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Kids: Special Report MARKET
begins on page 46 INDICATORS

National TV: Steady
Pharmaceuticals are
driving the morning scat-
ter marxet, perhaps due
to the morning shows’

multitude of health-ori-
ented segments.

Net Cable: Brisk
Second-quarter scatter
is moving at a steady
clip, with inventory tight
and several large net-
works writing business
Even as some well over 1999 upfront

affiliates grumble, rates. Dot.coms simply
o aren’t going away.
Fox Kids Network

truggles to make its [ Spot TV: Stalled
' i : Acitivity for March has
programming.more slowed in the South and

tive toviewers Midwest after January
N _ and February’s hectic
ad‘!ert'?ersf @l pace, as presidential
gah ?’5’ n primaries have shifted
; into low gear. April is
picking up.

Radio: Tight

March is sold out for top
stations in large markets.
Adril and May are pacing
ahead of last year’s fre-
netic pace. Rates are
approaching TV levels in
many markets.

Magazines: Mixed
Te=n and sports titles
Fox’s Action Man B report a slowdown in
achletic footwear ads.
Buyers Blow - People Writes Dramas Make el e cionics i
expected to heat up in

Whistle on Around Us A Comeback the second quarter.
NBA’s Bells Weekly Debut On Networks I” I”I” 11>
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~ ‘Blowing Up Model,” NBC
Walks Away From NAB

The withdrawal of NBC from the

| Natonal Association of Broadcasters

’ last week marked a “sad” moment for
the industry, observers said, for it rep-
resents another fissure in a once con-

| crete union of broadcasters. Citng dis-
agreement over the NAB’ position on
deregulation—the organization oppos-
es raising the ownership cap—NBC
pulled the membership of the network

| andits 13 owned statons.

\ “The NAB should be advocating
business strategies and regulatory poli-
cies that will make over-the-air broad-
casting a strong growth business, rather
than one that technology passes by,”
said NBC president and CEO Bob
Wright. “Instead, the NAB has chosen
to stand on the sidelines or oppose
change. This course is directly contrary
to NBC’ future as a broadcaster.”

In recent years, NBC has put
greater emphasis on cable and Internet
acquisitons. Sorne executives said last
week that NBC’s departure signifies
the network’s further separation from
broadcasting and migration toward to

" new media, which is encumbered with
fewer restrictons. “NBC wants to
blow up the model. At the end of the
day, the NAB wasn’t flexible enough,”
said an executive at one NBC O&O.

Though many wonder if the NAB’s
leverage on Capitol Hill will be dimin-
ished, given the departure of two net-
works—Fox pulled out last year—the

‘ organization remains a viable force
because it represents the vast majority
of broadcasters across the nation. “The
NABY% great strength is the stations

‘ and their connecton to their local rep-
resentatives and senators,” said Sean
Sheehan, legal counsel for Tribune
Company. “Most elected officials don’t
like network news. But the NAB can
say, ‘We have nothing to do with that.
We're with the stations. We’re your
neighbor.””—Megan Larson

| Congress Marshalling

Opposition to Microradio

Congressional opposition to the FCC’s
Jan. 20 ruling to (continued on page 8)
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NBA Scrambling
For TV Rehound

Buyers skeptical that production enbancements will lift ratings

| TV SPORTS / By Daniel Frankel and John Consoli

|

|

| Jerry Solomon, president

|

less microphones on head coach-

es and officials and posidon cam-

eras in teams’ dressing rooms

during selected games has the

support of the league’s TV part-

ners, who are eager for anything that might

improve their slumping

hoop ratings. Media buy-

ers, however, largely view

the NBA%s new product-

ion enhancements as gim-

micks that are unlikely to
affect audience levels.

“The NBAs ratings

have peaked, and they will

continue to erode,” said

of broadcast buying for
SEM Media. “You have to
try everything vou can to
turn the tide, but miking
coaches will not bring in
more viewers.”

“The game%s the
thing—the stars are the

| thing,” said another major sports buyer who

requested anonymity. “We've seen a lot of
these bells and whistles over the years in
hockey and in baseball, and they don’t help.”

The NBA and its national TV parmers,
NBC and Turner Sports, deny that slump-
ing ratings are the motivaton for the pro-
duction embellishments announced last
week. But viewership is down across virtual-
ly all NBA TV platforms since Michael Jor-
dan’s redrement following the 1997-98 sea-
son, and for many fans, last year’s lockout-

| shortened season showed just how inconse-

quential many games are in an 82-game reg-
ular-season schedule.

“The networks are trying to create a
more interesting product,” said Neal Pilson,
president of Pilson Communications, a
New York-based sports consultancy.

Through its first two and a half months

4 Mediaweek March 13, 2000 www.mediaweek.com

he NBA5 decision to plant wire- |

Wiring up: Knicks coach Jeff Van Gundy

|

of weekend coverage, NBC'’s household rat-
ings have tumbled 16 percent from last sea-
son, to an average 3.6, according to Nielsen
Media Research. The rating is off 25 per-
cent from 1997-98.

Meanwhile, the combined season-to-
date NBA rating for Turner cable networks
TBS and TNT has fallen
18 percent, to an average
1.4 universe rating.

Regional coverage of
NBA games on Fox
Sports Net is also down.
Season-to-date, FSN is
averaging a 2.2 rating for
its regional networks’ tele-
casts of 24 NBA teams’
games, a 21 percent drop-
off from last year. Not sur-
prisingly, Jordan’s absence
is still being acutely felt in
3 Chicago, where the Bulls
£ got off to a horrendous
£ start last fall. FSN's cover-

age of Bulls games has

plummeted to an average
2.0 rating this season. Even without Jordan,
the Bulls’ average rating over the same span
last season was 47 percent higher—a 3.7.

“Lets face it, advertisers are interested in
numbers,” said Ron Fredrick, national
broadcast group director for J. Walter
Thompson. “You can’t blame [the league]
for trying” to keep viewers interested with
the new producton touches.

Despite the ratings slump, buyers say
that NBC and Turner’s rates for commer-
cials on NBA telecasts are holding steady.
“Pricing in this case has less to do with rat-
ings than advertiser interest in the [NBA],”
one buyer said. “And in my mind, that’s not
flagging. It going to take more than a few
years of poor ratings to send the sport into
deep trouble in terms of network pricing.”

Gregg Winik, executive vp and executive
producer for NBA Entertainment, said the

§
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league had the idea to put microphones on
the coaches and cameras in the locker
rooms before the season started—“before
any ratings trends were even established.”

NBC is using a wireless microphone on
one team’s head coach and one referee and
Is positioning a remote-controlled camera
in one team’ locker room on its nationally
televised “A” game each weekend.

A representative for the Turner networks
said they are in talks with the league about
when TNT and TBS NBA telecasts will
add the mics and cameras.

It is not yet clear whether any of the 18
FSN regional networks that carry NBA
games will join in.

“We're trying to bring the fans closer

to the game,” said Winik. “We’re trying to |

give them access to huddles, to the floor.
Our research shows viewers want that.”

And it seems that the league is adamant
about giving its TV fans what they want,
despite the public protests of coaches, many
of whom have said they will feel uncomfort-
able wearing a wire, even though its on a
six-second, network-controlled delay.

Defying a league memo, Miami Heat
coach Pat Riley refused to wear a micro-
phone during NBC% nationally televised
game March 5 between the Heat and the
Los Angeles Lakers. The NBA fined Heat
owner Micky Arison $100,000. The fine
was waived on appeal, but Arison was told
the penalty would be $200,000 if Riley
refused to wear a mic for TV again.

“I can appreciate the coaches’ concerns,”
said Pilson, “but they have to appreciate the
need to attract viewers. It’s what the public

is looking for. There’s only so much you can |

do with pictures, and broadcast television
has to move closer to the sports it portrays.”
Sdll, if you ask buyers, the only way to

revive ratings back to Michael Jordan levels |

is to get someone as talented as, well,
Michael Jordan. “These things run in
cycles, and the ratings have not bottomed
out yet,” said SFM’s Solomon. “You’ll have
to wait for another superstar to surface.”
NBC seems to be doing all it can to ex-
pedite the star-making process. The network
has worked with the league recently 0 jug-
gle weekend schedules so that the Toronto
Raptors and their slam-dunking phenom
Vince Carter can be featured in more A
games. NBC’s NBA lineup yesterday was
scheduled to feature the Raptors in a game

starting at 6 p.m. ET and scheduled to be |
broadcast to 55 percent of the U.S., 10 per- |

cent higher coverage than yesterday’s re-
match of ’99 NBA Finals opponents the San
Antonio Spurs and the New York Knicks. B

Stealing the Spotlight

‘People’ tries to deflate launch of ‘Us Weekly’ with a Roberts cover

MAGAZINES / By Lisa Granatstein

eople magazine put actress Julia
Roberts on its cover last Friday,
ambushing Us Weekly, which
had hoped to make a big splash
with Roberts on the cover of its
permiere issue this week.

The Time Inc. weekly cobbled together
a write-around story on how well Roberts is

now handling stardom. The piece featured |

interviews with director Garry Marshall
(Pretty Woman) and Benjamin Bratt, Rob-
erts’ beau. Roberts did not talk to People or
agree to a photo session, honoring her ex-
clusive arrangement with Us Weekly.
People’s cover came out a full week be-
fore readers will have a chance to see
Roberts’ new movie, Erin Brockovich. Us
scheduled the newsstand premiere of its
new weekly edition for March 17, the
same day Erin Brockovich opens nation-
wide. Published reports last month noted
that the Wenner Media title, which has
invested $50 million in the relaunch,
would feature Roberts on its cover.
“They are feeling competitive about us
and wanted to slow us down,” Terry Mc-
Donell, Us Weekly editor in chief, said of
People’s pre-emptive move. “Wouldn’t [Peo-
ple] have done Kathie Lee if we weren’t
coming out? Isn’t she their kind of gal?”
“Welcome to the big leagues,” countered

Carol Wallace, Pegple managing editor.
“We've been covering Julia Roberts for 12
years, and any time I have an opportunity to
put her on the cover, 'm going to0.”

Us Weekly's issue will feature a portfolio
of Roberts shot by Rolling Stone photogra-
pher Mark Seliger, and a “conversation”
between Norting Hill screenwriter Richard
Curtis and Roberts,
who starred in that
1999 film. “It’s a small
interview...that’s
high-spirited and fun-
ny,” McDonell said.

As for the impact
on Us Weekly’s news-
stand sales, in which
Wenner has invested
heavily, People’s gam-
bit may not have
much of an effect. “If
[the cover subject] is
hot, the cover will sell,” said Dan Capell,
editor of Capell’s Circulation Report. “1
wouldn’t be happy if I was [chairman]
Jann Wenner,” added circulation guru
Chip Block, vice chairman of USApubs.-
com, a subscription marketing firm. “But
it shouldn’t crimp sales. Then again, if Us
Weekly doesn’t do well, the Pegple cover is
a great excuse.” |

Jealous about Julia

Prime’s Dramatic Turn

As many as balf of this season’s new hours may veturn this fall

NETWORK TV / By Marc Berman

he prime-time television drama
series is back. NBC’s renewal of
three freshman dramas—The West
Wing, Law & Ovder: Special Victims
Unit and Third Watch—coupled with the
WB’s firm go for season two of Angel, is
proof positive of the genre’s rejuvenation.
It’s also the largest number of freshman
drama renewals on NBC since fall 1986.
“The half-hour comedy has been get-
ting repetitive and familiar in recent years,
and the rise of the one-hour drama is a
reflection of that,” said Perry Simon,
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president of Viacom Productions. “Dra-
mas offer more flexibility in terms of mix-
ing comedy and drama. And one pilot, in
particular, we have in the works for next
season, Ed [for NBC], has shades of the
old Northern Exposure [CBS, 1990-95] in
it. The pendulum right now has shifted
towards dramas, and we are taking full
advantage of it.”

With renewals for CBS’ Fudging Amy
and ABC’s Once and Again pretty much a
given, the success ratio of the 20 dramas
launched last fall is close to one out of

|




AT DEADLINE

Houston, We (Still) Have a Problem

Responding to another request by Houston Mayor Lee P.
Brown, ABC last Friday offered to extend retransmission
negotiatons with Time Warner untl March 31, keeping the
network’s owned stadon KTRK-TV on TW’ Houston cable
system for now. The parties have been wrangling over carriage
of several ABC/Disney cable channels for several weeks.
Meanwhile, DirecTV is benefitting from the fracas. After
DirecTV began a free installation promotion, KTRK manage-
ment started handing out discount DirecTV vouchers. The
satellite provider has reported increased sales in the Houston
area. Rival Echostar also began advertising its system in the
local newspapers last week.

Time Warner, AT&T Link Wires

Following close on the heels of a co-marketing
agreement struck with Cablevision last month,
AT&T last week forged a similar pact with Time
Warner. The deal moves the two companies
closer to a larger telephony partmership that
would have AT&T providing phone connections
via Time Warner’s cable systems. For now, the
agreement has Time Warner marketing AT&T’s
One Rate New York local and long-distance
package to 600,000 cable subscribers in Albany
and Syracuse. Customers signing up for the ser-
vice will receive vouchers for free pay-per-view.

Nets Wrestling for WWF, XFL

The death match for the rights to the World
Wrestling Federation’s Monday Night Raw will
likely be an expensive contest for contenders
after the existing rights deal with USA Network
expires in September. WWEF wants both a cable
and broadcast outlet for wrestling as well as its
new XFL football league, set to premiere in
2001. Viacom, through its merger with CBS,
would have both cable and broadcast nets and
would like to eventually put WWEF program-
ming on CBS’ TNN. Sources say Viacom-CBS
has put on its tights and is ready to rumble. Fox
had also been interested in the WWE, but the
creation of XFL has dampened the network’s
ardor. USA has right of first refusal on Raw and
will be able to counter other bids for the high-
rated WWF franchise.

P&G’s Spending Tide Unturned, So Far

In the wake of Procter & Gamble’s 30 percent stock slide last
week—which followed news that sales would fall short of
expectadons—network sales executives saw few signals to sug-
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gest that the company would start exercising ad-suspension
options in any significant way. One cable sales executive who
spoke on the condition of anonymity said P&G has acted on a
few of its options. However, the source cautioned that P&G
traditionally acts on options near the end its fiscal year and
that it is too early to tell if the turmoil has prompted any
media-buying realignments.

House Commerce Committee Chair Retiring
Rep. Tom Bliley (R.-Va.), chairman of the House Commerce
Committee and an architect of the Telecommunications Act of
1996, said last week that he will not seek reelection this year.
Even if he did run, Bliley would have lost his committee chair-
manship, under new House rules. If Republicans retain control
of Congress, two Commerce subcommittee
chairmen stand eager to take his spot: Reps. Billy
Tauzin (R.-La.) and Mike Oxley (R.-Ohio).

Addenda: Discovery Communications-
owned Knowledge TV will go dark on April 1
after the majority of its 9 million analog sub-
scribers are transferred to more viable Discovery
Networks Discovery Health, Animal Planet and
Travel Channel... Washington Post Co. presi-
dent/COO Allan Spoon is leaving to become a
general partner in Polaris Ventures, a Boston-
based venture-capital firm... Twelve major broad-
cast groups, including Tribune, Gannett, and
Cox, are forming iBlast, a wireless network to
distribute video and audio content to personal
computers via digital spectrum. .. Primedia, pub-
lisher of Seventeen magazine, filed a federal trade-
mark infringement and trademark dilution suit
last week against Rodale, alleging damage from
the forthcoming launch of MH-17, a teen version
of Men’s Health...Steven Greenberger, senior
vp/print media director at Grey’s Mediacom, has
been named associate publisher of marketing at
Rolling Stone... Howard Kaplan, associate pub-
lisher of Inc. magazine, has been named vp of
marketing for Ziff-Davis Publishing’s consumer
magazine group.

JEF¥ HORNSTEIN

- A

Corrections: in the “Media Dish Special”
on page 32 of this issue, the name of Warner
Bros. executive Paul Montoya is misspelled. In the “10 Under
40” chart in the Magazine Special Report in the March 6 issue,
No. 5 Fane should not have had an asterisk after its circulation
number. The footnote referred to No. 7, Travel & Leisure Golf.
And in the “Top 60 Magazines in Ad Revenue” chart, the rev-
enue figures were for 1999, not 1997.
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Look whose delivery of kids 6 - 11 is racing in the fast lane.

85 85
N SRR INY. by, e
\\ \\ % growth //// \\ \\ % growth /// //
Us Them -
Call us speed demons, but over the past three lane with less than 1% growth over the same time
years, Cartoon Network’s delivery of kids 6-11 period** But with our exciting original kids
has practically broken the sound barrier - up 169% * programming (including The Powerpuff Girls,

In fact, we've covered a lot more Johnny Bravo and Courage the Cowardly
ground than that other kids channel. CREOEN Dog) driving our success, there’s no
It Iooks like they're stuck in the slow [x] E ILIWIJRI{_ telling how far we'll go. You with us?

CartoonNetwork.com

TM & ©2000 Cartoon Network. A Time Warner Company. All Rights Reserved. Source: Nielsen Media Research, *Cartoon Network kids 6-11 delivery Mon -
Sun 6a-12a, **Nickelodeon M-F, Sun 6a-9p, Sat 6a-10p; 1996 vs. 1999. Qualifications available upon request.
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create a new class of low-power FM
radio stations is gaining momentum.
Last week, two letters circulated in
both chambers sought—and
received—additdonal support for the
pair of bills that would kill the new lev-
el of service.

The Senate letter, signed by Sen.
Judd Gregg (R.-N.H.) and Sen. Rod
Grams (R.-Minn.), the co-sponsors of
the bill, got a major boost when two
powerful Committee chairmen agreed
to sign on: Sen. Ted Stevens (R.-Alas-
ka), chairman of the Appropriations
Committee, and Sen. Pete Domenici
(R.-N.M.), chairman of the Budget
Committee. On the House side, Rep.
Mike Oxley (R.-Ohio) continues to
pick up co-sponsors, now numbering
134, —Katy Bachman

Meredith Restructures,

Folds Three Magazines

Meredith Corp. last week said it will
fold Decorative Woodcrafts and Cross
Stitch & Needlework magazines with the
July/August issues. The company also
is launching Fometown Cooking, as a
bimonthly, and Cowntry Home spinoft
Antigues Extra as a quarterly.

The moves come as part of Mere-
dith’s decision to create a new business
group and to spend up to $100 million
in Internet and e-commerce invest-
ments. Heading up the new Meredith
Interactive and Integrated Marketing
Group will be Stephen Lacy, who has
served for two years as the company’s
vp/COO.

Meredith also will told Crayola Kids
with the May issue. Just last week, Cray-
ola Kids made Adweek Magazines’
annual Hot List of 10 magazines with
revenue under $40 million. Meredith
Publishing Group president Christo-
pher Little said the company had major
strategic differences with Crayola licen-
sor Binney & Smith. —Lisz Granatstein

Death of Two Execs Leaves
Void in Cable, Syndication

Veteran syndicadon executive Rick
Jacobson, 48, succumbed to cancer
March § at a Los Angeles—area hospi-
tal. Jacobson was (continued on page 9)

| three. Factor in potential green lights for
CBS’ Family Law and/or Now & Again

and possibly two of three other WB fresh-
man dramas (Roswell, Popular and Juck &

| FilD, and the overall ratio of drama re-

newals could hit 50 percent.

Comparatvely, only four of the 15 dra-
mas (or 27 percent) introduced in fall
1998 made it to the '99 season. And not a
single new drama of the 1997-98 season
made it to year two.

“This was a particularly good year in
terms of the shows that got on the air,”
said Bill Carroll, vp/director of program-
ming at TV rep firm Katz Television.
“After fine-tuning and finding more
appropriate time periods for a number of
these series, NBC’ renewals should come
as no surprise. After getting through the
clutter, why not take advantage of what
you have?”

|

The future of several dramas on the |

bubble, such as NBC’s Freaks and Gecks, is
largely dependent on the pilots that are
currently in development. “If we see a
renewal of a critically acclaimed but low-
rated show like Freaks and Geeks, this

could mean the networks have less
promising vehicles on their pilot-develop-
ment  slates,”
said Carroll. “If
it doesn’t return,
then something
better in devel-
opment is worth
putting on the
air.”

Regardless,
the rise of dra-
mas is clearly a
matter of chang-
ing public tastes.

“With the de-

cline of mun- | 4
dane  sitcoms [EEWITN sl
and growth of Arresting television: Law &
quality,  well-  Order: Special Victims Unit

crafted dramas, will return next season.
the public has

responded favorably,” said Brad Adgate,
senior vp of research at Horizon Media.
“After all, there is more to the current tele-
vision landscape than watching people try
to win a million dollars.” |

Elective Viewership

After strong Super Tuesday ratings, news networks face challenges

CABLE TV / By Jim Cooper

ith the excitement of the presi-
dendal primaries swept away like
so much confett from the floor
of a Holiday Inn banquet hall,
the cable news networks now face a poten-
tial lull in elecdon news. But T'V journalists
believe the issues and the race itselt will pro-
vide enough spice from now to Nov. 7.

Pumped up by an intense race between
Sen. John McCain (R.-Ariz.) and Texas
Gov. George W. Bush, the news networks
saw impressive prime-time ratings gains
during the Super Tuesday primary last
week. CNN’s coverage drew a 1.8 rating
(1.4 million homes) trom 8-11 p.m., an 80
percent rise and 46 percent higher than
the 1.3 rating (903,000 homes) CNN
drew covering Super Tuesday in 1996.
Fox News Channel followed with a 1.0/
481,000 homes, which is 66 percent bet-
ter than its weeknight average for Febru-
ary. MSNBC averaged a 0.8 (426,000
homes), improving its February prime-
time average by 98 percent.

In general, those ratings spikes are not

8 Mediaweek March 13, 2000 www.mediaweek.com
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expected again until November. But those
covering the race say the strong primaries
ratings show that Americans have the ame
and interest to concentrate on political
issues. Kim Hume, Fox News Channel’s
Wiashington bureau chief, believes that the
campaign may take on nasty tones as Bush
and Democratic rival Al Gore try to disun-
guish themselves. That, in turn, could drive
viewer interest, and Hume said Fox’s strate-
gy is to continue with its aggressive cover-
age. “The more politics you do, the more
people are interested in it,” she said.

Other rogue factors include Pat Buchan-
an’s possible involvement in the race from
the far right, and the specter of a major eco-
nomic correction. Either factor could draw
higher audiences, say the news vets.

Steve Capus, executive producer of MS-
NBC'’s The News With Brian Williams, also
expects a longer attention span from TV
audiences, in part because voters are waiting
to sce what McCain’s supporters will do.
“Don’t forget, we're electing a president
here,” he said.
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SEND US YOUR PLAN. WE'LL MAKE YOU FAMOUS.

E INVENTED MIEDIAWEEK'S PLAN OF THE YEAR
COMPETITION BECAUSE...

In every creative field there's the ultimate prize for best performance, Oscars,
Emmys, Grammys, Clios, Pulitzers. In media departments across America it's
The Plan Of The Year as chosen by a select panel of industry professionals.

Mediaweek will honor media plans for their creativity and effectiveness in
achieving client’s marketing goals. Enter your best plan in Mediaweek’s Plan of
the Year by April 3rd and your group could win the grand prize. Winners will be
featured in a special section in Mediaweek’s June 19th issue and will be honored
at an awards luncheon.

$10,000 GRAND PRIZE FOR EXCELLENCE

Awarded to the judges choice for the best overall plan.

OUR DISTINGUISHED PANEL OF JUDGES WILL SELECT
PLANS OF THE YEAR IN THE FOLLOWING CATEGORIES:

1. Best plan for a campaign spending more than $25 Million

2. Best plan for a campaign spending between $10 Million and $25 Million
3. Best plan for a campaign spending between $1 Million and $10 Million
4. Best plan for a campaign spending $1 Million or less

5. Best use of National Television and Cable

6. Best use of Local Television

7. Best use of Magazines

8. Best use of Radio

9. Best use of Newspapers

10. Best use of Out-of Home

11. Best use of New Media
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JUDGING CRITERIA

* innovative nature of the concept

* tactical approach

s creative and or innovative use of media
* effectiveness relative to the objective

Event sponsor

Media plans often contain sensitive, competitive information but CO—Sp ONSor
don't let that keep you from entering this competition. Our judges
all sign confidentiality agreements and they

are never assigned to product categories in which they m s n"

compete professionally.

WHO 1S FLIGIBLE?

Any US advertising agency media department, media buying
service or in-house advertising agency or media department may enter. To be eligible, your plan
must be under execution between February 28, 1999 and March 1, 2000.

All entries must be postmarked by April 3, 2000.
Entry fees: $110 per entry. Checks or money orders should be made payable to MEDIAWEEK's
Media Plan of the Year. Send entries to: Jennifer Minithan, MEDIAWEEK, 1515 Broadway, 12th

Floor, New York, New York 10036

HOW TO ENTER

Detach and complete the official entry form on the back of this page. Please photocopy this form
for multiple submissions. Attach the completed entry form as a cover to your statement which
should describe the nature of the plan, why you consider it creative, and how it achieved the clients
objectives. Statements should not exceed 750 words in total and must be typed on a single page.
Feel free to discuss any background information or situation analysis relevant to set the stage for
the program description.

Please include documentation such as a copy of the media plan, examples of the execution and
any client testimonials demonstrating the successful results of your plan. In order to properly
categorize your entry, be sure to indicate the level of media spending on your entry. Confidential,
proprietary information in the supporting documentation may be censored.

QUESTIONS?
Please call Jennifer Minihan at MEDIAWEEK at (212) 536-6588 or email her at
jminthan@adweek.com



MEDIAWEEK’S PLAN or THE YEAR OFFICIAL ENTRY FORM
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All entries must be postmarked by April 3, 2000

Event sponsor

Category number (1 through 11):

Co-sponsor

Submitted by: m s n"

Company:

Address:

City: State: Zip:

Phone:

Fax:

Your Client:

Brand:

Budget:

Media used when the plan was implemented: Names and titles of
those involved in developing the plan:

SEND ENTRIES TO: Jennifer Minihan, MEDIAWEEK, 1515 Broadway, 12th Floor, New York, NY 10036
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MNF: Xs and the Big 0

Oblmeyer vows to return ABC’s NFL showcase to ‘event’ status

TV SPORTS / By John Consoli

eturning Monday Night Football pro- |
ducer Don Ohlmeyer said the ABC
telecasts must be less reliant on the
appeal of team matchups next season
and attract viewers with more provocative
coverage of the games. Ohlmeyer said that
while he does not plan on mimicking MINF's
production style from the mid-1970’s (which
he coordinated), he will look for ways to
make the ABC franchise appointment-view-
ing again. “Lll try to reinstill Monday Night
Football to the status it had when it was more
than a football game,” Ohlmeyer said.
Noting the sense of “unpredictability”
that surrounded MNF's announcing teams in
the 70s, Ohlmeyer recalled that viewers
“used to be afraid to go to bed [before the
game ended]...worried that something
would happen that people would be talking
about at the water cooler the next day.”
Recenty, MNF has fallen off to the point
that “if the game was a good [matchup}, I'd
watch. If not, I'd go to sleep,” Ohlmeyer said.

ABC Sports president Howard Katz
said he hired his old boss to change that
perception. Katz’s first job in television was
under Ohlmeyer at ABC in the early *70s,
and he also spent 10 years as president of
Ohlmeyer’s production company before it
was acquired by ESPN in 1993.

While not criticizing MNF producer
Ken Wolfe, director Craig Janoff and an-
nouncer Boomer Esiason, all of whom he
fired last week, Katz said the series “could
be better...I'm just looking for a spark that
we can create with the right personnel.”

MNF’s ratings have declined steadily
over the past four years, from an average
17.0 in 1995-96 to a 13.7 this past season.

Jerry Solomon, president of broadcast |

buying for SFM Media, is skeptical that
Ohlmeyers changes will lift MNF’s ratings
significantly. “If they bring some new people
on the telecast, it might create a media circus
for a few weeks and get a ratings bump—but
that will level off,” Solomon said. |

Food’s Upfront Menu

Budget upped 30% for 2000 program slate; documentaries included

CABLE NETWORKS / By Jim Cooper

ontinuing its aggressive rollout of
original programming, Food Net- |
work today announced 1,000 hours |
of new original prime-time pro- l
gramming and more than 50 new specials
for its 2000 season. The $60 million—plus
development slate ups last year’s budget by
30 percent and the 1998 budget by 120 per-
cent, said sources familiar with the net-
work’s production plans. }
The new shows will begin premiering in
April and will continue through June, said
Judy Girard, senior vp and general manager
of Food Network, who declined to discuss
budget figures. “This is a continuation of |
what we did last summer in adding a lot of ‘
shows, because the network needs volume
and a lot of diversity of formats,” said Girard.
The first new serics, Food 911, features
chef Tyler Florence coming to the aid of
people facing culinary catastrophes. The
half-hour will run Thursdays at 9 p.m. start-

ing April 13, and replaces Two Fat Ladies.
Molto Mario, featuring chef Mario Bauli,
returns to Food the same day with all-new
episodes. The 30-minute show will run
weekdays at 5:30 p.m.

Food’s butfet of new specials includes
One Fat Lady, One Large Life, which marks
the late Jennifer Paterson’s birthday with
archival footage and a best-of compilation
of Two Fat Ladies. Paterson passed away last
year. Also in the works is a documentary
called Ancient Recipes: Foods of the Bible,
which examines the culinary culture in the

Middle East 2,000 years ago and premieres |

Easter Sunday.

The week of June 26, Food will roll out |

six new series, including Food Nation With
Bobby Flay and Food Fantasy. The net also
will run a two-part, two-hour documentary
called Iron Chef New York, which looks at

the cult Japanese cooking show’ visit to |

New York City this week. [ |
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president and COO of Twentiieth
"Television’s syndication division, with
numerous successful first-run (Drvorce
Com‘t) and off-network (The X-Files,
ER) launches to
his credit. Prior
to joining Twen-
deth in 1995,
Jacobson over-
saw domestc
sales and pro-
gramming for
Tribune Enter-
tainment. He also
had stops in the off-network syndica-
tion sales departents of Orion Pic-
tures and Buena Vista Television.
Also, the cable industry lost one of
its founding fathers last week. Bill
Daniels, 79, died after a long illness.
The founder of Daniels Communica-
tons, Daniels built his first cable sys-
tem in rural Wyoming in 1952 and
went on to create Prime Ticket Net-
work, one of the first regional sports
networks. Daniels sold his regional
sports holdings to Tele-Communica-
tions Inc. in 1994. Known for his
extensive philanthropy, Daniels shared
the profits of the sale with his employ-
ees. —Jim Cooper and Daniel Frankel

Rick Jacobson

FGC Ready for Comments

On Digital TV Standards
The FCC last week appealed for pub-
lic comment on several outstanding
digital issues: the ransmission stan-
dard, set receivers, tower construction
and locatian sites, and cable inter-
operability with DTV sets. Comments
are due May 17. Though TV stadons
have hit few obstacles in building tow-
ers, some outlets based in major mar-
kets such as New York, Chicago, Min-
neapolis and Denver have been unable
to secure sites due to local zoning or
environmental laws. “Ten years is a
short time to resolve the problem,”
said one station engineer.

The FCC will also hear comments
on the contentious debate surrounding
the digital transmission standard 8VSB.
"Tests conducted over the last year have
highlighted flaws with 8VSB. Oppo-
nents want to adopt Europe’s standard
COFDM as well. —ML



SYNDICATION

Selling syndicated programming is
dauntng, market-by-market task for the
non-vertically integrated. Sull, New Line
Television continues to make progress
with its fall 2000 launches. The company
reported that its internationally pro-
duced weekly action hour, the tongue-in-
cheek Matthew Blackheart: Monster
Srmasher, reached 60 percent clearance
last week, with new deals in San Francis-
co (KBHK-TV), Boston (WCVB-TV),
Washington, (WBDC-TV), Houston
(KNWS-TV) and Seattle (KONG-TV).
Meanwhile, clearance levels for New
Line’s relationship-game strip First Date
were put at 55 percent, with Los Ange-
les’ KCOP-TV secured. Both shows also
are cleared on Newsweb Corp.’s
WPWR-TV in Chicago, but New York
clearances are still pending. “We’re in a
very good position, considering it’s very
challenging for independents, without
the leverage of an in-house station
group, to clear programs,” said David
Spiegelman, executive vp for New Line.
In addition to the syndicated series,
New Line has also sold “New Line 8”—
a straight-cash movie package featuring
Austin Powers: The Spy Who Shagged Me,
The Mask and Magnolia—to the
Paramount Station Group.

Hearst Entertainment continues
to battle it out in kids syndication. The
distributor has renewed its weekly educa-
tional series, Popular Mechanics for Kids, in
nearly 80 percent of the country, includ-
ing New York (WNYW-TV) and Los
Angeles (KTTV-TV). The award-win-

ning show is entering its fourth season.

Paramount Domestic TV’s Enrer-
tainment Tonight, in its 19th season, is
showing little sign of age, evidenced by
its strong Grammys-week national rat-
ings performance. According to
Nielsen Media Research, ET scored a
7.6 rating during the week ended Feb.
27, a 15 percent week-to-week increase,
a 19 percent gain over last year’s Gram-
mys week and the show’s highest week-
ly rating since January 1997. ET’s
strong performance made it the third-
highest-rated program in syndication
for the week ended Febh. 27, behind
perennial front-runners Wheel of For-
tune and Jeopardy!. —Daniel Frankel

Dealing With Addiction

Witizonasre’ bas ABC affiliates hooked, but buyers worry about rates

TV STATIONS / By Megan Larson

onsidered by some to be the “crack |
cocaine of TV,” Who Wants Be a Mil- |
lhonaire brought ABC its first sweeps
victory in 12 years. But some local
media buyers wonder if the current eupho-
ria isn’t blinding the network’ affiliates.
The hit game show aired six times a week
in February to sizable ratings, but its mom-
entum didn’t carry into the last hour of |
prime time, causing many affiliates’ late- |
news ratings to dip from last year’s averages.
Local media
buyers  expect
ABC stations to
seek higher rates
in second quarter
for prime tme,
thanks largely to
the boost from
stunting Million-
arre. But some
said they will try
to resist.
“Millionaire
delivers the num-
bers wherever it
is, but it has a
residue effect...propping up some lower-
performing shows that wouldn’t otherwise
get good ratings,” said Frank Friedman,
media director of CVR/MARC USA in
Indianapolis. “I am not upset that there is
another option out there to get viewers, but
it distorts the buying picture.” He said his
agency will still pay the price for Millionaire
but will negotiate lower rates for the spillover
programs. The average price per 30-second

spot in prime time on WRTV-TV, he said, |

has jumped from $1,500 to $2,500-$3,000
since the game show launched last fall.
Though stations are thrilled about its
performance, some executives believe that
ABC relied too heavily on Millionaire to car-

could have buoyed the 10-11 p.m. hour lead-
ing in local news. “What a narcotic it is,” said
one station manager, who declined to speak
for attribudon. “Millionaire brings in the
sweeps for [ABC], and that’s great, but it

|
i
ry sweeps and let other programs slip, which '

masks some fundamental deficiencies that |

they really need to get a hold of...like
20/20—a hallmark of prime time that is oft

I significantly two out of three nights.”
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Millionaire’s winning ratings are driving up local rates.

