THE NEW, BOLDER

MDIAWERK o
l)"li‘lllllll' 'lll'l'l||l'l "llllllll"'l”l'lill"l"l!n'
UBXHQDHT #44#%% #4450 4AUTDAS 3-DIGIT 076
#HHO09BI4BH TUNDS P o032
LAURA CYR
ﬂawnmmnxs

2 MOUNT PLEASART AVE
WARTUR 50 078057120 Po0DY

- THANKS TO LIFETIME, YOU'LL NOW SEE MORE DESPERATE HUSBANDS.

0]

896#[

2111

“

ADVERTISEMENT

4

71

szetzme

We get women.

-~

. “",_' __,u 3~ w ;'_i" -
: I <3k
% o '_;,,__._ # e )_— = -

Sy




© 2005 Viacom International Inc. All Rights Reserved

What's happening to my TV Land?

Living with new original shows and other network changes.

Relax. Your TV Land is just changing.
Great new original shows are coming, like
TV Land Awards, Chasing Farrah, The
David Steinberg Project, Tickled Pink,
/JS A TV Land’s Top? Ten, TV Land Confidential

Ay and..well,we've probably overwhelmed
you too much already, right? TV Land.
Where the classics you love inspire the

savingeini
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Ll originals you won't want to miss.
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SUPREME CUURT'S WEB TESTS

Justices lean toward Hollywood in Grokster case and against cable in ISP case paces
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At Deadline

i AILES QUESTIONS NEED FOR MORE BIZ NETS

Fox News chairman Roger Ailes is in no hurry to launch
a business channel, he said in remarks last week after
a breakfast hosted by the Newhouse School of Com-
munications and The New Yorker. While News Corp.
chairman Rupert Murdoch has
been pushing for a financial
channel, Ailes said he would
like to get one off the ground
this year but wasn't in a rush.
He questioned the demand for 24-hour business

news, considering the poor performance of CNBC and
the shuttering of CNNfn. FNC's business programming
has enjoyed solid ratings.

I BBDO GAINS EBAY ACCOUNT
Omnicom Group's BBDO last week
landed eBay's U.S. marketing account
without a review following the dis-
missal of lead agency Goodby, Silver-
stein & Partners. The online auction-
eer said it spent $250 million last
year on domestic marketing initiatives.
Ad spending was $80 million, per TNS
Media Intelligence/CMR. BBDO in New
York also handles America Online, but
sources said that account was not a
conflict. An AOL rep could not be
reached for comment. BBDO will pro-
vide integrated leadership across all
parts of eBay’'s U.S. marketing opera-
tions, including Internet marketing and
direct marketing, as well as print and
TV advertising. Goodby and eBay had
worked together for six years.

I CABLE NETS ANNOUNCE SHOWS
Among the major announcements head-
ing into the National Cable & Telecom-
munications Association meeting in San
Francisco: Music network Fuse
announced the addition this week of
interactive gaming to its video-on-
demand services, which now also
includes trivia for its series Uranium and
Steve’s Untitled Rock Show...Discovery Networks
announced the creation in June of the Miami-based U.S.
Hispanic Network Group and the addition of two Span-
ish-language networks to its repertoire: Discovery Kids
en Espanol and Discovery Travel & Living, or Viajar y
Vivir. Discovery Networks will also roll out Discovery en
Espanol-on-Demand...Oxygen completed distribution
renewals with Cox Communications and Insight Commu-
nications and added 80,000 new Comcast subscribers
in Cleveland, which takes total distribution to 54.4 mil-
lion homes...Court TV has launched a new broadband
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video service that will deliver multiplexed trial coverage
to viewers’ computers...BET is launching its newest
reality series Blowin’ Up!: Fatty Koo on April 21. The 13-
part half-hour drama follows five youngsters who are try-
ing to break into the record business...ESPN on April 5
will launch The Trifecta, a one-hour block of 20-minute
sports news segments that will air midnights following
SportsCenter. The Trifecta will kick off with Outside the
Lines followed by two seasonal sports reports, Baseball
Tonight and NBA Fastbreak...E! Networks will take over
international distribution for its sister network OLN, a
network devoted to outdoor sports and adventure.

I ADVERTISERS RAISE IRE OF PTC

The Parents Television Council is step-
ping up pressure over racy programming
on Viacom’s MTV, naming companies
that advertise on the network “corpo-
rate sponsors of MTV sleaze.” Compa-
nies that ran the most commercials on
MTV’s Spring Break programming last
year included Procter & Gamble, Sony
and Time Warner, said the PTC, a group
that campaigns against televised sex
and violence. The companies and MTV
declined to comment on the listing
released last week.

I ADDENDA: Fox has renewed its Sun-
day-night sitcom, Malcolm in the Middle,
for a seventh season...Online parenting
news portal BabyCenter will start pub-
lishing BabyCenter magazine this
September. The quarterly will have a
500,000 rate base, distributing copies
to BabyCenter members who request a
subscription...College Sports Television
will begin its first consumer-targeted
branding campaign this weekend with
TV spots airing on both CSTV and Spike
TV. During the next year it will spend
between $5-7 million, primarily on on-air
promotional spots.

I CORRECTIONS: An item in the
March 28 Media Elite section misidentified Brad
Wieners’ employer. It is National Geographic Adventure
magazine. On the same page, the photo of Shea Stadi-
um should have carried the credit Marc S. Levine/NY
Mets. Also in the March 28 issue, the Market Profile of
Omaha, Neb., misidentified the owner of the Omaha-
World Herald. The paper is employee-owned. Finally, the
March 21 Special Report about automobile advertising
incorrectly stated General Motors’ plans for media
chores. GM is considering several options and has not
made a decision yet.

Market
Indicators

NATIONAL TV: SLOW
Second-quarter scatter
is starting off soft with
June particularly wide
cpen—even a- buyer-
friendly prices—and
nost adve-tisers
choosing t2 wait until
closer to airtime.
Wireless wars continue
t2 fuel all Jayparts.

NET CABLE: MOVING
As the pre-upfroni
itches kick imto high
cear, marketp lace pre-
cictions are a little
rosier. Wireless and
related electronics dol-
jars are fu2ling second
cuarter, along with
some packaged-gaods
companies trat previ-
cusly had hrelc back
scatter maney.

SPOT TV: LUKEWARM
Still soft, esgecia ly
rational, tut condi-
tions are betier than
the start o the year.
Foreign autom-akers
continue to outspend
comestic, but overall
category is s'uggish.
Wireless and entertain-
ment are zctive.

RADIO: BUILDING

As second quarter
pproaches, the market
is improving with
increased activity ‘rom
categories that include
home improvamert,
entertainmeent, finan-
cial, retail :and auto.
National continues to
strengthen.

MAGAZINES: STEADY
Technology and finan-
cial services targeting
soccer moms are fill-
ing the pages of week-
end supplements and
fraditionali womer’s
service magazines.
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Betty Cohen Named CEO of
Lifetime, Replacing Black

Cartoon Network founder Betty Cohen
will be returning to her cable roots, hav-
ing been named last week president and
CEO of Lifetime Entertainment Services,
owned jointly by the Walt Disney Co. and
Hearst Corp. Cohen, who had spent the
past two years running her own media
consultancy, succeeds Carole Black, who
resigned several months ago and left
the network in March.

“I wanted to get back in television
because you can have a dialogue with
an audience 24-7," Cohen said. “And to
be specifically talking to women...it was
just the right thing.”

Cohen joins the women's network on
April 26, overseeing the day-to-day opera-
tions of three Lifetime channels: Life-
time Television, Lifetime Movie Network
and Lifetime Real Women. Plus, she will
be responsible for Lifetime Radio for
Women, Lifetime Home Entertainment
and Lifetime Online.

Prior to starting her own business in
2002, Cohen was at Time Warner devel-
oping new business opportunities. But
she is best known for launching Cartoon
Network, where she built up the brand
with an impressive schedule of original
children’s programming, inciuding the
Power Puff Girls and the popular late-
night block Adult Swim, which is now its
own network.

Cohen declined to discuss her spe-
cific plans for Lifetime. However, she
has long been interested in developing
media for young adults, an area she
focused on while at Time Warner. With
the current surge in Lifetime's delivery
of adults 18-34, there may opportuni-
ties to apply her expertise and grow the
network’s young audience even more,
she said. —Megan Larson

Westin: Nightline to Keep
Going After Koppel’s Exit

ABC News president David Westin said
last week that Nightline will continue in
some form on the network following the
departure of the news show'’s longtime
anchor, Ted Koppel, when his contract
expires on Dec. 4.

Koppel, (continued on page 10)
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supreme Test

Justices debate merits of Grokster cable-controlled Internet access

WASHINGTON By Todd Shields

nly nine people know the likely out-
come of two telecommunications
cases before the Supreme Court, and
they wear black robes, sit behind a
high dais and speak through written
opinions. But questions posed by
thosc nine justices during arguments
last week indicate they may be lean-
ing toward Hollywood in its struggle against
computer-aided theft, and against cable in its
bid for control of Internet access.

Each case tests rules for media in the
emerging digital age. In one, justices will decide
whether federal regulators were correct to leave
cable modem service largely unregulated. In
last week’s other, more celebrated case, movie
studios, TV networks and artists attacked the
Grokster scrvice that lets Internet users share
tiles. Such sharing, all sides agree, results in
widespread copyright violation as millions of
computer users swap videos and songs.

Studios’ attorney Donald Verrilli Jr. called
Grokster an “infringement machine” that
should be legally liable. Grokster says its ser-
vice is legal because it sometimes is used to
swap material not protected by copyright. The
defense relies on the Supreme Court’s 1984
decision that the Betamax VCR was legal, say-
ing that if a product has substantial uses that
don’t infringe upon copyright, it is legal.

Justices seemed troubled that if Grokster
were held to be illegal, innovaton might suffer
under the threat of lawsuits from copyright
holders such as MGM and Disney. Justice
Stephen Breyer asked whether the Xerox
machine, the VCR, the iPod or even the print-
ing press could have moved forward. “Ill bet
the monks had a fit when Gutenberg made the
press,” Brever said. Justices also indicated dis-
comtfiture with Grokster attracting millions of
visitors to whom it serves up advertising, with
pirated works as the main draw. “That seems
wrong to me,” said Justice Anthony Kennedy.

“There’s a balance they’re struggling with,”
said Gigi Sohn, president of Public Knowledge,
a digital-rights group that supports Grokster.
Justices don’t want to stifle innovation, but
“they were clearly troubled by Grokster’s busi-
ness nodel,” she added.

