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At Deadline

I HAVAS, MEDIACOM PRESENT TO VOLKSWAGEN

Havas last week confirmed its Media Planning Group
is making additional presentations to Volkswagen in
an effort to retain the estimated $500 million North
American portion of the automaker's $1.4 billion glob-
al media account. Sources said another VW roster
agency, Grey Global's MediaCom, was favored following
an earlier round of presentations. It is unclear if Medi-
aCom is also having additional meetings with VW. Also
last week, Ford Motor Co.'s Jaguar launched a review
of its global account, including creative, media and
direct marketing. Those duties are currently handled
by various units of WPP Group. Billings exceed $100
million. And Group M's MindShare won
Unilever's $1.25 billion European
media account, besting Interpublic
Group incumbent Initiative Media and
Aegis Group’s Carat.

1 RODALE CREATES NEW UNIT
Rodale, publisher of Prevention and
Men's Health, has created the Rodale
Marketing Solutions Group to provide
integrated marketing services to busi-
nesses seeking customers in areas
such as nutrition, fitness and health.
The new group will combine the compa-
ny’s Corporate Ad Sales, Integrated Mar-
keting Services, and Custom Publishing
and Partnership Development business-
es into one unit. Denise Favorule, most
recently vp, group publisher of Rodale's
women's Group, will head the new group
as vp, managing director.

1 BLACK PAPERS STUDY RELEASED
Ethnic Print Media Group, a newspaper
rep firm, and International Demograph-
ics last week released the industry's
first annual qualitative study of the
readers of African American newspa-
pers, based on phone surveys with
8,993 readers in 55 markets. Among
the findings: More than 60 percent of
the readers are female, over 61 percent
are adults 25-54 and one-half are adults 25-49. Nearly
60 percent are home owners, and another one-fourth
plan to buy homes in the next two years.

§ PPM: COMMERCIAL RATINGS ARE DECENT

Contrary to conventional wisdom, audiences of commer-
cials are not necessarily lower than audiences of the
programs in which they air, according to an Arbitron
study based on data from the portable people meter
test in Philadelphia. The study, presented at last week's
Advertising Research Foundation meeting in New York,
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found that among people who channel surf, commercial
audiences may be higher, especially for ads run on
cable channels. Commercial ratings also tended to be
higher among kids and teens.

B ADDENDA: John carrozza was promoted last week
to senior vp, advertising revenue and planning, nation-
al advertising sales, from vp, for Discovery
Networks...Sean McManus, CBS Sports president
since 1996, has received a multiyear contract exten-
sion. McManus said his goal will be to “maintain
CBS' relationship [with the sports leagues] and tele-
cast rights to the events we currently have.” One such
rights package is with the National
Football League, which expires after
the 2005 season...The YES Network
named Michael Wach executive vp of
advertising sales for the network.
Most recently, Wach was the general
sales manager at Infinity Broadcast-
ing's top Sports Talk station WFAN-
AM...CBS has ordered 12 episodes of
the crime drama Numbers for midsea-
son. Produced in association with
Paramount Network TV, Numbers
marks CBS’ first series order from
Paramount since the studio was re-
organized in September, with the goal
of producing more programming for
the network...Sir Elton John is devel-
oping a half-hour, single-camera come-
dy for ABC about an aging rock super-
star. Sex and the City's Cindy Chupak
is writing the script, with Desperate
Housewives executive producer
Michael Edelstein overseeing the pro-
ject, to be produced in association
with Touchstone TV...Comedy Central’s
The Daily Show With Jon Stewart deliv-
ered its second-highest audience dur-
ing coverage of the presidential elec-
tion on Nov. 2. The show, Prelude to a
Recount, delivered 2.1 million viewers
2-plus and 1.3 million adults 18-
49...Sinclair Broadcast Group said its
controversial news program, A POW Story, was worth
“tens of millions of dollars” in advertising and publicity.
Although some ads were pulled, David Smith, Sinclair
president/CEQ, told analysts during the company’s third-
quarter conference call last week that ads that were
sold commanded a higher rate. Sinclair said it plans to
produce more specials in the future.

| CURRECHUN: A Media Elite item in the Nov. 1

issue gave the wrong affiliation for Marlene Kahan.
She is with the American Society of Magazine Editors.

Market
Indicators

NATIONAL TV: ERRATIC
ABG and CBS are draw-
ing a steady volume of
fourth-quarter scatter
ad dollars, but things
are slower at NBC and
Fox. First-quarter can-
cellation options are
being exercised at high
single-digit percent-
ages overall.

NET CABLE: QUIET

The pace of fourth-
quarter scatter is still
uneven, with some
nets doing better than
others. First-quarter
cancellation options
are being exercised,
but sales execs say the
percentage of dropped
orders is only in the
mid-single digits.

SPOT TV: FLAT
Post-election advertis-
ing is off to a slow
start. Auto continues to
be softer than usual
and entertainment is
weak. Retail volume
for holidays uncertain.

RADIO: OPEN
November is looking
better due to entertain-
ment/sweeps tune-ins
and some increased
activity across a broad
range of categories.
But December, tradi-
tionally a strong retail
month, is still a big
question mark..

MAGAZINES: SLOWING
Local and regional
titles have posted
gains in year-end
issues with jewelry
and retail. For 2005,
business is working
from investment and
banking services.
Men’s grooming is
heating up, due to '05
product launches.
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Media Wire

Political-Ad Spending Hits
A Whopping $1.45 Billion

Political-advertising spending in 2004 is
expected to exceed $1.45 billion, a
record figure, according to TNS Media
Intelligence/CMR. Spending on the pres-
idential race alone through Oct. 28
reached $601 million, or 42 percent of
the total. The balance, $847 million, was
spent on federal, state and local races
and ballot issues.

The bulk of political dollars—more
than 88 percent, or $1.27 billion—was
allocated to spot TV, of which $546.6
million (nearly 43 percent) went for
presidential ads. For example, Hearst-
Argyle Television, which owns stations
in seven of the 11 swing states, report-
ed political-ad revenue of $22.1 million
in third quarter, up from $15 million in
2000, and estimated total-year political
revenue of $83 million compared to
$73 million in 2000.

Spending on local radio totaled $89
miflion, or 6.1 percent. The largest per-
centage of dollars spent in local radio—
about 39 percent, or $34.6 million—was
for state and local ballot issues.

Newspaper spending totaled $51 mil-
lion, 3.5 percent of all political advertis-
ing. Like radio, the majority of that
spending, nearly 64 percent, was ear-
marked for state and local ballot issues.

Cable got only 1.6 percent of all polit-
ical spending, with the entire $24.5 mil-
lion going to the presidential race.

Internet spending, only 0.4 percent of
all political advertising, totaled $7.1 mil-
lion, with $4.2 million allocated to the
presidential race. —Katy Bachman

Nielsen Unveils Tool to Help
Evaluate Hispanic TV Buys

In @ move to enhance its local and
national Hispanic TV ratings service,
Nielsen Media Research last week
released Hispanic reach and frequency
models, which will allow buyers and
sellers to evaluate Hispanic TV buys
based on language preference and oth-
er key characteristics.

It's the first time Hispanic media
companies and agencies have had
access to tools that combine Hispanic
viewing data (continued on page 6)

Four-Way Race
In Aduits 18-49

ABC, CBS surge in key demo as NBG slips; Fox in limbo until /dof returns

NETWORK TV By John Consoli

or the first time since the inception of
people meters in 1987, only five-
tenths of a rating point separates the
Big Four broadcast networks in the
key adults 18-49 demographic, six
weeks into the new fall prime-time
scason. And the possibility exists that
NBC, last year’s 18-49 ratings winner,
could finish as low as fourth for the season, the
first time it will not have finished first in the
demo since the 2000-01 season.

“This is the most competitive start of the
season among the Big Four that I can remem-
ber,” satd Brad Adgate, senior vp and director
of research for Horizon Media. “At this point,
all four networks have a real shot at winning
the season in the 18-49 demo. I think this will
be a four-network race
all season. And don’t
count NBC out. NBC
is still competitive on a

develop more scripted shows for next season,
or the next upfront will be tough for them.”

NBC programming and ad-sales cxecutives
were not available to comment for this story.
But one rival broadcast network exec agreed
that “NBC will probably be able to stunt its
way through this season.” Added another com-
petitor: “NBC stll has lot on its schedule that
other networks would like to have.”

Through the first six weeks, Fox ranks first
among delivery of adults 18-49 with a 4.3, but
that’s a drop of 9 percent from this point last
season. Tied for second are CBS and ABC with
a 3.0, representing an 11 percent gain for CBS
and 8 percent gain for ABC. In fourth place is
NBC with a 3.8, down 11 percent.

The tightness of the battle for 18-49 view-

TOP 5 NEW SHOWS AMONG ADULTS 18-49

lot of nights.” 2004-'05* RATING | 2003-'04* RATING
“NBC is hﬂvjng OESPERATE HOUSEWIVES ABC 9.3 [ COUPLING NBC 6.3
problems, there’s no LOST ABC 6.5 l TWO AND A HALF MEN CBS 53
doubt about that,” said CSE: NY GBS 64 | LASVEGAS NBC 46
Steve Sternberg, execu- — 54 | I'MWITH HER ABC 4.6
BOSTON LEGAL ABC 46 | THEO.C. FOX 42

tive vp and director of
audience analysis  at

“THROUGH FIRST SIX WEEKS OF THE SEASON. SOURCE: NIELSEN MEDIA RESEARCH

Magna Global USA.
“For the first time, NBC has not
only not had any new-series suc-
cesses, but at the same time most of
its returning shows are falling.”

NBC’ ratings among adults 18-
3+ this season are down 10 percent,
while ABC’ are up 10 percent and
CBS’ are up 16 percent. Fox is
down 16 percent in the demo.

But Sternberg pointed out that the scason is
young. Down the road, ABC will have to deal
with replacing two hours of Monday Night Foot-
ball in January (which the last few scasons has
resulted in massive ratings dropoffs), and Fox
is basing a great deal of its 18-49 ratings hopes
on another strong performance by Awerican
Ido/ when it returns in January. “I think NBC
will continue to be competitive this scason, but
after that is another story. They will have to
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Demo distress:
ER has lost 2.4
million viewers so
far this season,

while adults 18-
49 have dropped
9 percent.




ers is the result of strong programming at
some of the nets. ABC has been boosted by
three hot new shows: Desperate Housewives, Lost
and Wife Swap (which just missed making the
chart on the previous page with its 4.3 rating
in adults 18-49). CBS has gotten huge growth
from veteran dramas CSI: Miami (which has
grown its viewership by 3.5 million) and With-
out a Trace (up 5.2 million), while its new dra-
ma, CSLNY, ranks third among new shows in
delivery of 18-49s and is among the Top 10 in
homes with incomes of at least $100,000. Fox
got great results throughout October from
exciting baseball playoffs and a historic, albeit
brief, World Series.

As big a factor, though, has been the slip-
page of NBC veteran shows and a lack of trac-
tion for its freshmen.Take a look: Thursday
jaggernaut ER is down 2.4 million viewers this
season; Law & Order is down 3.3 million; Will
& Grace has lost 3.1 million; Law & Owder:
Criminal Intent and The West Wing are down
2.6 million viewers apiece; and so on. And
newbie Thursday sitcom Foey, which replaced
the unstoppable Friends, is averaging 12.7 mil-

lion viewers to Friends’ 20.4 million. Father of

the Pride, which has been savaged by the crit-
ics, has been yanked off NBC'’s schedule at
least through the November sweeps, while
freshman drama Hawaii has also been pulled.

(Shedding further light on how the prime-
time playing field has worsened for NBC: At
+his point last fall, its new sitcom Coupling was
the highest-rated new show among 18-49ers,
but was cancelled.)

NBC has also slipped from first place in the
battle for upscale viewers. Through the first
four weeks of the season, CBS has overtaken
NBC in ratings among $100K-plus homes,
with a 9.3 rating in that category (up 15 percent
from the same period last season) to NBC’s 8.6
(down 2 percent). ABC has also surged in the
demo, thanks to Desperare Housewives and Lost,
rising 11 percenttoa 7.8.

According to sales executives at the net-
works, CBS—not NBC, as has traditionally
been the case—is getting the most media
agency calls for fourth-quarter scatter advertis-
ing, followed by ABC. “NBC has always been
the first stop for scatter advertisers, especially if
they were looking to reach adults 18-49 with
high-income qualifiers,” said one network sales
exec. “But now you have to begin questioning
some of their programming choices. They are
beginning to look a little like Fox, with all the
stunting and some of the reality they are start-
ing to put on. The Biggest Loser would work just
as well on Fox. NBC is the highest-priced net-
work, and when you don’t have the program-
ming and ratings to justify that high price, its a
double whammy.”

Desperately Seeking Lost

Development execs rush to find their next hits based on ABG's one-two punch

TV PROGRAMMING By A.J. Frutkin
H oping to strike at least some lightning

next season, the networks are clamoring
to find their own versions of ABC’s Lost and
Desperate Housewives. Ironically, broadcasters
spent the bulk of their drama-development
money prior to the
premieres of the ABC
shows. But once those
programs hit, several
networks began to
reopen their wallets to
find projects in the vein
of the ABC dramas.
~ Adverrtisers always
s : - warn against cloning
R - hits, arguing that copies
fk. - rarely do as well as the
APTTT EL L ETRUTLGL - originals. But saying it
TR LA L M- doesn’t make it so, and
Lost-like projects are
already being shopped. “We’re hearing Lost in
space, Lost under the sea, Lost in every configu-
ration you can imagine,” said David Janollari,
the WB’ entertainment president.

Last week Fox bought The Dark Side, a Lost-
on-the-moon drama, from sister 20th Century
Fox TV. Sources familiar with this year’s devel-
opment season said Warner Bros. TV is shop-
ping a Lost-like project set in the desert, while
NBC made a late buy for a Bermuda Triangle
project with John Wells Productions.

Even if the networks ultimately resist copy-
ing Lost, what they’re looking for is that next
“big” idea. “It’s something you can describe in
a sentence, because you know exactly what it is
when you hear it,” said Paul Haas, a partmer at
the Endeavor talent agency.

Capitalizing on Housewives’ success may be
easier for broadcasters. Its character-driven,

serialized format is more conventional than
that of Lost. But the strength of self-contained
procedurals has overshadowed almost every
other dramatic genre recently. That is, until
Housewives hit. Sources said NBC is looking to
score with its own so-called heightened drama,
having bought a one-hour project set in a
rehab clinic. Honing more closely to House-
wives’ bones, the WB outbid Fox for the for-
mat rights to British drama No Angels, about a
group of young nurses.