Nationally, the 11-11:30 p.m. time-peri-
od average Monday through Sunday has
slipped slightly in households from a 7.9
rating/16.3 share to 7.7/15.9, according to
Horizon Media’s analysis of Nielsen Media
Research data. “ABC is going to win the
season on three shows: Millionaire, the
Oscars and the Super Bowl,” noted Brad
Adgate, senior vp/director of corporate
research for Horizon. “It’s difficult for a
network to brand itself, especially at a local
level, with just
one show.”

In Cleveland,
market share dur-
ing the final quar-
ter-hour of prime
time on ABC affil-
tate WEWS-TV
dropped from a
12.7/20 in Febru-
ary 1999 to a 10.9/
18 this past Febru-
ary.  However,
NBC affiliate
WKYC-TV saw
that same time
period grow from a 13.5/21 to 13.5/22. The
resul: WEWS’ 11 p.m. news, which led
WKYCin February ’99, dropped this year to
a tie. “The effect of ER puts the averages out
of whack,” said John Lansing, WEWS gm.

“It’s better to have Millionaire than not
have it, but the network better have some
plans for the May book to be stronger 10 to
11 [p.m.],” said one ABC O&O executive.

Some affiliates have asked ABC to air
Millionaire once a week at 10 p.m., but sta-
tons said the network doesn’t want to lose
the younger viewers it gets by running it ear-
lier. ABC did not return calls by press time.
Though it would “line his pockets a little
deeper,” Cox Broadcasting president Andy
Fisher said he would rather have kids watch-
ing than a healthier news lead-in. “Having a
whole family sit around the screen is dra-
matic. It hasn’t happened in a long tme.”

“Nobody is sticking their heads in the
sand. Everybody knows we have to get better
in that dme period, and we are trying to fig-
ure out how we can make it happen,” said
Pat Scott, president/CEQ of Fisher Broad-
casting and ABC affiliate board chairman.l
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AD MANAGER

NIGHTMARES

A CLIENT WHO THINKS THEY CAN WRITE COPY BECAUSE THEY WERE
ONTHE YEARBOOK STAFF IN HIGH SCHOOL.

HEARING THE WORDS: "THAT’S NOT THE RIGHT LOGO” AT A PRESS CHECK.

THE PRODUCT GUY TELLSYOU, “T0O BE FRANK, I DON’T REALLY BELIEVE
INTHE WHOLE ADVERTISING THING.”

{l 50% DF CUSTOMERS CAN'T FIND YOUR CLIENT’S PRODUCT ON THE WEB.



If you're losing sleep worrying whether you're making the most of your client’s advertising
efforts, here’s the solution: Internet Keywords. Internet Keywords help you bridge your
client’s traditional marketing and online content by making their product name their web

address. Internet Keywords allow

you to control your client’s brand
across all media. With Internet Keywords your client can reach over 70% of all U.S. Internet
users* And with digital brand management tools, you can track the effectiveness of their
communications and the ROI of all of your client’s marketing aims. In short, your client will

see you as a pioneering mastermind. Or, at the very least you’ll catch up on some shut-eye.

by (® RealNames.

To find out more,go to  Internet Keyword: RealNames Solutions or call 1-888-468-5993




‘ OPINION

By Chris Rohrs, President, Television Bureau of Advertising

\ McCain Shows the Way

t appears that the John McCain presidential campaign, barring

a third-party bid by the Arizona senator, is now history. I will

leave it to the political pundits to argue whether his attack on the

religious right did McCain in or whether things began to go wrong

when his campaign ran
a commercial compar-
ing George W. Bush to
Bill Clinton. But before
we focus too much on
the senator’s missteps, |
marketers of all stripes
should not miss the
important positive les-
son that came out of
the McCain presidential
campaign: the powerful
combination of local television and the
Internet working together.

Despite the outcome on Super Tuesday
last week, McCain’s playbook is sure to be
copied by politcal candidates at every level
and affiliadon. It ought to be studied by
advertisers as well.

Consider what happened after the
Arizona senator’s win in New Hampshire.
When McCain made his victory speech, he
was positioned in front of a giant blue ban-
ner with the campaign’s Web address clear-
ly visible. The McCain site was universally
regarded as the best organized of any of the |
presidential candidate sites. When viewers
visited the site, they found prominent on
the home page “Click here to contribute
today.” By 7:30 the next morning,
$162,000 in new credit-card contributions
had been recorded via the Web. By the end
of the week, more than $1.4 million in con-
tribudons poured in. And since contribu-
dons of up to $250 are matched with fed-
eral funds, McCain’s total in seven days was
more than $2 million.

And what did his campaign do with
much of that money? Buy more local
television spots, featuring the Web site
address and content focused on local con-
cerns. Which presumably resulted in
more hits to the site. Which presumably
resulted in more campaign contributions.

After the senator’s big wins in Michi- |

Chris Rohrs

gan and Arizona, the cycle repeated itself,
bringing in more cash. While the final
numbers have yet to be made public, it
would appear McCain raised at least
$10 million via the Internet.

The McCain campaign brought the
Internet, paid television ads and free
media together in an integrated market-
ing strategy that caused all the elements
to feed on each other. He completed the
loop. Advertisers, not just politicians, can
learn from this model.

The Internet shows great potendal for
efficient transacting of business. It is not yet
a very good medium for branding. Tel-
evision advertising, on the other hand, with
its unique blend of sound, visuals and mo-
tion, is unsurpassed in its ability to build a
brand. And now it can be used to drive con-
sumers to a particular Web address.

If a product has a great image, the Web
can serve as a wonderful transacdon ma-
chine. But with a murky image, you can
lose business. Local broadcast is the image-
maker. Markets can be dramatically differ-
ent in character from one another, demo-
graphically and psychographically. Local
stations know what their viewers want, and
they reflect those market tastes in their pro-
gramming. Also, local television stations can
help advertisers determine what programs
best reach a potendal buyer of a specific
product or service. Thus, a particular URL
from the advertiser’ site can be utlized in
those television ads to drive viewers to a spe-
cific place on the advertiser’s Web site.

Local broadcast television provides the
best opportunity to make the McCain mo-
del work for every kind of advertiser, na-
tonal or local. Television stations are out in
front in their drive to build their own Web
sites. Advertisers, working with those sta-
tions, can build campaigns that will have
viewers clicking to the advertisers’ Web sites
trom the stations’ sites as well as directly. B
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RADIO

Clear Channel Begins
Sale of the Century

BY KATY BACHMAN
Out of the biggest radio deal of
the post-consolidatdon age

Z
<
~ came radio’s biggest sell-off.

Last week, Clear Channel, the largest radio
broadcaster, with 874 radio stations, paved
the way for its $23.5 billion acquisition of
AMFM by selling off 88 stations that, by
some estimates, have brought in more than
$3 billion. Once all 100 or so spinoffs are
announced, which could be as early as this
week, analysts are betting Clear Channel
will pocket close to $5 billion.

If they had been combined into a single
body, the spinoffs would casily have ranked
among the top five radio groups. But the
stations were busted up into much smaller
entities: Seventeen separate owners agreed
to buy stations in 33 markets. The biggest
change resulting from the sale is that Cox
Radio—which is paying $380 million for
seven stations—has replaced Entercom as
the fourth-largest group, with an estimated
$317.9 million in revenue, according to BIA.

A logistical nightmare, the process of
selling off stations began in September, but
Clear Channel kept a tight lid on all the
details. Clear Channel radio president
Randy Michaels, svp Jerry Kersting and
CEO Lowry Mays were the top architects
who carefully managed the process.

Clear Channel set up a central data
room in a bank in downtown Cincinnati,
where informaton about each of the 100-
plus stations—from financials to personnel
to signal contour maps—was compiled in
notebooks that were made available to
prospective buyers by appointment only.
Bidders could not remove books from the
room, although they were allowed to pho-
tocopy documents. Clear Channel invited
groups to contact them for appointments,
after which groups submitted sealed bids.

At first, Clear Channel claimed it would
turn around the bids in 30 days. That didn’
happen. In some cases, groups were asked
to resubmit bids, in effect causing many

|
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groups to bid against themselves, since they
had no knowledge of competing bidders. “It
was a dogfight because everyone wanted sta-
tions. There was a lot of competition,” said
Tom Castro, owner and president of El
Dorado Communications. Castro admitted
he ended up bidding against himself, but in
the end, he was happy winning the bid for
five stations in Houston.

Not all the groups that participated in
the buying process were happy with the
process. One group exec, who requested
anonymity, called it “a disgrace,” and point-
ed out that the highest bids weren’t neces-
sarily the bids Clear Channel accepted.

“It’s not just the higher bidder. There
are a lot of considerations, including who
would become a guerrilla. It’s an absolute
political balance,” explained Bishop Cheen,
media analyst for First Union Securities.

Clear Channel may have cherry-picked

RADIO

From None to 21 With One Dea

its future competitors, as some suggest, but
it also delivered on its promise to spin off sta-
tions to minority broadcasters; thirty-seven
of the 88 stations are being picked up by
minority broadcasters. African American—
owned Blue Chip Broadcasting is buying
WUBE-FM in Cincinnati. URBan Radio
Broadcasting, Inner City, Pecan Partners and
Chase Radio Parters also picked up outlets.

Four Hispanic broadcasters, aside from
Hispanic Broadcasting Corp. (which is 29
percent owned by Clear Channel), picked
up stations: El Dorado Communications
came away with five stations in Houston;
Entravision Communications, which rec-
ently purchased EXCL Communications,
is buying two stations in L.A.; Mega
Communications is buying WGNE-FM
in Daytona Beach; and Rodriguez Com-
munications is picking up KXJO-FM in
San Francisco.

“There were a lot of changes right
until the end,” said Castro. “Bidders
dropped out at the last minute.” Several
group execs and analysts pointed to Infin-
ity, which reportedly jumped in at the
11th hour, effecting the dispensation of
many stations.

Clear Channel is well past the halfway
point. “When the smoke clears, people will
realize the effort Clear Channel went to

The Clear Channel spinoffs have had the surprising result of strengthening several
minority-owned radio groups. The deals have also created a new African
American-owned broadcaster, Chase Radio Partners. The new entity jumped to No.
21 on BIA's ranking of radio groups by revenue, which estimates that the 1 CC
stations Chase is acquiring in eight markets generate more than $46.1 milion annually.

Chase Radio was formed by Tony Chase, currently a managing partner in
Faith Broadcasting, which is closing the sale of a handful of radio stations in
Texas and Louisiana. Chase also sits on the board of the Minority Media &
Telecommunications Council, a D.C.-based group that encourages minority
broadcast ownership. Chase formed his new group specifically to acquire radio
stations available through the Clear Channel spinoffs. “These acquisitions are
consistent with our strategy of expanding our efforts into high-quality growth
markets,” said Chase.

Except in Biloxi, Miss., where Chase is acquiring two CC stations, and in San
Jose, Calif., where Chase is getting three, all the properties are stand-alones (see
chart on page 18). In San Jose, the trio of Rock-formatted stations has a combined
overall audience share of 8.5. In Biloxi, Country WKNN-FM is the market leader with
an 1.1 overall share, and Adult Contemporary WMJY-FM has a 5.0. —KB







achieve better than an 18-times cash-flow
multiple,” said Lee Westerfield, broadcast
analyst, PaineWebber.

While this wave of divestitures is con-
siderable, Clear Channel has yet to an-
nounce agreements for some of its biggest
signals, such as KKBT-FM in Los Angeles,
for which Emmis was known to be a
“spare-no-expense” bidder. Radio One,
which is currently in a quiet period due to
a stock offering, is said to be raising more
than $1 billion to finance its purchases.
There’s also no reason that some of the
same group of buyers announced last week
won’t come away with more stations in the
following rounds, agreed analysts.

The Department of Justice has been
scrutinizing the deals throughout the pro-
cess. “[Clear Channel] is not bound by any
particular number of stations. They're
bound to do what it takes to make the DOJ
comfortable with the merger,” said Cheen.
“Beyond that, they’ll use the opportunity
to shape their portfolio.”

Most see this first round as the least
complicated of the spinoffs. “These are
probably just the clean deals. The rest may
take more of an effort to get done,” said
Mark O’Brien, vp, BIA Research. “There
is a much higher likelihood this first round
of deals will get approved and closed. In
many cases, these big group purchasers,

Benefits of the Bounty

Who Got What From Clear Channel’s Spinoffs

with regulatory issues of their own, are
picking up new markets.”

For example, Infinity, the top buyer,
paying $1.4 billion for 18 stations in seven
markets, is entering five new top-50 mar-
kets (see chart). Cumulus is adding 11 sta-
tions in four new markets. Cox is paying
$380 million for seven stations in two new
markets, Richmond and Houston. HBC,
which is 29 percent owned by Clear Chan-
nel, is buying three stations in three mar-
kets for $127 million, two of which, Austin
and Denver, are new markets for HBC.

Here’s a look at three markets—Hous-
ton, Cincinnati and Phoenix—in which the
balance of power will shift:

HOUSTON
In order to comply with ownership rules,
Clear Channel had to divest more sta-
tions in Houston (at least eight) than in
any other market. In what is sure to
change the competitive dynamics of the
market, Clear Channel announced that
Hispanic owner/broadcaster El Dorado
Communications is picking up five sta-
tions and Cox Radio, three stations.
When the deal is closed, El Dorado,
which already owned KEYH-AM,
KQQK-FM and KXT]J-FM, will have an
eight-station cluster, the regulatory lim-
it. The only other group in the market
with eight stations is Clear Chan-
nel. But don’t expect all the sta-
tions to flip to Hispanic formats.
“Two of our stations will be Anglo

Company Mo. of Stations Markets stations, serving the general mar-
Barnstable Broadcasting 4FM Des Moines; Greenville, S.C. ket,” said Tom Castro, owner and
Blue Chip Blroadcastlng 1AM : Cincinnati . president of El Dorado_ KTJM_
Chase Radio Partners 10 FM, 1AM Ealhmt_)re; San Dl_egul: FM, one of the five stations El

San Francisco; Biloxi, Miss.; . . .

Reading, Pa. Riverside,Call: Dorado is purchasing, is a year-old

San Jose, Calif.: Waco, Texas Jammin’ Oldies station that Castro
Cox Radio 6 FM, 1AM Houston; Richmond, Va. believes has potential to grow
Cumulus Media 9 FM, 2 AM Gedar Rapids, lowa;

El Dorado Communications 2 FM, 3 AM
Entravision Communications 2 FM
Hispanic Broadcasting Corp. Im

Infinity Broadeasting 15FM, 3 AM

| Inner City Broadcasting 6 FM, 3 AM
Mega Communications 1M

| Nassau Broadcasting Partners 1 FM, 1 AM
Pecan Partners 1 AM
Rodriguez Commmunications 1 FM

| Saga Communications 1FM, 1 AM
Salem Communications 4 FM, 4 AM

Urban Radio Broadeasting 2FM

Source: Clear Channel Communications

Harrisburg, Pa.; Melbourne, Fla.;

Shreveport, La.
Houston
Los Angeles
Denver; Phoenix; Austin, Texas
Phoenix; San Diego;
Cleveland; Cincinnati;
Denver; Greensboro, N.C.;
Orlando, Fla.

Columbia, S.C.; Jackson, Miss.;

Pickens, Miss.
Daytona Beach, Fla.
Allentown, Pa.
Austin, Texas
San Francisco
Northampton, Mass.
Cincinnati; Cleveland; Dallas:
Denver; Orange County, Calif.
Pensacola, Fla.
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beyond its 2.4 overall share.

Like L.A., Hispanic radio is
fiercely competitive in Houston,
and El Dorado has its work cut
out. Hispanic Broadcasting has a
strong seven-station cluster. Radio
Unica has a station, and Z Spanish
Media has two stations.

Cox is entering Houston with
three FM stations, AMFM’s
Country KKBQ, KXTL-FM
(which is currently simulcasting
the Modern Rock format of
KTBZ-FM) and the Oldies format
of KLDE, plus the 107.5 frequen-
cy, presently home to Modern
Rock KTBZ-FM. When the deal

KLDE’s 94.5 dial position.

PHOENIX

Infinity is coming to town with three FM
stations: Country KMLE-FM, Oldies
KOOL-FM and Modern Adult Contem-
porary KZON-FM. Right out of the box,
Infinity is the second-largest group in the
market behind Clear Channel, with a 14.2
combined share and 21.6 percent of the |
revenue, according to Duncan’s American
Radio. The Country radio wars should
heat up. KMLE was ranked third in the
market with a 5.4, but the top station in
the market is Clear Channel’s KNTX-FM
with a 6.4. KOOL-FM, however, is the
leading (and only) local Oldies station.
KZON’s ratings slid in the last book,
down to 3.8 from 4.6.

CINCINNATI

Even though Infinity is picking up only
one station in the market, WUBE-FM,
it’s getting a good signal for its buck. As
the only Country station in the market,
WUBE is the third-ranked station in the
market, with a 7.5 overall share. Along
with three stations it already owns in the
market, Infinity gets a combined overall
17.9 audience share and 30.3 percent of
the market revenue, making it the No. 2
group behind Clear Channel, according
to Duncan’s.

With the addition of WUBE-AM,
which currently programs Sports/Talk,
Blue Chip will have an AM to go with its
Urban-formatted WIZF-FM “The Wiz.”
WIZF is the fifth-ranked station in the
market and climbing, up to a 5.7 overall
share from a 5.2 the previous survey.

Salem, which already owns Christian
Talker WTSJ-AM, will have three sta-
tions in the market when it closes on
Country WYGY-FM and Sports WBOB-
AM. “These stations will allow us to
enhance our existing Religious Talk sta-
tions within the market with music and
general-market talk formats,” said CEO
Edward Atsinger.

MASSAGHUSETTS NEWSPAPERS

Weeklies Team Up

- Community Newspaper Co.,

| based in Needham, Mass., has
| forged an advertising sales and
’ marketing partnership with a
nearby weekly publisher, Revere, Mass.—
based Independent Newspapers. Through

closes, KTBZ will move to | the arrange- (continued on page 22)




Suddenly,
speed demon
has a whole
new meaning.

Introducing
broadcastspots.com
Real-time media buying on the intemet

Now when clients tell you they need you to make a fast buy, you can

dazzle them with your speed - and not risk your neck.

Just sit down at your computer, log on to www.broadcastspots.com,
and within minutes you can select your markets and demos, get a list of

avails and prices, and make your buy - right there on the spot.

Last-minute buys on radio stations coast to coast 24/7 with just a click.

Give it a try. You'll be thrilled at how fast you can get it done.

To become a registered buyer on broadcastspots.com, or for more
information, call 877-42-SPOTS (427-7687), or just go to
www.broadcastspots.com and sign up right there.

Buy Spots With A Click

broadcast: .com

900 Oakmont, Suite 210, Westmont, IL 60559 « PH 630-654-0222  FAX 630-789-0102 « www.broadcastspots.com



NFL EUROPE




FORGIVE OR FORGET FOX FEATURES

A HISTORY OF HITS.
A FUTURE OF OPPORTUNITY.

TWENTIETH TELEVISION &%

MARKETING OPPORTUNITY FOR THE NEXT MILLENNIUM.




ment, which began March 6, CNC’s 100-
plus community papers and Indepcndent’s
three weeklies will cross-sell print and
online ads, “expanding the advertising op-
portunities currently available to our re-
spective advertisers and expanding the mar-
ketplace offered to our readers,” said CNC
president Kirk Davis.

Fidelity Investments—owned CNC
has grown into one of the country’s big-
gest community newspaper chains, with
88 weeklies, 15 shoppers, one daily and
several specialty publications, all in east-
ern Massachusctts, with a combined circ
of 900,000. It also operates a Web site,
Townonline.com. Independent produces
weeklies in  Revere, Chelsea and
Winthrop, Mass., with a total reach of
32,000. —Tony Case

THE MIDWEST NEWSPAPERS

JR Papers on Block

Another newspaper publlsher 1s
| looking to unload some prime
" properties. Trenton, N.J.-based
Journal Register Co. said it will sell its
Midwest newspaper holdings—including
a chain of suburban St. Louis p: pers, the
largest weekly group in the U.S. in terms
of circulation—in an effort to boost its
less-than-stellar standing on Wall Street.
The sale “will increase our financial flex-
ibility and enable us to further realize
shareholder value,” said Journal Register
president/CEO Robert Jellenic.

"The papers going on the block include
four Ohio dailies—the Lake County News-
Herald, Lorain Morning Fournal, Dover
Times Reporter and Massillon Independent—
with a total circ of 126,000 weekdays and
140,500 Sunday, and The Telegraph of Alton,
111, circ 28,000 weekdays, 30,000 Sunday.
The weekly group Suburban Newspapers
of Greater St. Louis has a nondaily distri-
bution in Missouri and Illinois of 1.7 mil-
lion. Together, the properties up for sale
generated $135 million of the company’s
overall $470 million in revenue last year.

Journal Register has been more a buy-
er than seller of late. Last fall the compa-
ny snapped up Hometown Newspapers of
West Warwick, R.I, which publishes the
25,000-circulation Wakefield Spectator and
5,000-circulation Kent County Daily Tines.
More acquisitions could be on the way.
The company, whose largest daily is the
100,000-circ New Haven Register, has been
mentioned as a likely bidder for Thom-
son’s Connecticut Post of Bridgeport. —TC

Market Profile

BY EILEEN DAVIS HUDSON

San Antonio

While tourists from all over the world still come to San Anto-

nio to remember the Alamo, there’s a lot more to the city than
the old mission, site of the famous 1836 battle. Riverwalk, a
shopping and entertainment district that runs through the

heart of downtown, is a popular wellspring for the local econo-

my. San Antonio sits on the edge of the his-
toric "Texas I'1ill Country and is just two
hours from the Gulf Coast. The U.S. mil-
itary has a strong presence in the city, with
four operational bases. San Antonio is also
a major hub for medical research, with
more than a half-dozen hospitals and spe-
cialty medical facilities focusing on every-
thing from cancer therapy to brain surgery.

San Antonio’s tes to Mexico have

strengthened considerably since the bloody
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days of the Alamo siege. Hispanics make
up nearly half (48.8 percent) of the market’s
total population. The Spanish-speaking
community’s roots stretch back four and
five generations, making it an integral part
of San Antonio.

"The Hispanic population has a formid-
able role in San Antonio’s culture, econo-
my and media. Mainstream: media prop-
erties all recognize that they ignore the
Hispanic community at their peril. “The

KUNTIO OWAKLI/THE STOCK MARKET
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how more animated.

Think kids only get into animation? Time for a reality check. Discovery Kids’ programming

is unlike any other kids channel. (Distribution in nearly 80 million homes isn’t bad, either.)




key to the San Antonio market is market-
ing to the Hispanic population,” says
Robert McGann, president and general
manager of KENS-TV, the CBS affiliate
in San Antonio owned by A.H. Belo
Corp. “This is the mecca for Spanish-lan-
guage marketing,” adds Arthur Emerson,
vp/gm of KVDA, the local Telemundo
network affiliate.

In San Antonio’s No. 32-ranked radio
market, the top Spanish-language station
(which ranked fourth overall among listen-
ers 12-plus in last fall’s Arbitron book) is
Tejano stick KXTN-FM, owned by His-
panic Broadcasting Corp. (San Antonio—
based Clear Channel Communications, the
country’s largest radio group, owns 29 per-
cent of Hispanic Broadcasting.)

The No. 1 overall station in the market
is KTFM-FM, a Contemporary Hit Radio
outlet owned by Waterman Broadcasting
that earned a 9.8 share among listeners 12-
plus in Arbitron’s fall report. But Clear
Channel has been giving KTFM a run for
its money. In August 1998, CC acquired
KXXM-—then a small Urban stick south of
San Antonio owned by Inner City Broad-
casting—switched the stadon’s AM and FM
simulcasts to two new frequencies, convert-
ed the original signal to 96.1 and changed
the format to Contemporary Hit Radio.

Clear Channel vp/gm Bob Cohen says
the company decided to flip KXXM to a
CHR mix “because we felt the market was
underserved.” The research paid off. The
station shot up from an 0.7 share in 12-plus
in Arbitron’ summer 1998 book to a 7.4
share in the very next book, fall 1998. And
in last fall’s book, KXXM had moved up to
a 7.6 share.

Waterman’s market-leading News/Talk/
Sports station, KTSA-AM, has encoun-
tered some stiff competition over the past
year from Clear Channel’s Sports/Talk
stick WOAI-AM. In last fall’s ratings
book, WOAI (3.6 share among listeners
12-plus) edged out its chief competitor
(3.3 share). In February 1999, WOAI
added several nationally syndicated talk
shows, including Rush Limbaugh and Dr.
Laura Schlessinger, which have helped
boost the station’s shares.

Cox Radio’s KCJZ-FM is another active
station in the market. Last July, KCJZ over-
hauled its Soft Jazz format in favor of an
R&B Oldies playlist. Media buyers say the
switch was a preemptive strike by Cox, fol-
lowing reports that another station in the
market was looking to make a similar move.

The San Antonio television market
| ranks 37th in the country, with 684,730

Scarborough Profile

Comparison of San Antonio
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
Accesses Internet/WWW

HOME TECHNOLOGY

Owns a Personal Computer

Shop Using Online Services/internet
Connected to Cable

Connected to Satellite/Microwave Dish

San Antonio
Top 50 Market  San Antonio  Composition
Average % Composition % Index

323 33.0 102
40.0 39.4 98
21.7 27.6 100
22.2 13.6 61
12.3 8.7 "
10.5 1.7 74
219 17.6 80
12.4 7.2 58
1.9 48.8 409
56.9 42.7 75
66.9 63.2 9
24.5 24.3 99
18.6 18.7 100
29.3 30.1 103
37.2 38.3 103
10.5 1.5 110
75.4 61.6 82

76.4 95
79.7 79.8 100
73.9 73.5 99
67.9 69.2 102
91.7 91.5 100
52.8 50.0 95
44.2 34.2 77
56.8 481 85
10.5 6.3 61
69.3 67.6 97
13 14.6 130

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

ali viewers within a specific daypart for TV and cable.

Source: 1999 Scarborough Research Top 50 Market Report (February 1998-March 1999)

TV households. The local TV news raceis | KENS earned a 12 rating/19 share in

hotly contested, and there is no clear mar-
ket leader. KENS and KSAT-TV, the ABC
outlet owned by Post-Newsweek Stations,
are usually neck-and-neck in an all-out rat-
ings war for first place.

A major programming shift in the mar-
ket took place last September, when KENS
added the syndicated Wheel of Fortune and
Feopardy!, both of which had run on United
Television’s NBC affiliate, KMOL-TV.
(KENS last fall also picked up Fudge Fudy,
which had aired on KRRT-TV, the WB
affiliate owned by Glencairn Broadcasting.)
The addition of the two hit game shows
generated a significant ratings uptick for
KENS and a noticeable slide for KMOL.
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households at 6:30 p.m. in the February
sweeps with Wheel, up from a 7/11 with
Hollywood Squares a year ago. KMOL, by
contrast, had a 6/10 with Extra at 6:30 in
February, down from a 12/19 with Jeopardy!
in the same time slot in February 1999,
according to Nielsen Media Research data.

To fit Feopardy! into its schedule, KENS
eliminated its 4:30-5 p.m. newscast. The
move paid off, as Jeopardy! earned a 7/15 in
February, up from the 5/11 pulled in by the
news a year earlier.

KENS’ news team has several veteran
personalities, including sports director Dan
Cook, who anchors the 5 and 10 p.m.
sports reports. Cook, who has been at the
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station for more than 40 years, is credited
with coining the oft-quoted sporting adage,
“Itain’t over dl the fat lady sings.”

In its strong late-night daypart, KENS
last fall added the syndicated Fudge Foe
Brown, replacing off-network reruns.

At the start of last November’s sweeps,
KSAT added an extra hour of morning
news from § to 6 a.m., anchored by Tony
Lopez and new hire Leslie Mouton. Mou-
ton, a former KENS staffer, replaced Tif-
fany Mock, who left the business. The new
5-6 a.m. portion of KSAT’ newscast
inched up slightly from November in the
February sweeps, from a 2/14 in house-
holds to a 2.1/15.

“It’s a very fast-paced market—[local
news] is a lot more in-your-face here than
people might expect,” says David Cuccio,
director of creative services for KSAT.
“With so many new arrivals to the city,
[viewer] loyalty is not a given in this mar-
ket. It’s ‘what can you do for me today?’”

KMOL, currently ranked third in local
news, this month plans to add an addi-
tional half-hour to the start of its 5:30-7
a.m. news block. The outlet is also gear-
ing up for the launch this spring of a new
sports highlights show. The program will
air on Sunday nights following KMOLs
10 p.m. news, replacing syndicated reruns

" Radio Ovv;l;ership

OWNER STATIONS
Cox Radio 3 AM, 5 Fm
Clear Channel 2 AM, 4 FM
Hispanic Broadcasting 1AM, 2 FM
Waterman Broadcasting 1AM, 1 FM

Avg. Qtr.-Hour Revenue Share of
Share (in Millions) Total
28.7 $24.4 33.0%
211 $19.1 25.8%
10.6 $14.0 18.9%
13.1 $11.1 15.0%

Includes only stations with significant registration in Arbitron diary returns and licensed in San Antonio or immediate area. Ratings from

Arbitron, Fall 1999 hook; revenue and owner information provided by BIA Research.

of Star Trek: Voyager.

KMOL is affiliated with both NBC and
UPN (the station’s owner, United, is a
half-owner of UPN with Viacom). KMOL
airs UPN programming in non-NBC net-
work time slots, including midnight Satur-
days, when the station runs WWF Smack-
down! following Sarurday Night Live.

Debora Daniels, coanchor of KMQOLs
5 and 10 p.m. news and a 20-year veteran

in the market, last September asked to be |

taken off the 5 p.m. show because she has a
toddler at home. KMOL obliged, and
Daniels continues to helm the 10 p.m.
news. Last August, KMOL hired Katie
Keifer from KCNC-TV in Denver to co-
anchor its 5 and 6 p.m.newscasts. When it
lost Wheel and Feopardy! last September,
"KMOL beéfed up its news presence, ad-
ding a 6 p.m. newscast to its lineup.
KMOL: evening news programs, which

Nielsen Ratings/San Antonio
Evening and Late-News Dayparts

Early News

Time Network Station Rating Share

5-5:30 p.m. ABC KSAT 10.8 20
CBS KENS 9.1 17
NBC KMOL 1.1 15
Fox KABB* 3.8 7
WB KRRT* 2.5 5

5:30-6 p.m. ABC KSAT** 10.1 18
CBS KENS** 8.9 16
NBC KMOL** 8.9 16
Fox KABB* 7.0 12
wB KRRT 2.1 4

6-6:30 p.m. ABC KSAT 10.2 17
CBS KENS 10.1 17
NBC KMOL 7.0 1
Fox KABB* 5.7 9
WB KRAT* 2.8 5

Late News

9-10 p.m. Fox KABB 6.5 9
wB KRRT* 3.6 5

10-10:30 p.m. CBS KENS 14.7 22
ABC KSAT 13.9 21
NBC KMOL 12.2 18
Fox KABB* 6.2 9
WB KRRT* 2.9 4

*Non-news programming **Network news programming
Source: Nielsen Media Research, November 1999
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follow the syndicated Rosie O’Donnell, are
targeted at women 25-54. The 6 p.m.
newscast is co-hosted by two female an-
chors—Keifer and Cathy Garcia, who was
promoted from weekend anchor. KMOLs
other female anchors and reporters also
contribute to the 5 p.m. news, which
earned a 4 rating in the February sweeps
among women 25-54. The station’s all-
female cast for news was fueled by the Rosie
lead-in and by the feeling that there was
“an audience not really being served,” says
Don Perry, KMOL vp/gm.

WA affiliate KRRT-TV is operated via
a local marketing agreement by Sinclair
Broadcasting, owner of Fox affiliate KABB-
TV. In January, Sinclair scrapped KRRT%s
two-year-old 5:30 p.m. newscast (which
had been programmed by KABB) because
“it was simply inconsistent with the pro-
gramming” on the young-skewing WB,
says John Seabers, KABB gm.

The change has allowed KABB to con-
centrate on its own 9 p.m. newscast, which
launched five years ago. In November,
several changes were made in an effort to
make the program less stodgy, including
adding a segment called “The Edge,”
which features quirky news bits from
around San Antonio. The 9 p.m. news’
original anchors, Jim Marsh and Jody
Manly, were replaced by weekend anchors
Lou Parker and Michael Valdez, who are
filling in temporarily until permanent
replacements are announced, which will
likely happen in the next several weeks,
Seabers says. The changes helped boost
the 9 p.m. news’ ratings among viewers
18-49 in the November and February
sweeps. “We’re [growing at 9 p.m.] against
the best in entertainment that the three
networks have to offer,” Seabers says.

Paxson Communications KPXL-TV
signed on in San Antonio in February
1999; the new outlet’s studios were com-
pleted last July. The station has been aver-
aging household ratings in the 1s and 2s
from noon to 11 p.m. KPXL. airs a half-
hour newscast at 6 p.m. on weekdays.