Questioning from the bench may have pre-
figured a way out. Several justices, including
Sandra Day O’Connor who participated in the
Betamax decision, expressed interest in whether
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Grokster induced customers to conmmit copy-
right violations. “We believe a majority of the
justices are leaning toward allowing the content
industry to go forward...on a narrower legal
theory that Grokster acdvely encouraged cus-
tomers to infringe,” said Blair Levin, an analyst
with Legg Mason. That would leave Betamax
intact and send the case back to lower courts,
where the issue would be Grokster’s actions
rather than the existence of its network. Studios
believe they have telling examples, for instance
an e-mail message in which a Grokster worker
tells a user seeking more songs by the Beatles,
“Maybe you should load some up.”

In last week’s other case, Justice Antonin
Scalia led hostile questioning of the Federal
Communications Commission decision that
cable modems escape regulations that apply to
telephone companies’ high-speed Internet ser-
vices. Cable wants to stay unregulated, but
independent Internet service providers say the
FCC’s 2002 decision freezes them out of the
cable market, since there is no open access
requirement. “If it went the way it sounded, I
think we’ll do very well,” said Andrew Jay
Schwartzman, president and CEO of Media
Access Project, a public-interest law firm that
supported the ISPs. “Only time will tell.” W



Video Keeps Going Mobile

Content providers, aggregators expect phones to become 'third screen’

INTERACTIVE By Mike Shields

v ideo content is popping up left and right
on various mobile devices. Just last week,
Microsoft launched MSN  Videos, which
includes content from programmers like
MSNBC.com and Fox Sports, primarily for its
iPod-esque Portable Media Center devices.
Also, hardware manufacturer Viseon, which
makes Voice Over Internet Protocol phones,
announced plans to distribute TV content to
digital telephone users.

What’s interesting about the announce-
ments last week is that companies are rushing
to offer content on mobile devices that very few
people have. Untl recently, mobile content has
been moving toward a phone-centric world,
with aggregators like Verizon’s VCast, Mobi-
TV and SmartVideo all gearing up for an
explosion in sales of supersophisticated “3G”
phones, which offer crystal-clear TV images.

That is still the direction most observers
expect the business to head as cell phones
become more pervasive. (Last week, mobile
media company Enpocket released a survey
indicating that 65 percent of the population has
access to a mobile phone, a larger percentage

than those with home Internet access.)

While video content on handheld devices is
still in an experimental stage, the bet most
providers and content aggregators are making
is that video is going to drive mobile content
usage. “Carriers think that video is going to be
the killer application for users to upgrade,” said
Noah FElkin, senior analyst at eMarketer.

But which device will consumers use to view
this mobile video content? It’s stll far too early
to tell, as the options—PDAs, laptops, Black-
Berries, iPods, PlayStation Portables and even
Microsoft’s PMCs—continue to multiply. “The
industry, in the next couple of years, is antici-
pating broadband connectivity everywhere,”
said Flkin. “A lot remains to be seen.”

For the immediate future, content pro-
viders, aggregators and hardware manufactur-
ers will place content everywhere, until users
tell them exactly where they want it. That
might explain why Microsoft is pushing con-
tent to not only its PMCs but also other plat-
forms. And, in the current media environ-
ment—where phone companies, cable
companies, electronics manufacturers and even

ABG Gould Still Score NFL

NFL and ABG still negotiating over payments for Sunday-night hroadcast

NETWORK TV By John Consoli

D on’t count ABC out just yet as an NFL
telecaster under the new TV rights
agreement beginning with the 2006 season
(Mediaweek, March 28). While sister network
ESPN wants—and is the frontrunner to get—
the NFLs Monday-night games through 2011,
word from sources close to the negotiations is
thar ABC, the current Monday-night incum-
bent, wants the NFL Sunday-night games
under the new rights agreement.

What is stalling the conclusion of a deal
with ABC/ESPN parent Walt Disney Co. is
how much each network should pay, although
the NFL is amenable to working out a deal
with ABC for several reasons. The NFL would
prefer to spread its coverage around the various
networks. That would preclude IFox and CBS
from getting the Sunday-night games, since
each will continue to televise Sunday-afternoon
games under their new contracts. And NBC is

not expected to bid close to the amount the
NFL is seeking for Sunday night. Also, the
NFL and ABC have been partners on Monday
Night Football since 1970, making it the longest-
running prime-time show in TV history, a fact
that NFL Commissioner Paul Tagliabue
stressed when asked about the negotations.
According to sources close to the negotia-
tions, the NFL wants to move the Sunday-
night cable window to Monday night, mean-
ing it could be sold either as one package or
two half-season packages. ESPN is currently
paying $600 million for both halves on Sun-
day, and the NFL wants $900 million for both
halves under the new Monday scenario. Dis-
ney seems willing to pay the $900 million for
ESPN to carry Monday nights, if the NFL is
willing to take $400 million for the new Sun-
day-night broadcast window. That would be
$150 million less than the $550 million per

Users may be able to ditch multiple devices
if services can converge to one platform.

traditonal utilities are able to deliver content
to consumers—there is likely to be much trial
and error with mobile content distribution.
“Companies that connect are also media com-
panies all of a sudden,” said Joel Lunenfeld, vp
of media services at Moxie Interactive. “Along
with connectivity comes content.”

Yet in the end, most believe that the phone
will win out as that elusive “third screen” for
consumers. “People want to carry one device,”
said Lunenfeld, who works with Verizon Wire-
less. “The phone is always going to win. That’s
what you carry with you.”

“Convergence is where we are headed,”
agreed eMarketer’s Elkin. “I don’t think the
tuture is that we are all going to be wearing car-
go pants with pockets for all of our devices.” B

year ABC is now paying for its Monday-night
rights (and the amount ABC is reportedly los-
ing each year on its current contract). That
means the NFL would receive only an addi-
tional $150 million per year for the combined
packages under the new agreement, but it
wants more. CBS is paying $122 million more
per year under its new contract with the NFL,
while Fox is paying $162
million a year more.

But a source familiar
with the negotiations
said, “The likelihood of
the NFL doing a deal with ABC is better than
a lot of people are predicting.” Were ABC to
offer $450 million per year, it would mean the
NFL would take in $200 million more per sea-
son for both packages, or $1.2 billion over the
six years of the new contract.

No one from Disney or ABC Sports would
comment for attribution, but one ABC Sports
insider confirmed that negotiations with the
NFL are ongoing for both ABC and ESPN.
“There are a lot of rumors and scenarios out
there right now,” he said. “The only ones who
really know what’s going on are Paul Tagliabue
and [Disney CEQO] Bob Iger.” a
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Media Wire

who has served as anchor of the ABC
News late-night news show from its
inception in 1980, informed ABC last
week that “it is the right time for him to
leave,” according to Westin.

Koppel, who is 65 and a 42-year vet-
eran of ABC, was offered a “number of
options under which he might have
remained at Nightline or in some other
capacity at ABC News,” Westin said, but
the anchor declined.

Koppel has waged a public battle
each time executives from ABC parent
Walt Disney Co. have mentioned pulling
the show off the air or changing its for-
mat or time period. There has been talk
over the past few years that Nightline,
which skews older than its late-night
entertainment competition on NBC
(Tonight Show With Jay Leno) and CBS
(Late Show With David Letterman), might
be replaced with younger-skewing fare
that could draw a broader range of
advertisers. Westin is vowing to fight to
keep it on the air, although he concedes
that the format could change. Nightline
averages only a 1.1 rating among adults
18-49 compared to a 1.6 for Letterman
and a 2.1 for Leno. —John Consoli

Kramer to Head CBS’ Newly
Formed Digital Media Arm

Larry Kramer, the founder of CBS Mar-
ketWatch, has been named president
of CBS Digital Media, a new division of
CBS. He will oversee all developing
new media operations for CBS, includ-
ing CBS.com, CBSSportsLine.com,
CBSNews.com and UPN.com, as well
as heading a new sales operation
encompassing all of CBS’ online prop-
erties. (CBS MarketWatch is now Dow
Jones’ MarketWatch.)

Previously, Kramer was part of the
Data Broadcasting Corporation, where
he created DBC News, the predecessor
of MarketWatch.

Kramer also spent more than 20
years in journalism as a reporter and
editor, including stints at the San Francis-
co Examiner and The Washington Post.

CBS’ move to create a separate inter-
active sales force follows a similar move
by Fox, which has been working to mone-
tize its considerable investment in Web
content tied (continued on page 12)
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Standing Out in a Crowd

Local stations discuss how to make advertising part of the show

TV STATIONS By Katy Bachman

B roadeasters and advertisers were search-
ing for the same thing at last week’s Tele-
vision Bureau of Advertising annual meeting in
New York: How to take the viewer’ finger off
the TiVo fast-forward button.

Although digital video recorders may only
be in 5 percent of households now, that should
quintuple by 2006, predicted Scott Brown,
senior vp of strategic relations, marketing and
technology for Nielsen Media Research. Video
on demand, in 21 million households today, is
expected to reach 30 million next year.

The best bet for T'V stations is to make the
most of their live and local content, whether
it’s traditional news or sports broadcasts, or a
product of new technology such as NBC
Weather Plus (see Media Wires on page 12).
“Live 'T'V is the least TiVo-ed. What we do
locally might be least affected” by the new
technologies, said Alan Frank, president/CEQ
of Post-Newsweek Stations and chairman of
the TVB board of directors.

Product placement is a popular and grow-
ing solution for national advertisers in network
programming. Local advertisers want to be

next. For local stations, sponsorships of a local
broadcast can be a form of product placement.

“Pcople are more distracted while watching
TV,” said Steve Sturm, vp of North America
planning for "Toyota, which spent more on spot
TV advertising last year ($663.8 million,
according to TVB’s analysis of TNS Media
Intelligence data) than any other import car-
maker. But more of "Toyota’ budget is going to
co-branded events, such as movie tie-ins or
NBA sponsorships, to stand out. Without
events, ads “simply become noise,” he added.

Advertisers are also looking for category
exclusivity within a program, which can be dif-
ficult when there is no coordination between
network and local schedules. Sturm noted that
60 percent of commercials during the last two
weeks of any month were auto spots.

It’s difticult for local stations to keep their
spots from colliding with national schedules.
“You have to get better protection in network
TV and cable. You have to get better positions
trom your network,” said Peggy Green, pres-
tdent of broadcast for Zenith USA, which
buys for Toyota. o

Coulda Been a Contender

NBG stands by boxing show despite poor ratings; 2nd season is possible

NETWORK TV By A.J. Frutkin

frer five broadcasts, NBC’s boxing reali-
ty show The Contender ranks as one of
the season’s most disappointing launches. But
the network continues to express strong sup-
port for it. “This is a quality show with great
storvtelling,” said Kevin Reilly, president of

Not pulling punches: Dreamworks execs insist
The Contender was dealt a low blow by Fox.

NBC Entertainment. “Creatively, it’s exactly
what we’d hoped it would be.”

But ratings wise, the show has underper-
tormed. Advertisers credit NBC with taking a
risk on 7The Contender, and they praise the pro-
gram’s high production values. They also
agree the show so far has failed to capture the
public’s imagination. “NBC was hoping it
would do better,” said Steve Sternberg, execu-
tive vp/director of audience analysis at Magna
Global. “But boxing isn’t that popular. Why
would anyone think it would do that well?”