Janollari suggested that Angels might have
more in common with HBOs Sex and the City
than with Housewives. But just as Housewives
reveals the marital struggles of thirty- and
forty-something women, Janollari acknowl-
edged he hopes Angels will “capture a sense of
women in their twenties finding romance.”

Housewives’ cul-de-sac setting also has
become a development focal point. ABC
bought The Colony, about a group of rich Mal-
ibu, Calif,, residents, and NBC tapped the Los
Angeles cul-de-sac comedy Five Houses, from
John Riggi and Todd Holland (Wonderfalls).

However much Lost and Housewives wind up
impacting development next year, their success
points to a likely resurgence in scripted shows,
especially after a season in which viewer inter-
est in nonscripted fare has softened. But writ-
ers like Holland aren’t gloating just yet. In fact,
many of them credit nonscripted programs
with having shown the networks that serialized
storytelling can work.

“Every single year we're told explicitly that
the networks don’t want serialized shows, but
what are reality programs if not giant soap
operas?” Holland asked. He added, “I think the
palette from which scripted writers can draw
has become broader now.” |

Push on Derey, Indecency

Bush victory to advance right-wing media interests; shifts at FGG expected

WASHINGTON By Todd Shields
P resident Bush’s re-election last week

means new faces on the Federal Commu-
nications Commission, another four years of
deregulatory policy and increased pressure over
broadcast indecency from an energized right
wing, analysts and actvists say.

Bush’s victory in the Nov. 2 election returns
an administration that has promoted relaxed
media ownership rules in the face of legislative
and court challenges. Unless the Supreme
Court weighs in, the FCC will need to rewrite
the ownership regulations its Republican
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Media Wire

with important targeting considerations,
including language use as well as demo-
graphic and geographic profiles.

The tools, developed by Interactive
Market Systems (which, like Nielsen, is
owned by Mediaweek parent VNU), pro-
vide separate reach and frequency mod-
els for Nielsen'’s national Hispanic sam-
ple and for each of the 19 markets
measured by the Nielsen Hispanic Sta-
tion Index, including Chicago, Miami-Ft.
Lauderdale, New York, San Francisco
and Albuquerque, N.M.

Also, for an additional cost, Nielsen
clients can access the models through
IMS’ MarketMate software or through
the Internet. —KB

FCC Weighs Localism As
NAB, Reformers Sound Off

The Federal Communications Commis-
sion wants to know whether it should
change regulations to deal with such
issues as national-radio playlists, local-
news coverage by TV stations and air-
time for political candidates. And
broadcasters last week offered their
considered reply: No, really, things are
fine the way they are.

That perspective from the National
Association of Broadcasters came Nov.
1 as the FCC closed the public-com-
ment period for its examination of
broadcast localism. Public-interest
groups told the agency that, following a
period of media consolidation, it's time
for deep reforms.

FCC Chairman Michael Powell
launched the localism proceeding last
year amid widespread criticism over his
agency's attempted loosening of limits
on media consolidation. Those changes
are on hold amid court challenges.

The NAB said that “imposing new
obligations on broadcasters is neither
justified nor prudent.” On the opposite
side of the issue, a coalition including
the Consumer Federation of America
argued for reforms, such as more
licenses for nonprofit independent
media and limits on growth by commer-
cial broadcasters.

The localism proceeding has attract-
ed more than 8,000 comments to the
FCC. There is no deadline for the
agency to act. —Todd Shields

majority passed in 2003. Democrats might have
sought rollbacks, but Republicans are not like-
ly to do so, according to Legg Mason analyst
Blair Levin.

Similarly, Republicans are less likely than
Democrats to disrupt ownership patterns
approved by earlier commissions. That could
bode ill for license
challenges launched
last week against two-
station combinations
in the Asheville, N.C,,
and Charleston, S.C.,
markets that are partly
owned by Sinclair
Broadcasting Group,
and the newspaper-TV
combination owned by
Media General in Flo-
rence, S.C.

At the FCC, the
D.C. rumor mill expects chairman Michael
Powell to step down as early as January, even
though his term runs through *07 (he’s been at
the FCC since *97). Powell is giving no indica-
tion of an exit. “Pm thrilled the president has
won and ook forward to working with him and
his administration,” Powell said last week. Still,
speculation moves forward on successors. The
oft-mentioned include Republican commis-

Adelstein will likely
leave the FCC soon.
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sioners Kevin Martin and Kathleen Abernathy,
former Bush aide and "Texas telecom regulator
Rebecea Klein, and Michael Gallagher, assis-
tant secretary of the Natonal Telecommunica-
tions and Information Administration.

One near certainty at the FCC: the depar-
ture of Democratic commissioner Jonathan
Adelstein, whose term has expired and who
must leave when Congress adjourns unless the
White House grants him a fresh term. Bush
would need to appoint a Democratic replace-
ment to serve on the agency that by law is split
3-2 in favor of the president’s party. Other
turnovers could be in store too. Abernathy’s
term expired in June; she may serve until the
end of next year’s congressional term.

Campaigners against broadcast indecency
said the clection increased their leverage. “Itis
what we’ve been saving for years: ‘It’s the cul-
ture, stupid.” Our mission was validated on
Tuesday night,” said Tim Winter, executive
director of the Parents Television Council.

Others felt the same wind in their sails.
“Major television networks should not be able
to control so many stations because that tends
to get away from local community standards,”
said Jim Backlin, vp, legislative affairs for the
Christian Coalition. He said his group would
support efforts “to rein in more local ownership
by big corporations.” |

NBGC, FNC Nab Election Win

Nielsen provides next-day demo data from markets with LPM service

TV NEWS By Katy Bachman

M ore than 55 million TV viewers tuned in
to election coverage on the broadcast
and cable networks, about 2.3 million fewer
than for the 2000 election results, according to
ratings data from Nielsen Mecdia Research.
Although the broadcast networks (ABC,
CBS and NBC) continue to draw the lion’s
share (69 percent) of the TV audience, their
collective ratings were down by ncarly 18
percent, while audience levels for the three
cable news nctworks (CNN, Fox News
Channel and MSNBC) grew 33 percent.
NBC had the largest election-night audi-
ence with 15.2 million viewers, followed by
ABC (13.2 million) and CBS (9.5 million).
Buoyed in part by a 52 percentincrease in dis-
tribution, Fox News Channel ranked fourth
with more than 8 million viewers, a significant
234 percent increase over the 2.4 million
viewers it attracted during the 2000 election.
IFox News’ election coverage also netted it the
highest prime-time ratings in its history.
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CNN had nearly 6.2 million viewers, an
increase of about 7 percent from 2000. Only
MSNBC lost audience, down to 2.8 million
viewers from 2.9 million in 2000.

For the first time in a presidential election
year, next-day demographic ratings were avail-
able in five local TV markets, measured by
Nielsen’s local people meter service in Boston,
Chicago, Los Angeles, New York and San
Francisco. ABC’s owned-and-operated sta-
tions were the clear leaders among TV view-
ers in Chicago (WLS), Los Angeles (KABC)
and San Francisco (KGO), in households,
viewers 2-plus and adults 18-34 and 18-49.
NBC attfiliates scored the top-ratings spots in
Boston (WHDH) and New York (WNBC).

Overall, the nets were more cantious than
in 2000, when they called the race too early.
“They were appropriately restrained,” said
Andrew Tyndall, publisher of The Tyndall
Report, who gave points to NBC for its set and
FNC for its graphics. —with Megan Larson W
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Analysts Weigh Circ Declines

BY JENNIFER SABA

wo opinions emerged in decipher-

ing the latest circulation figures

released last week from the Audit

Bureau of Circulations. Depend-

ing on whom you ask, the new
FAS-FAX report—which showed an overall
drop of 0.9 percent in daily copies and a 1.5
percent drop in Sunday issues—is either
encouraging, because it could have been much
worse, or discouraging, revealing a newspaper
industry that continues to slide.

“I'm surprised that the losses are as deep as
they are,” said John Miller, a managing part-
ner at Mediaedge:cia. “The San Francisco
Chronicle is down 6 percent against a weak-
ened competitor? The losses are big at these
major papers.”

Peter Appert of Goldman Sachs wrote that
the declines were larger than in the past, but

THE SOUTHEAST CABLE/RADIO

that, all things considered, they could have
been worse. “Investors will perceive this data to
be ‘good news,”” said a note from Appert issued
last week. Many insiders point to a one-two
punch for the drop: the Do Not Call list and
the industry’s conservative approach to count-
ing copies in the wake of various circ scandals.

“We knew we had a formidable task this six-
month period,” said John Murray, vp of circu-
lation at the Newspaper Association of Ameri-
ca, who thinks the numbers are heartening.
“We were going to feel the first full impact of
the Do Not Call regulations.”

But Miller noted that the industry has seen
changes in telemarketing coming for a long
time and that every reporting period there are
declines. “I'm surprised that there is not a lead-
ership vision. What is the industry going to do
about this? I don’t see a marketing effort or a

Ford, Turner South Team Up With Rick & Bubba

olph (left) and “Bubba”

Radio personalities Rick Burgess and
Bill Bussey, whose top-rated morning
program The Rick & Bubba Show is
simulcast from 810 a.m. on Turner
South, have landed another show on
the regional cable network. On Nov.

_ 7, the duo, broadcasting from a TV

7 lounge/set in Birmingham, Ala.,

. debuted as hosts of Turner South’s

¢ Ford True Grits Movie franchise, which
* airs Sundays at 8 p.m., featuring

films such as Jaws, Legends of the Fall, The Shootist and Devil in a Blue Dress.

Since Turner South picked up Rick & Bubba two years ago, the morning show has
attracted a number of big regional advertisers such as the Krystal burger chain, Texas
Pete hot sauce, Mayfield Dairy (ice cream) and Kissimmee St. Cloud, Fla. (tourism).

In addition to getting the Ford brand name in the program title, Ford's sponsorship
includes several content tie-ins such as Built Ford Tough Moment, during which the hosts
introduce a movie clip that illustrates Ford's promise of strength, action and dependabili-
ty, and Pony Car Passion, a feature highlighting true stories from Ford Mustang owners.
Viewers can also enter the Ford True Grits Sweepstakes to win a new home theater by
watching for a Mustang to cross the bottom of the screen.

Syndicated on 24 radio stations in seven southern states and reaching 6.6 million
weekly listeners, the Rick & Bubba radio show is broadcast out of WYSF-FM, Citadel
Broadcasting's Adult Contemporary station in Birmingham. Turner South has 7.2 million
subscribers throughout six southeastern states. —Katy Bachman
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change in direction in how they grow circula-
tion,” Miller said. “No one seems to be terribly
disturbed about it.”

Indeed, Appert warned that the weak num-
bers this period will “put added pressure on
newspaper ad rates moving into 2003, suggest-
ing another year of modest growth revenue.”

While acknowledging the perception that
the industry appears slow-footed, Murray said
that many newspapers have implemented
changes with new subscriber acquisitions and
retention programs, all of which take time to
show results.

Murray also pointed to the recent NAA
circ analysis for the six-month period ending
September 2004 that found one-third of all
newspapers measured recorded gains in
copies. “There was no pattern to the papers
[that grew in size],” he said. “It tells us we
don’t have problems with a type or size of
market. The fact is simple: Some newspapers
have adapted more quickly than others.”

TV STATIONS AND RADIO STATIONS

Addenda:

Hoping to pull out of last place in local news,
on Nov. 1, WGCL, Meredith Broadcasting’s
CBS affiliate in Atlanta, moved its early news
earlier, from 5 p.m. to 4 p.m., offering the mar-
ket’s only local news at that hour. The schedule
change could also help syndicated talk show
Ellen, which was struggling to gain audience
against Oprab’s 10.6/23 on Cox Television’s
ABC affiliate, WSB, at 4 p.m. Now at § p.m.,
Ellen faces off with D#. Phil on WXIA, Gan-
nett’s NBC affiliate...After seven weeks of dis-
mal ratings, The Larry Elder Show last week
lost its 3-4 p.m. time slot on WBBM-TV, Via-
com’s owned-and-operated CBS outlet in
Chicago, and was moved to TV purgatory at
1:07 a.m. In October, Elder was ranked fourth
with a 1.1/3, up against Dr. Phil on WMAQ-
TV, NBC'’s O&O. Elder was replaced by Fudge
Judy, which now airs 2-4 p.m. Fudge Fudy
scored well for WBBM, ranking second in its
2-3 p.m. time period with a 2.4/8... At least two
radio stations have already started the holidays
early with all-holiday music all the time. KOSY-
FM, Clear Channel’ Soft Adult Contemporary
in Salt Lake City, began spinning holiday music
as “Utah’s Holiday Music Station.” And KNEV-
FM, Citadel Broadcasting’s Adult Contempo-
rary in Reno, Nev., was also overcome by the
holiday spirit. ABC Radio Nets announced last
week it will launch a new 24-hour Christmas
channel beginning Nov. 19. —KB o



YOUR ENTIRE INDUSTRY AT YOUR FINGERTIPS!

All the critical data you need in the format you choose.

140193410 MM 3HL

CALL 1-800-562-2706, FAX 646-654-5518 OR ORDER ONLINE @ www.adweek.com/directories

BEST
OFFER

THE 2004 ADWEEK DIRECTORY Packed with over 6,400 Advertising

Agencies, PR Firms and Media Buying Services and more than 26,000 personnel. Detailed
information on each branch office including phone, fax, e-mail, URL, services, industries
served, billings, personnel, accounts, parent company and subsidiaries. Indexed by
State/City, Type of Organization and Parent Company. Special sections feature Agency
Rankings, Name Changes, Openings & Closings and Advertising Awards. Available in print,
Windows compatible CD-Rom and online.

THE 2004 BRANDWEEK D|RECI-ORY With distinct information on over

6,900 individual brands, it's the only resource of its kind. Provides address, phone, fax and
URL with over 18,000 personnel at both corporate and brand level. Listings also include
media expenditures, parent company, industry category and lead advertising agency.
Indexed by State/City, Brand Marketer and Industry Category. Plus the Top 2,000
SuperBrands ranked by media expenditure in 44 industry categories. Available in print,
Windows compatible CD-Rom and online.

THE 2005 MULTICULTURAL DIRECTORY The single source for informa-
tion on the HISPANIC/LATINO, AFRICAN-AMERICAN, ASIAN-AMERICAN, and the newly
added GAY & LESBIAN markets with complete listings of: Advertising Agencies, PR Firms,
Media Buying Services, Multicultural Media-Radio, Television, Cable Networks, Magazines
& Daily Newspapers and Brand Marketers with muilticultural marketing programs.
Organized by Ethnic Groups- Ethnic specific organization allows for ease of use and quick
targeting of the type of organization needed. Available in Print and Online.

