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NATIONAL TV: AGTIVE
Secpnd-quarter scatter
buying, moving at
above-upfront prices, is
robust at most of the
networks: Upfront can-
cellation options for
second quartegare
being'exercised :at
Iowe’,; levels than in '01.

NET CABLE: SLOW

Amid the musicalchairs
of sales execs,
networks scramble for
scant ad dollars. Deals
cantinue to go cown at
buyer-friendly prices.
Studio, pharmaceutical
dollars are working.

SPOT Tk: STEADY
Inventowy is negotiable
across the country.
Stronger-than- expected
auto do lars save the
month for stations in
many markets. NBC
affiliates benefit from
Olympics. Chicago and
Sacramento, Calif.,
enjoy political dollars.

RADIO: BUILDIRG
February TV tune-in
advertising is off as
non-NBC stations pass
on promoting against
the Olympics. Activity is
picking up in many cat-
egories for March, but
there is still plenty of
room fo negotiate.

MAGAZINES: HOLDING
Due to the financial
problems of Enron,
Kmart and Global
Crossing, banks, tend-
ing to their debt issues,
are scaling back their
spending in magazines.
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BusinessWeek, USA Today Ptther
Beginning in April, BusinessWeek and USA Today will jointly pro-
duce and publish editorial features on personal finance and
investing several times a year. Both publications will also share
marketing and sales resources on the projects. The partnership
kicks off with a special section called Investing for Growth and
will include the BusinessWeek 50, an annual list of the best-per-
forming companies in the S&P 500. The section will appear in a
special April 2 issue of BusinessWeek (which will be available on
newsstands for three months), with shared editorial content
appearing in USA Today's Money section the next day.

NBC Prime Time Taps Late-Night Talent

NBC is tapping into its late-night comedy well for prime-time pro-
gramming. Last week, the network picked up sev-
eral pilot projects with late-night ties, including: an
updated My Three Sons-like comedy executive-
produced by Saturday Night Live creator Lorne
Michaels, with SNL original cast member Chevy
Chase attached; a male-skewing comedy from
Late Night With Conan O'Brien head writer Jon
Groff; an updated Odd Couple project with SNL
alums Norm MacDonald and Jon Lovitz attached;
and a family comedy starring frequent Conan
guest, comedian Greg Giraldo.

Radio Revenue Down 7% in 2001

Hit by the toughest market in decades, radio ad
revenue totaled $18.36 billion last year, down 7
percent from 2000, the Radio Advertising Bureau
reported last week. Local ads, about 80 percent
of radio’s business, dropped 4 percent to $14.5
billion; national slid 19 percent to $2.9 billion.

Peninsula Hit By Record FCC Fine
Peninsula Communications, owner of four radio
stations in Alaska, was fined $140,000 by the
Federal Communications Commission last week
for refusing to shut down seven translators as
ordered by the FCC last May. it's the largest fine
the FCC has ever imposed on a broadcaster.
Translators are used to strengthen a station’s
signal. Peninsula is arguing that it should be per-
mitted to operate the translators while it waits
for a federal appeals court to rule.

Sternschein Joins Discovery Nets Sales
Evan Sternschein last week was named senior vp of national ad
sales for Discovery Networks, replacing Bruce Lefkowitz, who
recently left to join Fox Cable Networks Group. Sternschein was
most recently executive vp of sales for Excite Network. Mean-
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1 while at Disc‘dvery, TLC vp/gm Jana Bennett announced that
she will leave her post in April to return to BBC Television.

Cartoon, Scholastic Test Title

Cartoon Network and Scholastic have teamed up to test Car-
toon Network Magazine, a one-shot geared to kids 7-13. The
issue is now on selected Barnes & Noble newsstands and is
available through Scholastic Book Clubs and Book Fairs. The
title could go monthly this summer.

Advance Trims HR in Cost-Cutting Effort

As part of a major effort to consolidate back-office operations,
Advance Magazine Publishers Inc., the parent organization of

Advance's print properties (Condé Nast Publications, Fairchild

| Publications, Parade Publications, Golf Digest

. ing), has slashed 20 percent of the group’s
human resources staff, said Advance insiders.
Functions, including recruiting and benefits, will
be handled by a shared unit based at Parade's
offices. A Condé Nast spokesman declined to

to reduce its back-office costs by 5 percent.

Addenda: magazine ad revenue in January
dropped nearly 10 percent compared to January
2001, to $800 million, while ad pages slid 16
percent, according to the Publishers Information

was named to the new post of president of enter-
tainment. ..Millie Martini Bratten, editor in chief

Susan Taylor, senior vp/president and editorial
director of Essence, will be inducted into the
American Society of Magazine Editors’ Hall of
Fame...CBS Sports produced yesterday's college
basketball game between Ohio State and Michi-
gan in HDTV but converted it to standard TV,
meaning the telecast appeared in letterbox for-
mat—a first for a network sports event...Fellcity
will end its four-year run on the WB with a two-

Hendrie has signed a deal with NBC to develop a
prime-time series...Match.com has signed on as exclusive
sponsor of Trio’s Laugh-in marathon on Feb . 14.

1 Correction: The scarborough Research chart that
appeared in the Dec. 7, 2001 issue with the Portland, Me.,
Market Profile reflected data for the Portland, Ore., market.
Scarborough does not measure the Portland, Me., market.

Cos., Condé Net and Miami—-based ldeas Publish-

comment. When completed, the company expects

Bureau...Rich Ross, Disney Channel gm/exec vp,

of Bride’s, will assume the additional role of edito-
rial director of Condé Nast's new Bridal division...

hour finale on May 22...Radio talk-show host Phil
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SNTA’s DeWitt to Re-Pitch

Syndication to Advertisers

With the future of TV syndication in
question following a couple of lean sea-
sons, the top studios have tapped Gene
DeWitt, chairman/CEQ of Publicis’ Opti-
media International, to breathe new life
into the struggling medium. DeWitt last
week took over as president of the Syn-
dicated Network Television Association,
the trade group that helps attract adver-
tisers to syndicated programming.

DeWitt, who will remain in New York,
downplays talk of doing a separate syn-
dication upfront season, something that
Dick Robertson, president of Warner
Bros. Domestic Television Distribution,
has advocated. Instead, DeWitt plans to
focus on getting agency planners and
schedulers to work syndication into
their budgets. “l would like to make it
impossible for advertisers to draw up a
national TV buying proposal that does
not include syndication,” DeWitt said.

An ad agency veteran, DeWitt got his
start at McCann Erickson before creat-
ing his own shop, DeWitt Media, in the
early 1980s. “Syndication is clearly
underappreciated and undermarketed,”
he said. “The medium is not really
thought of as much by advertisers and
planners.” —Jeremy Murphy

Arbitron Has Half Sample
Needed for Philly PPM Test

Arbitron reported last week that it has
quickly recruited 750 consumers in 24
days for the final test of its portable-
people-meter service in Philadelphia,
half of the 1,500 consumers the rat-
ings service needs. The company plans
to complete recruitment by March 31.
Worn or carried by consumers, the
PPM is a pager-sized device that auto-
matically records a consumer’s expo-
sure to encoded TV, radio and cable sig-
nals. Arbitron has been testing the PPM
in Philadelphia since August 2000.
Based on the 1,500 consumer pan-
el, Arbitron will provide the industry with
individual ratings for TV, radio and cable
networks sometime in the second quar-
ter. For commercial deployment, which
could come as (continued on page 6)

Autos Give Stations
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SPOT TV By Jeremy Murphy

ocal TV stations are enjoy-

ing a surprise flow of ad dol-

lars from U.S. automakers,

which are spending in an

attempt to stem sharp losses

in market share to foreign
manufacturers. Broadcasters had
feared that auto dollars would virtu-
ally disappear in the first quarter after
the carmakers ended the zero-per-
cent financing programs that had
vielded record sales in the second half
of 2001. After the auto category spent
more than half a billion dollars in
spot TV in September and October
alone to promote the zero-financing
offers, stations had expected spend-
ing to dry up in the first half of this year.

But auto spending held strong in January
and has continued to do so in February, even as
most other categories of spending in spat TV
have declined. Broadcasters and analysts esti-
mate that automotive spot spending is up 9 per-
cent year-to-date from the same period last
year, from $49 million to $490 million.

“January would not have been a decent
month without automotive,” said Andy Fisher,
president of Cox Broadcasting, owner of 15
stations, including ABC affiliate WSB-TV in
Atlanta and Fox affiliate KTVU-TV in San
F mnmsco Without the unexpected auto spend-
ing, “we couldn’t have found the floor” in Jan-
uary, Fisher said. The Cox chief estimates that
total spot TV ad spending increased just 1 per-
cent last month, “and that couldn’t have hap-
pened unless automotive had been strong.”

Spending among other categories in spot
TV is sagging as the recession lingers, station
executives say. Packaged goods are taking more
and more TV dollars out of spot and steering
them toward network, taking advantage of
cheap rates. A number of retailers have put
their local TV budgets on hold after disap-
pointng holiday-season sales. Other categories,
such as telecom, tourism and entertainment,
are also flat or down in spot.
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General Motors is spending heavily in local TV this quarter t
promote its sales incentives, including a $2,002 cash rebate.

Meanwhile, the automakers have increased
their spending across the board, led by Gener-
al Motors, Toyota and Honda. “Every [auto]
budget is equal to or greater than last year,” a
sales manager at a top-10 market station said
last week, adding that buys continue to look
solid through March and April.

Still, the tough times continue for local
broadcasters. Advertisers, including the autos,
are placing their business at the very last minute
in many cases, making for some very nervous
station general managers. “On all revenue
fronts, the decision-making on actual dollar
placement is later than it has ever been,” Fish-
er said. “Advertisers are basing their buys on
extremely near-term sales data.”

The surprising strength of automotive spot
spending so far this year is in sharp contrast to
2001, when the category declined by a jaw-
dropping $700 million, according to the Tele-
vision Bureau of Advertising. Most of that
falloff was attributed to drastdc cuts by Daim-
lerChrysler. About 25 percent of a typical TV
station’s ad revenue comes from automotive
spending, and that figure can go as high as 35
percent for stations with strong local newscasts,
which attract desirable viewer demos.

Automakers are sinking more corporate
dollars into local markets as a way to move
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inventory. GM, Ford, DaimlerChrysler and the
foreign makers are pushing new sales incen-
tives—such as GM’s $2,002 cash rebates—and
are using more corporate money to do so.

“A lot of promotional spending continued
into the first quarter,” said Keith Fawcett, a
broadcast media analyst with Merrill Lynch.

In addition, local dealers that enjoyed
record revenue from last fall’s zero-percent
financing deals plowed some of that windfall
back into local advertising. Bear Stearns analyst
Victor Miller noted that incentives like zero-
financing impact corporate profit margins, not
those of the dealers. “Local dealers made de-
cent money [from the incentives], and now
they’re stepping up to spend,” Miller said.

General Motors, the category’s biggest TV
spender by far, is continuing to refine its local
marketing groups, a system through which
dealer and corporate ad budgets are pooled for
local spending. GM, which essentially bailed

out of local spending in 1999, has re-established |

more than 250 LMGs across the country since
last year, resulting in a dramatic increase in local
ad spending. GM typically puts 20 percent of
its overall ad spending into local markets (com-
pared to 35 percent for Chrysler and Toyota),
but that percentage is expected to climb.

Both Ford and Chrsyler are “seriously
struggling” in unit sales and may look to pump
up their local ad spending, Fawcett said. But
Ford and Chrysler are lacking in new product
development, which could be bad news for TV
stations and other media. GM plans to intro-
duce more than five new models this year,
including the Saturn Ion, Pontiac Vibe and the
Chevy SuperSport Roadster. Ford, in the midst
of a dramatic reorganization of its brands, is
expected to unveil only one new model (the
Lincoln Aviator), while Chrysler plans only a
redesigned Viper for 2003.

A General Motors representative said the
company would not comment on its spending
plans. “We consider that competitive and,
therefore, confidential,” the spokesman said.
Ford and Chrysler did not return calls .

Ford and Chrysler have been two of the
industry’s most “unpredictable” advertisers over
the past two years, said Chris Rohrs, TVB
president, attributing their fickleness to the sys-
tematic losses in market share the Big Three
domestic manufacturers have endured over the
period. Combined, the Big Three now com-
mand less than 60 percent of the U.S. market.

Despite their solid ad spending, domestic
automakers’ unit sales declined in January,
while foreign manufacturers’ sales advanced.
GM’s January sales were off by 13 percent, and
Chrysler’s were down almost 7 percent. If sales
continue to fall, the flow of automotive ad dol-
lars could stop dead in its tire tracks. [ ]

|
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His Own Worst Enemy?

As EchoStar tries to close on Hughes teal, Ergen is creating his own obstacles

SATELLITE TV By Alicia Mundy

harlie Ergen must be nervous. Several

events last week signaled that the deal

between Ergen’s EchoStar Communi-

cations and Hughes’ DirecTV could be
in trouble at the Department of Justice and the
Federal Communications Commission, even if
it is modified or restricted. And on Capitol
Hill, politicians are focusing less on the size of
the resulting monopoly than on the man who
would control it, Ergen. At the end of the
week, Salomon Smith Barney’s satellite analyst
Armand Musey announced that he was lower-
ing the forecast for the probability of approval
to 20 percent—down from the 40 percent he
had estimated on Jan. 17. Musey’s analysis
echoed concerns voiced about
the deal from the start in
Washington. The competition
between DISH and DirecTV
has kept prices down, he said,
so there’s a strong potential
“for negative price impacts if
the merger is allowed.”

Three months ago, ana-
lysts cautiously predicted a 40-
50 percent chance for the deal
to be approved. Since then,
Frgen’s opponents have been
making inroads while Ergen
has been making mistakes.

He has sued over every-
thing from must-carry of local
stations to the distribution of
Comcast’s SportsNet. Tech- g
nology experts from the FCC
and Capitol Hill have quesdoned the credibil-
ity of EchoStar’s claims that it doesn't have suf-
ficient channel capacity. Last week, the FCC
released a list of 15 questions regarding com-
petition, national price strategy and Vivendi
Universal’s $1.5 billion EchoStar stake. The
DQJ’s antitrust division wants to know about
private talks several years ago between Ergen
and Hughes executives discussing ways to
cooperate while competing.

Sen. Orrin Hatch (R-Utah) recently sent a
letter with 90 congressional signatures to the
attorney general, expressing deep concerns
over the fate of rural consumers. In addidon,
Ergen and DirecTV have financial stakes in
almost all satellite broadband providers (which
offer high-speed Internet access and other
whiz-bang services), creating a monopoly sit-
uation in a second industry.

Allied against Ergen are the National Asso-
ciation of Broadcasters; the National Rural
Telecommunications Cooperative; the Ameri-
can Cable Association; News Corp.’s Rupert
Murdoch, a would-be Hughes rival; two dozen
state attorneys general, who are plotting a law-
suit to block him; and Rev. Al Sharpton. In
Ergen’s corner are Vivendi and the North
Dakota Firefighters Association.

Ergen and EchoStar, whose office did not
return phone calls, have hired a lobbying/legal
team that reads like a Who Was Who in D.C.:
several members of Bill Clinton’s administra-
tion, including his counsel Jack Quinn; Al
Gore’s advance team; and various former GOP
stars. But they can’t work mir-
acles. Even minor matters
show EchoStar to be a recalci-
trant Leviathan. For instance,
until EchoStar activates anoth-
er spot-beam satellite in the
next few months, customers in
some markets need a second
dish to receive their local sta-
tions. It doesn’t sound too
onerous, as EchoStar won't
charge for that second dish.

However, Ergen isn't
exactly knocking on customer
doors saying, “Hey, let me give
you this dish so you can get
your local news.” The NAB
accuses EchoStar of a “brazen
hide-the-ball strategy.” They
note that in EchoStar’s new
letter to subscribers, the company promotes a
“free pay-per-view coupon,” but the free-dish
offer only appears in a tiny footnote.

These little peeks into Ergen’s marketing
and business strategy don't help his image on
the Hill, said several telecom staffers. But vet-
eran satellite analyst Mickey Alpert of Alpert
& Associates said Ergen is getting unfairly
piled on. “The very qualities which have made
him successful in business are being used
against him now,” said Alpert. “He’ aggressive,
a tough negotiator and litigious.”

But, ask Hill staffers, is that the profile of a
man who can be trusted to embrace the public
interest if given the chance to run a monopoly?