There is good news for NBC. The Con-
tender is scoring a 3.1/8 among adults 18-49.
Versus American Dreams, the previous time
slot holder on Sundays at 8 p.m., The Con-
tender has improved ratings among 18-49
viewers by 24 percent. It is performing espe-
cially well among men 18-34, scoring a 3.4,

Suill, expectations were high for the series,
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Media Wire

to its on-air programming {though Fox
operates and sells Foxnews.com and
Foxsports.com separately).

Both networks are trying to capitalize
on the resurgent online advertising mar-
ket. Like Fox, CBS has a considerable
amount of online content related to its
prime-time shows to leverage for adver-
tisers, including a regular online talk
show tied to Survivor. —Mike Shields

NBC Affils Eye Interactive
And Olympics Offshoots

Digital media offshoots targeting the
Internet, broadband and wireless were
on the minds of NBC TV stations at their
annual affiliates meeting in New York
last week. With the NBC Weather Plus
partnership between the network and
affiliates growing and expanding onto
the Internet, one of the next areas of
concentration will be to harness the
Olympics in new localized ways that let
the affiliates participate.

“The world is getting multimedia in
its focus,” said Terry Mackin, chairman
of the NBC affiliate board and executive
vp for Hearst-Argyle Television, during a
press conference following the meeting.

For now, NBC Weather Plus is consid-
ered a successful venture, according to
the affiliates. Just four months after its
launch, NBC Weather Plus has participa-
tion from 50 NBC affiliates, including
the 14 owned-and-operated NBC sta-
tions, to reach 67 percent of U.S. TV
households. In what is likely a trial bal-
loon for a larger Internet strategy,
Hearst-Argyle Television’s KCRA in
Sacramento, Calif., is launching this
week the first Weather Plus Web site.

For the Winter Olympics in Torino,
Italy, in 2006, the network and its affili-
ates plan to collaborate on another joint
Web site and The Olympic Zone, a 30-
minute broadcast program to air at 7:30
p.m. leading into prime time. The show,
based on a similar program that aired on
KCRA called Ozone, will be postproduced
at each local affiliate, but will include
national segments from the network.
The show will air 15 of 17 nights during
the Olympics. A core group of stations
owned by Belo, Hearst-Argyle, Gannett
and NBC have committed to the show's
launch. —Katy Bachman

12 MEDIAWEEK April 4, 2005 mediaweek.com

given its auspices. Produced by Mark Burnett
in association with Dreamworks Television,
The Contender stars executive producer
Sylvester Stallone and boxing legend Sugar
Ray Leonard. In its own handouts on the
series distributed at last year’s development
presentation, NBC claimed the show “has all
the promise of an unbeatable hit.”

But the show is averaging only 7.2 million
viewers, down 4 percent from American
Dreams’ Sunday-night average of 7.5 million
viewers. “Expecrations were greater than what
we ultimately have delivered in terms of an
audience,” acknowledged Dreamworks prin-
cipal Jeffrey Katzenberg. “Obviously, we wish
we were doing better.”

Boxing’s mass appeal—or lack thereof—
might not be the only element working
against the series. For Burnett, scheduling also
has been a challenge. “It’s not the right show
for a Sunday night,” he said. “It’s not a family

viewing experience.”

Fox’s rush to air with The Nexr Great Chamyp
fast fall may have hurt The Contender as well.
Katzenberg, along with Burnett, had decried
Champ as a rip-oft and tried to prevent Fox
from broadcasting the series, to no avail. The
result, Katzenberg said, was crippling. Chamip
“was a bad show that soured the marketplace,”
he said. “It was our worst fear come true.”

Exccutives on The Contender said they
remain hopetul it will keep improving leading
to its May 2+ live finale. And they already have
begun planning a sccond scason. But at a per-
episode cost of more than $2 million, whether
NBC renews it is uncertain.

If NBC chooses to pass on renewal, Bur-
nett said he is prepared to take it elsewhere.
After all, with the intent of launching a box-
ing league in conjunction with the series, he
noted The Contender still has “huge value,”
adding, “We won’t let this show go.” |

Is Harrahs Bluffing ESPN?

Casino wants to up the ante on sports net's World Series of Poker

CABLE TV By John Consoli

H arrahs Entertainment, which owns the
rights to ESPN’s highest-rated poker
programming last year, The World Series of Pok-
er, is looking to up the ante on the sports net-
work, leaving both sides locked in a somewhat
adversarial negotiation.

The final hour of the 200+ World Series of
Poker telecasts on ESPN generated a 2.8 rat-
ing, and this year’s telecasts are set to begin
airing in June. While neither side would speak
for attribution, ESPN sources contend that
their network has the exclusive rights to renew
for each of the next two years. Ilarrahs,
according to sources familiar with the negoti-
ations, is disputing that, and is said to be
shopping the rights around, trying to get an
idea of its current market value.

Harrahs is shopping around the World Series of
Poker; ESPN says it still has exclusive rights.

w

“Our first choice is to negotiate a new deal
with ESPN,” said a I'Tarrahs source involved
in the discussions. “ESPN’s coverage of the
World Series ot Poker has been very good.
But the show is obviously a hot property and
has a lot of mterest in the marketplace. We
want to negotiate a better deal with ESPN.”

There were ruinors that Harrahs repre-
sentatives were trying to use the new FSPN
scripted poker series Ti/r—which sometimes
casts an unflattering light on card playing—as
a bargaining chip to get out of the current
agreements. But a source for IHarrahs denied
that, stating that “7i/t is not an issue in the
negotiations.” Last year, the National Foot-
ball League applied pressure on ESPN to can-
cel the network’s scripted series Playmakers,
which portrayed a fictitious professional foot-
ball leaguc in an often negative way.

ESPN has carried various poker tourna-
ments since 199+. The network just signed a
multiyear agreement with Trump Taj Mahal to
air the U.S. Poker Championship.

One media buyver believes ESPN has the
upper hand because there are so many types
of poker tournaments and shows available.
“The World Series of Poker people don’t have
much of a leg to stand on,” the buyer said.
“It’s really a peripheral ad buy. Frankly, they
should be thanking God that they are on the
air at all.” |
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Local color: The Russian Hill district is one of San Fran’s mest picturesque neighborhoods.

San Francisco

A SMALL DEVICE IS THE BIG NEWS IN SAN FRANCISCO MEDIA. THE LOCAL PEOPLE
Meter hit town in October, and it has been either a blessing or a curse,
depending on whom you ask. The LPM, the Nielsen Media Research
system that measures TV viewing with the click of a button to provide

household and demographic data, replaces the
old diary/set-tuning meter system, deemed less
reliable because viewers had to jot down the
names of the shows and stations they watched,
among other reasons. The LPM system has
raised concerns among minority groups that
the samples may be undercounting Latnos and
African Americans, but Nielsen maintains these
groups are not underrepresented and has set up
a task force to study the issue.
Like several other major
U.S. markets, the San Francis-
co-Oakland-San Jose, Calif,,
television market, ranked sixth
in the nation with 2.36 million
TV households, is feeling its
way with the LPM system, but
it’s expected that everyone will
adjust to it since it’s the only
standard. Already seeing bene-
fits from the LPMs is local

Spot TV

Outdoor

Total

Local Newspaper
Spot Radio

Local Magazine

UPN affiliate KBHK-TV, half of a Viacom-
owned duopoly with CBS stadon KPIX-TV. “I
definitely think, in total, the UPN station has
been rewarded by the LPMs,” says Ron
Longinotti, president and general manager of
both stations. “Overall, top to bottom, it
showed that we were stronger than the diary
returns showed.”

KPIX also had a strong performance in the

NIELSEN MONITOR-PLUS
AD SPENDING BY MEDIA/SF-OAKLAND-SAN JOSE

KIM GRANT/LONELY PLANET MAGES

February sweeps. Its 11 p.m. news had the
highest household rating (6.0) for a newszast
in any daypart in the Bay Area, even out-rat-
ing the consistently strong-performing 10
p-m. news on Cox Communications’ Fox atfil-
iate KTVU, which earned a 5.1 (the stazion
regards that newscast as a competitor even
though it’s not head-to-head). That’s good
news for KPIX’s Dan Rosenheim, who in Jan-
uary was promoted from news director tc the
new title of vp of news.

In programming dev-
elopments at KPIX, the
preseason home of the
National Football
League’s San Francisco
49ers, last November brought the launch of a
local version of CBS’ 60 Minutes. The 30 Min-
utes Bay Area newsmagazine airs at 6:30 p.m.
Sundays on a quarterly basis.

Meanwhile, recent changes at sister station
KBEHIK include the launch of locally produced
The Great Outdoors With Tom Stienstra, hosted
by the author and award-winning outdoor writ-
er for the San Francisco Chionicle and airing
Sundays at 6:30 p.m. In personnel changes,
Steve Poitras was promoted to station manager,
from director of marketing and creative ser-
vices for the duopoly. He now oversees ali
KBHK non-sales operations.

NBC O&O KNTV was No. 1 in the
February sweeps in adults 25-54, and its 11
p.m. Monday-through-Sunday newscast has
been first in adults 25-54 each month since the
LPMs arrived. Last December, KNTV and
sister station KSTS (Telemundo) began broad-
casting from their new 83,000-square-foot, all-
digital broadcast center in San Jose. They share
a newsroom and production facilities, but their
newscasts originate from separate studios.