THE 2004 MARKETER'S GUIDE TO MEDIA Compact and easy-to-use

containing all the essential data needed for strategic media planning, presentations,
sales pitches or whenever you need accurate and up-to-date media analysis. A compila-
tion of industry trends, demographics and rates from the leading research companies, it
is truly a one-of-a-kind resource. Includes analysis and information on Broadcast TV,
Syndicated TV, Cable, Radio, Out-of-Home, The Teen Market, Promotion, Magazines,
Newspapers, Online Services and Hispanic Markets. Available only in print.

THE ADWEEKDIRECTORIES Order the database you want in the
format that works for you.

THE ADWEEK DIRECTORY ] Print & CD $399 Online $699 [ Print/CD/Online $899
THE BRANDWEEK DIRECTORY I Print & CD $399 [J Online $699 [ Print/CD/Online $899
ADWEEK/BRANDWEEK DIRECTORIES [J Print & CD $699 [J Online $1150 [J Print/CD/Online $1299

MULTICULTURAL MARKETING DIRECTORY (] Print $299 Online $499 [ Print/Online $699

MARKETER'S GUIDE TO MEDIA J Print $129
*All CD’s are Windows compatible only.
JABAWD
Name .
Titl Payment Enclosed
itle (make check payable to ADWEEK Directories)
Company [ Charge my: [ VISA MC ] AmEx
Card #
Address
Exp. Date
City State Zip
Signature
Phone Fax
E-Mail Add appropriate sales tax in CA, DC, FL, GA, MD,

MN, MO, OH, SC, TN and TX. Canada add GST.

Nature of Business Please add $15 for shipping and handling.




TH n ] S
ADVERTISING U MAGAZINES

MEDIA

OUTDOOR INTERACTIVE
NEWSPAPERS MARKETING

KEY PERSONNEL
MULTICULTURAL

TV & CABLE RADIO

RATES -
MEDIA TRENDS DEMOGRAPHICS

HOLO:1HIA

-
-
2
2
=
=4
-

Postage

o S T0 ORDER:
without preper CALL
1-800-562-2706,
FAX
646-654-5518
THE AADWEENDIRECTORIES OR

PO BOX 17018 ORDER ONLINE

NORTH HOLLYWOOD CA 91615-7018 (@)

B www.adweek.com/directories




BY EILEEN DAVIS HUDSON

Pink cadillac: A vintage convertible outside of the Car Wash Cafe in the Rivertown area of Motown

Detroit

FALL HOCKEY FEVER IN THE SPORTS-MAD MOTOR CITY COULD BE SNUFFED OUT BY A
full-season National Hockey League lockout that would put the beloved
Detroit Red Wings on, or rather off, ice. Still, fans can take heart in
this year’'s pro-hoops season as the National Basketball Association

champs, the Detroit Pistons, defend their dtle.

Fox Sports Net is losing ad revenue from
not having any Red Wings games to cover.
The economic blow could be more severe if
the season is cancelled. FSN Detroit is the
team’s exclusive local rights holder, including
72 regular-season and three preseason games
as well as the playoffs. FSN Detroit will also
air 38 regular-season and three
preseason Pistons games, plus the
playoffs. The regional cable sports
net also has the rights to 100 regu-
lar-season and four spring-training

been the home of the Pistons for more than 25
years. WDWB will televise 28 regular-season
games and three preseason contests. As part of
its deal, WDWB will also air original pro-
gramming around the team, including a new
one-hour Pistons show on Saturdays at 7 p.m.
The station will also broadcast a weekly 90-
second cartoon, called Interplanetary Pistons,

NIELSEN MONITOR-PLUS
AD SPENDING BY MEDIA / DETROIT

Jan.-Dec. 2003

Jan.-Dec. 2002

with the team’s starting five as superheroes.

“The addition of the Pistons, we think, is
just going to bring a whole new set of eyeballs
to the station,” says Sarah Norat-Phillips,
WDWB president/gm. As for syndicated fare,
WDWB launched Fear Factor at 6 p.m.
WDIV-TV, Post-Newsweek’s NBC affiliate,
also picked up five Pistons games this year, in a
five-year deal for select Saturday-night games.

WDIV and Scripps Howard Broadcasting’s
ABC affiliate, WXYZ-TV, continue to battle
for supremacy in the market, which is ranked
No. 10 with 1.94 million TV homes. The race
is particularly hot in mornings. WDIV beat
WXYZ and Fox owned-and-operated WJBK
in early morning news in October.

“It’s been a record year for us in terms of
revenue with the Olympics,” says Joe Ber-
wanger, WDIV vp/general manager. “It great-
ly exceeded our expectations.”

Berwanger says that besides the Olympics
on NBC, political-ad spending in the market
was huge this year, with Michigan being tagged
an important swing state. A number of hot-but-
ton local matters, ranging from same-sex mar-
riages to gambling, also brought in issue-ad
spending. By the Nov. 2 electon, Michigan was
expected to have received $25-$30 million in
political-ad dollars.

Another major event that generated consid-
erable ad revenue for WDIV was the 2004
Ryder Cup. The international golf competi-
tion, broadcast by NBC, took place in Detroit.

WDIV hired new vp/news director Neil
Goldstein in August. He most recently served
as vp of news for the News Corp. duopoly of
WNYW and WWOR in New York.

Rival WXYZ’s one-hour noon newscast
generally wins its time period, and the station
ranks No. [ at § and 6 p.m. WXYZ’s early
evening news gets a strong lead-in boost from
The Oprab Winfrey Show at 4 p.m. The
Oprab/General Motors Corp. car giveaway on
the season premiere Sept. 13—in
which 276 audience members
were each given a Pontiac G6—
garnered a 17.4 rating/39 share,
the show’s highest in a decade.

games of Major League Baseballs Spot TV $395,116,831 $417,247,858 The cars are built in a Detroit

Detroit Tigers. Local Newspaper $294 118,710 $309,621,650 suburb. “This is one of the
This year, Granite Broadcast- Spot Radio $135,651,760 $150,072,490 strongest Oprab markets in the

ing’s WB affiliate, WDWB, won a Outdoor $16,073,101 $16,439,553 country,” says Grace Gilchrist,

high-profile contract to become Local Magazines $5,613,300 $6,671,570 WXYZ vp/gm.

the new broadcast TV flagship of Total $846,573,702 $900,053,121 WXYZ, which this fall

the Pistons beginning this season.
Viacom’s UPN station WKBD had

Source: Niglsen Monitor-Plus

mediaweek.com

launched The Fane Pauley Show at
10 a.m., also produces the market’s

November 8, 2004 MEDIAWEEK 9



SCARBOROUGH PROFILE

Comparison of Detroit

TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHL$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-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 Detroit Detroit
Average %  Composition % Index
31 30 97
40 41 103
29 29 100
31 36 115
14 11 79
11 12 103
26 28 106
13 20 156
14 5 34
53 48 92
61 61 100
21 21 100
18 19 105
29 28 98
38 40 103
15 16 109
61 61 100
68 71 104
43 42 98
66 71 109
20 17 85
23 26 114

#Respondent level too low to report. *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
Source: 2003 Scarborough Research Top 50 Market Report (February 2003-January 2004)

ARBITRON
RADIO OWNERSHIP
Avg. Qtr.-Hour Revenue Share of

Owner Stations Share (in millions) Total
Infinity Broadcasting 2 AM, 4 FM 22.8 $84.9 31.1%
Clear Channel Communications 1 AM, 5 FM 22.3 $78.8 28.9%
Greater Media 3 FM 12.0 $48.9 17.9%
Radio One 1AM, 2 FM 6.7 $14.4 53%

Inciudes only stations with significant registration in Arbltron diary returns and licensed in Detroit or immediate area, Share
data from Arbitron Summer 2004 book; revenue and owner Information provided by BIA Financial Network.

only 7 p.m. news. Gilchrist says part of her
station’s strength is its talent, who are among
the most tenured in the market. They include
news anchors Diana Lewis and Robbie Tim-
mons, both with more than 25 years at the sta-
tion, and morning co-anchor Erik Smith, with
42 years under his belt at WXYZ.

Not to be ignored, however, is a strong
Fox O&O, W]BK, which switched affiliation

from CBS to Fox in 1994, It becamme an Q& O
in 1997. W]BK won the early morning news
race at 5 a.m. and 6 a.m. in October. It also has
Detroit’s sole local newscast trom 7-9 a.m.
WIBK wins the late-news race at 10 p.m.
against local news on WKBD, produced by
WXYZ, and ranks second overall among all
late newscasts. The station airs 49.5 hours of
local news a week, ntore than any other sta-
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tion. In fall ’05, W]BK will acquire The Bernie
Moac Show in syndication.

Viacom’s WKBD picked up a slew of syndi-
cated shows this year, including Malcolm in the
Middle, Girlfriends and CSI, and first-run syn-
dicated shows Home Delivery, Life & Style, Pat
Croce: Moving In and Paramount’s Dance 360.
While it lost the Pistons, WKBD this year
picked up the preseason games of the National
Football League’s Detroit Lions, which had
previously aired on W]BK. WKBD also carries
an ESPN package of 17 Michigan State and
University of Michigan basketball games.

Sister station, CBS O& O WW], which had
to build a news department from scratch with
the market affiliation swap, shuttered its news
operation in 2002. This fall WW] acquired The
Larry Elder Show at 9 a.m. and The lusider at 7
p.m. “Prime is our big success story,” says Lin-
da Danna, WWJ and WKBD senior vp/gm.
She says the strength of CBS’ schedule has led
to a 21 percent household-ratings growth in
prime in October, compared to a year ago.

The duopoly had several sales-manage-
ment changes in the past year, including the
promotion of Jaime Horowitz to general sales
manager at WWJ, from national sales manag-
er for WKBD.

Paxson Communications owns Pax TV out-
let WPXD, licensed in Ann Arbor, Mich.

Comcast is Detroit’s dominant cable
provider. Its advertising arm, Comeast Spot-
light, serves as the local interconnect, reach-
ing 1.3 million subscribers, or Y9 percent of
cable homes in the DMA. The interconnect
inserts on +5 cable networks across 27 target-
ed zones. One of the new channels is Com-
cast Local, featuring local sports and enter-
tainment. In July 2003, Comcast Spotlight
added cable company WideOpenWest to the
interconnect. WOW represents 13 percent of
interconnect houscholds. Another partner,
Bright Iouse, represents 7 percent; Charter
represents 4 percent; the city of Wyandotte
represents 1 percent; and Comecast represents
75 percent, according to Roland Trombley,
regional vpp of Comcast Spotlight, Michigan.

Trombley says automotive, retail and fast
tood are the largest revenue categories for cable
advertising, although the fastest-growing cate-
gory is banking and financial.

At the start of the year, Comcast launched
Ad Tag/Ad Copy, an ad product created by
Los Angeles-based interconnect Adlink. It
enables advertisers to simultaneously run
commercials modified for specific segments of
the market. Trombley also says he expects that
the addition of local people meters to Detroit
in November 2005 will better reflect cable’s
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NEWSPAPERS: THE ABCs

Daily
Circulation

Wayne County: 761,015 Households

Detroit Free Press 141,304

The Detroit News 99,265
Oakland County: 479,745 Households

Detroit Free Press 100,764

The Daily Oakland Press 63 908

The Detroit News 51,051
Royal Oak Daily Tribune 13,198

Macomb County: 316,332 Households

Detroit Free Press 55,359
The Detroit News 45,446
The Macomb Daily 45,181

St. Clair County: 63,592 Households

The (Port Huron) Times Herald 24,927
Detroit Free Press 2,599
The Detroit News 1,714

Sunday Daily Market
Circulation  Penetration
208 504* 18.6%
13.0%
175,713 21.0%
79,657 13.3%
10.6%
16,300 2.8%
132,048 17.5%
14.4%
68,231 14.3%
32,836 39.2%
6,757 41%
2.7%

Sunday Market
Penetration

39.2%

36.6%
16.6%

3.4%

41.7%

21.6%

51.6%
10.6%

“Combined circulation with JOA partner The Detroit News. Data is based on audited numbers published in the Audit Bureau of

Circulations’ Spring 2004 County Penetration Report.

NIELSEN RATINGS / DETROIT

EVENING- AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

Time Network Station Rating Share

5-5:30 p.m. ABC WXYZ 10.2 22
NBC WDIV 8.7 18
Fox WJBK 3.9 8
UPN WKBD* 3.5 8
CBS WwJ* 3.2 7
wB wDwWB* 1.0 2
Pax WPXD* 0.4 1

5:30-6 p.m. ABC WXYZ 10.2 22
NBC WDIV 8.7 18
Fox WJBK 3.9 8
UPN WKBD* 2.4 5
CBS wwJ* 2.3 5
wB wDwB* 1.5 3
Pax WPXD* 0.4 1

6-6:30 p.m. ABC WXYZ 10.4 21
NBC WDIV 10.3 21
Fox WJBK 3.9 8
UPN WKBD* 3.1 6
cBs WWJ* 2.4 5
WB wDwB* 1.1 2
Pax WPXD* 0.1 #

7-7:30 p.m. ABC WXYZ 7.2 1

Late News

10-10:30 p.m. Fox WJBK 7.9 12
UPN WKBD 3.2 5

11-11:30 p.m. NBC WDIV 137 24
ABC WXYZ 8.8 15
Fox WJBK* 5.1 9
CBS WwyJ* 44 8
UPN WKBD* 3.0 5
wB wDwB* 14 2
Pax WPXD* 0.6 1

"Non-news programming. #Below reportable minimum. Source: Niglsen Media Research, July 2004,
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ratings growth.

In radio, the No. 1-rated station overall is
WMXD-FM, Clear Channel’s Urban Adult
Contemporary powerhouse. ABC’s News/Talk
WJR-AM and Infinity’s rival, News \WW]
AM, tied for second in the summer book. WJR
is the radio home of the Tigers and Red
Wings; CC’s Sports WDFN-AM is the Pis-
tons’ radio flagship station. Earlier this year,
Infinity’s Sports/Talk WXYT added a new
morning show featuring Mark Spindler and
John Lund, replacing syndicated The Don Inus
Show. Imus moved to Southfield, Mich.-based
Birach Broadcasting’s Talk/Oldies WPON-
AM. Birach purchased WPON, generally
identified with Pontiac, Mich., from a local
owner for $800,000 in April.