The market has two major Spanish-lan-
guage TV stations, KVDA (Telemundo)
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Rédio Listenershi'p

{ Avg. Qtr.-Hour Share

the NBA San Antonio
Spurs this season. A total of

Morning  Evening 30 games ended up becom-

i;gv:ogw - FDRMA}I}R . Drlv:,812+ Dr|v9e,912+ ing available, but Time
- ontemporary Hit Radio ; . 3

KISS-FM Album-Oriented Rock 7.8 8.5 K‘;:S’e;v:r“fhfffstlg‘f:ﬁ‘:
KZEP-FM Classic Rock 75 6.9 ..
KXXM-FM Contemporary Hit Radio 7.2 8.1 additional  broadcasts.
KXTN-FM Tejano 74 5.5 When some games were
KAJA-FM Country 5.3 4.7 not carried because of the
KCYY-FM Country 456 5.1 dispute, Time Warner, in a
KSMG-FM Hot Adult Contemporary 4.4 5.0 good PR move, threw
KTSA-AM News/Talk/Sports 3.8 3.5 Spurs partjes at  bars
KONOQ-FM Oldies 3.7 4.5

Source: Arbitron Falt 1939 Radio Markel Report

and KWEX-TV (a Univision affiliate).
These outlets compete for viewers with
both the mainstream television outlets and
with several smaller Spanish-language sta-
tions available on cable systems in the area.

San Antonio is regarded as the birth-
place of Spanish-language television in the
U.S. The city’s first Spanish-language pro-
perty, KCOR-TV, eventually became KW-
EX, the Univision station. KWEX is the
more popular of the two major outlets in
terms of viewership; occasionally, the sta-
tion’s audience share rivals that of the
English-language stations. Neither KWEX
nor KVDA, however, generates significant
enough ratings during early and late-news
time periods to show up in the standard
Nielsen books. The stations’ performance
is recorded by Nielsen’s measurement sys-
tem for Hispanic households.

KVDA is owned by an investment
group whose principals include Telemun-
do, Apollo Management, Liberty Media,
the Blackstone Group and Sony Corp.
KVDA produces two daily half-hour news-
casts, at 5 and 10 p.m. Arthur Emerson,
vp/gm, says the station has made strong
gains in its 10 p.m. household shares thanks
to the popularity of Telemundo’s prime-
time novelas, which lead into the news.
The station recently lost and is looking to
replace sports anchor Teresa Garza, who
decided to return to her native Mexico.

Cable penetration in San Antonio is
67.6 percent, slightly below the 69.3 aver-
age for the top 50 markets in the country.
Although Time Warner acquired the re-
gion’s primary cable system owner, Par-
agon Cable, a couple of years ago, it wasn’t
until last month that the system finally took
on the Time Warner name.

One major development in local cable
in recent weeks centered on a dispute be-
tween Time Warner and the Fox Sports
Southwest network. Time Warner had an
agreement to carry 20 FSS broadcasts of

around town so fans could
watch the games via satel-
lite. “It was a big brouhaha.
Cable subscribers were upset, especially
because [the Spurs won] the championship
last year,” says Toni Bell, president of Me-
dia Rare, a media buying service in San
Antonio. Late last month, Time Warner
and FSS finally resolved the issue.

The newspaper market in San Antonio
is primarily the San Anronio Express-News
(circulation 219,837 Monday-to-Thursday;
368,086 Sunday). In 1993, Hearst News-
papers acquired the daily from News Corp.
and within months closed its only com-
petitor, Hearst’s San Antonio Light. Accord-
ing to Scarborough Research, the Express-
News has the third-highest Sunday rea-
dership penetration of any newspaper in

the country’s top 50 Designated Market
Areas, with 60.3 percent of adults reading
the Sunday edition.

The Express-News” Express-Direct pro-
gram lets advertisers reach non-subscriber
households with inserts or other advertis-
ing pieces by sharing direct-mail costs with
other participating advertisers. The
Express-Direct shared mail program,
which features an extensive database of
demographic and lifestyle data on San
Antonio-area consumers, sends mailings

each week to 379,000 non-subscribing |

households in Bexar County (which in-
cludes San Antonio).

The city’s main Spanish-language paper,
which is locally owned, is published two
days per week, with a different name and
different format each day. On Wednesdays,
it's La Prensita, a tabloid-sized, free publi-
cation aimed at the average consumer. The
Sunday paper, called La Prensa, is a paid-

circulation broadsheet that targets the |

more upscale reader and features more
world and business news.

Like newspapers, the San Antonio out-
door market is dominated by one compa-

ny—Clear Channel’s Eller Media. Eller |

controls a variety of outdoor positions on
the major arteries around town, including

Newspapers: The ABCs

Daily
Circulation
Bexar County: 475,400 Households
Austin American Statesman 368
Dallas Morning News 738
Houston Chronicle 543
San Antonio Express-News 169,481
Medina County: 12,000 Households
San Antonio Express-News 3,184
Comal County: 28,500 Households
Austin American Statesman 511
. Houston Chronicle 80
Herald-Zeitung 6,771
San Antonio Express-News 11,051

Guadalupe County: 27,200 Households

Austin American Statesman 30
Herald-Zeitung 399
San Antonio Express-News 4,673
Seguin Gazefte-Enterprise 4,662
Kendall County: 8,300 Households

Kerrville Daily Times 254
San Antonio Express-News 3,965

Source: Audit Bureau of Circulations
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8-sheet, 30-shect and rotary displays. W
Sunday Daily Market  Sunday Market
Circulation Penetration Penetration

702 0.1% 0.1%
1,297 0.2% 0.3%
902 0.1% 0.2%
283,785 35.7% 59.7%
6,821 26.5% 56.8%
642 1.8% 2.3%
137 0.3% 0.5%
9,964 23.8% 31.5%
18,758 38.8% 65.8%
418 1.1% 1.5%
378 1.5% 1.4%
8,094 17.2% 29.8%
6,245 171% 23.0%
408 3.1% 4.9%
6,259 47.8% 75.4%
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CALENDAR

The Magazine Publishers of America will
present its New England regional mag-
azine conference March 31 in Cam-
bridge, Mass., at the Charles Hotel. Con-
tact; 212-872-3756.

Spring Internet World 2000, dedicated
| to e-business and Internet technology,
will be held April 3-7 at the Los Angeles
Convention Center. The event will include
a session on Internet-based customer
relationship management and how to
integrate it into e-business. Contact:
http://events.internet.com/spring2000.

The 10th annual Variety/Schroders
Media Conference, entitled “The Busi-
ness of Entertainment: The Big Picture,”
will be held April 4 at the Grand Hyatt
Hotel in New York. Featured speakers
will include Tom Brokaw, anchor and
managing editor, NBC Nightly News; and
Mel Karmazin, president and CEO of
CBS Corp. Contact: 212-492-6082 or
visit Web site www.thebigpic.com.

The National Association of Broadcast-
ers will present the “NAB2000 the Con-
vergence Marketplace” conference and
expo April 8-13 in Las Vegas. The event
will include sessions on broadcast and
Internet technology and TV manage-
ment. Keynote speakers will include Via-
com chairman Sumner Redstone. Con-
tact: 202-429-5419 or 800-342-2460.

New York Women in Communications
will present the 30th annual Matrix
Awards luncheon April 17 at New York’s
Waldorf-Astoria. Recognizing distin-
guished women in advertising, broad-
| casting, magazines and other fields, this
| year’s event will honor Patricia Fili-
| Krushel, president of ABC Television
Network; and Katharine Graham, chair-
man of the executive committee of the
Washington Post Co., among others.
Contact; 212-297-2133.

Scarborough Research will present its
l annual radio marketing conference for
radio station sales executives May 18-19
at the Key Bridge Marriott in Washing-
ton, D.C. Featured topics will include:
pitching against newspapers and selling
the power of ethnic formats. Contact:
212-789-3561.

Inside Media

NEWS OF THE MARKET

Turner Scores Barkley for Hoops Analysis
Retiring NBA great Charles Barkley has
signed on with Turner Sports as an in-
studio analyst for the 2000-2001 pro
hoops season on both TNT and TBS
Superstation. Under terms of Barkley’s
exclusive multiyear agreement with
Turner, he will work on other sports
events televised by TNT and TBS,
including the 2001 Goodwill Games in
Brisbane, Australia. Turner Sports
presently has agreements to air Atlanta
Braves baseball, Nascar, Wimbledon ten-
nis and several pro golf events.

Cable Exec Casey Moves to WorldLink
WorldLink last week tapped Fox Sports
Networks staffer Dan Casey as executive
vp of sales and marketing. Most recently
Casey had been vp and gm of Fox Sports
World and Fox Sports World Espaiiol.
WorldLink connects agencies handling
infomercial and direct response sales with
more than 90 broadcast stations as well as
regional, national and international cable
networks. In his new post, Casey will
oversee the day-to-day sales operation.

Spanish Nets Air First MLB Games
Spanish-language networks Univision
Television and Galavision Cable each
marked a first this past weekend by airing
Major League Baseball games. On March
11, Univision aired an exhibition game
between the Boston Red Sox and the
Houston Astros; Galavision aired a game
between the same teams on March 12.
Galavision will air on March 18 in prime
time a spring-training game between the
Atlanta Braves and the Tampa Bay Devil
Rays, followed by a March 19 afternoon
game between the Arizona Diamondbacks
and the Anaheim Angels. Each of the four
games will take place in a Latin American
country: two in the Dominican Republic,
one in Venezuela and one in Mexico.

Radio Unica Launches Variety Show

"Two veteran Hispanic personalities, Hugo
Cadelago (known as El Gordo) and
Eduardo Ibarrola, have teamed up for a
new daily radio variety show called E/
Gordo y Eduardo. Airing 5-7 p.m., the new
show combining comedy, commentary
and caller-driven talk, premiered March 2
on Spanish-language network Radio Uni-
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ca. Like most Radio Unica talent, both
hosts are well-known to Hispanic audi-
ences. Cadelago, a 20-year radio vet, was
most recently a top-rated afternoon host
on Hispanic Broadcasting’s KTNQ-AM
in Los Angeles. His partner, radio and
TV personality Ibarrola, also has a string
of comedic acting credits, including sever-
al roles on Hispanic soap operas. He is
also a frequent guest on the popular
Spanish TV show Sabado Gigante.

Nylon Gets Beauty Treatment

Fashion monthly Nylor will mark its one-

| year anniversary with an issue devoted

entirely to beauty, featuring the first con-
tributions from the indie ttle’s new beau-
ty director, Carmel Allen. The April
issue, which hits newsstands on March
16, will also be the title’s first to feature a
model (Brazilian Anna Claudia) on the
cover. In May, Nylon will introduce
“Counter Culture” as a regular section
on beauty.

BPA Turns Ott Ocean Drive

Circulation auditor BPA International
voted last month to terminate the mem-
bership of 7-year-old Ocean Drive, the
Miami-based lifestyle monthly, because
the title has failed to file a publisher’s
statement for several years. The last
audit report filed for the privately held
OD, for the three-month period ended
October 1997, showed a paid circulation
of 47,235, of which 34,137 copies were
controlled, according to BPA. But OD
publisher Jerry Powers said it was his
decision to part company with BPA,
because he was dissatisfied with its
accounting practices.

Bradford Shops Japanese Panda TV Show
Panshel, a new Japanese toy character
looking to follow in the television foot-
steps of Pokémon, is being pushed to
potential production and animation part-
ners for an early 2001 launch by Brad-
ford Licensing Associates. The Panshel
character—a panda with angel wings—
made its U.S. debut at last month’s Toy
Fair. Len Reiter, president of New
York—based Bradford, has represented
the licensing for other animated charac-
ters including Voltran, Defender of the
Universe and Kidsongs.

j




There’s a whole nation of kids out there deciding which family car to pile into,
what pair of street dragging pants to wear, what brand of drink to slurp and which computer
to boot up. And this influential bunch watches Nickelodeon more than any other TV network.
Welcome to Nickelodeon Nation. Land of opportunity.

We don’t just deliver an audience. We deliver a nation.
Nickelodeon owns 50% of the K2-11 GRP’s in Kids’ Commercial TV

1. Source: Penn, Schoen & Berland Associates, inc. 2. Source: J.D. Power and Associates 3. Source: NPD, Penn, Schoen & Borland Assoclates, Ine. 4. Source: IntelliQuest
5. Source: NHi, NTI 8 NSS, Kids Programming, 9/6/99-9/26/98. Qualificati ilable upon roquest. © 2000 Viacom International inc. All Rights Reserved.




MEDIA DiSH SPECIAL

Greens and Rays Start 4A’s Day

A game gang of media znd agency execs hit Disney’s Osprey Ridge Golf Course in
Orlando for some friendly competition before the business sessions at the recent
4A’s Media Conference. The 70-odd participants made an 8 a.m. shotgun start and
came out swinging for the best-ball tournament, sponsored by Mediaweek, E! Enter-
tainment Networks and PGA Tour Radio.

M " S
First-place team (I. to r.) Kent Richardson, Clients & Profits inc.; Howard Levy, Reliving the moment: Marketing Resources Plus’ Catherine Flaher-
Buena Vista; Bob Watson, Newspaper National Network ty basks in the afterglow of her 7th-hole drive, which earned

longest-drive honors in the women’s division.

Stand-up guys (1. to r.) Paul Motoya, Warner Bros.; Peter Post-links analysts (1. to r.) Chris Sachs, National Geographic Adventure; Jim
Wolke, New York Daily News, and Jack Griffin, Parade Pubs. Vail, R.J. Palmer; and Robert Pares, Roper Starch Wordwide
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. Aprés-tee threesome (1. to r.) Marc Goldstein, guest of event spon-
[r . sor E!; Dick Robertson, Warner Bros.; aed Jon Mandel, MediaCom

Third-ptace team (}. to r.) Clark Morehouse, Channel One; Joe Dorton, XM
Satellite Radio; and Marvin Goldsmith, ABC sales

Second-place team (1. to r.) Paul Cannon, Catherine Flaherty and Dave
Koronaus, all of Marketing Resources Plus

Mewspaper National Network vp Jack Grandcolas received a gift = . -
certificate for wimning the men’s competition for the longest drive Spot the sponsors: (L. to r.) Neil Baker, E! Emtertainment Networks; Tommy
of the day, estimated at 295 yards. Grandcolas said he didn’t have Douglas, PGA Tour Radio; Dave Cassaro, alsp of E!; Jim Pierson, PGA Tour
his A game, but added, “I really love this event.” Radio
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orget the next hundred years. What really mat-
ters for media professionals is the next 20 min-

utes. That was the theme for a panel convened by
Mediaweek at the annual convention of the Amer-
ican Association of Advertising Agencies in
Orlando last week. The panel, moderated by Mediaweek edi-
tor Bill Gloede, featured a lively discussion with three of the
industry’s most influential executives: Mark K. Stewart, exec-
utive vp/regional director of North America for Universal

McCann; Mike Lotito, president/COO of Initiative Media |

North America; and Jack Klues, CEO of Starcom Media.

GLOEDE: Good afternoon. We're here
today to discuss some of the burning
issues that face every one of you in your
daily business lives. We’re going to try to
hit as many issues as we can. We'll start
with commoditization of the media func-
tion and what it means for the people
here and the clients and to some extent
the media. I’'m going to start with Mike
Lotito on this one. Mike, what is this
doing to us?

LOTITO: Commoditization is an im-

portant issue and it’s important to under-
stand the history of it. There was an old
joke in the advertising business about
when you did a new business pitch as
part of a general agency, the ad guy

would look at his watch and say, “There’s |

five minutes left to the presentation. Do
you want to hear about media or should
we go to lunch?’ That comes from the
general sense that we all lived with a long
time ago, which was that the media was
kind of an afterthought. Part of the rea-
son for that is that our clients, as focused
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as they are and the amount of money
they’re spending, don’t have an in-house
staff in place to focus on the media func-
tion, so even the marketing directors, the
brand managers that we deal with today,
don’t have enough time in their day to
totally focus on the media issues. When
we looked at our businesses, I joined Ini-
tiative six months ago, we did some
research and we talked to clients, pros-
pects, all of their clients and across the
board we had our clients say the truth of
the matter is we think media’s kind of a
commodity. In the end, we know we're
going to get good buys from anybody of
size, so we're just looking for the best
partner we could find as an emotional fit
and I think that’s a very dangerous trend.
I fully believe that as we look forward in
the media areas, we look at the systems
we’re building, the research we’re going
to fund and the kind of revolution that I
think is sweeping through the way we do
media plans today, that the strategic
input we deliver as a result of all of that
will set us apart. ButI think it’s an impor-
tant question to be worried about, how
do we get our clients to make sure
they’re focused on the fact that there
really are real differences.




KLUES: For the last few years to combat
this commoditization issue we've focused
on those two questions: what to buy and
how to buy it. I think for a good chunk of
the last five years or so, we have been all
about how to buy it and we’ve been our
own worst enemies in this area. It was
about clout, it was about driving low
price, it’s how we valued ourselves. It’s
therefore how clients valued us and that’s
pretty much a level playing field these
days. I don’ think there are clients pick-
ing people, picking media agents on the
basis of buying clout much anymore, but
the focus has been a whole lot more on
what to buy. And when you start spending
your time deciding and spending your
research dollars and technology dollars on
what exactly should we be doing, what
media should we be picking, what’s the
degree of emphasis, what shows should we
pick, and then determining from that
strategic grounding how to buy it... I
think if we can focus on the “what” and
less on the “how,” we’ll move a long way
from this commoditization issue that I'm
afraid we helped promote.

STEWART: Being a contrarian, I don’t

quite understand the question in terms of |

in whose eyes media is becoming more of
a commodity. In talking to our clients, I
think that what they expect from us is that
no matter what they want to buy, we’re
going to buy it for them and we’re going
to buy it for them at the right price. If you
look at some of the other industry pundits
out there, the Myers group, for example,
they released some terrific research last
year and the year before that surveyed
about 179 clients across the country and

found that buying in terms of buying effi-
ciency is not as big a concern to them as
targeting and understanding what the
right media is to buy, handling media ero-
sion, a whole bunch of issues. I think that
the informed clients—and to add to
Mike’s point, a lot of major clients all had
their own in-house media expertise—have
done a good job with the agencies of mak-
ing sure the buying is in line. I don’t think
the argument is about buying as a com-
modity. It's a given that any of the major
players are going to do a pretty good job.
There may be a couple of points differ-
ence, but the good players are going to do
a good job in terms of buying, just as the
‘70s and the ‘80s to an extent were about
cutting costs out of the business, bottom-
line focus. The ‘90s and forward is all
about top-line growth and I think that’s

|

Bill Gloede, editor of Mediaweek, led a discussion of issues facing media agencies.

what clients are looking for now out of | gies. Strategy has to drive tactic, so I

media. I also think the big issue now for
us and our clients is why to buy. What’s
the difference between this five-rated pro-
gram and that five rated program—is
there a difference in value there? We’ve
done the commodity thing. It's now get-
ting qualitative evaluations into optimiz-
ing programs. I don’t see the industry dig-
ging down into the commodity business.
I think we’re moving away from it.

GLOEDE: Let’s turn our attention now
to consolidation, at the client level, at the
agency level and at the media level. I guess
we should start at the media level. Mark,
why don’t you start with that one.

STEWART: Well, I come from a coun-
try where basically Rupert Murdoch runs
media. He's king of all media and 80 per-
cent of the daily circulated newspapers
are run by this one guy. That’s consoli-
dation, that’s the problem. The 4A’s is
working hard on issues like this, so we’ll
be working hard in the areas of radio on
this. I think it’s all opportunistic for us.
As consolidation continues, there are
more things for us to look at, more
things for us to consider, more creative
deals to get done. But they’re not going
to get done by the media sellers, they’re
going to get done by the media buyers.
The media sellers are bringing us tactics.
What we need is tools “that deliver a
strategy, and you can’t have tactic strate-

think that as consolidation continues it’s
not necessarily an issue. As long as you've
got options you can always create options
to combat any consolidation.

LOTITO: I think there are two types of
consolidation: There is vertical consolida-
tion, which is within one industry—we
talked about radio stations’ consolidation
and the fear that it’s too much power in
one set of hands on a market-by-market
basis, and there are laws that try to reduce
that impact. But I think more importantly
there’s cross-consolidation, there’s the
AOL/Time Warner kind of consolidation:
two major companies from different back-
grounds that are getting together. And [
think the result of that combination is
going ta be a much better opportunity for
us to reach consumers with advertising. So
I actually think commoditization in that
case is really a very good thing.

KLUES: I'd only add that on the side of
sellers, more sellers is always better then
fewer sellers. That’s the way it’s always
been, it’s a pretty simple axiom to follow.
And I think we’re right to be concerned
and cautious as Viacom and CBS came
together, as Disney has built its media
empire, as Rupert Newscore continues to
grow, and now AOL/Time Warner, all of
these entities together representing on a
vertical basis a sizeable amount of the
national broadcast advertising revenue.
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But if I had some of my facts right—half
of the time I do—I think those companies
represent only 40/45 percent of all nation-
al TV revenue, so there’s still plenty of
room to maneuver, still plenty of compe-
tition out there as far as I'm concerned.
I’ll play back something Mark said: I actu-
ally think consolidation is a good thing.
It’s not just about amassing giant media
buying clout, it also allows us to attract
and keep the best people. It allows us to
invest in the technology we all know we
need to drive our clients’ business forward
and to find the next competitive advan-
tage. It also allows us to do the proprietary
planning research to fill in the gaps from
the standardized data. So, there’s a lot of
good things that come out of consolida-
tion and scale from the media agency side.

LOTITO: One more positive about con-
solidation is that the role of the media
executive is broadening considerably. The
kind of media expert you need to run a
consolidated mulabillion-dollar media
buying company or a multibillion-dollar
media selling company has to have a much
broader experience set than before, so as
we all look at careers that we want to build,
I think it’s a great opportunity.

STEWART: And because we fight over
who gets to kill a point, the other advan-
tage both to the media company and to the
agency or media service company is that
consolidation diminishes duplication, so
now you can put the same amount of effort
into different tasks as opposed to the same
amount of effort into the same tasks—we
can putmore resources into different pro-
jects, different learnings, different
research, things like that.

GLOEDE: You've got me at a fork in the
road. I can go either the HR way or the
research way. I think we’ll go the research
way since we were just talking about it.
What’s the problem out there? What are
the research suppliers not doing to make
the advertsing evaluation process more,
shall we say, practical?

KLUES: I have to start that one. I think
the media research community has done a
reasonably good job of counting heads and
describing people demographically. But I
think what we're feeling is all about filling
the gaps from a more holistic planning
perspective, and in addition to the number
of people watching or reading we want to
know when they’re reading, what’s their

orientation, what’s their mind-set, are they
active readers, is it a passive kind of media
exposure environment, does it matter what
time of day they are exposed to the adver-
tising, what other things they might be
doing that they’re reading the magazine or
watching a TV show? So I think for us the

‘I need to know
what moves a
customer to
purchase a
product.’
—Mike Lotito

gap is in the area of the media experience
among consumers as much as the head
count and the accuracy thereof.

LOTITO: I think the research issue is a
very deep one. We're on the edge, as you
all know, of an Internet era. The entire
way that business is driven is going to be
so different over the next five years than it
was over the last 20, but the research we
have today spends all its time trying to
perfect the method of counting heads. To
me that’s the wrong way to look at
research. We shouldn’t be looking back
and seeing how we can move incremen-
tally forward. We should be stopping and
saying, what I really want to talk about is
how to know which medium helps people
to buy our clients’ products. That’s the
kind of research that counts to me. I need
to know what moves a consumer to pur-
chase a product, not just that they
watched the ad.

STEWART: As Mike is saying...media
research has fallen behind the pace at
which the industry has moved. Research is
critical, research is the currency that we
negotiate from, what we set price value
from. The more proprietary research, the
more mind-set research, is going to give us
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the insight which helps us in the negotiat-
ing process, which helps us say okay we
know the currency value of this but there
is value beyond that. I think the agency is
doing that because no one is jumping in to
fill the gaps there. L also think it’s going to
be tough for a third-party research compa-
ny to jump in and fill the gaps because a lot
of the issues we're trying to solve are
client-specific. So, I think that the research
companies need to continue to push in
terms of keeping a currency in check and
giving us confidence in the currency and
then it’s a whole new world in terms of
who the research companies in fact are for
the type of qualitative research that we’re
all pushing for. It could be joint ventures
between media companies, current re-
search companies, it could even be be-
tween us here. It’s a whole new world.

KLUES: I think that we need to push for
commercial minute ratings and I think we
need to buy on commercial minute rat-
ings. I've got to tell you, you travel around
the world and our international partners
laugh at the United States for buying pro-
gram averageswhen everybody else seems
to be basically buying commercial ratings.
If we were buying in commercial ratings
some of the you might be able to manage
your way through issues of clutter and
some of this other stuff a little bit better if
you knew that you were only being
charged for the audience that saw our
clients’ commercial spots.

GLOEDE: Okay, let’s go to the human
resources issue. We're all very pleased and
growing large as a result of the money
being spent by the dot.com advertisers. It’s
been wonderful for the industry and it’s a
whole new media distribution method at
least, but what on the flip side, they’re

stealing our people. What are you doing
about that, Mark?

STEWART: It’s tough. It’s a problem that
is just not endemic to our business. I think
we're currently losing people to the
dot.coms. Years ago we used to lose people
to account service, we used to lose people
to different disciplines or to sales.

LOTITO: Or to Wall Street.

STEWART: Or to Wall Street. I was
reading a New York Times article a couple
of weeks back where the law firms, the
associate partners are increasing salaries
by 50 percent to stop people from going




LOTITO

to the dot.coms. So it’s all over the place.
But I think what we’ve got to do is tell
people about careers in media as opposed
to careers in advertising, recruit aggres-
sively, bring people in and find tracks for
them. The young people getting into the
business today were impressionable young
kids at school who came home from
school one day and their father’s at 25
years at IBM all of a sudden is out of a job.
They don’t have the same concept of a job
for life or a career track. That whole situ-
adon they went through said it’s all about
me, it’s all about skills for life as opposed
to jobs for life.

LOTITO: I think we have to remind peo-
ple it’s a greatindustry to work in, that it’s
a lot of fun, that if you work hard at it you
can make a lot of money. Before the
dot.com explosion became the darling of
Fortune and Wall Street Journal , where
you heard about every guy who made $40,
50, 60 million dollars after six months, we
would have thought that being at a major
media agency and running would be a fab-
ulous job. My friends are saying wow how
come you’re not doing anything in the
dot.com area, what are you doing here?
Well it’s time to turn that back on its head.
It’s a great industry to be in and let’s
remember that when you work for a .com
you're talking about 24 hours a day with
no support, with no infrastructure, no
sense of what you do each day, fear that
you made the wrong leap at the wrong
time. So I think part of what we have to

The panelists talked about fee structures, retaining talent, research and other important issues.
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do is spend time reminding people how |
much fun this business is, how good it |

feels to make a recommendation to a
client, to have them look you in the eye |
and say, wow, that’s some really great
thinking, I think it’s going to make a dif-

ference in our business.

KLUES: As I told Mark and Mike, this is )
a problem I grew up with. Leo Burnett, |
and now Starcom, has always trained the |
industry. I expect to lose a fair degree of |
people that I recruit from college and after
we invest a year or two in them or maybe
three that they go off and find other jobs
maybe working for you or working for
these guys, and that’s expected. The |
dot.coms just put a little more pressure on |
me than ever before however, and for us
I'm really looking for more off-line, off- l
seminar suggestions on how we get and |
keep talent. Among the things that we are
doing, to keep the young talent you need |
to give them a diversity of training and |
exposure to things. You can no longer put
them in a room and tell them to do the |
competitive analysis for the first six |
months of their career. That will not fly.
They need to know that there is a choice
of assignments, businesses they can work
on or cities they can wark in or countries
for that matter.

STEWART: Which is actually another
benefit of consolidation.

KLUES: We also need to pay attention to |

starting pay. A number that has kicked
around our offices and among some of the
schools where we compete for talent is
$40,000 for entry people these days. I was
telling the earlier session I lost a supervi-
sor with a year and a half experience to a
competitor for a 55 percent increase plus
stock options, so the market is hot. The
young people today are terrific talents, but
they are all about cash now. Don't talk
about profit-sharing programs and pen-
sions—it’s not important to them; they’re
all going to live forever. Lastly, [we need to
give them] the technology so they can keep
themselves personally upgraded not only
in the workplace but at the home place and
technology or a real graduate school sub-
sidiary, not the thousand dollars or so that
we put out there when we’re recruiting
that says we pay for graduate school. The
last thing that we’re doing—and I never
thought this would work, but it’s working
terrifically—is to continue to experiment
and to expand our experimentation in flex-
time and telecommuting. One-third of
Starcom right now, not quite 200 people
are operating in a flex-time telecommuting
mode where they are working in the office
three days and from home two days. And I
actually find the people that are in the
telecommuting program, at all levels,
director to associate planner, I find that it’s
actually easier to find those people than

those who are working five days a week in
the office.

GLOEDE: Okay, on to compensation.
Jack, say I'm a client and I've got $250 mil-
lion a year to spend and my distribution is
pretty much even across spot TV, spot
cable and newspapers. Are you going to
take the business for 2 percent?

KLUES: I don’t know, because the good
news is that we’re moving to a fee world of
cost plus where scope of services are dis-
cussed with the client, or the prospect. A
scope of service is agreed upon, manpower
is put against it, a profit margin is attached,
and there’s a mutual agreement from that
moment moving forward. In many
respects I like, I advocate, I push for a fee-
based world versus the effective commis-
sion rate that we all lived under when it
was a full service entity and it was 15 to 15
and you made do with your 2 percent. So,
an encouraged fee-based compensation is
about a little bit more than half of our
clients’ arrangements are on fees now.
Some of them are fees plus incentives,
which I also think is a great program
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because it pushes us beyond what they
hired us to do, but it pushes us to provide
even more. And when we provide even
more, the client is appreciative and is pre-
pared to pay more. The other thing I'd
say is in the new world order of media
specialization, we value everything and
everything has revenue potential and so
now a media research project that you

would have done on a normal course of
business or you may have never thought
of because you couldn’t afford it, you now
get a little bit more entrepreneurial and
you go out there and you say hey this is a
good project and we're going to look for
underwriters from our clients or from
other advertisers, or we're going to take
just a media research project for a fee. It
sounds a little crass, but in a lot of
respects now everything’s for sale and
should be valued and have revenue
against it, because it’s good honest effort
and we believe whatever we’re doing is
trying to move our clients’ business
ahead. I think the other thing that’s going
on now is that the potential’s there to
expand our range of services and we can
go forward when we define scope of ser-
vice to our advertiser clients and say
maybe you’d be well-served with some
tactical optimization support in addition
to our actions as your media buyer. Now

we can start broadening our relationship
with clients.

LOTITO: Start from two concepts. One
is that clients really do want you to make
a profit—that is, unless they have to pay
you to let you make that profit. The fact
is that when you go to fee, the fear thatI
have is that you spend more time negoti-
ating the fee than servicing the client’s
issues. You find your senior-most client
service person, the one who’s supposed to
be thinking about how to move more
product for that client, arguing over the
number of people it takes to execute a
buy or a plan and worrying about the
hours coming in the way they were pro-
jected. Now I think the fees are part of
the reality of our future, not the commis-
sion alone, and we need to build a sepa-
rate unit in our company which learns to
negotiate fees in a fair and reasonable
manner. As far as the fees and what we’re
willing to take, we learn more every day
about what it takes for us to make a prof-
it, how much staffing it takes, how much
business there is, the number of changes
in a spot buy. We’ll take 1 percent for a
set of buys that we only have to revise
once because they have fairly good con-
trol of their business, to those that, due to
the retail nature of their business, take
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‘Therole of
the media
executive is
broadening
considerably.’
—Mike Lotito

several turns, may-
be six or seven
before the buy
actually hits the
air. And we charge
significantly
higher rate and we
argue it easily. 1
think it’s becom-
ing smarter and
smarter  about
what our business
so that rate
negotiation can be
effective.

STEWART: We
have more of our
clients on a fee
basis versus a com-

mission basis.
When we'’re nego-
tiating with
clients, pitching

new business or

whatever, we will

look at both, what

is the fee on a

commission basis
to make sure that we and the client are
comfortable with it. To go back to a point,
it’s not about bottom-line savings any-
more, it’s about top-line growth, where
we're investing in building proprietary
tools and systems, tools to help us answer
clients’ questions. [The questions are] not
how many rating points am I going to get
in my budget, but how many cases am I
going to move as a result of this buy, and
so we’re changing what our clients are
seeing from us. As Mike said, clients want
us to make a profit, so we let them under
the tent and say, here’s where we make
money, here’s where our margin needs to
be, you tell us the level of service that you
want and then we’ll staff accordingly. Iit’s
a smart way to go because it gets the com-
mission thing out of the way and then all
you have to worry about is the work. The
other thing that we’re doing is that as we
add services to our media marketing port-
folio, we’re also charging a la carte. We’re
saying if this is all you want, you can do
this. If you want this and that and that,
here’s what it’s going to cost. We know
what it takes to compete and we know
that in some area our costs are more
expensive than a general agency, but our
agency management knows that, Univer-
sal McCann management knows that, and
we know what we need to bring in to ser-
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vice clients’ business profitability. And as
a last point, when we talk with potential
new clients, the issue of compensation
gets floated out there very early. We don’t
want to waste anyone’s time. To your
point Bill, will you do it for 2 percent or
will you do it for 1, there’s been some sit-
uations where we've said we just don’t
want to play this be-
cause what you want
to buy and where we
are philosophically are
two different things.

GLOEDE:  Mike,
what is this media
convergence notion

that we journalists are
so fond of throwing
around? What is that
doing to the tradition-
al model of the media

agency?