Across town, Young Broadcasting’s Inde-
pendent KRON-TV has held its own against
intense competition, although it is not the pow-
erhouse it once was as an NBC outlet. KRON
has built its position on local
news, producing more than any
other station in the area: nine
hours on weekdays and seven

To find other markets,.
go to the Market Profile

Index at the new
mediaweek.com

Jan.-Dec. 2003 Jan.-Dec. 2004 L
on weckends.
$874,919,900 $885,556,210 In July 2004, KRON wel-
= SUEiSe 760 $588‘302'500 comed Mark Antonitis as its
o i SégAaTIa0 new president and gm. Previ-
SR hAN $63‘212';36 ously president/gm of Young
AcL23300 $RE04G, 559 Broadcasting’s KELO-TV in
$1,889,578,231 $1,962,339,386

Source: Nisisen Monitor-Plus

Sioux Falls, S.D., Antonitis suc-
ceeded Paul “Dino” Dinovitz,
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NEWSPAPERS: THE ABCs

Santa Clara County: 579,640 Households

Daily

Circulation Circulation

San Jose Mercury News 213,183
San Francisco Chronicle 32,647
Alameda County: 539,418 Hauseholds

San Francisco Chronicle 91,686
The Oakland Tribune 57,603
The-(Hayward) Daily Review 38,669
Fremont Argus 32,551
Contra Costa‘Times 28,256
Pleadanton Tri-Valley Herald 18,922
San Jose Mercury News 17,630

Contra Costa County: 356,906 Households

Contra Costa Times 150,212
San Francisco Chranicle 51,679
Pleasanton Tri-Valley Herald 13,460
The Oakland Tribune 8,653

San Francisco County: 339,810 Households
San Francisco Chronicle 118,864

San Mateo County: 257,253 Households

San Francisco Chronicle 80,918
San Mateo County Times 33,810
San Jose Mercury News 19,817

Sonoma County: 179,896 Households

The (Santa Rosa) Press Democrat 76,617
San Francisco Chronicle 19.889
Marin Independent Journal 1.673

Solano County: 136,381 Households

Fairfield Daily Republic 18,728
Vallejo Times-Herald 18,501
"he (Vacaville) Reporter 17,562
San Francisco Chronicle 14,958
Contra Costa Times 5,750
The Sacramento Bee 2,824

Marin County: 102,837 Households
Marin Independent Journal 38,177
San Francisco Chronicle 35,448

Sunday

240,393

33,748

99,057
55,238
38,905
32.460
29,069
19,214
19,671

167,746

61315
13.880
8.190

115,066

93,848

20,228

81,798
23,017
2,571

20,135
19,604
19,055
17 386
7.041
3,979

37,030
42,325

Daily Market
Penetration

36.8%
5.6%

17.0%
10.7%
7.2%
6.0%
52%
3.5%
3.3%

421%
14.5%
3.8%
2.4%

35.0%

31.5%
13.1%
7.7%

42.6%
11.1%
0.9%

13.7%
13.6%
12.9%
11.0%
4.2%
2.1%

37.1%
34.5%

Sunday Market
Penetration

41.5%
5.8%

18.4%
10.2%
7.2%
6.0%
5.4%
3.6%
3.6%

44 2%
17.2%
3.9%
2.3%

33.9%

36.5%

7.9%

45.5%
12.8%
1.4%

14.8%
14.4%
14.0%
12.7%
5.2%
2.9%

36.0%
41.2%

Data is based on audited numbers published in the Audit Bureau of Circulations' Fall 2004 County Penetration Report.

ARBITRON

RADIO OWNERSHIP
Dwner Stations
Clear Channel Communications 6 FM, 2 AM
Infinity Broadcasting 1AM, 4 FM
Susquehanna Radio 2 AM, 3 FM
ABC Radio 2 AM
Bonneville International 1AM, 3 FM
Inner City Broadcasting 1FM
Univision Communications 4 FM
Coast Radio Co. 2 FM
Spanish Broadcasting 1F™M
Multicultural Broadcasting 1AM
Salem Communications 1AM

Avg. Qtr.-Hour

Share
18.3
11.4

7.5
9.9
10.6
2.6
6.2
09
0.5
0.4
0.4

Revenue
(in millions)

$97.5
$80.6
$68.5
$49.7
$46.2
$17.4
$9.3
$7.7
$6.5
$6.0
$5.4

Share of
Total

22.9%
19.0%
16.1%
11.7%
10.9%
4.1%
2.2%
1.8%
1.5%
1.4%
1.3%

Includes only stations with significant registration in Arbitron diary returns and ficensed in San Francisco or immediate area.

Share data from Arbitron Fall 2004 book; revenue and owner information provided by BIA Financial Network.
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who retired at the end of 2004

KRON’s prime-time staples include Ds: Phil
at 8 p.m. followed by the Bay Area’ only 9 p.m.
newscast. The station added The Insider and
Fear Factor in syndication last fall and plans to
add Sex and the City this fall.

The Bay Area’s ABC affiliate, O& O KGO-
TV, took evening honors in the February
sweeps, winning in households in evening news
from 5-7 p.m. Station executives could not be
reached for comment.

Cox’s KTVU pairs with Independent
KICU for the market’s other duopoly. The two
stations are sold separately but can be sold as a
combo package, says Tom Raponi, KTVU and
KICU vp/gm. KTVU continues to win the
morning-news race in a crowded field.

As for LPMs’ effect on the duopoly, Raponi
asserts they have particularly helped KICU. In
the February sweeps, for instance, That *70s
Show, which KICU double-runs in access from
7-8 p.m. weekdays, earned a 0.9 rating in adults
25-54. In comparison, rival KBWB, the local
WA aftiliate owned by Granite Broadcasting,
earned a 0.4 rating in the demo.

Both KTVU and KICU are active in local
sports. KTVU is the official broadcast TV
home of Major League Baseball’s San Francis-
co Giants, airing 45 of the team’s games. The
station also produces a pregame and postgame
show for each game of the 49ers.

KICU, meanwhile, broadcasts 45 Qakland
Athletics MLB games. But it is perhaps more
distinguished for its coverage of high school
sports, having earned Emmy awards for its live
show High School Sports Focus.

Now in its 12th year, the hour-long show
features 240 schools from eight Bay Arca
counties, covering both boys’ and girls’ tecams
in every sport from basketball, football and
baseball to water polo, volleyball and soccer.
“We believe in celebrating the positive accom-
plishments of the kids of our community,”
says Raponi. The show airs Fridays at 11 p.m.
and is rebroadcast on both KICU and KTVU.

Other programining moves for the KICU/
KTVU duopoly include the acquisition of
Tyra Banks’ Awmierica’s Next Top Model and The
Bernie Mac Show in syndication for this fall.

Not so enthusiastic on LPMs is KBWB
president/gm Bob Anderson. “It has definite-
ly had an impact on all stations across the
board. I think everybody’s demos are down,”
he says, adding that local news has been par-
ticularly hard hit.

Indeed, according to Nielsen Media
Rescarch data, early local newscasts (5-7 p.m.)
on the major broadcast TV stations in
November 2004 were down collectively an
average of more than (continued on page 19)
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{continued from page 18) 30 percent in the
advertiser-friendly adults 25-54 demo com-
pared to November 2003 (with the old system);
and late-news audience levels declined an aver-
age of more than 21 percent in the market.

Although it doesn’t produce news, KBWB
for about three years has produced a three-
minute report twice nightly called The Duily
Mixx, featuring information on movies, music,
TV and other entertainment. In June 2004,
the station expanded that with the launch of
the 30-minute Mixx EP (extended play), which
airs one Thursday @ month and is rebroadcast
several times. In terms of syndicated program-
ming, KBWB has purchased My Wife & Kids
for this fall and Aecording to Jim and Reba for
fall 2006.

Among the market’s several Spanish-lan-
guage broadcast 1V stations, NBC’s KSTS and
Univision Communications’ KDTV are the
most established. KD'TV produces the Bay
Area’s only daily Spanish-language local news,
which it airs at 6 and 11 p.m. Univision also
owns Telefutura outlet KFSE

In local cable, Comecast Cable is the main
service provider. Comcast Spotlight in San
Francisco, which serves as the local intercon-
nect, represents 1.75 million households, or 74
percent of all TV households in the San Fran-
cisco DMA. Comcast Spotlight represents 97
percent of all cable TV households in the mar-
ket and offers 44 insertable nerworks markert
wide and 19 geographic zones for targeted
advertising. Comcast Spotlight also reps for the
systems of San Bruno Municipal Cable and
Charter Cable in Gilroy.

Cable penetration overall in the Bay Area is
68 percent, according to Scarborough Re-
search, and 76 percent according to Nielsen
Media Research (as of November 2004).

Comcast is another fan of the LPMs, happy
with the changes they’ve brought. The compa-
ny maintains that the old diary/meter system
underreported viewing to cable networks and
overreported viewing to broadcast stations.
Under the new system, sign-on to sign-off, the
share of viewing for the big seven broadcast sta-
tions in November declined from 62 percent to
51 percent, while the share for insertable cable
increased, from 38 percent to 49 percent.

On Sunday, Nov. 28, when cable and broad-
cast TV (ESPN and KTVU, respectively) werc
simultaneously airing the NFL game featuring
the Oakland Raiders vs. the Denver Broncos,
ESPN beat KTVU in households and all major
demographics. Under the old methodology, the
broadcast TV stations always achieved higher
ratings in similar head-to-head competition
with a cable network.

SCARBOROUGH PROFILE

Comparison of San Francisco
TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHI $75,000+

College Graduate

Any Postgraduate Work
Professional/Managerial
African American
Hispanic

MEDIA USAGE-AVERAGE AUDIENCES*
Read Any Daily Newspaper

Read Any Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Afternoon Drive M-F

Total TV Early News M-F

Total TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE-CUME AUDIENCES**
Read Any Daily Newspaper

Read Any Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Afternoon Drive M-F

Total TV Early News M-F

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 Pas; 12 Months
HH Connected to Cable

HH Connected to Sateliite/Microwave Dish
HH Uses Broadband Internet Connection

Top 50 Market ~ San Francisco  San Francisco

Average %  Composition % Index
31 30 99
40 41 104
30 28 96
32 47 144
14 19 131
12 17 144
26 32 119
13 8 60
14 17 127
52 57/ 109
60 59 97
21 21 100
18 17 96
29 26 90
39 36 93
15 12 80
72 76 106
75 73 98
74 74 100
72 73 101
70 65 93
91 89 97
63 58 92
61 70 114
68 76 112
43 53 124
65 68 105
21 19 93
26 37 140

*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 **Meda Audiences-Cume: 5-issue cume readers for
daily papers; 4-issue cume readers for Sunday papers; cume of alf listeners within a specific daypart for radio; cume of all viewers
within a specific daypart for TV and cable. Source: 2004 Scarborough Research Top 50 Market Report (Aug. 2003-Sept. 20C4)

“With the old methodology, the meters
were saying a [cable] network was being
viewced, but the diaries were saying no one was
watching it,” Richard Rogers, vp/gm Comcast
Spotlight San Francisco, says of the so-called
“zero cell” phenomenon.

Fox Sports Net Bay Area, managed by
Cablevision Systems Corp., reaches more
than 3.6 million households in Northern Cal-
ifornia and northern Nevada. FSIN Bay Area
carries the Oakland A%, San Francisco Giants,
Golden State Warriors (National Basketball

Associadon), San Josce Sharks (National Hock-
ey League), San Jose Earthquakes (Major
League Soccer), among other programming.
The regional sports network airs 110 Giants
games, 75 As games and 70 Warriors gaines.
The Bay Area local radio marketplace,
ranked fourth in the country, is a complex mix
of markets. Unlike Nielsen, Arbitron consid-
ers parts of the Bay Arca to be separate mar-
kets. As a result, San Francisco is one market,
and San Jose, Monterey and Santa Rosa are
other, separate markets, although some sta-
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Carrie falls off her high heel
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down laughing.
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market profile

tions in these markets are a significant factor
on the crowded San Francisco radio battlefield.