Alpert countered that you can’t tell where
the deal really stands right now. “The requests
from DQOJ and the FCC could be just the
beginning of negotiations.” [ |
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soon as this year if Nielsen Media
Research decides to join Arbitron in a
joint venture, the company is looking at
local-market panels of 5,000 to 6,000
consumers. —Katy Bachman

Baltimore Sun and WMAR
To Share News Resources

The Tribune Co.'s Baltimore Sun and
Scripps Broadcasting’s Baltimore ABC
affiliate, WMAR-TV, last week agreed to
a partnership to produce and deliver
news in the country’s 25th-largest
media market.

Starting this week, Sun reporters
will begin appearing regularly on
WMAR's local newscasts to promote
stories they are working on for the
newspaper. The TV station will also
tease next-day stories in the Sun on its
11 p.m. newscast. The Sun's reporters
will in turn produce a local on-air busi-
ness report for WMAR, and the sta-
tion's meteorologists will appear on the
Sun’s weather page. Joint advertising
deals will also be pursued. —JM

Van Susteren Adds Viewers
To FNC’s Prime-Time Lineup

In her first three nights on Fox News
Channel last week, Greta Van Sus-
teren attracted a few more eyeballs
than the previous weeks’ program-
ming on FNC, according to a Horizon
Media analysis of Nielsen Media
Research data.

Van Susteren’s new 10 p.m. FNC
show, On the Record, averaged a 1.0
household rating and delivered
886,000 homes from Feb. 4 to Feb. 6.
During the same period the previous
week, which included President Bush'’s
State of the Union address on Jan. 29,
Fox News Channel delivered a 1.0
household rating and 761,000 homes.

Van Susteren came to FNC from
CNN, where she hosted The Point and
Burden of Proof. The legal analyst—
who has covered cases from the 0.J.
Simpson murder trial to Elian Gonza-
les’ return to Cuba—nhas filled the
FNC prime-time slot previously held by
Paula Zahn, who is now at CNN. Fox
News is currently beating CNN in
prime-time ratings. —Megan Larson

I}

Networks Holding Viewers

Broatcast's erosion minimal so far this season, lespite more cable choices

NETWORK TV By John Consoli

hough they continue to suffer gradual

audience erosion in the face of a still-

growing array of cable networks, the

broadcast networks are earning praise
from the media buying community for main-
taining competitive ratings and share in the first
half of this season.

With the average household having access
to 89 channels this season, versus 73 a year ago,
“it’s amazing how well the broadcast networks
have held up,” Brad Adgate, senior vp of
rescarch at Horizon Media, said. “You have to
be somewhat pleased at their overall perfor-
mance, with the exception of ABC.”

Just past the midway point of the season, the
broadcast nets’ share of audience has dropped +
share points, from 59 to 55, while ad-support-
ed cable has narrowed the gap by 4 points, to
45 from 41. However, ABC lost three of those
broadcast share points, while NBC, CBS and
Fox maintained their share levels of a year ago.

CBS, NBC and UPN have performed the
best during the first half of this season. At this
point last year, CBS had only four shows in the
Top 20 in households—this season it counts 10.
And last season at this point, CBS had only two
of the Top 20 shows in the 18-49 demo—this
scason it’s up to six. Season-to-date in house-
holds, 7AG has increased its ratings 18 percent,
moving up from 29th at this time last year to
9th. Fudging Amy, rated 21st at this point last
season, is now 10th, with ratings up 6 percent.

season at this point, counts nine this season,
with Friends moving up from sixth to number-
one ranking in Nielsens household rankings
with a 15.2 rating (a 16 percent rise).

UPN, bolstered by the addition to its
schedule of Buffy, the Vampire Slayer and Enter-
prise, is up 8 percent in households and 18 per-

Ratings for CBS’ JAG are up 18 percent this year.

J
:
&
:

cent in both the 18-34 and 18-49 demos.
Even ABC, which has seen most of its vet-
eran shows take ratings hits, has said new shows
According to Fim and Alias will return next fall.
Like last season, the midseason shows intro-
duced so far have had mixed results. Fox’s That
'80s Show has produced a solid 6.2 in house-
holds and 5.5 in 18-49, and CBS’ First Monday
recorded a credible 7.3 in households on Fri-
days, a lower HUT-level night. But the WB%
Glory Days has struggled, and NBC canceled
sitcom Inmagine Thar after only two outings.
Season-to-date through Feb. 3, CBS led the
networks in households with an 8.3/14, down
2 percent, while NBC was at 8.0/13, down +
percent. CBS also held the viewer lead with
12.5 million, with NBC at 12.08 million. But
once the 17 days of Olympics coverage from
Feb. 8 to Feb. 23 is over, NBC is expected to

| take an insurmountable audience lead.

NBC, which had seven shows in the Top 20 last |

Laura Caraccioli, vp/director of Starcom
Entertainment, described the first half of this
Season as “status quo,” saying the networks will
be under pressure to develop hits for next sea-
son. John Rash, chief broadcast negotiator for
Campbell Mithun, added that the nets “should
realize from ABC that they can’t build long-
term audiences with game shows and reality.” M

NBC's Louis-Dreyfus Affair

Even with heavy Olympics promotion, new comedy Elie faces uphill battle

TV PROGRAMMING By Alan James Frutkin

an Julia Louis-Dreyfus beat the Sesn-
feld curse? The odds remain against
her. Last month, NBC began sending
out its pilot for Warching Ellie, which
launches Tuesday, Feb. 26, at 8:30 p.m. So far,
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the response is mixed.

“It’s the first project from a Seinfeld alum-
nus that appears to have potential,” said Stacey
Lynn Koerner, senior vp/director of broadcast
research at Initiative Media. “There is enough
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newness and quirkiness to
the show that viewers will
want to follow up on it.”

Many, however, are bet-
ting against it. “It is clever,”
said one TV agent, who
spoke on the condition of
anonymity. “But it may be
too clever.”

The single-camera com-
edy stars Dreyfus as Eleanor
Riggs, a Los Angeles—based
lounge singer. The show
teatures no laugh track and
takes place over 22 consecu-
tive minutes of Riggs’ life.
In a unique arrangement for
series production, Dreyfus is
contracted for no more than
15 episodes per season,
rather than the standard 22.

Whether Ellie makes it
to next season remains a hig
unknown. No matter how
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many positive
reviews it garners, the series could still have
an uphill battle attracting an initial sampling.
The failures hoth of NBC’s The Michael
Richards Show and ABC’s Bob Patterson, star-
ring Jason Alexander, have generated a ton
of negative post—Seinfeld publicity.

Even programmers within NBC have
wanted to keep their distance from the show,

NBC is counting on Ellie to extend
the net’s success with sitcoms.

fearing that the fallout from
the two prior post-Semnfeld
series may be too great to
overcoine, sources said. But
with Friends’ future unclear,
and as both Frasier and Wil
& Grace age, the network
needs to begin grooming
new must-see  comedies,
“There’s no question that
NBC has an enormous
amount riding on this show,”
the TV agent said.

Consequently, the net-
work will heavily promote
the series throughout its
Winter Olympics cover-
age. John Miller, president
of The NBC Agency, the
network’s in-house mar-
keting division, said view-
ers likely will see up to
three Ellie spots per night
during its Olympics coverage. Miller esti-
mated that if an outside advertiser had pur-
chased the same inventory during the
course of the Olympics, it would have cost
as much as $10 million.

Miller acknowledged the show ultimate-
ly will have to sell itself—which is no mean
feat. “There are high expectations,” he said.
“And sometimes it’s tough to beat that.” MW

The Sporting Life

McDonell returning to his manly roots as new M.E. of Sworts Mustrated

MAGAZINES By Lisa Granatstein

hen Terry McDonell became editor
and publisher of Sports Afield in
1994, he recalls being told: Don’t
throw Bubba out with the bathwa-
ter. “You can’t just toss out the great traditon
of a magazine,” McDonell explained.

Now McDonell, most recently editor in
chief of Wenner Media’s Us Weekly, plans to
apply the same publishing rule when he suc-
ceeds Bill Colson as managing editor of Time
Inc.’s Sports Hlustrated after the Winter Olym-
pics. McDonell will face the challenge of car-
rying out the mandate of John Huey, Time Inc.
editorial director, to re-energize SI without
alienating its loyal readers.

McDonell brings plenty of experience to
the 3.2 million-circulation SI. Prior to working
at Us, he was editor of Men’ Journal, another
Wenner Media title, and Hearst Magazines’
Esquire. McDonell was also the founding edi-

tor of Mariah Media’s Outside and served as an
assistant m.e. of Newsweek. “What T am really
interested in is writing—literary journalism and
tunny journalism,” McDonell said. “Seuff that
takes a [hard] look at the emperor.”

While McDonell declined to talk about
what he might do with SI, he did offer staffers
some continuity by promoting executive editor
David Bauer to deputy m.e. “They needed
somebody like Bauer to be the No. 2 guy, who
could be in charge of keeping staff morale up,”
said an ST staffer. “He’s a real writer’s editor.”

Meanwhile, Bonnie Fuller is said to be the
top candidate to succeed McDonell at Us;
Fuller was expected to meet with chairman
Jann Wenner last Friday. Fuller, who is cur-
rently developing women’s title Living Room
at Meredith Corp., is the former editor of
Hearst’s Marie Claire and Cosmopolitan, as well
as Condé Nast’s Glamour. |
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Menredith Stations Boss
Stepping Up Overhaul

BY JEREMY MURPHY
ince being named president of Mer-
edith’s broadcasting division last fall,
Kevin O’Brien, the former president
and general manager of KTVU-TV,
Cox’s highly rated Fox affiliate in San
Francisco, has embarked on a dramatic over-
haul of the company’s 11 stations, which, like
most in the industry, are suffering through a
weak advertising economy.

Already, O’Brien, who chose to work from
Meredith’s Las Vegas Fox affiliate KVV'U in-
stead of the company’s lowa headquarters, has
fired two station managers—including Rusty
Durante, tormer head of Fox affiliate KVVU
in Las Vegas, and Patrick North, vp/gm of
CBS affiliate KPHO in Phoenix—and two
news directors; and many more changes are
expected, especially at Atlanta’s WGCL, Mer-
edith’s low-rated affiliate

“My short-term goal is to make the appro-
priate changes where they’re needed,” said
O’Brien, one of the industry’s most outspoken
executives. “With me, it's all about perfor-
mance. I've never let personalides enter the pic-
ture—1 like evervone. [ want to change the cul-
ture of the stations, make them more aggressive
with a greater sense of urgency.”

Several industry analysts say they like what
they’re seeing so far and expect O’Brien’s man-
agement cxpertise to vastly improve Meredith’s
local TV performance.

“He brings a holistic view of how to trans-
form a station to the company,” said Lee West-
erfield, a media analyst with UBS Warburg,
who predicts that Meredith will sec “station-
management improvements across the whole
company.” While the company’s portfolio of
stations are valuable, Westerfield said, “there’s
significant room for improvement.” The ana-
lyst added that O’Brien is likely going to make
immediate changes to the stations’ local news
and late-fringe programming, for starters.

The new president has already made some
important changes. Last month, he hired Mark
Berrvhill, former news director of WHDH,

Boston’s NBC  af-
filiate, and KGO,
ABC’s O&O in San
Francisco, to oversce
news for the entire
group. He has also
hired two news
consulting firms—
Frank Magid &
Associates and
Smith Geiger—to
study its newscasts.
With limited ad rev-
enue coming in,
Meredith is going to
make changes in its newscasts “that don’t cost a
lot of money. We’re going to do it with mir-
rors,” O’Brien said, listing better writing,
reporting, story counts, teasing, scheduling and
branding as top priorities. “\Ve’re going to pro-
vide news for the living room rather than the
newsroom,” O’Brien said. “We want to be the
newscast-of-record in each market.”

One of O’Brien’s major projects is WGCL

0’Brien is looking to
swap some stations.

Mfume Show Folds

Almost a year after a threatened boycott of

the major TV networks prompted Kwesi Mfume

to shelve his plans to launch a syndicated TV
show, the NAACP president’s program on
Baltimore NBC affiliate WBAL-TV ended its
nine-year run last Saturday (Feb 9). The
Bottom Line, a weekly public affairs show
hosted by Mfume, aired Saturday nights at 7

p-m. on the Hearst-Argyle station and provided

a venue for minority voices in the diverse
Baltimore market. Topics included everything
from local and national politics to racial pro-

|

OUTDOOR

MAGAZINES

in Atlanta. To say that the station, which recent-
ly moved into a new state-of-the-art studio and
unveiled a new on-air look, trails the competi-
tion is an understatement. Its 6 p.m. newscast
averaged a 1.1 rating/2 share last November,
against Cox’s WSB, which averaged a 13.5/23,
according to Nielsen Media Research data. At
11 p.am.,, WGCL averaged a 3.1/6 against
WSB’ 9.7/18. The station generated a paltry
$36 million in revenue in 2000, compared to
WSB’s $120 million and Fox O&O WAGA’s
$101 million, BIA Financial Network reported.

Though he’ll have his hands full improving
stations, O’Brien said he also wants to diversify
Meredith’s portfolio. “I'm looking to swap
some stations, with an orientation to cluster-
ing,” O’ Brien said. “I want to broaden the
number and diversity of our attiliates, add more
NBC, WB and UPN stations.” (Meredith’
current lineup has six Fox stadons and five CBS
outlets.) While he did not mention any partic-
ular markets, consensus in the industry is that
Meredith will likely look to swap stations in
Portland, Ore., (where it owns Fox affiliate
KPDX) and Orlando, Fla. (Fox affiliate WO-
FL) with News Corp. Acquisitions aren’t out of
the question, either. “I want to make sure we’re
spread out in all parts of the country to take
advantage of swings in area vitalitics,” he said.

O’Brien said he knew what he was getting
into when he agreed to take over the group last
fall. He’d started studying the quarterly reports
five months before taking the job, “They
weren’t very vibrant. I knew I had a lot of
work to do.”

g7
~

'z

filing, gun control, the country’s drug epidemic and terrorism in America. Mfume will
continue to contribute to the station’s Remarkable Journey specials, which profile

African Americans. —JM
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Tigers’ den: The 2-year-old Paul Brown Stadium is the home of the NFL’s Bengals.

Gincinnati

KNOWN AS THE QUEEN CITY OF THE WEST, CINCINNATI IS NOT JUST A SPORTS ME-
tropolis, though it is home to baseball’s Reds and the NFL's Bengals.
It's also a Fortune 500 mecca, earning it another nickname, Blue Chip
City. Procter & Gamble is based here, as are The Kroger Co., a large

supermarket chain, and Chiquita Brands Inter-
national. Northern Kentucky, located across
the Ohio River from Cincinnati, has closer tes
to Cincinnati than to its Kentucky brethren.
It’s also now probably the hottest area of
growth in the market. The Greater Cincinnati
International Airport, in northern Kentucky, is
key to this growth, since Delta Air Lines’ hub
is second only to Atlanta’s airport in size.
Local and state officials are also working on
two stadium deals as part of a massive
riverfront development project. The
Reds and Bengals had shared a stadi-
um, Cinergy Field (formerly River-
front Stadium), which is being demol-

]
|

|
|
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Triple A baseball, along with anticipated retail,
restaurants and housing to be built as part of
the riverfront program.

Clear Channel Television’s WKRC-TV
has held the top slot in the 32nd-largest TV
market for the past 2'/: years. Christopher
Sehring, vp/general manager of the CBS affil-
iate, says his station and its sibling Clear Chan- |
nel radio stations in the market have forged a ‘
close partnership that has created some effi-

NIELSEN MONITOR-PLUS
AD SPENDING BY MEDIA / CINCINNATI

Jan.-Dec. 2000

Jan.-Dec. 1999

ciencies. For example, Sehring estimates that
WKRC exchanges $1 million a year in on-air
promotional time with the eight radio stations.

WKRC has a strong morning-news pro-
gram, which it has showcased since last August
by building a glass studio and set, 4 a NBC’s
Today show, in Fountain Square, the heart of
Cincinnad. The station has had a few behind-
the-scenes changes as well. Steve Minium, for-
mer news director at WKRC for eight years,
was named corporate news director for all
Clear Channel TV outlets. Elbert Tucker, who
has been at WKRC for eight years, was pro-
moted from assistant news director to news
director about nine months ago.

ABC affiliate: WCPO-TV, owned by
Scripps Howard Broadcasting, is generally the
second-ranked news station in the market,
which counts 836,190 TV homes. However, at
11 p.m., the station finished third in house-
holds, behind NBC affil WLWT-TV, owned
by Hearst-Argyle Television, and WKRC.

