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Coca-Cola is one of cinemas’ largest advertisers
and concession partners.

How do you effectively speak to a hard-to-
reach young adult audience? You become part
of their lifestyle. And with today's youth
culture that means the movies.

When you see Coca-Cola advertising in
THE 2WENTY at Regal Entertainment
Group theatres, it not only stands out, it
makes a huge impact. Cinema advertising
delivers high recall; something everyone
wants. With that kind of response, it's
easy to see why cinema is becoming a
staple of the traditional media plan.

Does your media plan
need refreshing?
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Living readers give new meaning to the term “brand loyalty.”
With a guaranteed rate base of 1.8 million and a readership of over
12 million, Living magazine is a leader in the lifestyle category
and continues to set the standard for how-to information,

innovation, and pure inspiration. And now, with new features
and an updated design, we’ve made a “good thing” even better.

@ MARTHA STEWART

Living
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At Deadline

B HEARST DEVELOPING LOW-PRICED MAGAZINE

Hearst Magazines is developing a women's title,
according to sources familiar with the new magazine, in
the vein of Bauer Publications’ First For Women and
Time Inc.’s startup All You, which have lean budgets
and sell for less than $2 on newsstand. The low price
point is not a first for Hearst. The company quietly
launched Shop Etc. last month with cover prices of
$1.99 and $2.49, and $3.49 in a handful of major
markets including New York. Hearst currently has two
editors in-house without portfolio—Susan Wyland, the
former editor of the defunct Lifetime, and Eilen Kunes,
who was recently replaced at Redbook-—who could lend
a hand to the development team
already in place. “We always have a lot
of things in development,” said a repre-
sentative. “We have nothing to
announce right now.”

I JOEY RATINGS OFF FROM DEBUT
NBC's highly touted Friends replace-
ment, Joey, produced solid ratings in its
second week, but the numbers were
well off the premiere, and pale in com-
parison to Friends’ average ratings last
season. Joey, in fact, was beaten in its
Thursday 8 -8:30 p.m. time slot by the
premiere of CBS’ Survivor: Vanuatu—
Islands of Fire, in the key adults 18-49
demo. Joey recorded a 7.0 18-49 rating,
down 7 percent from its premiere, while
Survivor posted a 7.2. Joey also lost
3.2 miltion viewers from its premiere
episode; Survivor recorded 3.6 million
more viewers than Joey. NBC's The
Apprentice on Sept. 16 at © p.m.—still
facing a repeat of CBS’ CS/ in its sec-
ond week but not ABC NFL football—
boosted its 18-49 rating 25 percent to
8.3 and gained nearly 2 million more
viewers over its premiere. It will face
new CS/ episodes starting this week.

B TENNIS EXTENDS TV RIGHTS DEAL

The Tennis Channel has reached an

agreement with the International Tennis Federation to
extend its exclusive TV rights deal to televise its three
Team Cup competitions—The Davis Cup, Fed Cup and
Hopman Cup—through 2010. BNP Paribas is the Davis
Cup name sponsor, while Hyundai is the Hopman Cup
title sponsor.

1 IVAN WIPES OUT LOGAL MARKET RATINGS
Hurricane lvan blew out local market ratings Sept. 16
for New Orleans and Birmingham, Ala. Nielsen Media
Research, owned by Mediaweek parent VNU, was
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unsure if ratings would resume on Sept. 17. Due to
hurricanes Frances and Charlie, Fort Myers, Fla., was
unable to collect ratings from Aug. 13 through Sept.
16, while West Palm Beach, Fla., was dark between
Sept. 4-16.

I LEGO PUTS ACCOUNT INTO REVIEW

Struggling Danish toy maker The Lego Company has
contacted three agencies regarding its $30 million U.S.
media account, the company confirmed last week. its
agency, Publicis Groupe’s Starcom in Chicago, is
defending the business. Sources said the agencies
contacted about the account were the New York offices
of Interpublic Group’s Universal
McCann, WPP Group’s Mediaedge:cia
and Aegis Group's Carat. At least one
of those agencies, Universal McCann,
has declined to participate.

I ADDENDA: The wail Street Journal
has named Judy Barry vp of marketing
and business development. Most
recently, Barry headed Cappaneale
Media Consulting, and she previously
served as group director for The New
York Times Magazine, international and
domestic fashion advertising...NBC
Universal Domestic Television Distribu-
tion has sold the NBC and Endemol
reality series Fear Factor in national
syndication to stations reaching 98
percent of the U.S. TV marketplace.
The show premieres in syndication
tonight...The Weather Channel last
week attracted the largest audience in
its history, right before Hurricane Ivan
hit the Guif Coast. The network scored
a total day household rating of 1.9
and delivered 1.6 million homes on
Sept. 15...American Urban Radio Net-
works on Sept. 27 will launch The
Weekend Entertainment Network,
offering advertisers 10 minutes of
inventory per week from AURN’s pro-
grams. AURN will have three radio
nets in RADAR, Arbitron’s network radio ratings ser-
vice. The first ratings for the new network will be
released in December.

B CORRECTIONS: An inside Media item in the Sept.
13 issue incorrectly cited the company that publishes
Ladies’ Home Journal. It is Meredith Corp. A sentence
near the end of the Media Wire in the Sept. 13 issue on
Mediaedge:cia's analysis of NBC Olympics ratings
should have read: “Rather than a 5 percent gain in
adults 18-49, NBC'’s average actually fell 2 percent.”

Market
Indicators

NATIONAL TV: SLOW
Fourth-quarter scatter
is proving plentiful at
buyer-friendly prices,
as buyers wait to see
how ratings fare once
the official season
begins this week.

NET CABLE: MOVING
Most holds have gone
to order, moving
fourth-quarter scatter
business along and
pushing pricing on
some networks north of
up-front rates. Young
demos across several
networks are pulling in
movie and DVD money.
Wireless continues to
be a big spender.

SPOT TV: QUIET

Due to political, buyers
say markets such as
Philadelphia and St.
Louis are a “night-
mare,” while others,
like Chicago, are quiet.
Auto makers, holding
out in third quarter, are
expected to unleash
budgets in fourth.

RADID: AVAILABLE

Still no dramatic
growth reported.
Business continues to
be placed close to air
dates. Local remains
steady and national is
improving. Auto, retail,
and telecom are slow.
Fall TV-season tune-ins
are spending briskly.

MAGAZINES: ACTIVE
Fourth quarter is active
in the women’s lifestyle
category, with gains
from year-end holiday
campaigns, specifically
in food, automotive,
retail, jewelry and fra-
grance. Airlines and
travel also picking up
for holiday season.
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FCC to Launch Consumer
Push on Transition to DTV

Federal Communications Commission
Chairman Michael Powell said last week
the agency would push hard in coming
months on the transition to digital TV,
pressing to complete rulings and launch-
ing a broad effort to educate the public.

“We want to help clear up some of
the confusion that’s associated with DTV
issues,” Powell said. He promised a con-
sumer awareness and education cam-
paign in which he would be “personally
involved.”

Details have yet to be set for the
effort, which will be launched Oct. 4. it
will aim to clarify such issues as the dif-
ference between high-definition and oth-
er digital broadcasts, what equipment is
needed to receive digital pictures, and
when consumers may need to switch.

Powell said the FCC expected to rec-
ommend to Congress how to help
ensure continued reception for people
“who can’t or won't switch” from analog
to digital TV. He said he hoped to
progress toward setting a date for the
transition and for deciding whether
cable systems must carry broadcasters’
multiple digital signals. —Todd Shields

Sony, MGM Movies to Bulk
Up Comcast’s VOD Platform

Sony Corp. last week asked Comcast
Corp. to join its $4.8 billion bid for
Metro-Goldwyn-Mayer, but the cable oper-
ator may be the biggest winner after a
deal granting Comcast access to MGM
and Sony film libraries.

Sony trumped Time Warner after
enlisting Comcast in a joint venture to
launch new channels and video-on-
demand services with MGM and con-
tent from Sony Pictures Entertainment.
The deal will enhance Comcast's VOD
platform and help the cable giant as it
fights satellite companies for market
share. “We want our TV to be better
than satellite, and we want our cus-
tomers to have more content to watch
whenever they want to watch it,” said a
Comcast representative. “MGM is the
first major studio to enter into a VOD
deal. We think it is a real break-
through.” (continued on page 8)
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Syndie Starts Off
At Snail’s Pace

New shows lack ratings punch; reaction from media buyers is mixed

SYNDICATION By Marc Berman and John Consoli

he new syndication television scason
has begun with a bit of a whimper, at
least as far as debut ratings are con-
cerned. While there once was a time
when launching a new first-run strip
in syndication often sparked viewer
curiosity, at least at the outset, in
today’s multiplatform environment,
just maintaining lead-in and year-ago time
period ratings averages—two early benchmarks
for success—seems nearly impossible.

According to Nielsen Media Research data
(which in some cases excludes up to five key
Florida markets because of recent hurricanes),
only one of the seven new first-run strips this
fall—Pat Croce: Moving In from Sony Pictures
‘Television-—is maintaining the ratings of its
lead-in. And only one strip—Buena Vista’s The
Tony Danza Show—is on par with the year ago-
time period average.

While King World’s Dr. Phil roared out of
the gate in its premiere the week of Sept. 16,
2002, with a 5.1 household rating/14 share,
Tony Duanza leads the current freshman talk
show class with only a 1.8/ 6 through Sept. 16.
And it is down 18 percent from its lead-in.

NBC Universal’'s The Jane Pauley Show,
arguably the highest profile new entry, is aver-
aging a 1.7/5 after 14 days, off 29 percent
from the lead-in and 23 percent from the
year-ago time period. Paramount’s The Insider
should be benefiting froin both a good por-
tion of access time periods and adjacency to its
parent series Eutertainment Tonight in many

High Gear: Opral's
Pontiac giveaway
led to the best
debut ratings since
the 96 seasan.

markets, but is lower than expected at a 2.0/
5. That’s down 13 percent from the lead-in
and 5 percent from last September.
(Overnight ratings are based on a weighted
average of all telecasts.)

The four other strips premiering last week
were Warner Bros.” The Larry Elder Show,
NBC% Universal’s Homie Delfvery and Sony Pic-
tures ‘Television’s Life & Style and Pat Croce:
Moving In. Based on these early ratings, not a
single new strip is expected to break the 2.0
national household mark.

“Although no one expected ratings similar
to Dr. Phil, T am disappointed that none of
these shows, not a single one, has sparked any
real interest,” said Billie Gold, associate direc-
tor of programming services, Carat USA. “The
only way to break through the clutter, particu-
larly with so many other programming options,
is to offer something unique. Nothing in first-
run syndication this fall screams originality.”

“It’s still a little early but there are clearly
some early disappointments so far,” agreed
Chris Magel, vp, associate network director, at
media agency Optimedia. “Jane Pauley is a
vibrant personality and I would have thought
her show would have done better. Maybe they
just are not producing the show correctly and
need to go back and retool it. The Insider is a
good show that the audience just hasn’t found
yet. We have a client with a major investment
in the show, so we are hoping it works.”

A few media buyers, who did not want to
speak for attribution, said it was troubling that




syndicators forced them to buy time on these
new shows in the upfront if the buyers wanted
time in their most popular returning shows.
But for others, it’s simply another way to do
business. “I don’t mind buying a [syndicated]
show that I know is going to fail, if it means
getting more time in a top-rated show,” this
buyer said. “At least I can get my [client’s] mon-
ey back if the show fails or is canceled.”

One media analyst had a more dire predic-
tion. “I think syndication is heading for a
downfall,” warned the analyst, who also
declined to speak for attribution. “If I were an
advertiser I would be concerned with spending
my dollars in the upfront with ratings like
these, which are truly abominable. I would
take the wait-and-see attitude before I invest
in anything new.”

Other observers said it was too early in the
season to scream “fire sale.” “In all fairness, no
one can come to any definitive conclusions
after just four days or a few weeks,” said Gar-
nett Losak, vp, director of programming at
Petry Television. “If word of mouth begins to
spread similar to The Ellen DeGeneres Show last
year [which launched the week of Sept. 8,
2003, with a 2.1/6 but grew about 15 percent
as the season progressed] there could be even-
tual momentum. If the show is good hopeful-
ly viewers will find it.”

And Steve Sternberg, executive vp/direc-
tor of audience analysis for Magna Global
USA, said, “I don’t think what’s happening so
far is bad for the future of syndication. Noth-
ing is really doing worse than our expecta-
tions. I never understood why anyone thought
Jane Pauley was that popular. Tony Danza
either. It’s tougher for a new talk show to
make immediate headway. Dr. Phi/ did, but
even Ellen is only a modest performer. People
aren’t ready to turn away from Oprab or Regis
& Kelly, or some court shows, so it’s hard for a
newcomer to compete.”

Clearly, the two shows that have generated
the most buzz this fall are two that have been
around for years, King World’ veteran talker
Oprab and game show Jeopardy! Oprah’s mas-
sively promoted big surprise, awarding her stu-
dio audience with 276 Pontac G6 cars, lifted
opening ratings for season 19 on Sept. 13 to a
10.1/24—its highest season premiere since
1996. Jeopardy!, meanwhile, with multiweek
champ Ken Jennings, averaged a 9.4/17
through Sept. 16, up 34 percent from the com-
parable year-ago period (7.0/13) and up 47 per-
cent from the lead-in (6.4/13).

“The new first-run shows launched this fall
could take a lesson from Oprab and Feopardy!,”
said Gold. “For a new series to get noticed, it
needs to do some promotional stunting. While
not every show can give away all those cars or

find a super contestant, what I found disturb-
ing was the lack of fanfare for anything new,
including Pauley.”

Amy Rosenblum, executive producer of
NBC Universal’s Maury and the new talk/real-
ity hour Home Delivery (which averaged a 1.1/4
in its first four days—down 27 percent from
both the lead-in and year-ago time period—has

a different creative take. “At the end of the day,
our job is to do the best show we possibly can,”
she said. “If we do our jobs right, and I am very
proud of the initial work we have done on
Home Delivery, that’s all the more reason for the
viewer to find our series, With a little luck, a lot
of promotion and some word of mouth, I think
we can succeed.” ]

Growded House

Vertically integrated companies have several shows competing head-to-head

SYNDICATION By A.J. Frutkin

A midst continued consolidation, the launch

of the syndication season has found sever-
al suppliers competing against themselves—with
their own content—in several big markets.

In Los Angeles, NBC Universal’s Starting
Over airs on the network’s owned-and-operated
station KNBC at noon, when its other
makeover show Home Delivery is seen on Tri-
bune’s WB station KTLA. In Chicago, NBC
0O&0O WMAQ broadcasts The fane Pauley
Show at noon, against Starting Over on Fox’s
UPN station WPWR. And in Detroit, Pauley
airs on Scripps” ABC station WXYZ at 10 a.m.,
while Starting Over is broadcast on Granite’s
WB station WDWB.

“If you can help it, you don’t want your
shows to go up against each other,” said Sean

L

NBCU’s makeover shows Home Delivery (above)
and Starting Over are rivais at noon in L.A.

O’Boyle, senior vp and general sales manager
for NBC Universal Domestic TV Distribution.
But with fewer companies controlling an
increasing number of programs, O’Boyle
added, “Sometimes, the dynamics of the mar-
ketplace don’t allow you to keep your shows
away from each other.”

NBCU isn't the only syndicator to run into
traffic jams. Paramount’s Entertainment Tonight
is bumping into spinoff The Insider in several
key markets. In Denver, ET airs on Gannett’s

NBC station KUSA at 6:30 p.m., while The
Insider is seen on CBS O&O KCNS. In
Austin, Texas, ET runs on Belos ABC station
KVUC at 6:30 p.m., opposite The Insider on
CBS O&O KEYE. Paramount execs were
unavailable for comment.

Several advertisers suggested that suppli-
ers might prefer competing against them-
selves, if only to protect time periods from
the competition. “It’s all about shelf space,”
said John Rash, senior vp, director of broad-
cast negotiations at Campbell Mithun. “It’s
better to have your programs accumulating
some of the audience, than to let those view-
ers go to a rival media organization.”

O’Boyle noted that a show like Pauley tar-
gets a different segment of the daytime audi-
ence than Starting Over. Home Delivery, on
the other hand, arrived at NBC unexpectedly.
Initially produced by Universal, and cleared
by Tribune, the makeover show became part
of NBC’s stable of product following its
merger with the studio last spring.

With Home Delivery’s self-contained for-
mat and Starting Over’s serialized format,
O’Boyle believes there are enough distinc-
tions between the two shows to warrant both.
Advertisers are a bit warier. “If they had seen
the potential of Home Delivery, would they
have renewed Starting Over?” asked Laura
Caraccioli-Davis, senior vp, director of SMG
Entertainment. “It’s a question they’ll have to
ask before next year’s NATPE.”

In another sign of consolidation, Caracci-
oli noted that the current season is the first in
which station groups acquired programming
primarily from their vertically integrated stu-
dios. That move, she said, has left suppliers
without affiliated station groups—Sony and
Warner Bros., in particular—feeling some-
what vulnerable. “It’s messy out there,”
Caraccioli added. “This year is sure to give all
syndicators pause as to how they’ll navigate
the marketplace in the future.” ]
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MGM'’s movie library of more than
4,000 titles is a treasure trove for
Comcast, which is the nation’s largest
cable provider with 21.5 million sub-
scribers. “Comcast always takes a ser-
vice-provider approach to everything,
which is very footprint-oriented,” said
Adi Kishore, an analyst for the Boston-
based Yankee Group, adding, “The gen-
eral perception is that MGM’s value is
in its library.”

Sources expect MGM to recommend
1o its board this month that Sony acquire
the film studio. They also expect that
Comcast will invest in MGM if the deal is
approved. If the deal is nixed by regula-
tors, Comcast and Sony will still remain
partners on VOD. —Megan Larson

Clear Channel Folds Sales,
Programming Under Katz

In an effort to offer more coordinated
sales opportunities to national adver-
tisers, Clear Channel last week reorga-
nized Premiere Radio Networks, the
company’s programming division, and
Clear Channel Advantage, the cross-
platform sales division, by putting both
under the control of Katz Media Group,
Clear Channel’s national rep firm.

The decision comes at a time when
national sales have been the weakest-
performing segment of the radio busi-
ness. In July, national revenue plummet-
ed 15 percent, according to the Radio
Advertising Bureau.

“This allows our various national
sales teams, currently operating inde-
pendently, to function in a more orga-
nized, collective way,” said John Hogan,
CEO of Clear Channel Radio.

Premiere Radio Networks will operate
as an independent unit of Katz Media
Group. Kraig Kitchin, president/COO of
Premiere, who formerly reported to
Hogan, will now report to Stu Olds, Katz
Media CEO. Clear Channel Advantage will
be merged into Katz Dimensions as
Clear Channel Katz Advantage, under
Katz Dimension president Bonnie Press.

“It's probably a smart move because
they can work with each others' assets.
That could be advantageous and give
us more choice,” said Matt Feinberg,
senior vp of national radio for Zenith
Media. —Katy Bachman

Tuning In Hispanic

Glear Ghannel to grow Spanish-language format tations in all-sized markets

RADIO By Katy Bachman

lear Channel Radio intends to become
one of the top players in the burgeoning
Hispanic radio market. As the owner of the
largest portfolio of radio stations, it has the
wherewithal to do it.
Last week, the
San-Antonio-based
radio giant commit-
ted to convert up to
25 of its 1,200 sta-
dons to Spanish-lan-
guage formats over
the next two years.
Hispanic radio veter-
an Alfredo Alonso
was named to oversee
the stations as senior
vp of Hispanic Radio.