Local radio has changed markedly within
the past year, with Spanish-language stations
taking the lead (Hispanics make up about 20
percent of the San Francisco Bay Area’s popu-
lation). Among the developments, in October
Clear Channel Communications flipped the
area’s oldest rock station, KSJO-FM (92.3), to
a Spanish format. KSJO, which started in
1968, replaced its Hard Rock programming
with “La Preciosa,” a Spanish-variety format
featuring hot hits of the *80s and *90s. KSJO is
located in San Jose.

In another switch to Spanish, Spanish
Broadcasting System in November changed
English-language KBAA-FM to Regional
Mexican KRZZ-FM (93.3). The station was
previously a simulcast of Adult Contemporary
KBAY-FM, owned by Viacom Infinity Broad-
casting. SBS implemented a promotional and
sales “strategic alliance” that moved 93.3 over
to SBS control while giving Viacom a 10 per-
cent stake in SBS.

KRZZ “La Raza” simulcasts popular and
controversial Los Angeles-based morning
host Renan “El Cucuy” Almendarez Coello,
dubbed the Howard Stern of Spanish-lan-
guage radio.

Last fall, Univision acquired Salem Com-
munications’ Christian KSFB-FM (100.7) as
part of an asset exchange between the two
companies. Univision then changed the sta-
tion’s call letters to KVVZ-FM and made ita
simulcast of the Regional Mexican “Viva” for-
mat of sister KEMR-FM (105.7). Univision
later changed the calls of KEMR to KVVFE,

Univision’s  “Estereo  Sol” KSOL-
FM/KSQL-FM (98.9/99.1) simulcast, while
second to ABC Radio’s News/Talk KGO-AM
among listeners 12-plus, is No. 1 in the mar-
ket among all stations in the adults 18-34
demo in the fall 2004 Arbitron survey. Estereo
Sol’s morning show, Piolin por la Mafiana, is
the No. I wake-up show among all Bay Area
competitors in the San Francisco metro and
in the San Jose metro.

In local newspapers, Hearst Corp.’s San
Francisco Chronicle remains the largest-circu-
lation daily in Northern California. The
paper, distributed statewide, listed its Mon-
day and Tuesday average circulation at
431,718, and a Wednesday-Saturday circ of
505,022, as of Sept. 30, 2004, according to
the Audit Bureau of Circulations. A year-
over-year comparison was not available
because of a change in its reporting method
to ABC. The paper’s Sunday circ decreased
3.7 percent to 540,314 last September.

"The Chronicle had an eventful year in 2004.
It broke several stories related to secret testi-
mony about the Balco Major League Baseball
steroid scandal, including its exclusive report
that prominent baseball sluggers Jason
Giambi and Barry Bonds had each admitted
to using steroids. Despite a federal investiga-
tion into the source of the leaked information,
the Chronicle has vowed not to disclose the
source’s identity.

Among management changes at the paper
in the past year, on Jan. 1 Frank Vega took the
reins as president and publisher. For the past
14 years, he had served as chief executive of
Detroit Newspapers Inc., the joint operating
agreement agency that handles the business
operations for The Detroit News and the
Detroit Free Press. Vega replaced Steven B.
Falk, publisher since March 2003, who
resigned to pursue other opportunities.

Also in January, Gary Anderson, most
recently acting president and CEO of Detroit
Newspapers, was named executive vp; and Tan
Murdock, previously a Hearst corporate vp,
was appointed senior vp, business manager.

Since Hearst bought the Chronicle in 2000,
merged its staff with that of the San Francisco
Examiner and sold the Examiner name,
Examiner has undergone myriad ownersl
management, distribution and other crit
changes. The paper is not ABC-audited.

In summer 2004, the paper welcomec
executive editor Vivienne Sosnowski, who |
served as editor of The Province in Vancou
British Columbia, since 2000.

The Examiner has reinvented itself as a ¢
paper, switching to a tabloid from a bros
sheet and moving to a free distribution systi
in 2002. Billionaire Philip Anschutz purchas
the Examiner in February 2004, then later
the year trademarked the Examiner name
nearly 70 cities nationwide. In February
this year, Anschutz rolled out the first Exz
iner sibling in the nation’s capital, the Wa
ington Examiner.

Knight Ridder’s San Fose Mercury News,
the second-largest daily in the region, is
known as the newspaper of the Silicon Valley,
where it dominates. Its daily circulation last
September was 263,067, a 3.3 percent decline
from the year prior; its Sunday circ slipped
1.5 percent to 298,067.

Media News Group’s ANG Newspapers
owns a chain of smaller daily papers in the
Bay Area, including The Oakland Tribune,
Alameda Times-Star and San Mateo County
Times. The papers had a combined daily cir-
culation of 279,879 and Sunday circ of
243,494, both flat year-over-year.
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NIELSEN RATINGS / SF-OAKLAND-SAN JOSE
EVENING- AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

Time Network Station Rating Share
4-5 p.m. Independent KRON 0.9 3
5-5:30 p.m. ABC KGO 5.2 13
CBS KPIX 38 8
NBC KNTV 2:3 6
Independent KRON 2.0 5
Fox KTvU* 1.6 4
Telemundo KSTS* 1.2 3
Univision KDTV* T 3
UPN KBHK* iy S
Independent KICU* 1.0 2
WB KBWB* 0.7 2
5:30-6 p.m. cBS KPIX 38 8
Independent KRON 21 5
6-6:30 p.m. ABC KGO 4.8 10
ﬁq‘;"ependem ETR‘(’;‘ 3‘2‘ i She can get a confession
Univision KDTV 1.5 3 out of anyone.
Telemundo KSTS 0.7 1 I .
6:30-7 p.m. ABC KGO 4.8 10 Millions will confess
ESS KTVU" 34 7 total captivation.
CBS KPIX 3.0 6
Independent KRON 2.2 4
NBC KNTV 2.7 5
UPN KBHK* 2.2 4
Univision KDTV** 1.5 3
4 sdi iy - . KYRA SEDGWICK
Independent KICU* 0.9 2
Telernundo KSTS™ 0.7 1 T“E clusin
Late News . ]
101030 pm.  Fox KTVU 5.1 10 A new original series
Independent KRON 3.6 6 premiering June 2005.
11-11:30 p.m. cBS KPIX 6.0 14
NBC KNTV 4.6 11
ABC KGO 3.7 9
Fox KTVU* 2.2 5
]ngépendent KRON e 4
Udlivision KDTV 1.3 3
UPN KBHK* i3 5
wB KBWB* 0.8 2
Telemundo KSTS 04 1
Independent KICU* 0.4 1

*Non-news programming. **Network news. Source: Nisisen Media Research, February 2005.

Newspapers tie in to one of the area’s new
outdoor advertising projects. As in most cities,
different newspapers here each have their own
news racks of varving colors and sizes. The
City of San Francisco, as part of a broader
clean-up effort, wants to consolidate the box-
es and unify their look, says Bill Hooper, pres-
ident, Northern California division of Clear
Channel Outdoor, which won the competitive
bid to create and manage the newspaper box-
es in the downtown area.

Clear Channel just started rolling out its

new boxes within the past 90 days in the city’s
financial district. The units can hold up to 10
ditferent newspapers and feature a backlit illu-
minated advertising display. Hooper says the
cost for an ad on the unit is around $1,300 for
a four-week cycle. Once the project is com-
plete, there will be 475 newspaper box ad faces
available, he says.

Clear Channel also offers bulletins, posters,
walls, 8-sheets and bus shelters. Rival Viacom
offers bulletins, 30-sheets, 8-sheets, walls, bus-
es and mall kiosks. |
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If the FCC's crusade to
remove “indecency” from
all TV channels succeeds, <
we will lose most of our
hest programs.

MEDIA PERSON o
LEWIS GROSSBERGER

We Bombed in Florida

SINCE WE HAVE JUST passed April 1, you will forgive
Media Person just this once for dispensing with his normal
mode of high solemnity and disseminating nothing but jests,
japes and frivolity.

You will understand MP is being facetious when he wise-
cracks that the people constantly accusing the media of lib-
eral bias all just happen to have, by some strange coinci-
dence, a conservative bias. Of course MP was just clowning
around; in truth, these bias shouters are all strictly nonpar-
tisan and are only seeking basic fairness.

You will be aware that MP is merely pulling your leg
when he quips, with a merry chuckle, that if the FCC’s cru-
sade to remove “indecency” from all television channels suc-
ceeds, we will lose most of our best programs.

And certainly you will grant Media Person the license to
descend to the blackest of gallows humor and slapstick buf-
foonery in his wacky rou-
tines on the Schiavo case.
But here he’s not really risk-
ing much; after all, the pun-
talk-show  barkers,
politicians and assorted
crackpots of the religious
right have been treating the
American audience to their
own hilarious version of the
classic Monty Python dead-
parrot routine for weeks now. You remember it, don’t you?
The pet-shop clerk and the disappointed buyer trying to
return his defective merchandise?

John Cleese: “This parrot is brain-dead.”

Michael Palin: “Oh, no itisn’t. Look, she’s smiling.”

JC: “That’s not a smile; it’s merely a grotesque rictus.”
MP: “She could come around at any second.”

JC: “After fifteen years? With the cerebral cortex gone?”
MP: “Wait! She just hummed the first verse of ‘Amazing
Grace’!”

JC: “I didn’t hear a thing.”

MP: “Did you see that! Look! She’s winking, ‘Put me on
Oprab’ in Morse code.”

JC: “She is not. That’s just a twitch. An involuntary reflex.”
MP: “Nonsense. Why, just this morning, she called up
Tom DeLay and recited the Gettysburg Address.”

JC: “This is a parrot with a flat EKG. This is a non-parrot!”
MP: “Want to see her tap dance?

JC: “You're moving her legs!”

There were many riotous variations on this gag among
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the right wing’s comics, who showed a flair for dark humor
as never before, except when Condoleezza Rice played
Congress, stopping the show with her classic Bin Laden
memo routine.

“That was no terrorist warning,” she ad-libbed. “That
was my history paper.” Laid ’em dead in the aisles, she did.

Media Person giggled over Peggy Noonan’s Schiavo riff
in the Wall Street Journal in which the former Reagan
speechwriter ribbed the other side for using “language and
imagery that is so violent and aggressive.” Utterly deadpan,
she then called such hecklers “red-fanged and ravenous” and
“half in love with death.” Kind of a sophisticated, postmod-
ern, self-disparaging irony gag, MP thinks.

Now Noonan was on a roll so she tossed in a bit that
we’re all on the road to Auschwitz. Hmm, that didn’t get
such big yuks.

Did Pegs swipe her Nazi shtick from that Bible-Belt
tumler, the irrepressible Pat Buchanan? Hey, that’s all right.
Milton Berle was famous for stealing jokes in his day, and as
the hot new documentary The Aristocrats implies, it’s all
good if you just put your own spin on the material.