Greater Media’s Album Oriented Rock
WRIF-FM holds the morning-drive lead with
controversial duo Drew Lane and Mike Clark,
while CC’s younger-skewing Urban WJLB-
FM s tops in afternoon drive. WJLB competes
with Radio One’s Urban WDTJ-FM.

In other changes, Davidson Media Group
n April purchased Gospel WMKM-AM for
$5.75 million. In September, Salem Commu-
nications purchased WQBIH-AM for $4.75
million, then relaunched the station under its
syndicated News/Talk format with calls
WDTK-AM. In October, Salem named
Christian D. MacCourtney WDTK general
manager. He had previously served as director
of sales/Midwest region for CNBC.

Detroit continues to have two newspaper
voices thanks to an ongoing joint operating
agreement between Knight Ridder’s morning
Detroit Free Press and Gannett’s afternoon The
Detroit News. Detroit Newspapers is the agen-
cy that handles distribution, circulation, pro-
duction and other business functions for the
two papers. The dailies have separate news-
rooms and compete on the edit side.

The larger Free Press’ daily circ for the
period ended Sept. 30 was 348,838, a decline
of .1 percent from the same period ended
Sept. 30, 2003, according to the Audit Bureau
of Circulations. The News’ daily circ fell 1.4
percent to 224,215 in the same period. The
papers’ combined Sunday circ fell 1.5 percent
to 710,036. At the start of the year, Carole
Leigh Hutton was promoted from executive
editor to publisher and editor of the Free Press,
becoming the paper’s first female publisher-.
She succeeded IHeath Meriwether,
retired at the end of 2003.

Viacom Outdoor is Detroit’s largest out-
door player, offering advertising on about
1,200 bulletin faces, 1,400 30-sheet faces and
450 buses in the DMA. Lamar Advertising
offers bulletins in the market. |

who
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LETTERS

Upfront About Magna
I t’s no secret that the past few years have
seen accelerating consolidation among
media owners and agency groups [“Magna’s
Buying Model to Be Fixed,” Aug. 23]. Or that
we continue to see a huge proliferation of
media options and opportunities from
mobile telephony to blogging

als who, under the pressures imposed by con-
solidation, choose to point the finger at
Magna rather than adapt to the new realities?
In the U.S., a quick but definitive answer
can be found by looking at the upfront.
Comparing '03-'04 levels with the *98-"99
numbers, we see that cumulative price
increases for prime-time CPMs during those
past five years have been approximately 50
percent. For the same period, cumulative
GDP increases are only 14

and advergaming. As they look percent. Over the past decade,
for new ways to reach their there have probably been all of

audiences in this 1ncreasmgly
complex communications land-
scape, clients are looking to us
for help.

What is not as apparent
about the new world we live in
is the undeniable fact that
media is the part of our busi-
ness that has the most to gain
from consolidation. All clients
understand the benefits of
leverage—in terms not only of clout, but also
of talent and tools. Only the largest opera-
tions have the ability to achieve optimal
media pricing by means of their size, to plan
and pay for the research and technology ini-
tiatives required to deal with media complexi-
ty, and to command the marketplace presence
that opens doors into key growth areas such
as content creation and programming.

We at Interpublic were the first to move
in this direction, with the creation of Magna
in 2001. Our approach to consolidation
acknowledges the importance of size, as well
as the need for a media brand that can lead
the way in vital new areas such as analytics
and entertainment. Unlike some of our com-
petitors, whose approach to consolidation has
been more one-dimensional, our model also
takes into account the importance of media
planning in developing brand strategies.

Recently, this wrinkle in the Magna model
has been seized upon in certain quarters as a
weakness. Voices at media companies and
within our own agencies question the effec-
tiveness of our negotiation division in the
upfront. Questions are raised (at times in
publications such as Mediaweek) about short-
comings in our process. All of these concerns,
of course, come in the form of quotes that are
“not for attribution” and sources that remain
unnamed. Is there merit to such comments,
or are these just competitors (and on occasion
colleagues) who are threatened by the chang-
ing media environment? Are media executives
within agencies trying to roll back the clock
to a time when they felt important because
they controlled client budgets? Do individu-

two buyer’s markets, in which
we saw CPM rollbacks.

These trends clearly sup-
port the stance we at Magna
take on the upfront, which is
admittedly a pretty strong
one. Too strong, it seems, for
some on the sales side, who
would obviously prefer to
deal with individual agencies
when it comes to closing
deals. 'That would allow them to serve up
different pricing models; cut back on large,
low-CPM advertisers in a seller’s market;
hold back on added value in deals with mid-
sized or smaller marketers. I know the
drill—I was in sales for 19 years.

At the end of the day, consolidated buying
is here to stay. The days of claiming that a
small media budget can “fly under the radar”
and deliver special deals are long gone. It’s
the large groups that have the scope to read
markets and negotiate effectively. We are
developing the research and ROI metrics to
deal effectively with an increasingly complex
media environment. No one has equaled the
success we at Magna have had in developing
custom content and programming properties.

Our model seeks to balance the needs of
Interpublic’s two major media networks and
our advertising agencies for the good of our
clients. That model is working. Does the pro-
cess need streamlining and fine-tuning? Of
course. Are we looking to broaden and evolve
the Magna concept? You bet. Does the fact
that implementing a new idea meets with
resistance surprise us? Not a bit. In a compet-
itive environment, that’s often the penalty for
taking a strong stand in the marketplace.

Bill Cella
CEO, Magna Globa!
New York

Mediaweek welcomes letters to the editor. Ad-
dress all correspondence to Editor, Mediaweek,
770 Broadway, New York, NY 10003, or e-mail
to mburgi@mediaweek.com, or fax to 646-654-
5368. All letters are subject to editing.
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OPINION
BILL GLOEDE

sSwinging From the Gallows Poll

Random sampling can he misieading if it's not broad enough

YOU HAD TO EMPATHIZE with John Kerry’s camp on
election night as it began preparing for a historic transi-
tion hased on data that was pouring in from the exit poll,
only to learn later that this was a transition not to be. Talk
about a reversal of fortune.

As the news networks began questioning the exit poll
data early Tuesday evening, the blame game started. Was
the poll wrong? Or was it misinterpreted? Or, as some
have alleged, was it manipulated?

Yes, on all three. But the problem, at least at this writ-
ing, does not appear to be with the research. The poll was
wrong in the sense that it oversampled some groups,
notably women and Democrats, in the early going. But
that was not necessarily wrong—exit polls are not
designed to act as tracking studies over the course of elec-
tion day.

The poll was misinterpreted, at least early on, for the
same reason. By the end of the day, it pretty much jibed
with the actual results, with a few significant exceptions. It
was most definitely manipulated by those who leaked the
early results to bloggers.

The saga of the 2004 National Election Poll serves as
a vivid reminder that all research, media and marketing
included, must be rigorously designed, vetted and ana-
lyzed before it is acted upon. And, like most things in life,
in the end, you get what you pay for.

In the winter of 1996, I wrote an article in Mediaweek
entitled “The Trouble With Numbers” [Feb. 26, 1996],
which used the example of the 1993 New Jersey guberna-
torial election to illustrate the notion that all polls are not
created equal. In that election, nearly all the polls put
Democrat Jim Florio comfortably (at least 10 percentage
points) ahead in his race against Republican Christie
Whitman. What characterized these polls was a reliance
on random telephone sampling of people who said they
were likely to vote.

One newspaper, the Asbury Park Press, conducted a
poll that reported a markedly different race. It was dead
even, the Press said, and Florio, the incumbent governor,
was in trouble.

The Press poll was dismissed by most analysts as
“unscientific,” which, by traditional research standards, it
was. The questions were developed by editors, and the
poll was conducted by the marketing department. It
turned out that the poll was the only one to get the race
right. There was more than a little bit of luck involved
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here, but what the Press did was pretty simple. It made
more phone calls.

This led me to a series of interviews with researchers.
While all saw the results of that Press poll to be something
of a fluke, a lucky break, they all expressed concern that
random sampling, the bedrock upon which polls are
based, was in itself perhaps no longer a valid means of
measuring public sentiment.

In the time since, researchers have developed ever
more sophisticated methods for weighting and stratifying
samples. But random sampling remains the norm in both
polling and media research, and with an increasingly
diverse and fragmented population and an ever-increas-
ing menu of media choices, it is critical to ensure that one
obtains as inclusive a sample as is possible. This demands
larger sample sizes. The bigger the sample, the more
expensive the research. This, naturally, is at cross-pur-
poses with companies engaged in ritual cost cutting. But
it is essential that the sample include representatives of all
people one is trying to survey.

Back to that exit poll for a moment. One of the top
motivators for voters was moral values. I keep pretty close
to political coverage from the news networks and the
newspapers, and I can’t seem to remember moral values
figuring significantly in the pre-election surveys. But
there it was, right up there with terrorism and the war in
Iraq in the exit poll, which had a total sample of 13,660
and was conducted by Edison Media Research of Edison,
N.J., and Mitofsky International of New York, two firms
with sterling reputations in the research business.

What differed between this poll and those done pre-
election is A) It asked the question; B) The sample was
much larger; C) These were actual voters. Which
prompts the following questions: Do you know how many
of your client’s customers classify themselves as evangeli-
cal or born-again Christians and how that may affect their
media and brand choices? How many of your client’s
Latino customers were driven in this election by moral
values and how they may differ from Latinos who were
driven by other concerns? How to reach, let alone fath-
om, young people who own only cell phones?

If you don’t know, one day you may find yourself feel-
ing much the same as the Kerry campaign did as Tuesday
night turned into Wednesday morning. |

Bill Gloede is the former editor of Mediaweek.
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THE BLUNT PENCIL
ERWIN EPHRON

Where the Rubber Meets the Sky

Apollo research promises a new look at media

| REMEMBER BEING AT A NEW-BUSINESS MEETING
where Carl Ally, a Detroit adman by training, expressed
the creative agency’s suspicion of media science.

“And now let’s look at the research,” he said, wink-
ing knowingly at the dealer group seated around the
table. “That’s where the rubber meets the sky.”

There’s been a lot of buzz about Apollo, the new
research joint venture of Arbitron and Nielsen being
championed by Procter & Gamble. Aside from the
lion-and-lamb motif of this project, research doesn’t
usually draw buzz. It induces glazed eyes.

So whats different about Apollo? What can it tell us
that we really, really want to know?

Apollo is a “single-source” study in which media
exposure and brand purchase are monitored in the same
household. (Monitoring is a lot better than questioning
because people forget and make things up.) Single-
source lets us track the effects of advertising on pur-
chase by comparing the purchase behavior of house-
holds that receive the advertising with that of similar
households that do not.

"The important thing about monitored single-source
is that we've done it before and it changed the way we
plan media. It’s the story of recency planning.

For years, starting from the early days of Ted Bates and
Rosser Reeves in the 1960s, U.S. TV advertising tradi-
tion was the hammer: Pound the message in again and
again until the viewers get it. ‘This was during a period
of economic growth, a rising standard of living, and
more and more people learning to be consumers.

The psychological research of Herbert Krugman
and work by others supported the idea that repeating
messages was essential for commercials to be learned,
to be remembered and to sell. It was called “effective
frequency planning.” For decades, TV continued to be
thought of as a teaching medium, even though con-
sumers and consumption were changing.

Then, in 1995, Syracuse University professor John
Philip Jones wrote a book titled When Ads Work, which
presented a remarkable, contrarian conclusion: that a
single TV exposure in one week was enough to produce
a strong purchase effect, and that subsequent exposures
within that week added very little. This was the birth of
recency and an entirely new direction in planning
media. Recency explained that advertising seemed to
influence the purchase decisions of that small group of
people who were in the market for the product at the
time. This moved planning away from a teaching mod-
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el to a skimming model and made reach and continuity,
not frequency, the keys to planning. Recency revolu-
tionized advertising practice.

The point of this digression is that the Jones research
was based on single-source data collected in 1991-1992
by an experimental Nielsen HomeScan panel equipped
with T'V-set meters. If this were NASA, we might call
the HomeScan experiment Apollo One.

Since Apollo-like single-source data have in the past
dramatically changed the way we think about how adver-
tising works, Id like to propose a few new things we
might ask Apollo to tell us. The effect of commercial
avoidance, for one. How many of a program’s attentive
viewers are being delivered to today’s ads? Current audi-
ence measurements don't tell us, but TiVo, falling recall
scores, ROl modeling and our own viewing behavior
warn that the commercial-TV model is in trouble.

Apollo data relating TV- and radio-exposure pat-
terns to brand purchase (with outdoor and print added
in time) will help us reassess the value of frequency and
recalibrate the ratings. In practical terms, we might
need a frequency of two today to achieve an old Jones
frequency of one—an idea that’s easy to swallow, aside
from the cost.

Cost pushes us right into media mix. We think of other
media—radio, print, outdoor, Internet, even cinema—as
a way to increase the reach of a TV schedule. We might
want to think more about using them to increase fre-
quency. And that leads us to media synergy, the fascinat-
ing idea that it is the interaction and timing of mes-
sages—print amplifying TV, outdoor extending radio,
newspapers and Internet punctuating campaigns—that is
important in making advertising more effective.

People can argue that research seldom changes the
way we do business. That’s true only if we have no
important questions. Single-source research like Apollo
can change the way the business thinks about advertising
and the way it spends dollars. And it can happen quickly;
the switch to recency planning took only five years.

I like to believe that when Carl Ally joked,
“Research is where the rubber meets the sky,” he really
meant, “And that’s the only limit.” [ ]

Erwin Ephron is a partner of Ephron, Papazian & Ephron,
which has numerous clients in the media industry. He can
be reached at ephronny@aol.com or www.ephronmedia.com.
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On the

Advertisers are taking some risk by

associating themselves with the latest “"buzz"
on the Internet. But it sure is cheap.

BY CATHARINE P. TAYLOR

ON THE MORNING I BEGAN to write this feature about
blogs, it happened again. A political blogger—the left-leaning Markos
Moulitsas Zuniga of the more or less eponymous Dailykos.com—had
influenced the news, by pointing out a day earlier that a Bush cam-
paign commercial had digitally inserted additional soldiers into a scene
where the president is addressing a rally. The Bush campaign respond-
ed by altering the commercial.

Oh, you ask, what’s a blog?

No need to be embarrassed. Short for “Web log,” it’s a self-pub-
lished online diary—often centered on a particular topic—usually
including lots of links to other online sources. While publishing
online has been possible practically since the dawn of the Internet,
recent technological innovation has made it easier. There are a num-
ber of free blog publishing sites, such as Google’s Blogger.com, that
can have someone up and blogging in a matter of minutes. And auto-
mated search advertising tools, such as Google’s AdSense, make it
possible for blogs to make a little money.