WCPO has made several on-air changes
recently. The station hired David Rose about
a month ago from KCOP in Los Angeles to
anchor its 5:30 newscast and serve as lead
reporter at 11 p.m. The station lost its news
director, Scott Diener, who left to direct news
at KNTV, the new San Jose, Calif., NBC out-
let. WCPO hired Bob Morford last April from
KNXV in Phoenix “to improve our news
product and make us more competitive,” says
William Fee, WCPO vp/gm. WCPO on Jan.
21 launched a new station brand, “On Your
Side,” replacing its “the hometown station”
tag, in use since 1998. The news product has
been changed to reflect the new brand, says
Fee. He adds that while the station has not
gotten new graphics or a new set, those plans
are in the works.

WLWT has acquired King World’s syndi-
cated Dr: Phil for this fall, replacing the depart-
ing Rosie O’Donnell show at 3 p.m. The staton
also has hired a new news director, Scott Hol-
lowell, who came from Fox
affiliate WBRC in Birming-
ham, Ala. Hearst-Argyle pur-
chased the station in 1997 and
implemented a number of

ished. The new football arena for the Spot TV $190,247,539 $197,708,228 changes. Rabun Matthews,
Bengals (Paul Brown Stadium) has Local Newspaper $167,513,540 $162,868,390 president and general manager
been in use since August 2000; the Spot Radio $79,057,120 $73,372,450 of WLWT] says the station’s
$330 million baseball stadium, Great FSI Coupon* $9,620,010 $8,892,430 entire anchor staff has changed
American Ball Park, is expected to be Local Magazine $5,776,850 $5,347,760 over the past two years.

Total $452,215,059 $448,189,258

completed in 2003. The site of the
former stadium will be cleared for

*Packaged goods only Source: Nielsen Monitor-Plus
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Raycom Media’s Fox affili-
ate WXIX-TV produces the
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the essence of life

Each month nearly one out of two
Black women 18-34 turn to us for the
information Nno one else knows she
needs. And the inspiration she won’t
find anywhere else.

Be a part of her life. Call Barbara
Britton, Vice-President and Associate
Publisher-Sales, at 212-642-0699.

ESSENCE

We have her heart.
We speak her language.
We are among her dearest friends.

AOL Keyword: ESSENCE magazine
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“COUNTRY LIVING

inspires me because

everything in the magazine
is attainable. If it's a recipe
for corn chowder, they
don't tell me to start by
growing my own corn.

INSPIRATION THAT'’S

ATTAINABLE is why | always
come home to the comfort of

COUNTRY LIVING.”

ABBY GREENSPUN, 34, mother, registered dietitian, runner

Country Living is a tra. demark of Hearst Communications, Inc.
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For more information on why 66% of American women live the casual,
comfortable lifestyle, as reported by the Country Living/Yankelovich
study America’s Pursuit of Comfort, contact Steven Grune,
publisher, at 212-649-3190.
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only 10 p.m. news in the market. Station
vp/gm Jon Lawhead says he’s pleased with his
station’s performance in the November book.
Sinclair Broadcast Groups WB affiliate
WSTR does not produce local news. Station
execs could not be reached for comment.

WBQC, locally owned by Block Broad-
casting, is the market’s UPN affiliate and Pax
secondary affiliate. While WBQC does not
produce any local news, since 1993 it has
rebroadcast an hour of WCPO’s morning
newscast at 9 a.m. It also rebroadcasts WC-
PO’ 6 p.m. early news at 7 p.m. WBQC,
home of the Kentucky state lottery, also airs an
ESPN-produced package with about 15 Big 10
basketball games featuring teams from Indiana
University, Ohio State University and the Uni-
versity of Michigan. WBQC also carries a few
University of Kentucky games (Southeastern
Conference), and Fox Sports Net carries some
of these games on cable.

Elliot Block, owner of Block Broadcasting
and WBQC gm, says his station plans to dou-
ble the power on its transmitter from 5 kilo-
watts to 10, which he says should help boost
the station’s reach. Currently, the station can-
not be seen outside the immediate Cincinnati
metro. Block says he is still battling Time
Warner Cable, the market’s largest MSO, to
put his station on its systems. And though
Time Warner has accommodated him some-
what by running the station’s UPN prime-
time lineup, he’s still not satisfied. “We pro-
gram 24 hours a day and, hopefully, if I'm
doing a good job, we have programming on
that people want to watch 24 hours a day, not
just five hours a day,” says Block.

Time Warner dominates the market with
about 310,000 subscribers in southwest Ohio.
Time Warner Ad Sales, its ad sales arm, inserts
on 31 cable networks and has added several
networks in the past six months. MSNBC was
just added in mid-January in anticipation of the
Olympics, says David Schackmann, local sales
manager for Time Warner Cable.

Schackmann asserts that Time Warner
agreed to add WBQC from 6-11 p.m. last
fall because viewers are most interested in
watching UPN prime. “We don’t have the
channel capacity [to add the station 24 hours
a day], unless they want to go down to a dig-
ital tier, which they don’t want to do.” He
also notes that some of WBQC’s own pro-
gramming is already available on the WGN
superstation, which Time Warner carries in
the market.

Insight Communications covers northern
Kentucky with approximately 100,000 sub-

B SCARBOROUGH PROFILE

Comparison of Cincinnati
’ TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS
Age 18-34
Age 35-54
Age 55+
HH!1 $75,000+
College Graduate
| Any F’o§tgraduate Work
Professional/Managerial
African American
l Hispanic

MEDIA USAGE - AVERAGE AUDIENCES*

J Read An ' Daily Newspaber
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 Tirme M-Sun
Total Cable Prime Time M-Sun

MEDIA USAGE - CUME AUDIENCES*™*

Read Any Daily Newspaper
Peasd &7 Sunday Newspaper
Total Radic Morning Drive M-F
Total Radio Evening Drive M-F
Total TV Early Evening M-F
Total TV Prime Time M-Sun

Total Cable Prinde Time M-Sun

MEDIA USAGE - OTHER
' Access Internet/ WWW

HOME TECHNOLOGY

‘ Own a Personal Gonfiputer
ShopiUsing Online Services/Internet
Connected to Cable
Connected to Satellite/Microwave Dish

Top 50 Market  Cincinnati Cincinnati
Average % Composition % Index
31 31 99
41 40 99
28 29 102
27 22 80
12 11 90
10 8 80
23 23 103
13 10 78
12 # #
54 47 87
64 59 92
22 20 94
18 18 102
30 29 96
39 39 100
13 12 93
73 66 91
77 72 94
75 74 98
73 75 102
71 70 98
91 92 102
58 54 95
61 57 94
67 63 94
35 31 88
71 68 97
15 13 91

#Respondent count too small for reporting purposes*Media Audiences-Average: average issue readers for newspapers; average

i quarter-hour fisteners 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-lssue cume readers for Sunday newspapers; cume of
alt listeners within a specific daypart for radio; cume of all viewers within a specific daypart for TV and cable.
Source: 2001 Scarborough Research Top 50 Market Report (February 2000-March 2001 )

scribers; Adelphia Cable has another 50,000
subs or so in the greater Cincinnad area. About
68 percent of the market subscribes to cable,
according to Scarborough Research, just below
the national average (see chast above).
| Cincinnad has ducling metropolitan dailies.
The Cincinnati Enquiver and The Cincinnati Post
fightiit out for stories every day, despite having
been partners in a joint operating agreement
since 1979. The JOA (through which the two
papers share business functions including

! advertising and circulation) expires at the end

' of 2007 and will automatically renew in 10-
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J

year increments after that unless one partner
opts out. Gannett Co.s Enguirer, the dominant
party in the JOA, had a daily circ of 188,173
for the six months ended Sept. 30, 2001,
reflecting a 3.7 percent decrease from the same
period a year earlier, according to the Audit
Bureau of Circulations. The paper’s Sunday
circ fell 1.1 percent to 307,990.
Cincinnati-based E.W. Scripps Co. owns
The Cincinmati Post, an afternoon daily, which
has not fared so well. For the six months end-
ed Sept. 30, 2001, the p.m. paper had a daily
circulation of 49,779, a 10.8 percent decline
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from the same period a year ago; its Sunday
circ for the period was 68,910, a 13.8 percent
slide from last year. Like other media outlets
across the country, both papers have felt the
effects of the economic siowdown and nation-
al advertising stump. The loss of ad revenue,
coupled with shrinking readership, has neces-
sitated some belt-tightening.

At the Post, for example, Scripps mandated
an 18 percent staff reduction last spring. At the
time, the paper lost two top editors: Paul
Knue, who had served as editor for nearly 20
years, left to serve a brief stint as a consultant
for Scripps before taking early retirement; and
Robert Kraft, managing editor at the paper,
resigned. Mike Philipps, assistant managing

RADIO LISTENERSHIP

Source: Audit Bureau of Circulations
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Avg. Qtr.-Hour Share

Morning  Evening
STATION FORMAT Drive, 12+ Drive, 12+
WLW-AM News/Talk/Sports 13.2 8.9
WEBN-FM Album-Qriented Rock 8.2 74
WOFX-FM Classic Rock 7.0 41
WRRM-FM Aduit Contemporary 6.1 6.2
WGRR-FM Oldies 5.9 7.2
WUBE-FM Country 5.1 5.3
WKFS-FM Contemporary Hit Radio 44 6.7
WIZF-FM Urban 4.2 5.0
WMQJ-FM Jammin' Oldies 3.9 37
WYGY-FM Country 3.7 38
Source: Arbitron, Fall 2001 Radio Market Report
NEWSPAPERS: THE ABCS
Daily Sunday Daily Market  Sunday Market
Circulation  Circulation Penetration Penetration

Hamilton County (Ohio): 336,399 Households

Cincinnati Enquirer 117,353 173,218 34.9% 51.5%

Cincinnati Post 23,056 5.9%

Butler County (Ohio): 122,075 Households

Cincinnati Enquirer 20,987 33,321 17.2% 27.3%

(Hamilton) Journal-News 23,492 24,682 19.2% 20.2%

The Middletown Journal 16,214 17,231 13.3% 14.1%

Clermont County (Ohio): 56,100 Households

Cincinnati Enquirer 15,146 27,393 22.9% 41.4%

Cincinnati Post 2,351 3.6%

Warren County (Ohio): 58,966 Households

Cincinnati Enquirer 8,938 14,483 15.2% 24.6%

Cincinnati Post 583 1.0%

Dayton Daily News 6,152 9,288 10.4% 15.8%

The Middietown Journal 4,287 4,703 7.3% 8.0%

Boone County (Ky.): 31,292 Households

Lexington Herald-Leader 348 360 1.1% 1.2%

Cincinnati Enquirer 5,965 13.036 19.1% 41.7%

Cincinnati Post 5,557 17.8%

Campbell County (Ky.): 34,078 Households

Cincinnati Enquirer 5,396 12195 15.8% 35.8%

Cincinnati Post 8,734 25.6%

Kenton County (Ky.): 56,142 Households

Cincinnati Enquirer 10,277 20,371 18.3% 36.3%

Cincinnati Post 13,502 24.0%

Dearborn County (Ind.): Households

Indianapolis Star 202 302 1.2% 1.8%

Cincinnati Enquirer 2,953 5,514 17.8% 33.3%

Cincinnati Post 477 2.9%

editor/Cincinnat, was then promoted to edi-
tor of the paper in May. Philipps says the Post,
like other secondary partners in a JOA, is “con-
tinuing to provide a separate editorial voice.”

Since taking over as editor, Philipps says he
has implemented a plan to grow the paper’s
readership by focusing on one of its areas of
strength—fast-growing northern Kentucky.
The Post has published a Kentucky edition for
approximately 100 years, since it was launched
by E.W. Scripps himself. Years ago, northern
Kentucky lacked an identity; it wasn’t seen as
part of Ohio, nor was it considered part of
Kentucky, says Philipps. That has all changed
over the last decade or so. Aggressive, busi-
ness-friendly incentives by local leaders helped
lure some major corporations. Toyota Motor
Manufacturing built a state-of-the-art plant in
Georgetown, Ky., in 1988 that created nearly
8,000 jobs, pumping the local economy.

“We’re not abandoning Cincinnati, cer-
tainly,” says Philipps, who adds he will reallo-
cate existing staff to help heef up the roughly
20 employees who put out the Kentucky edi-
tion, which features its own editorial page,
local stories, sports page and separate Al front.
The Cincinnati Enquirer also puts out a Ken-
tucky edition. Although the Enguirer rebrands
it as the Kentucky Enquirer and changes some
stories on Al, it is otherwise the same paper,

Jerry Silvers, vp of market development for
the Post and Engquirer, says the Enquirer hasn’t
undergone any major new initiatives since it
converted to the narrower, 50-inch web width
in April 2000. At that time, the paper under-
took a modest redesign. Silvers says while the
Engquirer’s circulation has declined sharply in
Cincinnatis Hamilton County, it has gained in
suburban counties that are seeing population
growth, including Warren, Boone, Kenton and
Clermont counties. He attributes part of the
circ drop in Hamilton County to the declining
city population and to the race riots that erupt-
ed there last April following the fatal shooting
of an unarmed young African American man
by a police officer. The officer was acquitted
last September. Silvers says the Enguirer has
initiated some of the neighborhood discussions
that followed to try to get at the underlying
problems that led to the riots. “There’s a lot of
soul-searching,” says Silvers.

In the 26th-largest radio market, Clear
Channel is without question the dominant
broadcaster in the market, claiming more than
half the ad revenue at an estimated $67.3 mil-
lion, or 51.7 percent, according to BIA Finan-
cial Research. Of the company’s eight stations
in the market, only one FM fails to draw




enough listeners to register in Arbitron’s
books. In the Fall 2001 book, seven of CC’s
eight outlets pulled a combined 40.5 share
among listeners 12-plus.

The next closest competitor in terms of
market share is Infinity Broadcasting, whose
four FM outlets drew a combined 12-plus
share of 17.5 in the Fall book and took in an
estimated $36.7 million in billings in 2000.
That gives Infinity a 28 percent share of the
market, according to BIA. Although it has just
two stations in Cincinnati, York, Pa.—based
Susquehanna Radio ranks third in the market.
Its two FM ontlets had a combined 10.1 share
and generated an estimated $14.1 million in ad
revenue, giving Susquehanna a 10.8 percent
share of the market. Radio One entered the
market last August when it purchased Urban
outlet WIZF-FM from Blue Chip Broadcast-
ing. Radio One claims a 4.6 percent market
share, given the strength of WIZE, the only
Urban station in Cincinnau.

Cincinnati’s top station, Clear Channel’s
News/Talk/Sports powerhouse WLW-AM,
garnered an 11.0 share in the Fall book and
was the market’s top biller, taking in an esti-
mated $23.8 million in 2000, reports BIA.
Three books ago, in the Winter 2001 Arbi-
trons, WLW had an 8.7 share. While WLW?%
ratings grew over the past several books, it has
hurt sister News/Talk station WKRC-AM.
WEKRC saw its 12-plus share dip froma 4.5 in
the Summer book to a 3.7 in the Fall. Another
CC property that has a strong following in the
market is WEBN-FM, an Album-Oriented
Rock station. WEBN is the only AOR outlet
in the market, and CC also has the market’s
only Classic Rocker in WOFX-FM; the sister
outlets compete for listeners.

One factor that impacted the market was
Clear Channel’s forced divestiture of stations
after it merged with AMFM Inc,, causing CC
to lose its former Country duopoly. Salem
Communications picked up one of the Coun-
try spinoffs, WYGY-FM, while Infinity pur-
chased the other, WUBE-FM. While WUBE
was at one time the far-and-away market lead-
er in the genre and a leading station in the
market, it is now in a much closer fight with
WYGY. WUBE drew an 8.0 share among 12-
plus listeners in the Spring 2000 book but tell
to +.9 in the Fall 2001 book. WYGY has rid-
den somewhat of a rollercoaster: In the Sum-
mer 2001 book, it hita 5.1 share, then fell to a
3.9 share in the Fall. WYGY runs far fewer
commerctials during the day than most other
stations in the market.