Must have been some kind of nutty, misguided impulse
to become the new Lenny Bruce that drove old Pat to do
that skit in his column likening the Schiavo case to the Nazis
torturing a Catholic priest at Auschwitz. Media Person can
appreciate the idolatry, but Pat, you’re no Lenny. Lenny
always had that underlying logic, whereas you’re more like
Gracie Allen, only without the grace.

“America is not morally dead,” quipped Pat. “But a cul-
ture of death has taken deep root in America’s soul!” Bad-
ump-bump! Uh-oh. Silence. Was that a boo?

Oh, dear, your amateur Lenny or Chris Rock wanna-be
will always go a step too far. And then you’re offensive, and
as Carrot Top could tell you, you lose the crowd. With polls
showing 70 percent to 80 percent of Americans behind the
Schiavo husband, not the parents, and growing annoyed at
heavy-handed Republican clowns jumping into the case, Pat
might be unwise, not to mention unamusing, to imply that
anyone who goes along with a family member’s wish to slip
away peacefully when the time comes is a Nazi.

Wias that a rotten tomato that just spattered Pat’ tie?

Quick! Bring out Sean Hannity! Sean schpritzes so fast
and so loud, even if the entire audience is booing its heads
off, he’ll never notice. And talk about half-dead, there’s his
straight man, Alan Colmes! All right! Sean’s doing his clas-
sic Dr. Hammesfahr routine, wherein a far-right quack pre-
tends to be a Nobel Prize winner.

Oh no, people are walking out. Poor Sean. He’s dying
up there. [ ]
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A New Ratings Model

For hetter data, add to Nielsen ratings, don't replace them

OUR INDUSTRY-WIDE discomfort with the shortcom-
ings of the Nielsen ratings has made us angry, but
attempting to replace Nielsen won’t solve the TV mea-
surement problem.

First, it is unlikely that anyone will accept the invi-
tation. "Ioo many wanna-bes have lost too much money
trying. Arbitron, AGB, SMART. Then, when it comes
to media currencies, stability, familiarity and confidence
that the system is relatively fair are more important
than better meters, better editing and better access.

Anyway, that’s all housekeeping, not innovation. To
innovate, what we measure and report has to be more
important than how we measure and report it.

If we're looking for innovation, it will not come
from the currency-measurement provider. Changes
there always raise questions of “to whose advantage.”
That’s one reason why all currency measurements—be
they Nielsen TV, MRI Print or Arbitron Radio—
change very slowly.

No, innovation requires a stranger.

There is a better research model for improving tele-
vision data. Add to Nielsen. Don’ replace it. No need
to change the currency; layer new research on top of it.
Outdoor is a prime example of how this can work.

The currency measure for outdoor is traffic counts
called DEC’s (daily effective circulation). Because of
the peripheral nature of outdoor exposure (one ele-
ment in the person’s field of view), these conventional
measures of people driving by everstate people actual-
ly seeing a billboard.

To correct the DEC currency for “likelihood of see-
ing” the ad, the industry is researching how consumers
interact with outdoor. The variables are things like the
size of the display, its position on the road, the com-
plexity of the visual environment, and so on. This
research will enable outdoor to adjust its audience
counts for the likelihood that the advertising is seen.

The key point is these “likely to see” values do not
require a change in the outdoor currency measurement.
They are an independent adjustment layered on top of
it to produce more realistic estimates of people seeing
the advertising.

The same kinds of adjustments for television can be
developed by independent suppliers and layered on top
of the Nielsen data to produce better estimates of peo-
ple seeing commercials.

Think of pod length, location of set, presence of
others in the room, presence of children in the room,
time of day, program type. All of these are recorded by
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Nielsen. And all of these attributes of viewing affect
whether 2 commercial will be seen. We just need inde-
pendent measurements, like outdoor’s VAI (visibility
adjusted impact), to establish by how much.

But there is 2 major problem in doing this VAl-type
research. Unlike outdoor, where sellers see better data
as an engine for growth, TV sellers see it as a threat.
Thats why advertisers need to set the research priorities
for advertising.

My late ex-partner, Dick Raboy, had a sign on his
office wall. It read, “The Golden Rule. He who has the
gold makes the rules.” This certainly applies to the rat-
ings where he who puts up the money determines what
we get to know.

We know audience data no longer tells advertisers
what they need to know to plan and buy media intelli-
gently. Viewer, reader and listener counts substantially
overstate the number of people who see or hear the
advertising the media are paid to carry. Yet we don’t get
to know those numbers.

A comprehensive analysis done in Canada that esti-
mated the loss from “media audience” to “probably sees
the average ad” ranges from 10 percent to 50 percent.
But here there seems to be very little interest in pro-
ducing similar data because advertisers don’t set the pri-
orities for advertising research.

Think about the structural problem. Only the
media spend substantial discretionary research dollars
(e.g., dollars in addition to the Nielsen bill), so only
the media decide where to spend them. They opt to
fund the search for bigger audiences like those away-
from-home and on-campus. They are not interested
in researching who actually watches commercials.
Would you be?

Agencies, working at procurement department-
negotiated rates, are hard-pressed to pay for Nielsen.

Advertisers, who pay for it all, are curiously disen-
gaged. They gave at the office. Their position is their
contribution to ratings research is in the CPM’ they
pay. But that funding model steals their right to vote.
They’re even dragging their feet on Apollo.

Like Dick Raboy, Harry Truman had a sign in his
office. It read, “The buck stops here.” It does. And we
need better measures of why we’re spending it. [ |

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 at www.-
ephrononmedia.com.
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LETTERS
Out of Context

I take the strongest exception to how your
magazine and [senior reporter Mike
Shields] made use of my remarks that were
part of a wide-ranging discussion of digital
media and marketing [“Seek and Ye
Shall...” Mediaweek, March 14,
2005]. This discussion took
place without more than a
general reference to the

comment to you, regarding the future of
the search engine optimization industry by
saying the industry is dying or would be out
of business in three years. Yet my remark
was paraphrased as if I was passing judg-
ment on the industry’ future prospects.
This was emphatically not the case.
Frankly, I am very bullish
on the search engine opti-
mization industry as a whole,
as the service they provide

Search Engine Strategies
Conference in New York—a
conference which was the
hook for your piece and one
that I did not attend.

During our discussion, I
had suggested that online
marketing companies that
don’t evolve as technology
evolves won’t be around in
three years in their present form—just as
many companies that are thriving now
weren’t around three years earlier. No more
than a truism. You took this rather obvious
statement, applied it to the search engine
optimization business in particular, and
quoted me as if I was responding to a ques-
tion you raised about that industry and that
conference.

Let me set the record straight. I did not
attend the Search Engine Strategies
Conference. You did not ask me, nor did I

INENx

EDITOR’S NOTE
Dolan’s Doldrums

has a strong value proposition
for advertisers and publishers.
"This very fact suggests that
the SEO industry should
enjoy a long and prosperous
future.

Finally, my title is
“Managing Director,” and I
am an investment banker, not
an analyst as your article also
incorrectly pointed out.

Fay C. MacDonald

Managing Director-Group Head,
Digital Media & Technology
DeSilva & Phillips LLC

New York

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

I t's not been a good 2005 for Cablevision Systems Corp., especially CEO James Dolan. First,
he got into a very public spat with his father, cable legend Chuck Dolan, over the Voom high-
definition satellite operation that is close to dad's heart but is bleeding money. Next, Cablevi-
sion found itself in the midst of a bitter dispute with Time Warner Cable over carriage of MSG
Network in New York, just as Dolan's pro basketball franchise, th2 New York Knicks, sputtered
through a road trip that has them destined for the locker room instead of the playoffs.

Last week brought even worse news: The New York Jets will get their new football stadium
built in Manhattan, a mere Hail Mary pass away from Madison Square Garden. Ouch.

The younger Dolan has deserved many of the lumps he's received in
the past. For one, he was too stingy with the company's programming
assets (look at how Bravo has blossomed since leaving the Dolan fold).
And until recently, Cablevision's cable service left many subscribers wish-
ing they had DirecTV (I switched from Cablevision to DirecTV after moving
to New Jersey nearly three years ago, and only switched back because
its HDTV platform was far less costly than DirecTV's). And yet | find myself
siding with the younger Dolan today. He did the right thing to take a stand
over Voom, for the sake of Cablevision's shareholders. | also happen to
think the Jets stadium in the city is a bad idea. After all, where are all
those famous Jets tailgaters going to set up? —Michael Blrgi
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ABC Delivers in First Quarter

First Quarter 2005 c: BVG ‘\
% Change vs. Year Ago Ny ¥ A ‘

Adults 18-34 +20%

Adults 35-49 +1 8%
Adults 18-49 +19%

Adults 25-54 +1 6%

FExtreme Makeover:
Home Edition

A18-49 /A County +27%
A18-49 /HHI $75K+ +38%
A18-49 /$75K+/POM +44%
A18-49 /HHI $S100K+ +42%

Source: NT) Average Audience % Estimates, 12/29/03-3/28/04 vs. 12/27/04-3/27/05; NAD Ave g e Audience % Es tm ates, 12/29/03-
2/29/04 vs. 12/27/04- 2/27/05 M-Sa 8- 11/S 7-11p (Al Programs excluding Sports, strict time period). Qu H ations upon request.

Desperate
Housewives

ABC’s performance continues.

For more information, visit ABC’s website for the advertising community ch Stagepass
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1 IN EVERY 2 U.S. HOUSEHOLDS
WILL BE WITHIN 10 MILES OF THE
THEATRES ON OUR NETWORK

NATIONAL COVERAGE




CABLE TV

Fine Living president Ken Solomon
jumped the net to become chairman
and CEO of The Tennis Channel, replac-
ing David Meister.

RADIO

At Air America Radio, Gary Krantz, for-
merly vp of music operations for
Premiere Radio Networks, has joined
the 1-year-old liberal talk network as
president. And John Sinton was pro-
moted from president to co-chief oper-
ating officer...Chris Edmonds was
named general manager of Beasley
Broadcast Group's two stations in
Atlanta, WAEC-AM and WWWE-AM. He
had been gm of Rivers Group’s WGUN-
AM in Atlanta.

BROADCASTING

Aaron Scoby has been named general
manager of Entravision Communica-
tions’ broadcast properties in
Monterey, Calif., including Univision
affiliate KSMS-TV, Telefutura channel
KDJT-CA, Radio Tricolor KLOK-FM, and
Super Estrella KSES-FM and KMBX-AM.
Scoby had been general sales manager
for Mondosphere Broadcasting.

