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MARKET
INDICATORS

NATIONAL TV: STEADY
Scatter spots continue
to flow in at ahove-
upfront prices across
all dayparts. April and
May are shaping up as
tight months so far.
Pharmaceuticals and
movies are among the
big scatter spenders.

NET CABLE: BUILDING
Following the lead of
their broadcast peers,
cable sales execs are
starting ta mull upfront
pricing positions.
Scatter spending vol-
ume continues to hold,
thanks to auto dollars.

SPOT TV: FLAT
Domestic and foreign
automotive spending is
holding up in many
markets. But other
major categories are
flat to si-ghtly down.
Most NBC outlets’ post-
Olympics inventory is
open and negotiable.

RADIO: OPEN
Automotive and tele-
com categories are
showing strong spend-
ing well into March,
but retail remains spot-
ty. Plenty of ad inven-
tory is available and
negotiable.

MAGAZINES: SLOW
Public-policy maga-
zines are suffering from
a slowdown in advoca-
cy advertising, as many
groups cantinue to sit
on the fence, grappling
with the proper tone
and content of post-
Sept. 11 messages.
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At Deadline
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CBS, UPN to Begin Cross-Programming telecast the entire NCAA women's Division | championship

Cross-programming between Viacom-owned broadcast net- tournament. That agreement also allows ESPN to televise the

works CBS and UPN will begin on Friday, March 15, when The | first game of the men’s tournament each year.

Amazing Race 2 will air on UPN with back-to-back episodes .

from 8 to 10 p.m., following airings on CBS on Monday, l Rome to End TV Run With Fox Sports

March 11 and Wednesday, March 13. Starting Friday, TV and radio sports talk-show host Jim Rome said last Friday

March 22, The Amazing Race 2 will repeat every Friday night that he is giving up his TV job with Fox Sports but will contin-

on UPN at 9 p.m. following its first run on Wednesday nights . ue The Jim Rome Show, syndicated by Premiere Radio Net-

at 9 p.m. on CBS. Under One Roof, an original UPN reality | works on 185 radio stations. Rome said that his TV show The

program, will premiere on March 22 following the repeat air- Last Word, which airs nightly from 5:30 to 6 p.m. on Fox

ing of The Amazing Race 2. : Sports Network, will continue to air until his contract expires
. : T at the end of the year.

Primedia Seeking Channel One Buyer |

in an effort to reduce its $2 billion debt load, Primedia has . Addenda: richard Beckman, Condé Nast's recently

begun shopping its school television network named executive vp/chief marketing officer, has

begun to clean house at CN corporate sales.
Tova Bonem, who heads luxury fashion corpo-
rate sales, will be the first to leave. Her replace-
ment is expected to be named this week...CBS
has signed an agreement with Sears in which
the retailer will sponsor its high-definition cover-
age of the NCAA men'’s basketball champi-
onship...A&E last week announced that it will
air the final episode of Sidney Lumet’s gritty
courtroom drama 100 Centre Street, the net-
work’s first original series, on March 5. The can-
celation comes as the show’s ratings dipped in
its second season...LIN Television, owners of
26 network-affiliated TV stations, including Indi-
anapolis CBS affiliate WISH, last week filed with
the Securities and Exchange Commission plans
to offer a $300 million initial public offering...
The New Republic’'s Stephanie Sandberg has
been promoted to president and publisher, after

Channel One to prospective buyers and part-
ners. Primedia, publisher of New York and Sev-
enteen magazines, along with a slew of trade
publications, has hired investment bankers
Allen & Co. to orchestrate a deal for Channel
One. Among the companies said to have
explored a partnership are Microsoft and
McGraw-Hill Cos. Another interested party may
also be New York-based Ripplewood Holdings,
a private equity firm.

YES Gets Partial TW Carriage

Yankees Entertainment and Sports (YES) and
Time Warner Cable of New York last week
signed a distribution pact that will bring the
nascent regional sports network to 3.1 million
New York metro-area cable subscribers. YES
will be carried only parttime on Time Warner's
analog cable homes and full-time on its digital-
service offering in New York City. The analog serving as the political weekly's publisher for
homes will get YES' 130 New York Yankees the past 16 months. Sandberg assumes the
games this season. YES still has to do distribu- Local Media 12 duties of Andrew McColough, who resigned ear-
tion deals with Comcast, which reaches 2 mil- - lier this month...Tim Kelly, executive vp and
lion New York—area subscribers, and Long Market Pl‘ﬂme 14 general manager of Premiere Radio Networks,
Island-based Cablevision Systems, which has Inside Media 2s said he will exit the Clear Channel programming
2.5 million customers in the New York metro. subsidiary at the end of this month...Dow

. Magazines 23 Jones & Co. agreed last week to sell four of its
ESPN to Run First Game of NCAAs

Ottoway newspapers, including the Joplin Globe

DOUG GOODMAN

AOL’'s Myer Berlow defends
the Web’s role in cross-
platform deals Page 18

ESPN will televise the opening game of the | in Joplin, Mo., to Community Newspapers Hold-
NCAA Division | men's basketball tournament at 7 p.m. on ings for $182 million.

Tuesday, March 12, under a special agreement reached .

between the NCAA, ESPN and CBS. The game is a “play-in” ‘ Corrections: on page 14 of this issue, in a story about
featuring the tournament’s 64th and 65th seeds. CBS has KSAT-TV in San Antonio, vp/general manager Jim Joslyn’s
exclusive coverage of all the other games throughout the name is misspelled. In an Opinion column in last week’s
tournament, a contract which runs through 2014. ESPN has | issue, Madiamark Research Inc. was misspelled due to an
an 11-year contract, beginning next season. to exclusively editing error.
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NBC Wins Ratings Gold
With Salt Lake Games

Through the first 14 nights of NBC’s
prime-time Winter Olympics telecasts,
the network averaged a 19.3 household
rating and 21 share, an 18 percent
increase over CBS’ telecasts of the
1998 Winter Games, according to
Nielsen Media Research. The '98
Olympics in Nagano, Japan, were carried
primarily via tape delay.

Bolstering NBC's ratings was the
huge audience last Thursday night for
the women'’s figure skating finals. That
telecast scored a 25.0/37—the highest
Thursday-night delivery for any network
since NBC's Seinfeld finale on May 14,
1998. The skating-finals audience actu-
ally peaked after prime time, from 11
p.m. to 11:30 p.m. ET, when the three
U.S. medal contenders skated. That half
hour scored a 32.5/53 and was aired
without any commercial interruption.

General Motors, which aired more
than 300 commercials during the
2000 Summer Olympics on NBC, once
again aired the most ads through the
first 14 days, totaling more than 200
ad spots, according to CMR. AT&T,
which aired 161 spots during the
2000 Games from Sydney, Australia,
aired more than 150. —John Consoli

Suleman Leaves Infinity
To Become CEO of Citadel

Farid Suleman, Infinity Broadcasting
president/CEO and Viacom president
Mel Karmazin's longtime financial wiz-
ard, unexpectedly resigned last week.
Suleman, who also served as executive
vp and CFO of Infinity-managed West-
wood One, was named CEOQ of Citadel
Communications, owner of 205 radio
stations, mostly in mid-sized markets.
Suleman will become a special limited
partner of Forstmann Little & Co., the
private investment group that acquired
Citadel last year for $2 billion.

“This is a wonderful entrepreneurial
opportunity for me,” said Suleman, who
in addition to running Citadel will devel-
op new investments for Forstmann.

Citadel founder Larry Wilson, who
was CEO, will stay (continued on page 6)
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TELEVISION By Alicia Mundy and Jeremy Murphy

he National Association of Broad-

casters probably never thought it

would want Bill Kennard back at the

Federal Communications Commis-

sion. But after the U.S. Court of Ap-

peals” decision on media ownership
limnits came out last week, one NAB member
mused, “We’d have a better chance tighting
this if Bill Kennard were chairman.”

The court’s ruling vacated the FCC’s stand-
ing ban against ownership of cable systems and
TV stations in the same market. It also told the
FCC that its decision to retain the 35-percent
U.S. broadcast—coverage cap on station owner-
ship was “arbitrary and capricious and contrary
to the law,” suggesting that the FCC will have
to now justify the cap in order to maintain it.
At some point, all other standing media own-
ership rules—including the ban on newspaper-
TV station cross-ownership—will also have to
be justified (or done away with) by the FCC.

The immediate reaction was celebration at
plaintiffs News Corp., Viacom and AOL Time
Warner, all of which own broadcast networks
that are cager to buy more stations. The re-
sponse among many station groups and the
NAB was mixed. The good news: The appel-
late court is no longer their biggest obstacle to
keeping some form of ownership cap in place.
The bad news: The man standing between the
affiliates and cap heaven is the De-Regulator,
FCC chairman Michael Powell. No wonder
the sudden nostalgia for Kennard.

However, almost nothing is certain right
now. Over the next several weeks, the media

conglomerates, affiliates’ lobbyists, the NAB
and the FCC will plot the course of several op-
tons and weigh tactical and strategic alliances.

The elimination of the ban on cable-TV
station cross-ownership was expected, based on
the court’s track record. The FCC certainly had
done little to defend the regulation, which the
court noted. Although there is a 45-day win-
dow to request another hearing, one industry
lobbyist called the rule “a dead duck.”

That has some broadcasters worried. “I
don’t think anybody understands the full impli-
cations of the decision, especially when one side
of the ledger [cable companies] has $50 billion
in consumer fees before advertising [and] they
can pretty much rip off the other side,” said Jeff
Smulyan, CEO of Emmis Communications,
owner of 15 network affiliates. “When one side
collects all the fees, it distorts the market. The
court never really figured that out. If two cable
companies own all of us, so be it. But people
need to understand that’s where it’s leading.”

The court’s ruling on the station ownership
cap contained a few starting twists. Not only
did the court not strike down the cap, it basical-
ly gave the FCC a road map to preserve it. “I
was rather surprised by the directness of that
language,” media industry attorney and former
FCC chair Dick Wiley said in a conference call
with Bear Stearns analysts. The court reaffirmed
the constitutionality of the ownership cap and
of diversity as a goal. Congress “can pursue val-
ues other than efficiency,” the ruling stated.

“Pm not saying I'm totally optimistic here,”
said Jerry Waldron, a lawver for the Network

STATION PLAYLIST

Several TV station groups may sell off assets to larger media conglomerates eager to expand their broad-
cast holdings. The following companies’ outlets could be in play if the FCC raises or eliminates the cap:

COMPANY NUMBER OF % of v.3. TGP MARKETS

TV STATIGNS | B'CAST COVERAGE
TRIBUNE BROADCASTING 23 I 30.5% [ New York, Los Angeles, Chicago
HEARST-ARGYLE TELEVISION | 24 [ 17.7% | Boston; Sacramento, Calif.; Pittsburgh
GANNETT BROADCASTING | 22 | 17.4% | Washington; Atlanta; Tampa, Fla.
SINCLAIR BROADCAST GROUP 63 [ 14.6% | Minneapolls: Tampa, Fla.; Sacramento, Calif.
BELQ 18 [ 13.9% Dallas, Houston, Seattle
MEREDITH CORP. [ 12 [ 9.9% | Atlanta; Phoenix; Orlando, Fla,
SCRIPPS HOWARD BROADCASTING | 10 | 81% | Detrolt; Cleveland; Tampa, Fla.
YOUNG BROADCASTING 1 | 6.1% | San Francisco; Nashville,Tenn.; Albany; N.Y.
ACME COMMUNICATIONS [ 10 | 5.0% | St. Louis; Portiand, Ore.; Albuguerque, N.M.

SOURCE: STATION GROUPS
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Under Fire

mp-start the next wave of consolidation, or stand in its way

Affiliated Stations Alliance. “But the status quo
is on our side. A stalemate and a tie help us, and
that’s what we got. They didn’t even tell the
FCC to hurry-up the remand review.”

The networks had asked the court to kill the
ownership cap, or send it back to the FCC with
a strict limit of 90 days to fix it; but the court
declined to put a time limit on the issue.

“The networks didn’t get everything they
asked for,” said Alan Frank, president of Post-
Newsweek TV Stations. “There’s enough here
that we think you can still justify the cap. It will
stand up to challenge, if [re-]written properly.”

Industry lobbyists said that Powell had
hoped for two things from the court: an out-
right end to the cap, and some leeway with the
biennial review process that currently forces the
FCC to reconsider all its ownership rules every
two years. In a hearing last summer, appellate
Judge Harry Edwards called the review “an
absurd time schedule.” But the court blocked
both of Powell’s escape routes. No surprise,
then, that within a day of the ruling, Powell said
that it would be very difficult to justify a cap.

So where is Congress? The Democrats con-
trol the Senate, and Commerce Chairman Fritz
Hollings (D-S.C.) was said to be annoyed that
the Court didn’t give much weight to Con-
gress’ having set the cap specifically at 35 per-
cent in the 1996 Telecom Act. Wiley said he
believes there might be a lot of noise out of
Congress, but little action. However, Congress
may verv well reconsider the scale of the bien-
nial review and, in dealing with that part of the
Act, re-establish and justify the 35-percent cap.

Though the media world is anxiously wait-
ing to see what Powell does, few expect an in-
stant rush toward consolidation. For one, many
companies may be wary of adding debt in a
shaky economy. Also, many buyers are likely to
go after individual stations, not whole groups.

For the networks, there is plenty out there
to buy. Gannett’s 13 NBC affiliates are high on
the wish list for NBC. News Corp., still digest-
ing its $5.3 billion Chris-Craft purchase, is said
to be interested in 15 Fox affiliates owned by
Sinclair Broadcasting, 6 owned by Meredith
and another 6 owned by Tribune. Viacom is
also likely to turn an eye toward CBS affiliates
owned by Meredith, Belo and Cox. Disney
may be a target itself, but should it look to buy
more ABC stations, Scripps Howard Broad-
casting’s six affiliates could be targeted, as could

the 17 ABC stations owned by Hearst-Argyle.

One big wild card, analysts agree, is AOL
Time Warner, which could seek to buy stations
or another network. Acme’s 10 WB stations,
which are co-owned by AOL executive Jamie
Kellner, are a likely target, analysts said. The
media giant may also make a play for Tribune’
16 WB outlets, although Tribune may choose

to be a buyer. Sinclair also has 15 WB aftiliates.

Before Wall Street starts salivating over the
commissions it stands to make, some caution
that the process will be slow. Blair Levin, an
industry analyst with Legg Mason and a former
FCC general counsel, said, “If you look at how
most of the ownership regulations have been
falling, any sensible company will want to stand
back and rethink how it would restructure its
electronic-media empire if none of the rules
were in place.” Some companies might prefer
concentrating ownership in one market, while
others might want one medium all over the
country. “Its like a chess game, only with sev-
eral opponents,” Levin said. “You really have to
pause and think out your moves.” a

Worn down by the ¢

onsolidation they have witnessed in other media, media buyers are

Buyers Take Consolidation in Stride_

resigned to the prospect of further consolidation among local TV stations and cable opera-
tors. While the potential for higher ad rates and forced packages looms as the dark side of
last week’s U.S. Court of Appeals ruling, agencies are hopeful the decision’s aftermath could
also lead to local buying efficiencies. But the bottom line is: There will likely be less competi-
tion in the local marketplace, and that irks the buying community.

“With restrictions off, it means less of a free and open marketplace. That cannot be a

good thing for the advertiser or the consumer,” said Allen Banks, exec-
utive vp and media director of Saatchi & Saatchi. “This whole idea
that we can allow more consolidation because there are many more
advertising outlets available is a bogus argument.”

“What you saw in radio [consolidation], you'll now see in TV,” said
Jean Pool, president of operations at Mindshare. “Radio rates doubled
when the market was up. If the marketplace becomes tight...we won't
be able to buy one station without the other.”

Kevin Gallagher, senior vp/director of local investment for Starcom,

g g “ put it another way: “We use cable as a price hedge against broadcast.