“While the strides
made in serving the Hispanic radio market
have been significant to date, my focus will be
on identifying opportunites to bring Spanish-
language radio formats to all-sized markets,”
said Alonso, who most recently was chairman,
president and CEO of Hispanic radio owner
Mega Communications.

The rollout began last week with the
launch of Viva, the first full-market Spanish-
language FM radio station in Atlanta simulcast
on WWVA-FM and WVWA-FM. When the
launch is complete, Clear Channel, which cur-
rently programs Spanish-language formats on
18 of its stations, will program 43 Hispanic

Alonso oversees CC’s
Hispanic radio push.

radio stations, the third-largest portfolio of
Spanish-language stations behind No. 1 Uni-
vision Radio with 72 stations and Entravision
Communicatons with 54.

Compared to general-market radio, which
is growing at an anemic 2-3 percent, Hispanic
radio advertsing is surging in the double dig-
its. And unlike general-market radio, which
suffers from increased fragmentadon, Spanish-
language radio remains relatively undeveloped.

“There is so much more room for more
Spanish-language radio stations, especially
outside the major metros where there are only
a few small signal stations,” said Rosa Serrano,
senior vp, group account director of multdcul-
tural for Inidative Media, who noted that the
Midwest and the South were underserved
regions ripe for more stations.

“Other markets include Washington, D.C.,
and Philadelphia. San Francisco is competitive,
but also open to a newcomer,” said Lee West-
erfield, managing director for investment bank
Harris Nesbitt.

With Clear Channel adding more Hispan-
ic stations, it could also lead to a hike in share
of ad dollars allocated to Hispanic media, cur-
rently at 3 percent. “Some of our clients are
looking for places to advertise to Hispanics,
but since there isn’t much available, thev don’t
do much in those markets,” said Esmeralda
Gonzalez, media planning supervisor for
Ornelas & Associates. “If there were more
options, clients would spend more.” |

AOLs Bahy Steps

Advertisers are slowly warming to the revamped online service

THE INTERNET By Catharine P. Taylor

P redictions of America Online’s ad sales
turnaround have been made before, but
this time it looks like they are for real. And it’s
not just because the Time Warner unit’s ad
sales honcho, Michael J. Kelly, said last week—
in onc of the few interviews he has done since
taking the job in January—that AOL would
soon have “similar growth” of rivals Yahoo and
Microsoft’s MSN. Now, some of the advertisers
and agencies are seeing positive change too.
Kelly, whose official title is president, AOL
Media Networks, outlined his game plan,

8 MEDIAWEEK Sepiember 20, 2004 mediaweek.com

which includes the goal of making AOL “the
casiest Internet company to work with.” The
plan calls for stripping away internal walls that
had made complex deals difficult to execute
(mostly done), improving internal measure-
ment systems (coming next month) and getting
turther distribution for AOLs properties on the
Internet (rolling out incrementally). “We have
eyeballs and we have targeting,” said Kelly.
“And we also have relevancy that’s different.”
However, AOL ad sales chiefs-past—there
have been two since April 2002—had set simi-



J
40 million readers strong, 40 million conversations long. I'
The buzz starts with powerful stories that drive 86% of our readers to talk
and 67% of them to act. If that’s the kind of audience involvement you want

to get involved with, call Laura McEwen at 212.850.7275. D i ge S t
TaLkprovoking

Sources: MRI Spring 2004, Reader’s Digest Talk Tank Study, Research Solutions 2004



lar goals, only to find advertisers and agencies
were not quite seeing the progress they were
promised.

The service’s sec-
ond-quarter sales sig-
nal some movement.
Ad revenue grew 23
percent to $42 mil-
lion, which is the first
year-on-year  gain
since the third quar-
ter of 2001. And now,
the chatter seems dif-
: ferent as well.

' A== For one, the me-
Kelly: AOL is a more dia-buying communi-
streamlined unit. ty has been more
receptive to AOL. “As

1 look towards ’05, T have a couple of things in
my mind that a few years ago I wouldn’t have
considered talking to them about,” said Phil
Bienert, manager of CRM and e-business for
Volvo Cars of North America, who has been
one of the service’s most outspoken critics
(although Volvo never stopped spending mon-

ey with AOL).

Sarah Fay, president of Carat Interactive,
added that her teams have stopped grumbling
about doing business with AOL. There is “a
slow recognition that AOL is coming around,”
said Fay.

Kelly attributed the changes to a more
streamlined operation. “We’ve eliminated a lot
of the baton passes,” he acknowledged.

What advertisers haven’t seen yet, but
should by October, Kelly noted, is an improve-
ment in back-end systems, such as ad optimiza-
tdon and online reservation tools, which should
improve advertiser return on investment. Much
of it will come from the $435 million acquisi-
tion in August of Baltimore-based Advertis-
ing.com, a leader in performance-based inter-
active advertsing.

And then there is the goal of putting more
AOL content onto the Web. Kelly is not
putting a timetable on the enhancements,
though he expects to have a full-blown Web-
based version of the AOL service available to
subscribers, from wherever they log on, by the
end of this month. [ ]

Grey Sale No Big Deal

Sales execs not worried ahout WPP clout; more curious about Mandel's fate

MEDIA AGENCIES By John Consoli

he pending WPP acquisition of Grey

Worldwide that will result in Grey-
owned media agency MediaCom joining with
the three WPP-owned media units, Mind-
share, Mediaedge:cia and Maxus, was met
with a “So what?” attitude by broadcast net-
work sales executives.

Although the merger will further strength-
en WPP’ already powerful media unit, Group
M—boosting its control of the U.S. ad market-
place to nearly 30 percent—sales chiefs believe
it will not change the current buyer-seller
dynamic. “The leverage that the mega-media
agencies and the networks have cancels itself
out,” said one top network sales exec. “Both
sides need one another. No matter how big a
media agency gets, it can’t buy around any one
of the Big Four networks, and the networks
can’t afford to shut them out either.”

“In fact,” the network exec continued, “the
bigger the agencies get, the more imperative it
is that they do business with us. A smaller
agency, with fewer clients, can afford to walk
away from one network.”

The network sales execs agreed that Media-
Com will gain an advantage by using market-
place intel shared across all the Group M agen-

cies. Said one sales exec: “In negotiations, it all
about marketplace informaton, and they will
have a broader palette.”

More interesting, network execs said, will
be whether MediaCom co-CEO and global
buying officer Jon Mandel stays on board and,
if so, how he will get along with Group M
chairman Irwin Gotlieb. The former is very
Type A while Gotlieb’s personality is more low-
key. “I tend to see Peter Olsen [MediaCom
senior vp, director of national broadcast] fitting
in OK, but not Jon,” said one sales exec. Man-
del was not available for comment.

Since the deal is not expected to be final-
ized until late this year, Group M has some
tme to determine how MediaCom will fit in.
But all indications are that MediaCom will
operate side by side with Mindshare and
Mediaedge:cia, sharing marketplace data and
using combined clout in negotiating, but with
each doing separate deals for its clients.

And WPP still might not be done gobbling
up media agencies, once this deal is finalized.
WPP has made inquiries into a possible acqui-
sition of Havas-owned MPG, but MPG insid-
ers wonder why their parent company would
sell off just its profitable media unit. [ |
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TV STATIONS

GBS Hits the Road to Preview
Fall Season, New Syndie Fare

BY KATY BACHMAN

o capitalize on the ratings
momentum of its CBS owned-
and-operated stations and bring
more attention to its UPN out-
lets, the Viacom TV station
group has hit the road with its own version of
a local upfront. It was the first
time the Viacom stations host-
ed such an event and the first
time in more than a decade that
any network station group has
promoted the fall season from a
local-market point of view.

The five-market road trip,
which began Sept. 8, wraps up
later this week in Dallas and
Los Angeles. Over the past two
weeks, buyers in Atlanta, Chica-
go and New York were treated
to a brief 30-minute video high-
lighting network and local pro-
gramming for the fall, which
was followed by the requisite =
hospitality and schmoozing.

“We’ve come a long way in
the last few years and the launch of the 2004
season is a great time to talk about it,” said
Fred Reynolds, president/CEO of the Via-
com TV station group, who expressed frus-
tration that ratings at the stations have
increased faster than revenue. “But this isn’t
a hard sell. There’s no order book. This con-
veys size, resources and our commitment to
local TV.”

Since 2002 when Viacom hired Dennis
Swanson to be executive vp/COO of the
group, the company has made significant
financial investments in across-the-board
changes at individual stations, which have
resulted in increased local ratings. At the
same time, the CBS network has aggressively
challenged NBC for first place in prime time.
Now CBS brass believes it’s time for that
investment to pay off in better ad sales.

“Given that CBS has historically been a
No. + station [in Chicago], the [event] rein-
forced the dedication Viacom has to the

group,” said Gina La Banco, vp and client
supervisor for Zenith Media in Chicago. “It
was about time someone brought back a
classy kick-off party.”

While the networks get all the flash, it’s
the local stations that bring in the cash. And

CBS vetted new shows like Listen Up (Wendy Makkena, Jason Alexander) locally.

although the spot TV market is forecast for
only flat to modest growth, Viacom, with its
39 stations in 27 markets reaching 50 million
households, is hoping to pick up a larger
share of the spot dollars.

“If the market is lackluster, the only way
we can grow is to grow our share,” added
Lew Leone, vp/general manager of WCBS,
Viacom'’s CBS flagship in New York, which
like the Chicago station, has seen significant
ratings gains after a long dry spell.

Agencies outside of New York, which
rarely attend the May network upfront pre-
sentations, nor have the opportunity to meet
the top brass at the group, were flattered by
the attention. None of the buyers are likely to
set aside the standards on which they buy
commercial time as a result of the party, butit
did make an impression.

“They’re thanking us for the business, and
it makes them stick out a little more,” said Sis-
sy Bradford, broadcast supervisor for PHD in

F

Atlanta, where Viacom doesn’t own any sta-
tions. Bradford buys media regionally
throughout the South. “We're in such a fast-
paced business, it was important for me to
know who the big guys are and to have those
kind of connections.”

Added Zenith’s La Banco: “Nothing comes
overnight or quickly, but over time, it will pay
off for the station group.”

NEW YORK OUTDOOR

NBC, JCDecaux Team Up

NBC Universal last week announced it has
formed a new company with Paris-based
JCDecaux to bid on the New
York City street furniture con-
tract. The new company is 70
percent owned by JCDecaux,
with headquarters in New York
City. Through a similar partner-
ship, JCDecaux and Viacom
hold the street furniture con-
tract in Los Angeles.

The 20-year New York con-
tract will undoubtedly be the
largest of its kind in the U.S.,
covering the design, installation
and maintenance of up to 3,500
bus shelters, 330 newsstands and
other public facilities throughout
the city, which will share in the
advertising revenue. Also bidding
for the NYC business are Clear
Channel Outdoor and Viacom Qutdoor, the
top two outdoor companies in the U.S. —KB

MAGAZINES, TV STATIONS, NEWSPAPERS

Addenda:

New York magazine will roll out new sections
and a redesign. Starting Oct. 11, The Strate-
gist, né Smart City, will be an expanded New
York survival guide, and The Critics section
will be folded into the new Culture Pages on
Nov. 1. Coming Nov. 15: a modified Intelli-
gencer section and feature well. Former New
York editor in chief Kurt Andersen will pen a
weekly column, and Ken Tucker has been hired
from Entertainment Weekly to cover film...
WCAU, NBC’s O&O in Philadelphia has
formed a pact with Knight Ridder’s The
Philadelphia Inquirer that calls for WCAU to
tease three Inquirer stories during its 11 p.m.
and a.m. newscasts. In exchange, the Inquirer
will run WCAU’ weather forecaston Al. W
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BY RICHARD ZITRIN

Falling leaves:
Waning tobacco,
textile and furniture
industries in the
L “Triad” are being
replaced by tech
ectors.

ke

Greenshoro, N.C.

THE PIEDMONT TRIAD MARKET HAS BEEN REELING IN RECENT YEARS FROM TURBULENCE
in the textile, tobacco and furniture industries that has shaken the
region’s economic well-being. Heavy job losses in North Carolina’s
once-vibrant manufacturing community appear to have dampened

people’s confidence and affected some bot-
tom lines in the local media market. News-
papers in the Triad probably all are secing
some growth in advertising revenue, but tur-
moil in textiles, tobacco and turniture are
standing in the way of robust growth, says
Winston-Salem Journal vp/general manager
Pat Taylor.

With the economy of the Triad and its
three cities—Greensboro, High Point and
Winston-Salem—Ilagging, public and private
forces are scrambling to try to

stem the bleeding and return the RN Lo
CHILRGHER LTSRN AD SPENDING BY MEDIA /| GREENSBORO
ry. “We’re (rying to reinvent our-

Jan.-Dec. 2003

selves piece by piece,” savs Ann

Spot TV

and high-technology, along with jobs in the
financial and service sectors. Dell is among the
firms considering expanding into the Triad.
Meanwhile, FedEx is building a freight
hub near the Piedmont Triad International
Airport between Greensboro and Winston-
Salem. The overnight shipping giant is plan-
ning to build a sorting hub at the airport that
is expected to open in 2009 and may eventu-
ally employ 1,500 area workers. Some trans-
portation-related businesses already are look-

Jan.-Dec. 2002
$89,445,020

ing at possibly moving to the market in order
to tie in with the expected FedEx hub, Mor-
ris says.

“All of those things are starting to bring
the market back to a sense of confidence, a lit-
tle more-positive outlook long-term,” Taylor
says. “I think long-term, the market is going
to be great. This is « wonderful location.”

The FedEx facility also may help change
the face of the region and the three Triad
cities that are all within a 30-mile radius.

“The cities are far enough apart that
they’re not a megalopolis, they still have very
distinctive personalities and styles and there’s
enough space between them that they don’
run over the top of cach other, at least not
yet,” Taylor says, adding, “This FedEx pro-
ject at the airport is going to fill in the mid-
dle alot.”

There are some promising signs in the
Triad media market that the advertising sales
pendulum may have started swinging back
toward happier days. “I think advertisers are
making very calculated decisions with spend-
ing their money, whercas before they maybe
were willing to take a look and buy every-
body,” says Kathi Lester, vp/gm of Pappas
Telecasting’s WB affiliate, WTWB-TV. “But
revenues were up in the first half of this year
over last year.”

The radio picture also seems brighter
lately, according to Entercom Communica-
tion’s Triad vp/gm Brent Millar, who says
radio revenue has climbed about 9 percent in
the market this year, while radio revenue
nationally is down.

The Triad TV market has dropped from
46th to 48th this year despite gaining house-
holds. There are 648,860 TV households in
the DMA, an increase of 3,430 over the past
year, according to Nielsen Media Research.

The Triad is a competitive local news
market, with the oldest station in the DMA,
Gannett’s CBS aftiliate WFMY-TV, having
the top-rated newscasts at 5, 5:30 and 6 p.n.
Fox’s owned-and-operated WGHP-TV leads
a two-newscast race at 10 p.m. and
Hearst-Argyle’s NBC  station
WXII-TV has the top rated news-
castat 11 p.un.

WFMY, WGHP and WXII

Morris, managing editor of $93,820,010 are, as always, in a tight race for
Greensboro’s daily News & Record. Outdoor $10,176,589 $8,775,959 total-day honors. WEMY had a 13
That reinvention involves a Total $99,621,609 $102,595,969 share from 9 a.n. to midnight in

more-diversified employment pic-
ture that includes biotechnology

Source: Nietsen Monitor-Plus
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May, followed by WGHP with a
12 and WXII with an 11. Pappas’
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SCARBOROUGH PROFILE

Comparison of Greensboro, N.C.
TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHI $75,000+

College Graduate

Any Postgraduate Work
Professional/Managerial
African American
Hispanic

MEDIA USAGE-AVERAGE AUDIENCES*
Read Any Daily Newspaper

Read An Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Afternoon Drive M-F

Total TV Early News M-F

Total TV Prime Time M-Sun

Total 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 Afternoon Drive M-F

Total TV Early News M-F

Tatal TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE-OTHER
Accessed Internet Past 30 Days

HOME TECHNOLOGY

Owns a Personal Computer

Purchase Using Internet Past 12 Months
HH Connected to Cable

HH Connected to Satellite/Microwave Dish

HH Uses Broadband Internet Connection

Top 50 Market Greensboro Greensboro

Average %  Composition % Index
32 31 96
40 39 98
28 30 107
31 22 73
13 11 89
11 7 68
23 i 77
13 18 143
14 5 39
53 56 105
62 61 98
22 21 95
18 17 93
28 30 104
38 40 106
14 18 125
73 76 104
76 76 100
75 76 101
73 73 100
70 78 111
92 92 100
62 67 109
62 56 91
69 64 92
42 32 75
67 69 103
18 24 133
20 19 95

*Media Audiences-Average: average issue readers for newspapers; average quarter-hour listeners within a specific daypart for
radio; average half-hour viewers within a specific daypart for TV and cable **Media Audlences-Cume: 5-issue cume readers for
daily newspapers: 4-issue cume readers for Sunday newspapers; cume of all listeners within a specific daypart for radio; cume
of all viewers within a specific daypart for TV and cable. Source: 2003 Scarborough Research Top 50 Market Report (August

2002 - September 2003)

WTWB-TV and Sinclair Broadcasting’s
ABC affiliate WXLV-TV were tied with a 5
share in May.

WFMY president/gm Deborah Hooper
ties much of her station’s success in news rat-
ings over the years to the longevity of anchor
Sandra Hughes, who has been on the air in
the Triad for 32 years.

Hooper says she has scen many changes
in the market since she arrived at WEMY in
1986. “When I came to this television sta-

tion, there were only four stations in the
market,” she says. “Now it’s grown to seven,
and for a slow-growth market, you’re just
dividing up the pie into more pieces.”
WGHP produces the most news—seven
hours a day—and, in May, had the highest-
rated late news with a 13.2/20 and top prime-
time numbers (11.5/17) among all Fox sta-
tions in the United States, says Karen Adams,
vp/gm for the Fox O&O. “Why was that?
Fantasia Barrino and Awmerican Idol,” Adams
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says, referring to the High Point woman who
won the popular TV talent/singing competi-
tion this year.

Another hometown factor driving big rat-
ings in the Triad is NASCAR, which airs
locally on WGHP and WXII. (Fox and NBC
share national rights to NASCAR coverage.)
For the last two years, the two stations have
been the highest-rated NASCAR stations in
the country, says WXII president/gm Hank
Price. “Those races just do huge, huge num-
bers,” Price says. “Most of these drivers live
between here and Charlotte, so it’s sort of a
hometown thing here.”

Atlantic Coast Conference sports also are
popular—the ACC office is located in
Greensboro. WFMY carries ACC football
games, and shares ACC basketball coverage
with Sinclair Broadcasting’s UPN affiliate
WUPN-TV. The Sinclair station also will
carry 15 games of the new National Basket-
ball Association team in Charlotte, N.C., the
Bobcats, this coming season.