LOTITO: Well. It’s
rebuilding it from
bottom to top, which
I think is extremely
exciting. We look at
AOL-Time Warner
as one piece of con-
vergence that is really important to
understand. It’s not about cross-media
selling, it’s not about taking a vertical
print title and taking a vertical broadcast
brand like CNN and then finding a way
to sell cross on both but instead taking
those and merging them into one effort
for a client that helps them move prod-
uct. The interesting thing about AOL
for me is that it reflects an understand-
ing that media brands are of real value,
that media brands they’ve spent millions
of millions promoting over the last 20
years have tremendous inherent value in
the marketplace. But consumers decide
what media they want to engage in, what
media they want to watch, read, etc., and
by relation, they decide what advertising
they want to see. What the Internet has
taught them is that they can get it on
their terms—when they want to see it, in
the venue they want to see it, in the
mode and connect it. On their Internet
home page today they’ve decided exact-
ly what pieces of news and entertain-
ment appear each day. That, I think, is
the brilliance of what AOL is bringing
together with those great brands. I don’t
want to wait a month for the magazine
to come out for me to read those great

articles. I think the editing is important,
I'love what they bring to me, but I want
it when I need it, I want it before I get
on the plane, I want to be able to down-
load it into my Palm Pilot and read it
while I'm in the air. Whatever it may be
it’s got to be my timetable, not theirs. I
could go on about digital television, but

I think I’ll come back to it.

STEWART: You're talking about con-
vergence in technology, you're talking
about convergence in ownership, you're
talking about convergence in content. I
just want to talk about convergence in
content a little bit, like the AOL/Time
Warner thing. I think that it potentially
can make our jobs easier, and let me tell
you why. It’s because more and more as
content crosses platforms, it’s all about
content and not about the platform; plat-
form to a large extent will become less
and less relevant. We will be making
media decisions based on the content our
clients want to be associated with, and the
consumer is making that content travel
across platforms. The medium doesn’t
matter to an extent in that environment.
If I’'m all about being hip and cool and
I'm into Cosmopolitan, I don’t really care
if it’s online or if its a TV show or if its a
magazine or if it’s e-mailed to me. My
relationship is with that brand and I'm
going to access that content via the route
that I choose.

KILLUES: I have a little different take on
convergence. A difference in digital and
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‘[Foreign ad
pros] laugh at
the u-s- for ges:ns, not only

averages.’
—Jack Klues = pesues

analog within the media organization. We
have both Starcom and Starcom IP for
Internet protocol. The convergence of
those two disciplines is real and happens
in my world every day. It’s a wonderful
thing because inside that Starcom IP
obviously works for dot.com companies
or the digital needs of our existing, other-
wise analog,
clients, if you
will. That con-
vergence allows
us to learn some
very  valuable
things. It allows
us to redefine
what responsive-

really

to our dot.com
clients but to all
of our clients.
We learn more
about daily
accountability
because the
things you do
for a dot.com
measured

kind of account-
ability should be and is expected from
our non-dot.com clients and we are
learning how to do that and building
tools to accommodate that. Lastly, there’s
a whole lot about medium-message
fusion with the digital people and
dot.coms really try to figure out where
they want the message to be seen before
they write the message and I think there’s
a lesson to be learned there too—before I
get yelled at by every creative, every
agency in America. I do think we are
moving in a world of media complexity as
such that determining channels of com-
munication is now of equal importance to
content creation...So, I think conver-
gence within our own organizations
between digital and analog is a very pow-
erful thing. We sometimes go so far as to
say Starcom may disappear some day and
Starcom IP may take it over.

LOTITO: Despite the title of our panel
being “...in the next 20 minutes,” if you
wanted to spend a second looking at
where we're going to be five years from
now, I absolutely believe that we’ll have
one set of planner buyers who will have
one giant database that includes research
between viewership and direct-response
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numbers in every medium and they will
write one mega-channel plan and they
will allocate it out and then they will go
out and execute each one of those chan-
nel plans through negotiations—and [
don’t think they’ll have to be superhu-
man to do that. The technology exists
today and will be written over the next
five years that will give them the tools
to do that normally. T absolutely believe
that and actually [ would change
the idea of your IP taking over
the rest. Nobody is taking over
anybody. We’re just merging
into one new entity that will be
a hell of a lot more fun to work
in than what we have today. I'm
excited about what the digital
revolution will mean to our
business day in and day out.

GLOEDE: Speaking of merg-
ing into one entity...It’s an old
debate but, especially in this
environment, shouldn’t buyers
be planners and buyers be buy-
ers, and when the account gets
unbundled, shouldn’t the plan-
ning go with it and couldn’t you
pay higher salaries and keep
people longer and all of that?
Who wants to take that one?

KLUES: Let me try to break down
some of those parts.

STEWART: What was the question?

KLUES: I think one of them was in an
age of intense specialization, how do
you give people the kind of cross-media
training that keeps them interested and
gives them the diversity of experience
and makes them better and more well-
rounded media professionals Mike was
just talking about. I think regardless of
specialization inside the agency that
you need to promise your clients that
you’re going to positively give them the
best strategists and you're positively
going to give them the best broadcast
buyers and print buyers, etc. It’s incum-
bent upon us and we understand that,
that the people that are trained and
how they’re trained and the clients they
gain experience on through their hope-
fully long career with any of our respec-
tive organizations has to be about cross-
training, planning and buying. It has to
be about buying across various media
entities.

STEWART: I think that the planner
and the buyer roles are going to con-
tinue because there’s a complexity and
a number of options that we've got.
What’s happening at our place is the
cross-referencing, the amount that the
planner influences and works with the
buyer in executing a buy, the way thata
buyer now has give-and-take with a
planner. It’s no longer dropping off a

‘We need tools that
deliver a strategy...

strategy has to
drive tactics.’
—Mark Stewart

spec and going to market and bringing
it back. We’re seeing a greater degree
of partnership and understanding what
needs to get done to the extent that the
buying people are really moving
upstream in terms of understanding the
strategic intent, where the creative is
going, the importance of context as it
relates to buying issues.

LOTITO: I agree. I come back day in
and day out to the same issue. It’s a
client-focused business, and if the buy-
er is better when they know more
about the client’s business and the
planner is better when they know more
about the client’s business, why aren’t
they both simply involved in that busi-
ness to the nth degree. If their job
description and that piece of it
becomes merged, then in essence they
start becoming the same person. All
the client wants to know is that the
person I speak to understands my busi-
ness inside and out and understands
media inside and out, and I think
there’s no reason that can’t be one per-
son in time. How much time? Who
nows. And I think it’ll get the other
way...I think it’s an inevitability cause
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clients don’t want to waste time talking
to one person when they know the per-
son actually executing is four people
down the line. We have Home Depot,
who’s an absolutely fabulous client, best
client I've ever been across the table
with, and they...

STEWART: I'm sure your other clients
will appreciate that comment.

LOTITO: T have no trouble telling that
because all those clients want to be like
Home Depot in the sense that they talk
about bleeding orange, they talk about
the sense that these people love that
company. It’s giant, but what they want
from their media and creative partners
are people who bleed orange as much as
they do and, while they are absolutely
convinced that our clients’ service peo-
ple, that the people in the front line, the
planners bleed orange they don’t really
know what the buyers are doing. We’re
putting systems in place today that allow
all those people to get to the front so
they can understand and believe in this
company and I guarantee the buyers will
be more effective in making those buys
when they think about how much they
understand what Home Depot’s all
about.

GLOEDE: Questions? I want to make
one last call in case anybody wants to
come up.

LOTITO: There’s one over there.

AUDIENCE MEMBER: I found it in-

teresting what you said about the con-
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solidation among the media companies,
they’re going to have more resources
and hopefully this is going to lead them
to invest in better research. And yet
business is good right now,
and I don’t see any of them
complaining too much about
Nielsen being slow on peo-
ple meters. When is this
going to shake out, who is
going to push it to get better
research so you can evaluate
media habits?

STEWART: I think its
going to evolve, because
we’re pushing it. Take ESPN
and ABC, what they did with
their sports organization.
You don’t need two back
rooms doing the same sort of
support. You can now split
that and get more out of it.
It’s still a buyer/seller rela-
tionship as well, so I know
that we’re investing in learn-
ing more about the relation-
ship between people and
media, the difference between pass the
surface of the value of media and as
soon as any media buyer loses a signifi-
cant amount of business because we
know something they don’t, you bet that
they are going to spend and invest in
that. So I think it’s going to evolve, and
it’s not going to be that hard.

KLUES: There’s always a chance to do
more. | think that I wouldn’t want to
discourage them from the work they
have been doing, though, and I think all
the major networks now—cable, broad-
cast, what have you—have some type of
optimization routine. They’ve bought
some software; some are very comfort-
able with it, some are leveraging it,
some are trying to figure out how it
might impact their business plan. But I
think that’s a sign in the right direction.
It may sound a little self-serving, but so
be it they have optimizers which could
eventually allow us to change how we
might buy television in the future. I saw
in one of the magazines we were given
yesterday an article that was written
with Rob Wolf and Karl Spalding on a
medja plan called the “concept of
VRPs,” and if T read that correctly I
think ABC bought or is a client of
media plan on this concept of volume
rating points versus target rating points.

‘You’re talking about

Now we can all cast dispersions or be
critical about it, but again I only throw
it out there as a sign, an indication that
the TV companies, the suppliers are out

convergence in technology,
ownership and content,
[and th:at] can potentially
make our johs easier.’

—Mark Stewart

there looking for ways to aid in the
research. Yes, it is to help them sell their
product. That’s okay. We’re looking for
more research to help buy the product
smarter, so at the end of the day I guess
it will all work itself out.

AUDIENCE MEMBER: The question
is for all three of you. To what extent
are you now and will you be in the
future using the Internet to gather
information about content and pro-
gramming in areas where you’re going
to place media and to what extent are
you using the Internet to actually buy to
place the media?

KLUES: I’ll answer the back part of the
question first. We’re using the Internet
aggressively. I don’t know if it’s more
aggressively than anyone else in this
room or my two co-panelists here. We
use the Internet for us as an Intranet
tool that allows us to put the collective
capital smarts of our company on the
desktops of all of our media planners
around the world with a tool called
Starnet. We have other mechanisms
that allow us on a secure Internet man-
ner to communicate with our clients
and allow them to keep track of plan-
ning activities, planning revisions, com-
petitive activity, copy that’s running,
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just about anything they wanted that
related to their media business and
that’s not only between agency and
client but it might be between creative
agency should there be a
difference. I think we have
touched into the surface of
using the Internet to con-
duct our business smarter,
faster, more accurately. I
would not say we’ve got the
market cornered, but it’s a
beginning, and to the degree
we would actually buy other
than BDI, which is a record-
ing of transactions, would
we actually make media
buys, analog media buys,
through the Internet. We
really haven’t done much of
it up until this point.

LOTITO: Now that we’ve
tasted the apple, though, I
think I got the vision of
where it can go and I'm
absolutely going to push us
even further into using the
Internet as a core tool to buy media in
the future. We are not doing it today as
well. We do have intranets, we have
extranets with clients where we share
information at a much faster, proactive
way than we have before. But it is like
taking a bite of the apple and I am sure
that we’ll be doing a lot more through
the Internet once the systems are built,
and we’re deciding now whether we
want to make those proprietary or open
to the industry. There’s lots of issues
that come to build on that, but we’ve got
people focused on it.

STEWART: To follow up Mike and Jack,
as Jack said, using either Internet,
intranet, internally or externally, yeah,
we’ve got one of those, we’re moving
stuff all around the world, all of that stuff.
But externally I think is interesting and I
may be a little more aggressive than Jack
and Mike in this. I think there’ a big old
train about two miles down the road,
which has got a lot of speed. If you look
at these dot.com technology-driven com-
panies, how quickly they can get products
to market. If you look at industries,
whether it’s American Airlines at a saver
system for airlines, whether it’s a security
market, whatever it is, they’re starting to
make progress and that this thing is com-
ing down very, very, very quickly. [ |
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Kids: Special Report

Japanese
Invasion

By Marc Berman

Fox’s Digimon is

n the business of kids programming, the concept of

Japanese animation (known as anime to insiders) has
radically altered the landscape. Thanks to the success
of Japanese import Pokémon, Kids WB has emerged
from the shadows to become the top-ranked broadcast
network among kids 2-11 and 6-11. In just one season, in
fact, ratings among kids 2-11 on the Pokémon-fueled net-

work are up a staggering 200 percent Mon-
day to Friday (0.8 to 2.4) and 116 percent
on Saturday (1.9 to 4.1).

“With Pokémon on our slate, the kids
marketplace has shifted considerably,” says
Donna Friedman, Kids WB senior vp of
programming. “Our aim now remains to
focus on stories that take place in the places
and spaces where kids are both physically
and mentally.”

But Pokémon is not the only Japanese
import shaking up the marketplace, with
Fox Kids’ Digimon: Digital Monsters threat-
ening Pokémon’s dominance.

Digimon, which premiered last fall, is
growing so rapidly that it bested Pokémon
among boys 2-11 (8.4 to 8.3) and boys 9-14
(8.9 to 7.7) for the first time on Saturday,
Feb. 19. Led by Digimon, Fox Kids topped
Nickelodeon on the same day by 12 percent
among kids 6-11 (4.6 to 4.1) while tying
among kids 2-11 (3.7 each). Whether this
is an isolated incident or a trend might not
be known for months.

“With the current thirst targeted to ani-
me (Pokémon, Digimon, Monster Ranchers,
Dragon Ball Z), the logical way to reach kids
is to look beyond just Nickelodeon,” says
Marc Saputo, vp of sales development at
Fox Kids. “There are other broadcasting
options to now consider.”

This fall, older-skewing CBS will join
the Nickelodeon bandwagon on Saturday

challenging the WB'’s
Pokémon as animated
imports hook American kids

The Gregory Hines Show).

“Although it may take time for kids to
discover Nickelodeon on a network virtu-
ally unknown to them, it’s not impossible,”
says Brad Adgate, senior vp of research at
Horizon Media. “Cross-promotion on
Nickelodeon could get the preschoolers to
tune into CBS. This is a step in the right
direction.”

Elsewhere, with the WB and Fox Kids
making solid inroads in the children’s
marketplace, Nickelodeon needs to
remain aggressive. “The first place you

mornings. As a
result of the pend-
ing merger with
CBS and Viacom,
some of Nick-
elodeon’s most pop-
ular shows for the
2-5 set—Blues Clues,
Little Bill, Franklin
and Gulla Gulla
Island—will  find
themselves on the
CBS slate. And
although ratings for
the Tiffany network
on Saturday morn-
ings (0.7 season-to-
date among kids 2-
11) could clearly use
a major shot of
Nielsen adrenaline,
changing an identi-
ty is not easy. CBS
learned this when it
tried to set up an
ABC-like  Friday
kids block in 1997
(Family  Matters, L

-

Meego, Step by Step,
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A boy and his Pikachu: Pokémon, on Kids W8, started the anime revolution.
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think of for kids programming is still
Nickelodeon,” Adgate says. “The excep-
tional brand identity they have created
for children remains unprecedented.

Nickelodeon, in fact, is still so domi-
nant that it controlled 48.2 percent of the
national kids 2-11 rating points available
in the fourth quarter of 1999, down
slightly from the 49.3 percent in fourth
quarter 1998.

Eight series will be introduced by Nick-
elodeon, including a new animated half
hour from Rugrats creator Klasky Csupo, a
multigenerational series focusing on Taina,
a 14-year-old Latina girl, and a new Nick-
toon about an alien spying on Earth in an
elementary school. There will be five ani-
mated (Invader Fim, Chalk Zone, The Fairly
Oddparents, Dora the Explorer and Klasky
Csupo’s As Told by Ginger) and three live-
action series including The Brothers Garcia,
Noah Knows Best and the aforementioned
Taina.

Of the 17 returning series (including A/
That, The Angry Beavers, Are You Afraid of
the Dark?, Blues Clues, CatDog, Cousin
Skeeter and Kablam!), of note will be the
10th anniversary of The Rugrats in 2001.
Following its new feature film, to be
released around Thanksgiving—Rugrats in
Paris: The Movie—three new characters
introduced in the movie including Grandpa
Lou’s new wife Lulu (voiced by Debbie
Reynolds) will be added.

While one would be hard-pressed to
find the room of any child between the ages
of 2 and 11 without some Nickelodeon
paraphernalia, the Cartoon Network is
coming on strong. Following a year of
record ratings, Cartoon opened the new
century with its highest-rated January
among kids 6-11 in total day (1.6) and
prime time (3.1). With successful and grow-
ing results for new series like fobnny Bravo,
Ed, Edd n Eddy and Dexter’s Laboratory, Car-
toon is forging ahead with an aggressive
slate as announced by Betty Cohen, presi-
dent of Cartoon Network Worldwide.

New this fall will be 13 episodes of the
half-hour prime-time Sheep in the Big City
(described by Cohen as an animated cross
between The Fugitive and Rocky and Bull-
winkle) and Centipede, a new half-hour
action-adventure series co-produced with
Hasbro. Also look for two new series devel-
oped by World Premiere Toons for mid-
2001 and a planned Aug. 25-27 Cartoon
Cartoon Weekend, in which children will
be given a platform to vote for another new
series next season. New episodes of Fd, Edd
and Eddie, Jobnny Bravo, Power Puff Girls,

Courage the Cowardly Dog and
Mike, Lu and Og will be featured,
as well as exclusive airings of the
entire Looney Tines library. Also of
note in September will be the first
high-profile live interactive stunt,
known as The Intruder; another
viewer-request weekend in De-
cember; and an additional hour
(Gundam Wing and Tenchi Muyo)
in the weekday action-adventure
Toonami block.

Kids WB will be adding new
episodes of Batman Beyond, Men in
Black and, of course, Pokémon to
its slate next fall. “Although itis a
bit premature to announce the
new offerings, our goal is to intro-
duce more original programming
with an emphasis on high adven-
ture, humor and heart,” Friedman
says.

Fox hopes to ride the momen-
tum generated by Digimon. “With
building blocks like Digimon and

Nascar Racers on Fox Kids and Angela Ana- | on how to integrate the Internet and broad-

conda and S Club Seven in Miami on the Fox
Family Channel, we will continue to push
the envelope with unique and entertaining
kids series,” notes Rich Cronin, president
and CEO of the Fox Kids network and Fox
Family Channel.

“Next season we will present more com-
edy, different flavors of action-adventure
and prominent female heroes,” says Mau-
reen Smith, general manager, Fox Kids
Network. Among the network’s new offer-
ings will be The Ripping Friends, from Ren
& Stimpy creator John Kricfalusi.

Sister cable channel Fox Family has a
different goal in mind. “We look at Fox
Family as a place for kids starting to out-
grow Nickelodeon, but not ready of the
youth dramas on the WB,” says Cronin.
Toward that end, the channel will rely heav-
ily on new episodes of proven commodities
including Big Wolf on Campus and Great
Pretenders as well as the recently introduced
Hello Kitty’s Paradise.

“As a bonus, with the first album of S
Club Seven in Miami set to debut next
month, we think this is the show tweens will
be talking about,” says Joel Andryc, execu-
tive vp of programming and development
at Fox Family Channel.

ABC, on the heels of its recent season-
high Saturday-morning rating among kids
2-11 (3.5/16 on Feb. 19), the emphasis will
remain on Disney One Saturday Morning,
its two-hour block on future technology
enhancements. “We will be concentrating

cast programming in a seamless and sensi-
ble manner,” says Jonathan Barzilay, senior
vp and general manager of ABC children’s
programming.

No discussion of kids programming
would be complete without BKN Kids Net-
work, which aggressively shifted its empha-
sis of selling individual syndicated titles by
creating its own kids network. Added to the
mix next season, according to George
Baratta, president of network advertiser
sales at BKN Kids, will be half-hour strips
Kong: The Animated Strip and Heavy Gear,
yet another Japanese animated series. On
the weekend, a number of half hours will be
introduced, including Bob Morane, a cross
between Indiana Fones and James Bond;
Blake and Mortimer, based on the comic
book series; and Basket Fever, which revolves
around the comic adventures of a grasshop-
per. For younger kids, two potential week-
lies are Delfy and Syhvan. Also look for new

episodes of returning series Monster Ranch-

er and Roswell Conspiracies.

Walk in to any kids store or mass-mar-
ket retailer this year and chances are you'll
see a wide assortment of Rugrats, Pokémon
and Digimon-related products. Sometimes
it’s hard te tell whether the shows drive the
merchandising, or vice versa. Of course,
what’s hot today inevitably will be passe. It’s
just a matter of when, not if. |
Marc Berman is a New York—based contribut-
ing writer for Mediaweek. His daily ratings
analysis is available at mediaweek.com.

Going for tweens: Fox Family's new S Club Seven in Miami.
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Kids: Special Report

Growing

Pains

By John Consoli

ot much has changed in the kids TV ad marketplace

over the past year, if you believe what media buyers

are saying. Available ad time is so plentiful—with a
few notable exceptions, such as the WB’s Pokémon jugger-
naut—buyers say, that second- and third-quarter invento
can be bought relatively cheap. No reasonable offer will be

turned away by any of the broadcast or
cable networks, they contend.

But network sales execs are downplaying
this scenario, refusing to publicly submit to
buyer claims.

Welcome to the pre-kids upfront pos-
turing, which will probably last another two
or three weeks before the moment of truth
arrives in the scramble for more than $1.1
billion in advertising money.

It seems like an eternity since February
1996, when the kids TV market was so
robust that the WB decided to capitalize by
selling its entire schedule to upfront kids
advertisers. And when Nickelodeon was
convincing advertsers that it was in their
best interest to sign multiyear deals.

When the 2000-2001 kids upfront
moves, probably sometime in early or mid-
April, other than for a few isolated shows,
no network is expected to sell out.

The buyers who control most of the
kids ad dollars seem adamant that they are
not going to pay CPM increases on any but
a few hot shows. Some say they will
demand price cuts. And unlike the postur-
ing that took place during the pre—prime-
time upfront last season, in which buyers
also talked tough only to cave in during
negotiations, such a scenario seems likely
this time.

Kids buyers are also, behind the scenes,

working on a divide-and-conquer strategy
that buyers in prime time were rot able to
accomplish. During the
prime-time upfront, the net-
works stuck together in insist-
ing on price increases. And
the big buyers, eager to get
their clients’ dollars down
before their compettors,
flinched.

In the current kids sce-
nario, it is the networks that
are breaking ranks, hoping to
grab a bigger share of the pie,
the dominant portion that was
garnered by Nickelodeon
during last year’s upfront.

“You're sdll going to need
Nickelodeon shows,” said one
major kids buyer. “But you are
not going to need them at the
levels you used to. Cartoon
Network is a very viable alter-
native.”

Buyers have indicated that
Cartoon Network will be will-
ing to undercut Nickelodeon
in an attempt to take away
some of its business. And Fox
Kids might be willing to do
the same.

Fox Kids, in

recent
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With the networks battling for
market share, buyers are determined
to keep rates down

weeks, with its new Saturday-morning
animated NASCAR Racers series, its new
Power Rangers Lightspeed Rescue series, and
its Digimon: Digital Monsters show, has
outrated both Nickelodeon and ABC
among kids 6-11, beat ABC in kids 2-11
and tied Nickelodeon in that demo.
While buyers point out that the Fox Kids
ratings have not yet yielded big scatter
dollars, the network is hoping that a
steady performance going into the
upfront will motivate advertisers to sign

|

|

|

Nickelodeon’s latest original hit, Spongebob Squarepants

NICKELQDEON
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on to long-term regular schedules for next
season.

While the strong ratings for the WB’s
Pokémon series will probably bring the net-
work price increases in the range of 5 per-
cent to 7 percent, most of the network’s
other programming pricing is expected to
be flat, buyers say.

Cartoon Network has become more
attractive to kids buyers because of its
growing number of kids 6-11 viewers. In
1999, Cartoon had its largest percentage
of kids 6-11 viewers (30 percent) in the
network’s history. For total day, Cartoon’s
6-11 ratings were up 27 percent in 1999,
and in prime time, its 6-11 ratings were up
32 percent.

ABC is expected to benefit by its recent
consolidation of the broadcast network kids
programming sales with Disney and Buena
Vista Television into one unit: Disney Kids
Network. Buyers believed the new unit will
offer them the ability to fill in their ad
schedules more easily without having to
deal with several different salespeople.
Properties sold through the new sales unit
will include ABC’s One Saturday Morning
block; Disney’s One Too syndicated block,
which appears on UPN stations; and its
Toon Disney cable net. In addition, Disney
Kids Network will also sell time on ABC’s
Friday-night TGIF lineup, the Sunday
Wonderful World of Disney, and even some
tume in Who Wants to Be a Millionaire—
which ABC sales execs say has a decent
number of kids and teen viewers.

Dick Barnathan, senior vp of sales for
ABC, who will head the new Disney Kids
sales team, believes being able to offer
advertisers the opportunity to buy all Dis-
ney/ABC kids programming, including
prime time, in one place will help it more
effectively compete with Nickelodeon,
which sells its family-oriented prime-time
shows along with its kids cartoon pro-
gramming.

Barnathan said the new network kids
sales team will not pre-bundle sales pack-
ages and try to peddle them to advertis-
ers, but will instead let advertisers decide
what packages they want. The goal, he
said, is to make it easier to buy across all
ABC/Disney propertices.

The later-breaking kids upfront—only a
tew years ago, it was moving as early as late
January or early February—has evolved this
way for a few reasons. First of all, there are
more gross rating points in the market, the
result of expanding kids programming
hours. On top of more hours to fill, are
multiyear deals that have been signed by

|

many advertisers,
taking away the
need to make new
deals each year.
Third, many ad-
vertisers trying to
reach kids have
decided that it
might be easier to
go through their
parents in other
dayparts. Finally,
many of the toy
manufacturers
have been under-
going  internal
turmoil and
restructuring,
which affects their
ability to budget
so far in advance.
Of the estimat-
ed $1.1 billion
spent chasing kids
last  year, toy '
f
|
[
I

advertisers spent
about $794 mil-
lion—or  more
than 70 percent.
With that kind of

dominance, if the
toy advertisers are
indecisive, the market lags.

Most toy buyers say they are in no
hurry to begin buying for the 2000-2001
season, and many say they have no clear-
cut idea on how they will spend their
money. This could be no more than pos-
turing; each year, much like in the prime-
tme upfront, a few major buyers seem to
try to quietly do some early deals. But
with the kids market as soft as it is right
now, buyers believe it is in their best
interest to stay calm and make the net-
works sweat.

“Fox and ABC both have a ton of scatter
ad time left for the second and third quar-
ters,” one buyer said. “Even with ABC/Dis-
ney’s consolidation making it easier to buy,
they will need to adjust prices downward to
steal business away from Nick. Fox is in the
same situation with the exception of Digi-
mon. And the WB could steal some dollars
into Pokémon, but the rest of its schedule
will be a tough sell.”

Despite the gloomy forecast by most
buyers, TN Media recently issued a a more
optimistic report on kids TV. “Kids televi-
sion usage, while still down from two or
three years ago, has rebounded from last
season’s sharp decline in virtually every day-
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Cartoon Network hopes to keep scoring with the classic Looney Tunes library.

part,” the report said. “During the fourth
quarter, kids spent more time than ever
watching kids programming.”

The TN Media report, put together
by Steve Sternberg, senior vp of broad-
cast research, acknowledges the power of
the WB’s Pokémon craze, pointing out
that the show has yielded a 150 percent
kids audience increase on Saturday
morning and a three-fold increase on
weekdays.

This, he writes, has allowed the WB
to take the lead from Nickelodeon
among kids 2-11 (although Nick still
leads among girls 2-11), and the WB has
also taken the lead from Fox among boys.
Disney is second to Nick among girls.

But Sternberg believes Nick, which is
“relatively stable from last season, doesn’t
seem to have been significantly affected by
the WB% newfound strength.”

And Sternberg adds: “Given Nick-
elodeon’s dual boy/girl appeal, and its rat-
ings stability, we would expect that once
the Pokémon craze subsides, as these crazes
always do, the network will likely re-estab-
lish its lead.” [ ]

Jobn Consoli covers television fiom Medi-
aweek’ New York beadquarters.
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Trying to
Hold On

By Megan Larson

Il across America, the scene has been familiar
for generations. Morning has barely peered
over the horizon, but a pair of small feet are
already darting down the hallway, flipping on
every light switch for protection from the still-

dark rooms. The television is the last to power up, and the
screen brightens with the animated images of classics

like Speed Racer, Scooby Doo, Teenage Mutant
Ninja Tiurtles and Fobnny Quest.

Kids watched and advertisers paid to
reach them. It was that simple.

For decades, kids television was a win-
win situation for advertisers, networks and
local stations. No more. Now the segment
is emerging as the latest battleground
between networks and their affiliates.

Citing the weakening spot-advertising
market for children’s programming on
broadcast, many Fox-affiliated TV stations
want to ax the Fox Kids product from their
weekday lineup. But the network, not yet
prepared to give up on kids, is developing a
strategy to make the product more attrac-
tive to advertisers that have taken buys to
cable or stopped spending altogether.

“As the WB has proven, things can
change overnight,” says Maureen Smith,
general manager of Fox Kids Network,
noting the ratings smash Pokémon, which
put WB kids programming on the map last
year. “We’re working on the next big hits.”

This week, during the Fox Family
Worldwide upfront presentation, Smith
will introduce shows for fall that she hopes
will broaden the reach of Fox Kids beyond
its traditional demographic of boys 2-11.
The network desperately wants a bigger
piece of the action enjoyed by Nickelodeon

and Cartoon Network, which have market-
ed equally well to boys and girls.

In contrast to Fox’s branding as a place
for action-adventure, the network plans to
roll out comedies and as-yet-untitled car-

Though Fox Kids Network is
working to freshen its lineup
and reclaim turf lost to cable
affiliates say they want out

toons featuring female super-heroes.
“While all kids may not like action shows,
all kids love to laugh—the Cartoon Net-
work has been so successful with action
comedies like the Power Puff Girls...so we
are broadening our audience through com-
edy and prominent female characters,”
Smith says. “We’ve owned the [boys 2-11]
demo for a long time and we aren’t about to
give it up, but I think we can broaden with-
out disenfranchising the boys that have
come to love us.”

Also on tap: Slam City, an animated
comedy that draws from hip-hop culture
and includes short music videos every half
hour; and an untded new comedy from
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John Kricfalusi, the creator of Ren &
Stimpy. This season’s Digimon:Digital Mon-
ster and Nascar Racers generated strong
enough ratings during the February sweeps
to eclipse Nickelodeon and Pokémon in the
boy demos, reviving some advertiser inter-
est in the 10-year-old Fox Kids Network.
And with Nickelodeon and the ad commu-
nity engaged in upfront posturing over
rates, some media buyers say they’ll take
their clients to Fox—and other outlets. But
that doesn’t placate affiliates who say there
isn’t enough local money to make the time
periods profitable.

“I can only speak for my group, but affil-
iates just want to see Fox get out of the
Monday-through-Friday kids business no
matter how good it is for the network or
how good ratings might be for a hit show,”
says Pat Mullen, group vice president of the
22-station Tribune Broadcasting group.
“There are simply no spot dollars to sup-
port it on a station level. There are many
markets that have Pokémon with huge rat-
ings and there is no revenue to back it up.”

Affiliates aren’t concerned about Satur-
day morning because it remains attractive
to advertisers.

For most Fox stations, the weekday kids
block takes up afternoons from 3-5 p.m.,
when the competition is broadcasting day-
time darlings such as Oprab, Rosie O’Donnell
and Fudge Fudy, often pitting a 2 household
share against a 6. Some stations have boost-
ed share by broadcasting the programs ear-
lier in the afternoon—against soap operas—
or shifting the block into mornings, but the
dollars still do not follow the ratings.

“The rest of the day’s programming is
geared toward something else. It isnt a place
kids are going to sit all day,” says one media
buyer. “Most advertisers feel their money is
better spent against the adult purchaser.”

Spot revenue fell 33 percent from 1997
to 1998 at one midsize Midwestern Fox
affiliate, said a staton manager who
requested anonymity. Revenue tumbled
another 33 percent from 98 to '99—a
freefall mirrored at other stations. “It’s
going fast,” the station manager says.
“We’re just trying to live without it.”

Traditional kids advertisers are current-
ly offering $10 per ratings point for a
decent-performing cartoon while Oprah,
aired by the station across the street, is get-
ting $40-$50 per point. Despite promising
ratings, an executive at a Southeast outlet
says he has yet to see Nascar Racers bring in

any money. “We would be much better off

going into early fringe if we had a lead-in
that wasn’t kids,” he says. “I don’t know if it

is talk shows, soaps or
teen [-oriented
shows], but let the
network use the time
for something else.”

Fox once owned
kids programming—
beating out the Big
Three for the sweeps
crown in 1993. But by
the mid-"90s, years of
inroads by Nick-
elodeon began to take
a toll, and the cable
channel began to lure
a significant number of
advertisers for mult-
year contracts. The
WB  expanded its
schedule and UPN fell
in line with ABC/Dis-
ney and the other nets.
As the number of
avails exploded, the
advertisers endured internal changes that
altered spending patterns. Toy companies
consolidated and the likes of Hasbro and
Mattel suffered weak sales that forced them
to allocate budgets to cheaper forms of
advertising. Cereals began to be marketed
toward adults.

At the January affiliate meetings in New
Orleans, upon hearing complaints about
lackluster kids performance, Fox TV chief
Chase Carey said he would examine the
issue again in a year, and if Fox Kids sdll
failed to generate spot revenue, the network
would then consider other measures. The
message was vague and left many station
executives wondering if the network will
really act in their favor next year.

“They’re focusing on prime right now
and probably don’t have time to scrap kids
all together and create an adult day pro-
gramming block,” says one station owner,
noting Foxs uneven ratings this season and
the vacancies—left behind by Beverdy Hills,
90210 and others—the network has to fill
next fall. “They’re trying to milk this deal
as long as they can.”

Last year at the affiliate meeting, net-
work executives gave stations back an hour
of kids programming in the morning, but as
part of the deal stations agreed to continue
carrying the kids block in the afternoon,
through 2008.

“As the first president of the Fox Chil-
dren’s Network, would I like to see us
prosper? Yes,” says Kevin O’Brien, presi-
dent and general manager of San Francis-
co Fox affiliate KTVU-TV. “But the real-
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Fox, looking to tap into the excitement around professional stock car rac-
ing, has high hopes for the fall premiere of its kids show Nascar Racers.
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ities of the industry would demonstrate
that it is a lost cause.”