Pool: f:nnl:eed

The prospect they can now be owned by the same company is disturb-
ing. Where’s my price hedge?”

Buyers have some confidence that they can hold their own at the negotiating table, no
matter how consolidated the media becomes. “It could work either to our benefit or detri-
ment. Does it create blocks in our ability to negotiate? It will be a factor, but not in a weak
economy,” said Bonita LeFlore, executive vp and director of local broadcast for Zenith Media.
“With resistance from [larger agencies with large budgets], stations back off. As long as

there is wiggle room, there is benefit.”

In some cases, consolidation in local TV and cable may make it easier to buy, especially
with cross-platform deals, said Karen Agresti, senior vp/director of local broadcast for Hill,
Holliday. “The whole idea of local integrated media-selling could make it more attractive.”

The key will be price. Pool warns that so far, cross-platform sales have led to higher
prices, not lower. “It would be unique if media owners would price for share, and you could
get more media less expensively. But I'm not seeing much of that,” she said.

If local cable and broadcast consolidation takes hold, the trend toward repurposing pro-
gramming is also likely to increase. “Viewers might be able to see the same program on five
different outlets. That's not a strange thought these days,” said Zenith’s LeFlore.

Neither is the direction government policy seems to be headed. “It's ironic that the gov-
ernment stopped [Internet ratings service] NetRatings from purchasing Jupiter Media Metrix,
but they don't do anything about radio and TV,” said Pool. “It's laughable.” —Katy Bachman
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on as chairman. At Infinity, Karmazin
takes over as interim CEO, and West-
wood will search for a new CFO. Sule-
man will continue as a member of the
radio network's board. —Katy Bachman

Sun Microsystems’ $100M
Account in Review

Sun Microsystems last week launched a
global media planning and buying con-
solidation review for its estimated $100
million business. New York-based agen-
cies in contention are Publicis and Cor-
diant's Zenith Media, Aegis Group’s
Carat and WPP's Mediaedge: CIA, along
with Interpublic Group of Cos. Initiative
Media Worldwide of Los Angeles.

“We are looking for global strength,
and agencies that have demonstrated
the ability to think of media innovatively,”
said Karen Becker, director of Sun's
global advertising and sponsorship.
“And especially in this economic environ-
ment, clout means everything.”

Initiative handles the Palo Alto, Calif.—
based computer hardware and software
manufacturer’s global media business
and does national TV buying in the U.S.
Sun’s creative agency, WPP’s JWT&Tonic,
San Francisco, is the incumbent print
planning and buying agency. A decision
is expected by mid-April. —Jack Feuer
and Justin M. Norton, ‘Adweek’

CNN Shuffles Top Execs

CNN last week realigned its executive
suite. The network promoted Sid Beding-
field to executive editor of CNN News
Group. Bedingfield, most recently gener-
al manager of CNN’s U.S. operations, is
now deputy to Walter Isaacson, CNN
chairman/CEOQ.

Teya Ryan, previously gm of CNN
Headline News, who oversaw the some-
times uneven repackaging of that net-
work last year, moves up to succeed
Bedingfield at CNN. Rolando Santos, the
head of CNN en Espariol, was promoted
to replace Ryan. Eason Jordan continues
as CNN'’s chief news executive, reporting
directly to Isaacson.

CNN is attempting to rebound after
losing the prime-time cable-news ratings
race in January to Fox News Channel.
Through mid-February, FNC continued to
lead CNN in prime time. —Jim Cooper

‘GBS’ Saturday Growing Up

New strategy will devote two hours of Nickelodeon block to viewers 6-11

KIDS TV By John Consoli

ickelodeon, whose Saturday-morning

Nick Jr. programming on CBS has

produced a leading 3.1 rating in the 2-

5 demo this season, is planning to
“age-up” its lineup this fall to reach more 6-to-
11-year-olds. CBS will fill the last two hours of
its three-hour Saturday block with older-skew-
ing Nick shows and keep the first hour target-
ed at kids 2-5, media buyer sources said.

The new programming direction will be
announced at Nickelodeon’s upfront presenta-
tion on March 12. Nick officials would not
comment last week, but spokesman David Bit-
tler said: “A lot of changes are coming to next
season’s Saturday-morning landscape. We
brought new audiences to network kids TV,
and we will do it again next season,”

Nickelodeon, a sister network to CBS un-
der the Viacom umbrella, began programming
CBS’ Saturday mornings for kids, as well as
selling the advertising time, in September 2000.
While CBS’ Nick block has dominated the 2-5
ratings, media buyers have expressed a need to
reach more viewers 6-11.

“There is a demand for broadcast impres-
sions in kids programming on Saturdays, but
not for younger kids,” said one kids buyer.
“There are so many ways to reach the 2-5 audi-
ence during the weck, especially on cable.”
Another buyer noted that with Fox having exit-
ed weekday kids programming and the WB
dropping its kids weekday-morning fare this

|
1

season, advertisers are looking for more 6-11
programming on the broadcast networks.
“There is a desire for kids advertisers to reach
the 20 percent of U.S. homes that do not have
cable,” the buyer said.

Other buyers noted that 2-to-5-year-olds
will watch shows geared to 6-to-11-year-olds,
but not the other way around. And most of the
hot ad categories trying to target kids, such as
video games, want to reach 6-11.

Nickelodeon is keeping under wraps the old-
er-skewing shows it plans to put on CBS’ Sat-
urday, but the cable net will have to be careful
not to cannibalize its own Saturday a.m. lineup,
which is geared to the same demo. Some buy-
ers believe Nick’s new CBS block will include
Pelswick, which runs on Monday and Wednes-
day nights on the cable net; Fairly Odd Parents,
which airs on Friday nights; and Sponge Bob,
which airs 10a.m. to 11 a.m Saturday on Nick
but could also run 11 a.m. to noon on CBS.

CBS’ aging-up is expected to put pressure
on Kids WB, the leading broadcast network
this season with kids 6-11 on Saturdays, with a
3.6 rating, as well as the leader in kids 2-11
(3.0). Nick Jr. on CBS this season is averaging a
1.7 in kids 2-11 and only a 0.8 in kids 6-11.

Paul McGuire, 2 WB senior vp, said: “We
know Nick will put on quality shows, but boys
6-11 is our strength and our wheelhouse. We
will continue to rachet ourselves up to meet
the competition.” |

Morning-Show Showdown

Buyers will monitor Today's post-Olympics ratings and pricing as upfront nears

NETWORK TV By John Consoli

BC’s Today show got its expected rat-

ings bump while Matt Lauer, Katie

Couric and Co. broadcast from Salt

Lake City during the Olympics. Dur-

ing the first week of the Games, Today posted a
5.5 household rating (6.8 million viewers),
expanding its lead on the gaining No. 2 morn-
ing news show, ABC’s Good Morning America.

Now the real games begin. Media buyers

beginning to prepare for the upfront buying

season that begins in May say they will be

watching Today closely to see if the show can

hold its newly extended lead over GMA. Today’s
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IN JANUARY THE DISCOVERY CHANNEL DELIVERED THE TOP TEN RATED DOCUMENTARIES QN BASIC CABLE,’
racing past the competition with shows like Motorcycle Mania, Blue Planet and The New Detectives.
Discovery Channel has been the #1 EquiTrend Televisicn Brand for quality nine years in a row.’
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performance over the next few weeks will
determine how buyers allocate their network
morning-news dollars for next season. Some
buyers said that if Today slips back to its pre-
Olympics rating levels, they may shift some
dollars out of the NBC show and into GMA.
Leading up to the Olympics, GMA had been
cutting into Today’s ratings lead. In the two
weeks prior to the Games, GMA averaged a 4.1
rating/16 share in households and a 1.5 rating
in 18-49, compared to Today’s 4.9/19 and 2.2.
But during the first week of the Olympics (end-
ed Feb. 15), Today boosted its household rating
12 percent and its share by 16 percent over the
previous week. At the same time, GMA’% house-
hold rating dipped 7 percent, and its share
declined 6.7 percent. For its first week in Salt
Lake City, Today also increased its 18-49 rating
13 percent, to a 2.5. The good news for GMA
was that it held its 18-49 audience, at a 1.4.
How NBC prices Today in the upfront will
be watched very carefully. One top buyer, who

|
|
|

|

|

|

spoke on the condition of anonymity, said he
could shift his a.m. news spending by as much
as 20 percent. Another said that if GMA “does-
n’t get greedy,” it could get a bigger slice of the
pie in the upfront, “especially if Today decides
to raise its rates too high.”

Jim Hoffman, vp of NBC News sales, sees
“no justification for buyers to move money”
out of Today unless “I price it more expensive
and GMA prices itself cheaper.” Hoffman
added that he plans to be “customer-friendly”
in the upfront. He concurred with buyers’
stance that the morning-news daypart has had
more demand than supply of late. “The fact
that GMA has increased its ratings benefits the
ad community as a whole by bringing more rat-
ings points to the daypart,” Hoffman said. “But
we are stll the most dominant in the morning
and will get our share of advertising.”

A competing network sales executive agreed.
“Today has been No. | for several years,” he
said. “It won’t lose that in one upfront.” u

Searching for Strips

As shows drop out, stations scurry fo fill more gaps than expected

SYNDICATION By Alan James Frutkin

s the February sweeps period closes,

many stations have acquired sufficient

new product to replace this season’s

declining syndication programs, includ-
ing King World’s Ananda Lewis, Paramount’s
Rendez-View and Fremantle’s canceled 7o Tel/
the Truth. But sources said last week that there
may be more schedule holes than available pro-
gramming. Making matters worse, there are
few potential projects on deck.

For example, NBC Enterprises shot a pilot
for an Erin Brockovich talk-show project, but
after ABC’ prime-time fiasco with Brockovich
earlier this season, a strip seems unlikely. How-
ever, if NBC’s The Fobn Walsh Show succeeds,
some syndication-watchers believe NBC may

1

The Fast and The Furious may fuel syndication. z

revisit the similarly formatted Brockovich pro-
ject. “She’s immediately recognizable, and she
comes with a crusader image,” said Bill Carrol,
vp and director of programming for Katz Tele-
vision Group. Other shows on syndication’s
back burners that could resurface include Warn-
er Bros.” Matchmaker Mansion and Columbia
TtiStar’s John Henson late-night show.
Meanwhile, sources said Tribune is search-
ing to pair Family Feud with another family
game show. And if NBC gives action hour
B.A.LT. a prime-time summer run on Satur-
days, it will need a companion piece. A possi-
ble candidate is a TV version of Universal Pic-
tures’ The Fast and the Furious, which, following
Vivendi Universal’ final negotiations with Bar-
ry Diller, could land at Studios USA. Univer-
sal and Studios USA reps declined comment.
Despite magazine shows’ continued strength
in syndie, the genre remains one of the most
underdeveloped. Mag projects are in play at
only two distributors, Warner Bros. (Celebrity
Justice) and King World (New & Improved’).
Court shows remain the strongest source of
inspiration for programmers, although many
are concerned about overexposure. “The ques-
tion is how do you take the best elements of
court shows—controlled confrontation with a
resolution—and not make it a court show?”said
Steve Wahl, a television agent with ICM. W
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PITTSBURGH TV STATIONS

RADIO STATIONS

Iron Gity's Two New
GMs Ready to Rumble

BY JEREMY MURPHY

ne of the country’s most traditional
local television markets is in the
midst of a dramatic change, at least
behind the scenes. Over the past two
months, two of Pittsburgh’s top-rat-
ed network affiliates have taken on new gen-
eral managers, just as the competition be-
tween the top three stations in the market is
starting to build for the May sweeps.

After the unexpected resignation of WTAE
vp/general manager Jim Hefner earlier this
year (Hefner left to become vp/gm of
WRAL, the ABC affiliate in Raleigh, N.C.),
the Hearst-Argyle—owned ABC affiliate has
tapped a familiar face to lead the station—
Rick Henry, former WTAE vp of sales, who
left five years ago to head WISN, the ABC
affiliate in Milwaukee.

And Ray Carter, the former news director
of WSB, Cox’s top-rated ABC affiliate in
Atlanta, was promoted in January to the top
post at WPXI, Cox’s aggressive NBC affili-
ate, after longtime leader John Howell retired
in December. Both take over the stations at a
key time—while the February book will go to
WPXI, thanks to NBC’s Winter Olympics,
the May book is expected to be highly com-
petitive for Pittsburgh’s T'V stations.

“May is always a dogfight in this market,”
said Carter, whose station is known to play
hardball during sweeps months.

Determining who’s on top “depends on
the newscast,” said Rob Owen, the TV critic
for the Pittsburgh Post-Gazette. The three sta-
tions all lay claim to different parts of the day.
WTAE usually wins in mornings, though it is
facing stiff competition from WPXI, and
KDKA rules the noon broadcasts, thanks to
its Price is Right lead-in. With Fudge Fudy as a
lead-in, WPXIT usually takes 5 p.m.; 6 p.m. is
usually a horse race between all three stations.
WPXI, which has ER and Law & Ovrder as
lead-ins, usually wins the 11 p.m. race, al-
though KDKA scored a surprise win in the
November ratings book.

| chance,” he quipped.

“They are very
competitively priced
stations, as well as
being very close in
the ratings,” said
Duncan Jameson,
senior vp and media
director of Ten/Uni-
ted, a Pittsburgh-
based buying agen-
cy. Though both
WPXI and WTAE
are welcoming new
leaders, Jameson
doesn’t expect radi-
cal changes. WPXI will likely stay with its
slick, fast-paced news programming, while
WTAE and KDKA aren’t expected to ditch
their traditior#al personality-driven newscasts
anytime soon. Stations in the market
will also likely resort to stunting dur-
ing sweeps periods, to drive viewer-
ship into news.

Henry, a former sales executive,
knows the market first-hand, hav-
ing worked in Pittsburgh for 10
years at WTAE.

“Major broadcasting companies
own stations there, and...those com-
panies invest in the news product as
a result of the competition,” said
Henry. Though he hasn’t started yet,
Henry said his first task will be to
“focus and enhance” WTAE’s mar-
ket-leading position.

For Carter, who’s had two
months at the helm, the transition
has been smooth. “Having the
Olympics for your first book cer-
tainly doesn’t hurt,” said Carter,
who trained for the job for a year
and a half before being formally ‘
named to his new position. “Cox
doesn’t leave too many things to

£

WTAE’s Henry is looking
forward to May sweeps.
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BIRMINGHAM, ALA. RADIO STATIONS
Cox Passes on Renewal
0f 'Bama Foothall, Hoops

ox Radio, owner of seven radio stations
cin Birmingham, Ala., and the market’s

leading group, will not be carrying Uni-
versity of Alabama football and basketball
games next season.

For the past three years, Cox has carried
football on its '80s Hits—formatted WBPT-
FM and basketball on Gospel-formatted
WAGG-AM. In addition to the increased fees
and limited commercial inventory it could sell,
Cox turned down a renewal because Alabama’s
Crimson Tide Sports Marketing wanted the
basketball games to air on an FM signal. That
ran contrary to Cox’s operating philosophy.
“WBPT lives for its music position—it’s not a
sports station,” said David DuBose, WBPT
vp/market manager. “We also didn’t see a
huge boost in cume [audience].” WBPT is the
No. 6-ranked station in the market, with a 4.6
overall share, and WAGG is ranked No. 9.

Several other radio groups, including Ci-
tadel Communications, the No. 2 radio group
in the market, which owns Sports WJOX-AM,
and No. 3-ranked Clear Channel, which owns
five stations in the Birmingham area, are

[}

uﬁ for grabs: Cox Radio will stop airing Crim-son Tide
hasketball on WAGG when the ’01-°02 season ends in March.
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expected to make a bid for the rights, which
would begin with the fall 2002 football season.
The radio rights for both Alabama football and
basketball are valued at about $300,000. The
betting right now is on Citadel, which already
carries neighboring Auburn University’s bas-
ketball games. —Katy Bachman

SAN ANTONIO TV STATIONS

KSAT Builds on Lead-Ins

early doubling the size of your network
lead-in is no small feat; but for KSAT,

Post-Newsweek’s San Antonio, Texas,
ABC affiliate, it’s starting to become a com-
mon occurance.