Susquehanna claims the market-leading

NIELSEN RATINGS / CINCINNATI

EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

Time Network Station Rating Share
4-4:30 p.m. CBS WKRC 5.9 16
5-5:30 p.m. cBS WKRC 9.0 20
ABC WCPQ 6.8 15
NBC WLWT 5.6 12
WB WSTR* 2.1 5
Fox WXiX* 1.3 3
5:30-6 p.m. cBS WKRC 104 20
ABC WCPO 7.5 15
NBC WLWT 55 11
wWB WSTR* 2.0 4
Fox WXIX* 2.0 4
6-6:30 p.m. CBS WKRC 104 20
ABC WCPO 8.5 15
NBC WLWT 6.1 11
Fox WXIX* 3.7 7
wB WSTR* 2.2 4
Late News
10-11:00 p.m. Fox WXIX 7.6 12
11-11:30 p.m. CBS WKRC 11.9 23
NBC WLWT 8.2 16
ABC WCPO 7.5 14
Fox WXIX* 3.4 6
WB WSTR* 2.4 5
*Non-news programming Source: Nielsen Media Research, November 2001
RADIO OWNERSHIP
Avg. Qtr.-Hour Revenue Share of
OWNER STATIONS Share (in millions) Total
Clear Channet Comm. 3 AM, 4 FM 40.5 $67.3 51.7%
Infinity Broadcasting 4 FM 175 $36.7 28.2%
Susqguehanna Radio 2 FM 10.1 $14.1 10.8%
Radio One 1FM 5.1 $6.0 4.6%
Salem Communications 1F™M 3.9 $3.0 2.3%
J4 Broadcasting 1AM 0.6 $1.5 1.2%

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

Ratings from Arbitron Fall 2001 book; revenue and owner information provided by BIA Financial Network.

position among the key demographics of | 1-75,1-71,1-74, I-471 and I-275. In January,

women 25-54 and 18-49 with its WRRM-FM,
an Adult Contemporary station. Its other sta-
tion, Jammin’ Oldies WMOJ-FM, also does
well among women, as does Infinity’s WGRR-
FM, an Oldies outlet, and CCs WEBN.
Lamar Advertising is the largest outdoor
provider in the marketplace, covering the
I1-county greater metropolitan Cincinnati
tri-state region. Lamar offers about 250 per-
manent and rotary 14-ft.-by-48-ft. bulletins
located along the interstates and major arter-
ies, about 850 30-sheet poster panels, and
about 220 junior bulletins (12-ft. by 24-ft.).
Some of the key interstates in the DMA are

Lamar acquired Minneapolis-based Delite
Outdoor Advertising’s inventory in parts of
Ohio, Indiana and Kentucky. In the Cincin-
nati DMA, Lamar picked up about 220
junior bulletins through the deal, which
increased its presence in Cincinnati’s sub-
urbs, says Tom Fahey, vp/gm of Lamar’s
operations there.

Other outdoor players in the market
include locally based Norton Outdoor Adver-
tising, which offers about 150 bulletin faces,
along with eight-sheet and 30-sheet posters.
And Obie Media has a contract to handle ads
on the local buses and bus shelters. ]
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Advertisers

gize Up

Media Sellers

In an exclusive survey

conducted by Mediaweek and
spencer Stuart, marketing and
media buying executives

identify how media companies

have adapted to selling in a harsher
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Nﬂ ﬂne needs tﬂ he tﬂld that it’s harder than ever for

media companies to sell effectively in a tough economic climate. Ad-
vertisers often demand flexibility on pricing, while sales teams strug-
gle to maintain their goals to increase revenue in a buyer’s market.
Cost usually becomes a major factor in determining whether an ad
deal moves forward or not.

Surprisingly, cost is not the biggest factor, according to the results
of an exclusive survey of advertising and media-buying executives
conducted by executive search firm Spencer Stuart Media Practice, in
association with Mediaweek. Cost has been supplanted in importance
by the ability to better target audience segments, to offer a quality
editorial environment and to “partner” with a given media company.

The survey polled 250 executives at packaged-goods, retail, auto-
motive, travel and technology companies, as well as two of the largest
media buying agencies in the U.S. In aggregate, the respondents—
made up of CEOs, CMOs and marketing executives—represent more
than $20 billion of media spending per year.

Despite the sluggish economy, the survey suggests media compa-
nies may well want to revise their revenue goals upward. Why? Nearly
half of the marketers polled (46 percent, to be exact) say they will
spend more on advertising in 2002, added on to 36 percent who plan
to spend the same amount. Only 18 percent say they will spend less
this year.

The survey shows that media company executives have changed
how they do business, by becoming more accessible, more open-
minded, more consultative, more creative, more proactive and more
responsive to advertisers’ needs than they were a year ago. “Sur-
prisingly, cost, although important, is not the primary driver in media
companies’ ability to seize an advantage,” the survey concludes.
“Rather, it seems to be a genuine interest in creating strategic align-
ments with marketers that counts for more.”

Hand in hand with the trend toward a closer relationship between
advertiser and media outlet is the growing importance of targetabili-
ty. Among the respondents, 38 percent rated targetability as the pri-
mary factor in selecting a media outlet on which to advertise. Another
29 percent rated cost efficiency as the primary factor, followed by 14
percent who cited the ability to offer a cross-platforming mix, and
only § percent who labeled mass reach as the primary factor.

Another subtle shift in thinking among marketing executives was
revealed when respondents were asked to list the most important fac-
tor in selecting a media partner. More than half (55 percent) pointed
to quality of offerings by the media outlet, far outdistancing the 9
percent who pointed to market reach. That’s certainly good news for
every small media outlet that hasn’t reached its critical mass.

Media companies have had to adapt their pitches in order to moti-
vate advertisers to buy more ad time or space in their properties, and
survey respondents indicated the changes they have noticed. Fully 54
percent of media buying executives and advertisers said coming up
with value-added components was a major factor in drawing their
business. Cross-platforming was mentioned by 44 percent of respon-
dents, followed by 25 percent who mentioned straight cost reduc-
tions, 22 percent who indicated discounts that resulted from the
additional spending for cross-platforming, and 22 percent who men-
tioned access to new, previously unavailable inventory.

Lisa McCarthy, senior vp of Viacom Plus, which sells ad packages
across all the Viacom media units, agrees that cost savings is becoming
less important to advertisers than value-added and targetability. “Of

Which Companies Are
Leaders in Their Field?

NETWORK TELEVISION

NBC

26% CBS

Fox

MAGAZINES

Time Inc.

24% Hearst

NEWSPAPERS

USA Today

Dow Jones & Co.

87%  (The Wall Street Journal)

| RADIO

Premiere Radio

Clear Channel

29%

INTERNET

AOL Time Warner

- 25% Yahoo

MSN
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the 27 cross-platform deals we’ve done, only one of them was driven by
price,” she said. McCarthy said that in the past year she has noticed a
significant trend toward media buying agencies and ad clients wanting
to do cross-platforming rather than traditional one-media deals.

The fact that targetability has grown in importance comes as no
surprise to Jed Petrick, president/COO of the WB network, who has
been selling the network’s 12-34 female audience since it went on air
in 1995. “The WB has been in a unique position to watch this tran-
sition happen and to participate in it. Advertisers today are making
multiple commercials that target different demos,” he said. “This
makes it not only an efficient buy, but an effective buy.”

Petrick added that more advertisers and marketers, rather than
asking for “tonnage discounts,” are allowing media outlets to come in
and look at their internal sales plans in order to come up with better
media solutions. “They are opening themselves up as never before,”
he explained. “We are signing nondisclosure agreements and working
with them to help them better reach their targeted audiences.”

Another indication that its a buyer’s market: Respondents said
media company executives have made themselves more accessible
and are more open-minded toward and creative about accommodat-
ing advertiser needs. Seventy percent of those polled said media
company contacts have been more accessible, while 78 percent said
they have been more open-minded, and 67 percent said they have
been more creative.

Just how much have media companies changed their business
manner? According to the advertiser survey, 67 percent believe media
outlets are more consultative, and 82 percent say they are more solu-
tion oriented. And 50 percent say they are more committed to part-
nership, 67 percent say they are more proactive, and 78 percent say
they are more responsive. Among the suggestions in the survey of
how a media company can differentiate itself was the idea that the
president of a company give out his or her home phone number to
the advertiser client in case of the need for rapid turnaround.

Petrick said one reason for the gung-ho attitude among media

“We are signing nondisclosure
agreements [with advertisers]
and working with them to help
them hetter reach their target
audiences.” —Jep PETRICK

sales teams is the consolidation of media buying companies into five
or six mega-companics. “There is a lot more at stake with a lot fewer
players, but it’s also easier to deal with them because there are a lot
fewer people to talk to,” Petrick said.

However, another media sales executive from a Big Four broad-
cast network, who did not want to speak for attribution, said a media
company’s willingness to be accommodating depends on the eco-
nomic condition of the marketplace. If the marketplace’s pendulum
swings back to the seller’s side, he predicts, media companies may not
be as accommodating. But he did agree that targeted reach is impor-
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Primary Factors Driving Media Decisions

Targetability

Cost Efficiency

Other (return on investment;
effectiveness; no single factor)

tant. “That’s why MTV is able to charge advertisers a premium for its
audience,” he noted.

Not all is good news in the hehavioral changes marketers have
seen from media sales outlets. Survey respondents indicated such pot-
holes as superficial sales efforts, an inability to eliminate internal bar-
riers or red tape, “business as usual” attitudes, and an air of superior-
ity that stems from a sales team’s belief that it is the only company
that can produce results for the client.

One section of the survey asked respondents to identify the media
companies they perceived to be the leaders in their respective media
categories. The companies that were wot cited presented more of a
surprise than those who did get the nod as one of the best. Among the
broadcast networks, NBC was cited by 32 percent as a leader, while
CBS and Fox each were identified by 26 percent. ABC was not con-
sidered a leader.

Among the cable networks, there was no clear leader, but those
mentioned most were ESPN, MTV, Discovery and A&E. Missing: the
Turner cable nets, which together pull in the single-largest
chunk of ad revenue of any multinetwork cable sales operation.

Among magazine companies, 57 percent of the respondents
mentioned Time Inc., and 24 percent mentioned Hearst. No-
tably absent from the list was Condé Nast. Among the nation-
al newspapers, 48 percent selected USA Today and 37 percent
selected The Wall Street Journal. And among Internet compa-
nies, 68 percent chose AOL Time Warner, 25 percent chose
Yahoo and 18 percent tagged MSN.

The two top radio companies among respondents were
Premiere Radio, selected by 43 percent, and Clear Channel,
selected by 29 percent. Of interesting note: Premiere Radio is
owned by Clear Channel. Infinity/Viacom was mentioned as
the clear media leader among the outdoor companies.

Commenting on the results of the survey, John Rash, chief broad-
cast negotiator for Campbell Mithun, said, “Sales executives are well
aware of the new reality—that the proliferation of cable networks is
drawing away audience and making the battle for viewers more com-
petitive. Both broadcast and cable networks have to continue to be
more innovative and flexible. Advertisers have also become consider-
ably more sophisticated in micro-targeting audiences to deal with the
channel proliferation and audience fragmentation. This is a way to
turn a negative into a positive.” u

BYRON J COHEN / THE Wi
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EVEN IN TIMES OF
Economic Uncertainty,

B-to-B MEDIA

DELIVER

o Some may think it's a bad time. A bad time to be advertising. A bad time to be selling.
But there's no better proof of the business community’s resolve and resiliency than getting

back to business.

o The results are in from the first-ever comprehensive study of the impact of B-to-B media.

According to Yankelovich/Harris, an overwhelming majority of American executives - 86% -
agree that companies that advertise in a down economy stay more top-of-mind when purchase
decisions are being made. and create more positive impressions about their commitment to
their products and services." And a whopping 99% agree that even in a down economy,. it's

important to keep abreast of new products and services.”

¢ Industry leaders rank B-to-B media - magazines. websites, and tradeshows - top in
importance for influencing purchase decisions. way ahead of newspapers. television, and
even general business magazines.* And using B-to-B media in combination generates even

more sales than using any one medium alone - 56% more.*

e FOR A FREE COPY OF THE NEW YANKELOVICH/HARRIS INTERACTIVE RESEARCH REPORT.
CALL DEBBIE HUMPHREYS AT (212} 661-6360 OR VISIT WWW.AMERICANBUSIMESSMEDIA.COM.

Let American Business Media show you how to make the power of B-to-B media work for you.

Business-to-Business Media. The place to reach decision makers. Ié&UI\S/%EE%SI gﬁ})l;l

Tre iation of Busi Media C

“Yankelovich/Harris 2001 “Fasrfield Research
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“Hey Rino! It's heen a long time!” vooms e

owner of Da Tommaso, a midtown Manhattan restaurant popular with
Beom3’s MediaVest staffers. It bas been a long time—Rino Scanzoni
left his position as executive vp and managing director of MediaVest in
late 2000 and returned to the media business only last month. Vigor-
ously courted throughout his year-long hiatus—imposed by a non-
compete clause in his MediaVest contract—Scanzoni is now president
of the broadcast division at WPP Group’s Mediaedge: CIA.

During his 25 years in the media world, Scanzoni has honed a rep-
utation as a creative deal-maker and an aggressive, analytical negotia-
tor. He started out as network TV supervisor at BBDO, followed by a
stint as a senior media planner at Ted Bates. In the early *80s, he land-
ed at Televest, which evolved into MediaVest.

The veteran buyer talked to Adweek’s David Kaplan about the thrill
of getting back to work, the challenges of doing media in a new cen-
tury and what lies ahead for the media agency business.

ADWEEK: You were courted by a number of different agencies. Why
did you choose Mediaedge: CIA?

SCANZONI: [The former] Media Edge had a real history in the media
agency marketplace. It was the first agency to have the philosophy
that a media company had to provide a full array of services
in order to grow. [At WPP], the focus, especially from the top, has
been to form a media expertise that is second to none. The invest-
ment dollars and support to achieve and maintain that goal are there.
This business is going to come down to a handful of players [because
of consolidation].

ADWEEK: Who's next?
SCANZONI: I'm wondering what will happen to [Grey Global Group’]
MediaCom. And there are still a couple of independent players that will
either disappear or align themselves with one of the major players.
There might even be opportunities for some of the major players to
consolidate further.

WPP is a large communications holding company where the focus,

Return

MEDIA BUYING VETERAN RINO SCANZONI SHARES

CROSS-PLATFORM SELLING,"I'HE UPFRONT AND NEW

PHOTOGRAPHY BY PETER MURPHY
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especially from the top, has been to form a media expertise that’s sec-
ond to none. The investment dollars and support to achieve and main-
tain that goal are there.

ADWEEK: You're known for your comprehensive analysis of the
marketplace and your willingness to negotiate well into the night.
How do you characterize your negotiating strategy?

SCANZONI: Both sides need to feel that there has been a success, not
on every point, but in general, at the very least. This is a business
where you are dealing with the same people over and over again. It is
very important that you make it clear where you’re coming from,
what your point of view is; and if they disagree, they can then lay out
their scenario and decide where to go from there.

ADWEEK: Most analysts expect the general economy to improve by
the second quarter and the advertising economy to rebound by the
third quarter. Do you agree with that?

SCANZONI: [ don't see a scenario right now that suggests a further
contraction in the marketplace, but I don’t see any evidence of a sig-
nificant expansion, either. I don’t have a good sense on spending yet,
but my feeling is that it will continue to be moderate.

ADWEEK: What about the shape of specific ad categories?
SCANZONI: I've looked at a lot of categories through the fourth
quarter, and there aren’t any positive categories. That said, the nega-
tivity varies. Generally, any category that tends to be a little reces-
sion-proof might fare better. The one category likely to be hurt less
than the rest is packaged goods. But I don't see that area as healthy—
it’s just going to be less negative.

ADWEEK: What are you hearing from your clients in terms of adver-
tising budgets?

SCANZONI: As it relates to media, the economy is very much on their
minds, and they're all looking to get more for less. And I don’t mean
just going out and looking to buy more GRPs for fewer dollars. They

. B peam L N B s

TECHNOLOGY

- 8 1] v 8

www.mediaweek.com February 11, 2002 MEDIAWEEK 23



i)
i

A

MediaStrategies2002

are clearly looking for ways they can partner with media companies
and bring their advertising into content, where they can get a stronger
connection with a product and get more exposure for their message.
The clutter issue is a problem, and the solution is not just, “Let’s in-
crease our budgets so we can buy more ratings points.” Everyone is
trying to find ways to integrate their advertising so they can stand out.

ADWEEK: Are you mainly talking about cross-platform selling? Is
that a real option or still hype?

SCANZONIL: A ot of the cross-platform selling that has happened in
the past six months were media deals put together as part of one pack-
age across multiple venues, instead of an agency or advertiser buying
time sequentially. They decided it would be to their advantage, and
the vendors encouraged them. A lot of it was driven by share of busi-
ness. That will continue. The big challenge is, How do we go beyond
just the media deal and integrate a client into the media? That is, a
marketing campaign that is specifically designed to address a particu-
lar client’s needs. And that’s a much more difficult thing to do than
just a typical cross-media-platform deal.