But despite the mystifying name, blogs aren’t all that different
from the millions of mom-and-pop sites that have populated the Web
through the years. “The vast majority of people who read these don’t
think of them as blogs,” says Todd Copilevitz, director of digital ini-
tiatives at Omnicom Group’s TracyLocke. “They think of them as
Web sites.”

Well, there is one difference: the growing influence of some of
them. The story about the Bush ad was actually a minor anecdote in

ILLUSTRATION BY ZOHAR LAZAR

the growing pantheon of “we the people” blogger stories. It’s bloggers
(i.e., those who write blogs) who have been credited with spreading
the video of Jon Stewart’s October appearance on CNN% Crossfire,
keeping the so-called Rathergate affair alive and dethroning Trent
Lott as Senate majority leader in December 2002.

In short, the contentious political season—in fact, the political
climate of the last few years—would have been an entirely different
beast had it not been for bloggers. But this isn’t a story about polit-
ical blogs. Tt’s about the larger phenomenon of blogging itself, be it
about gossip (jossip.com), gadgets (engadget.com), fashion
(Honeyno.com) or even a passion for one particular company (hack-
ingnetflix.com). None of these blogs will make heads roll in
Washington, D.C., nor do any of them reach the traffic, viewing or
circulation levels of the major media—though one day that could
change. The beta version of the new My Yahoo! will allow people to
add blogs to their individualized page, meaning that sites like
Slashdot.com (technology) may reside right next to that of The Wall
Streer Fournal.

But even now they’re worth watching, as the most complete exam-
ple there is of consumers’ growing control of media and brands. TiVo
certainly has its 2 st-century ramifications, to be sure, but blogs,
unlike TiVo, talk back. “All of us are no longer consuniers of media,”
says Rishad Tobaccowala, executive vp of Starcom Mediavest Group.
“We also happen to be creators of media.” We are just starting to see
what media looks like when anyone with an online connection and a
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keyboard can push their thoughts out there, when even the most
inflammatory blogs are courted by advertisers because of their influ-
ence, and when a single disgruntled user of a product can incite an
online resurrection. The results are radical.

The back story of how some bloggers got into blogging is fasci-
nating. Jen Chung, executive editor and cofounder of New York-
centric Gothamist.com, says the blog

Publications’ Advance.net). Jarvis is operating these days as what can

only be referred to as a blogger coach. He recounts recently helping

James Wolcott, a contributing editor at Vanity Fair, post his first blog

item. “There was this gasp,” Jarvis says, when Wolcott realized the
wild immediacy of posting in a nanosecond.

While Jarvis’ blog to date doesn’t even court advertisers, he’s been

on a whirlwind of speaking engagements

essentially started as an ongoing stream
of instant messages and e-mails
between her and a friend, Jake Dobkin,
who serves as the blog’s publisher. But
they began to wonder if their musings
were enough to support an ongoing
site, so they launched Gothamist,
which comments on the New York
scene, as an experiment about two years
ago. Chung says she knew the site was
beginning to make an impact “when we
would start to get e-mail from New York
Times reporters.”

Currently averaging 30,000 daily vis-
itors, with traffic for the last six months
growing at 20 percent a month, the site
recently caught the eye of American
Express, which inquired, through its
online shop Digitas, about advertising
on Gothamist to promote its new
IN:NYC card. To Chung and Dobkin’s
surprise, Amex was willing to pay $10,000 and put up with the possi-
bility of a few curse words in order to reach the blog’s in-the-know
audience. (The company appears to have overpaid; the rate card for
buying the top of the Gothamist homepage is $425 per week.)

But that’s not the whole story. Gothamist also now runs a small
network of blogs focused on Chicago, Los Angeles, San Francisco
and Washington, D.C., making it sound like an online conglomerate
in the making. But it’s not. Neither Chung nor Dobkin have any
plans to quit their daytime gigs (Dobkins in school and Chung
works at New York agency Gigante Vaz). As for the influx of cash
from American Express, it'l]l help pay for Gothamist’s annual $6,000
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bill to maintain its servers, and says Chung hopefully, “If not pay-
checks for our staff...gifts.”

Whatever this i8S, it isn’t media as we know it. “You've got to
rethink the structure of media at its most fundamental level,” says Jeff
Jarvis, whose blog, buzzmachine.com, covers politics and whatever
else is on his mind. He should know because, yes, it’s the same Jeff
Jarvis, who, with the deep pockets of Time Inc., spent $200 million
to launch Entertainment Weekly in 1990 (and who, when he’s not blog-
ging, serves as president and creative director at Advance
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DRIVING TRAFFIC Audi is the sole sponsor of the jalop-
nik blog, despite the risk of having its cars criticized.

! “"For a product that has to rely on buzz...
> | think blogs make sense for those kinds
& of advertisers.” NICK DENTON

focused on the topic of blogs and mar-
keting—having been asked in recent
months to speak to Starcom IP,
DaimlerChrysler and the Association of
National Advertisers. Topics range from
e, how marketers can use blogs to engage
Auc el in conversations with their customers to
whether they should start their own. At
the very least, Jarvis says, marketers
should be monitoring what’s said about
them. “Go to Google, put in your
brand,” he instructs. “Or better yet, put
in your brand, put in a space and the
word ‘sucks.”

Jarvis also advocates advertising on
them, and that, to some advertisers, may
be the near-term question about what
they should do about the blogosphere.
The good news is that blogs are cheap
and can pollinate buzz. “They are a great
place to reach independent, influential
thinkers,” says Jim Taubitz, online marketing manager at Audi of
America, which is the exclusive sponsor of car-enthusiast blog
Jalopnik.com. The bad news? Bloggers can be more irreverent than
even the most outlandish mainstream journalist. For example, on a
recent Friday morning, I dropped by Gawker.com, the New York-
based gossip blog and saw a post thanking advertisers, including Audi
and Nike. How lovely. The headline? “Advertiser Dry Hump.”

And you thought advertising on ABC’ Desperate Housewives was
edgy?

Yet, the independence of the blogger voice—so crucial to its
appeal—will not change anytime soon to please advertisers. Mid-
afternoon on a Wednesday, I push
the buzzer at 81 Spring Street in
Soho: the office and apartment of
Nick Denton, who, to the extent
anyone qualifies, is the godfather of
blogs. The British founder of
Gawker Media (which publishes
Gawker, Jalopnik and nine other
blogs, including a pom site,
Fleshbot, as well as one of the lead-
ing political blogs, Wonkette),
Denton has probably brought the
blogger advertising model as far as anyone. Gawker cooked up the
sole-sponsorship deal with Jalopnik and created a custom blog, Art of
Speed, for Nike.

Denton, who’s worked at both The Economist and The Financial Times,
appears at the door casually dressed, in a loose assemblage of grays and
blacks. But as we lunch across the street at Balthazar (basically, for New
Yorkers, it’s the school cafeteria of Hipster High), Denton immediately
corrects me when I refer to Gawker Media as a venture whose goal is to
make a profit. He% never said that, he emphasizes.

Nor, for that matter, does Denton think advertising on blogs will

MATT HAUGHEY
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ever be a mainstream phenomenon. “For a product that has to rely on
buzz...I think blogs make sense for those kinds of advertisers,” he
says. The goal of courting advertisers, he continues, is to pay
Gawker’s writers, which, as you may have noticed, is a newfangled
idea in blogland. And when I bring up the topic of a coming blog
backlash, he’s quite willing to discuss it. “I've been expecting the
backlash for two years,” he says. In other words, don’t even think
about such crazy ideas as the world’s first blogger IPO.

Protestations about profit aside, Denton comes off as someone
who is extremely savvy about the attractiveness of his audience and

RISHAD TOBACCOWALA

particularly about how they affect that most elusive of marketing
metrics: buzz. The pitch? That some advertisers want to reach the
audiences at Gawker, Jalopnik and other sites because they attract
“the people who actually create the buzz.”

That's why the Audis and the Nikes are willing to play in blog-
ging’s sometimes soiled sandbox. In early October, (Gawker brought
on a blogger named Mike Spinelli of Lasagnafarm.com (tagline:
farming, lasagna and none of the above) to edit Jalopnik. Audi
jumped on board as exclusive sponsor, in part to gain “buzz” (there’s
that word again) around the new A6,

“All of us are no longer consumers of media.
We aiso happen to be creators of media.”

Copeland, out of Chapel Hill, N.C., Blogads is an ad network that
has dozens of participating blogs. A prospective advertiser can simply
go to the site, click on the desired media buys, upload the ad and
voila! “Buying blogads is as simple as blogging itself,” Copeland says.

The site also gives phenomenal insight into ad rates, which range
from $9,999 per week for left- and right-hand corners of the Swing
State Project (pre-election) with estimated traffic of 53,000 visitors
per week, to a slew of $10 sites such as yankeessuck.com, which says
its weekly traffic is just under 10,500. “It’s far more valuable to mar-
ket to one wired person than ten couch potatoes,” he says.

But its worth reiterating that the
dance between blogs and advertising can
be far more intricate than a couple of
well-placed banner ads or a happenin’
sponsorship.

One of the most interesting two-
steps between an advertiser and blogs is
Project Digital Universe, launched in
October by telecom company SBC,
based in San Antonio, Texas. SBC isn’t
advertising on blogs, nor is it doing an
exclusive sponsorship deal, but it has
developed a branded RSS Reader through which users can aggregate
blog content.

OK, what’s RSS? Short for Really Simple Syndication (some say it
stands for Rich Site Summary), it’s a tool that allows users to auto-
matically pull content from sites that support RSS and alerts them
when new content has come to the sites they want to view. Supported
by many news sites and blogs, it’s somewhat reminiscent of the so-
called push technology of the mid-1990s. But it also has a viral com-
ponent since users can share their reader. “Kind of the essence of the
whole project is that it is so viral,” says Adrian Quintanilla, director

of multicultural and vertical markets at

according to Christin Prince, interac-
tive strategist at Audi agency McKinney
+ Silver of Durham, N.C. Is there con-
cern about the content? What if
Spinelli, or someone he links to, slags
the A6? The attitude at Havas-owned
McKinney is that it’s no different than
Car & Driver giving the car a negative
review; the client would rather be part
of the dialogue—even with its risks—
than take a more protectionist media
strategy. “For us, it’s about being able to
connect with {the Audi] mind-set, and
we're fostering communication among
peers,” says Chris Walsh, a connection
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SBC Communications. The college-age
users that SBC is targeting can down-
load the reader, and either select to view
the 20-plus sites that come preloaded
: into it, or add their own. Those who
Y : participate can get access to SBC offers,
: but the main objective, according to
mEERTE TracyLocke’s Copilevitz, is to find an
engaging way to reconnect with an audi-
ence that SBC had been losing touch
- with and “not just partner with Salon
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e and The Onion.”

e But many advertisers are probably
o s s e asking themselves the ultimate ques-
el -

i tion: to blog or not to blog? In a media

planner at McKinney.

And anyway, blogs are still cheap, real-
ly cheap. McKinney, Audi and Gawker
aren’t saying what the price for the spon-
sorship was, but a banner ad above the fold and directly beneath the
logo at Gawker.com will only set the advertiser back $1,700. Even if
you don't like the $34 CPM, you’re only out $1,700.

That’s one reason why Jarvis, among others, argues that advertis-
ers who want in should not get too hung up on the fact that the met-
rics can be lousy compared with more established online properties.
“Let’s not get ourselves in knots about ROI at this stage,” he says.

Actually, if you want to get the best window into cheap, the place
to go is Blogads.com. Run by longtime Internet executive Henry
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PHONE TAP Telecom company SBC just launched Project
Digital Universe, which lets users aggregate blogs.

world where consumers can converse
openly online and profanely about any
product or service, should major com-
panies risk becoming a part of the con-
versation? Some, including Microsoft and General Motors, already
have. The prospect can be scary, but it’s also the ultimate acknowl-
edgement that the messages once so controlled by marketers and
media no longer are. “The control is shifting whether we want it to
or not,” says Copilevitz.

Get used to it. ]

Contributing editor Catharine P. Taylor frequently covers the Internet and
interactive media.



WHEN
THE READERS ARE
YOUR POTENTIAL
CLIENTS...

...A PAGE IS WORTH
1,000 PITCHES.

Introducing Marketing y Medios, the monthly
magazine thar offers everything marketing
executives need ro know about the Hispanic market,
from reports and data from leading sources like
ACNielsen, Claritas, Nielsen Media Research and
Scarborough, to in-depth analysis of the needs and
habits of this 35 million-consumer market.
Advertise in Marketing y Medios, the most concise
Hispanic marker data in one magazine.

M ARKETINGIHE

EVERYTHING ABOUT
THE HISPANIC MARKET
IN ONE MAGAZINE

-—

TO ADVERTISE, CALL MICHAEL HATHERILL, PUBLISHER, AT 646-654-7501
OR VISIT WWW.MARKETINGYMEDIOS.COM



AGENCIES

Marston Allen has joined MediaVest
USA as senior vp, director of business
development and marketing. He suc-
ceeds Jutian Porras, who assumed a
senior management role within Starcom
MediaVest Group Latin America. Allen
had been senior vp, director of commu-
nications architecture at Universal
McCann.

SYNDICATION

NBC Universal Domestic Television
Distribution promoted Roy Restivo from
senior director to vp of research, over-
seeing national and local market sales
research for the West Coast, covering
syndicated programs including Access
Hollywood, Jerry Springer and The Chris
Matthews Show.