The station, which leads virtually every
daypart in the No. 37 market, has been able to
combat ABC’s prime-time troubles with an
aggressive and localized news formula. “The
network is what the network is, but when you
really plug into what the consumer is looking
for, that’s when you win the market,” said Jim
Joclyn, KSAT's vp/general manager.

Focusing on topics of local importance,
such as health care, Mexico and area military
bases, the station’s late 10 p.m. newscast was
able to win the ratings book last November,
even while ABC’s ratings were tumbling.
KSAT averaged a 13.9 rating/21 share at 10
p-m., a 64 percent improvement on its network
lead-in (8.5/13). In viewers 18-49, KSAT saw
a 73 percent improvement over ABC’s lead-
ins; and in viewers 25-54, the station scored an
88 percent improvement over the network.

“We continue to grow, even with the defi-
ciencies of the network,” Joclyn said. KSAT
also won the 5 p.m. and 6 p.m. local news races,
and last November, the station’s late newscast
had the highest ratings of all ABC stations
(O&Os and affiliates in metered markets), even
scoring a higher average than ABC O&Os in
New York, Chicago and Philadelphia. Belo’s
CBS affiliate KENS, which also improved over
its network lead-ins (though not as dramatical-
ly), averaged a second place 13.2/ 21, followed
by Clear Channel’s NBC affiliate KMOL,
which averaged a 12.1/19, a 9 percent drop
from its network lead-in. Regional media buy-
ers say KSAT's fast-paced, younger-skewing
local news has helped it stand out.

Catherine Burke, a media buyer with Guer-
ra DeBerry Coody, a San Antonio-based media
buying agency, said the station’s fast-paced news
coverage and fresher graphics have attracted
more young viewers than its rivals. —7M

|

BY EILEEN DAVIS HUDSON

Albugquerque-Santa Fe, N.M.

SPANNING SOME 140,000 SQUARE MILES, THE ALBUQUERQUE-SANTA FE, N.M., MAR-
ket presents many challenges for the local news media because of its
vastness. Albuguerque and Santa Fe are relatively close given the geo-
graphic expanse of the market—only about 50 miles apart. For local

TV news outlets, covering such a wide expanse
means using an expensive array of resources,
including helicopters, satellite trucks, transla-
tor stations and bureaus.

The Albuquerque-Santa Fe television mar-
ket climbed two places last fall in Nielsen
Media Research’s rankings to 48th, at 607,170
television households. “It makes it a chal-
lenge,” says William Anderson, vp and gener-
al manager of KRQE-TV, Emmis Communi-
cations’ CBS affiliate. “It makes it a helicopter
market.” Erick Steffens, vp/gm of KASA-TV,
Raycom Media’s Fox affiliate, points out that
though 90 percent of the DMA lies in New
Mexico, the market also includes counties in
southern Colorado and part of a county in
eastern Arizona. “The lead story could come
from 300 miles away, but it’s still in the DMA,”
explains Steffens.

Over the past year, KASA has probably had
the market’s most interesting story. In Novern-
ber 2000, the station entered the competitive

14 MEDIAWEEK February 25, 2002 www.mediaweek.com

local-news race with a daily newscast from 9-
10 p.m,, the first and only 9 p.m news in Albu-
querque-Santa Fe. Hubbard Broadcasting’s
NBC affiliate KOB-TV produces the news-
cast, and the two stations share some talent.
For example, John Mason, KOB’s § p.m.
anchor, co-anchors KASAS late news. His co-
host at 9 p.m. is Lauren Prezybl, who came
from the Abilene-Sweetwater, Texas, market.

The program, which is branded KASA Fox
2 News at 9, immediately caught on with view-
ers, generating a 4.2 rating/7 share in house-
holds in the November sweeps.

The arrangement provides obvious cost-
savings and other advantages to KASA and
benefits KOB, which is paid a flat fee by KASA
for producing the newscast. The two stations
also share revenue from ad sales generated
from the newscast.

The market is defined not only by its size
but also by its terrain. Parts of the Rocky
Mountains and the Sandia Mountains run

RON BEHRMANN/ACVB



through the region. All of the market’s com-
mercial broadcast stations, with the exception
of Paxson Communications’ Pax TV outlet
KAPX, have their towers located at the sum-
mit of the Sandia Mountains. Nielsen added
meters to the market in October 2000, which
helped boost HUT (homes using television)
levels of most of the stations in the market.

WB affiliate KWBQ, which Acme Tele-
vision launched in March 1999, moved its
tower to the Sandia Mountains last October.
The move from its former home on an Indi-
an pueblo north of Albuquerque boosted the
station’s reach by about 100,000 households,
says John Greenwood, vp/gm of KWBQ
and sister station KASY, a UPN affiliate.
Acme purchased KASY, its former partner in
a local marketing agreement, from locally
owned Ramar Communications in Decem-
ber 1999. Greenwood says KASY is intend-
ed to be more male-oriented, targeting those
in the 18-34 age bracket, while KWBQ pro-
gramming is largely aimed at women 18-34
and 18-49.

The market has nine broadcast affiliates,
more than many higher-ranked markets. And
Greenwood says the advertising pie continues
to divide. “Everybody is competing very hard
for dollars,” he says. Traditionally, the market’s
advertising used to be evenly split between
local and national dollars. In 2001, that spend-
ing ratio was closer to a 60 percent local and
40 percent nadonal split.

According to BIA Financial Network,
KOB and ABC affiliate KOAT tied in 2000,
with estimated ad billings ot $26 million
(BIA does not have 2001 market revenue
estimates vet). The two stations arc also close
competitors in the ratings. While KOAT
wins the 5 p.m. and 6 p.m. news races hand-
ily, KOB has long dominated mornings. In
addition, KOAT, which had been the domi-
nant station in late news, saw that leadership
position evaporate as KOB muscled its way
to the top spot. In the November book, KOB
received an 11.8 rating and 21 share, com-
pared to KOAT’ 10.9 rating and 20 share
(see Nielsen chart on page 17).

KOAT president/gm Mary Lynn Roper
attributes KOAT’s success in late news to the
strength of NBC’s prime-time lead-ins. Rop-
er says when the audiences of her 5 p.m., 6
p.m. and 10 p.m. newscasts are combined,
“there’s no question” about which station is
the overall news leader.

Emmis Communications purchased

\

third-ranked CBS affiliate KRQE in Octo-
ber 2000 from Lee Enterprises. The station
has started to narrow the gap between itself
and its two rivals, particularly over the last
five Nielsen ratings books, says gm William
Anderson. KRQE also does not go head-to-
head with the other top stations in evening
news. Instead, KRQE airs the CBS Evening
News at 3 p.m., putting its local news on at
5:30 p.m. Besides having the market’s only
4:30 and 5:30 newscasts, the station last fall

SCARBOROUGH PROFILE

Jaunched the market’s first 4 p.m. news.
The station recently overhauled its news
talent, replacing all of its main anchors, with
the exception of popular sports anchor Mike
Powers. Dick Knipfing, the new anchor at
4:30, 5:30 and 10 p.m., had previously been an
anchor at KOAT. His co-anchor at 10 p.m. is
Erica Ruiz, who came from the Dallas-Ft.
Worth market last spring. In May 1999,
Anderson joined the station. He had been
president and gm at WGME-TV in Portland,

Comparison of Albuquerque-Santa Fe

TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHI $75,000+
College*Graduate

Any Postgraduate Work
Professional/Managerial
African American
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Read Any Daily Newspaper
Read Any Sunday Newspaper
Total Radio Morning Drive M-F
Total Radio Evening Drive M-F
Total TV Early Evening M-F
Total TV Prime Time M-Sun
Tdtal Cable Prime Time M-Sun

MEDIA USAGE - CUME AUDIENCES™
Read Any Daily Newspaper

Read Any Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Evening Drive M-F

Total TV Early Evening M-F

Total TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE - OTHER
Access Internet/ WWW

HOME TECHNOLOGY

Own 4 Personal Computer

Purchase Using Online Services/Internet
Connected to Cable

Connected to Satellite/Microwave Dish

Top 50 Market AIbuquer—SF NbuquerSF
Average % Gomposition% - Index
31 31 98
4 - - 42 104
w28 27 st Vg7s
27 e e T e D e
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o e, TRl Lt (7Y #
i i T e - 282
54 45 83
‘64 1 T 72.
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18 i ‘16 -89
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58 ' 55 95
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71 56 . L
15 28

s

#Respondent level too low to report. “Media Audiences- -Average: average issue readers for newspapers average q.:aner ~hour
isteners within a specific daypart for radio; average half-hour viewers within a specific daypart for TV and cable."Media Audi-
ences-Cume: 5-issue cume readers for daily newspapers; 4-issue cume readers for Smday newspapers; cume of all listenars
within a specific daypart for radio; cume of all viewers within a specific daypan for TV md cable. Source: 200t Scarbamg\

Research Top 50 Market Report (February 2000-March 2(X)i)
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Maine. News director Dan Salamone joined
from WXYZ-TV in Detroit in summer 1999,

The third factor that makes the market
unique is its large and diverse Hispanic popu-
ladon. Three broadcast TV stations serve this

segment of the market: Raymar Communica-
tions’ low-power Telemundo affiliate KTEL,
Entravision Communications’ full-power Uni-
vision affiliate KLUZ-TV and Telefutura on
low-power KTFA. KTEL was recently added

Source: Audit Bureau of Circulations

RADIO LISTENERSHIP / ALBUQUERQUE
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Avg. Qtr.-Hour Share

Morning  Evening
STATION FORMAT Drive, 12+ Drive, 12+
KXXY-FM Country 8.1 4.6
KKOB-AM News/Talk 13.0 8.5
KZRR-FM Album-Oriented Rock 8.0 6.0
KBQI-FM Country 7.3 6.5
KMGA-FM Soft Rock 5.9 5.8
KRST-FM Country 5.0 4.2
KYLZ-FM Contemporary Hit Radio/Dance 4.6 6.4
KKOB-FM "80s/°90s Hits 45 36
KKSS-FM Contemporary Hit Radio/Top 40 41 43
KABG-FM Oldies 31 4.1
KNKT-FM Christian 2.4 14
Source: Arbrtron, Fall 2001 Radio Market Report
NEWSPAPERS: THE ABCS
Daily Sunday Daily Market  Sunday Market
Circulation  Circulation Penetration Penetration

Bernalillo County: 225,495 Households

Albuquerque Journal/Tribune* 87,551 103,458 38.8% 45.9%

Santa Fe County: 52,522 Households

Albuquerque Journal/Tribune* 6,642 6,548 12.6% 12.5%

The Santa Fe New Mexican 20,437 21,198 389% 40.4%

Valencia County: 22,473 Households

Albuquerque Journal/Tribune* 4,771 6,922 21.2% 30.8%

Sandoval County: 32,838 Households

Albuquerque Journal/Tribune* 9,322 13,950 28.4% 42.5%

San Miguel County: 10,004 Households

Albuguerque Journal/Tribune* 1,955 2,148 19.5% 21.5%

The Santa Fe New Mexican 782 1,206 7.8% 12.1%

Taos County: 12,142 Households

Albuquerque Journal/Tribune* 1,366 1,541 11.3% 12.7%

The Santa Fe New Mexican 534 672 4.4% 5.5%

Rio Arriba County: 14,644 Households

Albuquerque Journal/Tribune* 3,839 1,985 12.6% 13.6%

The (Farmington) Daily Times 122 154 0.8% 1.1%

The Santa Fe New Mexican 1,593 2,125 10.9% 14.5%

McKinley County: 20,413 Households

Albuquerque Journal/Tribune* 1,420 1,647 7.0% 8.1%

The Gallup Independent 8,608 42.2%

Los Alamos County: 7,728 Households

Albuquerque Journal/Tribune* 2,011 2,252 26.0% 29.1%

The Santa Fe New Mexican 755 826 9.8% 10.7%

Cibola County: 8,117 Households

Albuquerque Journal Tribune 815 1,227 10.0% 15.1%

The Gallup Independent 951 11.7%

to cable, upping its presence in the market.
Meanwhile, KTFA execs are petitioning the
FCC to increase power.

According to estimates from a recent U.S.
Census Bureau survey, 28.26 percent of New
Mexico residents speak Spanish, the highest in
the country. While the Albuquerque-Santa Fe
market is the country’s 48th-ranked market
overall, it is the 11th-ranked Hispanic market,
with a DMA population of about 600,000 (per-
sons 2-plus). About 53 percent of the market’s
Hispanics are of Mexican origin and nearly 70
percent of area Hispanics speak English as
their primary language.

Last November, KLUZ, which broadcasts
statewide via satellite, finished building a satel-
lite uplink station to help it increase its market
penetration. The station has seen an estimat-
ed 30 to 40 percent ratings growth during
prime time and in news, said a station repre-
sentative. KILUZ, which has been in the mar-
ket for 17 years and has had local news for the
past decade, produces the market’s only Span-
ish-language local newscasts, at § p.m. and 10
p-m. Monday through Friday.

Comcast is the main cable provider in the
market with 56 percent penetration. That falls
below the national cable-penetration average
in top-50 markets of 71 percent, according to
Scarborough Research (see Scurborough chart on
page 15). Comcast can insert ads on 35 net-
works in the market. Satellite service penetra-
tion is 28 percent, nearly double the national
average of 15 percent.

Albuquerque is served by the dominant
morning daily Albuguerque Fournal and the p.m.
paper The Albuguerque Tribune, which have
existed under a joint operating agreement since
1932. The JOA is slated to expire in 2020. The
Tribune is published six days and is owned by
Scripps Howard, while the Journal is owned
locally by the Lang family and published by
Journal Publishing. The Journal’s daily circula-
tion for the six months ended Sept. 30, 2001,
was 108,668 and 152,889 on Sundays. The Ti/-
bune’s daily circ for the period was 16,956 and
19,730 on Saturdays. The Fournal’s status as a
statewide paper gives it a broader appeal. The
Tribune does not publish on Sundays.

The JOA agency company for the two
papers is Albuquerque Publishing. Outside of
the JOA umbrella, the Fournal owns a weekly,
3,800-circ Mountainview Journal, covering the
area east of Albuquerque; and two twice-week-
lies, the 21,000-circ Valencia County News-Bul-
letin in Berlin, N.M,, and the 3,300-circ E/
Defensor Chieftain in Socorro, N.M.

While the Fournal is a state paper, the Ti4-
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What you can expect when you place
your ad in newspapers.

Newspapers have the power to motivate consumers to make purchases, which means you get results. And the results are
exceptional. An astounding 65% of people who read newspapers visit retail stores, and the credit belongs to newspaper ads.
What's more, 60% of readers have actually purchased a product - and again, newspaper ads get the credit. So if you want to see
results, don't change your ads, change where you place them. Nobody delivers the paper like we do.
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Fume circulates in the Albuquerque area
through home delivery, racks and street sales.
There is no home delivery in Santa Fe. The
Tribune has two editions, the first hitting the
streets at 10 a.m. and the final edition com-
g out at 2 p.m.

The Fournal has had some recent changes
In its look and its leadership. Former editor
Scott Ware resigned last October to go to a
sister Scripps Howard paper in Washington
state. Former Fournal managing editor Kelly
Brewer replaced Ware. At the Tiibune, Karen
Moses, previously assistant managing editor,
was promoted to managing editor to replace
Rod Deckert, who retired last May. Both
papers, which share printing facilities, con-
verted to a 50-inch web width as of Jan. 1.
The narrower width meant only a slight
redesign for fit, and the Tribune got a new
typeface. Both papers also went to a 10-col-
umn classified from nine columns.