ADWEEK: So what is a truly integrated deal as opposed to just an
aggregation of media vehicles?

SCANZONI: For one thing, it’s very difficult to get consensus and
compromise [among buyers and sellers] when business is strong.
When business weakens and everyone has a common goal—namely,
to secure a higher share of existing advertising dollars from a shrink-
ing pool—cooperation among the existing entities in a media corpo-
ration happens more easily. What is more complicated is how you
come up with an overall campaign that goes beyond just buying ad-
vertising time. It might involve special sponsorships, programming,
integrating your product into the content, promotional associations
that tie into an overall campaign. Those areas are very labor-intensive
and require a great deal of creativity.

ADWEEK: Last year, many buyers cited TiVO and the world of per-
sonal video recorders as a potential problem. Do you view it that way?
SCANZONI: Right now, I think the penetration of those electronic
itemns in the marketplace is still relatively limited. Still, the ability of
those items to preclude the message is a major, major concern.

ADWEEK: What are the potential solutions?

SCANZONI: There’s going to be a lot more pressure on the creative
community at agencies to come up with messages that are a lot more
compelling and can hold the viewer. On the other hand, I think the
people that distribute and produce programming have a key interest
in making sure that commercials are continually being exposed and
not deleted or fast-forwarded through, because ultimately, that’ their
bread and butter. I think there’s going to be pressure to come up with
ways to ensure that that’s minimized. It will require some creativity,
in terms of how you format commercials within a program. These
things will exist, and to a degree, younger viewers will be encouraged
to use that technology in a new way.

We need to start thinking about that to be sure that we’re ahead
of the curve. Though there’s no immediate problem, these technolo-
gies are all in development. This is a point in time where you can
influence how these devices work, how they’re marketed, and how
best the advertiser can control its destiny. If we don’t as an industry
getinvolved to solve this issue, technology can move very quickly and
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it becomes harder to change the elements in these devices.

Audiences still want to take in entertainment passively. But the
early adopters of a technology tend to use it differently than the
masses and help determine how it will eventually be used.

ADWEEK: It a little early, but what are your predictions for the broad-
cast upfront market?

SCANZONI: ] hate to be, especially at this stage of the game, a prog-
nosticator of what the upfront is going to be. Anybody that tells you a
number at this point doesn’t know what they're talking about—espe-
cially given the kind of marketplace we’re in right now. In terms of
where things stand, economically, we've fallen off the cliff, and I'm try-
ing to find out whether we’re still falling or if we have hit the bottom.
I'm not so sure yet, either way. So for me to estimate on the upfront,
well, that’s kind of foolish. I'll leave that stuff to Mr. [Bob] Coen [senior
vp and senior director of forecasting for Universal McCann).

What’s critical this year is not only the severe contraction on the
total market. And that's where the problem is: It’s not a matter of
money just shifting from a longer-term earlier commitment to a
short-term ongoing commitment, but that there was less money
overall. It happened very quickly, and it was difficult for people to
make the necessary adjustment.

Even with a faster recovery, the total market will still be depressed
for some time as it gets sorted out. I think we’re going to see a mod-
erate recovery in the economy, not talking about the marketplace. My
sense is that it will take until sometime in 2003 when we will start to
see a more healthy growth rate.

ADWEEK: You've been off for a year. Has the media business
changed in the past 12 months? Is it difficult to come back after so
much time away?

SCANZONI: This is a highly charged, fast-paced business. Some-
times, if you have an opportunity to take a step back and view what’s
going on and think through what you see, you come back with a
vitality and freshness that can make you more competitive in the
long run.

The business hasn’t really changed that much. But over the course
of my career, the differences are enormous. The real fundamental
changes have taken place in the last dozen years, as media companies
began evolving and eventually started being unbundled. Add to that
the technological changes, such as the modeling tools and optimiza-
tion software that started coming out, especially in the past nine years.

ADWEEK: How has the business changed in the past 25 years?
SCANZONI: When 1 first started, there were three networks that
delivered 95 percent of the audience. And it was consistent. So it was
really just a matter of, “Well, how do I split this pie up?” Now you
have 75-0dd choices, and the pie isn’t even consistent, because that
can vary depending upon what’s being offered. If there’s more inter-
esting programming from a viewer perspective, then the amount of
viewing goes up. If the reverse is true, viewing goes down. So how
do we portion this out and determine what is best for the client?
It’s not a decision that’s just based on trying to maximize audi-
ence delivery. What we’re trying to do is affect sales and business
performance. And there are different approaches on how to mea-
sure that, but at the end of the day, our objective is to create busi-
ness for our clients. [ ]
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Ouicktakes

HIP-HOP CULTURE GUIDE The Source “her-
alded” its 150th issue last week with an elec-
tric event at Macy’s Herald Square in
Manhattan. Fanatic teens clambered over
retail racks to catch the featured acts, D] Kool
Herc and newcomer
Fabolous. But the performers
weren’t the only ones who
got the star treatment.
Source editor in chief
Carlito Rodriguez found
himself surrounded by ador-
ing readers asking for his
autograph. Said a flattered
Rodriguez, “I can't front:
Having a bunch of teenaged
girls ask me for my auto-
graph was a definite ego
boost. I mean, I may not I ]
have a platinum album flying . i
off the shelves, but if they
recognized my name from
reading The Source every
month..., that, by itself, is a blessing.”... The
high-tech beat goes on for Robert Moritz.
The former “Guy Tech” columnist for Condé
Nast’s GQ is taking his
cool-tool talk to Parade
magazine in weekly
installments of “The
Gadget Guide.” Among
the picks in his Parade
premiere yesterday: the
Weemote 2, a device
that lets kids channel-
surf from SpongeBob
Square Pants to Scooby-
Doo without seeing a
rerun of Death Wish.” As for Moritz’s own
must-haves: TiVo and audibL advisor, an
MP3 player that lets him listen to books on
tape on his Handspring Vizor...Tom Brokaw,
anchor and managing editor of the NBC
Nightly News, will kick off the Television
Bureau of Advertising’s annual marketing con-
ference, set for March 26 at the Jacob Javits
Convention Center in New York. “It is hard
to imagine a more perfect keynoter for these
ames,” said TVB president Chris Rohrs in a
statement, adding a plug for Brokaw’s 1998
best-selling book. “The stories in... The
Greatest Generation are constantly held up as
the template against which the challenges

Gadgét guru Moritz

Teen idﬁl: Source editor Rodri-

guez got mobbed at Macy’s.

[ EDITED BY ANNE TORPEY-KEMPH | |

faced by today’s generation of Americans are
compared.”...Agency people, radio group
owners and syndicators had a brush with
brash at Interep’s recent “Power of Urban
Radio” event at the New York Hyatt Grand
Hotel. The Reverend Al
Sharpton made a surprise
appearance, stirring the
crowd with his special brand
of rhetoric. For this occasion,
the civil rights leader railed
about the Bush administra-
tion disregarding former
President Clinton’s mandate
that the government spend a
proportionate amount of its
media budget in minority

- media. The crowd responded
with a standing ovation...
Sports fans just ain’t what

¢ they used to be. So said

s leisure-research guru Rich

* Luker at the recent
International Sports Summit in New York,
where he unveiled data indicating a signifi-
cant “paradigm shift” in spectator/fan behav-
ior. Luker’s New York-based Leisure
Intelligence Group surveyed some 26,000
respondents from across the sports world,
including media, leagues, sponsors, retailers
and manufacturers, and found that the
emphasis of their attention is on what they
personally do and less on big events and star
power. The implications for marketing?
“Efforts have to be connected to what people
themselves are participating in,” Luker says,
citing Sports Authority and Nike as compa-
nies that have already caught the drift. n

Jones Radio Networks’ Rob Drucker (l.) with
surprise “Power” guest Rev. Al Sharpton
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AGENCIES

Annette Cerbone has joined Universal
McCann as senior vp, director of national
broadcast, managing a staff of 100 who
are responsible for $2.6 billion in national
TV broadcast billings. Cerbone was most
recently vp of business development and
national sales at Discovery Networks. She
succeeds Donna Wolfe, now director of
broadcast for UM North America.

MAGAZINES

John Sheehy has joined Weider Publi-
cations as COO, overseeing consumer mar-
keting, production, manufacturing and new
business development. Sheehy was for-
merly the principal of a publishing consult-
ing firm. Also at Weider, David Foster, pres-
ident of media consuiting company ESI,
has been named vp of consumer market-
ing. Foster has held executive posts at
Hearst Corp., CBS Consumer Publishing
and Times Mirror Magazines.

CABLE TV

At Game Show Network, vp of on-air pro-
motion Ken Warun has added short-form
programming to his duties. He has been
handling promotion of series and spe-
cials, including the Let's Make a Deal-a-
thon...TLC vp and general manager Jana
Bennett will leave her post in April to
return to BBC Television, where she had
been director of production. During her
two-and-a-half years at TLC, she adapted
the BBC's Changing Rooms into the popu-
lar Trading Spaces and launched Junkyard
Wars. Back at the BBC, Bennett will over-
see BBC One, BBC Two and digital chan-
nets BBC Four and BBC Choice.

RADIO

Chuck Finney was named director of pro-
gramming for KLTY-FM, Salem Communi-
cations' Contemporary Christian outlet in
Dallas. He had been operations manager
with Infinity Broadcasting in Cincinnati...
Amy Santoro, vp of Millennium Radio Group
and operations and sales manager for the
company’s New Jersey station cluster, adds
general manager duties for WBUD-AM and
WHKKXW-FM, serving central Jersey...Sam
Rogers, gm of Infinity Broadcasting's
WPGC-AM/FM in Washington, has added
gm duties for WHFS-FM there and was
promoted to market manager for the
company’s D.C. station cluster.
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The Growth Story
Eight consecutive years of circulation growth
including a 22% daily increase this year.

The Readership Story
Over 1.7 million readers daily.

The Demographic Story
Ranked #3 in Average Individual
Income nationwide.

The True Color Story
A new unique Post True Color™ process
and multiple positioning options that provide
a showcase for your advertisements.

The Success Story
Barney’s, Coach, Burberrys,
Mercedes Benz of Manhattan are among
the many advertisers who have added
the Post to their schedule.

Fivefighrer Joseph Higgins of the NY(
airfie north of Kahul yesterday. O

N.Y’s her. NEWYORK POST

New York’s Most Colorful Newspaper

SOURCES: Audit Bureau of Circulations, subject to audit; six months ending
September 30th, 2001; 2001 Scarborough Report.

'HOME JELIVERY

18005527678

_ CALI.-I’OD;\Y__! :

wwanypost.com

RS

)

Restes

.'s 30tk Mountain Divisias at Bagram
iltediin #» WTC attacks on Sepl. 11.

1 in Kabul




B. SUCCESSFUL
WOMEN
AGE 35-54. ADORNED
WITH A BIT MORE
WEALTH THAN THER
CONTEMPORARIES, THESE
HARD WORKING LADIES
SHOP ONLINE FOR
EVERYTHING FROM JEWELRY |
TO EXOTIC VACATIONS.
AUTHENTIC “ME
GENERATION” MEMBERS.
PLEASE SPECIFY QUANTITY
BETWEEN 1 AND
15 MiLLioN,

A. AFFLUENT
MALES

RUGGED, Hanpy MALES
AGE 3549 THESE HIGHLY
MOTIVATED DECisIoN
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LIKES 70 sHop ONLINE FOR
RYTHING FROM SHOES
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ALL SIZES, ShapE- AND
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The reach you need. The audience you want.

Need to reach a niche or massive audience? Lycos delivers results. You'll find
over 20 special interest sites. An expansive network. And everything you
need to target anywhere between 1 and 38 million unique visitors through
advertising or direct marketing. To get started, visit http: //advertising.lycos.com

Source: Media Metrix August 2001

Gamesville

Lycos Careers
Lycos Music
Lycos Shopping
Matchmaker
Raging Bull
Wired News

...and many more




NEWS OF THE MARKET L

CNNfn Launches Market Wrap-Up Series
CNNfn today is launching a one-hour stock-
market wrap-up series, Money & Markets.
The series, co-anchored by Kathleen Hays
and Bruce Francis, will air Monday to Friday
5-6 p.m. Combining the economic IQ of
Hays and the technology expertisc of Francis,
the new series will analyze the closing num-
bers of various companies and how events
aftect the everyday lives of consumers. Hays
joined CNN from CNBC, where she held
several posts including economics editor.
Francis is a correspondent for CNN’s Lou
Dobbs® Moneyline.

Time Inc. to Launch Bilingual Makeover
People en Espangl will publish its first issue
written in both Spanish and English, titled
Makeover: Body and Soul. Publisher Time Inc.
is printing 400,000 copies for newsstand sales
and subscribers and sending out an additional
100,000 to Hispanic women selected from
the company’s database. Makeover, scheduled
for mid-July publication, will cover Latin
beauty, style, fitness, fashion and health
through Hispanic celebrities.

Radio Nets Airing Black History Specials
For Black History month in February, most
radio networks are airing special series and
programs. Portraits in Pride, a series of 20
one-minute profiles of prominent African
Americans, including Colin Powell and
Quincy Jones, returns on ABC Radio
Networks, anchored by ABC News corre-
spondent Carole Simpson. United Stations is
offering both long- and short-form program-
ming, including Visions of Black Auierica, a
series of one-hour programs to air over four
consecutive weeks; Black History Minute, a
one-minute feature marketing important his-
torical, cultural, political and social mile-
stones of African Americans; and We
Rewmember, a one-minute daily salute to classic
Soul and Rhythin & Blues artists. Bloomberg
Radio, which syndicates Bloomiberg Urban
Business Report on about 50 radio stations, has
produced Blooniberg History Makers 2002, a
five-part series on African American business
and community leaders.

Hockey Season Starts on Westwood One
Westwood One kicked off its National
Hockey League regular-season coverage last
Monday as the Detroit Red Wings hosted the
Colorado Avalanche. Sam Rosen is back to
call play-by-play, accompanied by Gary

Green providing commentary. More than 75
radio stations will broadcast Westwood’s
NHL Game of the Week.

Salem Renews Programming

Salem Communications, the largest radio
group offering religious and family-issues pro-
gramming, reports it has renewed more than
90 percent of its block programming ata 5
percent CPM increase over 2001. About 40
percent of Salem’s revenue is attributed to paid
programming on the group’ 81 radio stations.

Lifetime, Discovery Score in January
Lifetime took the ratings crown again in
prime time for the month of January with a
2.3 household rating (1.9 million house-
holds), but a few programming events stand
out on other networks. Produced with the
BBC, Discovery Channel’s ocean documen-
tary Blue Planet: Seas of Life on Jan. 27 gen-
erated an average 3.5 rating/5.2 share for the
first installment from 9 to 11 p.m. An esti-
mated 9 million viewers tuned in over the
two-hour period. Ratings dipped slightly on
Jan. 28 to an average 2.2 household rating
(1.6 in 25-54) for the 9-10 p.m. airing of
parts 3 and 4, but Blue Planet remained one
of the top shows on basic cable. Four more
installments will air in May. Meanwhile,
Hallmark Channel’s airing of the miniseries
Roots nightly from 9 to 10 p.m. Jan. 20-25
generated record ratings for the network at
1.7 household and placed it fourth after
Lifetime, TBS and USA among basic cable
networks for the week for the first time.

Former AD Publisher Losee Dead at 62
Thomas P. Losee Jr., retired publisher of
Condé Nast’s Architectural Digest, passed away
Feb. 2 at the age of 62. Losee was publisher
of AD trom 1984 to 1997. Prior to his tenure
at Condé Nast, Losee spent 13 years with the
Hearst Corp., serving as publisher of Science
Digest, House Beautiful and Harper’s Bazaar.

Hearst Co-Opts Chic Simple Content
Book publisher Chic Simple is partnering
with Hearst Magazines to produce a maga-
zine outsert entitled Chic Simple, with con-
tent covering apparel, home, lifestyle and
travel. The first two “out-stallments” will go
to select subscribers of Hearst titles House
Beautiful, Marie Claire, O, The Oprah
Magazine and Redbook—100,000 per title.
They will be polybagged with the October
and December issues.
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| Calendar

The American Association of Advertising
Agencies will present the AAAA Media
Conference and Trade Show, this year
themed “Media: Going Forward,” Feb. 13-
15 at Disney’s Contemporary Resort in
Orlando, Fla. The event includes discus-
sion groups with media directors from 4A’s
agencies, general session with journalists
from ABC News; breakout sessions on
account planning, out-of-home and interac-
tive media. Contact: 212-850-0850.