WXII is hoping to boost its early-news
ratings by placing a recent acquisition, Dr:
Phil, in the 3-4 p.m. slot leading into The
Oprab Winfrey Show at 4 p.m, station manag-
er Michael Pulitzer says. Dr. Phil had previ-
ously been on WFMY.

WXII also has a joint sales agreement
with  Paxson Communications’ O&O
WGPX-TV; the WXII statt sells time on
both stations. WGPX reruns WXIDs 6 p.m.
local newscast at 7 p.m. and the 11 p.m.
newscast at 11:30 p.m.

The local news scene has become more
crowded with the return of newscasts to
WXLV and WUPN; the two Sinclair Broad-
cast Group stations in the Triad. Sinclair
dropped its local newscasts in January 2002,
then began airing its News Central product
on WUPN in June 2003 and on WXLV at
the start of this year. News Central, which
combines local news with weather, sports and
news from the Sinclair studio in Maryland,
runs from 10-11 p.m. on WUPN and from
11-11:30 p.m. on WXLWV.

Broadcast industry and dot-com veteran
Ron Inman, who became gm of the two Sin-
clair stations in July, says WUPN and
WXLV are back in an expansion mode, using
News Central as a vehicle, and there are
plans, at some point, to start airing 6 p.m.
‘Jn(l morning newscasts.

WTWB constantly explores the possibil-
ity of entering the local news race, but has no
plans to do so yet, vp/gm Lester says. She
says she thinks it is a pretty good story,
though, that the WB affiliate has worked its






way up to become the No. 4 station in the
market without any news product. The sta-
tion won an award from the network in May
for being the fastest-growing WB affiliate in
prime time in the country, says Lester.
Time Warner Cable is the dominant
cable service provider in the Triad with about
350,000 subscribers. Its cable interconnect,
Time Warner Cable Advertising, offers ad
avails across all of the market. Satellite and
microwave dish services are more popular in
the Triad than in most major markets in the
nation, with 24 percent penetration. That’s
compared to the average penetration of 18
percent for the top 50 markets, according to
Scarborough Research. (See chart on Page 14.)

ARBITRON

RADIO OWNERSHIP

Three radio groups—Entercom Commu-
nications, Clear Channel Communications,
and Dick Broadcasting—dominate the Triad
radio market in terms of revenue and ratings.
The three companies, which collectively own
12 stations, earn nearly 85 percent of the ad
revenue and have nine of the 10 top-rated
stations among listeners 12-plus.

Entercom has three stations in the top
five in the latest all-day ratings, while Clear
Channel has the other two. Dick Broadcast-
ing’s two stations are rated sixth and seventh
in the Triad market, which Arbitron ranks
45th with 1,101,600 people 12-plus.

Entercom’s Urban station WQMG-FM
tops the Arbitron spring book for all listen-

Avg. Qtr.-Hour Revenue Share of
Owner Stations Share (in millions) Total
Clear Channel Communications 4 FM 20.7 $16.5 34.8%
Entercom Communications 2 AM, 4 FM 255 $16.3 34.5%
Dick Broadcasting 2 FM 9.7 $6.8 14.5%
Infinity Broadcasting 2 AM, 1 FM 4.6 $3.6 7.5%
GHB Broadcasting 1AM, 1 FM 1.7 $0.9 1.8%
Davidson County Broadcasting 1FM 3.4 $0.8 1.7%
Truth Broadcasting 6 AM 2.9 $0.7 1.6%
Blue Ridge Radio 1FM 0.9 $0.6 1.4%

Includes only statlons with significant registration in Arbitron diary returns and licensed in Greensboro, N.C., or immediate
area. Share data from Arbitron Spring 2004 book; revenue and owner information provided by BiA Financial Network.

NEWSPAPERS: THE ABCs

Daily Sunday Daily Market Sunday Market

Circulation Circulation  Penetration Penetration
Guilford County: 172,924 Households
(Greensboro) News & Record 67,487 78,963 38.5% 45.0%
High Point Enterprise 16,818 17.464 9.7% 10.1%
Forsyth County: 125,804 Households
Winston-Salem Journal 54,043 59,686 43.0% 47.4%
(Greensboro) News & Record 1,127 1,837 0.9% 1.4%
Davidson County: 59,424 Households
The Lexington Dispatch 12,469 21.5%
High Point Enterprise 6,308 7,071 10.6% 11.9%
Winston-Salem Journal 5358 6.511 9.0% 11.0%
(Greensboro) News & Record 1.873 2.799 3.1% 4.6%
Alamance County: 52,974 Households
(Burlington) Times-News 25,810 27,657 48.7% 52.2%
(Greensboro) News & Record 3.541 4,714 6.6% 8.8%
Randolph County: 52,205 Households
The (Asheboro) Cotirier-Tribune 13.553 14.375 26.6% 28.2%
(Greensboro) News & Record 6,309 7.872 11.9% 14.8%
High Point Enterprise 5,823 5,755 11.2% 11.0%

Data is based on audited numbers published in the Audit Bureau of Circulations' Spring 2004 County Penetration Report.
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ers from 6 a.n. to midnight with a 9.1 aver-
age quarter-hour share, followed by Clear
Channel’s Country WTQR-FM with an 8.1.
Entercom’s other Urban station, WJMH-
FM, is third with a 6.6, and Entercom’s
Oldies WMQX-FM and Clear Channel’s
Easy Listening WMAG-FM are tied for
fourth with 5.8.

WTQR remains the market revenue lead-
er with $7.8 million, followed by WQMG
($5.4 million) and WMAG ($5.1 million),
according to BIA Financial Network esti-
mates for 2003. WQMG and WTQR also
are 1-2 in afternoon and morning drive.
WOQMG has a 9.4 in the morning and an 8.2
in the afternoon in the latest Arbitron rat-
ings, while WTQR is close behind with a 9.2
and an 8.0.

Entercom’s Triad vp/gm Millar says he is
pleased with the progress his company has
made since it entered the market in 1999.
“We've got three of the top four, so we’re on
the way to completing our long-term strate-
gv,” he said.

Clear Channel changed formats on one of
its stations last year when Classic Country
station WWCC-FM became Contemporary
Hit Radio/Rhythmic WGBT-FM. The
move to a more Urban format seems to be
working for the station in a market that has
an African American population of 18 per-
cent, higher than the average of 13 percent
for the top 50 markets.

WGBT ranks eighth in total-day share
with a 3.4 in the spring Arbitron book. Clear
Channel market manager Cheryl Salomone
says WGBT is performing better than its
Country predecessor and that some on-air
changes are planned to try to further
improve the station’s fortunes.

Salomone came to the Triad in June from
Yakima, Wash., where she ran the Clear
Channel cluster there. She replaced Morgan
Bohannon, who moved to Charlotte, N.C.,
to take a post as Clear Channel’s regional
vp/market manager.

Bruce Wheeler, gm of Dick Broadcast-
ing’s two stations, says “we’re getting the
strategic job done” by being the top Con-
temporary Hit Radio and Classic Rock sta-
tions in the market and strong performers in
the key adult 25-54 demographic, against
which “80 percent of radio buys are placed.”

The News & Record has the highest circu-
lation of the daily newspapers published in
the Triad’s three cities. The News & Record,
which is owned by Norfolk, Va.-based Land-
mark Communications, circulates 94,693
copies Monday-Saturday, according to the
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NIELSEN RATINGS / GREENSBORO

EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

Time Network Station Rating Share
5-5:30 p.m. CcBS WFMY 6.6 15
Fox WGHP 6.5 14
NBC wXil 6.4 14
ABC WXLV* 3.4 7
UPN WUPN-* 1.8 4
wB WTWB® 1.6 4
Pax WGPX* 0.8 2
5:30-6 p.m cBS WFMY 7.7 16
Fox WGHP 6.5 14
NBC wixll 6.4 14
ABC WXLV 3.4 7
WB WTWB* 2.0 4
UPN WUPN* 1.8 4
Pax WGPX* 0.8 2
6-6:30 p.m. cBS WEMY 9.6 18
NBC WXI| 8.0 5
Fox WGHP 7.3 14
ABC WXLV* 3.1 6
w8 WTWB* 2w, 5
UPN WUPN* 14 3
Pax WGPX* 0.9 2
Late News
10-11 p.m. Fox WGHP 8.4 13
UPN WUPN 1.0 2
11-11:30 p.m. NBC WXl 9.8 19
CcBS WFMY 7.5 14
WB wTwe* 3.4 7
Fox WGHP* 33 7
ABC WXLV 1.1 2
UPN WUPN* 1.1 2
Pax WGPX* 1.0 2

“Non-news programming. Source: Nielsen Media Research, July 2004

Audit Bureau of Circulation preliminary
spring report. This is a drop of 953, or
roughly 1 percent, from the previous spring.
The Greensboro paper’s Sunday circulation
1s 113,675, according to ABC, a decrease of
361 since the previous report.

The News & Record is in the process of
developing a teen page, which it plans to run
on Thursdays and probably will roll ourt in
November, says managing editor Morris.
The teen page is part of the newspaper’s
recent efforts to target a younger demo,
which also involved the April 2003 launch of
go'Triad, a weekly arts and entertainment
tabloid inserted in the daily on Thursdays
and placed in racks in Greensboro, High
Point and Winston-Salem.

Robin Saul took over as the News &
Record’s president and publisher in March,
replacing Van King, who retired after 12
years at the newspaper. Saul came to Greens-
boro from another Landmark property, the

Carvoll County Times in Westminster, Md.

The Winston-Salem Journal has the sec-
ond-highest circutation among the Triad
dailies, with 86,524 Monday-Saturday and
97,409 Sunday, according to the ABC spring
report. Those numbers are off slightly from
the previous year; down 175 daily pages and
38 Sunday pages.

Like most newspapers, the FJowrnal,
owned by Media General of Richmond, Va.,
is targeting the youth audience. Part of that
strategy was redesigning the newspaper’s
weekly entertainment section called Relish,
and moving it from Friday to Thursday in
October 2003. The section was converted
from a broadsheet to a tab and more color
and graphics were added to try to give the
section more of an edge in an effort to try to
get younger readers intcrested in the larger
newspaper, says Journal vp/gm Taylor, who
added that the newspaper’s travel page also
has been moved from Sunday to Friday to
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appeal to the weekend-traveler audience.

‘The Journal also is working closely with
nine other Media General papers in North
Carolina and one in Danville, Va., to offer ad
rates to clients who may “want to reach a
larger footprint” regionally, Taylor says. “It's
been pretty successful, particularly on the
classified side.”

The Winston-Salem daily also works
closely on news sharing with WGHP-TY,
which broadcasts from the Jowrnals newsroom
most days. The Journal also has put on a
health expo with WXII-TV the last two years.

The High Point Enterprise has a new pub-
lisher and impending ownership change fol-
lowing the death in May of publisher and
half-owner Randall Terry Jr. Rick Bean
became publisher in the spring, moving to
the High Point-based newspaper from The
Daily Dispatch in Henderson, N.C. Paxton
Media Group, of Paducah, Ky, shared own-
ership of the Enterprise with Terry, and since
his death has been in the process of becom-
ing sole owner.

The Enterprise, like the dailies in the two
other 'Triad cities, has experienced a drop in
circulation. The paper’s Monday-Saturday
circulation is 29,138, a drop of 868, or 2.9
percent, over a year, according to the spring
ABC figures. Sunday circulation is 30,061, a
decrease of 1,071, or 3.4 percent.

"The Enterprise also publishes a free week-
ly entertainment publication, called ESP,
which is aimed at a youth audience. ESP,
which comes out on Wednesdays, has a circu-
lation of about 18,000.

In addition, the Paxton Media Group
owns two community papers in the area, the
weekly Archdale Trinity, which has circulation
of about 3,500, and the three-day-a-week
Thomasuville Tines, which has circulation of
just less than 5,000, Bean says.

The Business Journal Serving the Greater
Triad Area, a weekly owned by American
City Business Journals of Charlotte, N.C,, is
the lone business paper in the market since
the Triad Business News, which also was
owned by the High Point Enterprise, ceased
publication two years ago. The Business Jour-
nal, which began publishing in 1998, pur-
chased its former competitor’s subscription
and advertising lists.

Fairway Outdoor Advertising is the dom-
inant company in the Triad out-of-home
advertising market, with 802 30-sheet
posters, 354 permanent bulletins and 92
rotary bulletins. Lamar Outdoor Advertis-
ing, with 120 boards, is the other significant
player. L
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Struggling to hecome a truly national TV sport, the NHL has
dealt itself a Serious blow with the players’ lockout.
Can it et back on its skates? BY KEITH DUNNAVANT
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FOI‘ yeaps’ the National Hockey League has been burdened by its own contradictions.

In Canada, the sport borders on nadonal obsession, but it seems national in name only in the
United States. The league has long billed itself as one of the Big Four professional sports alongside
the National Football League, Major League Baseball and the National Basketball Association, but it
comes off more like a poor cousin by comparison, struggling to live up to an impossible standard.
Though the sport inspires tremendous passion among a devoted fan-base, especially in tradition-rich
cities such as New York, Boston and Philadelphia, it also confronts widespread apathy, particularly in
areas of the South and West where, until recently, hockey was little more than a rumor. And to make
matters worse, the league struggles with major-league problems—just last week a labor impasse
between owners and players boiled over into a potendially devastating lock-out—but appears equipped
with minor-league resources.

All this conflict is reflected in the NHL television presence, which has proven to be both a bless-
ing and a curse. Since the early 1990s, when the league started expanding aggressively, especially
across the Sun Belt, TV has played an unquestioned role in exposing the league to a much larger audi-
ence outside its traditional footprint. Coverage on ESPN and ABC is the reason young boys and girls
in states like Nebraska and Georgia now grow up gravitating to the game, which can only empower
the league in the years to come. But too much of a good thing has also been costly to the NHL, which
this season will see TV revenues plummet—if there is a season. The league’s determination to exploit
the mediumn has resulted in a massive overexposure of the sport, significantly reducing ratings and
leverage while contributing to the financial woes roiling the sport.

“The last few years, we've been running into the wind,” says John Litner, NHL chief operating
officer. “We've only had a real big natonal television presence since the early ’90s, and yet the other
major sports have been able to condition fans over a period of decades, so it’s a slow process. And, like
everyone else, we've faced the problem of audience erosion caused by the increase in viewer choices.”

When the league’s five-year, $600 million deal with ABC and ESPN expired at the end of the
2003-04 season, the NHL had little choice but to enter into a zero-dollar revenue sharing deal with
NBC. While the NHL will earn a reported $60 million this year from a new cable-only contract with
ESPN2, the NBC pact is structured in the mold of the network’s recent deal with the Arena Football
League, which dangles back-end potendal profit-sharing in lieu of a rights fee.

According to the NHL, the league and its franchises lost $273 million on revenue of about $2 bil-
lion during the 2002-03 season, casting a cloud of doubt over the long-term viability of several fran-
chises. Even though the league says more than half of its 30 teams are losing money, the average play-
er’s salary has soared to about $1.7 million. The lack of big national television-rights fees even remote-
ly comparable to the NFL, MLB and NBA leaves the NHL struggling to bridge the gap between
resources and commitments. Something has to give.

After several months of pushing the players’ association to accept some sort of revenue-sharing as
the NFL and NBA have done, the owners allowed the league’s collective bargaining agreement to
expire Sept. 15, refusing to work under the old deal one day longer. Barring a settlement, the result-
ing lock-out threatens to delay or cancel the 2004-05 season, which leaves television partners NBC
and ESPN on the sidelines, waiting anxiously like millions of fans. “When they’re ready, we'll be
ready,” says NBC Sports president Ken Schanzer.

Regardless of when the next season starts, one thing seems clear: TV will play a large role as the
NHL struggles to keep faith with the fans while rying to sadsfy its big-league ambitions.

Toa gl'eatel' degree than the other leagues, the NHL must walk a fine line in trying to create a
stronger national footprint while protecting the individual franchises’ lucrative local cable and broad-
cast packages. “It’s a balancing act for us,” says Litner. “This sport has a great tradition of regional
telecasting, and it’s very important to the clubs, so we have to be careful not to dilute those packages.”

For years, the NHL struggled to land major national TV exposure. Then, almost overnight, it was
confronted with a problem no one expected: Too much hockey, especially on cable.

Four years ago, ESPN and ESPN2 ran a total of 127 games. Every year since then, the all-sports
channels have reduced exposure in a desperate attempt to stabilize ratings. Last year, ESPN’s 27 tele-
casts averaged a 0.5 household rating, roughly flat from the previous season. ESPN2’s 50 games pulled
2 0.2, also flat. In the key demographic of men 18-34, the news was better, but only for ESPN: It deliv-
ered a 0.46, up 44 percent, while ESPN2 drew a 0.16, down 12 percent.

“Hockey has been overexposed, no doubt about it,” concedes Mark Quenzel, ESPN’s senior
yp/programming and production. “There just aren’t enough great teams and great players to support
that large number of games.”

Although the audience for televised hockey remains puny compared to football and baseball, the
game tends to attract a demographically rich audience. “Hockey skews a little more male, a little more
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"We've worked very hard to
improve the televised experience
in recent years. The great
equalizer is high-def. It's like
watching from the front row right

4 next to the glass.” NHL'S LITNER
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upscale and a little younger,” says Sam Sussman, media director at
Starcom. “But from a numbers standpoint, it’s miniscule compared to
some of the other options.”

In addidon to having too much product on the air chasing too few
viewers and advertisers, ESPN struggled in the face of league-mandat-
ed blackouts to protect local team packages and to overcome an incon-
sistent schedule, which prevented any sense of appointment viewing.
Determined to tackle all three problems, this year the Disney unit will
air just 40 games—all on ESPN2, all on either Wednesday or Sunday
nights, all game-exclusive. Unlike previous years, the channel will not be
blacked out in New York, for instance, when it shows a Rangers game,
which should bolster ratings. “This is all about simplifying our message
to the hockey fans and tapping into those strong local draws, which we
haven’t been able to do in the past,” Quenzel says.

With nearly 50 percent fewer games available on national cable,
ESPN, which has been on the defensive amid disappointing hockey rat-
ings for three years, expects to be able to raise rates by significantly
reducing available inventory.

But some problems are harder to solve. “Despite the geographic dis-
persion of teams, the NHL is still generally a regional sport,” says John
Rash, senior vp/director of broadcast negotiation at Campbell Mithun
in Minneapolis. “The continuing dilemma for the NHL is to galvanize
the significant interest in the various local hockey markets during the
regular season to create a genuine excitement for the playoffs. They just
don’t seem to be able to do that, and so the Stanley Cup doesn’t have the
same profile as the NBA Finals or the Super Bowl.”

The reduction in ESPN’s inventory should also benefit NBC, which
plans to launch coverage in January, with seven regular-season Saturday
dates (including as many as four regional games per day) and the Stanley
Cup Finals. After walking away from several high-priced major sports
properties in recent years—including the NFL and NBA—INBC lever-
aged the revenue-sharing model created for the Arena league to land the
NHL. If NBC hits its revenue goals, the NHL could score big. But
hockey was hardly in a position to hold out for a better deal.

Attracted by NBC’s traditional strength with the young male demo
and the network’s willingness to commit significant resources to pro-
moting the league, the NHL hopes the one-year partnership will be the
first season of a potential long-term investment. “We see it as a great
opportunity to grow our game as never before, to tap into NBC’
strengths to reach a whole new audience,” Litner says.