The oldest and dominant Spanish-lan-
guage weekly in the market is the locally
owned E/ Espaiio News. The 10,000-paid-cir-
culation black-and-white tabloid was estab-
lished in 1966. Last September, another local
company launched La Raza del Albuquerque,
a full-color weekly journal with a paid circu-
lation of 15,000.

The Albuquerque radio market ranks
72nd in the country and includes some sta-
tions also rated in Santa Fe, according to
Arbitron. Citadel Communications controls
most of the radio market with its eight out-
lets. Its three AM and five FM stations gar-
nered a combined 31.7 share in the Fall 2001
Arbitron Radio Market Report. The outlets
also took in about $20 million in ad billings
in 2000, giving Citade! a 46.8 percent share
of the market, according to BIA. Clear
Channel, which owns six stations in the mar-
ket, has 16.4 percent of radio ad revenue, fol-
Jowed by Simmons Media at 12.6 percent
and American General Media at 9.2 percent.

Although not a major player, Calvary
Chapel Inc.s Christian station, KNK'T-FM,
is the only Christian station on the FM dial
and is one of the top 10 stations in morning
drive in Albuquerque. Citadel’s News/Talk
powerhouse KKOB-AM, the No. 1 station in
the market, had a very strong Fall book, as
did many radio outlets post-Sept. 11.

Clear Channel’s Country station KBQI-
FM, enjoyed a share increase in the most
recent book, going from a 4.8 share among
Fisteners 12-plus to a 6.8 share. The market’s
only Classical station, KHFM-FM, owned by
American General, earned a 2.9 share in the

| RADIO OWNERSHIP

OWNER STATIONS
Citadel Communications 3 AM, 5 FM
Clear Channel Comm. 1AM, 5FM
Simmons Media 2 AM, 5 FM
American General Media 5FM
Entravision Communications 1AM, 1 FM
Calvary Chapel Inc. 1F™M

Avg. Qtr.-Hour Revenue Share of
Share (in millions) Total
31.7 $20.1 46.8%
20.0 $7.0 16.4%
135 $5.4 12.6%
151 $5.9 9.2%

19 $1.1 2.5%
15 $0.5 12%

Includes only stations with significant registration in Arbitron diary returns and licensed in Albuguergue or immediate area,
Ratings from Arbitron Fall 2001 book; revenue and owner information provided by BIA Financial Network.

NIELSEN RATINGS /| ALBUQUERQUE-SANTA FE

EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

Time Network Station Rating Share
4-4:30 p.m. CBS KRQE 29 7
4:30-5 p.m. CBS KRQE 47 10
5-5:30 p.m. ABC KOAT 9.8 17
CBS KRQE™ 8.2 15
NBC KOB 7.0 13
Fox KASA* 4.3 8
WB KwBQ* 1.2 2
UPN KASY* 1.0 2
Univision KLUZ 09 2
Pax KAPX* 0.5 1
5:30-6 p.m CBS KRQE 6.9 11
6-6:30 p.m ABC KOAT 10.4 7
NBC KOB 8.9 14
CBS KRQE* 8.4 14
Fox KASA* 59 10
Univision KLuz* 2.0 3
wWB KwBQ* 16 3
UPN KASY* 1.6 3
Pax KAPX* 0.7 1
Late News
9-10 p.m. Fox KASA 4.2 7
10-10:30 p.m. NBC KOB 11.8 21
ABC KOAT 10.9 20
CBS KRQE 7.2 13
Fox KASA* 3.4 6
wWB KwBQ* 1.8 3
UPN KASY* 1.2 2
Univision KLUZ 1.2 2
Pax KAPX* 0.4 1

*Non-news programming. ~Network news. Source: Nielsen Media Research, November 2001

Fall book, down from 4.4 in the Summer.

Three FM stations—American General’s
Spanish AC outlet KLVO-FM, its Mexican-
formatted KZNM-FM and Entravision’s
Spanish AC station KRZY-FM—now target
the area’s large Hispanic population.

Clear Channel Qutdoor dominates out-
door advertising in Albuquerque. Santa Fe
prohibits outdoor displays within its city lim-
its. Clear Channel Outdoor entered the mar-
ket in September 2000 when it purchased the

Albuquerque inventory of Donrey Media
from Little Rock, Ark.—based Stephens
Media Group. Eller picked up 625 30-sheet
faces and 180 bulletin faces in the purchase.
The market further consolidated in February
2001 when Clear Channel purchased Infini-
ty Outdoor Advertising’s Albuquerque inven-
tory of about 140 bulletin faces. Clear Chan-
nel now controls about 490 bulletin faces
along I-25 and I-40, and about 700 30-sheets
in the city. ||
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CROSS-PLATFORM DEALS ARE
generating a good deal of buzz in
the media business these days,
even though they make up less
than 10 percent of total ad
spending. The original selling
concept of cross-platform was
integrated marketing—discount-
ed inventory was not a big part
of the equation. But as the econ-
omy has weakened and inventory
has proven tougher to selil, pric-
ing has driven many of these
deals. Earlier this month at the
annual American Associatlon of
Advertising Agencies’ Media
Conference in Orlando, Fla., a
panel session featured a lively
discus-sion on the pros and cons
of cross-platforming. The panel,
moderated by Mediaweek editor
Brian Moran, featured top execu-
tives from two of the most suc-
cessful proponents of cross-plat-
form selling—Myer Berlow,
president of AOL Time Warner's
Global Marketing Solutions unit,

ARE HUGE CROSS-M
4AR'S ME

and Ed Erhardt, president of
ESPN ABC Sports Customer Mar-
keting and Sales—as well as two
active participants from the buy-
ing side—David Martin, director
of business planning for Penta-
Mark, and Renetta McCann, CEO
of Starcom North America. An
edited transcript follows.
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MORAN: Myer, as our representadve from
the world’s largest media company, I'd like to
start with a question for you. From my per-
spective as a journalist, it appears that the sell-
er is getting the better end of the deal in most
cross-platform agreements because they allow
you to package media inventory that might
otherwise sell at much lower rates.
Meanwhile, the benefits for the advertiser are
not so obvious. Are these deals not simply a
way for big media companies to move dis-
tressed inventory?

BERLOW: Well, I would really say that
there’s nobody who’s out there spending large
amounts of media money who’s stupid. And if
we were able to package things together and
fool them based on what the pricing was, you
would have to think that they were stupid.
The truth is that people are looking for value.

The definition of a fool is someone who
knows the price of everything and the value of
nothing. And the value is what the agencies are
looking for in these deals. It’s not really a ques-
tion of lower CPMs; the CPM is what the
CPM is. It's a commodity marketplace—it
varies year to year, based on how much money
there is in the marketplace and how much
inventory there is. There’s a search, I think,
among all the people that are in this room for
the higher value: How do they add value to
the equation, and what ideas they can bring to
the marketing process? And that’s really what
we’re concerned with and what we're focused
on. It hasn’t to do with a deal—it has to do
with a parmership. It is results that we’re look-
ing for, and it is really the new value that we're
looking for in this whole equation. And price
is not really the driving force, at least with us.

MORAN: And from your perspective, Ed?

ERHARDT: Well, I think that the nodon of
getting folks to buy the stuff that they don’t
want is a last-year point of view. When this
phenomenon began and everyone tried to put
their arms around it, the way that the press—
and to some degree the buyers and sellers—
jostled about it was the way that you just
described. Now it’s become much more
sophisticated. The sellers, the buyers, the plan-
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someone who knows the
price of everything and the
value of nothing. —MYER BERLOW

ners—who are very important in this environ-
ment—as well as clients and brand managers
and all the people that make up the consensus-
build to get these kinds of deals done, they all
go into it now with a much more open attitude
about how to move the needle. And there’s
going to be a price negotiation because there’s
a perception of “what is this worth versus what
are other things worth?”

But I think now more than ever, as people
in this business figure out how to do this kind
of thing better, the nodon of distressed inven-
tory isn’t part of the mix anymore. And if it is,
then people on both sides of the desk should-
n’t be doing cross-platform deals. So, I would
feel that now more than ever, rather than talk-
ing about whether it’s distressed or it’s not, I'd

rather see the press start to focus on whether
the deals are working or not, because I think
that’s a bigger measurement or metric now.
MORAN: Renetta and Dave, when you’re
approached with one of these deals, what is the
usual point of entry? Is it television time, with
the seller’s other media propertes then added
to the mix? And how do you break down these
proposals so that all media involved in the

THE BUYERS TELL IT TO THE SELLERS: (Above left) PentaMark’s Martin lays out some of the Internet’s
shortcomings for Erhardt; (bottom) Starcom’s McCann puts on her planner’s hat for AOL's Berlow.

PHOTOGRAPHY BY DOUG GOODMAN
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deals are perceived by your clients as essential
to their marketing objectives?

McCANN: Well, I’ll start out. There are
various entry points. It really depends on who
the selling partmer is and how they want ta
come in. [ would say in the near term, the
majority have come in through a broadcast
door, if you will. And in our organization, they
go into our nadonal broadcast group. And
then, as the multiple endties within the pack-
age are developed, they could be spun to our
Internet group, our print group or the out-of-
home group. And, of course, then there’s
involvements solicited from our strategic
directors to make sure that, whatever these
properties and packages are, they are in keep-
ing with the client objectves and the whole of
the plan. So, regardless of what door they
enter, once they get inside the media opera-
tion, they really are handled by a cross-func-
tional team to make sure that each component
can stand on its own and then all components
can stand together.

MARTIN: From my standpoint, most fre-
quently it simply comes through as an idea
that actually might have been generated by our
CRM [customer relationship management]
group. The marketing strategy comes from
the client, the brand managers, then goes
through the account group. Then we meet
with the planners, who are the ones who
design the overall look of what we want to do.
I run into problems with cross-media when
someone brings us a package and says, “This is
a natural for you,” and it involves media that
we’re not going to use because it was not part
of the creative plan.

There are other situations in our case that
may be unique because of our dealer base. My

NEEDS OF ADVERTISERS? AT A PANEL SESSION AT THE
EXECUTIVES TOOK THE MEASURE OF THESE BUNDLED PACKAGES

client feels that strategically they want radio
and out-of-home to be purchased by the deal-
er associations, and there are some 49 associa-
tions around the country. So, when someone
brings a package to us that incorporates radio
or out-of-home, as an example, we’re at a loss.
There’s another element, too, that causes
us distress at times on these cross-media pack-
ages: We haven’t done the creative. So when
somebody brings a package—and by the way,
the driving force, with all due respect, Ed and
everyone else, is always the price—that says
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“We’re going to take $250 million out of your
budget to do this program,” we have to be
darn certain that that $250 million is the best
possible price we could get for all the elements
that go into that cross-media promotion.

MORAN: Cross-media platform deals start-
ed to pick up momentum during the dot-com
boom a couple of years ago, when some of us
in this room expected the Internet to quickly
and completely change the way consumer
products are bought and sold. Now, with the
sharp falloff in the dot-com world, has the
Web become less important in the media mix?
And have any of you had to reposition or
rework some cross-platform deals as a result?

BERLOW: Though it’s hard to refer to
something that sent a couple of trillion dollars
to money heaven as economically trivial, the
dot-com bust that everyone’s making so much
fuss about was really the natural shakeout that
happens in any environment. There were
many marginal players, and there was a huge
overvalue of the word ‘dot-com.” We never
had a very high percentage of our business in
this, so I think it was pretty much irrelevant. I
think the real question that major marketers
have isn’t, “Is there a dot-com industry?” The
real question is, “How am I going to use this
new technology to solve marketing problems
that T have?” Particularly to solve marketing
problems that are expensive.

David was talking about CRM. That’s a
very, very expensive area. The give-informa-
tion phase of the auto industry is a very expen-
sive phase of the marketing process because
millions upon millions of dollars are spent on
brochures every year. Is there a way this tech-
nology can better be used to make our busi-
nesses more productive? That’s the question.

ERHARDT: I would say that the brands that
exist on the Web now, those that are connect-
ed in a very significant, organic and authentic
way with television brands in terms of cross-
media—ESPN.com just happens to come to
mind for me, and there are obviously others—
make a lot more sense to the consumer.
There’ a reason why, in our case, a Sports-
Center anchor is talking about something that’s
happening on ESPN.com, and an ESPN radio
guy is talking about going to ESPN the
Magazine to see this or that.

McCANN: Even though Brian introduced
me as a buyer, in my background I'm also a
planner. And one of the things I wanted to
reinforce is that, from a planning perspective,
if we’re focusing on consumers because con-
sumers really are in control in this fragmented
world, there is growing proof that the Web
remains a viable, if not growing, medium for
us to consider from a planning point of view.

Consumers are using more hours on the
Web. If we take a look at the youth genera-

tion, those that are under 18 and represent the
future—the consumers of tomorrow—they are
almost connected at the hip with the Web. All
of us go home and ask them how to use the
Web. From that standpoint, it is going to
remain a viable communication vehicle for
communicating information, such as
brochures, for establishing relationships, for
getting marketer messages out there. And so,
regardless of how we feel about cross-plat-
form, the Web is here to stay.

MARTIN: Myer brought up the point about
the huge amount of money spent in the auto-
motive category in terms of books and
brochures. Our client is our dealers. We have
to sell the product to the consumer through
our advertising, but our real clients are the
dealers. The dealers want hard copy, they want
that brochure in their hand, they want the

There is growing proof that
the Weh remains a viable, if
not growing, medium for us to
consider from a planning point
of VieW. —RENETTA MCCANN

point-of-sale materials that we provide. This is
a huge cost to us, and then we, in turn, try to
get them to pick up part of that cost. When
we got to the Internet situation, there’s a
reluctance to depend on the Internet to either
provide them with leads or, for that matter, to
provide them—the consumer—with the infor-
mation that they want.

"There’s another thing, and we’ve got to be
very candid about this: The dealers are very
concerned that the information that comes off
the Web does too much of a comparison shop.
If you’re an Oldsmobile dealer, and you know
that the life cycle of your product is going out
in a year or so, you don’t want to be compared
to another product line that might be there
the year after, through the Web. So there are a
lot of hesitancies about the use of the Web.

The other thing I would mention is one of
the concerns that I had about all the cross-
media stuff we tried to do over the years. I
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harken back to [General Motors’] Phil Guar-
ascio and his Time Warner deal. So much of
what went into the deal turned out to be fluff.
It sounded good and looked good on paper but
didn’t do anything and didn’t deliver anything.
And I was very worried about that. As I go
through these deals, I am worried—and I mean
no disrespect to Myer on this, I'm just talking
about where I'm coming from. I have concerns
that the driving force for AOL Time Warner is
to make money for AOL. Why? Because AOL
is high-profit-margin product when you can
sell it. So it stands to reason that when they do
a cross-media presentation, they may have a
great deal of their money assigned to that par-
ticular product, and they may be taking it from
Turner Broadcasting or from [Time Inc.] mag-
azines, however they do it. Whereas our plan-
ners, at least in my opinion, are servants to
only one master: the client. So when our plan-
ners put together a cross-media promotion, it
may not involve [just} AOL Time Warner or
ESPN; it may be a combination of things. And
generally speaking, 'm more comfortable with
our planners doing that because their objective
is to make the client happy.

BERLOW: Dave, let me respond. I think
that the use of the new technologies isn’t a
question of whether, it’s a question of when
and how. If you look at the current distribu-
tion system that relies on the current creative
and the current limitations that we have,
you're looking at a distribution systemn that is
not increasing in terms of its productivity. And
if we don’t change the productivity of basic
industries, we have a problem. Because as
you've seen the share decline—and you’ve seen
this fight for share—you have not seen the
[concurrent] change in productivity. And if you
cannot create more productivity in your mar-
keting system across the board, we’re going to
have a problem as an economy.