TV STATIONS

Angie Kucharski was named vp and
station manager of WBZ-TV and WSBK-
TV, Viacom's owned-and-operated CBS
and UPN stations in Boston. Kucharski
was most recently vp of news and sta-
tion manager for KCNC-TV, the CBS 0&0
in Denver. Elsewhere in the Viacom sta-
tion group: Michael Colleran was
named president and gm of Phila-
delphia 0&0s KYW-TV (CBS) and WPSG
(UPN). He had been president and gm
of Viacom's South Florida triopoly, com-
prising WTVX, the UPN 0&O in West
Palm Beach; WFOR-TV, the CBS 0&0 in
Miami; and WBFS, the UPN 0&O in
Miami. Brien Kennedy, formerly station
manager for WTVX, was named to
Colleran’s old post overseeing the three
stations...David Doebler was promoted
to president and general manager of
WVIT, NBC Universal's 0&0 in Hartford,
Conn. Doebler was most recently presi-
dent and gm of WVTM, NBC’s 0&O0 in
Raleigh, N.C.
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Dish upon a star:
Author Ephron (1.)
roasted gossip-

LIZ SMITH AND SOCIAL SECURITY got all
the attention at the recent luncheon hosted by
AARP the Magazine at the Bel Air Hotel in
Los Angeles. The event honoring gossip-
maven Smith, whose guest roster included
Nora Ephron, Jacqueline Bisset, Michael York,

Rita Moreno and Shirley
Jones, kicked off with an
unscheduled onstage
appearance by Larry King,
followed by a welcome and
a rallying “Save Social Secu-
rity” cry from AARP exec
Christine Donohoo. Next
up, author Ephron dished a
bit about Smith’s lack of
actual cooking expertise (the
Texas-born writer’s new
Dishing book inspired the
event’s menu of chicken-
fried steak) and reminisced
about how her second hus-
band first learned of their
divorce in Smith’s column. And finally the
guest of honor took the stage, telling tales of
Nicole Kidinan and Bill Clinton, and recom-
mending that everyone try a deep-fried Snick-
ers bar. “Split four ways,” Smith quipped, “it’s
only 200 calories per person.” [ |

5

ALEX BEHIUNER/BEIMAGE!

AFTER HELPING TO TURN AROUND the perception of
Clear Channel as the poster child for the ilis of radio con-
solidation, Lisa Dollinger was promoted last week to the

new position of chief communications officer, from senior vp of corporate com-
munications. In her expanded role, Dollinger will direct all the company's com-
munications functions, including corporate communications, branding and

issues management.

When she joined San Antonio-based CC in January 2003, the company had
virtually no communications division. The press had a field day, holding up the
broadcaster as the cause of everything they perceived was wrong with corpo-
rate radio. “Our company was largely misunderstood, and fabrications were
accepted as fact,” says Mark Mays, CC president/CEO, to whom Dollinger
reports. He credits her “unfailing instincts and creative leadership” with

changing CC’s reputation.

Her m.o. involved a lot of listening. “I took inventory, | went on a listening
tour, met with the media, conducted market research to find out what con-
sumers thought about the company. | listened to employees, competitors,
detractors and our fans on Wall Street,” she says, noting that she spent a lot of
time with the media. “We had to clear the decks, and let the media know they
couldn’t repeat inaccuracies about the company.”

Now Dollinger’s challenge is to build the brand. “One thing the company
came to realize was that Clear Channel is a business and financial brand,” she
says. A large part of her work will be helping the various local brands of the
company’s 1,200 radio stations strengthen their positions in their markets.

And she’s doing it all as a single mom. “| told my daughter Calli, ‘This is
your. promotion too,” Dollinger says. —Katy Bachman



passioiHerited?

A N0 i)
T,
R :-f‘

¥ p% e ]

EL

Lk
oy § E

3
£
i

5 4
L Rr LY
¥t

X
>

G

There’s a connection our readers have with our magazines. A connection fueled by passion. ,

VOGLTE o W oo GIAMOUR o & 1URE o SELF o IANE o TEEN VOGEE © GO o DETALS o VITALS o ARCIHTECTURAL DICES]

2
Y ;
C()-\DI‘ < AST HOUSE & GARDEN o BRIDES o MODERN BRIDE e FLEGANT BRIDFE o MODUERN BRIDE CONNECTION o [LTCOKY

M EDIA G ROUP
CARGO o DOMINO o GOLF DIGEST o COLFWORLD ¢ GOLF FOR WOMEN o VANITY FAIR COURMET o BON APPETIT

THE POINT OF PASSION. CONDE NAST TRAVELER o WIRED o EPICURIOUS.COM o CONCIERGE.COM o STYLF.COM o FHE NFW YORKER




elite

W Car and Driverrecently presented Cadillac
with the “Car and Driver 5 Best Trucks 2005”
award in the Best Luxury SUV category. At the
GM Engineering Center in Warren, Mich.,

(I. to r.) Jim Taylor, Cadillac general manager;
Csaba Csere, editor in chiet, Car and Driver;
Bryan Weston, Midwestern advertising man-
ager, Car and Driver; and Robert Houghtlin,
associate publisher, Car and Driver.

A Cottage Living recently invited advertisers to New York media
cafeteria Michael’s to celebrate the Southern Progress title’s
being named “Startup of the Year” among Adweek Magazines’
Hot List winners. (L. to r.) Katie Bain, MediaVest planner; Janet
Tipton, Cottage Living account manager; and Kristen Hatcher,
assistant planner on Kraft's Jetlo & Caol Whip brands.

32 MEDIAWEEK April 4, 2005 mediaweek.com

A Architectural Digest treated 150 clients to drinks and Dirty Rotten Scoundrels, the new Broad-
way musical playing at the Imperial Theater. At the pre-show cocktail hour at midtown Manhat-
tan’s District restaurant, (1. tor.) Scoundrels star John Lithgow; Amy Churgin, vp/publisher, AD;
and Brett Stewart, senior group media director, Universal McCann.

'V Superstation WGN took senior staff and
advertisers to Scottsdale, Ariz., for Chicago
Cubs spring training—plus some R&R and 18
holes. (L. to r.) T.J. Connolly, vp national sales
manager, Superstation WGN; Lori Collins, senior
vp, media director, Doner Media; Ken Hiltz
(friend of Ms. Collins); Karissa Chandler (friend
of Scott Colley); and Scott Colley, senior vp,
operations, Insight Communications.
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H The April 14 Advertising in Games
Forum will examine using videogames
as an advertising medium. The Game
Initiative will host the all-day event at
New York's Metropolitan Pavilion. The
keynote speaker will be Mitch Davis,
CEO of Massive game ad network. See
advertisingingames.com.

H Also at the Metropolitan Pavilion,
Adweek Magazines will host the all-day
Cable Up Conference April 15, address-
ing cable industry issues and trends in
programming, ad sales, technology and
research. Experts and executives in
each area will serve as panelists, and
Nielsen Media Research will give a
special presentation. Visit CableUp-
Conference.com or call Dana Gerber:
646-654-5167.

H The National Association of Broad-
casters will hold its annual electronic
media conference and exhibition April
16-21 at the Las Vegas Convention Cen-
ter. Topics include digital platforms and
changes in broadcasting technology. Vis-
it nabshow.com or call 703-205-9114.

H The Advertising Research Founda-
tion will host its 51st annual conven-
tion and boutique expo April 17-19 at
Embassy Suites Hotel in New York City.
Ten ARF Issues Forums will cover
issues such as ROI, brands, sports
sponsorship and cinema ads. See
thearf.org or call 212-751-5656.

M Interactive brand marketing will be
the focus of VNU Expositions’ Digital
Marketing Conference & Expo at New
York's Metropolitan Pavilion April 19-20.
Adweek Magazines will present panels
and seminars, and Nielsen//NetRat-
ings will release a report exclusively to
attendees. Joe Redling, CMO of Ameri-

medi
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Google Buys Web Analytics Firm Urchin
The nation’s leading search engine has
agreed to buy San Diego-based Urchin, a
maker of Web analytics software that helps
businesses track and improve sales on their
Web sites. The deal, expected to close in
April, would greatly enhance Google’s abili-
ty to give advertisers the tools to track their
advertising performance and make adjust-
ments that improve their return. Google
already offers rudimentary conversion track-
ing tools that allow advertisers to tie their ad
spending to site sales by embedding a piece
of code into their conversion Web pages.
(Rival search companies Yahoo! and
Microsoft also offer advertisers more robust
analytics to facilitate managing and measur-
ing their campaigns.) Google did not state if
it would make the subscription-only service
available to businesses for free. Urchin’s cur-
rent clients include Procter & Gamble,
NBC and AT&T, and a subscription costs
$495 per month for its hosted service and
$895 per month for its software.

ABC Radio Leads RADAR’s Networks List
Arbitron’s release last week of its RADAR
report showcased the first data using the
radio network ratings service’s sample
increase to more than 80,000 people. Still,
ABC Daytime Direction Network held on
to its position as the No. I radio network
overall and in adults 25-54, a spot it has held
in RADAR for more than two years. The
report, measuring Jan. 8 to Dec. 15, 2004,
was also the first in which subscribers could
break out network ratings in the top 10 mar-

kets. In addition to holding the top network,
ABC Radio Networks had three other radio
networks in the top 10. Premiere Radio Net-
works had three networks in the top 10;
Westwood One’s CBS News Primetime Net-
work held on to its second-place ranking. In
its nerwork radio ratings debut, Dial-Glob-
al’s Fox News & Information Network—
made up of inventory from Fox News Radio
affiliates—ranked 27th out of 47. Arbitron
plans to increase the sample to 90,000 by
2006 and expand the ability to break out a
market’s data to the top 25 local DMAs.

Five Syndicated Talk Shows Interrupted
Sony Pictures Television’s low-rated fresh-
man syndicated strips Life & Style and Par
Croce: Moving In are moving out, both hav-
ing received their walking papers. Out of 13
syndicated talk shows, Par Croce tied at No.
12 season-to-date with a 0.9 household rat-
ing, and Life & Style was in last place with a
0.5 rating, according to Nielsen Media
Research. A combination of original and
repeat telecasts are expected to air for both
series through September. Three other talk-
ers—NBC Universal’s The June Pauley Show
and Home Delivery and Twentieth Televi-
sion’s veteran Good Day Live—were also can-
celed. Meanwhile, Warner Bros. has stayed
mum on the status of The Larry Elder Show,
which also is not expected back.