In recent years, ESPN and others have exploited new technologies
and unusual camera angles in a blur of in-your-face production tech-
niques. But both ESPN and NBC plan to place more emphasis on sto-
rytelling, going beyond the action on the ice to humanize the players. “I
think we can lift hockey by presenting it in a way that’s interesting and
understandable to the audience,” Schanzer says. “You need some luck.
You need some good games. You need some stars. You need some inter-
esting stories. At the most basic level, it’s just like any other major sport.”

But hockey is different. Football, basketball, baseball and other
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sports are much more accessible to the casual fan. There’s nothing quite
like watching a hockey game in person: The speed and intensity is
almost beyond description. It just hasn’t translated as well onto
TV...undl now.

More than any other league, the NHL is salivating at the coming
revolution in high-definition television. A significant number of
ESPN2’s games this year will be available in HD, but the universe
remains tiny. NBC has yet to announce any plans to marry HD tech-
nology with the NHL, although the network sees tremendous long-
term potental. “We’ve worked very hard to try to improve the tele-
vised experience in recent years, with things like robotic cameras and
better audio,” Liter says. “But the great equalizer is high-def. When
you’re watching a hockey game in high-def, it’s like you’re watching
from the front row right next to the glass.”

“All sports benefit from high-def,” adds Schanzer. “But hockey is
better by a quantum leap. Its a totally different sport in high-def, and
the NHL is going to benefit from that in the years ahead.”

But before every game is shown in HD, pro hockey has its big prob-
lems to solve. Regardless of whether the NHIs 88th season—set to
begin Oct. 13—is delayed or shortened by a work stoppage, the league
must figure out how to balance the books and broker a lasting peace
between the players and owners. Otherwise, it faces an uncertain future,
including the possibility of franchise contraction, which could reverse
many of the gains it has achieved over the last decade.

[n many ways, television holds the key. How well the league exploits
TV in the years to come will play a large role in shaping the NHL into
its second century. Finding a way to generate more national TV money
would greatly diminish many of its financial problems. Luring more
new fans through the portal of the televised experience would create a
broader base, and give the league enhanced leverage. “Ielevision is a
fundamental part of growing our sport,” Litner says. “If we market it
correctly, people will tune in and watch in even greater numbers, and
that will pay off in a number of different ways.”

"I think we can lift hockey by
presenting it in a way that's

= interesting and understandable.
¥ You need some luck. You need
some good games. You need
some stars.” NBC'S SCHANZER

The NBC deal, which smacks of desperation now, could turn in the
NHL favor if the network can effectively raise the league’s profile and
ratings while cutting the owners in for a piece of the action. Given the
alternative, the risk for the NHL is low and the potentially payoff could
be significant, especially if ESPN2’s strategy stokes greater demand for
a previously overexposed sport.

But if the season is disrupted, many fans will feel betrayed, and the
impact on ratings and advertising will only cloud the league’s immediate
future even more.

“If the worst happens, there will be a pullback,” says Starcom’s
Sussrnan. “But how long is the hangover? And what kind of long-term
impact does that have on the NHL as a sport and a television property?
These are questions no one can answer.” =

Mediaweek alumnus Keith Dunnavant frequently writes about sports.
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d-justment
DVRs have created a new medium-—
one where the viewer calls the shots.

Advertisers are learning to respond
BY ANN M. MACK

!! s commercials whiz by at 60 times regular speed,
I'll often see something or someone that catches
my attention,” a TiVo enthusiast confesses in an

11:56 p.m. Web posting in late August.

The Santa Rosa, Calif., resident—who goes by the screen
name “heyitscory”—then asks the TiVo online community
forum, “What was the last commercial that made you go back
and watch it?”

“The Starbucks ad with Survivor singing a new version of
‘Eye of the Tiger.”” answers one, known to community mem-
bers as “islander.”

“T'had TiVo’ed a preseason football game and saw the Coors
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Lite sexy-twins commercial flash by when I was 30-second skip-
ping. Naturally, I had to go back to see the twins,” relays some-
one nicknamed “Rkkeller,” telling the virtual group that it was
the first spot he had seen in weeks.

“Suuuussssshhhhh!,” reprimands “Rcrew.” “Please don't
talk about commercials that catch your eye quickly enough to
get you to stop and watch. They are reading this forum, and
you’re giving them exactly what they are looking for! If you
keep it up, we’ll never successfully skip again.”

The Big Brother-esque paranoia is not unfounded. They—
i.e., all those with a stake in keeping television advertising alive
and well, from advertisers and agencies to TV networks and
cable and satellite operators—are watching as TiVo and oth-
er personal video recorders, or PVRs, gain ground.

Just as consumers are taking control of their TV-viewing
experience with devices that let them record, play back, fast
forward, rewind and pause programming, so too are some in
the ad and media industry in shaping the future of television
advertising. Even though PVRs, also referred to as digital video
recorders or DVRs, were in only 2.9 million, or 2.7 percent, of
U.S. households at the close of 2003, according to Carmel,
Calif.-based Kagan Research, they are expected to reach crit-
ical mass in a decade’s time, thanks to cable operators bundling
DVR software into their set-top boxes and the falling price of
stand-alone devices.

By the end of this year, Kagan predicts that 6.6 million, or
6 percent, of U.S. households will own PVRs, and by 2009,
those figures will reach 37.9 million, or 32.2 percent. By 2014,
DVR penetration is expected to close in on cable’s reach, at
62 million, or 49.2 percent of homes.

Forecasts like that have advertisers such as Pfizer, Chrysler
and Coca-Cola experimenting with options outside of the
traditional 30- or 60-second spots. Alternatives range from
sponsorships and product placementand integration to long-
form commercials, interactive advertising and ad-supported
video-on-demand.

“We're paying deference to the fact that the [PVR] is
going to be something that’s here to stay,” explains Scott
Grenz, director of media at Pfizer Consumer Healthcare in
Morris Plains, N.J.

The over-the-counter healthcare division of Pfizer put $320
million of its $375 million media budget behind TV last year,
according to Nielsen Monitor-Plus, and “it’s a very effective
medium for us,” acknowledges Grenz. “But anytime changes
take place in any medium that we communicate to our con-
sumers in, we have to allow for those changes, and we have to
try to be on the forefront in terms of what’s out there in new
technologies, new options, new venues.”

With good reason. TiVo reports that its 1.9 million sub-
scribers (more than 1 million of which come from the com-
pany’s joint venture with DirecTV) tend to skip three-quarters
of the commercials in pre-recorded programs and half dur-
ing prime time.

“Our audience, if they’re skipping, they’re skipping the
entire pod for the most part. They are not selectively choos-
ing what commercial to watch,” reports TiVo director of adver-
tising and research sales Kimber Sterling. In other words, says
Sterling, even an entertaining commercial is likely to get
zapped when it shares company with what consumers expect
to be mediocre or bad ads.

The days of denial, when it was common to hear a media
executive say, “I hope to retire before these changes take
place,” or a delusional creative director say, “I don’t think con-

Brian Stauffer/theispot.com



sumers are skipping TV spots,” are slowly being replaced by
the age of acceptance, characterized by glass-half-full optimists
who view PVRs as opportunities rather than threats.

“It’s a change to the way people are going to consume
media, and any time there's a change, there’s an opportunity,
it vou’re willing to be flexible and take advantage of it,” says
David Rooney, director of media operations and cross-brand
marketing at Chrysler Group.

The Auburn Hills, Mich.—based automaker, which spent
$850 million on TV ads last year, according to Nielsen, con-
centrates much of its nontraditional broadcast efforts on prod-
uct placement and integration and content development.

The Chrysler 300 C will return in NBC’s season premiere
of ER this Thursday, after playing a pivotal role in May’s finale
clifthanger.

The car maker has also worked closely with NBC to inte-
grate its Jeep brand into Fear Factor and to develop Jeep World
of Adventure Sports, a Saturday-afternoon program that focus-
es on extreme sports. Both shows befit the brand’s “go any-
where, do anything” mantra. And this December, Dodge will
be incorporated into a Tim McGraw special, also on NBC.

“Viewers have a certain tolerance for product placement,
[but] if you go beyond a level that they feel comfortable with,
erther with blatant misuse of their relationship with the pro-
grammer or an over-commercialization of the show, you can
actually cause harm to the
brand,” notes David Ernst,
executive vp, director of
futures and technologies
at Interpublic Group’s Inii-
tiative in New York. “Butif
done right, product place-
ment can be a very effec-
tive way of reinforcing
brand messaging.”

With companies such as
Coke, Home Depot and
America Online inserting
their brands into program-
ming like American Idol,
Trading Spaces and the
World Series, it’s not hard
to fathom that 51 percent
of 55 marketers surveyed by

Interactive

Called Showcase, TiVo's ad package lets advertisers aug-
ment their TV commercials with long-form content and lead-
generation capabilities.

In June, Charles Schwab & Co. became the first financial-
services company to use TiVo’s technology. A 30-second spot
starring golfer Phil Mickelson was made interactive, allowing
TiVo subscribers to move from the commercial into a four-
minute video and watch three segments hosted by the golf pro.
Viewers of the Showcase could also order information on
Schwab’s golf-rewards program.

“It’s the TV-plus approach,” says Jason Kuperman, direc-
tor of operations at Tequila in Los Angeles, who oversees
branded content for the marketing service unit and its sibling,
TBWA\Chiat\Day. “It allows us to do stuff that’s longer-form.
It gives us more freedom with the format.”

The Omnicom Group shops crafted a campaign for the
Nissan Z for Showcase last November and is considering anoth-
er for the Gardena, Calif.-based automaker this fall. “It gave
us great results from the hand-raisers, as far as a direct-response
medium,” adds Kuperman.

At seven years old, Alviso, Calif-based TiVo continues to
shed its reputation as the grim reaper of TV advertising by
making marketer-friendly upgrades. Its next software release—
due out in a few months—will feature a fast-forward billboard,

‘When you’re watching American Idol, there’s no reason you
shouldn’t be voting from your remote.’—Kimber Sterling, TiVo

YOU CAN (ALMOST) ALWAYS GET WHAT YOU WANT: Best Buy sponsored Rolling Stones concert footage on the TiVo
Showcase to promote the availability of the group's live DVD collection at the consumer electronics chain.

Cambridge, Mass.—based
Forrester Research said
they would put more money behind product placement if large
numbers of consumers could skip commercials while watching
TV. And 53 percent said they would spend more on sponsor-
ship of TV content and 45 percent on interactive advertising
during programs.

Therein lies the great potential of these new technologies:
interactivity. Today, viewers typically interact with TV programs
or advertising via the Web or their mobile phones, whereas
tomorrow, audience participation could shift to the remote.

“When you're watching American Idol, there’s no reason you
shouldn’t be voting from your remote. It shouldn’t be from a
cell phone; it should be from your television,” says Sterling.

TiVo has been courting marketers with the promise of inter-
activity, measurability and long-form advertising since 2001,
when Lexus ran the inaugural campaign on the DVR provider’s
promotional platform. (lor more on the polential for viewership
data, see story on page 29.)

which will enable advertisers to insert graphics and text to grab
the attention of fans of the fast-forward function. “Itwill be an
opportunity for the advertiser to create a speed bump to get
another chance to bring the person back into the commer-
cial,” says Sterling.

During the past year, EchoStar Communications Corp.’s
Dish Network, an Englewood, Colo.-based satellite-TV and
DVR provider, has started to offer packages similar to TiVo’s
through Turner Media Group. Advertisers like Meineke and
Stihl have embedded triggers in their TV spots to enable more
than 9 million of Dish’s 10.1 million subscribers to go to
virtual pages or long-form programs about their products or
services, explains David Rudnick, chief operating officer at
Turner Media Group in Denver.

But the question remains: Unless it’s a movie trailer, what
would possess a serial skipper to watch advertising that ranges
from two minutes to 30? All agree that it has to be entertain-
ing, informative and, above all, relevant to draw that consumer
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WHO MAKES A SPECIAL TRIP TO BUY CHEESE PUFFS?
WHO PLANS A FAMILY VACATION TO COOPERSTOWN?
WHO CONSIDERS UNWASHED SOCKS LUCKY?

WHO WEARS THEIR BASEBALL CAP INSIDE OUT?
WHO SPENDS MORE TIME PREPARING FOR A

FANTASY DRAFT THAN A CLIENT MEETING?
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in and keep him or her captivated.

One would think advertisers and agencies would jump at
the chance to break free from the 30-second shackles that have
confined their storytelling, just as BMW did with its Web films
and American Express with The Adventures of Seinfeld & Super-
man. But many can't, in good conscience, justify throwing big
money at producing original content for these platforms when
the penetration levels are still fractional.

“To date, because the footprint has been smaller, most of the
content that we’re getting on TiVo is either already existing or
being repurposed for the TiVo environment,” reports Sterling.

He predicts that will change, however, as PVRs become
more mainstream. After all, “there really is no marketer that
wouldn’t rather engage their target audience for three min-
utes or five minutes versus 30 seconds,” he reasons. “When
you get a consumer to make that commitment to your brand,
they’ve got to be a lot fur-
ther along the purchase
cycle by the end of that
engagement.”

In the meantime,
advertisers are marrying
their existing assets
with new television tech-
nologies in an attempt to
reach remote-control-
happy consumers. One
short-term solution is
targeted or addressable
ads, notes Forrester sen-
ior analyst Eric Schmitt,
RISKY BUSINESS: After integrating the brand into fast sea- because “it  doesn’t
son's Apprentice—and saying the gamble paid off—Chrysler is
looking for more alternative advertising opportunities.

require consumers to
change behavior.”

Comcast  Spotlight,
the advertising-sales division of Comcast Cable, for one, offers
segmentation products that enable advertisers to customize
ads with messages that are relevant to geographic, demo-
graphic or psychographic subsections of markets. (The tech-
nology is provided by New York-based Visible World.)

“You don’t need to speak to the masses if you can speak to
those few and you have the content that is relevant to that per-
son,” explains Hank Oster, vp and managing director at New
York-based Comcast Spotlight. The products, called Adtag and
Adcopy, are now available in the Top 25 DMAs and are being
rolled out to the rest of the cable company’s 70-plus markets.

Publicis Groupe’s Fallon used the segmentation tools about
six months ago to speak to specific Chicago neighborhoods
on behalf of United Airlines’ low-cost carrier, TED.

“If you're going to skip an ad, you’re going to skip an ad,”
concedes Stuart D’Rozario, group creative director at Fallon
in Minneapolis. Targeted ads, however, make what has his-
torically been an impersonal mass medium personal, he says.
“It allows you to connect at a more specific level and a more
personal level with people.”

Another alternative under consideration by marketers
such as Pfizer, Remax and Chase Card Services is ad-sup-
ported video-on-demand. Last week, Chase and four other
advertisers began running spots supporting Discovery Net-
works’ VOD content in the Philadelphia market; working in
the same way as the PBS model, a sponsorship message and
commercial appears at the beginning and the end of the pro-
gram. The financial-services company, which spent nearly
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$75 million on TV in 2003, according to Nielsen, will gauge
consumer response through tracking mechanisms builtinto
the spots.

“No one’s going to make their number based on the test,”
admits Manning Field, first vp of brand management at Chase
Card Services in Wilmington, Del. “But getting access to learn-
ing on us, as well as aggregate learning on the other advertis-
ers—in terms of how many people viewed it, did they fast-for-
ward, when did they tune out—is very important to us.”

The knowledge to be gained from these efforts is what’s in
it for most advertisers who are taking part in these carly exper-
iments. Many see their participation as “low-risk,” which often
translates to low cost. It only stands to reason that the sellers
of such infant ad models would cut the pioneers a break; afier
all, big-brand-name-dropping can’t hurt.

“I think the partners we’re dealing with are eager to have
some credible brands in their space, and [ think it's something
they want to induce advertisers to get comfortable with,”
explains Pfizer’s Grenz.

Product placement or integration deals, on the other hand,
are another story, with several carrying price tags well into the
millions, depending on the terms.

“There are so many apples and oranges on the table here,”
says Forrester’s Schmitt. “It’s overwhelming and I think
that the [industry] collectively doesn’t know what to do. You're
not going to have all of these 25 permutations of things
10 years down the road. I think the industry is going to want
simplicity.”

It’s a shock to an established system that is accustomed to
buying time in 30-second increments to air primarily during
a8-11 p.m. prime-time window. As time-shifted viewing increas-
es, “suddenly dayparts become irrelevant,” observes Chrysler’s
Rooney. “We go from fighting across three hours to fighting
across 24 hours.”

Such uncertainty and flux have some calling for stan-
dardization, so that television avoids the creative and media
Wild West that reigned during the early days of the Internet.
But others say that’s premature.

“I'm against it because I think you should date someone
before you marry them,” comments Mitch Oscar, executive
vice president at Carat Digital, a New York-based division of
Aegis Group’s Carat that was formed seven months ago to
investigate new forms of technology affecting TV. “Let’s get a
sense of it before we try to lock in standards that preclude peo-
ple from participating. Eventually we’ll have to, but we can’t
do it now because it would be too limiting.”

Until then, Schmitt says, advertisers will have to vote with
their dollars. “Nobody likes change. It’s a mess, and there are
risks,” he says. “You're going to make mistakes. ... When you
look for alternative outlets, there are no safe bets.”

Last year, Chrysler gambled on NBC'’s first season of The
Apprentice and won. As the exclusive car sponsor of the
Donald Trump reality series, the brand was integrated into the
show’s content and was reinforced during commercial breaks.
Now a gaggle of companies, including Mattel, Procter &
Gamble and Levi Strauss & Co., have signed on to be incor-
porated into season two, and Chrysler is looking to place its
next wager. “We took the risk; we think we won,” says Rooney.
“And we want to keep moving on. Maybe there’s another enve-
lope we can push a bit.”

Ann M. Mack is interactive editor at Adweek.
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Sizing Up PVRs

Set-top technology like TiVo could
change the way viewer data is
collected— someday sy tonv case

he consensus among advertising research executives is
that digital video recorders could revolutionize the
methods of collecting TV-viewership data, refining the
industry’s understanding about who’s watching what
program and what commercial when and for how long.

With 70 percent or more of TVviewing households relying
on the boxes to receive their programming, and more and
more signing on to manipulate programming using DVRs and
other time-shifting devices, buyers could get viewing data that
is close to a census, rather than relying on the ratings based
on much smaller samples from Nielsen Media Research.

“There’s no question we see the future of television meas-
urement clearly being focused—not on the sampling method,
but on data-oriented measurement,” says Tim Hanlon, svp of
Starcom Worldwide.

Hanlon notes that audience measurement “is already
behind, given where television and technology are today.
DVR, on-demand, all these new wrinkles
in TV viewing clearly suggest a more sen-
sitive and comprehensive source of
measurement both for programmers
and advertisers.”

So far, Nielsen, owned by Mediaweek
parent VNU, has not been able to
include DVR households in its sample,
since only an estimated 3 percent of TV
households have the devices. But with
the rapid growth of DVR sales, that is
projected to change rapidly, thanks to
an aggressive push by cable operators.
By the time Nielsen's plan to deploy a more advanced meter—
which has been in development for several years—actually
occurs, DVRs could be in one out of five households.