I think that this is a change that is neces-
sary. Its not about what we’re trying to sell, it’s
about a change we’re trying to make that
increases productivity. And we all have to do
that together because, for damn sure, you're
not going to return to the domestic auto share
that you had in 1962. So somehow you’ve got
to have the productivity, and the productivity
is going to come through marketing, among
other places. At a certain point, you've got to
find a way to make your marketing system
more efficient. And this is one way to do it.

MORAN: Let’s stay with that logistics issue
for just a minute. Ed, prior to the formation of
ESPN ABC Sports in 1999 and ABC Un-
limited the following year, Disney had many
autonomous sales units pursuing advertisers
independently. You have the various ABC net-
work divisions, ABC Radio, ESPN, ESPN the
Magazine, Lifetime, the E! networks and a
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slew of Web sites. What challenges have you
encountered trying to make all of these units
work together, and what are you doing to
resolve these internal issues?

ERHARDT: Well, 1 think that’s one of the
initial challenges of any of these kinds of sales
and marketing opportunities. We were fortu-
nate at ESPN and ABC Sports that all sports
assets were going to report to one person ulti-
mately, so that if we were in the business of
sports, we could make it work whichever way.
Over time, a lot of that is internal: relation-
ship-building, trust-building. If you're success-
ful, you've got to be able to create a way. On
deal A, the magazine may not participate
because they might not use print, and that’s
just the way it goes. If on deal B, they happen
to be big print users and they don’t use the
Internet or radio, then we just have to be in
the market with enough deals that make sense
for clients first and then work it from there.

As far as the broader Disney media assets, [

You're making promises to

clients that you're not going
to keep, and when you can't
keep them, the client’s going

to dump you. —bAvE MARTIN
. =~

think over the last year and a half, through
ABC Unlimited and Bill Bund [vp of integrat-
ed sales for ABC Television] and his group, we
now have the kind of communication back-
and-forth that allows us to go to market as one
voice. There’s going to be a lot of jump balls
in the business that we’re in, and everybody’s
going to say, “Come on in, there’ four or five
of you, and by the way there’s about eight
large media conglomerates that buy and plan
and we’re going to have jump balls.”
Increasingly we’re hearing (things like]
“Yeah, we like what you've got over there at
ABC Sports and ESPN or ABC Unlimited or
Walt Disney Co., but we want to do some-
thing with a piece of AOL, so, you know, fig-
ure out how to do that, guys.” And if it means
that we’re going to increase our share of the X

ey s
advertiser’s business, I'm all for it.

MORAN: Let’s take a look at the role of the
media agency in all of this. Myer, before AOLs
merger with Time Warner, AOL sales organi-
zation primarily dealt directly with advertisers.
How has the merger affected your sales opera-
tion? Because you were successful working
directly with clients, are media agencies play-
ing a less prominent role in some of vour
cross-platform deals, even though they now
involve traditional media such as cable net-
works and magazines?

BERLOW: Just to be clear, we never went
around the agency. When I was talking about
the TV door, we never really saw the TV
door. We had to sit in a lobby and wait for the
interactive buyer, who we affectionately call
the “geek in the box.” We're always trying to
bring the agencies in to be part of it, and that
was always an important thing. And one of the
nice sidelights of the merger was that we got
to find that TV door. Mostly we’re in the
cable door and print door, which are OK.

But if you think about it, every new media
that came along was initially embraced by the
clients. ESPN was something that was very
hard to sell through agencies at first.
Anheuser-Busch came in and invested in
ESPN and really changed their business. And
cable was tough to sell, [untl] all of a sudden
the acceptance in the media community hap-
pened. We have had an extraordinary level of
contact with agencies. We only went directly
to the client when we had to. And I think that
pulling together all of the brains in this indus-
try is what it’s about, and that’s what we've
been working on. The merger’s made it very
good because the Time Inc. guys have had
phenomenal relationships with people who are
in this group, as have the Turner guys. You
know, they helped show us that TV door.

MORAN: Dave, what would you add on the
role of the media agency in these deals?

MARTIN: Well, I look at the planners as
the people who are representing the client,
and their first and foremost interest is the
client. And their ideas are what’s supposed to
make the agency valuable. Most agencies that I
know have some degree of problem reassuring
their clients that they’re on the leading edge of
doing things. Part of it is because great new
ideas come along, like the dot-coms four years
ago. | remember being at a ].D. Power [pre-
sentation], and I said, “I’'m the curmudgeon
today, I'm telling you you're making promises
to clients that you’re not going to be able to
keep, and when you can’t keep them, the
client’s going to dump you.”

Truth is, maybe the agency sees some of
the problems better than the client could ever
see them, and so it becomes that kind of ritual-
istic tear-down. And sure enough, I can’ see
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that we talked about the dot-coms going away
as being that incidental. I mean, I think it was
a major embarrassment to many advertisers—
I’m not talking [about] the agencies alone,
now, but the advertisers—that were involved.
The agencies should be aggressively taking the
lead, if they’re going to put the cross-
media/cross-promotions together, which we’ve
done 2 ton of in the 10 years we’ve had
PentaCom. But they’ve got to be designed for
specific marketing needs and brand needs, and
we have to take into consideration our cus-
tomers, which, as I said, are the dealers.

BERLOW: Dave, Dave, with all due
respect, let me just challenge something. One
of the reasons that there was an embarrass-
ment is when you went out to trv and find the
lowest-cost online media, and you paid no dol-
lars to something that was a niche player that
had to come in for nothing, you’re going to
get embarrassed. You paid them nothing, vou
brought them in at the lowest CPM you could
ever get on the Web, and they went out of
business. You know, that’s kind of going to
happen. But the embarrassment that some-
body would feel if they went with a No. 1
media or a No. 2 media and had fair price and
fair value didn’t happen. It didn’t happen for a
number of people out there.

It’s like when the Dumont network went
out of business, nobody said television is not
going to make it. There just wasn’t enough
room for four networks. Its not a comment on
the medium, it’s not a comment on the future
that niche players go out. And I think that to
continue to focus on that is a mistake.

MARTIN: I'm just saying that it’s a part of
the consideration that has to be there.

ERHARDT: It’s kind of interesting to me
that in the world now where there are basically
eight brands in the media-buying business,
none of those big shots have yet defined them-
selves as being the best orchestrators—that
that’s one of the things they do better than the
other guy when they position themselves in
the marketplace.

MCcCANN: [ think the difficulty in the con-
versation of cross-platforin is that we haven’t
really defined what we’re talking about. And in
my mind, we’re probably talking about three
or four things in this conversation, which
makes it kind of messy. At a minimum, we’re
talking about bundled deals, that’s when we
went and took a whole lot of assets that we
were probably going to buy anyway, put them
all into one common buy and got a better
price for it. That is a valid buying technique in
the marketplace. There are clients who want
that, there are media companies who can do
that, and we should. The next thing is cross-
platform, where we go to maybe a Disney
company or an ESPN or a Viacom and say,



“You sell muldple properties—television,
broadcast, out-of-home—you’re one player,
and we want to pull that all together and get a
better price.” So that is cross-platform in my
mind. There are also added-value deals, where
we'll say, “We know you have some on-the-
shelf promotions that are turnkeyed to our
client, we can put our name on it and go from
there, and we'll pay you a price, and it may
have muldple elements in it, maybe a dozen.”

What we are focusing on are what we call
integrated deals, which are defined by not only
the aggregation of assets but also the idea of
trading assets between companies, between the
client and the media partmer that they’re work-
ing with. So it’s not all about money; it’s about
other things that are exchanged. And in fact the
way I sort of keep it in mind is: What’s the
give, and what’s the get? I think that as we con-
tinue along, we should just be pretty clear on
what kind of deal we’re talking about. And all
four [kinds] are viable in the marketplace.

Everyhody's going to say,
‘Come on in, there’s four or
five of you...and eight media
conglomerates that buy and
plan, and we're going to have

jump balls.’ —eD ERHARDT
S e e B

MARTIN: First of all, let me say, three of
the four items that you mentioned are all
price-driven. So real-life price is a factor—it’s
the factor. The media companies today are
looking at the consolidation of companies like
Omnicom and [PG and WWP, who are in
turn looking at taking all of the buying lever-
age that they have—buying leverages, not pro-
motion, not CRM, but buying leverages col-
lectively—to turn around to these big media
companies and say, “AOL Time Warner, we’re
going to take all of this money from all of
these clients from these different agencies.
You’re going to cut us a deal.” Now, you know
that in real life what that does to the individual
agencies is make them mad as hell because the

first thing they’re going to say to their own
clients is “You're not going to get as good a
deal. You know, one of the other guys is going
to get a better deal than you are.” Or, you're
going to say, “If I'd negotiated this individual-
ly, this wouldn’t have happened, you wouldn’
have had this kind of thing, you wouldn’t have
had to take this part of the package.” You
remember what happened with General
Motors when [Guarascio] did the deal where
he made GMC truck the soccer product of the
United States? Well, GMC truck buyers had
no interest in soccer. And still don’t, as a mat-
ter of fact. Phil’s a brilliant guy and he’s a
friend, but he forced that deal together so that
he could cover his cost, and GMC was stuck
with a soccer sponsorship.

BERLOW: The real promise isn’t packaging
because if you're looking at price—and yes,
you're right Dave, three of the four descrip-
tions Renetta referred to were price—I don’t
think that’s the way we’re going to drive high-
er productivity. Because you’re going to do
one of two things: Either the media company
is going to give the agency what they were
going to give them anyhow at a lower price,
which would mean they were schmucks, or
we’re going to package in something that you
don’t want to buy at a higher price, which
would mean that you're schmucks. Trying to
figure out who’s the idiot in the equation is not
really productive.

Frankly, if all it is is buying media cheaper,
your margins are going to go down and down
and down. And now we’re down to eight big
agencies doing it. Let’s just get it down to four,
and we’ll be done with it. We don’t need very
much out of any of the agencies, then, except
to create a bunch of television commercials.
think the promise that’s out there in the cross-
media deals is a promise of coordination.

MORAN: Most of the deals that have hap-
pened so far and the ones that we've been talk-
ing about have dealt with megabrands, big
national advertisers. Does cross-platform pro-
vide opportunities for smaller brands to buy
their media mix at a better price?

McCANN: Yes, I'll give you an example.
One of our clients is Walgreens, which as you
guys hopefully know is your neighborhood
drug/pharmacy/sundry place. And they wanted
to launch an initiative in the health arena. And
we ended up partmering with the Discovery
Network and channels, including Animal
Planet and The Learning Channel, and it
involved original programming that was creat-
ed, vignettes that were created, activities that
were placed across all of the Discovery proper-
ties. It then went into Discovery being
brought into the Walgreens outlets and put on
shelf-talkers. In the realm of clients, Wal-
greens might be considered more of a regional

or smaller client, and there was a way, and a
very focused way, between two partners to put
something together that really added up. So, I
think it’s there, the creativity—it just takes the
champion, it takes the looking. And I'll be
honest, this is harder work than just saying
“I've got 50 units over here, should I buy it for
$1 million or $950,000?”

MORAN: We've had a lot of questions
come up from the audience, and quite a few of
them go to the issue of accountability. What
type of posting is being done on cross-plat-
form deals to prove they’ve brought added
value to the advertiser? And is there a way to
develop independent ways to measure the
effectiveness of these deals for clients?

ERHARDT: We've been trying with every
deal that we’re doing now to say, “What can
we do? If what you care about is attitudinal
brand-preference research, we have a service
that can help you do that. If we’re looking at
how does ESPN.com drive XYZ to your deal,
if so many hundreds of thousands of people
have participated in a sweepstakes or promo-
tion or whatever, how does that work?” In
some cases, if we were fortunate enough, we
have been very aggressive about saying, “Give
us a chunk of money that’s unique to this par-
ticular product or property or promotion, and
let’s see if we can drive the needle purely in
sales.” Sometimes you can, sometimes you
can’t. It all depends. But I think it behooves us
on the selling side to approach the customer
that way and say, “We’re ready to do it.”
Whether the customer wishes to find out or
not is always the question.

MCcCANN: Right. Once again I'm going to
put on my planning hat on this one because I
do think inside the media specialist companies,
we are required to develop a new set of skills
in the research area where we’re now talking
about pre-imposed measurement of consumer
attitudes or behaviors or patterns. And that’s
something different than looking at the
Nielsen books and saying, “Did it get the 6
rating?” And [ think that its going to have to
be a more collaborative and longer-term pro-
cess. We do post the buy. If we do have an
online component, we're reading the hits or
visits to the Web on a daily basis, and we’re
now aggregating all of this data together in
one package that allows us to post it. But, T
would represent that using the word ‘post” as
we have in the past, of ‘did I get the GRP?’
and ‘did I deliver the CPM?’ is not going to be
sufficient to really measure the quality of these
deals or the output of these deals. And that is
going to put pressure on us as media agencies
to really step up the game. And that is part of
what’s going to differentiate those of us who
get really good at it against those of us who
won't get really good at it. ]
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'r _'-‘__ _l" g exe 'ifarne out to Eagie
Qﬂ'm-.l.tﬁp isney resort in Orlando, Fla., to get
M!bulh swing of things before the recent 4A's Media
Conference. The lively tourney was sponsored by Mediaweek,
G+J Business Innovators Group and E!, which branded each
ball with its logo for the occasion. In addition to team low-net
prizes, individual prizes were awarded for longest drive and
closest to the pin for both men and women.

PHOTOGRAPHY BY SCOTT SALTZMAN

Sporting sponsors (l. to r.) Lee Jones of Gruner + Jahr's Inc.
magazine; Scott Crystal, president/CEQ, G+J Publishing; and
Dave Cator, also of Inc.

. Jeff Hammill of Hearst
Magazines makes a skillful
escape from the bunker.

George Otras of Active International (far left) was one of the few duffers to

don shorts despite the low-50s thermometer reading. Joining him on the The golf carts at the
greens were (l. to r.) Doug Roeder, Active Int’l; Ari Bluman, Now Marketing; Disney-resort course were
and Jack Grandcolas, Newspaper National Network all ears, naturally.
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Barbara Lyn of
Adspace Network
keeps her eye on
the E!.

Everybody wanted to be in her shoes: Michelle Murphy
of Rodale Press (r.) took the prize for the longest drive.
Going toe-to-toe with her was Barbara Ancona of NNN.

She got the joke:

Adweek’s Wright Ferguson (c.)
with Joe Dorton of XM Satellite Radio

and his wife, Jean Dorton

Kerry Tucker of the Audit
Bureau of Circulations
enjoys that sinking feeling.

Fearsome foursome (from left): Neil Baker of E!
Networks; Larry Blasius of Magna Global; Marc
Goldstein of MindShare; and Dave Cassaro of
E! Networks

Putt-y in his hands:
Mediaweek's Mark =
Dacey makes

the grade.

Warming up before the big event: 4R’s compadres
0. Burtch Drake (l.) and Michael Donohue
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NEWS OF THE MARKET

ABG News Creates Investigative Unit

ABC News will create a new investigative
projects unit by merging the current Wor/d
News Tomight team, Brian Ross’ staff and the
network’s Law & Justice team. The central-
ized unit will be lead by Christopher Isham,
senior producer of the Horid News Tonight
I-team, who will have the new title of chief
of investigative projects. Brian Ross will
continue his role as chief investigative cor-
respondent for ABC and Cynthia
McFadden will be the new unit’ senior
legal correspondent, providing analysis on
breaking and ongoing legal stories for all
ABC News programs. She will also continue
in her post as correspondent for ABC news-
magazines and a co-anchor of Dewntown.
Chris Vlasto and Eric Avram will be senior
investigative producers for the new unit.

Traveler Packs Gontent for Public TV
Condé Nast Traveler has begun production of
a public-television series that will premiere
in October. Sponsored by New Balance,
Condé Nast Traveler: The Series will follow
the magazine’s editors around the world in
26 half-hour episodes. Among the locations
to be shown are Palm Beach, Fla., and vari-
ous places in Australia and New Zealand.
Traveler senior editor Dana Dickey will
serve as the show’s host. The series is a co-
production with Open Air Productions.