International Radio & Television Society
Foundation will host the IRTS Foundation
Gold Medal Dinner March 5 at the New
York Marriott Marquis. This year's event
honors Robert W. Pittman, co-chief operat-
ing officer, AOL Time Warner. Contact: Mag-
gie Pritikin at 212-867-6650, ext. 302.

Cabletelevision Association of Marketers
will present the CTAM Digital Conference
entitled “Behind the Screen: Insider Essen-
tials for Selling SVOD, VOD, PPV, and iTV,”
March 6-8 at the Century Plaza Hotel in
Los Angeles. Contact: 703-549-4200 or
visit www.ctam.com.

The John Bayliss Broadcast Foundation
will host the 16th Annual Bayliss Radio
Roast March 14 at the Pierre Hotel in
New York. This year's "dis-honoree” will be
Katz Media Group CEO Stu Olds, with a
lineup of roasters including Don
Bouloukos, Infinity Broadcasting; Carl
Butrum, Katz Media Group; and David
Crowl, Clear Channel Communications.
Proceeds will benefit the Bayliss Radio
Scholarship fund. Contact: Kit Hunter
Franke at 831-655-5229.

The Television Bureau of Advertising will
hold its annual marketing conference
March 26 at the Jacob Javits Convention
Center in New York, in tandem with the
New York Auto Show. Keynoter will be Tom
Brokaw, anchor of NBC Nightly News. Con-
tact: Janice Garjian at 212-486-1111.

American Women in Radio and Television
will host the New York market winners of
the 2002 Gracie Allen Awards, honoring
outstanding women in broadcasting
behind the scenes and on the air, at a
luncheon on April 16 at Tavern on the
Green in New York. Contact: 703-506-
3290 or visit www.awrt.org.
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Get your spots the attention they deserve.

It’s all about getting the right commercial in front of the right audience. And in the
New York DMA, nobody does it like the New York Interconnect.

We have 31 networks to choose from with programming to target any demographic need.
Beyond just men or women, old or young, we can deliver sports fans, movie buffs, news
junkies, the rich, the aspiring - the targeted demographic that’s most willing
to listen and buy your product.

You can’t cover the New York DMA without us. We deliver more of who you want and

less of who you don’t.

31 Networks. One call. 866-257-3416.
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NEW YORK INTERCONNECT
The most potent buy in Spot TV
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Culture 1

Culture Trends

February 11, 2002

Artist

CollegeTV Network Video Playlist

Submitted by College Television Network for week ending February 3, 2002

Title

Abandoned Pools The Remedy

Blink-182 First Date

Michelle Branch ) _AIIY_ou W_aFed e

Vanessa Carlton = ; A ﬁ\;usand Miles

Cee-zo 0 El_osﬁr_eak -
o Chemical Brothers - _St_ar Guitar -

Tanya Donnelly Eiee_ping_Yo_u P

Missy Elliot . = _ T Take Away o

Garbage i BreakT\g_ Upihg Girl

Natalie Imbruglia_ Wrong Impression S

Injected Faithless -

Jimmy Eat World In the Middle o

Alanis Morisette g_anc_ls Clean— A

Rob Zombie

Never Gonna Stop

YOU CAN SAY
THAT AGAIN!

...AND AGAIN...AND AGAIN...AND AGAIN...AND AGAIN
...AND AGAIN...AND AGAIN...AND AGAIN...AND AGAIN
...AND AGAIN...AND AGAIN...AND AGAIN...AND AGAIN

WITH RADIO NJ

YOUR MESSAGE HAS FREQUENCY!

Radio NJ provides you with 66 radio stations
throughout the State with almost 3 million loyal

weekly listeners For a surprisingly low cost, you N
can reach the consumers you want, over B
and over again.

Call to find out E ‘ \

_ adio %y 9

just how affordable =70

and effective

MTV Top 20
U.S. Countdown

Week of 2/4/02

1. The Offspring “Defy You”

2. Ludacris “Rollout”

3. Creed "My Sacrifice”

4. Ja Rule “Always on Time”

5. R. Kelly “The World’s Greatest”
6. Foo Fighters “The One”

7. Mystikal “Bouncin’ Back”

8. The Calling “Whatever”

9. Jimmy Eat World “The Middle”
10. Puddle of Mudd “Stinky”

11. Sum 41 “Motivation”

12. Alien Ant Farm “Movies”

13. Default “Wasting My Time”

14. Garbage “Breaking Up the Girl”
15. Britney Spears “Girl Woman”
16. No Doubt “7 Days”

17. The Calling “A Woman’s Worth”
18. Brandy “What About Us?”

19. Dave Matthews “Everyday”

20. Fabolous “Young'n”

|

Radio NJ can be.

Affordable Radio You Can't ]
Afford To Overlook! )

NJ Broadcasters Association « 1-888-NJRADIO - www.njba.com

©2001 MTV
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Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month).
New ads, copy changes, and cancellations are due by the third Thursday of the current month
for appearance the following month. RATES: $51 per line monthly; $315 per haif-inch dis-

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

ADVERTISING SPECIALTIES

ART/DESIGN SERVICES

INSURANCE

PhaxBres” CoMPRESSED T-SHIRTS!
This PAKTIE isan (-
Extra-Large, Heavy- Gin)
weight 1-Shirt!

Many stock & custom

shapes available. Great %

for GW's, Tradeshow
Giveaways. & On-Pack Wi
Promotions. Include
coupons, catalogs, & event { 03
schedules inside packages.

Screen printed towels of all sizes and
weights. with low minimums, and
quick delivery.
Also patented MATRIX® photo towels!
FLAT AND I

i3 Abesy .
N N ) o
2l 4~ =)
»y =

As of Jan. 1st, 2002, all PAKTITES & MATRIX
products will be available only through
agencies and ad specialty distributors.

PPAI *144639

ASI*91243

At Freelance Advancers, we're artists and writers ourselves. |
| Who better to place quality creatives in premier freelance and staff positions? | |
Our personal attention enables the best matches - and has since 1987.

So call, e-mail or fax us today: We're putting our talent to work!

i ;
&= &Graphlc Designers

| )‘AA" Directors / Creative Directors

)‘\Copywrlters / Editors / Proofreaders

A Freelance Advancers (212) 66140900
420 Lexington Avenue, Suite 2007 New York, NY 10170

www.freelanceadvancers.com A

- AN

Enablers |

i . . = Vi i ¢ / Pri . =
)\PFDdL\Clan Artists (Traditional / Digital) )&Pre Press / Print Production

| ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE?

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

Advertiser's Professional Liability
Property & Liability Coverage

Life & Disability Insurance
Group Health, Dental, & Pensions
Homeowners, Auto, jewelry & Fur
Coverage for Freelancers too!

I\ =] :
);Trafflckmg / Project Management

i . ML
)\Illustrators (Traditional / Digital)

)AWeb Site Development ...and more! Call for a quotation with no obligation.
Adam Wolfson, CIC @ 212-370-3900

Arnold K. Davis & Company, Inc.

| MEDIA BUYING &
| PLANNING SERVICES

s info@freelanceadvancers.com

ART/DESIGN SERVICES

COPYWRITING

SMALL TO MID-SIZED AGENCIES

CREATIVE SERVICES Let Us Show You How You Can

') BRANDESIGN

where does one stop and the other start?

Corporate identity,
welbssites and other
l business collateral.

www.courtneyco.com

212-594-1748

INVIision
GRAPHICS
INVISION GRAPHICS offers the

most creative and dynamic graphic
concepts from start to finish.

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

mm) ADVERTISING

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

ART DIRECTION

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

HOW'S MY ART DIRECTION?
Call 917 754-3537 or visit www.lbnyc.com

SJDIdesigner, www.mol|icastud7io.com

CONCEPTS & COPY

www.textlife.com

COPY/CREATIVE

www.CreativeCopywriter.com
732.571.9672

ll CALL FOR FREE BROCHURE

Award-winning writer/cd w/wide exp.
203-531-7527 or MUM6 @ acl.com

‘ BAD COPY.

| Overpriced, too!
Ken Copel

(310) 581-5346

Copyiw/ Power. Cém;aigns to éoﬁateral
‘ Call:201.666.7277
See/write: www.Hartsough.com

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

‘ High-tech copy pro 212.439.1845

t — .

| give good ad. Creative-ink.net.

| Write Financial. 212-679-0609

Julie Wieden 781-659-9359
wiedencomm@mediaone.net

Q CREATIVE

www.storyboards.tv

CREATIVE SERVICES

| HEALTHCARE ADVERTISING SPECIALIST
| To the Consumer. To the Trade. To the Point.
David Upright: 973.726.9655
dupright@earthlink.net
You only think you need
a creative department.
| Log on to
| RadioPrint. TV

ADVERTISE CALL 1-800--ADWEEK | |

*provide your clients improved media service
*reduce your clients’ media costs
*reduce your own operating costs

MEDIA FIRST INTERNATIONAL, INC.
New York-212-686-3342 X 222
Minneapolis-612-630-1102 X 1

THE FIRST IDEA IS FREE.
Free-lance creative director, adcrafter
copywriter, speechwriter.
Inspiration for your customers and your staff.
Wally Lawrence
Creative Services
Wallylaw@aol.com
212-410-2221

DIRECT MARKETING
DM thru Card Decks 800-364-1032 call Brad.

SPECIALTIES ENVELOPES i
www.jetenvelopes.com
Artwork + print + speciaities

GOLF PROMOTIONS ]
| www.MrPrintlt.com

Licensed PGA TOUR products & Players ‘ 212-642-6248 - 1-800-390-7453
protourmem.com / 800-465-3511 LI B

John Zap Printing, Inc.

’ Complete Print Production
. Commercial

MORE BANG FOR YOUR BUCK
Credit card billing statement inserts, cable
bills, outbound catalog packages, frequent
flyer statements, product sampling paks,

co-ops, free standing inserts and more.
Everyday Media (212) 481-7300

PRINTING

Speakers, PGA TOUR, LPGA, Celebrities
golfpodium.com / 561-776-9112 .

MARKETING SERVICES

Web & Sheet Fed Printing
Accurate, On-time, Cost Effective
V-212.219.3339 & F-212.219.3337

PROOFREADING

EDITORIAL EXPRESS

EXPERIENCED - FAST - FREC.SE|
Advertising - Collateral

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

SUPERIOR FINANCIAL CONTENT |
16+ Year Wall Street Marketing Writer & |
Consultant. Internet, Strategy, Branding, B-B, |
Collateral, Annuai Rpts. Call 631-537-3506
E-mail: johnb227@yahoo.com

Catalogs - Annual Reports
Magazines - Manuals
Call: 508-697-6202
Fax: 508-697-7773

Looking for the perfect job?
ADWEEK CLASSIFIED
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EAST SERVICES & RESOURCES

RADIO COMMERCIALS

RADIO PRODUCTION TV PRODUCTION

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

www.kenrayzor.com |
— —_— — |

www.killerradio.net

RADIO PRODUCTION
Spotguy.com

The name says it all because we do it all.

“Found at last!
A High Colonic
Administrator”

Feel like you
can't afford Tv?

You can afford
JoLee TV.

Smart Creative. Smart Production.
joleetv.com 212.333.0546

A Story in Every Spot
HEARTHE FULL STORY AT...
www.radio-ranch.com/pg3.html
Phone (323)462-4966

Reach your ad community

www.kamen.com

ADWEEK CLASSIFIED

RADIO PRODUCTION

RADIO PRODUCTION

WRITE IT.
PRODUCE IT.

DIRECT IT.
SCREW IT UP.

When it comes to your radio project,
there are some things we simply won't do.

A
A
A

www.wadio.com

23] World WideWadio:

LA: 323 957 3399 - NY: 212 768 9717

RADIO PRODUCTION

%o 3te
IF “od EVEBWM ]
MichieL LEFevRE ALIVE AGAIN

L B0o-77%-(465.

OINK INK JUST STOLE ONE OF THE TOP RADIO GUYS IN LA.
Michael “FEEVE” LeFevre, formerly with World Wide Wadio and
Bert Berdis & Company, is now being held at the Oink Ink/LA
compound where he is forced to produce radio commercials on a
daily basis. Call us today and maybe we'll let you talk to him.

@ Oink Ink Radio New York * Los Angeles » 800-776-OINK

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

89 Clios, blah, blah, blah...

work with the best in the business
bertberdisandco.com call for the reel 323.462.7261

RADIO PRODUCTION \ VOICE-OVERS
we write | Demos online now!  johnmatthew.com
we polish
SRl WEB DESIGN
Killer Radio ) :
www.kenrayzor.com « (888) KRSound Art Directors. Copywriters.
i S el - . Get your portfolio online
Killer Radio! with your own personal website.
www_ kenrayzor.com ¢ (888) KRSound Visit: cyberadhook.com
TRANSLATIONS/LANGUAGE ‘ i
SERVICES | | Catch a Creative Geniys
www The-Transtation-Station.com ‘ ADWEEK CLASSIFIED

i

IRERUREEES:

® 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

Looking for the perfect job?
ADWEEK CLASSIFIED

For Classified Advertising Rates

Call Sara Weissman ‘
1-800-7-ADWEEK
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OFFERS & OPPORTUNITIES

[ NOTICE ____
Lers Talk | |03 HURITERS,

Small, established, aggressive, 7 _
Find Hundreds of Great

year-young Advertising, Marketing,
Graphic Design Agency, with existing Jobs In Bdweek Online!
Search ads from all six classi-

pbusiness and accounts in fashion,
fied regions of Adweek,

pharmaceutical, hotel, textile, finance
Brandweek, & Mediaweek.

and consumer goods, seeks partner-
ship, merger or acquisition of equal or
larger size shop, to join forces, battle
economy and build long term growth.

Visit our website at
http://www.adweek.com

Lower Mid-Town. Confidential
Principais Only
Call David at 212-685-2829

EMPLOYMENT

e-mail:
adweek@adweek.com

AC
h%
RESEARCH MANAGER

The Ad Council, the country’s leading provider of public service advertising
{Smokey Bear, “Friends don't let friends drive drunk” and * | am an American”} is
seeking a Research Manager to join its dynamic team. It's a great opportunity to
put your ad research skills towards social causes.

Key responsibilities include: development, analysis and reporting of campaign
performance surveys, advising strategic and creative development of campaigns
and managing day-to-day research requests from campaign team. The qualified
candidate will have 3 to 5 years of ad agency experience in research/strategic
planning or similar experience at a research supplier, excellent communication
and analytical skills and have a real interest in social issues. Strong knowledge of
Microsoft Word, PowerPoint and Excel is required. SPSS desirable.

We offer a competitive salary and excellent benefits package. Please fax or mail
resume with salary requirements and a cover letter to:

The Ad Council
Attn: Human Resources Director
261 Madison Avenue, New York, NY 10016
Fax: (212) 922-1676
EEOC
we will only contact qualified applicants

uperheroes
wanted.

(We'll supply
the cape.)

It's about working with the best and brightest, the knowledge you
gain from others. Simply put, it's about the level of talent around you.

Surround yourself with business leaders and trailblazers. They're
here at Capital One—driving business strategy, ready to help
elevate your career to new heights.

We're one of the 50 Best Performing Companies in the S&P 500
according to BusinessiVeek® for the second year in a row.
Some say we're superheroes of the financial services industry.
From one superhero to anather... Your cape is waiting.

For more information on careers at Capital One, visit us at
www. capitalone.com/superjobs.

Group Media Manager.
Brand Marketing

Own an integral management component of Brand Management
and be a liaison with Media Planning and Sponsorship Marketing
in Brand Services, Be primary company representative and
manager of media representation. Responsible for negotiation
and performance of all media, management of media metrics and
program infrastructure. Requirements include 10-15 years in
major agency/advertiser planning or buying unit, plus experience
with direct media and managing national/local buys in excess of
$100MM annually. Interested candidates, please e-mail or fax
résumé to; celeste.dwyer@capitalone.com; fax (804) 934-6402.
Please refer to job code AD13695AW.

Capital One is an equal opportunity employer committed to diversity in the workplace.
We promote a drug-free work environment.