“Right now we’re going to stay the
course and try to deliver the biggest num-
bers we can for them,” Smith says. “Over
the next month, we will try and find a way
to make weekday afternoons more of a rev-
enue generator.”

And if the financials remain the same?
Smith says executives are investigating var-
ious options.

Though Smith declined to be specific,
future options could include additional
inventory, a revenue split between the net-
work and the stations, or local promotion
dollars that would alleviate pressure on the
affiliates’ bottom line. “We don’t want to
limit ourselves to just one path, which is
why we asked the stations to give us untl
January before we present our plan,” Smith
says, adding that the network decision
depends on how the marketplace unfolds
over the next year.

FOX KIDS

Fox stations aren’t alone in their dissats- l

faction with the dearth of children’s adver-
tising, so—network reason follows—anoth-
er broadcast net could cancel its kids lineup,
lessening the glut.

“I think Fox is trying to make the best of
what they’ve got; people still need this,” says
one buyer, noting a videogame client.
“We’re looking for kids out there, but we
only recommended two out of the 10 mar-
kets we’re looking at because the numbers
weren’t there.” n
Megan Larson covers television from Medi-
aweek’ New York beadgquarters.
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The news that DoubleClick was retreating from its plan to marry consumers’ online
and offline information had privacy advocates and (justifiably) paranoid Web surfers rejoicing. After all,
with personal data becoming an increasingly valuable commodity that’s only a mouseclick away, the
whole notion of privacy seems to be in jeopardy. While DoubleClick’s change of heart may ultimately
prove short lived, the decision should usher in at least a temporary ceasefire in the battle between mar-
keters eager for personal data and consumers who'd prefer to remain anonymous.—Kipp Cheng

Interactivenews

@deadline

Lopez on Emazing

E-mail publishing company Emazing
today unveiled an exclusive lineup of vir-
tual postcards featuring pop star Jen-
nifer Lopez. Louisville, Ky.-based Emaz-
ing, a part of the Sony Music network
of Web sites, will offer 24 Lopez-themed
e-greetings, which feature photos,
embedded music samples and room for
fans to include personal messages.

Incanta Music Debuts
Incanta, an Atlanta-based broadband
technology entertainment company,
today launched its first product, a cus-
tomizable radio station for users with
high-speed Internet connections. Accord-
ing to Dan Israel, vice president of mar-
keting at Incanta, the company's services
allow partnering ISPs to target rich
media advertising through a proprietary
profiling system that also tailors delivery
of content based on user behavior.

New Service @Home
Redwood City, Calif.-based broadband
technology company Excite@Home
today introduced @Home 2000, an
Internet service that combines high-
speed access from @Home with new,
customizable Excite rich media content.
The service bundles high-speed
access—an “always-on” Internet con-
nection—with a software package opti-
mized for broadband and lets users per-
sonalize their Excite broadband content
experience.

DoubleClick Adds Search
New York-based ad network DoubleClick
today added the DoubleClick Search
category to its business network. The
new channel consists of search engines
and Web sites that contribute keyword
inventory to a common pool, allowing
advertisers to reach users based on
search keywords.

Sportsline, Olds Team Up
For Online Sales Drive

By Kipp Cheng

ipping off the NCAA Men’s Basketball |
Championship tournament known as

March Madness, sports supersite CBS
Sportsline and automaker Oldsmobile have
teamed up to create an integrated promotional
campaign to help incent online users to test
drive Oldsmobile cars. [

Beginning this week, visitors to either the
CBS Sportsline or the Oldsmobile Web sites |

Oldsmobile, which is looking to target quali-
fied potential buyers. Mariani claimed that
CBS Sportsline has proven itself as “one of
the only products [on the Web] that speaks to
a male audience during the work hours. That’s
a very valuable tool to a company like Olds.”
While Mariani would not disclose financial
terms, he said that executing an online mar-
keting effort allowed Oldsmobile to do “some-

can enter to win one of
seven Oldsmobile cars in
two sweepstakes—March

Madness Car Craze or —
Oldsmobile’s Men’s March |~
Matchup. The kick-off of ‘
the sweepstakes followed - ;

yesterday’s online posting
of the official brackets for
the NCAA six-round tour-

=y

thing as big as this” with-
out the high cost of tradi-
tional efforts. “The Inter-
net allows us to market
this message via e-mails,
fostering daily contact
with a very large audi-
ence,” Mariani said.

As part of the deal,
Oldsmobile has co-branded

ney on www.CBSSports-
line.com.

The strategic digital
partnership between CBS
Sportsline and Oldsmobile utilizes a mix of
banner ads, buttons, pop-up interstitials and
offline elements to promote Oldsmobile’s
exclusive sponsorship of the NCAA tourna-
ment brackets arena, a popular feature within
CBS Sportsline’s NCAA tournament cover-
age. A teaser online promo began in February
to help drive traffic between the partner sites.

According to Mark Mariani, president of
sales and marketing at Fort Lauderdale, Fla.-
based CBS Sportsline, the deal lets the sports
Web site function as a kind of “conduit”
between CBS TV, which is broadcasting the
tourney and is a partner with Sportsline, and

An Oldsmobile-sponsored car giveaway
was one highlight on CBS Sportsline's
brackets arena for March Madness.

both its offline and online
media with CBS Sports-
line. Through an agree-
ment with Chicago-based
MVP.com, CBS Sportsline’s e-commerce part-
ner, qualified users who opt-in to an Oldsmo-
bile marketing questionnaire receive a $50 gift
certificate that is redeemable after a test
drive.

Scott Humphrey, Northwest sales manag-
er at CBS Sportsline, said, “The key thing for
us is linking everything, making it a platform
that is integrated across all media.”

Mariani said that CBS Sportsline routine-
ly delivers between 6 and 8 million unique
users each month, adding, “We are uniquely
positioned on a 24-hour basis to report live
about the goings-on about sports.” B
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Speech-based Ad Unit
Adds New Revenue Stream

BY ANN M. MACK—SpeechWorks Internation-
al, the Boston-based provider of conversa-
tional speech recognition technology and
products for the telephone, today intro-
duced the SpeechSpot, a speech-based ad
unit that can be played over the phone.
The new ad vehicle offers dot.coms,
hungry to capitalize on the mobile phone

explosion, a revenue generator as they
expand into the speech recognition space to
inerease customer loyalty and differentiate
themselves from the competition, said
Steven G. Chambers, vice president of
marketing for SpeechWorks.
SpeechWorks, which has been setting up
speech-activated telephone systems since

Need a man?
Need :N[ILLIONS of them?

AILYRADAR.COM DELIVERS MEN. The kind of men you

want. Techno-savvy men with an insatiable appetite for

digital entertainment. Wired men eager to spend money
on all things interactive.

. un with a network — shotgun blast your ad.
Buy with DAILYRADAR.COM, and you'll get sniper —
precise delivery to men who buy online. After all ...

contact: getmen @ dailyradarcom 415-468-4684 x473

“ DailyRadar.com didn’t come to us with the same
old network blast of banners. They built a custom ,,
plan to get us registered new users. And it worked.

- Gina Larkin, Advertising and Promotions Manager, Riffage.com i

“ DailyRadar.com doesn’t just give us incredible

1
RADA
clickthroughs, they help us move product — and lots of it. ,, 1

— Lonnie Radford, Director of Internet Marketing, Gamestop.com

e e
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1995, has already deployed speech-enabled
telephone services for brokerage house
E*Trade, Boston, and restaurant reserva-
tion network foodline.com, New York.

With the planned launch of its toll-free
number on June 1, MapQuest.com plans to
use SpeechSpots to serve up relevant
advertising based on the consumer’s travel
itinerary. With SpeechSpots, “We can
spend advertising dollars more wisely,”
said Katie Kinney, director of business
development for MapQuest. “It will be
much more captivating.” The New York-
based mapping and destination source
hopes to build traffic from its online base
of 4 million visitors a month by expanding
into voice recognition.

SpeechWorks will also set up a speech-
activated telephone system for calendering
service AnyDay.com, Cambridge, Mass.,
early this summer.

There are three types of SpeechSpots
with different levels of complexity and
interactivity. Broadcast SpeechSpots
are played during a call and are not
interactive. For instance, a Broadcast
SpeechSpot for foodline.com might say,
“This service is brought to you by
New York magazine.”

SpeakThrough or Interactive Speech-
Spots allow a caller to solicit further
information—the equivalent of a click-
through. If callers are uninterested, they
simply say “Skip it.” If callers say “Tell
me more,” however, they are presented
with further information related to the
advertisement and possibly transferred

to another system to make a purchase or
follow up on an ad.

SpeechCasting or Personal SpeechSpots
are both interactive and specifically tai-
lored to actions taken during the caller’s
interaction . -
with the .
host. This
could prove S p Q 9 ( h‘m
to be a ]
powerful * - T
tool for host applications and their advertis-
ing partners. For instance, if a caller
requests a restaurant in New York’s
theatre district, an advertisement for a
long-running Broadway musical might play,
said Tom Infantino, chief technology officer
for foodline.com.

Although a pricing model isn’t defined
yet, Chambers proposes the advertisers
and SpeechWorks' customers adopt one of
two models. With a fixed-pricing model,
the advertiser pays a fixed fee for each
SpeechSpot play and each consumer action
related to the ad that follows. In a CPM
model, the advertiser will pay about $35 to
$50 CPM. Both models allow for revenue
sharing, where the SpeechWorks’
customer could earn about 5 percent of
the transaction. B
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AgencyComPile Offers
Online Agency Directory

BY ERIK GRUENWEDEL—MarcomAvenue.com,
the Boston-based business-to-business
directory of interactive advertising, public
relations, direct marketing and sales pro-
motions agencies, is relaunching itself
today as AgencyComPile.com.
AgencyComPile.com is a virtual show-
room where prospective clients can view at

no charge the style, work, fees, location,
gross revenue, staff, industry experience
and contacts of marketing communications
agencies with just a few clicks.

Since its original launch as MarcomAv-
enue last November, the 10-employee oper-
ation has attracted more than 1 million
users and amassed nearly 2,000 clients,

INTRODUCING
BROWSER DRIVEN

MEDIA PLANNING
FROM eTELMAR.
SIMPLE AS A, B,

Telmar, the company that
changed the face of media plan-
ning over thirty years ago, has
done it again. eTelmar introduces
all media, browser driven media
planning. It’s simple, it’s conve-
nient and it’s only when you need
it not when you don’t.

For everything you need
to know about online, on
demand media planning,
visit our website today at
www.etelmar.com.

e¥cimar Simple as A, B, €

including Saatchi & Saatchi, Arnold Com-
munications, TFA/Leo Burnett Technology
Group and Bozell Worldwide, according to
Sara Lepkowski, a spokesperson for Agen-
cyComPile.

“We're focusing on the agency side of the
business right now,” said Lepkowski. “We
wanted to get back to our agency roots.”
She said MarcomAvenue was originally
intended as a destination site for the mar-
keting communications industry featuring
news, public relations and planning tools.
“We still have links to that, but that’s not
our focus.”

Interactive portfolios can shorten the
sales cycle, she added. “It gets the right
people connected that much sooner,”
she said.

Agencies can post their static listings
such as name, logo, address and phone at no
cost; a fully interactive portfolio costs
$1,500 per year, including encoding fees for
30- or 60-second video spots.

Agencies typically send reels with six
TV or video spots, which are cleaned up and
encoded. Thumbnails and streaming video
plays are created from the material and
posted on the site, according to Lepkowski.

AGENCY

ile
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In dealing with the complexities of
ever-changing platforms, formats, band-
widths and standards, AgencyComPile.com
required an expert partner regarding
encoding.

To gain that expertise, it has formed a
12-month strategic alliance with Loudeye
Technologies, a Seattle-based digital media
services provider that formerly did busi-
ness as encoding.com. Terms of the agree-
ment were not disclosed.

Loudeye’s association with Agency-
ComPile.com was facilitated, in part, by
Seattle-based RealNetworks, a pioneer in
streaming technology on the Internet that
is best known for RealPlayer, according to
Charlyn Warner, services product market-
ing manager for Loudeye.

With a staff of some 240 employees and
a host of proprietary digital technology,
Loudye can encode 2,000 CDs or video
clips a day. A typical streaming video for-
mat bit costs $7 per minute, while addi-
tional bit rates start at $2.50 per minute,
Warner said. @
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Cogit.com Service Offers
Profiling and Predictions

BY JANIS MARA—Cogit.com, a San Francisco |

marketing company, today released Real-
Target 2.0, a service that provides con-

sumer profiles and behavior prediction to |

subscribing online businesses.

In its previous iteration, RealTarget
supplied e-tailers with information such as
a user’s age, gender, income, geographic
area and past purchasing patterns on a

given Web site. The new release adds to |

this existing package the ability to predict
customers’ interests.

“RealTarget determines what kind of
stuff someone would be interested in and
sends the host site that information in a
quarter of a second, making it possible for
the host to send appropriate material imme-
diately,” said Ralphe Wiggins, Cogit.com’s
chief scientist.

The software also keeps track of actions
taken by groups of users over time and
adjusts the material appropriately. For
example, if customers profiled as country
music lovers begin buying classical albums,
they’ll be served classical music-related
material.

The company does not create the ads
and promotions, just predictions as to
which ones would work best. Cogit.com’s
clients include Tower Records, Women.com,

Nexchange. The company does not apply its |

profiling technology across a Web-wide net-
work of sites.

“We have over 15 online shopping site
customers now,” said Hollis Chin, vice pres-
ident of marketing for Cogit.com.

Cogit.com’s competitors in the // ; / ~ e o o (=
profiling area include DoubleClick of '
New York and Engage Technologies
of Andover, Mass. “The closest tech- ° /
nology to ours is Engage’s,” said |_ | Cogitycom Cantaomn . e il
Peter Corrao, CEO of Cogit.com. . g 9gethr oM consumar
“We're different because Engage { revenue dota anc anaitcs wah ol iarers
focuses only on online behavior.” * Ul et
Wiggins said, “The profiles sup-
plied to us by Polk Company [of | ®
Southfield, Mich.] include demograph-
ic information such as age, gender,

income and so forth. Polk gets infor-
mation from the census, surveys, war-
ranty cards people send in, car regis-
trations and so forth. They have a
whole network of information sources.
This gives us data on site visitors
Engage doesn’t have.”

It is true that Engage looks only at
online behavior, according to Mike Mayzel,
an Engage spokesperson. “We feel that
it’s a good indicator of how a person is
likely to act in the future on the Net,” he

ThirdAge, Consumer Broadcast Group and | said. “We don’t feel we need to know who

RhythmRadio Eyes Global Pipeline

BY ERIK GRUENWEDEL—RhythmRadio.com,
the Los Angeles-based, self-described “full-
color, wide-screen, global Internet music
mega pipeline,” today goes live with a
Japanese channel.

The new channel promises the same
feel-good alternative, hip-hop, R&B, pop
and blues mix as RhythmRadio’s English,
Spanish and German formats, but with a
Japanese DJ. The goal is to =
popularize the convergence é‘;\:
concept of “stimulating music 1S
without boundaries,” said founder and radio
and TV personality Shadoe Stevens.

“We are the first music company to
treat the world as one audience,” said
Stevens, a 35-year radio veteran who is
credited with creating the album-oriented
and alternative-rock formats in the 1980s.

Launched last October on a budget of
less than $1 million, RhythmRadio also fea-
tures comedy, philosophy, contests, theatre
and original animation by artist Tom Kidd.
The site claims a library of thousands of

+# RhythmRadio

original songs and audio features that can
be played on a Windows Media Player plug-
in, Apple QuickTime or MP3.

With 12 full-time employees, including
three-time Grammy Award winner and
Golden Globe nominee Charlie Midnight as
chief creative officer and president of
music, RhythmRadio has been conducting
a guerrilla campaign using viral marketing
to expand its base of 120,000
unique users.

While the focus so far has
been on developing musie, and the limited
use of “Hear Great Music Now!” blinking
icons, Stevens said future advertising goals
involve audio ads. “If you try and and copy
radio advertising on the Internet, you're
doomed,” he said. “Nobody is going to put
up with Sit 'n Sleep commercials and bark-
ing announcers for 16 minutes an hour.”
Instead, Stevens envisions 5-t0-30-second
ads with a musical base, either as a jingle
or video. “Whatever the format, it has to
have music at the heart of it,” he said. m
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that ‘
pr

a person is. We don’t collect specific
demographic information such as
address, date of birth and so forth, but
we can infer age ranges and gender.”

According to Corrao, neither does
Cogit.com. “When demographic information
is forwarded to us by Polk Company,” said
Corrao, “individuals’ names and addresses
are removed. We do not give data to third-
party marketers, and we do not share
information on customers with other
Cogit.com clients.”

Cogit.com bases its predictions on a combination
of offline consumer data and online behavior.

Online privacy has been a hot issue for
ofiling companies since DoubleClick got
into legal trouble this year for meshing
online and offline databases to send target-
ed advertisements.

Said Corrao, “The goal here is fine-tun-
ing the level of precision to give our clients
a higher return on their investment.” B

Smalloffice Debuts
With Biz Advice

BY ERIK GRUENWEDEL—Smalloffice.com, a
Malibu, Calif.-based site providing free
financial, legal, administrative and human
resource information to small-to-medium-
size companies, goes live today.

With 80 employees, the eight-month-old
“meta-mediary” also offers third-party, fee-
based products, customer-lead generation,
productivity tools and expert advice.
Providers pay a listing fee and a cut of trans-
action charges to smalloffice.com.

The site claims it differs from rivals
Onvia.com, Seattle, AllBusiness.com, San
Francisco, and Office.com, New York, in
providing industry-specific editorial con-
tent from an in-house staff and trade jour-
nals, according to Michael Rogers, vice
president of direct marketing. “The other
sites are just portals,” he said. “Our job is
to get people on the site and give them rea-
sons to stay.”

Smalloffice is now shopping its $10 mil-
lion to $15 million ad account nationwide. B



CAN YOU TASTE THE
DIFFERENCE!?

LR
. .‘lf,;._‘_

THEY CAN. .. ..

“ITS NON-STOP FARE OF THE SERIOUS, THE REALISTIC, “THIS YEAR THE LABEL
AND THE OUTRAGEOUS COULD TURN AMERICA INTO MADE IN ENGLAND IS
A NATION OF ANGLOPHILES.” MORE CHIC THAN
— American Demographics january 2000 EVER.”
— Dateline NBC 9/99

“BBC AMERICA: THIS NEW CABLE NETWORK ALREADY
HAS ONE OF THE STRONGEST LINEUPS ON TV.”
— USA Today 5/28/99

BIEAE AMERIC

bbecamerica.com For more information about BBC America's outstanding advertising opportunities, please call your account executive.




*ou] ‘BIP3N B8y D002 @



NOTHING
ATTRACTS LIKE
REAL MEDIA

When you're looking to attract an audience of online travel purchasers, Real Media
is a stroke of genius. Our global network of over 1,000 premier Web sites includes some
of the most popular travel sites on the Internet, such as eTravelplan.com, AfriCam.com,
and Rain or Shine, to name a few. Plus our extensive network of America’s Interactive
Newspapers™ offers specialized travel content that reaches travel purchasers right where
they live. To find out more, just give us a call, or e-mail us at attraction@realmedia.com.
And learn how to pick up educated, upscale travelers with one broad stroke.

realmedia-,

w w w . r e al med i a . ¢c o m
New York 212-725-4537 « San Francisco 415-643-5071 « Chicago 312-384-0000 « Dallas 972-387-5997 + Miami 305-670-0234



IQnews

Extempo Avatars
Tout P&G, Petopia

BY JANIS MARA—Striking a blow for clean
freaks and animal lovers everywhere,
Extempo, a technology company that
develops intelligent interactive guides for
Web sites, today launched a Mr. Clean char-
acter created for the Procter & Gamble icon
and a Virtual Jack dog character designed
for Petopia.com.

The Mr. Clean character, located at
www.mrclean.com, answers burning ques-
tions such as “How do I get the mold out of
my tile grout?” Virtual Jack, who resides at

www.petopia.com, offers Netsurfers a

unique take on a dog’s life.

“We get thousands of cleaning-type
questions every month on our phone lines,”
said Damon Jones, a spokesman for Cincin-
nati-based Procter & Gamble. “We turned
to the Web to help answer people’s ques-
tions.” Petopia of San Francisco declined to
comment for this article.

“Qur clients are business-to-consumer
enterprises that want to personalize the
user’s experience on the Internet,” said Dr.
Barbara Hayes-Roth, who founded Red-
wood City, Calif.-based Extempo in 1995.

The company has created about a
dozen characters besides Mr. Clean and
Virtual Jack, including a Santa character
that appeared on the sites of Japan-based
Sega and Fairfield, Calif.-based Jelly

Belly last December.

Visitors to Petopia’s
site click on the Virtual
Jack character on the
homepage to play with
the dog. Jack barks, rolls
over, fetches and en-
gages in other animated
behavior.

Users can type in
their questions and
get answers from Jack,
who also guides visitors
to interesting areas on
the site. The dog’s com-
ments are audible and
visible in a cartoon balloon. In addition,
Jack gathers information, such as how
many pets a visitor has, for use in permis-
sion marketing.

Visitors to the Mr. Clean site are greet-
ed by the familiar figure himself, speaking
in a low, sexy voice. Mr. Clean acts as
something of a search engine, displaying
URLs of various Procter & Gamble and
outside sites in answers to questions. Like
Virtual Jack, Mr. Clean asks for informa-
tion from visitors after he has answered
their questions.

Petopia’s Virtual Jack has a counter-
part at the rival Pets.com site, the Sock

Casting Site Showcases Talent

BY ERIK GRUENWEDEL—In a bid to hype its new
Internet casting site, IAM.com has chosen
eight winners from an online talent search to
appear in its $1 million TV spot during the
Academy Awards on March 26. The 90-second
spot, directed by Spike Lee, premieres March
21 at the New York and Santa Monica, Calif.-
based company’s Hollywood launch party.
Designed as a business-to-business des-
tination linking aspiring dancers, musi-
cians, singers, models and actors with cast-
ing professionals, managers, agents and
video production companies, IAM.com fea-
tures e-mail, chat rooms, bulletin boards,
advice columns and tutorials, said Edward
Menicheschi, chief marketing officer.

“We feel the Internet allows us to medi-
ate [the entertainment] market more effi-
ciently,” he said. “We think this is an under-
served market.” He envisions sponsorships
with fashion, cosmetics, mainstream mar-
keters and computer companies, adding,
“We’re not just a pure banner play site.”

For a one-time $75 fee and $9.95 a month,
members can create secured digital portfo-
lios with photos, a video, bio and more. Indus-
try professionals can search the site free to
find talent. IAM.com does not serve as an
agent, manager or financial intermediary.
“There is a system [of agents and manage-
ment] in place that already works,” Menich-
eschi said. “We put buyers and sellers together
in a neutral setting.” He claimed the site,
which launched last week, has 5,000 members.

With $35 million in funding, the 72-
employee company has launched a media
blitz including print, online and TV, spear-
headed by Gardner-Nelson Project, New
York. An 8-to-10 city tour is in the works as
well. Branding partners include New York-
based Razorfish for identity and user inter-
face design; Freestyle Interactive, San
Francisco, for banner ads; iballs, New York,
for online media; and Carat Media, New
York, and Solomon Strategic, New York, for
brand analysis. B

70 Mediaweek March 13, 2000 www.mediaweek.com

The familiar face of Mr. Clean now comes to life at a
Procter & Gamble site showcasing the commercial icon.

Puppet, which was created by a freelance
puppeteer. Although the character is
quite well-known, having been featured
in national Pets.com ads and interviewed
on Nightline and Good Morning America,
the Sock Puppet is not animated and does
not interact with users in real time. Will
it be a dogfight between the two, or is
there room on the Internet for two pet
avatars?

Extempo’s Hayes-Roth said there’s
definitely room for both, in her opinion. “I
believe eventually every site on the Inter-
net will have interactive characters,” she
said. ®

Boo.com Adds
Low-Speed Option

BY ANN MACK—To remedy problems such as
site slowness and inaccessibility, boo.com,
the global e-commerce fashion network,
unveiled two versions of its site this month.

By offering high- and low-bandwidth
versions, boo.com hopes to improve acces-
sibility without sacrificing the cutting-edge
technology the site prides itself on, said
Ernst Malmsten, co-founder and CEO.

The high-bandwidth or “hi-fi” model
replicates the original with its Flash and
3-D technology and spin and zoom tools,
which enable consumers to view every
angle of the urban sports gear close up. As
technology evolves, boo.com will continue
to add to the hi-fi version.

The simpler, “low-fi” version has the look
and feel of the original boo.com site, minus
the bells and whistles. “It’s like black and
white TV versus color TV,” said Malmsten.

‘When users log on, they’re advised which
option to pick based on their modem speed. B




ANNOU‘NCING
N

A ONE-DAY TRAINING SEMINAR
APRIL 24, 2000 at the Marriott Marquis, Broadway at 46th Street, New York City

M (‘ LAREDO GROUP

PRESENT

Television

Sell MORE advertising MORE effectively to the

rapidly growing companies on the World
Wide Web — the E-Brands!

Cable
E-Brands, the companies that use the

Internet to conduct business, are a
new and often very different breed of
company. They're spending billions
on advertising to build their sites and
brands, but do you know enough
about them?

Radio

Magazines

Learn what makes them tick, and how to
prospect, sell and service E-Brands so that

your media company can take optimum advantage
Outdoor Advertising of this huge new source of business.

Newspapers

For registration information visit our website at WWW.ADWEEK.COM/ADWEEKCONF/ or call 888.536.8536
For sponsorship information call CG at 212.536.6585



Qr

ThirdAge, E-centives Join
To Offer Digital Discounts

BY ANN M. MACK—Bethesda, Md.-based e-cen-
tives, a direct marketing company that
delivers personalized electronic incentives
to consumers, today announced a partner-
ship with ThirdAge, a Web destination for
baby boomers. The two-year deal integrates
e-centives’ digital discounts into the San
Francisco-based ThirdAge site.

e-tailer eToys and Emeryville, Calif. online
pet source Petstore.com. In exchange, sub-
seribers provide e-centives with information
about their purchasing decisions.

The ThirdAge partnership represents
e-centives’ move from the horizontal to verti-
cal online community. “We started at portals,”
said Dadi Akhavan, e-centives president and

In return, ThirdAge can
offer the digital couponing
service to its members.
“Members will get targeted
deals, discounts and oppor-
tunities that are automati-
cally created when they
sign up,” said Bryan Pre-
ston, director of strategic
alliances for ThirdAge.

In addition, the three-
year-old site can use e-cen-
tives to craft unique pro-
motions with its own merchants, creating a
potential commerce-driven revenue source
beyond existing advertising. “It will be
more than just a banner buy,” Preston said.

E-centives pairs a pool of more than 100
merchants with a list of qualified buyers.
Customers who sign up for the service
receive lifestyle-specific online offers, deals,
or digital or printable coupons from mer-
chants, such as Santa Monica, Calif. toy

bits
New-York based MTVi Group, a music con-
tent company featuring mtv.com, vhi.com
and SonicNet.com has acquired Mischief
New Media, a Web design
and content creation firm,
also New York, and its
MusicStation.com network
of music Web sites. The agreement wili
allow MTVi to integrate Mischief's
MusicStation.com network content and
technology into SonicNet.com and MTVi
sites around the world.

R igioe

Austin, Texas-based online creative ser-
vices marketplace US Creative today will
cybercast a live debate between insiders
from the entertainment and internet indus-
tries on the subject of convergence at
www.webcast.uscreative.com. Visitors can
watch the panel, as well as participate in
discussion forums and message boards.
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ThlrdAge is e-centives’ newest partner.

co-founder. “Now people go
to more targeted sites
geared to their interests.”

Starting last summer
with its agreement with
ZDNet, a San Francisco
technology site, e-centives
has tried to partner with
other leading niche sites, in
an attempt to eapture seri-
ous cyber-shoppers. The
niche agreements will build
on e-centives’ partnerships
with more general sites, such as portal
Excite, Redwood City, Calif.

E-centives hopes to entice ThirdAge’s
audience, an over-40 crowd with expend-
able income. E-centives takes home about
1 cent to 2 1/2 cents per incentive delivered.

Because this group spends so much time
online, said Preston, “anything we can do
to get more targeted information to them
is of value.” m

Leading Web Advertisers, the New York-
based Web tracking solutions company,
today announced a new ad-monitoring
service, New To the Web, a competitive
intelligence product that scans more
than 840 top Web sites and 27,000
unique URLs to identify, classify and
report on new Internet ads as they
debut each day.

Pasadena, Calif.-based online market-
place GoTo.com has agreed to acquire
AuctionRover.com. GoTo.com will
exchange 3.47 million
shares of stock for
ownership of the Research
Triangle Park, N.C.-based
|— AuctionRover.com. The
purchase will allow GoTo.com to carry
listings from more than 50 other major
auction sites including eBay, Yahoo!
Auctions and Amazon Auctions. The
transaction is expected to close in April.
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movers

TIS Worldwide, New York, has appointed
creative design expert Ken Eskenazi as the
West Coast creative director of
its interactive marketing and
design division, TIS Interactive
Studios. Eskenazi most recently
worked as a consultant for
agencies and corporate clients such as
mySMART.com, Roxbury Capital Manage-
ment and Wells Fargo ... Convergys Corp.,
Cincinnati, a provider of integrated billing
and customer care for communications com-
panies, has appointed James P. Boyce as
president of its Internet Solutions Business
Unit. Boyce comes from consumer goods
company Procter & Gambte, also Cincinnati,
where he was vice president of global cus-
tomer business development ... Perksat-
work.com, a San Francisco-based provider of
employee portals, has announced that
y Michael Howse has joined the
company as vice president of
4 marketing. Prior to coming to
\ perksatwork.com, Howse
served as senior vice presi-
dent of worldwide marketing at 3-D graph-
ics and gaming company 3dfx Interactive,
San Jose, Calif. ... BestSelections.com,
New York, a luxury shopping site, has
appointed Brad Wolfer as vice president of
operations. Wolfer recently joined BestSe-
lections.com after working at Bally North
America, a division of Bally Switzerland,
where he was vice president, retail.

Intertainer Unveils
Redesighed Web Site

BY ERIK GRUENWEDEL—Looking to promote
its on-demand broadband network, Culver
City, Calif.-based Intertainer today
launched its redesigned Web site. Created
by Los Angeles-based Xceed, the site will
serve as Intertainer’s information, registra-
tion and online demonstration source.

Founded in 1996, Intertainer offers a cat-
alog of movies, music, TV and home shopping
to users via PCs with DSL or cable modems
or through TVs with digital cable service.

Following technical and consumer trials,
Intertainer this month will begin targeting
advertising based on demographic profiles,
according to Lauren de la Fuente, senior
vice president of marketing. Proprietary
software transcribes user’s viewing, buying
and listening habits to specific advertisers.

De la Fuente said interactive marketing via
TV or PC is the perfect solution for an increas-
ing multi-tasking populace. “There will always
be the [TV] couch experience,” she said. “Now,
there’s the desktop experience.” m



Los Angeles Convention Center

Los Angeles, CA

Conference:

Exhibits:

The world’s largest event dedicated to
e-business and internet technology.

For online registration savings:
Visit www.internet.com/registerspring

To request a brochure:
Call 1-800-500-1959 or e-mail siwprogram@iw.com

To exhibit:
Call 203-341-2884 or e-mail twalsh@iw.com

April 3-7, 2000
April 5-7, 2000

THE SEVENTH ANNUAL
SPRING

Intemet

=

S

World 2000

www.internet.com

Don’t miss

the ADWEEK Forum
at Spring Internet World 2000
Mon., April 3 - Tues., April 4

o es

PROCUCED BY
[enton

OFFICIAL SPONSOR

%NTERNET

il 1 1
MED A SPONSORS

‘internetfNY
boarawatch

COR?0RATE SPONSORS

intel. ¢

NET™ORK BY

s@@

Code: S87




You depend on our

week...
now rely on our

ol ]

:

'fi‘ii!‘}'é[!

S A S2mil Sem-l]if;

' NDC sa cshing v el poice o finsle somen

The perfect combination of

i These “must have” references
News and Information Resources for

are a unique resource for any-
one seeking facts and data on
Agencies, Brand Marketers,
Traditional Media and Interactive Media.
Expertly organized, they provide a wide range of indispensable information for
advertising, marketing and media professionals...including more than 100,000
personnel listings at over 20,000 companies. Whatever your responsibilities,
having these directories at your fingertips, gives you the reference information
neeeded to get the job done quickly and accurately. The 2000 editions have
Just come off the press. Don’t work with out-of-date sources, order your
current Adweek, Brandweek, Mediaweek and 1Q Directories today!

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

Advertising, Marketing and Media
Professionals




BRANDWEEK Directory

SUNBEAM BAKERY PRODUCTS £

Quality Bakers of America, Inc.

70 Riverdale Ave.

Greenwich, CT 06831-5030
(203) 531-7100 (203) 532-

Fax: {203) 531-1406

E-Mail: morano@gba.com

http://www.gba.com
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Agency/Contact, Key Personnel dvertising Agency/Contac)
Advertising & Communicaf
Greenwich, CT (203) 532-3244
Morano, Vice Pres.
Additional Advertising Agencies|
Calvert & Co., Upper Montclair, §
(973) 783-0600 . . . Dale Calvej
Dewitt Media, Inc., New York,

MEDIAWEEK Directory

Entrepreneur Magazine
Entrepreneur Media, Inc.
2392 Morse Ave.
Irvine, CA 92614
(949) 261-2325

Fax: (949)752-1180

E-Mail: emmag@emrepreneurmag ¢

URL: hupts
Frequency; Address, Telephone, Fax, Format,

Total Circal Demographics, Representation, Circulation,

Personnel, Rates and more for...Radio,
%‘(’l‘%‘e C;’g Broadcast TV, Cable TV, Daily Newspapers,
-y Magazines and Out-of-Home /

small busines
Target Readership: Small businessf

Sr. Vice Pres./Grp. Pub. . . . Gordog

\‘] 1 . (212) 545-0120 . . . Bob Floodf§ Assoc.Pub........ ... ...
ADWEEK Director Yy L ? Editorial Dir.... ... ........
Key Personnel: Vice Pres., Opns. .. ...........
Pasa—tiodes ... » Ad.Prodn. Mgr...............
Eric Mower and Associates ; Ady. Coord. Lgugsniz sindpguia ;\_
360 Delaware Ave. Mktg. Mgr. ...l 4
Buffalo, NY 14202
Phone: (716) 842-2233 Rates:
Fax: (716) 842-6676 (Eff. 03/01/99) 1x

1PGBW  $37,610 ,
1PG2C  $45110 S&
1PG4C  $504am™™

E-Mail: first initial last name @mower.coy
URL:  hup:/fwww.mower.com ]
Type Of Organization: Full Service Advel
Agency, Public Relations Firm
Ultimate Parent Company/Headquartef
Eric Mower and Associates
Syracuse, NY
(315) 466-1000
Services Offered: Business-to-Business,
*Consumer Advertising, Creative, Direc
Marketing, Media Buying/Placement/Pl
Public Relations, Sales Promotion,
rnet Services, Event 4
keting, Out-of-Honf
gic Planning/Markf
nications, Producti
motive, Entertai
.Banks/_Savings 4
/.Chains

1Q Directory

Deja.com, Inc.