Movement at Mags’ Dot-Com Units

Joshua Quittner, former managing editor of
Time Inc.’s now-defunct On, has been
named m.e. of Time.com. Quittner suc-
ceeds Rick Stengel, who becomes assistant
m.e. at Time magazine, handling arts and
media coverage. Meanwhile, at Hearst
Magazines, Kenneth Bronfin has been pro-
moted from deputy group head to president
of Hearst Interactive Media, replacing
Alfred Sikes, who retired Dec. 31.

NetRatings and Jupiter End Pact

Under investigative pressure from the Federal
Trade Commission, NetRatings and Jupiter
Media Metrix have mutually agreed to termi-
nate the deal they announced last October.
The deal called for NetRatings to acquire its
competitor, Jupiter Media Metrix, for $71.2
million. Part of the original October agree-
ment (but still pending), NetRatings has
agreed to purchase the remaining 80.1 per-
cent of ACNielsen eRatngs.com that it does
not own, for $16.4 million in stock. VNU,

publisher of Mediaweek, has a 64 percent
stake in NetRatings. eRatings is a joint ven-
ture, 80.1 percent owned by VNU subsidiary
ACNielsen and 19.9 percent owned by
NetRatings.

Tribune Taps Shaw to Lead WGN

Tribune’s Chicago-based cable superstation,
WGN-TV] last week named Bill Shaw
vp/general manager. Shaw, formerly vp of
sales for Tribune Television, will manage the
station’s daily operations, affiliate distribu-
tion and sales. He will be based out of
Tribune’s cable offices in New York. Before
joining Tribune in 2001, Shaw served as
president and CEO of Fox Television
Station Sales.

New Radio Syndicator Builds Roster

Rex Broadcasting, radio’s newest syndicator,
announced it will add Wrestling Observer
With Dave Meltzer to its Talk portfolio. The
show will launch March 17, airing Sundays
10 p.m. to 1 a.m. on stations including
WEKNR-AM in Cleveland and WJAB-
AM/FM in Portland, Maine. Considered a
pioneer in pro-wrestling journalism,
Meltzer got his start in 1982 when he
founded The Wrestling Observer newsletter.
In October 1999, he began hosting a two-
hour daily Internet talk show on the now-
defunct eYada, which was founded by Rex
CEO Bob Meyrowitz. Meyrowitz launched
Rex last December with a daily talk show
hosted by Lionel (Michael Lebron), who
was also part of the eYada lineup.

$31 Adds Wall Street Radio Show

Syndicated Solutions, syndicators of several
niche-oriented weekend radio shows, has
acquired the syndication rights to Winning
on Wall Street, a two-hour daily show hosted
by Marc Mandel. Beginning March 4, the
show will air live 6-8 p.m. on stations in
markets including Philadelphia; Denver,
Fort Lauderdale, Fla.; and Indianapolis.
Known as “The Wizard,” Mandel will field
listener calls and offer financial and invest-
ment advice.

NBG Adds Weekend Concert Show
Brickman Concerts has signed a syndication
agreement with NBG Radio Network for
Your Weekend With Fim Brickman. Created
in 1997, the three-hour weekend show is
hosted by pianist/composer Jim Brickman,
who blends Adult Contemporary music
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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
will honor Robert W. Pittman, co-chief oper-
ating officer, AOL Time Warner. Contact:
Maggie Pritikin at 212-867-6650, ext. 302.

Cable & Telecommunications Association
for Marketing will present the CTAM Digi-
tal Conference, entitled “Behind the
Screen: Insider Essentials for Selling
SVOD, VOD, PPV and iTV,” March 6-8 at the
Century Plaza Hotel in Los Angeles. Con-
tact: 703-549-4200 or check the Confer-
ences area at www.ctam.com.

The John Bayliss Broadcast Foundation
will host the 16th Annual Bayliss Radio
Roast March 14 at the Pierre Hote! in
New York. This year’s "dis-honoree” will be
Katz Media Group CEOQ 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, running in tandem
with the New York Auto Show. Keynote
speaker will be Tom Brokaw, anchor of
NBC Nightly News. Contact: Janice Garjian
at 212-486-1111.

American Women in Radio and Television
will host the New York market winners of
the 2002 Gracle 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.

The Association of National Advertisres
will present the ANA TV Advertising
Forum April 24 at the Plaza Hotel in New
York. The event will include a panel ses-
sion on trends in integrating products into
TV programming, with discussion of how
different vehicles are being used, funded
and measured. Contact: 212-697-5950 or
visit www.ana.net.
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Westwood Extends Deals

Westwood One has extended its syndication
agreements with the MarketWatch.com Radio
Network and call-in talk show Loveline. Under
the three-year agreement with MarketWatch,
the Infinity Broadcasting-managed network
will continue to provide hourly reports to more
than 200 radio stations, including 25 stations
in the top 25 markets, among them Infinity's
WINS-AM in New York, WBBM-AM in Chicago,
WBZ-AM in Boston and KFWB-AM in Los Ange-
les. Westwood also renewed in a multiyear
agreement the popular Loveline, hosted by Dr.
Drew Pinsky and Adam Carolla. Airing Sunday

through Thursday 10 p.m. to 12 a.m., Loveline clears stations in 9 of the top 10 markets,
including Infinity's KROQ-FM in L.A., WNEW-FM in New York and WHFS-FM in Washington.

with celebrity interviews, features and
entertainment reports. Brickman’s show airs
on more than 50 radio stations, including
WPCH-FM in Atlanta, KOSI-FM in
Denver and WLTQ-FM in Milwaukee.

Jones Launches Hollywood Report

Jones Radio Networks recently launched
The Hollywood Reporter, a daily entertain-
ment report hosted by Melody Rogers. The
feature is based on the entertainment and
media news gathered by the weekly trade
magazine of the same name, owned by
VNU Business Publications, publisher of
Mediaweek. Currently The Hollywood Reporter
airs during morning drive on flagship sta-
tion KFWB-FM, Infinity Broadcasting’s
News station in Los Angeles.

Entertainers to Mark 200th Episode

The one-hour weekly celebrity-profile syn-
dicated TV show Entertairiers With Byron
Allen will celebrate its 200th episode the
weekend of March 1. The show airs in 92
percent of all TV markets and has been on
the air for eight years. Entertainers is pro-
duced and distributed by independent pro-
duction company CF Entertainment.

DirecTV to Market XM Radio

XM Satellite Radio has entered into a mar-
keting partnership with DirecTV, a strategic
investor in XM. Under terms of the pact, |
DirecTV customers would be offered XM

in value-added packages. A subscription to
XM is $9.99 a month. Based in

Washington, D.C., XM is the first of two ‘

companies to launch a 100-channel sub-

scription radio service. In January, the com-
pany said it had signed 30,000 subscribers
with the goal of signing 350,000 by vear’s
end. XM’s competitor, New York-based
Sirius Satellite Radio, has begun the rollout
of its service in three markets: Phoenix,
Denver and Jackson, Miss.

Litetime Picks Pilots for Summer Drama l
Female-targeted cable network Lifetime
picked two drama pilots as candidates for a
new series to launch this summer. For the ‘
People is about a liberal deputy district attor- |
ney and her dealings with a conservarive-
minded boss. Fiona is based on Warren

Adler’s series The Fiona Fitzgerald Mysteries.
Lifetime has three dramas on the air cur-
rently: Any Day Now, The Division and

Strong Medicine.

WB Changes Rock Star Title Pre-Launch
The WB has changed the name of its new
half-hour comedy, The Young Person’s Guide
to Becoming a Rock Star, to My Guide to
Becoming a Rock Star. The show will pre-
miere March 13 with back-to-back episodes [

airing from 8-9 p.m. A third episode will air
Friday, March 14, at 8:30 p.m. The show
stars Oliver Hudson, son of Goldic Hawn
and brother of Kate Hudson.

Pax Ready for Women's Soccer Kickoff
The Women’s United Soccer Association’s
national TV schedule kicks off on Pax TV
on Sat., April 13, at 4 p.m., with a total of
21 games to air on Pax weckly through
Aug. 24. Among the members of the U.S.
World Cup 2000 championship team play-

28 MEDIAWEEK February 25, 2002 www.mediaweek.com

ing in the eight-team league are Mia
Hamm, Brandi Chastain, Tiffeny Milbrett,
Briana Scurry and Julie Foudy.

Warburg Downgrades Disney Co. EPS
UBS Warburg has downgraded its 2002
earnings-per-share estimates for ABC par-
ent the Walt Disney Co. to $0.60 from
$0.64 and for 2003 to $0.90 from $1.07.
“While we believe that the ad market will
eventually turn and that the company will
be able to effectively repurpose its sports
product across its various broadcasting net-
work properties, we would prefer to be sur-
prised on the upside,” said a report by Chris
Dixon, Warburg’s entertainment analyst.
“Further, we believe that it is prudent to be
conservative in light of the recent sports
write-downs at Fox.”

Parents TV Council Rates Sponsors
Conservative watchdog group Parents
Television Council last week cited Wal-
Mart as the biggest sponsor of family-
friendly programming on television, fol-
lowed by General Mills, Pfizer, Sears,
Clorox, Kimberly-Clark, Johnson &
Johnson, Merck and Quaker Oats. On
PTC's list of sponsors for “raunchy” pro-
gramming were Sony, News Corp., Procter
& Gamble, Viacom, Honda, Tricon Global
Restaurants, Volkswagen, Victoria’s Secret,
Greyhound and the U.S. Government,
among others. PTC’s middle-of-the-road
sponsors—those that have advertised on
both of the group classifications of pro-
gramming—were McDonald’s, AOL Time
Warner and Disney.

PBS Adds Post for Cultivating Partnerships
The Public Broadcasting Service has pro-
moted Tracey L. Beeker, director of licens-
ing and marketing, to the new position of
vp of strategic partnerships and licensing.
Since 2000, Beeker has been responsible
for product development and marketing
for merchandise, home entertainment and
publishing. She now adds to her duties the
cultivation of national and local alliances
that support program underwriting efforts,
as well as the enhancement of national
sponsorships to include local community
connections through PBS member stations.
Beeker will also work closely with the PBS
Sponsorship Group, public television’s
national underwriting sales force, which
includes partners at local stations across

the country. |
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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 half-inch dis-

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

ADVERTISING SPECIALTIES

ART/DESIGN SERVICES

INSURANCE

PaxBres CoMPRESSED T-SHIRTS!

This PATrie® isan
Extra-Large, Heavy-
weight 1-Shirt!
Many stock & custom
shapes available. Great
for GWP's, Tradeshow
l Giveaways, & On-Pack
Promotions. [nclude
coupons, catalogs, & event
schedules inside packages.

o

Screen printed towels of all sizes and
weights, with low minimums, and
quick delivery

Also patented MATRIX® ploto towels!

N

As of Jan. 1st, 2002, all PAKTITES & MATRIX

products will be avallable only through
agencies and ad speclalty distributors.

PPAI #144639 ASI *91243

A Enablers
* A |

At Freelance Advancers, we're artists and writers ourselves.

Who better to place quality creatives in premier freelance and stalf positions?
Our personal attention enables the best matches - and has since 1987.

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

A . 3
_aGraphic Designers

“\Produclion Artists (Traditional / Digital) A‘\Pre Press / Print Production

“\Art Directors / Creative Directors

“\Cupywriters Editors / Proofreaders

A Freelance Advancers (212) 66110900 |
420 LexIngton Avenue, Suite 2007 New York, NY 10170 }

www freelanceadvancers.com A

ey

i —_— , .
AJrafﬁckmg / Project Management

“\lllusn'ators (Traditional / Digital)

A \Veb Site Development ...and more!
AN

l

Aa info@freelanceadvancers.com

ART/DESIGN SERVICES

COPYWRITING

CREATIVE SERVICES

BRANDESIGN

Where does one stop and the other start?

Corporate identity,
websites and other
business coliateral.

www.courtneyco.com

212-594-1748

INVISION

GRAPHICS

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

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

m) ADVERTISING

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

ART DIRECTION

HANDY MACANDY F/L AD 1212) 988-5114

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

Sr. AD/designer, www.mo[licastudio.com

CONCEPTS &_COPY
www.textlife.com

COPY/CREATIVE

www.CreativeCopywriter.com
732.571.9672

CALL FOR FREE BROCHURE

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

BAD COPY.
Overpriced, too!
Ken Copel
(310) 581-5346

Coip;/ w/ Power. Campaigns to Eollateral
Call:201.666.7277
See/write: www.Hartsough.com

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

High-tech copy pro 212.439.1845

I give good ad. Creative-ink.net.

| Write Financial. 212-679-0609

Julie Wieden 781-659-3359
wiedencomm@mediaone.net

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

[ apvERTISE CALL 1-800-7-ADWEEK

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

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

SPECIALTIES ENVELOPES
www.jetenvelopes.com

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 Hiealth, Dental, & Pensions
tomeowners, Auto, Jewelry & Fur
Coverage for Freelancers too!

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

‘ MEDIA BUYING &
PLANNING SERVICES

SMALL TO MID-SIZED AGENCIES
Let Us Show You How You Can
| *provide your clients improved media service

*reduce your clients’ media costs

*reduce your own operating costs

MEDIA FIRST INTERNATIONAL, INC.

New York-212-686-3342 X 222
Minneapolis-612-630-1102 X 1

MORE BANG FOR YOUR BUCK
Credit card billing statement inserts, cable
| bills, outbound catalog packages, frequent
| fiyer statements, product sampling paks,
co-ops, free standing inserts and more.
Everyday Media (212) 481-7300

PRINTING

GOLF PROMOTIONS

Licensed PGA TOUR products & Players
protourmem.com / 800-465-3511
\ — i
Speakers, PGA TOUR, LPGA, Celebrities
golfpodium.com / 561-776-9112

MARKETING SERVICES

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

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

Looking for the perfect job?
ADWEEK CLASSIFIED

Artwork + print + specialties
www.MrPrintit.com
212-642-6248 - 1-800-390-7453

John Zap Printing, Inc.
P Complete Print Production
’ Commercial

Z 79% ®
Accurate, On-time, Cost Effective
V-212.219.3339 & F-212.219.3337

Web & Sheet Fed Printing

PROOFREADING

EDITORIAL EXPRESS
EXPERIENCED - FAST - PRECISE
Advertising - Collateral

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

RADIO PRODUCTION

TV PRODUCTION

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

www.kamen.com

“Found at last!
A High Colonic |
Administrator”

A Story in Every Spot
HEARTHE FULL STORY AT...
www.radio-ranch.com/pg3.html

Phone (323)462-4966 |

Feel like you
can't afford TV?

" You can afford
| JoLeeTV.

Smart Creative. Smart Production.
joleetv.com 212.333.0546

Reach your ad community

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

#85] World WideWadio:

LA: 3R3957 3399 - NY:21R 768 9717

RADIO PRODUCTION

IF You Ever WANY To 3EE
M““‘EL LEFEWG

ALWE AGANM
el Boo-77A-(H65.

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.

R .. .
{\\V/ Oink Ink Radio  new York » Los Angeles + 800-776-OINK

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

I

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
gy i 7 WEB DESIGN
Killer Radio : : : :
www_kenrayzor.com  (888) KRSound ' Art Directors. Copywriters.
— = Get your portfolio online
KiIIer Radio! with your own personal website.
www.kenrayzor.com * (888) KRSound J Visit: cyberadbook.com
TRANSLATIONS/LANGUAGE | : S
SERVICES Catch a Creative Genius

ADWEEK CLASSIFIED

SO DU TS

Log Onto Adweek Online Today

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

® Contacts - the names and addresses you need from
fully 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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EMPLOYMENT

Children’s Apparel Designers

JCPenney is seeking dynamic experienced Designers to join our Product Design
teams at its Home Office in Dallas, TX. Current opportunities exist for Designers in
Boy's, Girl's, Newborns, and Infant/Toddler product categories. Our Designers
create fashion-right items for assigned brands that capture our customers focus
and meet our business requirements.

