchronized with network
programming, to several dayparts, starting with the smash hit
Who Wants to Be a Millionaire. Steve Bornstein, chairman of
Disney’s Go.com, last week revealed plans to broaden the use
of Enhanced TV, which has successfully augmented NFL
telecasts on ABC and ESPN this season. The first Internet-
television convergence product available to the mass market,
Enhanced TV offers data and games tied into on-screen
action. Millionaire will go interactive with a real-ume, play-at-
home game, including prizes for online players.
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Rodale’s New Woman Won’t See New Year
Citing severe circulation woes, Rodale Press last week folded
New Wornan, effective immediately. January’s issue will be its
last. Rodale acquired the women’s
monthly from Primedia in 1997 for
about $17 million and poured an esti-
mated $30 million into a major over-
haul that kicked off with September’s
issue. “Newsstand certainly played a
major part, but the subscription side is
also a challenge,” said John Griffin,
president of Rodale’s magazine divi-
sion. “It was just a daunting task to

= - newstlEE build circulation.” Paid circulation was
flat through June, at 1.19 million, and single-copy sales fell
21.9 percent, according to the Audit Bureau of Circulations.
Ad pages were up 2.94 percent this year, to 683, according to
the Mediaweek Magazine Monitor.

Addenda: Total magazine advertising for the month of
November was 13.7 percent above last year, at $1.8 billion,
according to Publishers Information Bureau. Total pages for
November were 28,163, a 6.2 percent increase over
1998...National Geographic Adventure will increase its rate
base 50 percent, to 300,000, and its frequency from four to six
issues per year, effective with its January/February issue...
Meredith’s Country Gardens and American Patchwork and
Quilting will increase their rate bases to 350,000 from 325,000
and to 225,000 from 200,000, respectively, with their Febru-
ary issues...Anthony Jazzar, creative director at Hearst’s
Marie Claire, will join Condé Nast’s House & Garden as art
director, effective Jan. 10...MSNBC named Ramon
Escobar, formerly of NBC O&O WTV]-TV in Miami, the
network’s executive producer... Tom Cerio, most recently
senior vp and general sales manager, Eastern division, of Bue-
na Vista Television, was promoted to executive vp of sales,
overseeing the company’s entre sales force...In a deal similar
to the one cut by Hearst-Argyle a few months ago, Post-
Newsweek Stations invested $10 million in Internet Broad-
casting Systems (IBS) for an 11 percent equity ownership...
Local spot television advertising increased 6.1 percent in
third quarter, while the national spot market grew 3.4 per-
cent, according to data supplied by CMR MediaWatch and
distributed by the Television Bureau of Advertsing...Adel-
phia Communications will buy Cablevision Systems’
306,000-subscriber system in the Cleveland area for $1.53 bil-
lion in cash and stock, valuing the system at an eye-popping
$5,000 per subscriber...John DeLorenzo has left his post as
CFO and board member at Paxson Communicatons...
ESPN and Major League Baseball settled their long-fester-
ing breach-of-contract dispute with a new rights deal worth
about $800 million. .. George executive editor Richard Blow
will leave the magazine Dec. 31.

Correction: in an article in the “Media Elite” section of
the Dec. 6 issue, “Practicing What She Preaches,” Helga
Hengge's name was misspelled.



Arecord crowd of 750 turned out for Adweek Magazines’ Media All-Stars
luncheon and awards ceremony on Dec. 8 at the Marriott Marquis hotel in
New York. All-Stars Day began with a breakfast sponsored by The New
York Times. The pre-awards cocktail reception was sponsored by Nick-
elodeon and the lunch by NBC. The event, which honored Mediaweek's
1999 Media All-Stars in 10 categories, was emceed by Jodi Applegate,
host of NBC’s Later Today.

Photography by Therese Kopin

(L. to r.) Diane Huntley, vp/promotions, MPA,and NYT's Ali Jabbour-
Morris, managing dir./media, and Susan Tarrence, group dir./adv.

Tarrence with New York
Times colleague Don
Melanson, the paper’s
managing director.
Jodi Applegate with

L.A. Times national
sales manager Vivian
Mur and Joe Abruzzo,
Research All-Star and
exec. vp/director,
marketing research,
The Media Edge.

(L. to r.) NBC’s Keith Turner, president/sales & marketing; CBS’ Joe
Abruzzese, president/sales; and Daniel J. Costarene, exec. vp, ITN.

(L. to r.) CBS Plus vp Lauren Bryant; Dean Luplow, vp/media director,
Starcom Worldwide; Chuck Bloomberg, director/Midwest sports
sales, NBC; and Starcom vp/media director Shelley Watson.

Tom Kiernan, New
Media All-Star and
vp/managing direc-
tor of Organic
Media.