NETWORK TV

Brian Walker, director of corporate
communications for the National
Hockey League since April 2001, will
join NBC Sports as director of commu-

. |

VF’s Carter:
Waiting to see
what the next Bush
term brings

X
<
>

tul of Clear Channel radio stations
in the region. He also rankled the
Federal Communications Commis-
sion with several sex-themed on-air
comments and earlier this year was
dropped from WXTB-FM in Tam-
pa, WJRR-FM in Orlando and
WPLA-FM in Jacksonville. Clem’s
campaign promuse to raise salarics
and promote minorities was no
match for the law-enforcement
résumé of his opponent, Jim Coats,
a deputy in the Pinellas County
sheriff department for 33

years... The Wheel of Fortune took
Amy Wilkins for a whirl when the
Smithsonian Magazine publisher
found out her magazine was one of
the puzzles last week on the popular
nationally syndicated game show.
Wilkins contends the prime expo-
sure “cements our place in pop cul-

- ture.”...VH1 Classic general man-

ager Eric Sherman gave the jacket
off his back to accommodate the

A POST-APOCALYPTIC PALL hung over the
halls of journalism last Wednesday as re-
election reality sank in, with at least one
prominent editor describing his mood as
“deflated and somewhat depressed.” Vanity
Fan’s Graydon Carter, who passionately
opposed Bushian policies in several FF edi-
tor’s letters and the best-selling book What
We've Lost, says what he’s most concerned
about in Bush’s next term are “more deficits,
wars, environmental roll-backs-——where do I
start?” but asserts he won’t go back to Cana-
da (he has dual citizenship). Carter, who
watched the presidential-clection returns in
his kitchen with family and friends, says he
will “certainly get involved
when the administration
begins ramping up a draft,
which I believe they will
do.”...Among the Democrats
besides Carter’s man Kerry
who lost at the polls last Tues-
day was former radio shock-
jock Bubba the Love Sponge
Clem. Bubba Clem, as his
name appeared on the ballot
in Pinellas County, Fla., for
the oftice of sheriff, had often
criticized the former wearer of
the badge on his morning
radio show, carried on a hand-

cable net’s recent taping of A Very Special
Thanksgiving. Special guest Eddie Money
had arrived for the taping at the I'Nard Rock
Café in Manhattan wearing a tailored white
shirt, which didn’t quite work for the cam-
eras. Stylists searched the set for alternatives
until Sherman took off his size 38 gray blazer
tor Money—who is a couple inches taller
than Sherman and a couple inches wider in
the shoulders...Cyclist Lance Armstrong,
the six-time winner of the Tour de France,
will get his own radio show later this year on
Sirius Satellite Radio’s Sirius Faction chan-
nel, the music channel created for action and
outdoor sports enthusiasts. m

nications.

CABLE TV

Sci Fi promoted Thomas Vitale to
senior vp, programming and original
movies, adding oversight of develop-
ment and production of original films to
the duties he handled in his former role
as senior vp of acquisitions, scheduling
and program planning.

MAGAZINES

Joanne LoPinto, most recently market-
ing director for Meredith Corp.’s
Metropolitan Home and Home, has
been named executive marketing direc-
tor of Country Home magazine, a new
position...At Time Inc.'s Entertainment
Weekly, Ray Chelstowski was promot-
ed from New York sales manager to
national sales manager.

RADIO

In Clear Channel Radio’s new Creative
Services Group, Bob Case and Robert
Summers were named managing direc-
tors. Case was regional vp of program-
ming for Clear Channel, and Summers
had been with McCann Erickson World
Group as creative director.

| 7=

When Vanna turned the tiles, Fortune shone on the monthly.
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EAST

SERVICES & RESOURCES

Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month).
New ads, copy changes, and cancellations are due by the third Thursday of the current month
for appearance the following month. RATES: $55 per line monthly; $333 per half-inch dis-

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

ADVERTISING SERVICES

Affordable Newswire Services
and Press Release Writing
www.Send2Press.com

ART/DESIGN SERVICES

INVrisIion

GRAPHICS

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

=) WEB DESIGN
mm) COMPANY PRESENCE

Em) CAMERA READY ART

m) ADVERTISING
Call STEVE At: 718-544-7670

ART DIRECTION

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

BRANDING

“l.icense This!”
www._cffolksrestaurant
.com/logos.htm

*,

COPY/CREATIVE

Headturning copy: The Vagabond.646.319.4984

www.CreativeCopywriter.com
732.571.9672

COPYWRITING

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

Rx writer wins big accounts.
Rxwrite@aol.com 212-686-6979

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

www.textlife.com

EMPLOYMENT SERVICES

— q

Eureka Freelancers are ready
to solve any problem!

We are an experienced resource pool in the I'ri-State area ready to help
you figure out any marketing or communications problem you might have, just |
like Archimedes did for his clients a couple of
thousand years ago. We are:

| Project managers
Account managers
Print production pros
R tolks
Art directors and designers
Copywriters
Media planners and buyers
Research geniuses
Web everythings
And any other communications discipline.

‘ We average over nine years of experience. Some of us have probably
worked on exactly the subject of your problem. We're ready to go. Now.
AIMp Referenced-checked. No screening. Experienced. No training.
v LO@@ Eureka pays us. No IRS or benefits hassles for you.

Call Doug Longmire at 203-977-8580

We'll find that Eureka Associate or two

9, ~a
& . L .
“rous™”  who will figure out your communications solution.

DIGITAL SERVICES FILM/VIDEO PRODUCTION

Digital Patch Services
Your Connection to LA Voice Talent
866-630-1SDN (4736)

Highest film & video prod'n value for your
hudget. Award winning reel 212/582-9600

MUSIC PROMOTIONS

POC Media Develops & Implements

f 4

Music Download Promotions!

Contact Pat O’Connor: 610-941-1206

wwiw.pocmedia.com

PRESENTATIONS

Copywriters, Art Directors, and Hacks,

Everyone gets 20% off at the New Sam Flax:

“Discount on select items only. Ofter expires 12/31,/04.

| Packaging, Portfolios, Custom 1
I Imprinting, Framing, and more. I SAM rIle I
L900 Third Ave. between 54th & 55th St. |

HISPANIC MARKETING
SERVICES

www.echovant.com / 305.461.5080

MARKETING SERVICES

HEALTHCARE ADVERTISING SPECIALIST
To the Consumer. To the Trade. To the Point.
David Upright: 973.726.9655
uprightadvertising@direcway.com

MEDIA BUYING &
PLANNING SERVICES

Guaranteed lowest DR media prices
(212) 295-9191 x223

MEDIA BUYING &
TRAINING SEMINARS

www.mediabuyingacademy.com

MEDIA SEMINARS

paragonmedia.com/mediaseminars.html

MUSIC LICENSING

NEED MUSIC CLEARED FOR COMMERCIALS?
We specialize in all music rights clearance
and music supervision. Fast/cheap licenses

for all your music broadcast needs. Qur
clients include top ad agencies and TV net-

works. www.musicsongfinder.com
Dafydd Rees: 508 362 8850
dafydd@musicsongfinder.com

PHOTOGRAPHY

Stills for TV, Film & Stage.barshphoto.com

RADIO COMMERCIALS

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

Sarley, Bigg & Bedderswww.sarley.com

www.flyingbrickradio.com

BE A DOER

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

Call
1-800-7-ADWEEK




EAST SERVICES

& RESOURCES

RADIO PRODUCTION

THE NEXT
GENERATION

OF GREAT
RADIO.

Production.
Sound Design.
Copy.
Lunch.
Results.
Awards.

www.wadio.com ?
—-——

So much for that
foll page ad they Pmmkod me.

McBone Radio 212-2533-2920

Sarley, Bigg & Bedderewww.sarley.com

WorldWideWadio:

LA: 3R3 987 3399 - NY: 212 768 9717

ALL GIRL RADIO
Creative and production that's all that.
www.allgiriradio.com

HRecent Btuff:

Lay's Potato Chipa
The Oregonian
Dist Pepsi
7-Eleven

-

(BR3) 876-6500
www.radioactive.la

MARK YOUR
CALENDARS!!

Please be sure to mark your
calendars for our Services
& Resources deadline. We
close at 3:00 pm, on the 4th
Thursday of the month.
The ads are then published
the first Monday of the new
month.

Call for information
1-800-7-ADWEEK

Catch a Creative Genius
ADWEEK CLASSIFIED

SPANISH RADIO
SPOT PRODUCTION

WWW.RECORDLABELMUSIC.COM

SWEEPSTAKES

CLASSIFIED ADVERTISING/November 8, 2004

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

VOICE OVER TALENT

Digital Patch Services
Your Connection to LA Voice Talent
866-630-ISDN (4736)

ATTN: FREELANCERS

ADWEEK can offer you the exposure
you need

in our Services &
Resources section. If you need fo
get your service out to the people
who matter, you need to advertise
now. Call for info 1-800-7-ADWEEK.

CREATIVE RESOURCES

This is the only thing that stands
between you and a better joh.

Steve Penchina, award-winning Hall of Fame creative director,
now offers individualized portfolio consulting sessions that'll take you
from an ordinary job to an extraordinary job - quickly.

sp@penchinacreative.com « 212.758.9377 « www.penchinacreative.com

THE NY PORTFOLIO EXCHANGE. (3)

ACQUISITIONS

Turn Key Ad Agency
With Proprietary Media Niche
High income opportunity less than an hour west of Manhattan.
Take over a thriving Agency in a magnificent country setting.
Great accounts, dedicated employees, excellent financials.

NOTICE

7 Email: david@recourses.com or call 615-831-2277

ATTNI

ADWE=EY
CLASSIFIED ADYERTISERSS
ADWEEK Classified closes
on wednesdays at 4:30 p.m.

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

RATES for Employment and Offers & Opportunities 1-800-7-ADWEEK

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 insertion. Freguency, regional-combination, and national
discounts avallable. 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 returned.

We are not responsible for recovery of samples. The identity of box number advertisers cannot be led.Confide:

Classified Manager: Karen Sharkey Classified Asst: Michele Golden

box numbesr; (2} Ina note, list and

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 1s $25.00. Deadline for all ads in ADWEEK EAST is Wednesday,
4:30 p.m. If classified 1s filled prior to closing, ads will be held for the next 1ssue, Classified is commissionable when ad

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

gencies 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: 646-6564-5313.

|




CLASSIFIED ADVERTISING/November 8, 2004

Page C3

Advertising Assistant

Energetic, detail oriented account
assistant eager to grow, wanted for vis-
ible position at mid-sized NYC agency.
You should have 1-2 years agency ex-
perience, an outgoing personality and
the ability to manage multiple tasks
seamlessly.

You will have daily contact with senior
management and clients in this position
that will lead you to account executive.
Some production experience a plus.
Word, Excel & PowerPoint proficiency
a must.

Fax Resume to 212-686-5652.

ADVERTISING CHAMPIONS
WANTED

The nation’s leading creative-driven

automotive agency is looking for expe-

rienced marketing professionals in Ac-

count Service & Media. Send resume,

cover Itr, comp history to:
recruiter@actionim.com

NO ATTACHMENTS or : Action Inte-

grated Marketing, 3160 Campus Drive,

Suite 200, Norcross, GA 30071

Love to hunt? Tired of the corp
rat race, including the commute?
Experienced new biz hunters needed
to open doors to target prospects for
agency clients using our proven
system and tools. Resume to:

opportunities @ hunterbizdev.com

CoLEHAAN

PRODUCT MARKETING DIRECTOR

1

Sr. Account Executive: Fast-growing,
funky Hoboken, NJ ad agency looking
for seasoned account person.
Must be detailed, entrepreneurial,
passionate about the business and
have min. 4-5 yrs real agency
experience. If you don’t meet all these
requirements, don't even think i
about responding. 50k plus benefits.
jperls®hammerheadadvertising.com
-

R

Assistant Media Planner

Enthusiastic,etailed-oriented assistant
media planner wanted for entry-level
position at mid-sized NYC agency.
You should be a recent college grad
who has an interest in advertising and
the ability to manage multiple tasks.
Excellent position to learn and grow.
Word, Excel & PowerPoint proficiency
a must.

Fax Resume to 212-686-5652.

Manager, Biz Dev, NY

Large Media Ad agency. Manages pitch
production, RFPs, research, creative
vendors, can do attitude, info Hub for all
offices. 3+ yrs Agency exp, graphic and
Pwpt skills a must. Email resumes to
nyjobsim@hotmail.com.

ADWEEK MAGAZINES
THE HIRE AUTHORITY

When it comes to cutting edge
solutions for your staffing needs -
we deliver more - more impact-
morereach and more qualified
applicants, ready to step in and
fillthose openings!

We cantargetone area of the
USAortheentire country.

We will publish youradinour
award-winning magazines, and
send your message across the
world with our ADWEEK
classifieds on-line!

Check outourclassifieds at
www.adweek.com, you'il be
impressed by how much ADWEEK
on-line has to offer!

Please call 1-800-7-ADWEEK,
and we will prove how fast we
canfillyourjobs with great
people, and how much money
you'llsave doing it!

Classified Account Executive

VNU, a leading business-to-business information company, has a great opportunity
for a Classified Account Executive to join Editor & Publisher's Classified team in
NYC.

Responsibilities include managing existing account base as well as ongoing new
business development. Ideal candidate will have at least 3 years of inside sales
experience. Must have great communication skills, be a team player with a great
attitude and have high energy.

VNU offers competitive salary plus potential to earn commissions. We also have a
comprehensive benefits package that includes a 401(k) plan and a pension plan.

Send resume with cover letter indicating salary requirements to:

VNU Business Publications
E-mail: MMRopportunities @ vnuusa.com
Please indicate “Classified” in subject line when e-mailing resume.
Fax: (646) 654-7278 codeBC

WYvnu business publications

usa
VNU is an equal opportunity employer.

Account Executive

Emphasis is on new business develapment.
Knowledge of the TV industry is heipful. A
four-year college degree and three years ex-
perience in broadcast is preferred. Knowledge
of PowerPoint and Excel are helpful.
Send resume to:
4449 N. Delsea Dr. Newfield, NJ 08344 or
wuvp65_jobs@univision.net.
Please note job # WUVP04-04 M/F EOE

WUVP-TV, Univision Philadelphia

$250k-500k

Potential 1st Year!
Keep your ‘day' job. Work PT @ home. No
sales. No boss. More powerful than MLM.

Earn what you're worth,
Serious inquiries ONLY:
800-570-3782, x 4586

f HREE AUDIENCE \

FOR THE PRICE
OF ONE

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

Call 1-800-7-ADWEEK

Sales Rep

You are honest, ad business knowledgeabia
and committed. We are a talented and
established L.A. Music Company. This is a
match made in heaven.
Fax resume to 310-260-4944 or
email ukoz775@hotmail.com

or just Fax it to: (646) 654-5313

and MEDIAWEEK Classified.
THREE FOR ONE . . .  not a bad idea.

ATTN:
FREELANCERS

Services & Resources

1-800-7-ADWEEK
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HELP WANTED

Professor of Advertising Design

The Savannah College of Art and Design seeks candidates for fulltime faculty positions in the area
of advertising. Qualified candidates require an M.FA. in advertising or related field, an M.S. in
Communications or an undergraduate degree with extensive, recognized industry experience. College
level teaching experience is highly preferred. A strong portfolio and/or industry experience of
3-10 years 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 such as strategy,
concept development, creative, execution and presentation. 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
our state-of-the-art facilities. The candidate must be able to deliver course topics such as: Strategic
Planning, Art Direction, Branding Solutions and Business Practices.