To its credit, Nielsen has made moves to keep up with TV
technology. Last March, the company said it plans to include
time-shifted viewing from DVRs into its ratings beginning next
July. A month earlier Nielsen said it was teaming with TiVo to
build a panel of 10,000 TiVo homes to produce data about
time-shifting and other video-recorder uses. And it was report-
ed last month—with few details emerging—that Nielsen was
in early talks with major cable operators like Time Warner
Cable, Comcast and Cox Communications about creating an
audience-measurement system based on digital-cable boxes.

Selling data from set-top boxes is not new. Highly “granu-
lar” data culled through set-top boxes has been available—
and sold to marketers, researchers and network executives—
for years, notes Kimber Sterling, director of advertising and
research sales at TiVo. Sterling, a former media planner on the
Dell account with Goldberg Moser O’Neill and founder of the
media department at Butler, Shine & Stern, recalls: “The feed-

Interactive

back we would always hear from clients is how do I know my
spending is justified? Even if the data is reliable—which it’s not
because it’s within the margin of error—what does it mean in
terms of sales, intent to purchase? When you blend our abili-
ty to measure with the interactive ad platform we are creating,
you see this technology taking off.” TiVo counts as clients BMW,
Charles Schwab and Walt Disney Co.

Still, aggregating data out of millions of set-top boxes may not
be as easy as it sounds. Even Hanlon—a longtime critic of
Nielsen’s methodology who refers to the company’s “chokehold
on the TV measurement of today”—concedes, like others, that
the sheer expense bars the creation of other forms of measure-
ment. He also gives credit to Nielsen for starting measurement
on media such as out-of-home and gaming and for its TiVo rela-
tionship. Hanlon looks for technology to present “a better
story than what we see today to get a much cleaner and closer
view of what people are really watching.”

Then there’s the privacy issue. “You have to be careful about
how detailed such data can get,” says Hanlon. “But it is fair to
say we can get much more granular about viewing habits with-
out violating privacy.” He points out that the ability to meas-
ure in aggregate by ZIP code, for example, is a far more
detailed measurement than a simple sampling of males ages
18 to 49. “The sad reality is that marketers, when wanting to
use TV, always had to dumb-down into media metrics that are
broad and may hit the target audience but which may have
excess audience.”

David Poltrak, executive vp/research and planning at CBS

———— Television, says that the small number and
nonrepresentative demographics of DVR
households limit the research potential.
DVR owners, he explains, “are early
adopters. We know from our research that
TiVo owners are not even representative of
DVR owners.” He says that data from those
sources “has to go through the same scruti-
ny as a Nielsen or an Arbitron.” Still, he
adds, the technology “does represent a lot
of new potential in ways we can measure the
medium.”

S Poltrak sees the future as “multi-opera-
tional, where you measure the same thing in different ways. "He
says, “We need to see [not only] the participation rate increase
but also the census-type data for the percentage of the overall
population that will allow us to do modeling and more sophis-
ticated research. More and more we will rely on qualitative
research to study the environments of programs and which mes-
sages work in those programs. This has been done on a propri-
etary basis but will have to be done on a more ongoing basis in
syndicated form. There’s a great opportunity going forward.”

The question remains when. “At the end of the day, we all
work for the advertisers,” says research guru Tony Jarvis, late of
MediaCom, who sits on the board of the Advertising Research
Foundation and is a member of the media research committee
of the American Association of Advertising Agencies. “If things
don’tget better alot faster [regarding audience measurement},
America will remain so far behind the rest of the world. This is
the country where advertisers spend the largest amount of dol-
lars in TV. We really need something a lot more sophisticated.”

Tony Case is a contributing writer to Mediaweek.
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TV STATIONS

Wendy Wilk was named bureau chief for
Hearst-Argyle Television's Washington
bureau. She had been managing news
editor for Fox Television O&0 WTTG-TV,
also in Washington...Elsewhere in D.C.,
Eric Meyrowitz was upped from general
sales manager to vp and general manag-
er of WBDC-TV, Tribune Broadcasting's
WB affiliate in the market.

MAGAZINES

Dan Fuchs, most recently associate pub-
lisher of the defunct Lifetime, published
by Hearst Magazines and the Walt
Disney Co., was named associate pub-
lisher of O, The Oprah Magazine. Fuchs
replaces Sally Preston, who joined
Rodale’s Organic Style as vp, publisher,..
Scott Kerr, previously marketing director
at Condé Nast's GQ, was named director
of marketing and strategic research at
Time Inc.'s People.

NETWORK TV

Three programming executives have
been promoted at CBS under new enter-
tainment president Nina Tassler. Wendi
Trilling, most recently senior vp, comedy
development, was promoted to execu-
tive vp, comedy development; Laverne
McKinnon, senior vp, drama develop-
ment, was named head of drama devel-
opment (Tassler's former position); and
David Brownfield, vp of current pro-
grams, was promoted to senior vp, cur-
rent programs.

AGENCIES

Scott Tegethoff has joined Universal
McCann as executive vp, global account
director. Tegethoff will head up Universal
McCann's global L'Oreal business, a
new position. Tegethoff had been with
Starcom MediaVest Group as executive
vp, communications planning director.

CABLE TV

Tracy Dolgin was named president and
CEO of the YES Network, the regional
sports channel comprised of the New
York Yankees and the New Jersey Nets.
Dolgin was managing director and co-
head of the media, sports and entertain-
ment group at investment bank Houlihan
Lokey Howard & Zukin.
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EDITED BY ANNE TORPEY-KEMPH

Quicktakes
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Li’ Kim repped Star at the NYC collections.

IT'S SAFE TO SAY THAT STAR was the only
magazine covering Fashion Weck in New
York whose correspondent rolled up to the
show tents on a Harley. In the celebrity dtle’s
first use of a celebrity as a special correspon-
dent for Fashion Week, hip-hop diva Lil’ Kim
hit the scene on a mean machine, flauntng
her press credentials in a hot pink leather
miniskirt with the word STAR spelled out in
rivets. She took a front-
row seat next to Bonnie
Fuller, chief cditorial
director of Star pub-
lisher American Media
Inc., at some of the col-
lections and chatted
with designers back-
stage aprés-shows.
Fuller made out well in
the deal: Besides get-

e tnatererowy No rest for the ad-weary: Displays in St. Paul

ent, fashionista-to-the-

max” observations for Srar’s Sept. 21 issue, the
correspondent presented Fuller with a dia-
mond-studded watch from her own Royalty
by Lil’ Kim collection... Vaniry Fair editor
Graydon Carter made the rounds last week to
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talk about his new book, What We've Lost:
America Under the Bush Administration, which
draws on his ant-Bush editor’ letters over the
past 16 months as well as thousands of pages
of research. Carter did interviews with Charlie
Rose for his PBS series, Deborah Norville on
MSNBC, Al Franken on Air America Radio,
and National Public Radio’s Brian Lehrer,
who asked Carter if he has any aspirations to
run for office himself. The editor/author, an
avid smoker who has grappled with New York
City Mayor Michael Bloomberg over his anti-
smoking policies, said he might consider run-
ning for mayor on a bring-smoking-back-to-
the-city platform. .. After about three weeks of
wrangling to get his November cover subject
to agree to be interviewed, Runner’s World edi-
tor in chief David Willey decided to take this
one himself. Willey had heard during the
presidential primaries that Sen. John Edwards
was an avid runner, and when he accepted
John Kerry’s invitation to run on his ticket as
the Democratic vice presidental candidate,
the editor contacted Edwards about doing a
cover teature. “He’s very private about his
running; he’d never talked about it before,”
said Willey, noting that Edwards has been
running for 30 vears and has run five
marathons. But Edwards finally agreed, mect-
ing with Willey and crew at a Flint, Mich,,
campaign stop for interview and photo shoot
in sneakers and shorts. Willey wrote the story
himself, a rarity for him, and the results will
appear in R’ November issue, due out next
week. Willey has only one regret: that
Edwards wouldn’t
agree to be his run-
ning mate...No won-
der consumers get
pissed off about
intrusive advertsing:
Through a parter-
ship with Alive-
Promo, a Minnea-
polis-based provider
of digital signs,
NextMedia is plan-
ning to install net-
worked digital ad boards in Minneapolis and
St. Paul restrooms. The digital boards display
high-resolution, animated advertsing through
a process that allows advertisers to change
content remotely using the Internet. L
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NIELSEN MEDIA RESEARCH THE HOLLYWOOD REPORTER’S BOX OFFICE

THIS  LAST WEEKEND DAYS IN TOTAL
TOP HARDWARE & ELECTRONICS ADVERTISERS WEEK  WEEK PICTURE GROSS RELEASE GROSS
US, Home and Work
Week Ending September 5, 2004 | NEW  RESIDENT EVIL: APOCALYPSE 2036273 3 20362713
Company Impressions 2 N cer 10,100,571 3 10100571
Dell Computer Corporation 329776
‘ 3 2 WITHOUT A PADDLE 4512552 24 45,518,563
Hewlett Packard Compnay 27502 | | e o e e o e e M e Do =
) 4 1 HERO 420,702 7 ,652,507
X10 Wireless Technology, Inc. 110,473 } = ! 4163250
Samsung Electronics Co., Ltd 101,605 .
‘ 5 5 THE PRINCESS DIARIES 2: ROYAL ENGAGEMENT 2932938 27 89,259,246
Toshiba Corporation 15515 i
|
Gateway, Inc. 14957 I 6 -] ANACONDAS: HUNT FOR THE BLOOD ORCHID 2,807,475 17 27578480
intel Corporation 13,306 7 n
7 4 PAPARAZZI 2,771,056 10 12,005971
Sony Corporation 12,053
18M Corporation 118% 8 7  COLLATERAL 2718073 6 92691776
palmOne, inc 1002 | | T - ——e s = B e e e e ey -
9 8 VANITY FAIR 2,613,777 12 11,096,102
Total 917299
10 13 NAPOLEON DYNAMITE 2,516,879 94 30,294,397
SOURCE: Nielsen//NetRatings AdRelevance e CCOOLIEEROEEIR
For week ending September12, 2004 Source: Hollywood Reporter
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CultureT

TEEN PEOPLE TRENDSPOTTER™ THE BILLBOARD 200

HOT PICKS FOR SEPTEMBER

Teen People’s Trendspotters are a community of self-
appointed influencers between the ages of 13-24 who
keep the magazine’s editors abreast of emerging
trends in teen culture...

NELLY

On September 14th, teens will be taking a serious
double-take when Nelly releases two albums simulta-
neously one titled Suit and the other called Sweat.
Word on the street if that Nelly’s new single is already
a hot download on itunes.

GOULASHES

Made in a variety of patterns and colors these
adorable boots are perfect for weather. From cartoon
frogs to Pucci-inspired designs, these boots are
definitly hot right now.

RED LIPSTICK AND NAILS

Bold brick red tones for lips and crimson for polishes
are taking beauty stores by storm. This classic stlye
never truly fades, but this fall, Trendspotters are
placing it in the spotlight.

JOEY

Ditzy Joey continues on his career to acting stardom,
leaving his New York roots behind for the glamour of
Hollywood. This hilarious new show will have watch-
ers asking Phoebe, Rachel, Ross, Monica, Chandler
who are they?

M&M’S CANDY BAR

Delicious miniature M&M'’s have line the M-Azing
Candy Bars, the latest treat from Mars. In flavors like
crunchy or peanut butter, these milk chocolate
delights are sure to be a must-have snack...

NOKIA 3200

This fab fashion find lets teens design covers using
their own paper and printer. There’s even a website
containing pre-macde designs that teens can mix and
match to suit their needs.

SOURCE: Teen People

|
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EAST

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: $55 per line monthly; $333 per half-inch dis-

SERVICES & RESOURCES

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

ART/DESIGN SERVICES COPY/CREATIVE

MEDIA SEMINARS PUBLIC RELATIONS

DESIGN AND
PRODUCTION
PRINT & WEB

212.290.1101

www.CreativeCopywriter.com
732.571.9672

neo

TAKE PRIDE IN YOUR JUNK

Brand-worthy direct marketing.
Raise the bar below the line. 646-522-6742

INVVision

GRAPHICS

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

COPYWRITING

Chiat/Day senior writer
chuck@thegze.com 415 563-8800

m) WEB DESIGN |
) COMPANY PRESENCE |

Rx writer wins big accounts.

mm) CAMERA READY ART | Rxwrite@aol.com 212-686-6979

) ADVERTISING

Call STEVE At: 718-544-7670

Smart. Detailed. Clear. Boyar
212-242-4603

ART DIRECTION

www.textlife.com

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

paragonmedia.com/mediaseminars. html Affordable PR Services - Send2Press.com [

MUSIC PROMOTIONS

POC Media Develops & Implements

f 4

Music Doewnload Promotions!

Contact Pat O’Connor: 610-941-1206

www.pocmedia.com

PRESENTATIONS

smoke, mirrors,
and anything else you need

for a presentation.

Packaging, Portfolios, Custom
Imprinting, Framing, and more. =

.
'Doug and Dom do steroids
| Estoblished writer/AD freelance team in healthcore
gets pumped doing award-winning work. Seg our stuff at
www.douganddom.com or call 908.996.3593

ART STUDIO

1-800-628-9512 / www.ﬂaxpresen@ations.com

RADIO COMMERCIALS

Need mechanicals,
comps or presentations
done ‘yesterday’'? s

The expert artists and equipment you need
are right here, right now. Call us today!

HISPANIC MARKETING
SERVICES

www.echovant.com /305.461.5080

Tenga's Studio, Inc. MARKETING SERVICES

60 east h2ad st 212.949.0720

www.lenqas[udio,(om HEALTHCARE ADVERTISING SPECIALIST

To the Consumer. To the Trade. To the Point.
David Upright: 973.726.9655

uprightadvertising@direcway.com

BRANDING

MEDIA BUYING &
PLANNING SERVICES

Awesome Media Pricing
Cable, TV, Radio, Print & Qutdoor
National media buyers club
www.MediaBuys.com

Media Buying Software in Excel
314 428 2459 www.mottertsystems.com

MEDIA BUYING &
TRAINING SEMINARS

“I.icensc This!”

www.cttolksrestaurant

.com/logos.htm www.mediabuyingacademy.com

RADIO PRODUCTION
we write + produce

Avingbrickredo | THE NEXT
onrs | GENERATION

OF GREAT
RADIO.

RADIO - SOUP TO NUTS
www.princeradio.com 805-584-2258

The other guys charge a fortune
to cover the cost of their big space ads.
Our Clio-winning Productions sound
great, too. But when you hear our prices,
they sound unbelievable.

800/789-RADIO Production.
Sounds almost too good to be true. Sound Design.
Copy.
Lunch.
RADIO PRODUCTION Results.
Awards.

www.wadio.com ?

World WideWadio®

L Y wW O O b

ALL GIRL RADIO
Creative and production that's alf that.

wwwallgiriradio.com LA 325 957 3309 - NY: 212 768 9717
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RADIO PRODUCTION SPANISH RADIO

SPOT PRODUCTION

WWW.RECORDLABELMUSIC.COM

| can't believe th me
slummin' it in the 23 Sifieds.

SWEEPSTAKES

SWEEPSTAKES: FOR TURNKEY SERVICES

CENTRA MARKETING & COMMUNICATIONS

Contact Bob Bell, CO0 516-997-3147, ext 12
or bbell@centramarketing.com

SWEEPSTAKES, GAMES & CONTESTS
Call Marla Altberg at Ventura Associates
(212) 302-8277 ext 3003 or
maltberg@sweepspros.com

URBAN MARKETING
SPECIALISTS

www.xelmedia.com 718 217 5217
Guerilla Marketing ¢ Product Sampling
Experiential Events s Mobile Advertising

McBone Radio 212-253-2920

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. The more you know, the smarter you'll search
VISIT ADWEEK.COM
Inprintand online,
ADWEEK MAGAZINES Classified is

THEHIREAUTHORITY
S—

OFFERS & OPPORTUNITIES

RFP - PRINT MEDIA
BUYING SERVICES

MetroPlus Health Plan, Inc., a network-model
health maintenance organization and subsidiary
corporation of the New York City Health
and Hospitals Corporation (HHC), has issued
a Request for Proposal (RFP) for a vendor to
provide print media buying services including
planning, negotiating, overseeing translations
and layouts, placing insertion orders and
collecting tearsheets. Proposer must demon-
strate expertise and experience in providing
similar services.

Proposals are due by 5 PM, October 14, 2004.
Optional pre-proposal conference takes place
September 28, 2004. Prospective vendors
wishing to receive an RFP should contact
Maritza Bolafios, Contract Liaison, MetroPlus
Health Plan, at:bolanm@nychhc.orgor by fax at
212-908-8620 or telephone at 212-908-8688.
Refer to Document Control No. 100912R033.

JOBHUNTERS:
Log Onto Adweek
Online Today

Get Help Wanted ads
from all six classified
regions of

® Adweek
® Brandweek
® Mediaweek

and much,
much more !

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

e-mail:
adweek@adweek.com

Looking for the perfect job?
ADWEEK CLASSIFIED

EMPLOYMENT

Broadcast Services Manager

The Partnership for a Drug-Free America is seeking a world-class wizard of the broadcast
services skill set and a person committed to the cause of helping kids grow up
healthy and drug-free.

We fully recognize the incredible value a deft broadcast services professional brings to
the production of our work. Countless details need to be managed throughout the planning,
production and post-production process. We are looking for a can do individual
who affirmatively seeks out the best way to get great work produced. We need a resident
guru on talent and the management of our talent database. We need a person who
adeptly manages the nuances of legal clearances and approvals. And we need a traffic
chief who can keep all of the players in this matrixed pro-bono and paid model getting the
creative work out on time and on budget. And because all of this gets done in a small
office, this has to be a collegial team player that people enjoy working with. Please see
our website to learn more about our organization - www.drugfreeamerica.org

Salary is commensurate with experience. Broadcast services background is essential.
We value diversity in our workforce, and encourage those of diverse backgrounds to
apply. Send your resume, cover letter and salary history to jobs@drugfree.org No
calls, please.

Partnership for a Drug-Free America

Art Director & Sr. Copywriter

Zimmerman & Partners Advertising, Inc., seeks highly creative & experienced profes-
sionals in the following positions: Art Director & Sr. Copywriter.

Must have strong conceptual skills to work on high profile retail oriented accounts.
Must be able to effectively juggle multiple projects under tight deadlines. Must
exhibit outstanding strategic, conceptual and executional abilities in all media. Com-
petitive salary & benefit package. If you're creative, hard working and looking for a
place to express your talent send your resume and samples via e-mail to:

jobs@zadv.com

RATES for Employment and Offers & Opportunities

MINIMUM: 1 Column x 1 inch for 1 week: $210.00, 1/2 inch increments: $105.00 week. Rates apply to EAST edition.
Special offers: Run 2 consecutive weeks, take 15% off second msertion. Frequency, regional-combination, and national
discounts available. Charge for ADWEEK box number: $35.00 per insertion. Replies mailed daily to advertisers. Readers
responding to any ads with box numbers are advised not to send samples unless they are duplicates or need not be retumed.

1-800-7-ADWEEK

Classified Manager: Karen Sharkey Classified Asst: Michele Golden

box number; (2) In a sep note, list panies and diaries you do not want your reply to reach; (3} Enclose
both in a second envelope addressed to CONFIDENTIAL SERVICE, Adweek, Classified Advertising, 770 Broadway, New
York, NY, 10003. 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 1ssue, Classified is commissionable when ad

We are not responsible for recovery of samples. The identity of box number cannot be d.Confid

tial Service: To answer box numbers ads and protect identity: {1) Seal your reply in an envelope addressed to the

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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HELP WANTED

Tri-State Area Freelancers!