CapitalOne

www.capitalone.com/superjobs

CATCH A CREATIVE GENIUS
WITH ADWEEK CLASSIFIED

RATES for Employment and Offers & Opportunities

MINIMUM: 1 Column x 1 inch for 1 week: $198.00, 1/2 inch increments: $99.00 week.
Rates apply to EAST edition. Special offers: Run 2 consecutive weeks, take 15% off sec-
ond insertion. Frequency, regional-combination, and national discounts available. Charge
for ADWEEK box number: $35.00 per insertion. Replies mailed daily to advertisers. Read-
ers responding to any ads with box numbers are advised not to send samples unless they
are duplicates or need not be returned. We are not responsible for recovery of samples.

1-800-7-ADWEEK Classified Manager: Sara Weissman

Classified Asst: Michele Golden

The identity of box number advertisers cannot be revealed. |f ADWEEK must typeset
ad, charge is $25.00. Deadline for all ads in ADWEEK EAST is Wednesday. 4:30 p.m.
If classified is filled prior to closing, ads will be held for the next issue, Classified is com-
missionable when ad agencies place ads for clients. No proofs can be shown. Charge
your ad to American Express, Mastercard or Visa, ADWEEK CLASSIFIED, 770 Broadway,
7th fl. New York, NY 10003. 1-800-723-9335 Fax: 646-654-5313.
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e HELPwANTED

A Known Brand (already soaring)
Large Budgets (actually huge)
Great People (just slightly off center)
Great Clients (honest!)

No Layer (and no limits)
Ohyeah...it’'sin NJ

If this type of environment excites you, and you can thrive working 4 miles west of
NYC, read on. We're looking for bright, passionate, skilled people to work on a major
account. And we're looking to fill these positions NOW!

Creative-Art Director & Copywriter
Should be equally at home in all medias. Strong conceptual skills a must. And being
able to translate these concepts into strong executions equally important. Experience
in consumer electronics, telecommunications, high tech helpful.  Ability to
conceive advertising that's memorable and motivating mandatory.

Interactive- Seeking Two Stars
A Director/Strategist who can deal on the highest levels. Should be equally
comfortable building/managing a department, guiding and overseeing all interactive
initiatives, and contributing as an integral part of our management team. Also need a
Project Manager who can make things happenQeffortiessly (or at least make it
seem effortless).

Account Planning/Research
Need hybrid individuals who are comfortable with both account planning and overall
research. Will play the crucial role in the overall strategic direction of all agency
initiatives. Must have a proven track record in an environment that not only
recognizes, but appreciates the value of insightful information and guidance.

All positions come with excellent salary/benefits program. Send resume for immediate
review to:

ADWEEK Box 2610
770 Broadway, 7th Floor
New York, NY 10003

COPYWRITER

John Frieda Professional Hair Care, Inc, a leading multi-national manufacturer
of beauty products located in Wilton, CT, is seeking a Copywriter for its Corporate
Communications Department.

The ideal candidate will have an English, Marketing or Communications degree to-
gether with a minimum of 2 to 3 years ad agency writing experience in women'’s
consumer goods or similar experience with a beauty fashion, or cosmetic
company. Must be a strategic thinker, versatile writer, with a finger on the pulse of
contemporary cuiture. Portfolio required.
This position will be responsible for writing materials for product brands, including
web, advertising, packaging, collateral and Public Relations. If interested and
qualified, please send your resume and salary hist to:
Director of Human Resources
John Frieda Professional Hair Care, Inc
57 Danbury Road, Wilton, CT 06897
Or FAX: 203-563-0370

SHOOT, The Leading Newsweekly for Commercial Production
& Postproduction is looking for:

Account Executive -New York Office:
2 + years space sales experience for weekly publication. Great people skills,
organized, computer literate. Send resume & salary history to:

SHOOT, Dept. PF
770 Broadway, NY NY 10003
Fax: 646/654-5354
Email: pfahn@shootonline.com
NO PHONE CALLS

Reporter - New York Office:
2+ years news reporting and feature writing experience with track record
of working under tight deadiines. Prefer experience in covering TV advertising
business, teleproduction, fimmaking. Send resume, salary history, and clips to:

SHOOT, Dept. TP
770 Broadway, NY NY 10003
Fax: 646/654-5354
Email: tpiti@shootonline.com

NO PHONE CALLS

Guideposts, a dynamic publishing company headquartered in Carmel, NY, with
editorial & aadvertising offices in NYC has the following positions avaitable:

ADVERTISING PRODUCTION

Coordinate all aspects of the advertising & production process. Determine book make-up &
ad fay-out; provide quotes to sales staff on insert rates, printing & production charges;
manage ad position book; & track, coordinate & proof all ad material. BA w/ 2-4 yrs of mag
advertising production exp or an equivalent combination of edu & exp. Proficient PC skills
(Adbase - or other ad tracking program - & Impoze software a +). Must be detail oriented,
flexible, exceltent communicator, highly organized, & the ability to multi-task. NYC or
Carmel, NY based, candidate’s preference.

SENIOR ACCOUNT MANAGER - AD SALES

Qualified candidate must have contacts & access to key media buying decision makers at
both agency & client levels. Priur exp calling on the Pharmaceutical & Packaged Goods
categories necessary. Creative, organized & able to work independently while being a team
player. Develop new business, grow & service existing accounts. BA w/5+ yrs exp in
ad sales is required or an equivalent combination of edu & exp. Excellent oral, written &
presentation skills a must. Pasition located in NYC.

Guideposts
Human Resources Department
39 Seminary Hill Road, Carmel, NY 10512
Fax: (845) 228-2133
HumanResources @ Guideposts.com
Visit us at www.GuidepostsMedia.com

ATTN: ADWEEK CLASSIFIED ADVERTISERS:
ADWEEK Classified closes on Wednesdays at 4:30 p.m.

All copy and artwork must be in our New York office no later than
WEDNESDAY. Copy received after Wednesday will be held and run in
the next available issue. We appreciate your cooperation.

Business Development Mgr

CERADINI DESIGN INC
brand graphics

Award-winning package design firm seeks
bright, tolented individual to support continued

Sales Planner

Center City, Philadelphia Unwired Cable
and Broadcast Network seeks Sales
Planner. Candidate should have 3 to 5
years ad agency media planner/buyer or

growth. We ore seorching for o business
development manager with 3-5 yrs advertising
or design experience ta manage our solid client
base and o prospect & develop new accounts.
Excellent growth potential for energefic, outgoing
individual in a comfortable, relaxed downtown
environmenl. Competitive salary ond benefils.
Send res/sal req: 1123 Broodway Ste 307, NY,
NY 10010 £ 212255-3705, info@ceradini.com

cable/network experience. Responsibili-
ties include ad research, proposal and
plan generation, prospecting, traffic and
inventory management, post-buy analy-
sis, and developing marketing materials.
Please fax or e-mail resume and salary
requirements to

J. Mongan
215-564-5388

jmongan@telamericamedia.com
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National Sales
Vice President

Premier NYC-based marketing agency
is seeking an aggressive sales profes-
sional with heavy experience among
Fortune 1000 companies to work from
our mid-town offices. Position requires
an understanding of strategic alliances,
an extensive network of contacts, and
an ability/desire to travel. Experience
in dealing with high-level executives
and phone prospecting is a must. Com-
pensation is negotiable based on
experience and contacts. Attractive ben-
efits package. Send resume and
salary/benefits history only to:

employee@jamicharity.com

BE A DOER

Advertise in ADWEEK classi-
fieds, and you'll be rewarded
with responses. And maybe
more than that. Be a mover
and a shaker with ADWEEK
classifieds. Call NOW!

Call
1-800-7-ADWEEK

2 Group
Creative Directors
(copy side)

Needed for NY office of top
DM agency. At least 13+ years
experience specializing in Direct
Advertising (print, catalog, mail).

« Strong team management skills-
lead a group

+ Hands-on, team-oriented, highly -
motivated and energetic

+ Ability to manage multiple projects
at one time

» Experience working with high-tech
products a plus

+ Thrives in an integrated team
environment

+ A persuasive presenter with the
ability to sell

Email resume and salary
requirements to:

HR_NY@WUNDERMAN.COM

No phone calls please. EOE

Associate Media Director

search consultants for media professionals

Personalizing the Search
Meda Director

Media Supervisor

Media Sales Executive |

Broadeast Negotiator

Media Buyer
Planning Supcrvisor

SPOT BUYER

interactive Media Buyer/Planner

search consuliants

SSklar  &Associates ‘

877-467-4608 or 312-467-4600
fax: 312-467-4664 www.skIarsearch.comJ
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THE CONVENIENT CLASSIFIED CONTACT FORM

USE THIS HANDY COUPON TO FAX OR MAIL YOUR AD

CLASSIFIED MANAGER: SARA WEISSMAN
MAIL TO : ADWEEK CLASSIFIED 7 TH FL.
770 BROADWAY, NEW YORK, NY 10003
PHONE: 1(800) 7-ADWEEK  OR FAX (646) 654-5313

ADWEEK
BRANDWEEK

I

I

I

|

|

|

| REGION: Fast ~ NewEngland  Southeast

: MEDIAWEEK Midwest ~ Souttwest West Al
CATEGORY

| PAYMENT

| *FREQUENCY:  1x__2x__ 4x JCHECK  OMASTERCARD OVISA  JAMEREXP.

I \ . Signature

| MORE: (Specify)— Cardholder's Name

| *Notapplicable to Advertising Services Categories Card # Expires

: AD COPY (Attached additional sheet if needed)

I

I

I

|

| NAME ADDRESS

| PHONE FAX

S S p—

MEDIA PLANNER
Relocation Offered

« IF you're a planner with two or
more years experience

+ IF you'd like to work with Fortune
500 clients

* IF you have excellent writing skills

« IF you have strong presentational
skills

« IF you'd like to be recognized for
your talent

« IF you'd like to work with dynamic
people

« IF you'd like to work in a casual
atmosphere

« IF you're a bright junior planner
who just needs an opportunity

« IF YOUD LIKE ALL THIS AND A
LIFE OUTSIDE OF WORK

Then . . . we want to talk to you about
joining UNIVERSAL MEDIA. We are
a fast growing independent media
buying service, located in central
Pennsylvania, just 1 hour from beau-
tiful Baltimore, MD and just 1 1/2 hour
from fun-filed Philadelphia.

UNIVERSAL MEDIA offers you an
opportunity to work with a highly visible
client list in a team spirited and
casual work environment.

If you're the right individual, we're
offering an excellent compensation
package including dental, health
insurance, relocation compensation
and the opportunity for serious
growth.

Please mail/fax/e-mail resume to:

UNIVERSAL MEDIA, INC.
4999 Louise Drive
Mechanicsburg, PA 17055

FAX: 717-795-7998
E-MAIL: dyoung@umiusa.com

THREE AUDIENCES
FOR THE PRICE OF ONE

For one low price, your Classified ad
appears in three different magazines:

ADWEEK Classified,
BRANDWEEK Classified,
and MEDIAWEEK
Classified.

THREE FOR ONE . . ., not a bad idea.

Call Sara Weissman
1-800-7-ADWEEK
or just Fax it to:
(646) 654-5313

[ADVERTISE CALL 1-800-7-ADWEEK |




Culture 2

Culture Trends

MTV’s
BUZZWORTHY

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

Week of 2/4/02

Artist/Group: Jimmy Eat World
Song/Video: "The Middle"
Album: Bleed American

The fourth release from Mesa,
Arizona band Jimmy Eat World.
This is already the most successful
record-to-date for these emo-rock-
ers (when did emo arrive and how
did I miss it?). So I guess they’re
a kinder, gentler Fugazi...

Artist/ Group: Glenn Lewis
Song/Video: "Don’t You Forget It"
Album: World Outside My Window

You know you're in good shape
when Alicia Keys hand picks you
to open for her first tour. And
that's exactly what has happened
to Toronto native Glenn Lewis,
who’s debut album isn’t due ‘til
March. Likened to Stevie Wonder,
so he’s got his work cut out for
him...

©2001 MTV

February 11, 2002

Th
e Hollywood Reporter’s Box Office y
For weekend ending February 3, 2002
This Last 3-Day Days in Total
Week  Week Picture Weekend Gross Release Gross Sales
1 1 Black Hawk Down 11,112,555 38 75,063,935
2 2 Snow Dogs 10,199,650 17 51,127,496
3 3 A Walk to Remember 8,836,201 10 23,325,402
4 5 The Count of Monte Cristo 8,772,280 10 23,371,251;
5 4 A Beautiful Mind 8,403,690 45 104,502,101 |
6 6 The Mothman Prophecies 7,364,011 10 21,221,640
7 7 I Am Sam 6,303,148 38 17,293,331
8 8 The Lord of the Rings 5,704,259 47 266,274,199
9 9 Kung Pow 3,851,312 10 12,099,500
10 10 Orange County 2,873,842 24 37,793,336
11 New Slackers 2,785,283 3 2,785,283
12 New  Birthday Girl 2,370,809 3 2,370,809
13 13 Gosford Park 2,362,403 39 19,288,263
14 12 The Royal Tenenbaums 2,300,761 52 44,763,356
15 11 Ocean’s Eleven 2,056,615 59 178,908,056
16 17 Brotherhood of the Wolf 1,904,085 24 6,780,053
17 14 In the Bedroom 1,827,414 73 16,985,037
18 15 Jimmy Neutron 1,206,339 45 77,730,692
19 18 Beauty and the Beast (re-issue) 1,161,856 34 14,137,018
20 20 Harry Potter 1,010,416 80 312,936,385
21 16 Vanilla Sky 943,555 52 97,545,036
22 19 Kate & Leopold 826,691 41 46,296,502
23 21 Amelie 780,317 94 23,524,870
24 22 The Shipping News 609,810 41 10,221,896
25 23 Monsters, Inc. 442,164 94 251,264,540
26 25 Lantana 352,752 52 1,604,942
27 30 Monster’s Ball 314,439 39 1,467,079
28 24 How High 311,985 45 30,684,875
29 27 Behind Enemy Lines 252,458 66 57,802,467
' 30 29 Shallow Hal 151,702 87 70,149,656
i ©2001 The Hollywood Reporter _J
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“ can
do that.”

With services customized to our needs,
my team can stay on top of our high-paced
workflow. Now [ can give each person

access to the specific information and tools
they need to succeed. SRDS Training Services
help us work more effectively, impacting client
work and delivering the most value from our
investment. It all adds up to smart business.

SR

Media »
Solutions

Trusted Data ¢ Advanced Functionality
Customized Access ¢ Training & Support
All integrated to advance your marketing efforts.

To learn more, call or visit us online.

1.800.851.7737 www.srds.com

SRIOS

W a VNU company



EDITED BY LISA GRANATSTEIN

Stepping Out

With Rosie 0'Donnell set to reveal she is gay, buy-
ers say it should have little affect on her magazine

SINCE THE LAUNCH OF ROSIE LAST SPRING, ITS NAMESAKE, ROSIE O’'DONNELL, HAS USED
the magazine as a personal platform to address everything from her bat-
tle with depression to her bout with staph. With the April publication of
her autobiography, Find Me, O’Donnell plans to take her self-examina-

tion a step further—by coming out of
the closet.

Though not central to the book,
O’Donnell’s sexual orientation will be
discussed, Warner Books has con-
firmed in published reports. “It’s a little
heavier than people would expect, I
think...,” O’Donnell said in a recent
interview with Mediaweek, shortly be-
fore the news about her book’s con-
tents broke. (O’Donnell declined a fol-
low-up interview.)

Roste, jointly published by O’'Don-
nell and G+] USA, will publish an
excerpt (which does not deal with
O’Donnell’s sexuality) from Find Me in its
May issue, due on newsstands April 16.

Dan Brewster, G+J USA president/ CEO,
who was informed several weeks ago by Rosie
publisher Joan Sheridan LaBarge and editor in
chief Catherine Cavender about O’Donnell’s
book, shrugs off any concerns about advertiser
reaction. “I don’t believe there are advertisers
in this day and age who are so homophobic to
care one way or another,” Brewster says. “Let’s
face it—this is not the first magazine that has
had a gay editor.”

Media buyers say they will be carefully
watching both the reaction of Rosie’s 3.5 mil-
lion readers and the direction the title takes
following the books revelations. “It could be a
non-event, or it could be a huge thing,” says
Cyndi April, BBDO senior vp/group media
director. “The big questions about us advertis-
ing in the magazine are the fundamentals of
the magazine—how could [O’Donnell’s being
gay| impact the circulation?”