(L. to r.) SFM Media president Robert Frank and exec. vp Annette
Mendola with MPG USA exec. vp Esteban Gomez and Agnés
Lukasewych, Radio All-Star and SFM vp/radio supervisor.
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Media Person

BY LEWIS GROSSBERGER

Gothsmite@sol.com

Missed Manners

LETTTIA BALDRIDGE HAD A TIMES OP-ED

piece last week on “e-etiquette,” which was not about

taking polite enemas, as some Times readers may have suspected upon
reading the headline, but how to behave with e-mail. The first thing Media
Person needs to say about this is that with a name like Letitia Baldridge, of

course you're going to end up making rules of etiquette. What else could

you be? You might say she was to the manners born. A Letitia Baldridge

sounds like she knows the subject cold, whereas you don’t want to hear

one word about lifting a salad fork from someone named

Biff Klagel. If Media Person had gone into
the etiquette field, he would have called
himself Felicia Hardwick-Deauville.

Media Person must also point out,
however, that Ms. Baldridge’s enthusias-
tic and constructive attitude surpasses her
expertise in this area. Or, to put it some-
what less politely, Baldy knows diddly-
squat about the Internet.

Take, for instance, her Rule No. 2,
which decrees, “Please don’t waste my
time with the latest
‘jokes du jour,’ sent to
hundreds of e-mail
addresses, including
mine.” Ms. B doesn’t
have the time for such
tomfoolery and wonders about those
“who have so little work to do that they
can read jokes all day.” That’s the most
un-American thing Media Person has
ever heard. What are we, Prussian mar-
tinets? Grim robo-drudges slaving away
all day, chained to our desks without a
break or twelve to savor the absurdities
and inanities of life on Earth?

Granted, the vast majority of e-mail
“jokes du jour” are stupid and unfunny or,
worse yet, already heard. But this is a
small price to pay for the occasional gen-
uine yuk, especially if it is politically
incorrect, filthy or otherwise subversive
of established values. The obvious truth
of the matter is you don’t send your jokes
to everyone. The sensitive, genuinely

polite e-jokester will know instinctively
who wants them and who doesn™.
(Important clue: Do they send you
theirs?) Therefore, Media Person is
deleting Letitia from his e-mail joke list
immediately. She doesn’t deserve ’em.
Which now brings MP to Rule No.
5: “I will keep my e-mails, those of my
staff and those of my children free of
foul language.” Good thing Media Per-

son is inherently too polite to e-mit the !

Hey, if you want to be a repressed prude, fine. But where
do you get off censoring everyone else?

crude e-pithet this despotic diktat
deserves, but it’s two words long and
starts with “E.” Hey, if you want to be a
repressed prude, terrified of good old
lusty, earthy Anglo-Saxonisms, fine, but
where do you get off censoring everyone
else? Are you peeking into your em-
ployees’ e-mail, Baldridge? Or just
threatening to fire them if they e-curse?
Well, cut it out! That goes against the
whole freewheeling nature of the Inter-
net and has nothing to do with etiquette
but rather puritanical (or worse, Big
Brotherly corporate) values. And btw, as
we say on the Net, what does your
“staff” do, anyway? Etiquette process-
ing? Mannered writing? What?

What finally confirms all Media Per- |
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| son’s doubts about Letitia Baldridge’s

comprehension of the true spirit of e-mail
is Rule No. 8, which begins, “In my e-let-
ters, I will use a salutation and a closing.”
Get outta here! This woman seems to
think e-mail is the same thing as mail.
She’s trying to drag 18th-century con-
ventions into a 2lst-century medium.
Stop that right now; it’s all wrong. It
won'’t play. What, “sincerely yours” in an
e-mail? That's like getting your mom on
the phone and saying, “Good evening,
mother; it is your faithful son, Llewellyn,
calling. I bid you greeting.”

No. 8 was the last of the Baldridge
Rules, which is yet another shortcoming
of the piece, because there are at least
another three dozen really necessary ones
Media Person can think of offhand. But,
okay, we all have space limitations. Here
are four that can be violated at your per-
il. Some of you need to take these to
heart. You know who you are.

1. Do not forward to Media Person (or
anyone else) e-mails that start with miles
of names and addresses of other recipi-
ents and senders that must be scrolled
through before one can get to the actual
message. The inconvenience involved
should be the sender’s, not the recipients.

2. If you're re-
sponding to some-
thing MP (or any-
one else) has sent
you, you must—this
is mandatory—start
your e-mail by quoting MP’s own words
back to him. This of course can be done
with two or three clicks, thanks to the
magic of word processing. Imagine get-
ting 367 e-mails a day and one of them
reads, “For God’s sake, please don’t do
that. It could be fatal.” What the hell is
he talking about? Who can remember
what they wrote to someone else an
hour ago?

3. If you send Media Person a fabulous
URL that he should visit immediately, do
not expect him to send you a reply agreeing
how super cool that Web site was. Because
he ain’t going. Because one, he’s too damn
lazy. And two, most of them aren’t.

4. You can flame MP if you want to. |
But you will die. n
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