Candidates should have a degree in design, 3-5 years of experience as a
Designer, and a strong creative ability in design and color. In addition, a working
technical knowledge of product and the ability to design around concepts and to
design flat sketches is required. The ability to present design concepts persuasively
in a team atmosphere is also essential for success in this position. Computer profi-
ciency with Udia and lllustrator is desirable.

We offer a comprehensive benefit package and relocation assistance. If you are a
talented, energetic, creative person looking for a unique challenge, please send
your resume and salary history to: JCPenney Co., Attn: PD/BS, P.O. Box 10001,
Dallas, TX 75301-8115, email to: apply@jcpenney.com, or fax to: (972)
431-2320.

Equal Opportunity Employer

SALES MANAGER OF CIRCULATION

be preferred.

The Journal News, the #1 daily newspaper in New York’s Westchester,
Rockland, and Putnam Counties, seeks a professional to develop circulation
sales and marketing plans to meet our home delivery objectives. You will
oversee our field marketing sales and school programs, create telemarketing
campaigns, plus analyze sales volumes and projections.

Three years' sales/marketing experience with publications plus working
knowledge of Excel, Access, and Word are required. A college degree would

As a Gannett division, we offer excellent benefits plus growth potential.
We welcome diversity and maintain a safe drug-free workplace. For
confidential consideration, please mail or fax your resume with salary
history, to: Human Resources/Recruitment-CAW, The Journal News,
One Gannett Drive, White Plains, New York 10604; Fax: (914) 696-8174.

Che Journal News

Howyouknow

www.thejournalnews.com

ATTN: FREELANCERS

ADWEEK can offer you the exposure
you need in our Services &
Resources saction. !f you need to
get your service out to the people
who matter, you need to advertise
now. Call for info 1-800-7-ADWEEK.

MEDIA REP

With national accounts. contacts;
New publication. 1.7MM circulation;
Senior citizens market; Great Opp
Resume:
artwork45@aol.com

ADWEEK ONLINE:
FINDING THE RIGHT EMPLOYER JUST GOT AWHOLELOT FASTER

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

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

¢ Visit an employer's web page. Many online ads have a direct link
tothe company’s website, so you can learn more about them fast.

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

VISITADWEEK.COM
Inprintand online,
ADWEEK MAGAZINES Classifiedis
THE HIRE AUTHORITY

Marketing Director
Atlanta-based sports marketing firm
seeks a dynamic marketing pro to de-
velop strategy, activation programs
and retail promotions around all as-
pects of prominent sports program.
Retail/consumer packaging goods ex-
perience a plus. Send letter and re-
sume to phyllisb@continentalco.com
or fax 770-225-2299.

"What | really want

todo is Direct.”

If killer direct marketing is what you're all about,
then we need to talk. We're DDB Direct, the
fully integrated DM division of DDB Worldwide,
Los Angeles, and we're seeking a key individual
for our large financial services account

A D 10+ years of DM and agency

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

experience. A sawy client and team leader, hands-
on strategist and execution master, you know
direct mait like no other. You've got DRTV, print
and online experience to boot. You dream data
bases and response handiing systems, and make
the big ideas happen

If qualified and interested, please e-mail your
resume to elizabeth.gaudio@!la.ddb.com

DDB Direct

EQE

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.

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

* * * Classified Advertising Sara Weissman at 1-800-7-ADWEEK * * *x

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 uniess 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. If ADWEEK must typeset
ad, charge is $25.00. Deadline for all ads in ADWEEK EAST is Wednesday, 4:30 p.m.
If classified is filled prior to closing, ads will be held for the next issue, Classified is com-
missionable when ad agencies place ads for clients. No proofs can be shown. Charge
your ad to American Express, Mastercard or Visa, ADWEEK CLASSIFIED, 770 Broadway,
7th fl. New York, NY 10003. 1-800-723-9335 Fax; 646-654-5313.
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ColtureTrends

_]_B_illboard_ Modern Rock_ Trad:sw; MTV Top 20 _:
|

|
Compiled from a national sample of airplay provided by Broadcast Data Systems. ’ U' S ¢ Countdown
This  Last Weeks | Weekof 2/18/02
Week Week on Chart Title Artist
} 1. Brandy “What About Us?”
1 1 17 Blurry Puddle of Mudd
== = = —] - — 2. OutKast “The Whole World”
2 3 11 Youth of a Nation PO.D. [ e |
o - o * o o =1 3. P.O.D. “Youth of the Nation”
3 2 27 In the End B Linkin Park. | i g L B NHAn I
4 4 22 ~ Wasting My Time Default < Rudduly S lon
5 6 18 Crawling in the Dark Hoobastank ‘ PR e R d B iy
6 5 16 Last Nite ~ The Strokes ‘ 6. The Offspring “Defy You"
7 7 16 The Middle B Jimmy Eat World i 7. Mystikal “Bouncin’ Back”
8 13 9 For You B - Staind B ‘ l! 8. Blink-182 “First Date”
9 Vo 1 Too Bad - ~ Nickelback | ! 9. Britney Spears “Girl, Woman”
10 n 10 Nice to Know You Incubus ' 10. The Calling “Whatever”

©2001 Billboard /Soundscan, Inc. ©2001 MTV
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Faster order entry
Greater flexibility

Instant order status
& proof of delivery

Let the new and improved :
DG Online” make your life easier.

S

‘Give it a try, it's free.

A N
www.dgsystems.com

Use the Internet to enter your spot orders, create traffic
instructions and track order status—anytime, anywhere.
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Order Your 2002 Edition of the

MEDIAWEEK Directory today!

Where can you find the up-to-date information you need
DIRECT()R on the most powerful segments of the media instantly?

Turn to the 2002 MEDIAWEEK Directory — your best source

for media data, backed by the worldwide resources of
MEDIAWEEK Magazine.

No other reference gives you key contact and rate information on Radio, TV, Cable, Out-of-
Home, Magazines and Newspapers in one book. You'll find over 9,000 individual listings and
over 40,000 personnel for the Top 100 Local Media Markets, the Top 300 Consumer
Magazines, the Top 150 Trade Magazines, plus National Networks, Syndicators and Sales
Reps. Organized by media type, each section provides detailed information on format, demo-
graphics, daypart avails, affiliation, representation, circulation, ownerhsip and much more.

The 2002 MEDIAWEEK Directory is also on CD-ROM and on the Web...with powerful
software that lets you search and retrieve information in seconds and export data for mail

merge with no restrictions!

THE ADWEEK DIRECTORY IS AVAILABLE IN PRINT,
CD-ROM AND ON THE WESB. For faster service or
more information, call 1-800-468-2395.

MK AYES! Please rush my order of
the 2002 MEDIAWEEK Directory in
DIRECTORIES the format I have chosen.

Name Q Standing Order Option. (Check this box and
your order will be automatically renewed for

0:5 Recycled Paper

Title you next year at this year's prices.)
Company

Q Check enclosed for &
Address

Q) Bill Me (Directories shipped upon payment.)
City/State/Zip

Charge my: QVisa O MC Q1 AMEX

Phone Fax

E-mail Account # Exp.Date
Signature

Q PRINT EDITION $359 s

Q CD-ROM EDITION $495 To order ADWEEK DIRECTORIES Online,

Q CD-ROM & PRINT COMBINED $765 e ks iy

U.8. & Canadian residents, please add $12 for shipping & handling. Al other non-U.8., add $45. Add applicable sales tax In CA, L, GA, R, MD, MA, NJ, NY, OH, TX & Canada.

MK AYES! Please rush my order of
the 2002 MEDIAWEEK Directory in
DIRECTORIES the format I have chosen.

Name. 1 Standing Order Option. (Check this box and
) your order will be automatically renewed for
Title you next year at this year's prices.)
Company Q0 Check enclosed for &
Address
QO Bill Me (Directories shipped upon payment.)
City/State/Zip
Charge my: QVisa QMC Q0 AMEX
Phone Fax
E-mail Account # . Exp.Date
Signature
Q PRINT EDITION $359 MWDI0202
Q CD-ROM EDITION $495 To order ADWEEK DIRECTORIES Online,
Q CD-ROM & PRINT COMBINED $765 go to www.adweek.com

U.S. & Canadian residents, please add $12 for shipping & handing. ANl other non-U.S., add 845. Add applicable sales tax in CA, RL, GA, I, MD, MA, NJ, AY, OH, TX & Canada.



DIRECTORIES

All the media
information you

need for the
new millennium!

For faster service or for
information on our
CD-ROM, call 1-800-468-2395.
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A New Game Plan

The Sporting News shuffles its lineup following
the departure of the weekly’s longtime publisher

NEARLY TWO YEARS AFTER PAUL ALLEN’S VULCAN VENTURES PAID $100 MILLION TO
buy The Sporting News from Times Mirror Magazines, the weekly is under-
going its first major shake-up. Francis Farrell, TSN’s publisher for the past
nine years as well as its general manager, has left the St. Louis—based

weekly. Jim Nuckols, CEO of
The Sporting News, has taken on
the added role of interim gm;
associate publisher Peter Spina
has been promoted to vp and
publisher; and Stuart Marvin, vp
of marketing, has been bumped
up to vp of integrated sales
and marketing.

“We had promoted Fran to
gm [last year], but it wasn’t
clicking real well with him and
Vulcan. It was a tough year in
the magazine business, and he
had to be in front of Vulcan
with that bad news,” says Nuck-
ols, adding that it was his decision to make the
management change. “I just felt it was in [Far-
rell’s] best interest in the long term. I had a
sense he was going to be better served by not
pushing that rock uphill forever.”

Both the difficult advertising climate and an
array of internal operational issues were factors
that led to Farrell’s departure. “The Vulcan
guys were not delighted by what they saw,”
says Farrell, who adds that he is leaving the
company on good terms and will stay on for
three months in a consulting role.

A representative for Seattle-based Vulcan
Ventures declined to comment and referred all
queries to 7SN.

Adverdsing has been an ongoing battle for
TSN, as it has been for all sports titles. For
2001, The Sporting News fell 11.7 percent, to
635 ad pages, according to the Mediaweek
Monitor. So far this year, TSN has rebounded
a bit; through Feb.15, the weekly was up 13.3
percent, to 103 pages. Meanwhile, competitors

TSNs difficult 2001 in
advertising was among

| the reasons Nuckols
- shook up his team.

Sports Hlustrated, published by Time Inc., and
biweekly ESPN the Magazine, published joint-
ly by the Walt Disney Co. and Hearst Maga-
zines, were also down by double-digits in ad
pages last year. Through Feb. 26 this year, SI
was up 9.9 percent, to 417 pages, while ESPN
was flat through March 4, at 205 pages.
Under Farrell, 7SN was remodeled several
years ago from its traditional newsprint-tabloid
format into an oversized, saddle-stitched mag-
azine. Then last July, the title was made over
again, with heavier paper stock and a smaller
trim size, similar to that of a standard weekly.
The Sporting News’ paid circulation grew
17.7 percent, to 629,937, in last year’s second
half compared to the same period in 2000,
according to the Audit Bureau of Circulations.
While subscriptions grew 19.6 percent, thanks
in part to aggressive direct mail and solid re-
newal rates, newsstand sales slid 19.6 percent.
Nuckols attributes the newsstand decline to a

7.5 percent reduction in the weekly’s draw and |

a $1 cover price increase, to $3.99, last April.
“We lessened our returns, [and] we increased
our revenue,” Nuckols says. “So we were much
more profitable.”

While Vulcan owns a number of other
sports properties, including Sporting News
Radio, the largest Sports Talk radio network;
the NBAS Portland Trailblazers; and the NFLs
Seattle Seahawks, TSN operates as a stand-
alone magazine, without the tes to television
that ESPN and SI enjoy.

“The Sporting News has made some good
changes in editorial and circulation. They've
done a smart job in moving it away from a
working man’s sports paper into a legidmate
magazine,” says Alan Jurmain, executive direc-
tor of U.S. media services at Lowe & Partners.
Farrell’s exit may have more to do with Vul-
can’s desire to shake things up. “It could be the
malaise affecting the industry,” Jurmain says.
“Everyone is suffering, so [the thinking is] let’s
do something to change it.” —LG

People Movers
Wallace exits; 2 others shift

he worst-kept secret at Time Inc. finally
Tcame to fruition last week when Carol

Wallace announced she is leaving People
after five years at the helm. Succeeding Wal-
lace on April 1 will be Martha Nelson, In Style’s
founding managing editor, and replacing Nel-
son is IS executive editor Charla Lawhon. Both
ttles are part of Time Inc.’s People Group.

“I may not have chosen this timing, but
these magazines are run by really professional
people,” says Time Inc. editorial director John
Huey, who last week installed Terry McDonell
as new m.e. of Sports lllustrated. “It shouldn’t
involve too much hand-holding on my part.”

Nelson is no stranger to People. While the
bulk of her experience is in lifestyle and fash-
ion (including stints as editor in chief of Savvy
and Women’s Sports & Fitness), she briefly
served as an assistant m.e. at People prior to the
1994 launch of In Style. Nelson was also a con-
sulting editor for Who Weekly, People’s Aus-
tralian counterpart, which launched in 1992.
“T’ve lived that weekly routine, and it’ll be fun
to return to it,” Nelson says.

Lawhon was a founding editor of In Style
and moved up to executive editor in 1998. Pri-
or to joining In Style, Lawhon was m.e. of Met-
ropolitan Home undl Meredith Corp. sold the
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title to Hachette Fili-
pacchi Media in 1992.
While she plans to keep
the status quo at In
Style, Lawhon says mi-
nor tweaks may be in
store for the fashion
monthly. “There will be
areas [ will want to look
at that need to evolve,
simiply because they
need to evolve,” she
says. “We can always
find new ways to look at fashion and beauty.”

Both People and In Style are highly prof-
itable titles for Time Inc. Peop/e’s paid circula-
tion rose 4.8 percent, to 3.7 million, in last
year’s second half, according to the Audit
Bureau of Circulations; In Style, one of the
most successful launches of the '90s, saw its
circ dip | percent, to 1.6 million.

Though Wallace is leaving Peaple, she will
remain connected to Time Inc. as an editor at
large, reporting to editor in chief Norman
Pearlstine. Wallace, who plans to open a spa
in Scotland, where she has a home, will also
spend time in London working on titles pub-
lished by IPC, the large consumer-magazine
company that is now owned by Time Inc., as
well as consult for Who. —LG

Portale Retires
tlle Group vet to leave HFVi

arl Portale, a longtime fixture in women’s

fashion and shelter publishing, last week

announced that he will step down as sen-
ior vp/Elle Group publishing director and take
early retirement. “It’s just time,” says Portale,
63. “It’s been a great career.”

Portale, who oversces the 980,000-circula-
tion Elle, 460,000-circ Elle Decor and quarterly
startup Ellegirl, joined Hachette Filipacchi
Media in 1994 as senior vp/group publisher of
Elle and the now-defunct Mirabella. Prior to
joining Hachette, Portale was publisher of
Hearst Magazines’ Harper’s Bazaar from 1991
to 1994. e began his carcer at Hearst’s Good
Housekeeping and is also a veteran of Hearsts
Town & Country.

“This is something Carl and I talked about
from the time I got here,” says Jack Kliger,
who joined Hachette in 1999 as president/
CEO. “Carl agreed that my job was to plan for
the long-term future, and his job was to plan
for the present and near future.”