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 and 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 his-
toric 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 smali classes taught by caring, dedicated faculty who hold terminal
degrees and/or other outstanding credentials.

Regional Sales Managers (2 positions - NYC & Philly)

Seeking sales pros w/proven direct sales & new biz dev exp + knowledge of integrated
advertising services to pitch and win new biz. Limited base w/high comm.
Potential to earn 6 figures. Send resume detailing sales track record to
dhaislip@omusa.net or fax to 856-486-0132.

OMUSA

USE ADWEEK MAGAZINES
TO GET NATIONAL EXPOSURE.

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
streamlineandtarget 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. Andthis means to confidential ads, too!

e Visit an employer's web page. Many online ads have a direct link
tothecompany's website, so you canlearn more about them fast,

e Directlinks 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'llsearch.

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

[ e e e e e e e ——

THE CONVENIENT CLASSIFIED CONTACT FORM

| |
| USE THIS HANDY COUPON TO FAX OR MAIL YOUR AD |
| CLASSIFIED MANAGER: KAREN SHARKEY |
| MAIL TO : ADWEEK CLASSIFIED 770 BROADWAY |
| ADWEEK NEW YORK, NY 10003-9595 |
I BRANDWEEK PHONE: 1(800) 7-ADWEEK  OR FAX (646) 654-5313 I
| REGION: East___ New England __ Southeast ___ |
| MEDIAWEEK Midwest__ Southwest __ West ___ Al |
| CATEGORY |
| PAYMENT |
| *FREQUENCY: Ix_ 2x_ 4x___ - CHECK JMASTERCARD ~ JVISA 1 AMER.EXP. |
l . . Signature l
| MORE: (Specify) Cardholder's Name — |
| *Not applicable to Advertising Services Categories Card # Expires |
: AD COPY (attached additional sheet if needed) _ :
| |
| |
| |
I i
| NAME ADDRESS I
| PHONE FAX |

L |




Adweek Magazines
Offer Complete
Advertising, Marketing
& Media Coverage
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EACH SUBSCRIPTION INCLUDES:

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

* 12 month oniine 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.

9065566886005 80050600600 06000608 606000000800sP000000s005c800scss Po000c0essssesastonionosnootirsteessssssosossocessasorcnsoonosoreqgeoectesstssnncosossrsocessosecesssscssrstossessssscsptcnsoctoasscns

QYES! | 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. O Payment enclosed. Charge my: 0 VISA Q MC O AMEX

ACCOUNT # EXP. DATE

SIGNATURE

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

JABAWA4

Cannes 2004
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+ A a2 08 0 (0 o ybor g
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For faster service subscribe online @
www.adweek.com/subscribe
Call toll-free 1-800-562-2706
or fax 646-654-5518.

QYES! | need complete marketing coverage. Please send me 1 year of BRANDWEEK
9
(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

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

ACCOUNT # EXP. DATE

SIGNATURE

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

JABAWB

Snapple Hits
Big App!la
R

For faster service subscribe online @
www.brandweek.com/subscribe
Call toll-free 1-800-562-2706
or fax 646-654-5518:

696600 06000e 0008 0e000600600000000e00000de000eeEntsEcntoneenonsossensecenecstonsensosonnnoecnonsnndoncnss

QU 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 O MC O AMEX

ACCOUNT # EXP. DATE

SIGNATURE

*Canada US $199 + GST other fore|gn Us $319
Please add applicable tax in DC, GA, MD, MO, SC & TN

JABAWM

83 um Leave
Las Vegas pbeat

osnravon
Pols tager for
Digtal Sokution

For faster service subscribe online @
www.mediaweek.com/subscribe
Call toll-free 1-800-562-2706
or fax 646-654-5518.
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B Kagan Cable MSO Summit, address-
ing the industry’s key challenges and
competitive threats, will be held Nov. 9-
10 at the Park Lane hotel in New York.
keynoters include Mark Coblitz, senior
vp, strategic planning, Comcast Corp.;
Dick Green, president & CEOQ, Cable-
Labs; David Krone, executive vp, Nation-
al Cable & Telecommunications Associa-
tion. Visit www.kagan.com.

W The International Radio & Television
Society Foundation will present an IRTS
Q&A seminar, What’s Happening in the
Media Business?, Nov. 10 at NBC's
Manhattan offices. Panelists include
Dave Bauder of the Associated Press
and Mediaweek's John Consoli. Contact:
Jim Cronin, 212-867-6650, ext. 305.

B The IRTS Foundation will host its
annual Network Entertainment Chiefs
Newsmaker Breakfast Nov. 19 in New
York at the Waldorf-Astoria hotel. Pan-
elists including Fox’s Gail Berman, the
WB’s David Janollari, ABC’s Stephen
McPherson, UPN’s Dawn Ostroff, NBC's
Kevin Reilly and CBS’ Nina Tassler will
discuss the current television season
as well as each network's strategy to
gain in the ratings race. Contact: Mari-
lyn Ellis, 212-867-6650, ext. 306.

B The Family-Friendly Programming
Forum will host the 6th Annual Family
Television Awards Dinner Dec. 1 at
The Beverly Hilton, Beverly Hills, Calif.
Contact: 212-455-8056.

B Adweek Magazines in conjunction
with The Hollywood Reporter, Billboard,
Sporting Goods Business, Shoot and
Nielsen Media Research will present
The Next Big ldea: The Future of
Branded Entertainment, a conference
addressing the power of movies, televi-
sion, music, sports and games for
building brands, Jan. 20 at the Regent
Beverly Wilshire in Los Angeles. Con-
tact mpolliock@vnubusinessmedia.com.

#® The National Association of Televi-
sion Programming Executives will hold
its annual conference and exhibition
Jan. 25-27 at the Mandalay Bay Resort
in Las Vegas. Visit www.natpe.org.

media

NEWS OF THE MARKET

Smith, LaBelle on TV One’s Holiday Menu
TV One will kick off the holiday season on
Nov. 11 with B. Swith Thanksgiving Style,
tollowed by Turn Up the Hear with G.
Garvin: Holiday Cooking with Patti LaBelle on
Nov. 24 and B. Swmith Christinas Style on
Dec. 2. Party-planning guru Smith will offer
tips on hosting a stress-free dinner by offer-
ing recipe shortcuts and table-setting tech-
niques during her Thanksgiving special. Her
Christmas special will share family recipes
for a successful holiday dinner. The net-
work’s entire prime time on Nov. 24 will be
devoted to cooking, just in time for Thanks-
giving, but the centerpiece of the schedule is
Turn Up the Heat, in which 'T'V One resident
chef Gerry Garvin mixes it up with the
singer Patd LaBelle. Less than a year old,
TV One targets adult black audiences with a
mix of original and acquired programs.

CN Moves Up Domino Launch Date
Dantino, Condé Nast’s home shopping maga-
zine, will begin publication in April 2005 with
a 400,000 rate base. The publisher moved the
launch date up a few months because its edi-
torial and advertising plans were ahead of
schedule. Following launch, Donzino will pub-
lish an issue in September and then go
monthly for the remainder of the year. In
2006, Domino plans to publish 10 dmes.

Johns to Replace Retiring Allen at NatGeo
After 10 years at the helm and a total of 35
years at National Geographic, Bill Allen will
retire as editor in chief Dec. 31. Succeeding
Allen will be associate editor Chris Johns,
an acclaimed photographer who becomes
only the ninth full-time editor of the maga-
zine in its 1 16-year history. Johns has been
with the National Geographic Society
monthly for 19 years.

Timed4 Media Shutters Freeze, BMX
Time Inc.s Time4 Media division last week
shuttered two youth-targeted titles: ski-
themed Freeze and biking-themed
TransWerld BAMX. Eight staff jobs will be
lost. The company also announced plans to
launch a magazine next spring that will
focus on all-terrain vehicles.

BusinessWeek Ups Three Execs

A number of BusinessWeek executives
received promotions last week. Geoftrey
Dodge, a former publisher of Time Inc.’s

Money and most recently vp, U.S. sales direc-
tor, has been promoted to senior vp, publish-
er, North America. In addition, Paul Mar-
aviglia moves from vp, international ad
director to vp and international publisher,
and Peggy White has been promoted to vp,
BusinessWeek Online from general manager.

ABC Regional Sales Nails NFL Deals

ABC Regional Sports Sales, a division of ABC
National Television Sales, has signed multi-
vear deals through 2006 to serve as the exclu-
sive national sales rep for all preseason games
of the National Football League’s Chicago
Bears, Indianapolis Colts, Cincinnati Bengals
and Seattle Seahawks. The four teans previ-
ously relied on their in-house marketing staffs
to sell preseason ad inventory. In addition to
selling advertising, ABC Regional Sports
Sales will provide the teams with research,
marketing and promotional tools. The ABC
sales unit and ABC National Television Sales
also handle the preseason games of the NFLs
I louston Texans as part of a broader ongoing
deal between the team and ABC-owned sta-
ton KTRK-TV in the market.

E’s Heir Follows Rebel Princess

Cable network E! on Nov. 25 will launch a
new reality series, Love s in the [leir, which
tollows Princess Ann Claire, granddaughter
of Princess Shams of the Iranian Pahlav:
dynasty, as she chases a country music career
in Los Angeles and resists her parents’
demand that she scttle down. In the show,
her London-based parents give her three
options: get a real job and get married, move
home, or get cut off from the money-

Visa Grabs Olympic-Sponsor Gold

Visa USA was the most recalled ad sponsor
in telecasts of the Olympic Games on NBC,
according to a nationwide study of 600
Olympic viewers by Performance Research.
In the study, 82 percent of viewers who
watched the Games confirmed Visa’s spon-
sorship, compared to 74 percent for McDon-
ald’s and 65 percent for Coca-Cola. It marks
the first time since the study began that
Coca-Cola did not win the top recall title.

Spanish Radio Heats Up in San Fran
Competition for the Hispanic radio listener
in San Francisco, the nation’s sixth-largest
Hispanic radio market, is heating up with the
launch of two additional Spanish-language
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stations. Clear Channel recently flipped
KSJO-FM, the city’s oldest Rock station, to
Mexican Oldies as part of the company’s pre-
viously announced plans to program an addi-
tional 20-25 Spanish-language stations within
18 months. Also poised to flip sometime
before the end of the year is Adult Contem-
porary KBAA-FM, which Infinity Broadcast-
ing exchanged for 10 percent equity interest
in Spanish Broadcasting System.

Osgood Re-Ups With Westwood One
Legendary CBS newsman Charles Osgood
last week signed a new multiyear agreement
with syndicator Westwood One to continue
to distribute his four-times-daily feature,
The Osgood Files. It airs on 374 radio stations
nationwide.

Identity Theft Rates for Lifetime
Lifetime’s Monday-night original movie, Iden-
tity Theft: The Michelle Brown Story, delivered
+.1 million viewers 2-plus and averaged a 3.4

household rating on Nov. 1, making it the
network’s third-highest-rated film this year,
behind Plain Truth and Gracie Choice. ldentity
Theft is based on the true story of a woman’s
efforts to regain her stolen identity.

EXPN Radio Tunes in Weekend Fare
ESPN Radio’s EXPN Radio on Jan. 1 will
launch EXPN Radio—The Weekend, a one-
hour music-countdown and action-sports
show targeting adults 18-34. Hosts Rick
Thorne and Jerry Bernardo, seasoned
action-sports veterans, will combine music
with coverage of sports events, trick tips and
action-sports lifestyle commentary. ESPN
Radio launched EXPN Radio in 2002 with a
60-second feature.

Evening Post Buys KSBY-TV

Evening Post Publishing Co., a privately
owned newspaper and TV group, has
agreed to acquire KSBY-TV, an NBC affili-
ate in Santa Barbara, Calif., fromn New

Vision Group, a TV group backed by
Arlington Capital Parters, for $67.75 mil-
lion. Arlington bought the station in 2002
but decided to sell it in order to concentrate
on stations in larger markets. Evening Post
owns 10 network affiliates in Kentucky,
Texas, Louisiana, Arizona, Colorado and
Montana. The deal is expected to close in
first quarter 2005.

Fox Sports’ Myers Drives New Radio Show
Fox Sports reporter Chris Myers last week
made his debut as co-host of The Drive With
Chris Myers and C.J. Silas, the afternoon-drive
show (3-7 p.m.) on the Fox Sports Radio
Network, a joint venture between Fox Sports
and Premiere Radio Networks. The daily
call-in show airs on 80 radio stations and fea-
tures interviews with high-profile sports fig-
ures as well as expert commentary. Myers also
hosts Fox’s Nascar coverage and serves as a
reporter for Fox Sports’ NFL and Major
League Baseball postseason coverage.
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GIVEN LAST TUESDAY’S DECISIVE VOTE, WHICH LED SEN. JOHN KERRY TO CONCEDE THE
election to President George Bush the next morning, Time and News-
week both followed through on their plans to publish bulldog election
editions that began hitting newsstands Nov. 4. Still, for the newsweek-

lies, the decision to go forward with the spe-
cials came down to the wire. “We had two
very different issues ready to go, and were ful-
ly prepared to go either way as late as noon on
Wednesday,” said Jim Kelly, managing editor
of Time.