9430 Research Blvd., Bldg. 2, Ste. 300
Austin, TX 78759

(512) 343-6397

Address, Telephone, x: (512) 502-8889

Fax,E-mail Address, URL, [Mail: sales@deja.cqm
Key Personnel, Services L: http://wwww.deja.com

: : : stablished: 1995 Employees Thi§
Provided, Ad Sprec1ﬁcat10ns, tions: Consultant (Internet Marketing)

Accounts, Strategic alliances, [ce,

Company Profile under/Vice Pres., Technology Opns. St&
EO Tom Phillips

Vice Pres., Mktg. David Wilson

Mktg. Mgr. Tempy Evans-Munoz (512)

Sales Consultant Ben Friedman (212

Sales Rep. Chris Santa Ana  (212) 44

Interactive Marketing Contact: Tempy Exb

Call 1 —800—468—2395 to Order Company Profile: Deja.com is the world

discussion forums, providing access to thqg

Agency Name, Address,
Telephone, Fax, E-mail, URL,
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Annual Billings, Billings by
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Major Accounts/Clients

yorTrooerr<dble TV - $891,130, RE
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Publications - $1,038,411, Trade P
$274,104, Direct Markctmg $7
Collateral - $3,843,904, Othg
(Pub. Rel./Sales Prossss

1997 Fee Incompe

2000 Adweek Directory - $340 Internet users. We enable marketers to reg

. Y advertising and commerce programs.

2000 Brandweek Directory - $340 Strategic Alliances: America Online; Bell
. . Lycos; Microsoft; Open Text; Web Crawle

2000 Mediaweek Directory - $340 Web Site Developed By: In-House. £

Any 2 Above - $550  Any 3 Above - $695 Web Advertising Accepted: Yes. _ Spf

For Ad Placement Contact: Ben F
2000 IQ Directory - $315

Rate Base: CPM HLts
On the Web at Adweek.Com/Directories b
( Outside the U.S. call 732-363-5679 )
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hat do you do for an encore when
Wyou’ve attracted $9 million in ven-
ture capital, garnered coverage in
major dailies coast to coast and won kudos
from the Harvard Business School Club of
New York? If you’re Pasadena, Calif.-based
drDrew.com, an upstart lifestyle media
company, you give away 1 million condoms.
The prophylactic promo, which began
Feb. 4, offers three condoms to anybody
over the age of 16 who registers on the site.
No doubt intended to increase traffic to the
site, which currently has a registered user
base of 100,000 15-to-25-year-olds, the give-
away is also sure to generate controversy.
That’s nothing new for drDrew.com.
Since its October launch, it has attracted a
fair amount of comment from the likes of
the Los Angeles Times, the San Francisco
Chronicle and the Wall Street Journal.
The site features the usual chat rooms,

Plain
Talk

DrDrew.com doesn’t shy away from sex,
drugs or controversy. By Erik Gruenwedel

Pinsky strives to communicate
with teenagers on their terms.
“Young people don’t want to hear
about health information from a man
in a white coat,” says the graduate of
the University of Southern California’s med-
ical school. “To get through to teens, you have
to meet them on their turf.”

Music and TV celebrities such as ex-
Motley Crue drummer Tommy Lee, rap-
pers Warren G and B-Real, and comedian
Andy Dick have appeared on the site as
peer counselors. “If you look at the
strongest modalities for delivering informa-
tion to young people, it’s through musie,
humor and peers,” Pinsky points out.

‘While Pinsky’s approach has gained him a
teen following, it also has attracted criticism.
In the March issue of Family PC, for instance,
readers ranked drDrew.com last in a list of e-
does. Calling the content “pop medicine,” one

“To get through to teens, you
have to meet them on their turf.”
—Dr. Drew Pinsky, drDrew.com

polls, forums, buddy lists, newsletters and
Q&As. What sets it apart from similar
youth-oriented fare is Dr. Drew Pinsky, a
41-year-old board-certified internist and co-
host of the nationally syndicated Loveline
radio and MTV shows who’s renowned for
his nonjudgmental attitude and frank dis-
cussion of sex, drugs and other teen topics.

mother accused drDrew.com of “a veiled
approval of drug use and premarital sex.”

“They did not read the site,” bristles
Pinsky in response. “Everything in there is
about not having sex.” Distributing con-
doms along with information on abstinence,
pregnancy and STDs gives young people
options, he maintains.
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The man behind the site: Dr. Drew Pinsky of
drDrew.com, a teen-oriented site noted for its
frank approach to controversial topics.

“If two people are in a committed, long-
term relationship, physical intimacy is nor-
mal and healthy,” he says. “Teenagers com-
pulsively acting out sexually to feel bet-
ter—that’s unhealthy. And I sure hope
they’re using condoms.”

Pinsky, who is married and the father of
T-year-old triplets, acknowledges that the
Internet can be misused. He believes it
“will never be a medium for treatment,”
since “you must have your hands on a
patient in order to ethically treat them.”

DrDrew.com has an e-commerce alliance
with online drugstore More.com. Advertising
partners Yahoo!, GlaxoWellcome, MTV.com,
Egreetings.com., Yack.com and MXG.com, to
name a few, have generated about $600,000 in
revenue. The company hired Kristine
Schiller, former head of West Coast sales for
E! Entertainment in Los Angeles, as senior
vice president of sales last month to spear-
head revenue possibilities.

Other recent additions to the 41-employ-
ee staff include senior vice president of
marketing Heidi Sinclair, former CEO of
BrandXMedia, an Internet/TV content
company in Beverly Hills, Calif., and vice
president of business development Dan
Sheehy, formerly a vice president with
Disney’s GO.com network, Burbank, Calif.

A West Coast ad agency search will com-
mence this month. The P.R. agency of record
is Rogers & Cowan of Los Angeles. B
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Royalty-free Stock Photography
Produces a Slew of Copycat Banners

Problems?

Click here for fast solutions!

Client: Upland Mortgage, www.uplandmortgage.com. Delivered 1.1 million impressions.

Find out -- take the
instant allergy challenge!

Web Based |
H:hoiOfﬁce“ ﬁmﬁesf
Mymk!ywz' Service
30 Day Free Trial

The Wornan of

Business. ..

C'bQI'MIX systems .
powered by Athlon~ punuon'

You lead a busy life,
who has time for diarrhea?

Client: McNeil-PPC for Imodium, www.imodium.com. Delivered 53,000 impressions.

Client: Coyote Point, www.coyotepoint.com. Delivered 22,000 impressions.

AdRelevance from Media Metrix provides advertisers, agencies and publishers with marketing

intelligence about when, where and how competitors—and potential clients—are advertising on the Web.

AdRelevance helps Web publishers generate advertising sales leads in real time, while advertising AdRelevance
agencies and Web marketers can track competitors” web advertising placements, expenditures and megia ( (}") P T iafaer E xIcoRn ey
creative. For a free demo of AdRelevance call (877) 844-5083, or visit the Web site at adrelevance.com etrix”
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espite the steady decline of click-
Dthrough rates, plain-vanilla banner
ads continue to dominate the online adver-
tising landscape. According to Web meas-
urement and research firm AdRelevance,
an average of 6,000 new banners are
introduced each week.

In the past year, a number of banner
ads featuring the same attractive,
unnamed woman began appearing in ads
hawking everything from network servers
to diarrhea medicine. The model’s image
came from royalty-free stock photography.

“This woman in particular we've seen
s0 many times. It's insane,” said Marc
Ryan, director of media research at
AdRelevance. “And these aren’t even all
of the ads, these are just the ones that
we've come across.”

Ryan said that the relatively low cost
and ease of using stock photos has
enabled ad shops to churn out ad after ad,
often with the same image.

In fact, this model has appeared in
more than 17 million ad impressions since
July. So what can advertisers do to curtail
repetition and help their banners rise
above the crowd of look-alike ads?

“The challenge for advertisers is to
use royalty-free stock photography in a
way that makes it as unique as possible,”

cautioned Ryan.—Kipp Cheng
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CULTURE TRENDS

MTV’s
BUZZWORTHY

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

Week of 3/6/00

Artist/Group: Pink
Song/Video: "There U Go"
Director: David Myers

This fuchsia bombshell is about to
blow the spot up. Sending the
warning that she is not one to be
messed with in her debut video
“There U Go”, Pink is LaFaces
latest rising star. Her self-titled
album, due out in March, contains
a medley of musical influences -
from Mary J. Blige to Fleetwood,
as witnessed on the possible seec-
ond single, “Players”.

Artist/Group: Incubus

Song/Video: “Pardon Me”
Director: Steven Murashige

This five-member band from
Calabasas, California has finally
made a mark with this video off
their recently released album,
Make Yourself. Not new to the
music scene, Incubus started out
as a garage band back in 1991,
and moved up through the ranks
te eventually release their first
full-length record, S.C.I.LE.N.C.E.
in 1997. Their newest offering
blends funk and alternative metal,
with a little rap/rock thrown in
for good measure.

©2000 MTV

The Hollywood Reporter’s Box Office

For weekend ending March 6, 2000

This Last 3-Day Days Total
Week  Week Picture Weekend Gross In Release  Gross Sale
1 1 The Whole Nine Yards 7,174,183 17 38,334,645
2 New  The Next Best Thing 5,870,387 3 5,870,387
3 53 My Dog Skip 5,863,545 54 6,585,669
4 New  Drowning Mona 5,802,229 3 5,802,229
5 5 Pitch Black 5,066,884 17 29,707,222
6 2 Snow Day 4,804,112 24 49,014,953
7 3 Reindeer Games 4,757,095 10 15,081,249
8 7 Wonder Boys 4,053,266 12 11,732,006
9 9 American Beauty 4,030,713 173 93,014,479
10 10 The Cider House Rules 4,018,764 87 37,220,816
11 4 Hanging Up 3,705,778 17 31,460,628
12 New 3 Strikes 3,684,704 5 4,575,673
13 6 The Tigger Movie 3,618,729 24 35,518,139
14 New  What Planet Are You From? 3,008,746 3 3,008,746
15 8 Scream 3 2,864,360 31 82,153,193
16 12 Boiler Room 1,773,738 17 13,735,383
17 11 The Beach 1,619,130 24 36,909,604
18 14 Fantasia 2000 1,454,519 65 28,932,220
19 15 The Sixth Sense 1,193,004 213 285,519,660
20 13 The Green Mile 1,086,469 87 132,666,530
21 17 Next Friday 553,741 54 54,999,547
22 16 The Hurricane 500,650 68 49,013,271
23 25 Boys Don’t Cry 436,326 150 5,407,452
24 18 Stuart Little 428,152 80 136,858,306
25 19 Galaxy Quest 404,514 72 69,586,306
26 21 Toy Story 2 262,753 108 241,003,665
27 23 Topsy Turvy 250,892 82 4,927,809
28 26 Deuce Bigelow: Male Gigolo 237,584 87 64,828,170
29 22 Angela’s Ashes 225,236 72 12,315,064
30 27 Mysteries of Egypt 221,045 643 30,054,285
31 20 The Insider 215,397 » 122 27,947,014
32 24 The Talented Mr. Ripley 210,407 72 80,252,397
33 29 All About My Mother 180,782 108 6,232,702
34 New  Ghost Dog 166,344 3 166,344
35 49 Any Given Sunday 162,031 75 75,168,700

©2000 The Hollywood Reporter
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Week of 8/6/00

[MTV U.S.

Artist

1, Filter

2. Blaque

3. Eve

4.Red Hot Chili Peppers

5. Madonna

[MTV Europe

Artist

1. Blink 182

2.Red Hot Chili Peppers
3. Lene Marlin

4, Shania Twain

5. Britney Spears

MTV Asia

Artist

1. Boyzone

2. 98 Degrees

3. Christina Aguilera
4. Britney Spears

5. Corrs

MTV Australia

Artist

1. Macy Gray

2. Madonna

3. All Saints

4. Mandy Moore
5. Eiffel 65

©2000 MTV

MTV Around
the World

Title

Take a Picture
Bring It All To Me
Love is Blind
Otherside

American Pie

Title

All the Small Things
Otherside

Where I'm Headed
I Feel Like a Woman
..Make You Happy

Title

Everyday I Love You
This Gift

What a Girl Wants
...Make You Happy
Radio

Title

ITry
American Pie
Pure Shores
Candy

Move Your Body

Billboard Top R&B/Hip-Hop Albums

Compiled from a national sample of retail store sales.

This Last Wks on

Week Week Chart Artist Album

1 1 15 Dr. Dre Dr. Dre - 2001

2 4 11 DMX And Then There Was X
3 1 6 D’Angelo Voodoo

4 3 13 Sisqo Unleash the Dragon
5 5 6 Jagged Edge J.E. Heartbreak

6 7 9 Jay-Z Vol. 3 - Life & Times...
7 10 4 Snoop Dogg & tha Eastsidaz ~ Snoop Dogg Presents...
8 9 5 The Lox We Are the Streets
9 20 31 Macy Gray On How Life Is

10 8 2 Trick Daddy Book of Thugs

©2000 Billboard/SoundScan, Inc.

Billboard Top Country Albums

Compiled from a national sample of retail store sales.

This Last Wks on

Week  Week  Chart Artist Album

1 1 26 Dixie Chicks Fly

2 2 16 Faith Hill Breathe

3 3 121 Shania Twain Come On Over

4 4 39 Lonestar Lonely Grill

5 7 109 Dixie Chicks Wide Open Spaces
6 5 43 Tim McGraw A Place in the Sun
7 8 42 SheDaisy The Whole Shebang
8 6 7 Mark Wills Permanently

9 11 102 Jo Dee Messina I'm Alright

10 10 18 Alan Jackson Under the Influence

©2000 Billboard/SoundScan, Inc.
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INVision

GRAPHICS

IMVISION GRAPHICS offers the
most creative and dynamic graphic
concepts from start to finish.
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m) WEB DESIGN
mm) COMPANY PRESENCE
mm) CAMERA READY ART
m) ADVERTISING

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

n ‘ Call us today for
What's |

our special

Your golf balls,

our compressed golf towel.
ALL _.INTHIS TINY TUBE!

Wheels America
Advertising is
America’ s #1

+ Ilmprinted high quality velonr towel. source for o | advertising rates!

+ Minimum only [ 50 pieces. | Backlit Mobile d ‘ Call STEVE At: 718-544-7670 ||
Advertising! www.invisiongraphics.com
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EAST SERVICES & RESOURCES

{7 AUDIO ON HOLD

CALL CENTER

CREATIVE

|AUDIO PRODUCTION

FLASHPOINT "
-1 S

T u D 1 o

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

¢) VOICE MAIL MESSAGES
Top voice talent for your
voice mail prompts create a
highly professional image.

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

BRANDING

NAME-IT: -Expert creative naming of your
client's new company, product or slogan.
www.nameit.com (800) 511-1520

Rock-Solid branding, beginning with naming,
begins with LaROCCA GROUP. 914-876-1550

BUSINESS SERVICES

_— - —

] Write, Design, Print, Translate

| Specializing in pre-press
production and high volume

\ book printing. All services
trom concept to delivery.

> 6304 Wilshire Blvd. 1200

Los Angeles. CA 90048

1-800-549-6646

p U Bl S HIN G WWw.HIarspub.com

IR i

COMMERCIAL PRODUCTION

8 865-6970
creativeeproductionemedia

- COMPUTER SOFTWARE

—_—

-

Ll
ﬂ“i

If you had
Clients & Profits,
your client would have
that invoice by now.

Imagine: Invoices that write them-
selves. Or unbilled costs invoiced
automatically. For one job or all jobs.
All without retyping. Laser quality
on your letterhead. No billing sys-
tem is more flexible. Mac & Win-
dows. Available today. Demo $45.

800 272-4488

www.clientsandprofits.com

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

|
|

ADVERTISING o

inbound telemarketing solutions \
in New York City.

Push the right buttons. D. Grider 212.213.5333

CREATIVE SERVICES

EMERGENCY

COMPUTER SOFTWARE

CREATIVE

COPYWRITING

1#’s not just accounting anymore

600 Monkeys & Adman
Systern planning, set-up & training
Over 16 years in ad agency finance
Steven Cass 518-581-9232.

VISIT ADMAN - >www.admanweb.com

Hit a creative wall?
Need extra concepts
| for your back pocket?
Killer headlines,
concepts, themes -
‘ on your desk in 24 hours.
Same day service
available. All media.

| WRITEIT A LITTLE SMARTER,

A LITTLE FASTER.

10 years of award-winning experience
in all media in all product categories.
On time. On strategy. On the money.

CONCEPTS & COPY (212) 759 +8028
www.adcrobatics.com -
WRITING THAT SELLS
COPY, /CREATWE Business building ideas. Copy that gets results.

HEAVY CREATIVE"

An executive copywriter from Y&R,
an executive art director from DDB,
all the awards and, best of all,
now you can afford us.
Before you think twice, call once.

212.769-4545

No egos, no baggage.
Flat rates. Ask for
Charlie or Steve.

Sales Literature, PR, & Corp. Communications.
Nanci Panuccio 212.688.5936

610-642-6666

email: LeftFieldNow®aol.com

HOT COPY, COOKED TO ORDER...
Hungry? Call me ... | deliver!
212.254.9311 ‘

www.joanweb.com

creative, strategic ADS

BROCHURES, etc.’
212 348 - 9181

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

NYC DIRECT RESPONSE EXPERTS
1 www.Robinsondirect.com.
Phone: 212-245-6368
Clients: Amer. Express, Newsweek,
BusinessWeek, Conde Nast....more.

One Free Trial Day.
If award-winning writer genius likes your

project, you get a free day. 718-638-1938 www.adcrobatics.com

COPYWRITING

CREATIVE FREELANCERS

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

You don’t need a full-time
copywriter. I don’t need a
Jull-time job.

All Media. Impressive Clients.
Excellent References.

Sharon Macey  203.454.4771

COPY IN LIMBO?

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

Quick turnaround.

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

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

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

GET WORK,GET PAID.
GET WORK,GET PAID.
GET WORK,GET PAID.

Register to work with The Creative Group. As one of our
associates, you can enjoy all the benefits of the freelance lifestyle
with none of the headaches. Get paid on time every week you're on
assignment because we take care of client billing and collection.
Because we are the premier specialized staffing service for the
marketing and advertising community, The Creative Group also
consistently offers a range of rewarding opportunities.

art directors / copywriters / graphic designers / web designers
account managers / marketing managers / traffic managers
Contact The Creative Group today.

888.846.1668 « creativegroup.com

t ( THE CREATIVE GROUP

MARKETING & ADVERTISING PROFESSIONALS

© The Creative Group. EOE

l Use ADWEEK MAGAZINES to get National Exposure W

N
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EMPLOYMENT SERVICES

———— AD WOES
HEY JIM, ROW'S T GOING7
A —

WELL, AUTHOUGH 1 LIKE
WORKING HERE ,

| DONT FEEL LIKE
. | GET ANY RESPECT, /-
L ]

VTHINK
INEED TO LOOK
FOR ANOTHER
Jo’.

ADVERTISING & MARKETING
CAREER SPECIALISTS

Contact us today to arrange a confidential consultation. It's as easy as faxing us your resume. Our advertising and marketing career specialists
are trained to successfully guide ad professionals through the network of job choices and opportunities. No applicant fee. Aftiated vtk Ad Tomps, . BOE

NEW YORK - 29 W. 46th St., 6th Floor, New York, NY 10036 - (212) 840-7767 fax: (212) 840-9040 email: adpros@earthlink.net
ﬂ"] I}R[' CHICAGO - 311 W. Superior, Suite 500, Chicago, IL 60610 - Toll Free | (888) AD HIRE I, (312) 751-0090 fax: (312) 751-0089 email: adpros@adtemps.com
. OAK BROOK - 1100 Jorie Blvd., Oak Brook, IL 60523 - (630) 571-9900 fax: (630) 571-9930

We're ' Creatmg Legendary Matcl:es i1 the we 1’IdS of Adv Adve; ertising & Marketmg,,

° H
our Svecialty, Tell us yours,, Cony’ ident 5
orke net
We are actively assisting Account Planners, Strategic Planners, Account Directors, Management Supervisors, Account Supervisors, Account Executives, CEQs, COOs, EVPs, VPs, ECDs,
Media Directors / Supervisors / Planners / Buyers, Art Directors, Copywriters, Research Managers, Research Analysts, Recruiters, etc...Visit us at www.vipnetwork.net or call 800.879.4524

DISPLAYS & EXHIBITS INSURANCE MEDIA BUYING &
PLANNING SERVICES

WINTER 2000 ARE YOU PAYING

TRADE SHOW CALENDAR TOO MUCH FOR ‘ OUT_OF_HOME
wWww.abex.com : |
s+ oy (ISRt Il MEDIA/MARKETING

We specialize in insurance for

advertising & media firms. ’
Our rates are the most

competitive in the industry!

New York Intl. Gift Fair ‘
New York NY e January

Full service

I\

R .
Intl. Housewares Show ®  Advertiser's Professional Liability Planning
y () ‘ Chicago IL ® January ®  property & Liability Coverage * Proposals
' ® |ife & Disability Insurance * Negotiating
! ®  Group Health, Dental, & Pensions ,
S .TheGSuze(r:thW ® jomeowners, Auto, Jewelry & fur ’ ContraCt|ng
( po/r\ttllngt (:??As E rbs Assoc.) ® Coverage for Freelancers too! * Production
anta GA * February o
Call for a quotation with no obligation. * One invoice
PGA Merchandise Show Adam \I'zolfson, CIC @ 212-370-3900 * One payment
A 3 is & Inc. . .
Orlando FL * February goold K- Hayis & Company. loc * Market Rides/Audits
MEDIA BUYING &
MAGIC/WWD
m Las Vegas NV e March PLANNING SERVICES
Best of Show. PARAGON MEDIA (212) 704-9965 (ext. 235) WI LKI N S
Call for our free catalog All media, including the web. Sefling on the web? MEDIA COMPANY

of exhibit ideas. We'll show you how to reach your customers.
Email mgross@paragonmedia.com ‘
Visit our website at www.paragonmedia.com

www WilkinsMedialompany com

FILM/VIDEO MARKETING A SeDgCles | inowoncon
PRODUCTION =} *provide yourclier‘::s improvedon:edia service
— FORTUNE 500 & NICHE MARKETING " e : /
I e rte
GLENN ROLAND FILMS 310-475-0937 projects, category mgt, promotions, research. MEDIA FIRST INTERNATIONAL  INC (I0)373-9106 (91) 637-6099
: Call Cheryl Paul (302) 762-8202 N VoTCT T aTE TRz X 235 | o,
JINGLES ‘ Boston-617-927-0202 (710) S0 1818
MEDIA BUYING & Minneapolis-612-630-1102 X 1 !
JINGLES, RADIO PRODUCTION PLANNING SERVICES — — Baltimore S1. Louis
Producer/Writer with 32 track studio Classified Advertising ‘ !
Trackrecord/affordable 212-941-5857 | EXPERT PLANS & BUYS.......... 908-470-1221 | 1-800-7-ADWEEK (IIO) 203-1900 (Wi) 039-1022

* * * REACH YOUR AD COMMUNITY WITH ADWEEK MAGAZINES * * %
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PRINTING | RADIO PRODUCTION
OUT OF HOME LITHO M 7{ You like me!
TRANSIT SIGNS - BUS, SUBWAY, AIRPORT, TAX! ¢ OUTDOOR & MALL POSTERS 4 BACKLIT i ; You rea" Iike me! .
st Louis, o Compton & Sons, Inc. sine 153 ay o

77" PRESS CAPACITY 800-325-1451  SHORT & LONG RUNS w H
Fax Specs For Quick Quote (314)991-4726 e ave
PRINTING | RADIO PRODUCTION Award

il  weLcomE With You? _
TO THE NEW Oh, come on. You know you love awards. 3
FRONTIER They're pretty. They're shiny. { ' _

‘ And they look good on your resumé.
We've won armloads for our clients
this year. And now it's your turn.
Call us with your next radio project.
| And let us have award with you.
Or maybe even a best of show.

| °

8§ Sarley, Bigg & Bedder
Radio at its best

I Phone 323-969-9767 Fax 323-969-9343 E-Mail SarleyBigg@aol.com

PROOFREADING [

EDITORIAL EXPRESS

|EXPERIENCED - FAST - PRECISE
Advertising - Collaterat
Catalogs - Annual Reports
Magazines - Manuals
Call: 508-697-6202
Fax: 508-697-7773

I

RADIO COMMERCIALS

HAIRY NAME.

HAPPENIN’ RADIO.

CHRI 8“ DICK AT

Humor - Music - LA Talent
Scripts - Casting - Production

BEARD BOY PRODUCTIONS

National rep: Pat O’'Hara
805-569-9112
- ‘ - - ¥/
e==dglll Ride The Online Trail We produce, you're the hero!
WWW.RADIO-RANCH.COM : o
The other guys charge a fortune See A New (GASP!) Vista You are a busy Creative/Marketing Director.
to cover the cost of their big space ads. Wi TV h test d d
Our Clio-winning Productions sound great, t00. PHONE: (323) 462-4966 ; 'e are 1V's hotlest roaio proaucer.
But when you hear our prices, . FAX: (323) 856-4311 Seinfeld, Frasier, Star Trek Voyager, Baywatch and you.
they sound unbelievable. Hollywood, California Together we can make great radio
800/789-RADIO . ; : '

Sounds almost too good to be true.

RADIO PRODUCTION

RADIO COMMERCIALS

Ll ==
RODUCTIONS —=—

¥ — MAL SHARPE — ‘ State-of-the- Art EnIerimnmenI Advertising and Promotion

0wy ure on e 81| The Original Man-on-the-Street Ph: Sam DiMaggio 323-851-2233 e-mail: sdimaggio@davisglick.com
AR, BUT NOW ON CD_dbuidn
S 1 L —

FREE CD
maltrom@aol.com

Good Radio Wins Awards.
Great Radio Gets Killed. |

Segments from Rhino, Warner Bros. 213CD
and Thirsty Ear Records

Vintage Coyle and Sharpe (1964)

t's Oink Ink’s 3rd Annual “Dead Radio” Contest.
Got some great radio sctipts the client killed? Send ‘em in. ;

Hidden Microphone Put-on of We'll produce the best entry, free. |
Three Jazz Legends and Much, Much More And you'll spend a weekend in NY or LA on us.
" & | OINK INK ‘ ) RADIO
RADIO COMMERCIALS | 800-776-OINK Fax: 212-697-6265
Call M.Morris www.oinkradio.com
No Wimpy Radio! 1-800-7-ADWEEK Deadline: April 15, 2000
(888) KR Sound ® www.kenrayzor.com |

For Classified Advertising Call M.Morris at 1-800-7-ADWEEK |
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RADIO PRODUCTION

RADIO PRODUCTION

Radio that will absolutely, positively
bring your product to life.

(Unless of course your product is dead things.)

bertberdisandco.com
anti=crap

Now, bringing TV to life.
Phone: 323-462-7261  Hollywood Fax: 323-462-3432

STOP ROAD RAGE.
BUY FUNNY RADIO SPOTS.

PLAMET
OQUTER

RADIO WRITING & PRODUCTION
(206)624-9700 www.outerplanetradio.com

RADIO MERCURY GOLD AWARD WINNER

SWEEPSTAKES

RADIO PRODUCTION )

Creative OnLine & Traditional Promotions
Go to www.cfacomp.com or Eric 888-371-3742

Hil
TV PRODUCTION

Phenomenai Film And Video Productions
‘ For Limited Budgets. 212-582-9600 or
Rad 10 AC tlve' visit us at www.richmanfilms.com
¢ om m er c i a s B
Get the CD. ‘ Reach your ad community in
(818) 503-4494 ADWEEK CLASSIFIED

RADIO PRODUCTION | RADIO PRODUCTION

Radioland |

OnHealth.com
Levi's
BigStar.com
Nike
Quicken.com
Coke
CareerPath.com
Adidas
Sparks.com
AT&T
Priceline.com

WADIO:
RADIO’S

TWIN.

www.wadio.com

LOS ANGELES: (323) 962-2506

NEW YORK: (212) 337-9800

PORTLAND: (503) 224-9288
www.radioland.com

We write and produce
radio commercials

WorldWideWadio

V: 3R3.957.3399 F: 323.957.7050

Look/ng for the perfect /ob’)

ADWEEK CLASSIFIED

JIOBHUNRERISE

Log Onto Adweek Online Today

® Help Wanted Ads - by job type - from all six classified
regions of Adweek, Brandweek, & Mediaweek

® Contacts - the names and addresses you need from
tully searchable databases

® Stay Up - to - date on current news, people moves, key
industry issues, account changes

Visit our Website at: http://www.adweek.com
e-mail: adweek@adweek.com

REACH YOUR AD
COMMUNITY WITH
ADWEEK CLASSIFIED

USE ADWEEK I\/IAGAZINES TO GET

NATIONAL EXPOSURE
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EMPLOYMENT

NEWS AMERICA MARKETING

ACCOUNT DIRECTORS/ADVERTISING SALES

News America Marketing, a News Corp. Company, home of the SmartSource family of
products, is looking for highly motivated AD’s to concentrate on sales of SmartSource
Radio and SmartSource AdSticks to advertising agencies. We currently have openings
in our New York and Los Angeles offices. The successful candidate will position these
products as “advertising" rather than promotional products and develop an awareness
within the ad agency community that these products are a viable alternative to tradi-
tional “advertising” vehicles. This demonstrated leader must have excellent communi-
cation skills, be enthusiastic, and a confident self-starter with a minimum of 5 years sell-
ing experience. For further information on our company, check us out at
www.newsamerica.com and www.smartsource.com

We also have openings for Account Directors selling our core products in the New
York, Los Angeles, and Norwalk (CT) offices. These AD’s will be calling on the top
names in the Consumer Packaged Goods industry, offering the full range of our
SmartSource portfolio of promotional products and services. Candidates should have
a minimum of 5 years experience in selling to or for packaged goods companies in the
food, drug, or mass merchandise classes of trade. Experience in selling promotion,
media and/or marketing services a plus.

Please email resumes to: resumesny@newsamerica.com
FAX: 212-575-5843 Attn: S. Nix

SWB

Successful new business programs and expanded assignments
have created the following Account Supervisor opportunity:

We are looking for a seasoned Account Supervisor based in Lancaster
to manage a major new account. Will need to travel to the northern
Baltimore arca frequently and occasionally travel to our Bethliehem
headquarters. Candidites must be high energy, have 5-7 years of
agency experience, and be able to smoothly manage multiple projects
while working with numerous client contacts.

SWB is a fast growing, $40 million, 4A advertising agency. Our clients
are national and international and mostly business-to-business. We
offer excellent sadaries and comprehensive benefits. If SWB interests
you, sercl resume and salury history to:

SWB
Manager, Office Services
PO. Box 25187 Lchigh Valley, PA 18002-5187
Or e-mail darrue@swb.com
www.swh.com

We appreciate your interest in SWB and will contact only those applicants
wiho meet our requirements.

MEDIA PLANNER/DIRECTOR

Newly formed in-house ad agency seeks passionate media
person—we KNOW this is not an oxymoron.

Here, you will play a crucial role in initial brainstorming of
the creative strategy for each project. You must have strong
points of view on not just how to reach our target, but WHO our
target should be.

And don't forget the math. You must be ruthless in your
analysis and efficiency. You will also work very closely with our
media buying agency. Minimum 5 years agency media planning
experience required. Send resume and persuasive letter to:

USA Networks, 1230 Avenue of the Americas, HR Dept AD,
New York, NY 10020, or e-mail zraboy@usanetworks.com

=

NETWORK®

MANAGER, MEDIA
PLANNING AND BUYING

Candidate will be responsible for managing the day-to-day
media planning and buying responsibilities for Pay-Per-
View and affiliate marketing at WWFE, inc. Responsible
for analyzing PPV resuits by market to evaluate future
media/marketing efforts. Provide strategy and implemen-
tation for PPV and affiliate trade advertising as it related
to planning, executing and trafficking. This position re-
ports to the Director of PPV & Affiliate Marketing. Fax re-
sume and cover letter with salary requirements to: Human
Resources 203-359-5151 or e-mail resume@wwfent.com

CLIENT CALLS,
WANTS AN AD BY TOMORROW.

YOU SAY:

“Let’s have lunch.” We have a Management Supervisor iol’r for you.

“Strategically, | wonder...” We have an Account Super\'isor jol) for you.
“The placement won't be ideal.” We have an Asst. Media Planning iol’w for you.
“How about television?” We have a Sr. Media Planning jol) for you.

“No way.” We'd like to work {or you.

KATSIN/ LOESB

advertising inaec

1000 sansome, suite 300 - san francisco, ca 94111 fax 415.399:9264

www.lzalsiu-loelw.com email hr@l{a’csin-loel’).com

CREATIVE DIRECTOR

Hallmark Cards is seeking an experienced Creative Director to lead, direct and inspire
our internet Commerce creative team for halimark.com. The candidate is responsible
for translating marketing strategies into strong creative strategies, partnering with ex-
ternal developers, and leading an internal creative team in the creation of compeliing
content and an emotionally visual and verbal online experience that enriches the
Hallmark brand.