In September EurekaFreelancers LL.C comes to the Tri-State area
to help you find interim assignments with the major marketing and
consulting companies and advertising agencies. We're looking for
experienced professionals in the following areas:

* Agency account managers

* Project managers C“IMEO

* Print production and traffic people > ¢
* PR pros A @
* Media planners and buyers Loy

* Copywriters
* Art directors and graphic designers
* Research pros

o &
p Fou ﬂoﬁ'

And any other communications discipline.

Find out how easy it is...just fax us your resume. There is no fee.
We're a temporary services company. We find you great jobs, pay you
on time, and take out the taxes so there's no quarterly hassle for you.
Simple.

To become a EurekaFreelancer, one of “Archimedes people”, fax
us your resume now. We'll get back to you within 48 hours with the
next steps.

Eureka’s fax number: 203.977.8556

AKA Advertising

Manhattan-based advertising agency with stable base of national accounts has exciting opportunities
for highly motivated, intelligent professionals to join our account services and media teams.

Account Supervisor

Successful candidate will be managing television, print and radio projects for our national retail
client with the support of our account team. Ideal candidate will have 5 years of account management
experience and a bachelor's degree in advertising, marketing or related field. Solid knowledge
of advertising fundamentals is essential. To qualify, you must be a well-organized, detailed oriented
team player who knows how to build and maintain strong client relationships. We are looking for a
positive, motivating personality with great communication skills and the ability to work calmly
under pressure.

Associate Media Director

AMD is responsible for managing an account smoothly on a day-to-day basis with an emphasis on
client service and seamless delivery of media plans. The ideal candidate will have a strong client
focused background with extensive media. Successful candidate will be working with the Media
Director and Account group to ensure that projects are integrated, on-strategy and meet the
clients' objectives. 5-7 years advertising agency experience.

We offer a solid compensation package commensurate with experience and an enjoyable,
team-oriented working environment. Local applicants only.

Send cover letter with salary requirement and resume to: jobs@aka-advertising.com

Professor of Advertising Design

The Savannah College of Art and Design seeks candidates for fulltime faculty po-
sitions in the area of advertising design for Fall 2004. Qualified candidates require
an M.F.A. in advertising design or related field, or an M.S. in Communications or an
undergraduate degree with extensive, recognized industry experience. College level
administration and teaching experience is highly preferred. A strong portfolio
and/or industry experience of 3-10 years as an art director with a major advertising
firm is essential. Ideal candidates will be able to demonstrate outstanding teaching
methods and have experience in diverse issues in advertising design such as concept
development, typography, and design technology. Critical and social studies
are important as these and many other industry concepts exist throughout the core
of this program of study. Expertise in a technical environment will be helpful as
many of these topics are presented in one of our state-of-the-art facilities utilizing
Macintosh workstations configured with state-of-the-art hardware and software.
These include the Adobe product line, inctuding After Effects and Font Folio 10;
Macromedia MX products including Fiash, Director and Dreamweaver; and
QuarkXPress. The candidate must be able to deliver course topics that include Ty-
pography Studio |, Advanced Art Direction, Creative Copywriting, Advertising Studio
topics including: Strategic Planning, Branding Solutions and Business
Practices. In addition to teaching, advising and institutional support responsibilities,
you will be able to develop a student’s awareness of concept, typography, production,
teamwork for group production and presentation. You will have the pleasure of
working harmoniously with faculty of diverse professional backgrounds.

TO APPLY: Interested candidates should send cover letter, curriculum vitae, samples
of own and student work (if applicable), official transcripts for all degrees, and
three letters of reference to: Human Resources, Savannah College of Art and
Design, P.O. Box 3146, Savannah, GA 31402-3146, or fax to 912-525-5222, or
e-mail to scadhr@scad.edu. Women ard minorities are encouraged to apply.
AA/EOE. Please visit our web site at www.scad.edu.

ABOUT THE COLLEGE: The Savannah College of Art and Design, located in historic
Savannah, Georgia, USA, is a private, non-profit college that exists to prepare
talented students for careers in the visual and performing arts, design, building arts,
and art and architecture. The college offers twenty-three areas of study and
awards bachelor and master’s degrees.A low student/faculty ratio is maintained at
the college, with small classes taught by caring, dedicated faculty who hold terminal
degrees and/or other outstanding credentials.

NATIONAL SALES MANAGER

KSCI-TV 18 in Los Angeles, the leading US Asian troadcast television station, is seeking a National
Sales Manager to head its NYC operations. Qualified candidates must have strong ability to incraase
national business through top advertising agencies. At least 5 years in media sales required; significant
marketing/promotions background a plus. Knowledge of the LA and the Asian market is required.
Candidates must reside in NYC area and be able to travel. Fax resume to 310 479-8118 or
e-mail pgallagher@kscitv.com. EOE

INDEPENDENCE COMMUNITY BANK - Brooklyn,NY

Direct Marketing Manager to oversee direct mail programs, review budgets, proofread
copy, manage third-party product direct mail programs, and act as project lead regarding
new product launches. College degree. Min. 2 yrs. direct marketing acct mgmt
experience. Detail oriented with strong organization and prioritization skills. Strong computer
and communication skills. Financial services exp. a plus. Salary to low 50s. E/O/E.

Cover letters including salary requirements & resumes to: jobsny@icbny.com

ADWEEK ONLINE:
FINDING THE RIGHT EMPLOYER JUST GOT AWHOLE LOT FASTER
ADWEEK MAGAZINES Classified Online at adweek.com, the most comprehensive and

most up-to-date source of advertising, marketing and media positions, has several
new features that will help youstreamline and target your search:

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

® Visit an employer's web page. Many online ads have a direct link to the com-
pany's website, so you canlearn more about them fast.

¢ 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 aboutan employer. The more you know, the smarter you'll search.

VISIT ADWEEK.COM

In printand online, ADWEEK MAGAZINES Classified is
THE HIREAUTHORITY

THREE AUDIENCES
FOR THE PRICE
OF ONE

For one low price, your Classified ad appears in three different
magazines: ADWEEK Classified, BRANDWEEK Classified and
MEDIAWEEK Classified.
THREE FOR ONE . ., not a bad idea.
Call 1-800-7-ADWEEK
or just Fax it to: (646) 654-5313

(OUR AD COMMUNITY

WEEK MAGAZINES
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HELP WANTED

We provide you with a healthy culture.

At The Dannon Company, one ot the largest
producers of yogurt in the U.S., we offer an
environment conducive to professional
growth. Our talented staff encourages entre-
preneurialism in our small size company,
and our international respect and
recognition gives us the greatest resources
to accomplish those goals. We currently
have the following opportunity available

BRAND MANAGER

The primary purpose of this position is to
Lead and manage the Frusion Business with
key responsibilities including: 1) Development
of 2005 Plan (Programs, Product
Packaging and Repositioning to different de-
mographic), 2) Achieve 2004 LE Volume, 3}
Plan for 2006 and Beyond, 4) Actively coach
and develop Associate Brand Manager.

Detailed responsibilities include: Achieve
2004 LE Business Objectives; Develop 2005
Program Plan; Develop 2005 Advertising
and Packaging; Execute Frusion 2 concept
screen to determine future line extensions
Coach and develop direct report

To qualify for this position you will have the
following: MBA in Marketing and 5+ years
brand management experience with current
accountability for managing a business;
Experience developing and feading a business;
Prior  management  experience  with
proven ability to coach and develop direct
reports; Proven ability to present and write
successfully. Desired but not essential is
Prior experience in Promotion (CPG), Internet
or Sports Marketing.

We offer an excellent salary and benefits
package and outstanding career advancement
potential. Please send your resume
with complete salary history to. Human
Resources Department, MD,

The Dannon Company, Inc.
120 White Plains Road,
Tarrytown, NY 10591,

Fax 914-366-2805.
E-mail: Staffing@Dannon.com.

We can only respond to qualified
candidates EOE M/F/D/V

Online Ad Sales AE

Heavy is seeking a highly independent, re-
sults-driven, focused, proactive, organized,
and motivated online ad sales professional w/
excellent communication skills & business
generating abilities to develop relationships
with prospective and existing clients.
Candidates should have contacts in the online
world. A minimum of 2-3 years of lifestyle
oriented ad sales experience and a 4-year
college degree.

Send Cover letters and resume to
HR@heavy.com

Heavy

New High End Liquor

Creatives needed.
Branding, name, logo, label, etc.
Prev. exp. req.

Fax 212-421-2112

Executive Group Account
Director (Beverages)
wanted by Global Ad Agency in
Manh. Supervise brand planning &
dvlpmt of strategic direct mktg plans
for client accts in beverage segment;
monitor/oversee daily activities of
acct execution for beverage cam-
paigns: mng all aspects of planning,
execution & strategy for beverage
accts. BA in any field & 3yrs exp in

job offered req. Respond to: KP/HR

Dpt, PO Bx 4241, GCS, NY 10163.

Change Your Life!
Corporate head but a nonprofit heart?

First Book, a leader in cause marketing, gives books to kids in need. We seek energetic
entrepreneurs with a background in marketing, events and promotions to join our award
winning team. Manager 3 years + experience, director 8 years + an advanced degree.

Send letter, resume, and writing sample to HR@firstbook.org.

IMPORTANT NOTE: \\

Before any artwork is sent please contact
your regional Adweek representative.

HOW TO SEND DIGITAL
ARTWORK TO

ADWEEK MAGAZINES

MAC ONLY ART - Adobe Photoshop EPS or TIFF

Converting To A B&W File
» Convert To a Bitmapped Image Under “Mode’ In Photoshop
* Resolution = 1200 pixels/inch
* Method = Halftone Screen
* Halftone Screen Frequency = 133 lines/inch
*» Angle = 45 degrees
* Shape = Round
RED ADS
* Save As A CMYK File
* Adweek Red Breakdown = 100% Magenta, 100% Yellow and 23% Black
FULL COLOR
save As A CMYK File
- DING THE FILE
> Crop The Ad To The Correct Size
» Save The Ad As A Photoshop EPS or TIFF
» Compress The File Using Stuffit or a Zip Program
= Attach to an ¢-mail and send to:
classified@bpicomm.com

(. )

§OBHUNTERSE
Find Hundreds of Great
Jobs In Adweek Online!

Search ads from all six classi-
fied regions of Adweek,
Brandweek, & Mediaweek.

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

e-mail:
adweek@adweek.com

' THE CONVENIENT CLASSIFIED CONTACT FORM !
: USE THIS HANDY COUPON TO FAX OR MAIL YOUR AD :
CLASSIFIED MANAGER: KAREN SHARKEY
: ADWEEK MAIL TO : ADWEEK CLASSIFIED 7TH FL. :
770 BROADWAY, NEW YORK, NY 10003-9595
| BRAN DWEEK PHONE: 1(800) 7-ADWEEK OR FAX (646) 654-5313 |
' MEDIAWEEK  REGION: East _ NewEngland — Southeast |
I Midwest Southwest west _ Al___ |
1 1
1 CATEGORY PAYMENT |
I - CHECK a4 MASTERCARD Jd VISA 1 AMER.EXP. I
* Signature
I FREQUENCY Cardholder's Name I
I x Card # __ FExpires___ I
1 2x 1
I 4x AD COPY (Attached additional sheet if needed) 1
I MORE: (Specify) I
i i - |
*Not applicable to Advertising
1 Services Categories I
1 1
I NAME PHONE I
: ADDRESS FAX :
L EE T I IS N N T I T I D D S D D D I IS S IS IS e e e N - ‘




Adweek Magazines
Offer Complete
Advertising, Marketing
& Media Coverage

L YES! | need complete advertising coverage, please send me 1 year (48 issues) of
ADWEEK for $149.* I'll receive 48 weekly issues plus password protected access to
Adweek.com—for expanded regional, national and international news and analysis.

NAME

TITLE

COMPANY

ADDRESS

CITY/STATE/ZIP

PHONE FAX

E-MAIL (required for online access)

NATURE OF BUSINESS
Q Bill me. Q Payment enclosed. Charge my: Q VISA Q MC Q AMEX
EXP. DATE

ACCOUNT #

SIGNATURE

*Canada $199 US Dollars + GST other foreign $319 US Dollars

Please add applicable tax in DC, GA, MD, MO, SC & TN 149AW4
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[Why Sutway
Chose Fajton

Food, Fat and Fads |

SR
For faster service subscribe online @
www.adweek.com/subscribe
call toll-free 1-800-562-2706
or fax 646-654-5518.

LU YES! | need complete marketing coverage. Please send me 1 year of BRANDWEEK
(45 issues, plus password-protected online services) for only $149.*

NAME

TITLE

COMPANY

ADDRESS
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RemmmAETE
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EACH SUBSCRIPTION INCLUDES:

e A one-year weekly print
subscription to the
publication(s) of your choice

¢ 12 month online access to
all current articles of the
selected print edition

Get all the information you
need to stay on top of the
issues. Subscribe to this
exclusive print/online
subscription offer today!

For faster service subscribe online @
www.adweek.com/subscribe

Call toll-free 1-800-562-2706
or fax 646-654-5518.
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CITY/STATE/ZIP

PHONE FAX

E-MAIL (required for online access)

NATURE OF BUSINESS

Q Bill me. Q Payment enclosed. Charge my: Q VISA Q MC Q AMEX

ACCOUNT # EXP. DATE

SIGNATURE

*Canada $199 US Dollars + GST other foreign $319 US Dollars.
Please add applicable tax in DC, GA, MD, MO, SC & TN
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For faster service subscribe online @
www.brandweek.com/subscribe

Call toll-free 1-800-562-2706
or fax 646-654-5518.

LU YES! | need complete media coverage. Please send me 1 year of MEDIAWEEK
(45 issues, plus password-protected online services) for only $149.*

NAME

TITLE

COMPANY

ADDRESS

CITY/STATE/ZIP

PHONE FAX

E-MAIL (required for online access)

NATURE OF BUSINESS
Q Bill me. Q Payment enclosed. Charge my: Q VISA QMC O AMEX
ACCOUNT #

EXP. DATE

SIGNATURE
*Canada $199 US Dollars + GST other foreign $319 US Dollars
Please add applicable tax in DC, GA, MD, MO, SC & TN

JA9AWM
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For faster service subscribe online @

www.mediaweek.com/subscribe
Call toll-free 1-800-562-2705
or fax 646-654-5518B.
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Adweek Magazines
Offer Complete
Advertising, Marketing
& Media Coverage

EACH SUBSCRIPTION INCLUDES:

* A one-year weekly print
subscription to the
publication(s) of your choice

¢ 12 month online access to
all current articles of the
selected print edition

Get all the information you
need to stay on top of the
issues. Subscribe to this
exclusive print/online
subscription offer today!

For faster service subscribe online @
www.adweek.com/subscribe

Call toll-free 1-800-562-2706
or fax 646-654-5518.




B As part of Advertising Week in New
York, Mediaweek will present a panel
discussion titled "Barbarians at the
Remote: How will traditional TV fare
against new technologies?" Sept. 22 at
the Time-Life Building. The panel, moder-
ated by editor Michael Burgi, will include:
ABC's Mike Shaw, Comcast Spotlight’s
Charlie Thurston, Unicast’s Richard Hop-
ple and Starcom’s John Muszynski. Sep-
arately, Brandweek will present a panel
called “Whose Marketing Is 1t?” pon-
dering different approaches to working
with mature, new and upstart brands.
Scneduled for 10 a.m. on Sept. 23 at
the Time-Life Building, the discussion
will be moderated by Brandweek editor
Karen Benezra, and includes panelists
Jay Spenchian of Cadillac, Doug Zarkin
of Avon’s Mark brand and guerrilla mar-
keter Drew Neisser. And on Sept. 23 at
4 p.m. at the Museum of Television &
Radio, Adweek, along with Euro RSCG,
will present and discuss findings from a
landmark study, “Images of the Image
Makers.” The research examines the
lifestyles, attitudes, beliefs, values and
media consumption of people who work
at ad agencies. Joining Adweek editor
Alison Fahey: Berlin Cameron Red Cell's
Andy Berlin and Ron Berger and Marian
Salzman of Euro RSCG. For more infor-
mation, visit advertisingweeknyc.com.

B The Media Research Club of Chicago
will present its next biennial symposium,
Consumers in Control: The Future of
Media Measurements, Oct. 12 at the
Courtyard by Marriott Magnificent Mile in
Chicago. The event will explore advertis-
er/marketer response to technologies
that give consumers more control over
their media usage. Visit www.mrcc-
online.com.

B Magazine Publishers of America and
the American Society of Magazine Edi-
tors will present the American Magazine
Conference Oct. 24-27 at the Boca
Raton Resort in Boca Raton, Fla. Speak-
ers for this year's confab, titled “Master-
ing New Realities,” will include
Amazon.com's Jeff Bezos and Phat Farm
chief Russell Simmons; sessions will
cover election-related issues and demo-
graphic trends driving the industry. Visit
www.magazine.org.

media

NEWS OF THE MARKET

EW’s Caine Moves to People

Kathy Kayse, People publisher since October
2002, will take a leave of absence for personal
reasons. She is expected to return to Time
Inc. next year, according to Time Inc. sources.
Replacing Kayse at People will be Entertain-
mient Weekly publisher Paul Caine, who joined
the magazine 10 months ago from Teen People.
Caine is also a veteran of People. The new
publisher of EW will be Tom Morrissy, most
recently EW associate publisher. Through
Sept. 13, People’s ad pages are down 5.2 per-
cent to 2,481, reports the Mediaweek Monitor.

Access Hollywood Heads to Radio

Access Hollywood, the popular syndicated
entertainment TV newsmagazine, is expand-
ing its brand to radio. On Oct. 4, Westwood
One will launch a daily, one-minute feature
called Access Hollywood Update. Access [lolly-
wood hosts Nancy O’Dell and Billy Bush will
also host the radio version, featuring enter-
tainment news, celebrity interviews and oth-
er stories reported by the TV counterpart.
O’Dell, Bush, Shaun Robinson and Tony
Potts will also air live daily on major-market
affiliate stations.

Arbitron to Measure Six New Markets
Arbitron announced it will measure six new
radio markets beginning with the fall 2004
survey, bringing the total number of radio
markets to 294, a record number for the
radio ratings company. The markets are:
Concord, N.H. (rank No. 175); Lebanon-
Rutland-White River Junction, N.I1. (No.
180); La Crosse, Wis. (No. 222); La Salle-
Peru, 1ll. No. 239); Montpelier-Barre-
Waterbury, Vt. No. 259); and Valdosta, Ga.
(No. 267). All six markets will be measured
twice a year, in spring and fall.

HFM’s Kliger Reorganizes Titles

Jack Kliger, president/CEQ of Hachette Fili-
pacchi Media, last week reorganized the com-
pany’s magazines into three distinct units—
one for men, another for the women’ service
and shelter titles, and a third called the Elle
Group. The Men’s Enthusiast Network will be
comprised of the Automotive Group, includ-
ing Car and Driver and Speed (which will begin
publishing bimonthly in 2005); the Entertain-
ment Group, which includes Prenziere and
Sound & Vision;, and the Photo Group, which
includes Amierican Photo. Nicholas Matarazzo,
most recently vp, group publishing director,
and director of corporate sales, has been pro-

moted to executive vp. The Woman’s Service
and Shelter Groups, which will include
Waman’s Day, Woman’s Day Special Interest
Publications, Elle Decor, Metropolitan Honre and
startup For Me, will be overseen by John
Miller, senior vp, group publishing director.
The Elle Group will continue to be overseen
by Carol Smith, senior vp, Elle Group pub-
lishing director since 2002. Separatcly, Steve
McEvoy, most recently vp, publisher of Ele,
has been promoted to senior vp, corporate
sales and marketing group. Smith is currently
evaluating whether or not to fill the Ele pub-
lisher position. All four executives will report
to vp, COO Philippe Guelton.