The Time Inc. flagship’s election cover,
“Four More Years,” includes an in-depth look

at both candidates, as well as a nine-page story
that provided an insider’s view of what the cam-
paigns thought were the critical moments.
Newsweek’s “How He Did It The Untold
Story ot an Epic Election” cover story featured
exclusive behind-the-scenes campaign coverage
that its reporters could only reveal following
the election. Newsweek has published this quad-

Mediaweek Magazine Monitor

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y10 Y10 PERCENT
DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR  CHANGE
NEWS/BUSINESS
BusinessWeek® 8-Nov 89.27 10-Nov 99.99 -10.72% 2,564.71  2,524.66 1.59%
The Economist 30-Oct 50.00 1-Nov 46.00 8.70% 1,876.00  1,781.00 5.33%
NewsweekE 8-Nov 41,86 10-Nov 54.76 -23.56% 1,808.67  1,750.51 3.32%
The New Republic 8-Nov 7.65 10-Nov 9.65 -20.73% 243.15 289.11  -15.90%
TimeE 8-Nov 79.30 10-Nov 78.04 1.61% 2,188.12  1,973.34  10.88%
U.S. News & World Report? 8-Nov 46.93 10-Nov 34.83 34.74% 1456.80 1,20248  21.15%
The Weekly Standard NO ISSUE 10-Nov 14.80 NA. 283.98 285.75 -0.62%
Category Total 315.01 338.07 -6.82% 10,421.43  9,806.85 6.27%
SPORTS/ENTERTAINMENT/LEISURE
AutoWeek 8-Nov 32.83 10-Nov 36.45 -9.93% 1,064.76  1,052.95 1.12%
Entertainment Weekly 12-Nov 62.13 7-Nov 26.47 134.72% 166870 155131 7.57%
Golf World 5-Nov 15.00 7-Nov 9.67 55.12% 1,035.99 85711  20.87%
New YorkC 8-Nov 61.90 10-Nov 81.60 -24.14% 2,182.60  2,028.70 7.59%
People 8-Nov 73.06 10-Nov 94.51 -22.70% 2,971.39  3,158.97 -5.94%
Sporting News 8-Nov 26.92 10-Nov 2217 21.43% 747.18 67473  10.74%
Sports lllustrated 8-Nov 33.30 10-Nov 59.91 -44.42% 2,12043  1,978.90 7.15%
Star 8-Nov 15.00 11-Nov 16.47 -8.93% 634.24 738.88 -14.16%
The New Yorker® 8-Nov 72.68 10-Nov 54.45 33.48% 1,870.20  1,867.53 0.14%
Time Out New York 3-Nov 59.69 29-Oct 59.75 -0.10% 2,828.71  2,947.82 -4.04%
TV Guide 7-Nov 57.46 8-Nov 53.92 6.57% 1,979.84  2,107.96 -6.08%
Us Weekly 8-Nov 37.33 10-Nov 23.83 56.65% 1,35543  1,081.60 25.32%
Category Total 547.30 539.20 1.50% 20,459.52 20,046.46 2.06%
SUNDAY MAGAZINES
American Profile 7-Nov 12.87 9-Nov 15.55 -17.23% 443.03 411.80 7.58%
Parade 7-Nov 12.69 9-Nov 16.91 -24.96% 566.14 57835 -211%
USA Weekend 7-Nov 14.24 9-Nov 10.68 33.33% 567.01 524.44 8.12%
Category Total 39.80 43.14 ~1.74% 1,576.18  1,514.59 4.07%
TOTALS 902.11 820.41 -1.99% 32,457.13  31,367.90 3.47%

@-=one less issue in 2004 than in 2003; E=estimated page counts; P=Patient Guide; C=2003 Chet Awards special; F=2004 Fall Books issue

CHARTS COMPILED BY AIMEE DEEKEN
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rennial franchise for the past two decades.

Both Time and Newsweek’s specials will
remain on newsstands through this week and
will replace their regular Monday edidons. U.S.
News & World Report, which also published
extensive election coverage, stuck to its Mon-
day publishing schedule. “You always like to be
first, but as you saw with the TV networks, it’s
better to have some context,” said U.S. News
editor Brian Dufty. “Almost the entire maga-
zine will be devoted to politics. We’ll be able
to serve up our readers a rich menu of cover-
age that goes from the drama of election night
to the more important subject of where do we
go from here.”

The election caps both a busy and lucrative
second halt of ’04 for the newsmagazines.
Along with the never-ending presidential cam-
paign, the newsweeklies were preoccupied with
the Iraq war and kept an eye on the Summer
Olympics in Athens, Greece.

Though circulation has remained steady at
all three titles (at least through June), it’s clear-
ly proving to be a banner year in advertising.
Time, which boasts a 4 million rate base, rose
10.9 percent through Nov. 8 to 2,188 ad
pages, reports the Mediaweek Monitor.
Newsweek, whose circulation is 3.1 million, is
up 3.3 percent to 1,809, and coming on strong
is 2 million-circ U.S. News & World Report, up
21.2 percent to 1,457,

Bad News No Longer an Albatross
“There’s a lot of interest in the category,”
acknowledged Carol McDonald, OMD/USA
group director of print, on the newsweeklies’
performance and readers’ interest. “People are
scared and want to know what’s going on in
the world.”

Lee Doyle, managing partner, director of
client services at Mediaedge:cia, attributed
some of the growth to the event-packed year,
but added that media buyers are increasingly
drawn to newsweeklies for their frequency.
“More than anything else, it’s a case of short-
term planning,” he said. “If you’re planning
very conservatively to make sure your business
is on track, it pushes you to the newsweeklies.”
And despite the grim news in Iraq and the
stream of terrorist threats, media buyers are not
shying away from news, as had been the case
just after 9/11. “Slowly but surely, we’re com-
ing to accept [had news) as a regular part of our
lives,” Doyle noted.

Overall, newsweeklies have seen an uptick
in business from domestic autos and packaged



Bush agenda: The <
newsweeklies pre- v
pared two different 2

issues, hut after Kerry

conceded the elec-

tion, the president’s

success story was the
big story. b

goods. Financial advertisers have also returned.
Compared to 2003 data, Newsweek is up 16.7
percent to 172, according to 'I'NS Media Intel-
ligence/CMR; Time is up 21.4 percent to 199;
and U.S. News, which relies heavily on the cat-
egory, was up 28.3 percent to 185

Beyond the newsy vear, the newsweeklies
were creating news events themselves, running
a number of big editorial packages. Time will
publish the annual Coolest Inventions (Nov.
22) and its year-end Person of the Year double
issue. “Thesc are all editorially driven oppor-
tunities to position the magazine effectively
with advertisers,” said Eileen Naughton, Time
president. “We've put a lot of effort and ener-
gv behind compelling packages that drive good
marketing solutions.”

Newsweek 1s gearing up to publish, in asso-
ciation with the Harvard Medical School, the
Future of Drugs (Dec.6), which is part of the
magazines ongoing Health for Life series.
Newsweek will then wrap the year up with its
tourth-annual Who’s Next double issue.

“That’s the one time of the year we can
guarantee you’ll see a big difference between
Newsweek and Time,” said Greg Osberg,
Newsweek executive vp, worldwide publisher.
“One looks back; the other looks forward.”

U.S. News will opt to service its readers at
year end with the 50 Ways to Improve Your

Life double issue. But that’s not to say that U.S.
News is getting sott with service. U.S. News
president Bill Holiber has attributed his mag-
azine’s success this year to Duffy’s efforts at
returning the weekly to its roots as a hard-hit-
ting, investigative magazine.

Moreover, given its No. 3 status among the
newsweeklics, Holiber said U.S. News found a
way to better articulate to advertisers the value
of the magazine and its connection to its read-
ers, explaining that his magazine best personi-
ties “balanced news.”

But while the newsweeklies arc happy to
tout their own success stories, some are also
quick to diminish the successes of their rivals.

HIOW HE DID [T

Beyond accusations of discounting ad pages
(which media buyers acknowledge can be as
much as 60 percent), Timre is accused of bulk-
ing up on Time Inc. house ads; Newsweet is said
to be running excessive amounts of advertori-
als and cluttering its pages with marketplace
classitieds (“Its been very good revenue for us,”
insisted Osberg); and U.S. News is charged with
significantly increasing its direct-response ads,
which tend to be low-revenue producing pages.
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“We all carry that business,” retorted
Holiber. “That’s ridiculous.”

Holiber turther argued that it’s time for the
newsweeklies to stop slamming each other. “I
think that the newsweckly category would be
hetter served if we cclebrated the fact that we
collectively deliver the largest and most afflu-
ent audience on a weckly basis compared to any
medium,” he insisted. “It’s time we start tout-
ing the category.” —LG -

The NYS Department of Economic
Development requires the services

of a qualified firm to facilitate full
domestic and international licensing
support of the Department’s present
and future copyrights, trademarks
and service marks, including the
I®NY mark. Services include but
are not limited to: pursuing opportuni-
ties for licensing and identifying,
negotiating, writing and administering
agreements. Other services include
monitoring, enforcement action,
identifying unauthorized users,
providing legal advice, registration,

| litigation, etc. You do not need to

| be a law firm to apply.

Call 518.292.5152 to obtain a
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important deails.

Contact:
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Assistant Director of Financial Administration
NYS Department of Economic Development
30 South Pearl Street

Albany, NY 12245

crusso@empire.state.ny.us
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‘Lost’ Format Found

YOU HAVE TO GIVE CBS CREDIT. THIS SUNDAY, NOV. 14, THE NETWORK IS ATTEMPTING TO
revive the miniseries genre with Category 6: Day of Destruction, which
features Nancy McKeon, Thomas Gibson, Brian Dennehy, Dianne Wiest
and Randy Quaid in a two-part tale about the worst superstorm in the

nation’s history. Smack in the middle of
the November sweeps, this tale of potential
gloom and doom brings back memories of
a genre that was once the epitome of must-
see TV,

For those of you who might have forgot-
ten what a miniseries is, let me remind you of
its origins. At a time when the typical televi-
sion household had three networks, three
independent stations and PBS, almost any-
thing under the miniseries umbrella was an
event worth gathering the whole tamily
around the set.

Although the term miniseries is synony-
mous with Roots, the 1977 epic based on the
best-selling novel by Alex Haley Jr. about
seven generations in the life of a black slave
family, it was only one of the many distin-
guished, and much-watched, miniseries that
flooded the airwaves in the 1970s and 1980s.
Remember The Thorn Birds, Shogun, Holo-
caust, The Winds of War, War and Remem-
brance, Novth and South, Lonesome Dove, QB
VI, The Executioner’s Song and, of course,
Rich Man, Poor Man? The list is endless.

At the time, watching these multiple hours
of television in a succinct time frame was as
trendy as seeing a contestant voted off in
‘Tribal Council or hearing an egomaniac bil-
lionaire screech, “You're fired!” It was the
“in” thing to do and provided hours of water-
cooler talk.

Sadly, I can almost guarantee that Carego-

7y 6: Day of Destruction will not reopen the
door to this type of storytelling. The compe-
tition on Sunday night includes ABC’s mam-
moth hit, Desperate Housewives, which contin-
ues to gather steam as the season
progresses—at last count it’s up to 22.1 mil-
lion viewers. (And if viewers
do choose to pass up House-
wives, will they also give up
ABC Lost, which airs against
the first hour of Caregory 6
two-hour  conclusion on
Wednesday? Or will they
reset their VCR or TiVo
box?) I can also safely say that
after previewing part one,
Category 6 isn’t exactly Roots.

Still, the miniseries formu-
la is not extinct. Cable has
capitalized on the genre with
recent entries like HBO'
Angels in America and Stephen
Spielberg’s Taken on Sci Fi;
ABC’s Life With Fudy Garland: Me and My
Shadows was a success in 2001; and ABC and
NBC are currently looking at projects focus-
ing on 9/11.

But its ABC’s Lost, which initially sounded
more like a miniseries than an ongoing week-
ly hour, that could be considered the heir to
the once-successful format.

“Truth be known, when Lloyd Braun first
approached me about this idea of a show

format.

The miniseries
IS not extinct,
hut it's ABC's
Lost that could
he considered
the heir to the
once-successful

where survivors of a plane crash are lost on an
island, I wasn’t sure how I would do it,” said
creator JJ Abrams, who is also the force
behind cult ABC favorite Alias. “But once 1
realized that every season was essentially 40
days on the island, and flashbacks were criti-
cal to the story, I realized this could go on for
years. Like 24, each season is like a miniseries
in itself.”

Although asking a viewer to commit to
four or more hours of any program in today’s
cluttered environment could be a recipe for
disaster, introducing a larger-than-life con-
cept in an hourly format, no doubt, is not.

My suggestion to the networks is to fol-
low the same path as ABC and introduce
big-event projects each season. Think big,
act grand and find the type of scripted sto-
ries that are worth telling in a full-season (or,
in some cases, half-season) format. The net-
works need to take a page from ABC and
Fox and look for something original that can
not only sustain, but also
build interest as the season
progresses, climaxing in a
can’t-miss finale.

Although there is every
reason to believe serialized
dramas and variations of Lost
will flood the airwaves in
2005-06—success breeds imi-
tation—my plea to these pro-
grammers is to keep this vari-
ation of the miniseries genre
alive in a new, and expanded,
format. Don’t look for the
next Lost. Find something
original and schedule it for a
full season to give viewers—
and advertisers—something to salivate over.

“What you see this season on Lost is not
necessarily what you will get next year,”
promises Abrams. “Like any good miniseries,
we will keep you on the edge of your seats.”®

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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The three things to look for
when buying an educated, affluent audience.

Location Location Location

National Cinema Network has it, and more.
Only NCN delivers the highest percentage of
screens in A and B counties - a commanding
96%. Pair that with a growing digjtal network
and NCN's dominant 72% share of megaplex
theatres (24 + screens). Now, that's some
serious advertising real estate.

Place your message in a quality location
to reach the audiences you demand. Call
| .800.SCREEN. | (1.800.727.3361) to
speak with an NCN representative. Or
visit www.ncninc.com.

NATIONAL CINEMA NETWORK

Source: Nielsen £DI 2003
©2004 NCN



American Idol In-Program Integrations
Indexed to Network Reality Show Average®

Brand In-Program Integration Description Recall Index
1 Old Navy “Style Station” with Steve Cojocaru at pool party 191
2 Clairol Herbal Essences ~ Music video of contestants using products in bathroom 133
3 Subway Contestants make sandwiches for their fans 130
4 Coca-Cola Cups on judges’ table; “Real” Moment segment 130
5 AT&T Wireless Text message voting sponsor 120
6 Ford Music videos featuring vehicles; “"Look Again” segment 98

* IAG's American idol Sponsorship Performance covers visually branded sponsor integrations-in the show last season (Jan. 19-May 26).
Integrations are ranked on viewers’ ability to recall the brand of the integration; 100 Index equals Network Reality Show Genre average.

You placed your product on a reality
show, and you know how many people
watched that night. But were they
actually tuned in to your product? Well,
IAG goes beyond occurrence tracking
to measure actual viewer response.
So you'll know if they warmed to your
brand on a hot show. Or if the product
seemed out of place. Or whether your ads
got a lift from the placement.

IAG IN-PROGRAM

Measuring the response of television viewers to product placements, every night.

IAG AD IAG IN-PROGRAM |IAG MOVIE
© 2004 I1AG RESEARCH. INC.

In fact, we track product placements, spon-
sorships, and branded entertainment on
all broadcast and major cable networks
during prime time, recording over 20
creative and media attributes for each
occurrence. How's that for a reality check?
Plus, we collect 80,000 response surveys
daily. So at the end of the day, you can
see the true value of your product
placement. It's the kind of knowledge you
need. For more information, call us at
212-871-5255, or visit us at www.iagr.net.

IAG IN-THEATER

IAG|Research