Portale’s current near future involves an

44
Nelson will join
People in April.
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ISSUE CURRENT ISSUE DATE

DATE PAGES LAST YEAR
NEWS/BUSINESS
BuslnessweekX 25-Feb 76.10 26-Feb
The Economist 16-Feb 58.00 17-Feb
NewsweekE/X 25-Feb 23.46 26-Feb
The New Republic! 25-Feb 6.60 26-Feb
TimeE/X 25-Feb 31.73 26-Feb
US News & World Reportl  25-Feb 37.07 19-Feb
The Weekly Standard 4-Mar 10.50 5-Mar
CATEGORY TOTAL 243.46

SPORTS/ENTERTAINMENT/LEISURE

AutoWeek 25-Feb 18.80 26-Feb
Entertainment Weekly 22-Fab 44.03 23-Feb
Golf World 22-Feb 3717 23-Feb
New YorkX/2 25-Feb 34.90 26-Feb
PeopleX 25-Feb 56.79 26-Feb
The Sporting News 15-Feb 9.00 26-Feb
Sports lllustrated 26-Feb 108.00 23-Feb
The New YorkerDD NO ISSUE NG 1SSUE
Time Out New York 20-Feb 56.50 21-Feb
TV Guide 23-Feb 56.20 24-Feb
US WeeklytD 25-Feb 37.67 26-Feb
CATEGORY TOTAL 458.06

SUNDAY MAGAZINES

Parade 24-Feb 9.50 25-Feb
USA Weekend 24-Feb 10.98 25-Feb
CATEGORY TOTAL 20.48

TOTALS 722.00

Mediaweek Magazine Monitor

PAGES PERCENT Y10 Y10 PERCENT
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
51.22 48.57% 342.58 53570 -36.05%
48.00 20.83% 296.00 383.00 -22.72%
44.13 -46.84% 195.40 192.86 1.32%
5.58 18.28% 45.82 51.00 -10.16%
35.90 -11.62% 226.63 29173  -22.32%
32.57 13.82% 160.83 18181  -11.54%
9.15 14.75% 74.75 72,00 3.82%
226.55 7.46% 1,342.01 1,708.10 -21.43%
26.56 -29.22% 155.82 207.88 -25.04%
50.85 -13.41% 207.95 240.03 -13.36%
19.15 94.10% 181.26 164.83 9.97%
29.50 18.31% 376.50 399.20 -5.69%
50.00 11.58% 441.10 48583  -9.21%
13.35 -32.58% 103.19 91.08  13.30%
87.91 22.85% 417.31 379.81 9.87%
252.32 31511 -19.93%

66.06 -14.47% 449.50 488.19 -7.93%
55.76 0.79% 406.40 505.53 -19.61%
NO ISSUE 151.51 112493 34.69%
399.14 14.76% 3,142.86 3,389.98  -7.29%
12.58 -24.48% 93.39 99.81 -6.43%
10.76 2.14% 99.20 9232 7.45%
23.33 -12.22% 192.59 192.13 0.24%
649.02 11.24% 4,677.46  5,290.21 -11.58%

E=estimated page counts; R=revision; X=TYD Included an extra issue in 2000; 1=one more issue in 2001; 2=2 fewer issues thus
far in 2002; 6-six more issiies in 2001; @=one fewer issue in 2001; D=double issue; DD=double issue last year
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ISSUE CURRENT ISSUE DATE

DATE PAGES LAST YEAR
BUSINESS/ENTERTAINMENT
ESPN The Magazine 4-Mar 43.66 5-Mar
Forbes®/A 4-Mar 96.40 5-Mar
Fortune 18-Feb 92.04 19-Feb
National Review 11-Mar 14.58 5-Mar
Roliing Stone 14-Mar 52.15 15-Mar
CATEGORY TOTAL 298.83

PAGES PERCENT Y10 Y10 PERCENT
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
33BN 21.58% 204.71 206.25 -0.75%
164.80 -41.50% 351.60 647.24 -45.68%
161.75 -43.10% 278.97 541.54 -48.49%
219 -33.46% 43.74 60.32  -13.07%
56.35 -7.45% 215.64 215.58 0.03%
440.72 -32.20% 1,094.66  1,660.93 -34.09%

e=Publisher's estimates; A=extra Issue 2/19/2001

equity stake in a start-
up. While he is not
ready to talk specifics,
he says the company
will have nothing to
do with either fashion
or publishing.

In the meantime,
Portale has agreed to
assist his to-be-named
successor with the
transition. Kliger was
in talks with a number
of publishing executives last week. “I have a
tew people in mind,” he says. “What I'm
looking for is somebody who knows how to
take a unique global brand and work with it.”

Among the names surfacing so far is Anne
Sutherland Fuchs, a former Elle publisher and
onetime Hearst Magazines senior vp/group
publishing director, who left last June to join

Portale: Goodbye to
the fashion world.
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‘ the Phillips auction house as global CEO.

(Last week, Bernard Arnault, who heads
Phillips owner Moet Hennessy Louis Vuitton
SA, dissolved the unit, though Sutherland is to
remain with the parent company.) Another
candidate could be Peter King Hunsinger, who
recently signed on to be CEO of Condé Nast’s
newly formed bridal group. One Hachette
name floated was Carol Smith, acting general
manager of Elle.com.

HEM’s next group publisher will have a
tough challenge. “They need a shot in the arm,
stronger initiatives in the marketplace,” says
one fashion media buyer. Through February,
Elle’s ad pages were oft 34.8 percent this year,
to 98. Competitive titles were also down, but
their page counts were higher: Fague, published
by Condé Nast, dipped 24.8 percent, to 21
pages; Bazaar slipped 32.1 percent, to 115; and
Fairchild Publications’ ¥ fell 12.7 percent to
135, reports the Mediaweek Monitor. —LG R



The Right Recipe For

A GUILT-FREE GOOD TIME

GREAT" NETWORKING WORTHYCAUSE
Ad agency and cable Mix and mingle When you attend the
network all-star bands with colleagues from 9th Annual Media
will rock the night all over the advertising Battle of the Bands
away in a benefit and media businesses. on March 14th,
performance for It’s your chance to you’ll be striking a
Citymeals-on-Wheels, have a good time chord against the
which funds the making new friends hunger and isolation
preparation and and contacts that face tens of
delivery of meals to while supporting thousands of elderly
more than 15,000 Citymeals-on-Wheels. shut-ins. Last year’s event
homebound eiderly underwrote more than
New Yorkers. 45,000 meals.

GEerCookin:
Come Join The Battle.

Media Battle Of The Bands

- SPONSORS (a/o 2/8/02):
A&E Television Networks, ABC Family,
Active Media, American Movie Classics,
BET, Bravo, Cabletelevislon Advertising Bureau,
: Comedy Central, Court TV Network,
Discovery Communications, Disney Kids Network,
E! Networks, ESPN, Food Network, Fox Cable Sports,
Fox News Network, FX Networks, Game Show Network,
Lifetime Television, MediaCom, MediaVest Worldwide,
Mindshare, MTV Networks, MuchMusic USA,
The Myers Group, Nielsen Media Research,
Oxygen Media, Rainbow Networks,
Tribune New York Foundation, Turner Broadcasting,
TV Guide Channel, WGN Superstation

BB King Blues Club & Grill
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Media Plan of the Year

Competition

CALL FOR ENTRIES ~ Deadline: April 8th

Enter Your Best Plans In Our Annual Competition. . .

Your Group Could Win the $10,000 Grand Prize!

The media plan expresses the essence of the advertising business. It is the place where all the lines of

advertising intersecl — account planning, creative, media planning, media buying, account management,

and top management. Your media plan may be the best in the business. Enter it in MEDIAWEEK’s
Plan of the Year competition by April 8th, 2002 and find out. You might win the $10,000 Grand Prize.

$10,000 Grand Prize For Excellence

Awarded for the judge’s choice for best overall plan.

Our distinguished panel of judges will select Plans of the Year in the

following categories:

1. Best plan for a campaign spending more

than $25 Million

2. Best plan for a campaign spending between

$10 Million and $25 Million

3. Best plan for a campaign spending between

$1 Million and $10 Million

4. Best plan for a campaign spending
$1 Million or less

Judging Criteria
@ innovative nature of the concept
@ tactical approach
@ creative and or innovative use of media
@ cffectiveness relative to the ohjective

Best use of National Television and/or Cable
Best use of Local Television
Best use of Magazines

Best use of Radio

© e N

. Besl use of Newspapers
10. Best use of Out-of Home

11. Best use of Internet

Your Secrets are Safe with Us

Media plans often contain sensitive, competitive
information but don’t let that keep you from entering
this competition. Our judges all sign confidentiality
agreements and they are never assigned to product
categories in which they compete professionally.




Who is Eligible?
Any US advertising agency media department, media
buying service or in-house advertising agency or media
department may enter. To be eligible, your plan must

be under execution between February 28, 2001 an
March 1, 2002.

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

Questions?

Please call Jennifer Minihan at
MEDIAWEEK at (646) 654-5134 or

email her at jminthan@adweek.com

Documentation

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

Entry Deadline

All entries must be postmarked by

April 8, 2002.

Entry fees: $160 per entry.

Checks or money orders should be made payable to
MEDIAWEEK’s Media Plan of the Year.

Send entries to:
Jennifer Minihan
MEDIAWEEK

770 Broadway, 7th Floor
New York, NY 10003

MEDIAWEEK'’s Plan of the Year Official Entry Form

All entries must be postmarked by April 8, 2002

Category number (1 through 11):

Submitted by:

Company:

Address:

City:

Your Client:

Brand:

Budget:

Media used when the plan was implemented:

State:

Phone:

Fax:

Names and titles of those involved in developing the plan:

SEND ENTRIES TO:
Jennifer Minihan
MEDIAWEEK

770 Broadway, 7th Floor

New York, NY 10003
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recently that the Pentagon now has something called the Office of
Strategic Influence. It really does. And it seems that this sinister-sound-
ing bureau, which has already been called “shadowy” and “Orwellian”

in the press, and “really cool” by Dick
Cheney’s grandson, is planning to wage jour-
nalism! It really is. Specifically, it will plant
news stories—both true and false—in the for-
eign media.

But now Media Person, utilizing his ex-
tensive network of highly senior officials who
whisper stuff in his ear and then slip quietly
away, carries this hot story one step further:
The OSI (as we Washington insiders call it)
won'’t simply be sending out copy and hop-
ing that someone runs it; it will also be oper-
ating its own television network. PTV, as it
will be known, will beam Pentagon—generat-
ed news and entertainment into the TV sets
of 143 different countries—whether they
want it or not—thus insuring that the U.S.
military gets its message across. Already a
programming schedule has been drawn up,
and Media Person must say, this is very im-
pressive stuff! Here’s a preview of some of
the great shows coming soon to a country
near you:

Antiques Road Kill: Expert appraisers jour-
ney to Iraq to demonstrate to hopeful soldiers
and Saddam relatives bringing in their weap-
ons for inspection that even obsolete U.S. mil-
itary equipment can blow them away any time
we feel like it.

Surviver: Afghanistan: The top-rated reality
series returns with 16 castaways marooned in
rugged mountainous terrain, trying to elude
U.S. Ranger snipers and Afghan reward-seek-
ers. Members of the two tribes, the Al Qaedas,
led by Osama bin Laden, and the Talibans, led
by Mullah Omar, must find their own food,
water and caves while also convincing their
tribal council that they are not in violadon of
any Koranic laws. Anyone voted guilty by his
tribe is immediately shot.

Nightly News With Don Rumsfeld: The
world’s most-respected newsman anchors this
medal-winning newscast, featuring up-to-date

CIA reports and the latest satellite photos
from the world’s hot spots. Plus the sports
with Norm Schwarzkopf.

Friends of Ours: Six attractive, clean-cut,
thirtyish Canadians and Britons of both sexes
canoodle, crack jokes and talk about how much
they like the U.S.

The No-Fly Zone With Bill O’Reilly: The
popular talkmeister hosts a panel of prominent
journalists from “Axis-of-Evil” nations and
tells them in no uncertain terms what a bunch
of slimy creeps they are.

ER: Incredibly dedicated and hard-working
U.S. Marine Corps medics use state-of-the-art
equipment to keep Vice President Cheney
alive while he is rapidly moved from one
secure, classified location to another. They also
find the time to conduct discreet affairs with
cach other as a dramatic change of pace,
though never without permission from their
commanding officer.

PT\I Is Must-See TV

— THOSE OF YOU WHO FOLLOW MILITARY MATTERS LEARNED

4
\

streets and alleys in their Humvees and “bust
’em.” Not a bunch of actors but the real thing!
The McLaughlin Troop: Popular talkmeister

John McLaughlin hosts a panel of prominent

“journalists” from nations supporting terror-
1sm and predicts the exact time of their deaths.

Star Trek: Enterprive: The crew takes gun-
nery practice oft Puerto Rico while Admiral
Kirk mind-melds with a beautiful North
Korean spy, whose mission is to steal a bag
of potatoes from the galley to feed her starv-
ing people.

The View: Four loquacious fundamentalist
Muslim ladies chat about a wide range of
issues, including cooking, vacuuming, laundry,
static cling and how nice those young Ameri-
cans are over at the U.S. Air Force base.

Crossing Over: Psychic John Edward con-
tacts deceased Islamic fundamentalist martyrs,
who tell him that paradise has been a big dis-
appointment. One particularly angry suicide
bomber complains that far from getting the 79
brown-eyed virgins he was promised by
recruiters, so far he’s only had a 15-minute vis-
it from a cross-eyed Moroccan belly dancer
who had 12 other dates the same day.

Everybody Loves Osama: Sitcom starring

PTV WILL BEAM PENTAGON-GENERATED NEWS AND ENTERTAINMENT INTO THE
TV SETS OF 143 DIFFERENT COUNTRIES—WHETHER THEY WANT IT OR NOT.

Fireball With Chris Matthews: The popular
talkmeister hosts a panel of prominent left-
wing intellectuals from Furopean natons and
tells them in a very loud voice what a bunch of
moronic dimwits they are.

Special: A Charlie Brown Ramadan: The
Peanuts gang is back, and this time they’re in
"Tehran! Charlie finally gets up the nerve to call
the Little Girl in the Chador, but she snubs
him when he lets it slip that he’s a political
moderate who favors social reform. Mean-
while, Schroeder’s piano is confiscated by the
Religious Police, and he is badly beaten.

Draps: The camera follows real-life Delta
Force commandos on actual missions to enemy
nations as they chase “cvildoers” through the
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Whoopi Goldberg as a bumbling but lovable
psvops officer stationed in Saudi Arabia who
has the impossible task of trving to persuade
the public that the U.S. and Israel are the
good guys.

Buffy, the Terrorist Killer: Bufty calls in an air
strike on a coven of teenage bioterrorists
who've been disrupting her math class with
anthrax attacks.

The Really Funny Late-Night Show With
Ari Fleischer: After his hilarious monologue,
Ari welcomes guests Charlton Heston, First
Lady Laura Bush and Rex the celebrity drug-
sniffing dog.

Pentagonically Incorrect: Host Bill Maher is
assassinated. |



Doing the work of ten people? Feeling like you'll never see the light of day? Forced to
make decisions with limited information? When yo.1 need help with an issue and you're
pressed for time, where do you turn? Who de you ask when you need to know?
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L \\ Contact the experts at FIND/SVP’s Quick Consulting & Research Service and
| m put £n end to your 14-hour day. It’s the only live person-to-person quick help
' service designed to lighten your workload and enlighten your decision

raking. It’s like having your own personal help line and business 911
) ro_led up into one. To find out why over 75,000 executives, worldwide,
m 4 rely on our expertise to keep their heads above water, call us today at
1-800-FINDSVP or visit us at www.findsvp.com.
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Find/svp

Wouldn’t you like to know.™
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ResultS'you can‘tignore.
Overture search listings reach 85% of active Internet users* with just one tuy.

, f voL sell online, you should 2e advertising with Overture. That's because Overture search listings apgear n search

: “esuts on the Web’s leading po-tals and search engnes like Yahoo!, America Orline and MSN. That puts vour
conzany ir front of customers who are s2a-ching for what you're selling. And since you anly pay when people click
through to vour site, it’s the most cost-effective way to bring.customers to your business.

=or results thak get your attention call 866-250-7572 or visit www.week.overture.com.
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