The candidate must have a degree in the arts or related field, a minimum of 8 years
experience as a Creative Director in print or electronic media, and be willing to
relocate to Kansas City. Interested candidates should send cover letter, resume and
representative group of work samples (any format) to:

Hallmark Cards, Inc.

Creative Staffing and Development-WEBcdnm/#444
P.O. Box 419580, 2501 McGee, Kansas City, MO 64141-6580

Hallmark is an Equal Opportunity Employer M/F/VID

For Classified Advertising Call M.Morris at 1-800-7-ADWEEK
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HELP WANTED

s ee———
TANK

TANK 1S A BOSTON BASED DESIGN
FIRM PRODUCING INNOVATIVE
AND EFFECTIVE VISUAL DESIGN
SOLUTIONS.WE ARE CURRENTLY
LOOKING TO FILL THE FOLLOWING
POSITIONS FOR OUR NEW YORK
OFFICE:

V%

¢Z0NEC

NETWORKS

GRAPHIC DESIGNER

ORIGINAL & FORWARD THINKING
CANDIDATE WITH 3-5 YEARS OF
STRONG DESIGN EXPERIENCE.
WILL BE RESPONSIBLE FOR
HANDLING ALL PHASES OF THE
DESIGN PROCESS THROUGH FINAL
PRODUCTION. MULTIMEDIA AND
WEB SKILLS A PLUS.

STUDIO MANAGER

LOOKING FOR A DETAH.

ORIENTED, CLIENT FACING
CANDIDATE WITH AN STRONG
UNDERSTANDING OF THE DESIGN
INDUSTRY. POSITION WILL BE
MANAGING AND COORDINATING
ALL ACCOUNTS AND OFFICE FLOW.
KNOWLEDGE OF THE MAC IS
ESSENTIAL.

PLEASE SEND YOUR RESUME TO:

19-21 ST. MARY’S COURT
BROOKLINE MA 02446

FAX 617 731 0989 OR EMAIL
KMORAN@TANKDESIGN.COM
NO PHONE CALLS PLEASE!

WWW.TANKDESIGN.COM

e Advertising Sales Manager
Locations: Chicago, New York, L.A., San Francisco, Dallas and Atlanta

You will be responsible for local advertising sales. This will include selling
advertisements on the e-Zone Network, coordinating the creative production of
advertisements, managing accounts, creating contracts and managing
relationships with clients.

Our target advertisers are in areas such as prdfessional services, high end retail,
entertainment, electronics and home services, travel, insurance and real estate
agencies, sporting goods and apparel business and appeal to the more affluent
hard-to-reach active lifestyle consumers.

Your minimum of six to eight years of proven advertising sales experience,

coupled with your hands-on, organized, self-starting approach, help make you an
ideal Advertising Sales Manager with e-Zone. Committed to building a significant
local advertising portfolio in a new media, you possess a strong business sense and
will be highly aware of all our customers' needs and requirements. Additionally, you
have the ability to work independently to drive an action plan and deliver results as
per the defined target. Along with your network of established contacts, you have
excellent sales management/supervisory experience and customer service skills.
QOutstanding communication abilities and a post secondary education complete your
TANK qualifications. Computer skills would be a definite asset.

In return for your commitment, e-Zone's total compensation package includes a
competitive salary, commission/bonus and stock options. Additionally, e-Zone
pays all benefits premiums.

Apply on-line or fax your resume to: 1 (800) 330-4618. For more information
about this opportunity call us toll free at 1 (877) 773-0663.

www.ezonenetworks.com

IT'S A MULTI-MEDIA |
ENTERTAINMENT NETWORK.

At the forefront of media and technology is e-Zone Networks Inc., an innovative,
rapidly expanding company with operations in over 20 states, and 150 plus
facilities. Through leading edge technology, our company specializes in the
delivery of MPEG video systems to fitness centers throughout North America, and
is the first entertainment and education network designed specifically for health
clubs. We're positioned to lead the way and become an important player at the
convergence of technology and media, including e-commerce, e-radio, internet
and interactive media.

A
-
ndl
CAMPAIGN MANAGER
The Advertising Council, the country’s leading provider of public service
announcements (“Friends Don’t Let Friends Drive Drunk,” “Smokey Bear,” “A
Mind Is A Terrible Thing To Waste"), is looking for an experienced campaign
manager. This person will be responsible for managing all aspects of our
ONDCP (Office of National Drug Control Policy) advertising campaign including

strategic and creative development, media outreach, managing budgets and
tracking campaign results.

We need a bright leader, passionate about social issues with excellent commu-
nication skills and a minimum of 3 yrs experience. We offer a competitive salary
and benefits package. Please mail or fax resume with salary requirement to:
ADVERTISING COUNCIL
Human Resources Dept 2
261 Madison Avenue, New York, NY 10016
FAX: 212-922-1676

Any Frustrated Creatives
Want To Leave Advertising
To Work In Television?

Maybe this is your first step. We're the new creative department for USA
and SCIFI. We read scripts for new movies and tv series in development.
Then we do cool ads for them.

And since we work directly for the same people who greenlight those
movies and tv series, and since they're open to great ideas, we can pitch
them more than ad campaigns.

If you're a writer, art director, or creative director with a great print book and
a love for television and/or science fiction, send 5 non-returnabie samples to:
USA NETWORKS, HR Dept AD., 1230 Avenue of the Americas,
New York, NY 10020 or e-mail mrzomp@usanetworks.com

B USrom

. NETWORKS

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




Page C8

CLASSIFIED ADVERTISING/March 13, 200Q

Research Opportunities
at PARADE.

PARADE, the most widely read magazine in America, has exceptional
opportunities to grow with a dynamic research ream.

|Research Manager

We are seeking an experienced researcher with supervisory experience to
manage the day-to-day delegation and fulfillment of research requests, over-
see the development of the research staff and act as a consultative partner to
the sales staff in the development of support tools und materials. Must have
at least 5 years of experience analyzing audience and advertising data from
syndicated research sources, proven supervisory experience, excellent inter-
personal skills and strong analyticat skills.

|Research Analyst

In this career development position, you will perform a variety of research
activities to support sales and marketing activities. Must have 1 minimum of
2 years' experience in research or marketing, excellent analytical skills and
strong verbal and written communication skills.

We offer competitive salary and excellent benefits. For strictly confidential
consideration, please e-mail resume to carol_unger @ parade.com or send to:
PARADE, 711 Third Avenue, New York, NY 10017, Attn: Human
Resources Director. We are an Equal Opportunity Employer M/F/D/V.

RN

MANAGING DIRECTOR

INTERACTIVE MEDIA
NYC LOCATION

Leading media agency seeks Managin? Director to join and lead our
nteractive Group. Ideal candidate will be driven, have strong inter-
personal skills and thrive on developing and building an organization.

Reporting to CEO, the Managing Director will deliver interactive
media including planning, buying, tracking and optimization. In
addition, will be responsigle for marketing, working with other sen-
or management to develop new business opportunities and creat-
ng strategic partnerships/relationships. Requires 8+ years strategic
media planning and/or interactive/management consulting experi-
ence; excellent understanding of the interactive environment; suc-
cess in consulting with clients.

We offer a dynamic work environment, competitive salary and ;
benefits. Please send resume with salary history/requirements to:
interactivemd@hotmail.com EOE M/F

PREVENTION RESEARCH ANALYST

Rodale inc., publisher of Prevention magazine has an opening for a Research Ana-
lyst in our New York office to manage and fulfill daily ad sales requests using
MRI, JDO Power and PIB, and assist account managers in developing sales
strategies, presentations and media kit materials. Ideal candidate must have
knowledge of Excel, PowerPoint, MS Word and the Internet. Bachelor’s degree
in marketing or liberal arts preferred. 2-3 years research experience at a pub-
lishing company or advertising agency.

Rodale Inc. offers a pleasant employee-oriented work environment, competitive
salaries, and excellent benefits including 401 (k).

Please send cover letter, resume and salary requirements to:
Human Resources Dept. (AW-00-046)

RODALE INC.

33 E Minor Street, Emmaus, PA 18098
Fax number: (610) 967-9209
E.O.E.

Visit our website at www.rodale.com

0
\'a

ARE TELEVISION
NETWORKS

SALES SERVICE
REPRESENTATIVE

A&E Television Networks is seeking a Sales Service Representative to
assist the Account Executives for A&E and The History Channel Ad
Sales Department in New York. Candidate will provide prompt and
precise service and information to clients and agencies. College degree
with strong computer skills required. Must have excellent communica-
tion and organizational skills with ability to prioritize in a fast paced
environment. Media buying and or planning experience is helpful.

For immediate consideration,
please forward or fax your resume with salary requirements to:
A&E Television Networks
Attn: Human Resources Dept. SSR
235 East 45th Street, New York, NY 10017
FAX: (212) 907-9402 EMAIL: Recruiter@aetn.com
NO PHONE CALLS PLEASE
EOE M|F/D/V

ValueClick

The Pay-for-Results Advertising Network
ACCOUNT EXECUTIVES

ValueClick, the internet’s fastest growing, pay for resuits advertising company,
is looking for experienced Account Executives to join its Ad sales team in our
New York City and San Francisco offices. Successful candidates must have
prior sales experience, preferably in media or the Internet environment. Re-
sponsibilities include lead generation, presentations, inside/outside sales and
account servicing. We seek individuals who are computer literate with excellent
customer service, written and oral communication skills. Must also be able to
adapt well to change, be a fast learner, team player and motivated to succeed.
Minimum of 3-5 years experience.
To apply, send resume with cover letter to:
ValueClick Attn: Human Resources (Account Executive)
6450 Via Real, P.O. Box 5008, Carpinteria, CA 93014

Fax: 805-566-0190

We offer an excellent compensation package, including stock options, 401
(k), medical and an excellent working environment.
ValueClick is an equal opportunity employer.

E-mail: hr@valueclick.com

BlA

music network

DIRECTOR OF ADVERTISING SALES, NYC

The Box Music Network - the world’s only interactive music video network seeks
a high-energy, self-starter to develop key advertising accounts and expand our
roster of advertisers. Based in NYC, you must have 3-5 years of cable network
selling experience, a proven track record in sales, excellent communication
skills, agency and client contacts, knowledge of pop culture, music and the
ability to package it all for an effective sell. Creativity and an entrepreneurial
mindset are essential. College degree required. The Box is an equal opportunity
employer that offers a competitive salary and comprehensive benefits package.

Send resume with cover letter and salary history to:

THE BOX
"“Director of Advertising Sales”
315 Park Avenue South, 18th Floor, New York, NY 10010
Fax: 212-284-3572 E-mail: jobs@thebox.com
NO PHONE CALLS PLEASE

Catch A Creatjve Genius

Adweek Classified
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A Time Warner Company

HERE WE GROW AGAIN!

Here’s your opportunity to be a part of our creative and expanding research team.
Turner Entertainment Networks has the following opportunities available for the right
candidates:

RESEARCH DIRECTOR
Cartoon Network - Atlanta

7 + years in media research. Ability to work independently; manage multiple tasks at
one time; solve problems. Proven experience with a variety of primary research meth-
ods, audience measurement data and primary research design and analysis.
Persuasively represent a point-of-view to senior clients. Effectively manages and de-
velops research team.

SENIOR RESEARCH PROJECT MANAGER

TBS Superstation - Atlanta TNT . Atlanta

5-7 years in media research. Ability to work independently; manage multiple tasks at
one time; solve problems. Experience with a variety of primary research methods, au-
dience measurement data and primary research design and analysis. Station re-
searchers are strongly encouraged to apply.
RESEARCH PROJECT MANAGER
Turner Entertainment Group - Atlanta Cartoon Network - Atlanta
TNT Originals - Los Angeles

3-5 years in media research. Ability to work independently; manage multiple tasks at
one time; solve problems. Experience with a variety of primary research methods and
audience measurement data.
SENIOR RESEARCH ANALYST
TBS Superstation - Atlanta TNT - Atlanta

3+ years professional experience including 1-2 years in media or research. Ability to
project future trends from a wide variety of data elements. A familiarity with the media/
entertainment industry and experience analyzing Nielsen data preferred.
RESEARCH ANALYST
TBS Superstation - Atlanta

1-3 years in a relevant professional environment or college graduate in relevant field.
Afamiliarity with the media/entertainment industry is preferred.
For consideration, please send resume and salary history/requirements to: Applica-
bie Job Title, C/O Rick Clodfelter, 1050 Techwood Dr., N.W., Atlanta, GA 30318,
Fax: 404.885.2262 Email: ten.recruitment@turner.com Equal Opportunity Employer
Minorities and Women are Encouraged to Apply. No phones calls, please.

WE’RE A LITTLE DIFFERENT. ARE YOU?

MEDIA BUYERS

AUSTIN/DALLAS/CHICAGO: 3+ years’ experience as a broadcast buyer.
Expertise in interpreting, analyzing and projecting Nielsen and Arbitron data.
Knowledge of Media Pro and Scarborough a plus.

PROMOTIONS SUPERVISOR

AUSTIN: 3+ years’ experience in developing client promotions with media partners.
Experience in radio and event marketing preferred. Position involves supervising two
or more promotion coordinators as well as developing promotions for various clients.

ASSOCIATE MEDIA DIRECTOR

AUSTIN: 7+ years’ experience in media; telecommunications background a plus.
Position requires hands-on activity as well as supervision of eight planners and a
junior staff. Must have strong strategic and analytical skills and must enjoy leading clients
into the new Media Age with breakthrough ideas! Strong research background a plus.

ACCOUNT PLANNERS

AUSTIN: 3 + years’ experience in account planning. Seasoned planners must have
a strong sense of curiosity.

Please mail or fax résumé, attn: Keith Hefner
GSD&M 828 West 6th St. » Austin, TX 78703 © Fax: 512-427-4845

We're looking for some movers. And shakers.

At FusionDM, we’re a direct response agency that's taken old school
advertising and shaken it up. By redefining what a direct response agency
should be in the internet age.

And since we need to filt a variety of positions right away, our philosophy
seems to be working.

So if you want to make a difference. If you want to be part of a fun,
dynamic, team-oriented shop that offers a unique blend of creative smarts,
strategic thinking, and is at the forefront of leveraging the Internet, contact
us today. We offer excellent salary and benefits, a creative working
environment, plus a half day off for Cinco de Mayo and the Summer
Solstice (don’t ask). With your help, we can continue to shake things up.

Senior Art Directors

Got a head for ideas? With a passion for doing great work in a variety of media in-
cluding the internet? Then FusionDM is the place to be. You'll work with print,
mail, banners, email, broadcast, web sites - for clients like eBay, Petstore.com,
3Com, Prodigy, Siebel Systems, Hewlett Packard and more. Knowledge of
Photoshop. lllustrator. Quark. and Fireworks a must. To really wow us, you'll
have a minimum of 5 years of agency art direction experience, a book full of
great concepts - including direct - plus some knowledge of web design. Prima
donnas need not apply.

Account Service

If you possess proven account skills give us a call right away. We're looking for
great people with both agency and DM experience: an Account or Management
Supervisor with 7-9 yrs. of experience. A Senior Account Executive with at least
5 yrs. Plus an Account Executive with around 3 years of experience. People
who can help us create breakthrough work in a wide variety of media including
the internet, print, mail, banners, email, and broadcast. All the usual pre-
requisites: able to work under pressure, multi-tasking, communication skills,
etc., etc. We're redefining what a direct response agency should be in the In-
ternet age - so if you're looking for an incredibly interesting work environment,
we could be the right fit.

Contact Wendy Simmons at 415-229-2826 or wsimmons@fusiondm.com

FusionDM
355 Fremont Street
SF,CA 94105
Fax: (415) 229-2884
www.fusiondm.com

FUSION DM
Old School Advertising. Shaken.

LVI

ACTUALLY HAS LEFT OUR BUILDING.

YOU CAN TOO, THOUGH WE'LL EXPECT YOU BACK IN THE MORNING.

The regional leader in sports and entertainment (Madison Square
Garden) is seeking top candidates in art direction, copywriting, graphic
design, new media and broadcast design to join our newly formed in-
house creative team. You will work on everything from ad campaigns
and merchandise to video and marketing materials for the Rangers,
Knicks, Liberty, Radio City Entertainment, MSG Network and more.
From concept to execution, big picture to nitty gritty, candidates must
be highly creative, motivated, independent and original thinkers with
superior skills.

We offer a competitive compensation and benefits package. For imme-
diate consideration, please email or fax your resume and cover letter,
including salary requirement and position desired to—Madison Square
Garden, Fax: 212.465.6026, email: msghr@thegarden.com.

MADISON SQUARE GARDEN

The World's Most Famous Arena
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AD AGENCY
OPPORTUNITIES
FOR GROWTH
AND GLORY

WORKING
ON MAJOR
NATIONAL
AND REGIONAL
ACCOUNTS.

Round up your resumes and
whatever else makes sense
if you're interested in
positions like these:

Consumer and/or B-t0-8
Account Executive &
Account Coordinator,

Copywriter/
9+ years experience.

Assistant Art Director,

Media Buyer/Planner or
Media Coordinator.

Retail Account Executive
& Account Coordinator,

General Office
Administrator or
Administrative Assistant.

P/T or F/T Receptionist.

Send the stuff to
Harriet Gerndt at:

Gianettino & Meredith
788 Morris-Essex Turnpike

Short Hills, NJ 07078
Fax #973-376-3492

or E-Mail:
HarrietG@GandMadagency.com

(no phone calls, please)

AD SALES

Hip, new digital lifestyle magazine,
working out of Chelsea loft, requires
the best junior ad salesperson in
NYC. Send resume to: Nigel
Wright, Shift Multimedia, 122 W
27th St, 11th FL, NY, NY 10001.
Tel: 212-633-0233 extn 227.

Reach your ad community in

ADWEEK CLASSIFIED

Advertising Specialty Institute*

MARKETING/COPYWRITER

Will create B to B ad campaigns for an established, award-winning trade publisher in
Bucks County (suburban Phila), PA. Advertising Specialty Institute has provided
print, electronic and Internet products and services to clients in the promotional prod-
uct industry for close to 50 years. Requires minimum 5 yrs strong B to B exp writing
sales letters, prod brochures, ads & direct mail. 4 yr
degree reqd. Forward your personal sales letter, non-
returnable B to B writing samples w/your resume &
salary hist to: Advertising Specialty Institute, HR
Dept. COPY, 1100 Wheeler Way, Langhorne, PA
19047. Fax:(215) 750-3686. Visit us online:
www.nbsonline.com. ECE

HELP WANTED

OOOUCH! We’'re so hot it hurts.

Stein Rogan + Partners, an interactive and integrated full service Ad Agency,
is looking to staff up the media department to accommodate tremendous
growth. Media Supervisors, Media Planners and Assistant Media Planners

positions are available.

Please fax your-resume to: 212-779-7305 Email: jweinstein@srpadv.com
Attn: Ms. Weinstein

www.srpadv.com

SPORTS MARKETING SALES AE

Highly self-motivated saies person needed at premier sports marketing com-
pany in Stamford, CT. Qualified candidate will be responsible for selling corpo-
rate sponsorships. Familiarity of sports marketing/advertising industry and

knowledge of sponsorship programs a must. Media background would be a
plus. Previous sales experience desired but not required. Bachelor's degree a
must & 4+ years professional experience. Understanding of MS Office helpful.
Excellent benefit, competitive salary plus commission. EQE. M/F/V/D.

Fax resume and cover letter to:

Attn: HR-SE at 203-363-1088

MEDIA PLANNER

Campbell-Ewald West, located in
sunny Los Angeles, CA has an im-
mediate opening for a Media Planner
to work on our DIRECTV business. We
are looking for a highly organized,
energetic, strategic thinker with at least
2 years of local market and national
planning experience (you must have
national experience for consideration)
in diverse mediums, as this position
will cover them all?

A Bachelor's degree is a must. We
offer a competitive salary and benefits
package, and a unique opportunity to
work in a highly successful, team or-
iented environment.
Please send or fax resumes with salary
requirements/history to:

Campbell-Ewald/West
Aftn: S. Vye
11444 West Olympic Bivd.
Los Angeles, CA 90064-1544
Fax: (310) 477-7870

CIRCULATION
MANAGER

Monthly consumer magazine seeking
highly energetic professional to
manage circulation for expanding sub-
scription file, Single copy & computer
modeling exp a +. Min. 5 yrs exp in
circulation or related field ABC audited
publications. Candidates must be fully
versed in ABC rules, regulations, and
procedures. Must be able to handle
fast-paced environment. Aggressive, pro-
active, self-starter who can work with
multiple depts is a must. Must be an ex-
pert in Quark, Photoshop, Word,
EXCEL and all usage of Macintosh.
Comp sal & bnfts.
Please fax resume with cover
letter and salary requirements to:
HR at 212-447-6612

Arthur Frommer’s BUDGET TRAVEL
Magazine, a subsidiary of Newsweek,
Inc., is currently seeking experienced
advertising professionals to become
part of our exciting story. Named as one
of the top three magazine launches of
1998, Arthur Frommer’s BUDGET
TRAVEL is one of the fastest-growing
magazines in the country, and has
emerged as a groundbreaking leader
in the travel category. We are seeking
bright, entrepreneurial-minded indi-
viduals with a fundamental understanding
of marketing and sales to be used across
a variety of print and online functions.

ADVERTISING DIRECTOR
(based in New York) — Five years of
consumer magazine experience. Res-
ponsibilities will include the manage-
ment of all ad sales personne!, includ-
ing rep. firms, as well as oversight of all
day-to-day ad sales functions.

ACCOUNT EXECUTIVE
(based in New York) — Two plus years
of consumer magazine experience.
Responsibilities will include accounts in
Northeastern territory.

ADVERTISING SALES ASST.
(based in New York)

MARKETING COORDINATOR
(based in New York)

SOUTHEAST ADVERTISING
MANAGER

(based in Atlanta) — Two plus years
of consumer magazine experience.
Responsibilities will include management
of all accounts in a seven state region.

FLORIDA/CARIBBEAN
ADVERTISING MANAGER
(based in Miami} — Two plus years of
consumer magazine experience. Res-
ponsibilities will include management of
all accounts in Florida and the Caribbean.
For confidential consideration, please
mail your cover letter, resume, and salary

requirements to:

Budget Travel
Attn: Office Manager
350 5th Avenue
Suite 2701
New York, NY 10118
Only those candidates to be

interviewed will be contacted.
Equa! Opportunity Employer.

ECE

CAREER
SURFING?

Roz Goldfarb Associates
(212) 475-0099

www.rga-joblink.com

PROMOTION COORDINATOR

THE SoOURCE, the #1 selling music
magazine on America’s newsstands
is seeking a promotion coordinator to
assist in event planning, trade show
coordination and all advertising/cir-
culation promotions. Must have a BA
and 1-2 years marketing/promotions
experience w/ a publishing co. Please
fax resume and salary req’s to
212.253.9344 attn: Promotion Dept.

Or email to rob@sourcemag.com.

Miller Freeman, worldwide
magazine publisher and
tradeshow producer,
seeks the following:

ASSISTANT
EDITOR

Seeking an entry-level journalist to
report, write, copyedit, and other
various editorial duties. Editorial in-
ternships are a big plus. Excellent

growth opportunity.
Please send resume, WHICH MUST
INCLUDE  SALARY  REQUIRE-

MENTS, COVER LETTER AND
CODE LRV to:
MILLER FREEMAN
FAX:212-643-5612 EOE
E-Mail: lviccaro@mfi.com
No phone calls, please.
Visit us online at: www.mfi.com
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Need a place
to plug in?

Media

Media buyer, media planner, media supervisor,
associate media director, promotions supervisor,
online creative director and media intem

Creative
Branding experts, graphlc artists, copywriters,
Information architects and usability engineers.

Project Management
Full project lite cycle project managers.

Business Strategy
Business analysts, managers and partners.

Strategic Services
internet strategists.

I'G'
- Technology
Systems architects, mutti-plattorm web developers,
y s systems/networking integration engineers and quality

assurance specialists.

Resumes to: careers @ uswebcks.com
Please reter to job code: MPLAN

Learn more at: www.uswebcks.com

USWeb/CKS

Transforming business in
the digital economy.
<© 3000 USweb Corporation d/b/a/ USWeb/IKS, All nghts reserved. Reproducton in whole or m part prohibited without express wiitten permission.

USHeb/CKS name and logo are 1egistered trademarks of USWeb/CKS All other marks are properties ol USWeb/CKS of therr respective hoiders.
USNeb/CK'S 1s an equal opportunty smpiosar.

Senior P.R. Manager

S

Schietfelin & Somerset Co. is a joint venture of Moet

Hennessey/Louis Vuition (LVMH) and DIAGEO, and

= aleading sales/marketing company of premium wine

and spirit brands. We're ready to give a passionate,

energelic, proven professional a shot at keeping our

2= United Distillers & Vintners brands in their prime posi-
tions, and at the forefront of consumer consciousness.

1 Cd The selected professional will develop, implement and

track PR strategies for assigned brands, with a specific
emphasis on consumer/trade programs. and special
events. Key duties include: designing programs around
the needs of marketing, management, suppliers and the
sules force: monitoring and analyzing program results;
tracking budgets and legal compliance; maintaining
ongoing communication with marketing brand man-
agers; and managing outside agency efforts.

|

To meet our challenge, you will need a relevant degree
supported by 3-5 years of in-house or agency based expe-
rience encompassing event management. Candidates
must have a demonstrated knowledge of current con-
sumer media and publicity techniques. PC proficiency in
Word is a must; PowerPoint and Excel arc desired.

We offer an excellent salary and comprehensive bene-
{its package. Please fax (212)251-8384, or send your
resume, which must include salary requirements to:
Human Resources/Staffing Dept, Schieffelin &
Somerset Co., Two Park Avenue, New York, NY
10016. EOE M/F/D/V

‘p‘*\m a
X7 N
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= Schieffelin & Somerset Co.

N E & S P

|
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c are SPREE.COM, a fast-paced

Network Marketing E-commerce

company that's creating waves in the

com community. If you are a super

creative talent and can create ideas that

will change the way people think, then join us now at

our WEST CHESTER, PA HEADQUARTERS and cre-
ate the career of a lifetime.

CONTENT MANAGER

(West Chesler, PA Facility)

Candidates will davelop, design, maintain and manage
Web content/design process and priorities to meet cre-
ative deadlines and heip to maximize corporate goals.
You will work closely with the Brand Service/Marketing
departments and outside merchants, agencies and 3rd
party service suppliers to expand our awareness and
membership base. a BS/BA degree in Marketing,
English, Graphic Design or Journalism preferred,
Internet background a strong plus. A broad I
understanding of Internet-related technology, .
including web content languages (HTML,

ASP ) and design tools (Photoshop, Corel,
PageMaker etc.) Required. Published writing
samples helpful. Excellent creative thinking abilities, inter-
personal skills and probiem solving/analytical skills a must.

We're Cfeaf/ng

We offer an exciting fast-paced, new economy
environment, a salary commensurate with expe-
rience, a bonus plan, pre-IPO stock options,
401(k), and a complete benefits ptan. For immedi-

ate consideration please E-mail, FAX or send

resume, with salary requirements, to: SPREE.COM,
1155 Phoenixville Pike, Park Valley Suite-103, West
Chester, PA 19380 Attn.: Director of Human Resources.
FAX: (520) 832-4209 or E-mail: Director of Human
Resources at: jcanne Barlow@spree.com. Resumes
without salary requirements will not be considered. EQE.

For more information about our
company please visit our website at:

WWW.Spiree.com

spree.com.

OUR CASHBACK CONNECTION

Account Supervisor

!;T Mad Dogs & Englishmen

-

Is looking for a dynamic Account Supervisor to lead an exciting mix of
accounts. Must be a creative-thinking, solution-minded individual who
wants to be a partner with their clients. Should have approx. 7 years
in account management - packaged goods, teen, entertainment, com-
munications, Internet a plus. Fax (212-675-0340) or e-mail resumes to
Cheryl (cheryl garber@maddogadv.com). No phone calls please. All
inquiries will be kept confidential. Must be good with animals.

SENIOR AD SALES EXECUTIVE

Investor’'s Business Daily, America’s fast-growing business and financial news-
paper is searching for an experienced salesperson in the New York office.
Candidate should have 5-10 years sales background, possess the ability to
work successfully at client and agency levels, and thrive in an entrepreneurial
sales environment. College degree is a must.
We offer a competitive base salary plus commission.
Please send your resume, and a brief cover letter
telling us why you're the perfect fit to:
Steve Goldberg, Eastern Sales Manager
Investor’s Business Daily
19 West 44th Street, Suite 804, New York, NY 10036
Fax: (212) 626-7532 E-mail: steve.goldberg@investors.com
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HELP WANTED

fORIZ0)

IMEDIA INC]

ACCOUNT
MANAGEMENT
POSITIONS

Join the fastest growing media services
company in the country and work on high
profile accounts. Our  account
service organization Is unique. You must
have a strategic, marketing orientation, be
geared toward client service and have a
solid base in media.

ACCOUNT
EXECUTIVE

A minimum of 3 years in any media
discipline is required.

JR.ACCOUNT
EXECUTIVE

A minimum of 1 year in any media
discipline is a must.

ASSISTANT ACCOUNT
EXECUTIVE

6 months is the minimum for the assistant
account exec. position, for which a formal
training program is offered.

Complete benefits package offered.
Please fax resume to: 212-309-7928

MEDIA $25—100,000
HOT—TO—HIRE
OPEN HOUSE

Amazing optys in media! Located
midtown Manh, the largest global
media agency offers careers in
media planning & buying.
*ENTRY LEVEL
Ideal for college grads.
MEDIA PLANNERS
1-3years experience.
MEDIA BUYERS
2-4 years experience.
PLANNING SUPVRS
4-5 years experience.
ASSOC MEDIA DIRECTOR
8-10 years experience.
Room to grow! Salaries doe.
For immediate intvws,
please call Ms. Allen
212-286-0587

ADVERTISING
SALES

Advertising Rep Firm seeks ad sales
person to sell direct response for
leading consumer publications. 2-3
years experience required. Pre-
stigious titles, informal group, op-
portunity for growth, fun place to
work.

Fax resume with current salary to:

(212) 929-9574

P o

/J’A;\

A C TV E &858

INTERNAT IUNA’\L

We are a fast paced international media trading
company located in Rockiand County. Currently
we have the following positions available for
individuals who are highly motivated, detail-ori-
ented and possess numerical aptitude.

INTERNATIONAL
MEDIA BUYERS

Must be a strong media negotiator.
Willing to train in Canadian Media.

ASSISTANT
MEDIA BUYERS

Entry leve! positions exist for bright, recent
graduates. You'l! learn all facets of media buy-
ing. Related degree and/or experience a plus.

INTERNATIONAL
BROADCAST COORDINATOR

Entry level position exists for bright, recent
graduate. You'll assist Account Managers with
clients. MS Word/Excel a must.

Qualified candidates should forward resumes to:
Attn: Jackie Fantasia, One Biue Hill Plaza, PO.
Box 1705, Pearl River, NY 10965. Fax: (914) 735-
2255. EQE/Employee Owned M/F/D/V.

www.activeinternational.com

INTERNET SALES REP

needed for a rapidly growing, in-
novative B-2-B Internet company. We
need ‘Net-savvy, experienced sales
reps (2+ yrs. print, online) who can
break new business and maintain a
robust account list. Strong written
and oral communication, pres-
entation skills, PC proficiency and an
understanding of the B-2-B Internet
economy are required. We offer a com-
petitive salary and commission
package, benefits, 401K, and of
course stock options. Work and
grow in an exciting and challenging
environment in Morristown, NJ.
Fax resume with
salary requirements to:
(973) 656-9119
or e-mail to:
mcooper@hotmail.com

New Business Development
Representative

“E- Response Management”

The AdTrack Corporation, (an in-
dustry leading internet based lead
management firm for business to
business Fortune 1000 companies)
is seeking a “New Business Devel-
opment” representative. Qualified
candidates will reside within the
upper East Coast (New York / New
Jersey preferred. Others considered
based on qualifications). Successful
candidates will have a proven track
record in field sales representing
similar sales and marketing support
services. As an industry pioneer,
AdTrack is on the leading edge of in-
ternet based response management
systems supporting thousands of
salespeople worldwide. With corpo-
rate offices in Cedar Rapids, |A and
London, England, AdTrack seeks
qualified representatives to add to
its already dramatic growth. For fur-
ther information, please visit
www.adtrack.com.

Resume to be submitted to:
jobermayer@earthlink.net or:
Jim Obermayer
17853 Santiago Blvd.
PMB-107-339
Villa Park, CA 92861
Fax: (714) 998-3876

BET is seeking to fill the following sales
positions in its New York offices:

i

) i N

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

Il ANMED
| N N
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 in Excel.
Send resume (indicate desired
position) and salury requirements ro:

Att: Human Resources-CH
BET

One BET Plaza/1900 W Place, NE
Washington, DC
20018-1211

> . ¢ No phone calls. please
Equal Opportunity Employer - M/F

Miller Freeman, worldwide
magazine publisher and
tradeshow producer, seeks
the following:

MANAGING EDITOR

Seeking a managing editor to
manage the production process for
one of our real estate magazines.
Responsibilities will also include writ-
ing features and copyediting. Trade
or magazine experience is a plus;
must have knowledge of Quark.

Please send resume, WHICH MUST

INCLUDE SALARY REQUIREMENTS,
COVER LETTER AND CODE LRV to:

MILLER FREEMAN
FAX: 212-643-5612
E-Mail: lviccaro@mfi.com
No phone calls, please. EOCE
Visit us online at:
www.mfi.com

ASSISTANT
ACCOUNT
EXECUTIVE

Merkley Newman Harty, a creative
SOHO advertising agency, seeks an
assistant account executive. The
successful candidate will manage
all aspects of account services and
must be detail oriented and well-
organized. If you have a minimum of
8 to 12 months account manage-
ment experience with an advertising
agency as well as a bachelor’s
degree, please submit your resume
to:
Human Resources

Merkley Newman Harty
200 Varick Street
New York, New York 10014-4810

FAX (212) 886-8490

URI International Advertising in
Los Angeles is looking for
quality professionals who think
outside the box. We reward
innovative self-starters.