PBS Offers Arthur Package Deal

The Sponsorship Group for Public Televi-
sion is offering a sponsorship deal for PBS’
longtime kids series, Arthus; and its new
spinoff, Postcards From Buster, scheduled to
launch Oct. 11, which encompasses multi-
ple properties and platforms. The deal
includes two 15-second spots per broadcast
during the year (1,040 on-air spots per
year), a free 90-day artwork license for pro-
motional use of the series’ images, linked
logos on both of the series” Web sites; and
use of the series’ logos in the advertiser’s
own tune-in materials.

XM Launches Emergency Alert Channel
In time for hurricane season, XM Satellite
Radio has launched an Emergency Alert
channel, dedicated to providing intormation
before, during and after natural disasters,
weather emergencies and other hazardous
incidents. The channel draws on data from
national and local government sources,
including the I'ederal Emergency Manage-
ment Agency, the Natonal Weather Service,
the U.S. Department of Health and Human
Services, and the American Red Cross, as well
as local police and fire officials.

Scarhorough to Develop Mall Metrics
Arbitron and Scarborough Research, a joint
venture between Mediaweek parent VNU
and Arbitron, last week announced they will
jointly develop reach and frequency metrics
for consuiners visiting shopping malls. The
enhancement to the Scarborough service will
help advertisers estimate audiences to ads in
malls, a growing out-of-home medium.
Simon Property Group, which owns or has
an interest in 244 malls in the U.S,, is sup-
porting the initiative. B
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" EDITED BY LISA GRANATSTEIN

Shop 'Til You Drop

American Media and Fairchild next year join what is
quickly becominy an overcrowded shoppiny category

PRETTY SOON, READERS WILL NEED A PERSONAL SHOPPER JUST TO PLOW THROUGH ALL
the shopping magazines now hitting newsstands. Last week, two pub-
lishers announced the launch of celebrity-infused shopping guides. Amer-
ican Media Inc. unveiled StarShop, which hits stands in March as a Star

special-interest publication that may publish
quarterly. And  Fairchild Publications
announced the Feb. 15 launch of a women’s
version of Vitals, based on the men’s “concierge
service” quarterly. While both titles merge the
industry’s hottest categories—celebrity and
shopping—the execution and publishing strat-
egy will differ entirely.

“StarShap is as if a shopping magazine and
Star got married and had a baby,” explained
Bonnie Fuller, AMI chief editorial director,
who is a veteran of Hearst Magazines’ Marie
Claire, Cosmopolitan and Condé Nasts Glamour.
“It’s about stars’ passion for fashion, beauty,
home, parties and travel.”

The special will offer something for every-
one, said Fuller, “whether you have a block-
buster budget or an indie budget.” Star cre-
ative director Kelly Delaney will oversee
StarShap.

The 200,000-circulation SIP will be avail-

able on newsstand for three months at $3.99
and will be sent to a limited number of Star
subscribers in top 10 markets, said Michelle
Myers, Star vp, publisher. Star has struggled
with ad pages since its relaunch, but Myers,
who recently joined from Condé Nast’s Allure,
said the weekly is on an upswing, with new
advertisers P& G, Pontiac and Estée Lauder.
She will begin selling StarShop this week as a
combination buy with Star.

Over at Fairchild, editor in chief Joe Zee
just launched the men’s Vitals last month and
is now preparing to dive into a women’s edi-
tion. The celebrity-infused women’s maga-
zine will also be called Vitals and will publish
on an alternating frequency with the men’s
version for a total of eight Vitals-branded
issues. (Alyce Alston will serve as vp, group
publisher for the Vitals Network, as well as
for Wand W Jewelry.)

Both Vitals titles will carry a 200,000 rate

President, Entertainment Weekly

Q. There are now so many entertainment and celeb magazines. How do you stay competitive and different? A. It's
pretty easy to differentiate Entertainment Weekly from other celebrity magazines. Basically, we focus on celebri-
ties’ work and the others focus on celebrities’ lives. Ad pages look fantastic. We're up about 8 percent, with
record second and third quarters. Also, our rate base is going up 50,000 to 1.7 million effective with the first
issue in January. Q. You just named your third publisher (Tom Morrissy) in less than two years (Paul Caine moved
to People). Will this cause confusion in the marketplace? A. | think Tom is a very well known entity as associate
publisher, and we’ve got a widely talented bench strength. It's going to be a seamless transition. Q. In what
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AMP’s Fuller describes

the SIP as a happy

coupling of celebrity
o and shopping, with an
- emphasis on fashion,
. beauty and lifestyle.

base and a cover price of $4.95. The women’s
edition will be mailed to 160,000 affluent
female consumers selected from the Advance
Magazine Group database, as well as other
high-end subscriber files. Another 125,000

ways are you trying to grow the EW brand? A. We have a lot going on with TV. We're going to work again with Bravo on a two-hour year-
end special in mid-December. We've also got three one-hour specials with AMC from October to December, which are all under the AMC
20th anniversary umbrella. The first will be 20: Entertainment Weekly's Scariest Movies. Q. What's coming up in the magazine? A.
We've been doing Listen2This [a music/tech/comics insert sent to young male subscribers] for three years and doing phenomenally
well. We're raising [L2T's] rate base of 500,000 to 550,000 with the Nov. 5 issue. And for that issue we are going to pull it out as a
stand-alone to give our readers a deep dive. But this is not a plan to spin off Listen2This; it's just for this one issue. Q. With the fall
TV season upon us, what's your guilty pleasure? A. I'm a big Everwoods fan. | still have a little bit of that teen thing going on at heart.
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RATE BASE CiRC, CURRENT PAGES YEAR YiD
copies will be distributed on newsstands for :  {ISTHALF '04) (1STHALF '04)  PAGES LASTYR. % CHANGE YO OATE LAST YEAR % CHANGE
. M. : BUSINESS/TECHNOLOGY
the March issue. Business 2.or1€1/@ 550,000 610,008 9216 7167  2859%  630.18 546.38 16.98%
“Tsee |itals « eofal _ Entrepreneu 550,000 550920 10086 10535  -4.26% 112846 113895  -0.92%
_ Ii“ I m:b 18 "‘"UCh moreofa llfes.tyl.e mag Fast Company 725000 731991 7278 7545  -354%  470.08 0041 -2167%
azine,” said Zee. “What we present is lifestyle Fortune Small Business'0 1,000,000 1,000,008  63.19 63.74  -086% 39862 401.55 -0.73%
d e that iso’t Y . inc 665000 671,840 9336 13361  -3012%  671.28 685.10 -2.02%
and service that isn’t just straight-up shopping. Technology Review!0 315000 324906  34.49 3849  -1039%  246.74 248.19 -0.58%
. . : Y Wired 550,000 592399 11988 8345  4365% 85563 757.25 12.99%
Shopping is an element of it, but how it relates Category Total 57672 57176  0.87%  4,408.99 437153  0.74%
into your lifestyle is equally important.” .
Y esty’e Sel‘,' yimportant. ENTERTAINMENT
Vitals and StarShop’s arrival will join an Blender'0 525000 542,787 6662 6210  7.28%  565.05 511.48 10.47%
. o] led o Movieline's Hollywood LifeS 250000 251986  36.83 3833  391%  186.56 164.65 13.31%
mcreasingly  overcrowded  category  that People en 55 afiol!1 425000 447,079  90.87 67.91 3381%  656.85 508.94 7.87%
. PR Y . : Premiere 500,000 504157 5800 4151  3073% 41452 307.14 34.96%
includes Condé Nast’s Lucky, which since The Source 500,000 501,743  194.00 9968  94.62% 102943 96862 6.28%
Aug‘-ust 2003 has featured stars on the cover, as Spin 550,000 553,967 62.28 58.75 6.01% 482.70 540,18 -10.64%
= ) Vibe! 850000 851,224 12549 10894  1519%  937.58 102468  -8.50%
well as male-targeted Curgo and next year’s Category Total 634.09  4T7.22  32.81% 4,212.69  4,125.69  3.56%
home shopper Domiino; and Hearst Magazines’ ENTHUSIAST
. Y . Automobile 550,000 566,073  82.03 5050  37.87% 68628 670.33 2.38%
Shop Etc., which launched in August. Backpacker? 300000 314088 5102 4273 1940% 42050 42849 -187%
Moreover’ on the Celel)r]t\' fashlon/llfesty]e Bicygling” 400,000 410,298 28.83 36.59 -21.20% 37739 406.08 -7.07%
" . : ! Boating None 198114  97.83 10250  -456% 104020  1,008.86 311%
front, the two titles will also compete with Car and Driver 1,350,000 1,363,911 11443 10720  674% 97279 952.64 212%
- ) ) Lo N Cruising World 155000 155824 13833 13667  1.22% 932563 961.56 -3.01%
lme Inc.’s I Style, and coming in November, Cycle World 325000 330,301  67.99 69.42 -2.06%  786.72 77542 1.46%
aver Publichine T i . : Fiying None 275134 9199 9458  2.74% 63504 643.56 1.32%
Bauer Publishing’s Life & Style Weekly, which Golf Digest 1550000 1577291 12313 9227  3345% 131243 125363  4.69%
will sell for $1.99 on newsstands. Golf Magazine 1,400,000 1,417,818  117.52 9114  2894%  1,198.86 1,178.98 1.69%
. . Motor Boating None 151515 8132 10500  -22.55%  869.20 917.02 -5.21%
Media buyers say they are beginning to Motor Trend 1,100,000 1132546 9539 9800  -266% 91924 889.92 3.29%
- . “ i Popular Mechanics 1200000 1240,763  77.55 7300  623% 72178 726.79 -0.69%
wonder when enough is enough. “I applaud Popular Photography & Imaging 450,000 457,132  127.66 13320  -416%  1,29056  1,265.05 2.02%
rehers - o : - Popular Science 1,450,000 1467,566  70.20 6690  493%  689.90 582.40 18.46%
thax”rhe. I’“bhs_hus are striking w.h1]e the in S Power & Motoryacht 155000 158,078 22940 20168  9.63% 201724 191407  53%%
hot,” said Robin Steinberg, vp, director of print Road & Track 750000 761226 11422 10800  576%  988.34 99678  -085%
. . w . Sailing World!? 50000 52914 4867 4950  -168% 42692 379.99 12.35%
services at MediaVest. “But are we reaching a Stereo Review's Sound & Vision'® 400,000 403635  57.16 7167  -2025% 43345 43805 -1.05%
AGTIL] ine” Tennls Magazine 10 700000 703498  42.80 3369  27.04% 36013 387.69 711%
saturation point: Yachting None 131313 22292 20935  648% 190283  1,695.37 12.24%
Hardly. Responded Fuller. “We wouldn’t be Category Total 2,072.00 1,982.58 4.51% 18,82.42 18,472.69  2.76%
doing this if we didn’t see the intense passion FASHION/BEAUTY
e Allure 950,000 1,031,407 21780 17701  2297% 110955  1,090.99 1.70%
that our readers have for this area. They have a Cosmopolitan 280000 2906003 (65T 1714 la0% 1730 15043 379
e I Elle 1,000,000 1,042,636 263.26 18654  41.13% 149067 134764  1061%
huge appetite for fashion and beauty. ; Essence 1,050,000 1,055984 157.02 12872  2199% 123062 109792  12.17%
.anwhile. AMI is not quite finished Glamour 2.200,000 2,361,637 21206 14865  4266% 134048  1,209.91 3.12%
M“m hile, : MI is not e sne Harper's Bazaar 700000 742,732 21843 11759  8576% 123103 990,91 24.23%
rolling out new titles, and folding others. Last In StyleV 1700000 1780427 32700 25239  2956% 267082 243932  9.49%
I AMI di . | publishing Hispani Jang0 700,000 733,085  89.95 8561 507% 66142 721.48 -8.32%
week, discontinued publishing Hispanic Latina!1 350,000 358,033  117.88 9217 27.89%  751.22 715.39 5.01%
% v : SRS ) Lucky 900,000 970,672 23822 16303  46.12% 141772 120890  17.27%
women’s magazine Thalia, which launched as Marie Claire 925000 956,303 19918 22460  -11.32% 121910 131340  -7.18%
a three-issue test this Spring and H{([][)y Home Vogue 1,150,000 1,275359  304.94 286.14 6.57% 2,423.62 2,410.84 0.53%
i - o€ , il & W 450,000 464532 24009  212.80  12.82% 163488  1.537.11 6.36%
remains on life support after its editor joined Category Total 2,781.40 2,246.84 23.79% 18,738.43 17,673.44  6.03%
CN’s Domrine. American Media in November, FOOD/EPICUREAN
: o IT ; Bon Appétit 1250000 1292109 12018 11324  6.13%  876.88 891.48 -1.64%
however, will roll out MPH, its automotive Cooking Light!! 1650000 1661386 15574 14234 941% 120731 112220  7.58%
tltle’ and in J;\nuary is set to launch the Food & Wine 900,000 946,514 177.39 134.80 31.59% 1,109.33 1,042.37 6.42%
) . Gourmet 950,000 975216  217.00 20611  528%  1.046.19 990,02 5.67%
300,000-circ quarterly Looking Good Now, Category Total 670.31 596,48  12.38%  4,239.71  4,046.07 4.79%
) 1 y L 8 : NPl ol o] AN < i
according to sources familiar with the situa- GENERAL INTEREST
o The healthoand- : 3 Guideposts 2,600,000 2,633510 2973 3110  -441% 31880 27851 14.47%
10 l he health-and-fitness tidle will be sold Harper's Magazine 205000 230159 2400 2549  -585% 22311 19887  12.19%
exclusively at Wal-Mart for $1.99. The move National Geographic 5250000 5468471 6974 4593  51.84% 44698 33032 3532%
; . , Reader’s Digest 10,000,000 10228531 10967 9832  1154%  884.92 780.07 13.44%
tollows on the heels of Time Inc.’s A4 You, Smithsonian h, 2,000000 2048142 5250 4760  1029%  477.80 451.07 5.93%
Y . S The Atlantic Monthly 325000 447,731 8316 6489  2816%  564.14 469.67 20.11%
which launched in August. Shape editorial Vanity Fair 1,050,000 1,181,206 27918 20019  3946% 175077  1,604.37 9.13%
director Barbara Harris will be the magazine’s Category Total DMERS 513.52 [NEEINERS 4.666.52 BULMZCHE 13.45%
editor. —LG HEALTH/FITNESS (MEN)
Flex None 143747  157.10 15998  -1.80% 167153 156025 7.13%
Muscle & Fitness None 478,708 14610 11913  22.64% 131195  1.18834  10.40%
- Runner’s World 575000 578487  56.80 4521 2564% 47812 417.24 1459%
ou e ec Ing Category Total 36000 324.32  11.00% 3,461.60  3,165.83  8.34%
HEALTH/FITNESS (WOMEN)
g | I Fitness 1,500,000 1,593,893  93.16 6843  36.14%  846.66 801.19 5.68%
) 11 L || 1] AU Health10 1350,000 1519577 11222 12091  -7.19% 82918 861.47 -3.75%
Muscle & Fitness Hers¥* 250,000 262,565 3690  NOISSUE  NA 280.23 253.35 10.61%
) ey - IR ~ Prevention 3300000 3359698 10583  94.46  12.04% 100552 853.65 17.79%
At last (_)ctobeirls l\mencm All.\gazmt}flonfef Sef 1,300,000 1,350,805 18695 11590  61.30% 969.633 989.93 -2.05%
a few publisher i Shape 1,600,000 1,617,604 14209 10318  37.71%  1.151.2 956.62 20.34%
ence, a few publishers grumb e‘_] that the Audit Category Total 67715  502.88  34.65% 508245 471621  1.77%
Bureau of Circulations was taking too long to — .
. . . A KIDS
audit magazines, and questioned the growing Boys' Life s 1300000 1317.718 2422 166  49.88% 22378 116.47 92.14%
- i X Disney Adventures 1,200,000 1.2668778  33.78 2323 4542% 18048 169.95 6.20%
scrutiny of subscription sources. Some went so Nickelodeon Magazine!0 1050000 10767288 4781 4735  097% 20723 31350 -5.19%