Rosie already has gone through some radical

§
2
g
:

0’Donnell shares the
March cover with Will
& Grace stars; Brew-
ster stands by Rosie.

changes. The women’s monthly, which will
celebrate its first anniversary in April, was born
out of G+] USAs McCall’, a traditional service
monthly. In an effort to weed out McCall’s old-
er readers, G+] USA slashed the book’s 4.2-
million circulation rate base and energized it
with O’Donnell’s frankness,

“I love that it deals with real people and real
issues and doesn’t gloss everything over,”
O’Donnell says. “We’re more the gritty under-
belly than the shiny veneer of a magazine.”

Brewster reports that 70 percent of Rosie’s
circ are readers who have either purchased the
magazine on newsstands or bought a subscrip-
tion since its launch. Publishing estmates for
the last six months of 2001 reported to the
Audit Bureau of Circulations show Rosie’s aver-
age paid circ totaled 3.6 million and an aver-
age 555,000 copies sold on newsstand.

“I suspect there will be a faction of McCall’s
readers that will be turned off, but for the most
part, the news is relatively benign,” says Alan
Jurmain, Lowe & Partners’ executive director

34 MEDIAWEEK February 11, 2002 www.mediaweek.com

|
|

of U.S. media services. “It would be one thing
if Hugh Hefner came out of the closet. That
might be a problem because [Playboy] is all
about his machismo. But that’s not [O’Don-
nell’s] angle. Her angle is being honest and
open. It’s that refreshing quality that’s made
her such a hit.”

Adds BBDO’s April, whose client Mars is a
Rosie advertiser: “If [O’Donnell’s coming out]
is handled in a tasteful way, I can’t imagine it
will freak people out—my clients or others.”

Some buyers said that much has changed
in America since Ellen DeGeneres made big
waves in April 1997 by announcing that she
is gay. A few major advertisers, including
Chrysler, pulled out of the episode of ABC’s
Ellen in which DeGeneres’ character revealed
her orientation.

O’Donnell, the mother of three adopted
children, tested the waters by playing a lesbian
mother in the Jan. 30 episode of NBC'’s gay-
themed Will & Grace. The installment earned
a solid 10 rating and 22 share among viewers
18-49, according to Nielsen Media Research.

“I think it’s OK if Mom is gay,” says Jur-
main. “There’s been social progress [in adver-
tising.]” —LG

Galotti: Mr. 60

Talk president returns to CN

on Galott, former president of the now-
H defunct 7alk, is back at Condé Nast Pub-

lications and ready to rumble. While ov-
erseeing GQ will not be quite the uphill battle
that 72/k proved to be, the take-no-prisoners
publisher will still have his hands full when he
joins as vp/publisher next week.

Galotti has held a string of top magazine
jobs, including publisher of CN’s Vague and
Vanity Fair, and he was briefly publishing
director in 1993 at Hearst Magazines’ Esguire.

Dennis Publishing’s Maxim, Emap USAs
FHM, a rejuvenated Esquire and Fairchild
Publications’ Derails are all gaining in both
market share and buzz on men’s category
leader GQ. “Ron is taking over a strong
book,” says Rick Jones, managing partner of
the Douglas/ Jones Group, a marketing serv-
ices firm. “But GQ challenge to cement its
leadership is enhanced because of the strong-
er competition.”

The 807,000-circulation GQ has faltered
with ad pages. Last year, the magazine’s



FOX News Reports.
America Decides!

# 1 FOX News Channel delivers 24-hour power!

“FOX News surges past CNN in total ratings.”
-USA Today, 1/30/02

“...FOX News Channel has become the most-watched
cable news network in the country.”

-Daily News, 1/30/02

“FOX News Channel eclipses CNN in ratings.”
-Los Angeles Times, 1/30/02

“FOX News Channel tops CNN’s audience...”
-The New York Times, 1/30/02

“FOX News’ triumph came during a period of major
news and international events—historically the best of

times for CNN.”
-The Atlanta Journal-Constitution, 1/30/02

FO
We report. NEWS! You decide
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The Network America Trusts for Fair and Balanced News'”

Source: Nielsen Media Research, January (12/31/01-1/27/02), Mon-Sun 6am-6am, HH % Covg. Raing and HH, Persons 2+ and Adults 25-54 AA(00D), FNC vs. CNN, MSNBC, CNBC and HLN.
Qualifications available upon request.




pages fell 13.2 per-
cent, and through
February this vear,
they are down 37.2
percent, to 94 pages,
reports the Me-
diaweck  Magazine
Monitor. Meanwhile,
the vounger-skew-
ing, 2.5 million-circ
Maxim is down only
7.2 percent this year,
to 120 pages.

Not that Galott seems to care. “I don't see
[Maxim] in the same zone, in any way, shape
or form,” he says. “GQ is a men’s general-
interest magazine, with a very specific focus.
It’s an intelligent magazine. Just read a copy,
and then read a copy of Muxin—it’s like Beav-
is and Butt-Head.”

And as for Maxin’s ability to generate
more buzz these days? “What does buzz do
for you?” Galotti cracks. “I’'m living proof
that buzz doesn’t always work.”

Clearly, an edit shake-up was needed at GQ.
Editor in chief Art Cooper recently tapped
Rolling Stone veteran Fred Woodward as the
title’s new design director. The redesigned
March issue (due on stands Feb. 23), will have
more energy, a GQ representative says.

Separately, Peter King Hunsinger, who
turned down the GQ job after Vogue vp/pub-
lisher Richard Beckman replaced him as exec-
utive vp/chief marketing officer of CN, will
head up the newly created bridal division as
president. Hunsinger, a former vp/publisher of
Vanity Fair and Architectural Digest, will over-
see the bimonthlies Bride and Modern Bride, as
well as Modern Bride Connections regional mag-
azines, once CN’s $52 million deal with Mod-
ern Bride owner Primedia is completed. —LG

Light Goes Out

Spin editor exits to start mag

fter three years at the helm, Alan Light

will walk away from Spin in March to de-

velop a new music magazine with fellow
Vibe/Spin Ventures aluin John Rollins.

“It’s been an idea we've been kicking
around for years,” says Light, 35, who de-
clined to provide details of the project. Once
Rollins, former Vibe president, left the maga-
zine last November, “I started to realize if he
makes a run at it and it works, I’ll hate myself
for not being there,” Light says.

One publishing executive with knowledge

Vo

Galotti: What’s buzz
got to do with it?

Mediaweek Magazine Monitor

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y10 1o PEREENT

DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR CHANGE
BUSINESS/ENTERTAINMENT
ESPN The Magazine 18-Feb 41.99 19-Feb 37.74 11.26% 161.05 17034 -5.45%
Forbes/A 18-Feb 63.10 19-Feb 126.50 -50.12% 25520 48244  -47.10%
Fortunee 18-Feb 91.84 19-Feb 161.75 -43.22% 278.77 54154 -48.52%
National Review 25-Feb 13.58 19-Feb 16.00 -15.11% 4374 50.32  -13.07%
Rolling Stone 28-Feb 52.25 1-Mar 28.75 81.74% 163.99 159.23  2.99%
LCATEGORY TOTAL 262 76 370.74 -29 13% 275 140387 -3570%

e=Publisher's estimates; A=extra issue 2/13/2001
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1SSUE CURRENT ISSUE DATE PAGES PERCENT Y10 1o PERCENT
PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR CHANGE

NEWS/BUSINESS
BusInessWeekX 11-Feb 45.55 12-Feb 61.30 -25.69% 209.83 40233  -47.85%
The Economist 2-Feb 52.00 3-Feb 50.00 4.00% 202.00 264.00 -23.48%
NewsweekE/X 11-Feb 29.86 12-Feb 20.72 44.12% 152.01 154.20 -1.42%
The New Republic! 11-Feb L7/ 12-Feb 11.43 -19.77% 33.15 38.67 -14.27%
TimeE/X 11-Feb 20.80 12-Feb 48.51 -57.12% 164.14 250.17  -34.39%
US News & World Report ~ 11-Feb 25.51 12-Feb 1717 48.57% 93.78 12202 -23.14%
The Weekly Standard 18-Feb 8.50 19-Feb 10.00 -15.00% 54.35 55.05 -1.27%
Category Total 191.39 219.13 -12.66% 909.26  1,286.44 -29.32%
SPORTS/ENTERTAINMENT/LEISURE
AutoWeek 11-Feb 21.00 12-Feb 28,27 -25.72% 110.37 155.89  29.20%
Entertalnment Weekly 8-Feb 23.32 -Feb 33.46 -30.30% 146.78 153.64 -4.46%
Golf World 8-Feb 17.92 9-Feb 25.91 -30.84% 114.48 116.19 -1.47%
New York¥4 11-Feb 46.50 12-Feb 45.40 2.42% 224.50 248.30 -9.59%
PeopieX 11-Feb 62.72 12-Feb 64.56 -2.85% 330.92 376.07 -12.01%
The Sporting News 11-Feb 21.83 12-Feb 17.78 22.78% 86.19 66.07  30.45%
Sponts Hlustrated 11-Feb 36.01 12-Feb 41.80 -13.85% 227.73 231.58 -1.66%
The New Yorker 11-Feb 24.08 12-Feb 30.34 -20.63% 131.28 16237 -19.15%
Time Cut New York 6-Feb 57.00 7-Feb 70.56 -19.22% 322.75 36344  -11.20%
TV Guide 9-Feb 66.13 10-Feb 78.05 -15.27% 292.33 376.70  -22.40%
US Weekly® NO ISSUE 12-Feb 13.83 NA. 89.17 83.49 6.80%
Category Total 376.51 449.96 -16.32% 2,076.50 2,333.74 -11.02%
SUNDAY MAGAZINES
Parade 10-Feb 14.45 11-Feb 13.86 4.26% 75.94 73.35 3.53%
USA Weekend 10-Feb 13.39 11-Feb 8.54 56.79% 79.03 7138 10.70%
Category Total 27.84 22.40 24.29% 154.97 144.74 1.07%
TOTALS §95.74 691.49 -13.85% 3,140.73  3,764.92 -16.58%

E=estimated page counts; X=2001 YTD includes an out-of-cycle kssue; 1=one more issue in 2001, 4=four fewer issues in 2002;

B=six more Issues in 2001

of the project describes it as a music magazine
for “grown-ups.”

“Alan is a real music fan. He’ following his
soul,” says the source. “Spin is for readers in
their upper teens, lower 20s. Eventually, there’s
a disconnect between the music you like and
the music you are covering.”

Light and Rollins spent several years to-
gether working on both Vibe and Spin. Light
was a founding editor of Vibe in 1993, and a
year later became editor in chief. Rollins was
Vibe’s founding publisher. Earlier in their
careers, the two also worked together at
Wenner Media’s Ro/ling Stone.

Despite their deep-rooted knowledge of
the music business, launching any magazine
in these tough economic times is a huge risk.
“It’s a horrible time to be launching some-
thing,” admits Light. But if the idea is good,
“investors will invest,” he adds.

The music category seems to have renewed
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interest among publishers. After a string of
failed attempts, including Imagine Media’s
Revolution and Vibe/Spin’s Blaze, Dennis Pub-
lishing is building momentum with Blender.
Launched last May as a 250,000-circ quarterly,
Blender doubled its frequency this year and
now has a rate base of 350,000. Hearst Maga-
zines and MTV are mulling a music magazine
for a dual 18-35 audience.

The going has been tough lately for some
established music/pop culture mags. The
550,000-circ Spin is down 1.7 percent in ad
pages so far this year, to 108, and hip-hop
bible The Source (circ 465,000) is off 29.4 per-
cent, to 137 pages, reports the Mediaweek
Monitor. On a brighter note, pages for the
1.3 million-circ biweekly Rolling Stone grew 3
percent, to 164.

Following Light's departure from Spin,
executive editor Sia Michel will act as interim
editor in chief. —LG a
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some pundits and journalists are failing to uphold the lofty standards
that Media Person, the conscience of the profession, demands.
Media Person is very disappointed. Who are these scum, and what

are they doing wrong? Don’t worry. Media
Person is going to tell you, though first he
must build up some suspense in this paragraph
to whet your appetite. Sure, this kind of writ-
ing is a little gimmicky but, as Spinoza once
said, “Everyone does it, so it must be OK.”

Major ethical problem: Journalists are
taking money. Yes, it’s true. A major contro-
versy has arisen over journalistic money-
taking. Andrew Sullivan, who is incapable of
writing a single sentence that doesn’t launch
a whole new controversy—and how Media
Person envies him!—has been attacking
people like William Kristol and Paul Krug-
man for taking money from, heaven help
them, Enron.

It seems that Enron had set up an adviso-
ry panel, and paid journalists and economists
to sit on it—but not in a literal sense. Their
duties consisted of doing absolutely nothing,
though in fairness, this is not as easy as it
may sound. (Try it for a few hours, if you
disagree.) But right away, you have there
what many of us ethicists call, in the highly
technical jargon employed by moral-values
specialists, “a shady-looking deal.”

Paul Krugman received $50,000 from
Enron, which he says is all right because he
was an economist at the time, not a journal-
ist, and economists have much lower morals.
It wasn’t until later that he became a colum-
nist for The New York Times, and then he
wrote about the payment in his column and
called Enron many ugly names, as well, so
no big deal. William Kristol’s behavior was
far worse. First of all, he received $100,000
from Enron, so he is twice as evil as Krug-
man, and secondly, he’s the editor of The
Weekly Standard, a right-wing magazine
owned by Rupert Murdoch, whom Media

Person doesn’ like.

Why is it bad for journalists to take mon-
ey from Enron? As an article for Tom-
Paine.com by Richard Blow (not a made-up
name) last week stated: “If journalists want
to maintain more credibility than politicians,
they shouldn’t accept money from outside
sources. Period.”

Leaving aside the question of why it was
necessary to spell out “period” when the
punctuation mark would have sufficed, as
well as the question of who would trust jour-
nalists if they were only as credible as politi-
cians, Media Person must say that he is in
total agreement. Indeed, he’s not even sure
that journalists should take money from their
employers. So many of those employers are
large corporations that could erupt in scan-
dal headlines at any moment, a journalist
could be putting his credibility in deep jeop-
ardy by risking any connection with them.

: We Need Ethic Cleansing

SADLY, IT HAS COME TO MEDIA PERSON’S ATTENTION THAT

i

in the building! That’s why. He would’ve
accosted Kenneth Lay in the money-laun-
dering room and shouted, “Maybe you can
put one over on Kristol, Krugman, your wife
and every stock analyst in America, Kenny
Boy, but if you think you can hoodwink
Media Person, you’re nuts!”

Then, with a lightning-swift move copied
from WWF wrestling star Stone Cold Steve
Austin, MP would’ve pinned Lay’s left arm
behind him and manipulated a secret pres-
sure point in a manner causing Lay to whim-
per, “Ow! OK, Media Person, vou win. [
agree to make restitution by distributing my
immense personal fortune among the ultra-
screwed employees of Enron, many of
whom have lost their entire 401(k) nest eggs
because of the unconscionable fiscal shenan-
igans perpetrated by Enron management
under my administration. Now, please don’t
break my arm.”

What can we learn from this heroic exam-
ple that Media Person would have set for the
nation had he only been given the chance?
Two things: 1. The best way to be an ethical
person is to always behave exactly like Media
Person. 2. Greta Van Susteren was wrong to

MAJOR ETHICAL PROBLEM: JOURNALISTS ARE TAKING MONEY. YES, IT'S TRUE.
A MAJOR CONTROVERSY HAS ARISEN OVER JOURNALISTIC MONEY-TAKING.

Media Person himself always insists on
being paid the absolute minimum amount by
any employer so as to maintain his impecca-
ble reputation. Anyone foolish enough to
criticize Media Person’s ethics should first
consider the indisputable fact (and never
mind what Andrew Sullivan says) that MP
has never taken one cent from Enron. Of
course it’s true that Enron never oftered MP
a cent, but ask yourself why. Because Lay,
Skilling, Berardino & Co. knew that Media
Person would’ve brought down their slimy
little Ponzi scheme the minute they let him
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get plastic surgery done on her eyes.

Greta was a perfectly respectable-looking
human being with nothing to be ashamed of
and no links to Enron that anyone was aware
of. Then she switches networks, and the next
thing you know, all the newspapers have sto-
ries about Greta’s new eyes. The photos they
run look nothing at all like her, and now Media
Person is afraid to tune in the new Greta for
fear he won’t recognize the woman. This is not
right, people. We need familiar outposts to
cling to in a rapidly changing world. We can-
not have our anchors losing face. |
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VARIETY RAMA COMEDY

EVERY FRIDAY STARTING AT SPM ALL THIS MONTH .\. I

SPECIAL THREE-PART MARATHON REPEAT AIRING MARCH 1ST. [L[A
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