We are currently looking for

MEDIA
BUYERS/PLANNERS
Resume & Salary req. to

KennyA@uriinc.com or
fax Kenny (562) 941-1222

U

SENIOR
MEDIA PLANNER

Miami based Hispanic agency
has an opportunity for a Senior
Planner with a minimum 4 years
experience working on national
accounts. Candidate must be de-
tail oriented and possess strong
analytical and presentation skills.
Experience in Hispanic market a
plus but not required.

Fax resume to:

Media Director

(305) 668 1672

ADWEEK MAGAZINES
Needs a Promotion Art Director

Duties include creating ads for
many different media properties,
events and services. Also responsi-
ble for presentation materials, ad
sections, sales literature. 2-3 years
experience ideal.
Send three non-returnable samples
(photocopies ok) to:
Wally Lawrence
ADWEEK Magazines
1515 Broadway, 12th Floor
New York, NY 10036

CATCH A CREATIVE GENIUS
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ART DIRECTOR WITH VISION

We need a senior art director who can see the big picture, If you have

seven plus years of agency experience, a sharp eye for strategy, and
exquisite digital design skills, we want to talk to you. If you have
healthcare experience to boot, we want to talk 1o you bad. We're an
award-winning healthcare agency in Los Angeles that offers awesome
nealth benefits (naturally), a great environment, fascinating accounts,
and big bucks to the right candidate. So give us a look-see. Fax your

resume and three samples to Creative Director at 310.314.1083.

HELP WANTED '

Join our progressive team!

We have positions open in our progressive
in-house ad agency, and we want strategic marketing
partners to keep the creative fire blazing!

In addition to print advertising, we develop millions
(okay, hundreds—don’t panic) of ideas at lightning
speed to maximize our unique brand character:

a neighborhood department store with
a West-Coast attitude.

Be prepared to demonstrate the challenges, strategies
and results in your exceptionally creative portfolio.

MANAGING ART DIRECTORS (3)
3-5yrs. experience (1 mgmt.) in retail advertising
design, art direction anc photo direction.

Send resume with cover letter to:
Mervyn’s Califomia Human Resources, MS 4105
22301 Foothill Bivd. Hayward, CA 94541-2771
Fax to: 510-727-5760
www.mervyns.com

We’re proud to be a drug-free workplace
and an equal opportunity employer.

PRODUCT AMANAGER

You will report to the VP of Marketing. Responsible for managing
needs of established brands and upcoming Eaunch of new prosucts.
Other reslponsibilities include developing market strategies and
plans including product, packaging, promotions, pricing and
merchandising. Requires stron, a.naﬁ) ical/creative skills. Strong
experience with and understanding of market research, consumer/
trade promotion, forecasting, budgeting and P&L management.
Working knowledge of Nielsen. Experience in traditional packaged
goods company preferred. College Degree, minimum 4 to 6 years
related experience. If you are interested and meet the requirements,
please apply in one ofy two ways: 1) email nyjobs@revion.com

reference BJ - 911001 in our REV]_ON

response or 2) Visit us at
www.revlon.com

SALES OPPORTUNITIES
ARE YOU HUNGRY FOR A CHANGE?

& 4 opportunity is immediately available in our Advertising Sales Department:

MANAGER, PRICING & PLANNING piversified responsibilifies include:

# creating various revenue reports, managing inventory and overseeing planning staff. The ideal
candidate should be analvtical and organized. Previous related experience in planning and/or
buying background, 4+ years, and college degree is preferred. Response Code: MPP.

We offer competitive salaries with comprehensive benefits. For immediate consideration, send
~ resume with salary requirements, indicating position desired, to:
« Food Network, Response Code of Interest
1180 6th Avenue, 16th Floor

New York, NY 10036 Fax: 212-398-9312
E-mail: humanresources@foodtv.com
Visit us at www.foodtv.com EQE

T AR

NETWORK

| experience within spirits/tobacco categore a plus, as well as new business
- development. Appreciation for pop-culture and an entrepreneurial approach to
. business will help you thrive in our creative =nd culturally diverse environment.

fu you have proven success in advertising sales, but desire the excitement & growth that come
with working for a leading cable network, consider a career with Food Network. The following |

and agency teams!

Use ADWEEK MAGAZINES to get National Exposure ’|

" KBA Marketing Group, the leading ifestyle marketing agency in W
the country, seeks two confident, dync mic and driven client service
_professionals for key positions in our €hicago headquarters;

~ VR Director of Client Service

& Group Account Director

il

Our clients are recognized leaders across a variety of industries including
automotive, packaged goods, tobacco, spirits e-business, entertainment and more.
You are a recognized leader for your relationship building skills, strategic insights,
and motivating management style. Passion For promotional marketing and prior

Ideal candidates will have experience managing fully-integrated programs
including promotions, events, retail, media and field marketing initiatives, and
previous experience managing substantial cudgets profitably and responsibly.
Must have strong communication and organizational skills, and proven track records
as strategic and innovative thinkers. VP, Dirzctor of Client Service role requires
minimum 10+ years relevant experience; 7+ ‘years for Group Account Director.

KBA Marketing Group, a division of Draft Warldwide and a unit of the Interpublic
Group of Companies (NYSE: IPG), offers grect benefits, including medical, dental
and 401K, plus a spirited work environment and fabulous perks.

Contact us soon if you're an inspirational leader
with a proven ability to instill confidence in clients

Send resume with salary requirements to
KBA MARKETING GROUP, Code: CS1.01,
640 N. LaSalle, Suite 350, Chicago,
IL 60610 or fax to: 312-482-9570, or
E-mail to: dholstein@kbamarketing.com
EQE (No phone calls please).

BTG sz
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Advertising

¢ Arthouse film

company in search

of fun, kooky, crazy
«Pen  creative person. L./

We need: Wildly creative person
with fresh ideas and experience
in print and AV, ability to hop on |
computer and design as well as §
manage vendors.

You need: High pressure job at a
super cool place, with fun peo-
ple and freedom to be creative.

For immediate consideration,
please mail or fax your resume
indicating your salary history to: §

Fine Line
Features
A Time Warner
Company

888 7th Avenue, NY NY 10106

Fax: 212-957-2127

Equal Opportunity Employer m/f/d/v.

Please visit website at www.newline.com

SENIOR WRITER
Write with Punch
Work for Judy.

Strike a blow for great copy - as a
senior copywriter with Grafik, one of
the country’s fastest rising marketing
communications firms. Here, you'll
make NFL players articulate and high
technology sexy. You'll help our new
media subsidiary drive an e-weary
public to Web sites. And you'll give
telecom companies voices even the
deaf can hear.

We don't expect you to be a
technology expert yet, but we do de-
mand strategic thinking, quick learn-
ing, and pithy prose. You'll work direct-
ly with our clients, design teams, and
Judy, our CCO. Show us your best
punch today. Send or e-mail resume
and samples to: ejobs@grafik.com.
Please reference Senior Writer.

Pauline Duvall, Office Manager
Grafik Marketing Communications
1199 N. Fairfax Street
Alexandria, VA 22314
EQE No phone calls please
Agency experience required.

éorporate Sales

DANMIBUSTER

WANTED

(aka Corporate
Sponsorship Manger)

Can you identify corporate partners, target
key players, break through barriers, and
close, close, close? Can you represent
America’s #1 public radio station to the
world’s most influential corporations?
Want a job? How does sales with a
mission sound?

If you have a proven track record in corporate
sponsorship, send or fax your resume with
cover letter & salary history to: Gerri
Ippolito, HR Director, WNYC Radio,
One Centre St, 26th flr, NY, NY 10007;
Fax: 212-553-0638. Competitive salary &
benefits offered. Only candidates selected for
interview will be contacted. EOE.

WINTYIC)

93.9 FM/AM 820
WNYC._ORG

Assistant Brand Manager

Impact Confections is rapidly grow-
ing and seeking a motivated assis-
tant brand manager. You will be
involved with all phases of marketing
including: research, new product
development, advertising, promo-
tions, line extensions, packaging,
artwork, merchandising and sales
programs. Position requires mini-
mum 1 year experience in brand
management for a packaged goods
company. Food or kids experience
preferred. Merchandising experi-
ence and MBA a plus. Great career
opportunity with competitive salary,
benefits including 401K, and great
location in Colorado Springs. Send
resume, salary history, and re-
ferencesto:
Director of Marketing
Impact Confections
888 Garden of the Gods Road
Colorado Springs, CO 80907
FAX: (719) 268-6197
No phone calls, please.

ADVERTISING MEDIA

A leading Fortune 500 firm is
searching for an experienced media
supervisor to handle their international
business. Join an award winning, in-
house advertising group. The media
dept. is fully staffed, managing
worldwide budgets of $70 million. The
position involves international plan-
ning. Must have print exp., knowledge
of Internet and hi-tech industry a plus.
Company is located in Long Island
and offers generous benefits few com-
panies can match. Send resume and

TBWA Chiat/Day

San Francisco
With Sony Playstation joining
our office, we are seeking:
Business Affairs Manager:

3-5 years experience with talent pay-
ments, residuals, licensing, music
negotiation, knowledge of Donovan
Talent Partners system. Excellent
communication and computer skills.

Broadeast Traffic Manager:

2+ years experience. External traf-
fic, network clearance, communica-

ADVERTISING
ACCOUNT MANAGER

Major nat’l music magazine publisher
seeks highly energetic professional to
actively sell classified, internet and dis-
play ad space. Min 2-3 yrs exp in
sales, promotion or advertising. Ag-
gressive, proactive, self-starter who
has top organization & comm skills is
essential. Exp in a fast-paced environ-
ment and able to work under deadlines
a must. Exp with magazine, record
label or instruments a plus, working
knowledge in MSWord 6.0 a must.
Comp sal + bnfts.
Fax resume w. cover letter

Administrative Assistants

Wieden+Kennedy/New York
seeks organized, detailed-
oriented assistants in the

account services/planning
department. Duties include:
answering lines, maintaining
schedules, meeting
preparations, research and
general administrative
support. Great interpersonal
& communication skills a
must. Knowledge of
Powerpoint /Word /Excel.

Fax or e-mail resume to:

Erika Kipreos
917 661 5500
erikak@wk.com

Wieden
Kennedy

years. Must be personable,
energetic and able to

work in a hectic, fast-paced
environment.

Fax or e-mail resume
and salary requirements to:

Marci Villanueva
917 661 5500
marciv@wk.com

Wieden
Kennedy

clients w/strategic planning & creative
mktg. tactics. We offer a competitive
salary, attractive commission structure,
exc. benefits pkg. & great work environ-
ment. Interested candidates send/fax/
e-mail resume to:
Oxford Communications, Inc.
287 S, Main St., #13
Lambertville, NJ 08530
FAX: 609-397-8863
ideas@oxfordcommunications.com
EOE

Salany/Eqtieqenisio: tion with TV stations, responsible, and sal req:
Email: detail oriented. HR-ADV
dkim@schellimullaney.com Submit resume/cover letter to: to 212-447-6612
Fax: 212-685-9575 HR Dept. Fax: 415/984-6254 EOE
Junior Traffic Managers ACCOUNT EXECUTIVE INSIDE
Wieden+Kennedy/New York Busy, award-winning ad agency seeks TELESALES
is looking for junior traffic an enthusiastic profl. w/min. 3-5 yrs 50-75K
Ly . : - B e
managers. Agency trafficking agency exp. Must be detail-oriented & Y
experience required, 1-2 accustomed to servicing a variety of Manhattan

40-year-old international corporate
trading company seeks telesales pro-
fessionals. Must have a minimum of 5
years experience selling to senior ex-
ecutives at Fortune 1000 companies.
Generous compensation package in-
cludes base plus commissions,
benefit package and 401k.

Forward resume with

salary requirements to:

(212) 490-1619
Attn: HR Acquisitions

ExecutiveStaffers.com
Chief Creative Directors
Creative Directors
Immediate opportunities in Dallas.
972.448.8730 FAX 972.448.8731
e-mail: mkigjohs@executivestaffers.com
www.executivestaffers.com

Catch a Creative Genius with ADWEEK CLASSIFIED

JOB R
Find Hundreds of Great
Jobs In Adweek Online!

Search ads from all six classi-
fied regions of Adweek,
Brandweek, & Mediaweek.

Visit our website at
http://www.adweek.com
e-mail:
adweek@adweek.com




(ENTHUSIASTICALLY)

“In today’s fast-paced and competitive environment,
knowing your product and your customers just isn’t
enough. The Media School gave our sales team the
inside advantage in understanding and effectively
speaking the language of media planning and buying.”

Joan Sheridan LaBarge was appointed executive vice president and group publishing director of Weider
Publications, Inc. in January 1999. She oversees all advertising sales, marketing and prometional efforts for
Shape, Men’s Fitness, Jump and Fit Pregnancy Magazines, and the Corporate Sales division of the company.

Within the last year, Ms. Sheridan has created and implemented a new organizational structure, built a key
management team for the corporation, and significantly increased ad revenues. She implemented strategic
training programs and seminars for her department of 80 employees to benefit them in the new millennium.
Prior to Weider publications, Ms. Sheridan served as vice president and publisher of Family Life magazine at

Hachette Filipacchi Magazines.

WHO SHOULD ATTEND?

acency — Media Planners, Buyers, Media Directors, Account
Executives, Account Managers. ..

corporaTE — Advertising Directors, Media Managers, Marketing
Directors, Brand Managers. ..

ADVERTISING SALES EXECUTIVES — Broadcast, Cable, Print, Out-of-
Home, Point-of-Purchase, New Media...

ANYONE WHO NEEDS MORE KNOWLEDGE IN — terms, planning, buying,
negotiation, media evaluation...

OUR TEACHERS

Our teachers paid their dues at agencies like J. Walter Thompson and
DDB Needham. They translate media jargon into English and share

their professionalism with you.

EXTRA—PRESENTATION SKILLS WORKSHOP

Add an optional third day and practice organizing and presenting a

real media plan. We'll help make you a star.

THE MEDIA SCHOOL

A Division of MEDIAWEEK MAGAZINE

NEW SCHEDULE

2000

U ORLANDO, JANUARY 20, 21
U DALLAS, JANUARY 27, 28

0 CosTa MESA, JANUARY 27, 28

0 saN FrRANcISCO, FEBRUARY 10, 11
QO NEW YORK, FEBRUARY 10, 11

0 CHiIcAGO, FEBRUARY 24, 25

U NEw ORLEANS, MARCH 2, 3
Q0 Los ANGELES, MARCH 2, 3
U BosToN, MARCH 16, 17

U SAN FRANCISCO, MARCH 17*%
J NEW YORK, MARCH 21*

J Miami, MARCH 23, 24

U WASHINGTON, D.C.,

MARCH 30, 31

U Los ANGELES, APRIL 4*
U NEW YORK, APRIL 6, 7

U CHicAGo, APRIL 13*

QO ATLANTA, APRIL 13, 14

U CINCINNATI, APRIL 27, 28
U PHOENIX, APRIL 27, 28

J HousTON, MayY 4, 5
U MILWAUKEE, MAY 4, 5
U Los ANGELES, MAY 11, 12

U BALTIMORE, MAY 18, 19

J NEW YORK, JUNE 7, 8
J SEATTLE, JUNE 15, 16
U ORLANDO, JUNE 22, 23

U PITTSBURGH, JUNE 26, 27

*PRESENTATION SKILLS WORKSHOP
OFFERED IN THIS CITY

COST 2-DAY — $795 30-DAY ADVANCE REGISTRATION.
For more information: Call 610-649-0704; Fax 610-642-3615

www.themediaschool.net

Medig School

A division of MEDIAWEEK







JANUARY

FEBRUARY

MARCH

APRIL

MAY

JUNE

JULY

AUGUST

SEPTEMBER

OCTOBER
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DECEMBER

Investor Relations =
the Internet Really

MCis the only publication completely dedicated to the strategy of marketing technology: computers,
software, telecommunications, and Internet products and services.
Each month, our readers gain insights into the thinking of top marketers at leading companies
To Kitsch like Dell, Intel, Compaq, Gateway, IBM, Microsoft, HP, Sun, Apple, Sprint PCS, eBay, Cisco and

from Cola
eBay... . “ Yahoo — marketers who spend more than $5 billion in media advertising

and lots more on marketing services. And who turn to MC for the = / )

marketing intelligence they need to stay on top. If they're your target for new business, you should

turn to MC, too. For ad space, contact Publisher Ron Kolgraf at ron@marketingcomputers.com or
TECHNOL_OGY MARKETING INTELLIGENCE

(617) 482-0876. For subscriptions, call (800) 722-6658. Adweek - Brandweek - Mediaweek - MC




BY LISA GRANATSTEIN

‘New In the Parenthood

Hearst and Dow Jones bring a ‘SmartMoney’ baby into a crowded category

t a time when parents are faced with a dizzying array
of lifestyle choices and financial pressures—when
forking over $14,000 per year for private school is not
unheard of, and siblings fight over the PC instead of

the TV—the team behind SmartMoney is banking on Offspring
to help set moms and dads straight. The spinoff from

Hearst Magazines and Dow Jones & Co.
will launch this week with a 200,000-circu-
lation rate base and a bimonthly frequency.
“There are some very good magazines
focusing on the basics of parenting, and
others like Family Fun about playing with
your young kids and Fa-
mily Life about playing
with your older kids,” says
Steven Swartz, president/
editor in chief of Smart-
Money and  Offspring.
“What we [have] is a
smart service magazine
using all the journalistc
tools available to us—pro-
files, narratives, aggressive
service stories—to truly
make a different type of
parenting magazine.”
Offspring was inspired
in part by a 1997 Swmart-
Momey single-topic issue devoted to financial
planning for parents. Hearst/Dow Jones
expect the magazine’s readers to skew 70
percent female and have a median age of 34
and annual household income of $75,000.
Rather than tackling the developmen-
tal issues of a child’s first few years—the
purview of traditional parenting books
such as Gruner+Jahr USA Publishing’s
Parents and Time Inc’s Parenting—
Offspring will take on a broad spectrum of
topics concerning children of all ages.
And unlike SmartMoney, Swartz stresses

How to raise kids—and capital

that Offspring is not all about investing.
“There are financial aspects that are dealt
with,” he says. “But the first words that
come out of my mouth [in describing the
magazine] are education, development
and technology...and the social and eco-
nomic issues that sur-
round being a parent.”

In the premiere, several
features explore the emo-
tional aspects of parenting,
such as “When Good
Friends Make Lousy Par-
ents” and “The Accidental
Acuvist,” a profile of and-
gun activist Suzann Wil-
son, who lost her daughter
in a school shooting.

The cover story, “The
Wired Childhood,” offers
a guide to the best comput-
ers, software and Web sites
for children 6 months to 16, along with a
look at how PCs are revolutionizing the
way kids learn. There is also the requisite
feature on saving for college, with tips on
long- and short-term investment strate-
gies. Departments cover subjects including
health, personal finance and education.

The back of the book has a “Time Out”
section offering suggestons on family
travel destinations and a “Joint Project”
(how to keep a goldfish alive for more than
a day). The closing page features play-

wright Wendy Wasserstein ruminating |
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about her relationship with her mother.

Offspring will try to catch on in a seg-
ment that includes Disney’s Family Fun, a
1.3 million—irculation book published 10
times yearly; Time Inc.s 550,000-circ Fa-
mily Life, published 10 times per year; and
Meredith Publishing Group’s Family Mon-
ey, a 500,000-circ bimonthly. But some me-
dia buyers see the Internet as the most for-
midable competitor for Offspring.

“I'm skeptical of the whole parenting
category right now,” says Carol McDonald,
DDB/Needham vp and print media man-
ager, who has bought ads for client Lands’
End in upcoming issues of Offspring. “Mag-
azines that are information-driven, as op-
posed to aspirational, are going to have a
run for their money from the Internet.”
Type “potty training” into a search engine,
and the Web coughs up 500 stories imme-
diately, McDonald notes.

Swartz counters that parents use mag-

azines to find out what the best Web sites |
are. “And if you look at the kind of issues |

that we're tackling, I don’t believe they are
the kind that can be handled easily on the
Internet,” he adds.

Offspring’s first issue has 60 ad pages, pri-
marily from fashion and automotive clients
including Volvo, Toyota and Tommy Hil-
figer, along with several dot.coms. Hearst/
Dow Jones hope to publish 10 issues of the
title next year.

Another new entry in the category is
Dads, a 200,000 paid-circ bimonthly due on
newsstands June 5. The independent ttle
will take aim at fathers with a median age of
35 and income of $57,500. “We want to
reach men who are self-aware, ambitious in
their careers and want to be just as success-
ful and connected with their families,” says
Dads managing partner/editor Eric Gar-
land, a former Money senior editor and edi-
torial director of Adweek Magazines. “It
will have a range of stories on parenting,
child development and relationships, but
written in a language and tone for dads.”



EW’s Touch-Up

Design tweaked, colunms added

Entertainment Weekly has freshened up its
look and introduced two new sections. The
graphics changes, EWs first in four years,
were overseen by design director Geraldine
Hessler, who was promoted last August af-
ter John Korpics left for Esquire.

The new look is most apparent in the
back-of-the-book review departments. “It’s
less dark than it used to be,” says EW man-
aging editor James Seymore. “We removed
a lot of black boxes, brightened the colors
and added a little more air.”

Reviews in the video section are now ca-
tegorized and boxed by genre. “We did this
with the ‘What to Watch’ section in TV a
couple of years ago, and that was very pop-
ular,” says Seymore. “But 'm not convinced
the video section will work in this format.”

Up front, the Time Inc. title has intro-
duced a regular two-page section called
“The Scout,” a potpourri of trends and
factoids, such as a recent item on what’s in
(adjustable cleavage) vs. what's out (having
l implants removed). “Week after week, we
had all this casual
information that
didn’t have a
home,” explains
Seymore. “It’s a
very flexible format
that allows us to
comment on small
stuff we would oth-
erwise lose.”

This week’s is-
sue will introduce
“The Greats,” a
series of in-depth
articles about major
pop-culture figures
that will run about seven pages each—
unusually long for EW. First up is a profile
of actor Christopher Walken. The plan is
to run six to 10 long-form “Greats” pieces
per year, with an eye toward expanding
some of the projects for TV or for a book.

EW's updates signal that the dtle is mak-
ing an effort to keep up with its young read-
ership, says Ellen Oppenheim, media direc-
tor at Foote Cone & Belding. “They’re try-
ing to jazz it up with fast cuts.”

The battle between EH and Wenner
Media’s new Us Weekly is getting under way
without longtime EW publisher Michael
Kelly, who is leaving to join Growth Capital
Partners. Succeeding Kelly is associate pub-
lisher David Morris, a 10-year EW vet. B

Keeping abreast

Mediaweek Magazine Monitor
Weeklies

March 13, 2000

GenXers love those sopranos, says Time Out New York publish-
er Alison Tocci. But she’s not talking about the hit TV show.
“There’s a new wave of people into classical music,” Tocci
says. “Our readers have a strong interest.” With TONY readers
(median age 34) lapping up the smooth sounds, advertisers,
including classical venues like the Metropolitan Opera, are
signing on with the hook; ad pages are up 7.63 percent YTD,
to 631.60. TONY readers’ sophisticated tastes made a dent
with Mercedes, which will run in the March 30 issue as the
Gotham entertainment weekly’s first automotive ad ever.
Separately, Time magazine, up 31.59 percent, and Business
Week, up 32.76 percent, continue to prove their mettle as the
top two books on Adweek Magazines’ Hot List. L6

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y10 Y10 PERCENY

DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LASTYEAR  CHANGE
NEWS/BUSINESS
News/Business
Business Week 13-Mar 96.45 15-Mar 60.55 59.29% 911.35 686.49  32.76%
The Economist 4-Mar 57.00 6-Mar 59.00 -3.39% 557.00 526.79 5.73%
The Industry Standard 13-Mar 223.33 15-Mar 27.59 709.46% 1,385.73 23229 496.55%
Newsweek 13-Mar 37.72 15-Mar 7443 -49.32% 368.08 393.06 -6.36%
People 13-Mar 77.36 15-Mar 164.02 -52.84% 700.13 589.11 18.85%
Sporting News 13-Mar 16.66 15-Mar 26.16 -36.31% 14546 154.35 -5.76%
Sports Ilustrated 13-Mar 54.74 15-Mar 64.46 -15.08% 481.00 488.58 -1.55%
Time! 13-Mar 93.00 15-Mar 60.18 54.54% 564.00 42861  31.59%
US News & World Report 13-Mar 27.73 15-Mar 41.68 -33.47% 273.09 371.30 -26.45%
Category Total 683.99 578.07 18.32% 5,385.84  3,870.58  39.15%
ENTERTAINMENT/LEISURE
AutoWeek 13-Mar 38.61 15-Mar 30.53 26.47% 331.87 29698  11.75%
Entertainment Weekly 10-Mar 25.52 5-Mar 20.50 24.49% 307.30 25746  19.36%
Golf World 10-Mar 26.19 12-Mar 34.91 -24.98% 264.11 215.36  22.64%
New York 13-Mar 53.90 15-Mar 29.60 82.09% 427.60 432.20 -1.06%
New Yorker 13-Mar 30.31 15-Mar 31.64 -4.20% 387.29 27114 42.84%
Time Out New York 8-Mar 69.40 10-Mar 82.30 -15.67% 631.60 586.80 7.63%
TV Guide 11-Mar 52.06 13-Mar 52.34 -0.53% 787.02 759.15 3.67%
Category Total 295.99 281.82 5.03% 3,136.79  2,819.09  11.27%
SUNDAY MAGAZINES
Parade 12-Mar 10.59 14-Mar 10.74 -1.40% 119.38 124.05 -3.76%
USA Weekend 12-Mar 14.54 14-Mar 15.52 -6.31% 121.64 129.44 -6.03%
Category Total 25.13 26.26 -4.30% 241,02 25349  -4.92%
TOTALS 1,005.11 886.15 13.42% 8,763.65 6,943.16  26.22%

E=ESTIMATED PAGE COUNTS; P=15-MAR 99 WAS 25TH-ANNIVERSARY DOUBLE-ISSUE

Mediaweek Magazine Monitor

"NATIONAL
ol [

Biweeklies
March 13, 2000

With the Super Tuesday primaries behind us and the presidential nomi-
nees all sewn up, political magazines are bracing for a slowdown. The
conservative hiweekly National Review's ad pages for the March 20
issue are down 10.17 percent from last year, to 20.66. Many advertisers
are holding out until the third and fourth quarters—in time for the
November general election, says Scott Budd, NB associate publisher.
Thanks to some early buys from Pfizer and Microsoft, NR’s pages are up
7.79 percent YTD. -L&

ISSUE CURRENT ISSUE DATE PABES PERCENT Yo YT PERCENT
DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LASTYEAR  CHANGE
BUSINESS/ENTERTAINMENT
Business 2.020/8 No Issue #DIV/C! 610.3 151.66  302.41%
ESPN The Magazine 6-Mar 58.51 8-Mar 59.67 -1.94% 247.99 257.34 -3.63%
Forbes 6-Mar 111.60 8-Mar 95.9 16.37%
Forbes (FYI) 6-Mar 65.00 8-Mar 79.50 -18.24%
Forbes (total) 6-Mar 176.60 8-Mar 175.40 0.68% 809.83 615.90 31.49%
FortuneE 20-Mar 193.58 29-Mar 155.52 24.47% *1,079.27 860.60 25.41%
Inc.F 15-Mar 108.99 15-Mar 8522 27.89% 321.89 292,02 10.23%
National Review 20-Mar 20.66 22-Mar 23.00 -10.17% 106.64 98.93 7.79%
Rolling Stone 16-Mar 62.51 18-Mar 57.45 8.81% 296.31 315.51 -6.09%
CATEGORY TOTAL 620.85 556.26 11.61% 3472.23 2591.96 33.96

B=MONTHLY IN 1999; E= PUBLISHER'S ESTIMATE; F=18 ISSUES PER YEAR; 20=20 ISSUES PER YEAR

www.mediaweek.com March 13, 2000 Mediaweek 85

'




- Media Person

BY LEWIS GROSSBERGER

| was a fun guy. Another newspaper last I

Pricked Balloon

THE MEDIA AIN’T HAPPY. NEITHER IS
Media Person. Those Stupor Tuesday voters pricked

the balloon, and all the air rushed out of the campaign. As usual, the
primary system efficiently did its job of eliminating the best candidates,
leaving the media eight long months to bloviate about two stupendously

uninteresting dorks. (How did the American electorate ever get its rep-

utation for making wise decisions, anyway?) The media will quickly get

bored, which means they’ll turn surly and vicious, just like the politi-

cians. Media Person feels that way already. He wants both clucks to lose.

Can’t the Constitution be amended to
allow this? MP has begun thinking of the
“winners” as a single entity, Gorebush
(rthymes with more mush).

You know the contest is really over when
a candidate starts warmly praising his oppo-
nent, which both Albert and George did
with vast sincerity on those bunting-be-
decked podiums the winners mount to
thank their hysterical followers, beside them
the long-suffering wife with the game smile
Scotch-taped to her face.
A day before, both guys
were insinuating the foe
was pro-cancer and anti-
mammalian, but now he
was a decent man and loy-
al party member whose challenge helped the
winner fine-tune his convictions in the heat
of honest combat. Translation: He threw a
scare into me, but I flip-flopped on a key
issue, changed my wardrobe and speaking
style, ran kamikaze attack ads and blasted
the slimeball to perdition.

There isn’t much the media has to look
forward to now. Some meaningless pri-
maries. A couple of anticlimactic conven-
dons. The desperate search for a running
mate who won't turn into Dan Quayle.
Months of covering candidates who like to
repeat inane slogans untl you crack. I am
the compassionate conservative. I am the
reformer with results. I am the caring, cau-
tious centrist with the monogamous multi-
lingual mama. I am the chalice from the

palace, not the flagon with the dragon.
(Obscure reference to ancient Danny Kaye
movie for the amusement of readers over
50.) Many editors will have to put their
reporters on suicide watch.

And for the poor American television
viewer, already suffering reruns and incom-
prehensible dot.com ads that forget to men-
don what the product does, there comes
now the unmitigated hell of political com-
mercials. And not just from the campaigns,

There isn’t much to look forward to now. Editors will
have to put their reporters on suicide watch.

either. Any schmuck with a couple of ail |

wells can toss in his own freelance propa-
ganda bombs. Mark Media Person weil: We
have not heard the last of the sinister Sam
Wrylie of Texas, who replaced Rick Rock-
well as. America’s most irritating suddenly
famous tultimillionaire.

Newspaper. writing will become ever
more vivid as its substance becomes ever
more vapid. A favorite lead of Media Per-
son’s from last week’s New York Daily News:
“Sedona, Ariz.—Sen. John McCain, holed
up in the Arizona hill country with his
wounded gang of GOP outlaws yesterday,
is set to wave the white flag today, sources
said.” Luke Skywalker had metamorphosed
into Butch Cassidy! Boy, those sources sure
talk funny. But we’ll all miss McCain. He
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week imparted the information that Mc-
Cain was going to be a good Republican
and endorse Bush—but he’d probably nev-
er speak to him again,

Several newspaper pundits have written
that McCain’s reformist campaign actually
made lasting changes in American politics.
There is some truth to this. On his Straight

| Talk Express bus (now heading for the

Smithsonian Institute), reporters were al-
lowed the unprecedented liberty of asking
him questions, and this may be copied by
others. His heroism in Vietham made mil-
itary service chic again, and young people
with political futures will be eager to fight
in wars and get captured by the enemy.
And because of John McCain, students at
Bob Jones University can now date outside
their race, though of course they still must
bring a chaperone and a written note of
permission from Pat Robertson.

As for Bill Bradley, who proved that
being a former sports star and a thoughtful
man of substance just isn’t enough, look for
him to follow the inspiring example of Bob
Dole and become a celebrity endorser for a

| major pharmaceutical company. You know,

folks, if only I'd discovered this fabulous
Prozac stuff during the campaign, I could’ve
shaken off my depression
and won the damn thing.
On a more serious
note, one of the questions
that inevitably surfaces in
this type of election is the
media’s irresponsible penchant for portray-
ing candidates in a consistently negative
light, exaggerating their personality flaws
and gleefully pouncing on mistakes while
neglecting issues and failing to expound on
the real policy differences between them. It
has been convincingly argued by many of
our most discerning commentators that this

| caricature journalism produces a one-

dimensional cartoon of our national leaders
that can only increase public cynicism and
apathy and disrespect for government as
well as for the media itself. For Media Per-
son’s part, he gives you his solemn pledge to
pay no attention whatever to such drivel
should the need arise to further discuss the
brain-dead frat boy Bush and the scandal-
plagued, wooden, mendacious Gore. ®




Now your
promaotions can
change as fast as
public opinion.

So every business and every industry should change the
way they look at their promotions.

Promotions.com is the leading Internet promotion solutions
company and the developers of Webstakes.com, the
award-winning Web site dedicated to Internet promotions.

Our advanced platform of technologies optimizes your
promotion in real-time, making flexibility and adaptability a
reality. Instead of following your audience, you can move
with them as their attitudes, behaviors and purchasing patterns
change. Real-time optimization changes promotion forever.

Companies like NBC.com, Compaq Computer Corporation
and The Sharper Image have already benefited by working with
Promotions.com. To see how our unique formula of proprietary
technology, valuable demographic profiles, promotion
infrastructure and media property can help your company too,
visit Promotions.com.

To find out more, email us at: info@promotions.com.

EROMOTiONS.COM“

iDIALOG"

permission-based direct marketing technology

CUSTOM SOLUTIONS

strategic concepting, overali promotion execution

DIRECT

targeted email and lead generation

WEBSTAKES.COM

media vehicle for advertising and sponsorships
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adauction.com..
OrrortuniTy CLICKS?

WE’RE IN THE MIDDLE OF
SOME OF THE COUNTRY’S FINER

TRAFFIC
JAMS.

Nothing says success in outdoor advertising like a big, fat traffic jam.
And for stopped traffic you can't do better than boards located at the entrance to
the Lincoln Tunnel, on the Sunset Strip or on Highway 101 in Silicon Valley.
Let the bidding begin.

www.adauction.com or call 1-877-4AD-BUYS.