as far as threatening to do dual audits. Now,
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RATE BASE CIRC. CURRENT PAGES YEAR Y70 X .
_ (FSTHALF ‘04) (ISTHALF ‘04)  PAGES LASTYR.  %CHANGE  TODATE LASTYEAR % CHANGE one })ub]]sher has done just that.
Sports lllustrated for Kids 1,000,000 1,023,8068  21.47 3066  29.97% 21085 258.94 -1857% McGraw-Hill’s 980,000-circ BusinessWeek
Category Total 127.28  117.40  8.42% 912,34 858.86 6.23% .
i last week became the first major consumer
MEN'S LIFESTYLE PR - dual o S
Defails10 400000 412638 15099 10819  3956% 94238 83898 12.32% magazine to offer dual circulation audits to
Esquire 700,000 717,113 133.39 136.12 -2.01% 837.19 744.13 1251% ;](lvertlsers_ The Week]y, which Currently 18
FHM* 1,200,000 1203436 8473 81.69 372% 70884 678.19 452% ) . .
Gentlemen's Quarterly 750,000 814804 21785 13605  60.12% 124082 1'220323 1.69% audited by ABC, announced it will also
Maxim 2500,000 2,531,768  91.42 8560  680% 81252 920.39 -11.72% 5 . )
Men's Fitness, 600,000 650991 8926 6792  31.42% 67957 619.39 9.63% employ BPA Worldwide in an effort to pro-
Men's Health 1,650,000 1718319 12337 9785  26.08%  881.10 789.83 11.56% e ;. : .. S
Men's Journal 650000 671062 8844 8765  090% 69577 70513  -133% vide medlg buyers with greater transparency
Penthouse None 400,229 32.09 NO ISSUE NA. 275.62 313.83 -12.18% In reporting circulation data. BPA, which
Playboy 3,150,000 3176215  60.73 4563  3309% 55168 443,06 24.52% . : : )
Stuff 1300000 1248700 7227 7700  614% 57543 61833  694% counts mostly business and niche titles as its
Category Total 1,944.54 92370  23.91%  8,200.92  7,892.00  3.91% . . . .
P clients, currently completes its audits within
OUTDOORS : o]t ) )
Field & Stream’! 1500000 1511795 7500 7597  -128% 59514 52361 13.66% six months of circulation statements versus a
Naf', Geographic Adventure® 425000 429884 4551 5349  -1492%  338.88 388.01 -12.66% vear or more for ABC. BusinessWeek’s BPA
Qutdoor Life 925,000 950879  77.74 60.85  27.74% 45761 416.71 9.81% S X .
Outside 650,000 657485  64.29 57.95  1094%  660.23 659.42 0.12% audit will be available in 2005.
Category Total 262.54 24821  5.75%  2,051.86  1,987.75  3.23% €L . .
This gives advertisers one less question
PARENTING/FAMILY ek ) ver ” caid R _
American Baby 2000000 20017408 57.97 4937  17.42% 58534 51092 1457% to ask about what we deliver,” said Bill Kup
BabyTalk!0 2,000,000 2,002,1118 5657 47.61 18.82% 407.81 391.39 4.20% per, BusinessWeelk: president and publisher_
Chilg?0 1020000 1023731 11191 9203  2160% 81041 766.32 575% v o .
FamilyFun!0 1.850,000 1865623 6189 7880  -2146% 48498 53623 -9.56% It’s a subliminal message that faster disclo-
Parenting10 2150000 2180121 14507 14697  -1.29% 111548 105553 5.68% . ded” K added BW h
Parents 2200000 2200424 12228 14242  -14.14%  1.200.06 1,246.40 -3.72% sure is needed. upper added as no
Category Total 555.69 §57.20 -0.27% 4,604.08 4,506.79 2.16% p]ans to drop ABC.
PERSONAL FINANCE ABC is taking BusinessWeek’s decision in
Kiplinger's Personal Finance 1,000,000 1,051,300  75.14 4709  5957%  495.88 411.01 20.65% o ai g7 : .
Money 1,900,000 1é967,420 gagg 28.73 »41.99% aaa.gz gaa.g;t 1;;.21’3:5]):/o stride. “While we disagree with the need for
SmartMoney 800,000 824,327 3. 0.1  -11.03% 600, 01. -0.23% . A o a1
Category Total 22242 20593  8.01%  1,934.83  1,751.66  10.46% this redumlancy, we respect BusimessWeek’s deci-
AR sion,” an ABC statement noted.
Discover 850,000 879,678 321N 24.49 33.56% 247.34 219,98 12.44% BPA is lnakjng some headvv;]y in Convincing
Natural History!0 250000 250032  29.83 3250  -822% 20116 236.00 14,76% . i i
Scientific American 660000 683970  37.83 2201  71.88% 7933 25320  49.81% consumer publishers to sign up. The audiror
Spectrum, |EEE None 338417 4340 3867  1223% 328 32527 1.07% o ] . -
Category Total 143.77 11767  22.18%  1,156.59  1,034.45  11.81% already tracks circ for American Express Pub-
L - 2= 1 N ) =g 3 % 1= -
CIETT lishing’s Depmﬂue:, Tnmf. Inc’s Sports llustrat
Architectural Digest 800,000 816879 17881  167.70  662% 137888  1,37953  -0.05% ed For Kids, and Budget Living. —LG
Coastal Living®" 600,000 741,776 10098  91.92 986% 72378 646.74 11.91%
Country Home10 1250000 1259912 11173 11999  -688% 79582 786.27 1.21%
Country Living 1,700000 1734017 10873 13654  -2037% 95199 948.95 0.32% = =
The Family Handyman'0 1,100,000 1.132:819  64.17 6129  471% 51834 50263 3.12%
Home10 1,000,000 1013085  84.56 97.76  -1350%  678.19 591.69 14.62%
House Beautiful 850,000 861,651 10821 10745  0.71%  721.02 77537 7.01%
House & Garden 850,000 890244 11513 8112  4193% 70022 73281 -4.45% Py o nnan nanliad i
Southern Living'3 2650000 2705778 10825  124.40  -12.98%  1,137.11  1.24344 -8.55% ianrie g nes Norui 7P
Sunset = 1450000 1455407 10966 10554  3.90%  861.94 936.88 -8.00% ‘
This Oid House 950,000 975810 11454  100.00  1454%  751.04 73352 2.39% v T . . . .
Category Total 1,204.77 1,193.71  0.93%  9,218.34  9,277.84  -0.64% Mini magazines are all the rage in Europe,
— and now Hearst Magazines will attempt for
CosmoGiri!10 1,250,000 1,365735  60.53 7353  -17.68%  604.45 578.07 4.56% the second time to stir up some excitement on
Seventeen 2350000 2150952  70.27 8295  -1529%  818.03 966.15 -15.33% . . .
Teen People!0 1450000 1512,308 7371 8408  -1233% 71387 786.55 -9.24% U.S. newsstands, this time with a pocket-size
Teen VogueF 500,000 NAC 94.72 98.73 -4.06% 652.57 406.13 60.68% . f Marie Claire. The N ber i
YMSS 2,000,000 2028550 2867 56.90  -4961%  404.75 769.52 -47.40% version ot Marie Lldire. ¢ November 1ssue
Category Total 327.90 39619 -17.24% 3,193.67  3,506.42  -8.92% of Marie Claire
juattapfiiinial FEL S S | .
TRAVEL which is the fashion
A.Fs Budget Travef10 500,000 5350068 5882 6110  -373%  583.15 582.78 0.06% ,
Condé Nast Traveler 750,000 779081 15493 13011  18.46% 124320 108290  14.80% monthly’s 10th an-
Travel + Leisure 950000 976,402 19213 15465  24.24% 138660 129672 6.94% . o 1
Category Total 405.08  345.86  17.12%  3,213.04  2,952.40  B.46% niversary issue, wi
WEATTH kick off a six-month
Robb Report None 108247 15817 13967  1325%  1,015.08 896.26 13.26% test. Both the regular
Town & Country 450,000 462,744 19752 20847  525% 137478 119360  15.18% . -
Category Total 3569  348.14  2.17%  2,380.86  2,089.85 14.36% and digest-size issues
WOME{g'S LIFESTYLE . o " e - Wl” l)e available to
Lifeiime 500000  NA. 50.21 4887  274% 3603 271.3 32.78% 1 = .ie
Martha Stewart Living 2300000 1920327 5259 10404  -4045% 54915 100884  -4557% e rm'ders, and ‘he' edi
More!0 950,000 961,347 10782 8187  31.70%  686.68 594.60 15.49% S el i 'l torial content will be
0, The Oprah Magazine 2150000 2721046 18198 14715  2367% 127103 112467  13.01% ([T} =" REsFRYS I .
Organic Styl;zO‘O’F 750,0000 729190 %5.44 NO IgSgE GN.IL% 420.350 242.02 73.687: e e jdentical. But the
Real Simple 1,500,000 1721071 19710  120.8 3.16 11227 917.10 22.420 S ]
Category Total 655.14 50273  30.32% 4,410.27  4,158.62 6.05% Readers can buy the mini will not carry
o mini edition for a lower  gatetolds or inserts.
Befter Homes and Gardens 7,600,000 7,628424  191.04 20022  -458% 171379 172191 -047% Cover price. “There’s  some-
Family Circle15/0 42000000 4372813 15920 16792  -519%  1,105.04 1,208.38 -8.55% . .
Good Housekeeping 4,600,000 4'623'.13 13 177.;g 15594  1357%  1,348.79 1,g7g.74 -1.60:;‘, thing really charming
Ladies' Home Journal 4,100,000 4,108619  131. 14179 -7.02%  1,187.36  1.25593  -5.46% ) . Sy .
Redbook 42350.000 2,360,218 14046 12842  9.38% 1.253.21 1,194.88 -11_a4q% about the travel edition,” said Lesley Jane Sey-
Woman's Day 100,000 4,060619 12982 13388  -3.03% 131805 134830  -2.24% e Claire editor i faf «
Category Total 92945 2817  0.14% 7.726.24 80014 -4.62% mour, Marie Claire editor in chief. We have
MEDIAWEEK MONITOR TOTALS 14,754.00 13,100.58 12.62% 112,865.91 108,817.13 3.72% watched our Europcan counterparts brmg mna
Rate base and circulation figures according to the Audit Bureau of Circutations for the first half of 2004 except: B=audited by BPA Worldwide. new customer with the travel edition ‘JIOIlgSide
C=nonaudited title, Q=raised rate base during period and X=did not file audit by deadline; E=YTDs include Fall BYOB special, 45.74 pages [n 2004, : e : .
46.08 pages in 2003; F=frequency changed from bimonthly in 2003 to monthly in 2004; J=2003 YTD includes five double issues; O=combined fig- the big F‘llflon- When you thlf}k about how
ures of two October issues; SS=2003 YTD includes one special; T=YTD 2004 has one special, YTD 2003 has two specials; V=YTDs include four spe- hard it is to get people’s attention on news-
cials; Y=YTDs include one special issue; 9=publishes 9 times per year; 10=publishes 10 times; 11=publishes 11 times, 13=publishes 13 times; . . .
15=publishes 15 times.17=publishes 17 times; += one more jssue o 2004 than In 2003: ++=two More issues in 2004: @- one fewer issue.jn 2004 stands today, the little size may attract their
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BIWEEKLIES SEPTEMBER 20, 2004

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y10 Y1 PERCENT

DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR CHANGE
BUSINESS/ENTERTAINMENT
ESPN The Magazine 13-Sep 93.95 15-Sep 90.57 3.73% 112672 1,06552  5.74%
Forbes® 20-Sep 263.71 15-Sep 195.19 35.10% 234516  1,868.42  25.52%
Fortune 20-Sep 166.18 29-Sep 117.82 41.05% 231428 207044  11.78%
National Review 27-Sep 19.42 29-Sep 16.00 21.34% 308.21 25174 22.43%
Rolling Stone 16-Sep 55.67 18-Sep 67.18 -17.13% 106469 98913  7.64%
CATEGORY TOTAL 598.93 486.76 23.04%  7,159.06 6,245.25 14.63%

F=figures include FYI speclal: 53.8 pages in 2004, 50.46 pages in 2003

WEEKLIES SEPTEMBER 20, 2004

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y10 Y10 PERCENT

DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR CHANGE
NEWS/BUSINESS
BusinessWeek®@ 20-Sep 72.66 22-Sep 76.55 -5.08% 1,990.25  1,942.58 2.45%
The Economist 11-Sep 35.00 13-Sep 50.00 -30.00% 1,511.00  1,392.00 8.55%
NewsweekE 20-Sep 45.18 22-Sep 60.02 -24.73% 1,439.74  1,352.33 6.46%
The New Republic® NO ISSUE 22-Sep 11.98 N.A. 181.76 21338 -10.13%
TimeE 20-Sep 51.85 22-Sep 44.59 16.28% 1,743.52 157549  10.67%
U.S. News & World Report®  20-Sep 38.00 22-Sep 4165 -8.76% 1,179.36 99180 1891%
The Weekly Standard DID NOT REPORT 219.38 216.99 1.10%
Category Total 242.69 284.79 -14.78% 8,275.01  7,684.57 7.68%
SPORTS/ENTERTAINMENT/LEISURE
AutoWeek 20-Sep 23.09 22-Sep 20.90 10.48% 872.60 849.41 2.73%
Entertainment Weekly 24-Sep 53.68 19-Sep 36.25 48.08% 1,390.51 1274.24 9.12%
Golf World 17-Sep iii7*38) 19-Sep 8.83 96.94% 917.18 792.09 15.79%
New York 20-Sep 40.80 15-Sep 29.10 40.21% 1,770.90  1615.30 9.63%
People 20-Sep 113.37 22-Sep 92.75 22.23% 2,481.06  2.617.32 -5.21%
Sporting News 20-Sep 14.00 22-Sep 27.58 -49.24% 637.84 54197  17.69%
Sports {Hustrated 20-Sep 4314 22-Sep 31.35 37.61% 1,748.38  1,635.03 6.93%
The New YorkerS 20-Sep 41.24 22-Sep 142.04 -70,97% 141752 1,458.61 -2.82%
Time Out New York 15-Sep 68.89 10-Sep 80.88 -14.82% 231456  2,387.09 -3.04%
TV Gulde 19-Sep 71.14 20-Sep 87.46 -18.66% 166312  1,726.76 -3.69%
Us Weekly 20-Sep 32.00 22-Sep 38.16 -16.14% 1,129.83 900.95  25.40%
Category Total 518.74 595.30 -12.86%  16,343.50 15,798.77 3.45%
SUNDAY MAGAZINES
American Profile 19-Sep 16.95 21-Sep 9.00 88.33% 362.66 335.45 8.11%
Parade 19-Sep 14.24 21-Sep 21.02 -32.25% 470.46 476.53 -1.27%
USA Weekend 19-Sep 20.00 21-Sep 11.85 68.78% 471.25 436.35 8.00%
Category Total 51,19 41.87 22.26% 1,304.37  1,248.33 4.49%
TOTALS 812.62 921.96 -11.86%  25,922.88 24,731.67 4.82%

A=2003 Issue is 70th anniversary special; E=estimated page counts; S=2003 Style special issue; @=one fewer issue In 2004 than in 2003
CHARTS COMPILED BY AIMEE DEEKEN

right on your desktop.

attendon in ways the big size hasn’t before.”

The first to start the mini craze in Europe
was Condé Nast’s Glaniour, which launched in
2001 in a pocket-size form, and the ttle’s oth-
er international editions, including those of
Hearst, followed suit. (There are no plans for a
travel-size Glamionr in the U.S., though Teen
Vogue is published as a digest.) In addition to
Hearst’s Coswropolitan, Marie Claire began test-
ing a digest-sized edition in the U.K.

Hearst, however, did try twice to shrink
Harper’s Bazaar—in March and September
2002—but the magazine’s sales were lackluster,
and the idea was dropped. The reasons, some
Hearst executives suggested, were that Bazaar
is a high-end fashion magazine that may not
have translated well as a compressed magazine.
Moreover, the cover price for the large- and
small-size editions were the same. This time
around, Marie Claire, which offers both high
and low fashion, will charge readers less for the
mini MC: $2.49 in bookstores and $1.99 in oth-
er outlets such as Wal-Mart. The regular edi-
don will remain $3.50.

“Size matters,” said Seyniour. “Everything’s
about value. If you want the big page, you'll pay
for the big page.”

The move will be critical for MC, given that
more than half its 956,000 circ is derived from
single-copy sales. There will be an additional
80,000 mini editions on newsstands.

Media buyers are intrigued. “Maire Claire is
trying to stand out in what is a particularly
crowded women’s category,” said George Jan-
son, director of print for Mediaedge:cia. “Will
they bring any new readers is something we
will look out for.”—LG [ ]

Download the free ADWEEK MAGAZINES DESKTOP TICKER
today at www.adweek.com

SPONSORED BY

caURT’ i‘lrl’r'festigatian

Channel.
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Simpson Show
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television

BY MARC BERMAN

Digging for Gold

SO WE'VE MADE IT THROUGH THE SUMMER, A SEASON THAT HAS HISTORICALLY PRO-
vided TV fans with very little to watch. This year was no different, even
though it was supposed to be, given the networks promised to pro-

gram aggressively for 52 weeks.

under way, and it’s already populated mostly by
forgettable comedies and dramas. But you
know what? ['m so excited to see some script-
ed programming again. I'm ready to find a new
show (or two) that will keep me so interested
and so involved that I'll shut off the computer
and unplug the phones for it. The big buzz, of
course, has been on two sure things: NBC’s
Joey and CBS’ CSI: NY. But I'm happy to
report there’s more to offer than just that pair.

Let’s start with ABC, which could really
use a break these days. It’s got two scripted
series worth noting. The first, Lost, a drama
from Alias creator ].J. Abrams, tells the story
of 48 survivors of a plane crash who end up
on an eerie island somewhere in the Pacific.
Don’t worry about keeping up with four-
dozen different characters—only 12 are ini-
tially featured. The other 36 will probably be
pared once the producers need to start killing
off characters. How long, after all, can you
live in a jungle being stalked by mysterious
creatures?

While I would have preferred a 9 p.m. or
10 p.m. time period instead of Wednesdays at
8 p.m., I won’t be choosy. If future episodes
are anywhere near as good as the pilot—and
I'm talking edge of the seat here—viewers
won't be disappointed with Lost, the best new
drama of the season in my opinion.

Less spooky, but also appealing, is ABC’s
Desperate Housewives, a catty comedy/drama
featuring a smorgasbord of talented actresses

The fall season is pretty much

(Teri Hatcher, Marcia Cross, Felicity Huffman
and Nicollette Sheridan) who cope with the
tragic suicide of a friend. Part Knots Landing
and part American Beauty—with a dash of Sis-
ters thrown in—the appropriately titled show
could help bring a desperate ABC back to life
on Sunday if enough viewers are willing to give
up, or at least TiVo, NBC’ competing Law &
Order: Criminal Intent. My counsel to ABC is
patience—don’t give up
on this show too quickly,
because it really is an
acquired taste. And as a
network, you don’t real-
ly have much to lose.
Another drama I like,
this one on CBS, is
Aaron Spelling’s Club-
bouse, the sweet tale of a
16-year-old boy who
lands his dream job as
batboy for a professional
baseball team. The show ——
comes packaged with
classic Spelling schmaltz (I mean thatin a good
way)—much in the same way he made three
orphans look warm and fuzzy on the WB’ qui-
et summer hit, Summmerland. Clubhouse needs to
stay off the fields and tug at our hearts if it’s
going to retain women viewers in search of a
low-cal drama. (Translation: Nothing too heavy
in the middle.) But some women may simply
tune in for a more simple reason: beefcake, in

if future episodes
are anywhere near
as good as the pilot,
viewers won't he
disappointed with
Lost, the best new
drama of the season.

the form of former man-of-steel Dean Cain.

CBS’ corporate cousin UPN has generat-
ed more positive press for its fall lineup than
any season in memory, much of it revolving
around Kevin Hill, a drama starring matinee
idol Taye Diggs as a successful and footloose
bachelor who suddenly becomes caretaker to
a young child. I also like the look of Veronica
Mars, in part because it has elements of Buffy,
the Vampire Slayer in it. The show’s star,
Kristin Bell—whose character plays a typical
teen-ager who happens to fight crime after
hours—can actually act, unlike Buffy’s Sarah
Michelle Gellar. UPN has never had a suc-
cessful drama outside of the Star Tiek fran-
chise, but perhaps its 2004-05 lineup will end
that streak.

I also have a soft spot for the WB’s Fack &
Bobby, the tale of two young brothers, one of
whom grows up to be president, because
unlike most WB dramas, this one has sub-
stance. Emmy winner Christine Lahti, as an
overprotective mother, also lends a little extra
class to the network.

As fond as I am of these six dramas, Lost in
particular, I am not naive
enough to think they will
all find an audience. Lost,
which probably should
have been a miniseries,
doesn’ belong at 8 p.m.
Alias is already slated to
replace Desperate House-
wives in midseason. No
drama with baseball as a
backdrop has ever worked.
UPN is not known for its
dramas. And the serious
minded Fack & Bobby has
an extremely ill-fitting
lead-in with the frivolous Charmed. Sdll, I am
cautiously optimistic something will stick.

With any luck, I might even find a new
comedy or two worth watching. ]

Do you agree, or disagree, with Mr. TV? Please
e-mail mberman@mediaweek.com and let him
know if you would like your response published
in an upcoming issue.
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WHAT'S THE #1
NEWS SITE TO REACH
THE AFFLUENT,
EDUCATED AND
INFLUENTIAL?

More than six million monthly visitors from all over the country stay connected with
current events and opinions through washingtonpost.com. They’re the affluent, the educated
and the influential - and they make us the #1 choice for reaching a powerful national
audience. To find out more, give us a call or e-mail us at advertising@washingtonpost.com.

50% have household incomes over $75,000

69% are college graduates

3% have traveled for business

Source: Nielsen//NetRatings @_‘Plf.-Winter 2004
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