Harris Corp. Commits to EDI Initiatives
Electronic data interchange berween agen-
cies and the media took another step for-
ward with the announcement from Harris

Kojak, We Love Ya, Bahy

end in the form of Ving Rhames. USA's

Kojak, the bald, lollipop-loving detective from
the '70s, made a strong comeback last week-

ca Online, will keynote. Visit digitalmar-
ketingexpo.com.

remake of the Kojak series, (the original
starred Telly Savalas), delivered 4.5 million
viewers 2-plus on March 25, making it the

B This year's AD:TECH San Francisco most-watched series premiere on cable so far ¢

will take place at the Marriott April 25- this year. The drama posted double-digit gains §

27. The interactive marketing confer- over the same time period last year in adults %

ence and expo will address engaging 18-49 and 25-54. With the repeat perform- z

consumers through the latest trends ance March 27, the series attracted more g :

and technology in online advertising than 7 million weekend viewers. Fresh =
4 The detec

and promotion. Visit ad-tech.com. episodes will continue Sundays at 10 p.m.
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Corp. that it was committed to the EDI ini-
tiatives of the Television Bureau of Advertis-
ing and the American Association of Adver-
tising Agencies. Harris Corp. supplies traffic
systems for TV stations, agency systems for
about 200 ad agencies and sales systems for
several rep firms. It is working with the
TVB and AAAAs to adopt the industry-
accepted open standards for its software sys-
tems to develop two-way e-orders and e-
orders for local TV stations. Harris also has
begun to develop an e-order hub that will
use Web technology to receive electronic
orders and pass the orders to other hubs,
such as third-party vendors, owned-and-
operated TV stations and rep firms.

Regal CineMedia Joins Houston PPM
Arbitron’s portable people meter technology
could spread from rating radio and TV
advertising to tracking the growing cinema
advertising industry. Regal CineMedia, the
media subsidiary of Regal Entertainment
Group, has agreed to participate in the rat-
ings firm’s upcoming demonstration of the
PPM in Houston. The theater chain will
encode “The 2wenty,” an original short-form
pre-entertainment program which includes
national advertising. The program is deliv-
ered by satellite to 5,300 screens in 450 cine-
mas in the U.S., of which Houston has 46

screens in two cinemas. Regal is one of nearly
100 nontraditional media venues to partici-
pate in the Houston rollout, along with 90
percent of the market’s radio and TV outlets.

Early Birds Choose NPR’s Morning Edition
Move over Howard Stern. National Public
Radio has its own loyal following. According
to an analysis of the fall 2004 Arbitron sur-
vey, NPR’s Morning Edition has a weekly
cume of more than 13.2 million listeners,
making it the most-listened-to morning
show in America and the No. 2 radio show
of all time periods. (Howard Stern has about
8 million weekly listeners.) The noncom-
mercial network also reported that the com-
bined audience for its 33 programs (includ-
ing Morning Edition, All Things Considered
and Day to Day) had a record weekly draw of
33 million people, a 6 percent gain over last
year and a 41 percent increase over the past
four years.

UPN Gains Digital Affiliate in Tallahassee
UPN Iast week signed a new primary affilia-
tion agreement with Gray "Television for
WCTV-DT, Gray’s new digital station in
Tallahassee, Fla. WCTV was expected to
sign on April 1 as a full-power, full-service,
over-the-air digital TV station available in
analog format on multiple cable systems in

Starting Over Syndie Renewed for Third Season

This year’s Starting Over family is seeking new roommates.

As the women in the
Starting Over house have
grown, so too has the
daytime strip. NBC Uni-
versal has renewed
Starting Over for a third
season, with clearances
for 2005-06 in more
than 92 percent of the
country. It will be sold on
stations from a number
of broadcast groups
including NBC, Hearst-

" . Argyle, Gannett,

L~ CBS/Viacom, Tribune,
Belo and Media General.
In addition, Starting Over

will open season three with approximately 35 local market time-period upgrades, in
cities including Chicago, Philadelphia and Houston. The hour-long weekday show
brings together women from across the nation who are struggling with a variety of
issues. Under one roof, they lean on life coaches and each other for support.

36 MEDIAWEEK April 4, 2005 mediaweek.com

the market. The station marks UPN’s
fourth affiliate agreement with Gray, fol-
lowing deals in Knoxville, Tenn.; Lexing-
ton, Ky.; and Augusta, Ga., markets where
Gray owns both the CBS affiliate and the
UPN affiliate.

LookSmart Launches Niche Search Sites
The second-tier search engine LookSmart is
launching five vertical search engines
designed to provide search outlets for niche
audiences ranging from teens to parents.
The five new search engines include three
homework-related sites: Teenja.com for
teens, Gradewinner.com for tweens and
24hourscholar.com for college students. In
addition, the company has developed two
search engines aimed at parents: the family-
oriented Parentsurf.com and Gobelle.com
for busy moms.

ABC Family Offering Original Summer Fare
Along with the network’ previously
announced debut in August of its first original
drama Beautiful People, ABC Family will
launch a second scripted drama in June titled
Wildfire. The two dramas help round out a
summer schedule that includes an untitled six-
episode reality series with tennis stars Venus
and Serena Williams and two original films,
Pizza My Heart and Campus Confidential, pre-
miering in July and August, respectively.

Comcast On Demand Adds Local CBS News
KCNC-TV, Viacom Television’s owned-
and-operated CBS station in Denver, is the
first Viacom station to offer its local news
through Comcast’s video on demand service.
Comcast On Demand now offers the four
CBS local news broadcasts (6 a.m., noon, 6
p.m. and 10 p.m.) each day, along with the
local newscasts of Gannett’s NBC affiliate
KUSA-TV and McGraw-Hill Broadcast-
ing’s ABC affiliate KMGH-TV. Comcast
also offers local newscasts on demand in a
handful of other markets, including
Philadelphia, Washington, D.C./northern
Virginia, Boston and Seattle.

Acxiom Buys Online Marketing Firm
Direct marketing and database specialist
Acxiom Corporation has reached an agree-
ment to acquire online marketing firm Digi-
tal Impact for approximately $140 million.
The purchase will combine the database
management capabilities of Acxiom with
Digital Impact’s expertise in managing and
executing e-mail marketing campaigns. W
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GET UP
GETdCTIVE

ACTION AND ADVENTURE - SOMETHING YOU CAN DO
WITH THE TV TURNED OFF.
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GET aNIMaTEeD,

.

CARTOON NETWORK.
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While cable programmers nae iong concemed

themselves with what they should be showing viewers, it is quickly becom-
ing apparent that they will now have to concern themselves with howto get
the content to the viewers.

Consumers are quickly adopting—and adapting to—new technolo-
gies that allow them to watch what they want, when they want; to skip
through ads; and to fully explore advertised products when something
catches their eve. Programmers and advertisers, on the other hand, are
tentatively adopting—and slowly adapting to—these same new technolo-
gies. DVRs, TiVo, IPTV, DirecTV, Open TV. What standards do networks
go with? What is the best delivery system?

In this week’s Cable Special Report, we examine some of the issues fac-
ing cable operators and programmers as technology forces decision mak-
ing. Mediaweek Washington editor Todd Shields discusses the tug-of-war
between telcos and cable comnpanies over the phone companies’ serious
efforts to deliver video through their wires. Mediaweek senior editor Megan
Larson reports on interactive DVRs, and how European advertisers have
embraced the technology. Brandweek technology reporter Diane Ander-
son brings us up to date on TiVo, the brand with the most loyal users, and
how it has been, in effect, rescued by Comcast.

Of course, something needs to be sent through those wires. Mediaweek's
Larson speaks to TV One president and CEO Johnathan Rodgers about
his efforts to create a network {or blacks 25-64. “There was no home base
for African-American adult audiences,” says Rodgers. “I want to be that
home base.”

Patricia Orsini, Editor, Special Reports
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ONE MORE CHOICE

TV One is not just a cable net-
work, it's away to expand
African-American culture.
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FAST FORWARD

As interactive DVRS hit the U.S.
market, are advertisers prepared
to take advantage?
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SECOND ACT
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giant Comcast.
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A&E finds ratings glory with
nonscripted fare.
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60 CHANGE IS GOOD

IPTV's disruptive potential could
be a positive force for advertisers
and networks.
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More people get their business news from
Forbes.com than any other source in the world.

But reach alone is not all that relevant to advertisers any more. Targeting allows Forbes.com

to deliver large audiences within key markets to provide the most efficient media buy anywhere.

Want to reach C-level executives? People in big companies? Small companies? Or specific SIC code?

Your message can be targeted to that group with high reach and zero waste.

Put the power of mass targetability to work for you. Forbes.com offers a huge reach and cost

efficiency advantage over the Wall Street Journal newspaper.

e i _ B

Forbes.com Forbes.com Forbes.com Forbes.com

10,340,000 350,000 1,000,000 REACH 2,000,000
345 $45 $45 i $45



Want more reasons to buy Forbes.com? We’'ll guarantee that your brand efforts work or your

money back. Plus we’ll even guarantee that your ad dollars on Forbes.com will work harder than

your ad dollars in the Wall Street Journal newspaper. Or your money back.

If big reach, no waste and guaranteed results sound like 2 good media plan to you, please contact:

Bill Flatley, Chief Advertising Officer 212.366.8951 bflatley@forbes.net

Home Page for The World's Business Leaders

Sources: MRI Fall 2004, WSJ Print Full Page Open 4/C Rate, Comscore MediaMetrix December 2004., Forbes.com 1X frequency buy.
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A PASSION FOR CHANGE:
“There was no home base
for African-American adult
audiences,” Rodgers says.
“I'want to he that home base.”
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One more choice

ohnathan Rodgers can’t stop talking.
Sitting in his 10th-floor office overlooking Silver
Spring, Md., on a cold, crisp day in late winter,
Rodgers, 58, discusses the recent accomplish-
ments and future goals of TV One, the one-year-
old cable network he oversees as president and
CEO. He eagerly responds to every question as
if he's been thinking about the exact same thing
for months, giving expansive answers, complete
with numerical data, anecdotes and examples.

- The network’s communications chief, who’s sit-
ting in, asks Rodgers if he needs a glass of water as he’s
been speaking for so long. Rodgers’ reply: “I'm fine. [ love
to talk about this stuff.”

For Rodgers, running TV One is more than just a job—
it is a passion. For him, TV One is more than just a cable
channel—it is a Inovement.

For almost two decades, Black Entertainment Televi-
sion, which celebrates its 25th anniversary this year, was the
only cable network focused predominantly on black audi-
ences. Others, including Quincy
Jones’ New Urban Entertainment,
tried to compete but failed. Only
the Major Broadcasting Cable Net-
work, now called the Black Family
Channel, was able to survive more
than a year, following its launch in
1999. But subscriber growth has
been slow. On this sparse landscape
of black-targeted programming the
idea for TV One was born.

It was Alfred C. Liggins I11, pres-
ident and CEO of Radio One, who
wanted to expand his family’s radio
empire into television after helping his mother Cathy
Hughes take the company public in the 1990s; it would
become the first publicly traded company owned by an
African-American woman. But it was Rodgers’ vision to cre-
ate what TV One has become: a cable net for black audi-
ences 25-54.

“For a lot of people, the concept of programming for
African-Americans was satisfied by simply having one chan-
nel,” Rodgers says. “But when you looked closer at BET,
you saw its audience was younger-skewing. BET is a mar-
velous channel for young people, both black and white.
But what about the rest of us? There was no home base
for African-American adult audiences. I want to be that
home base.”

The foundation has been laid. Launched in January
2004 with a $130 million invesument from Radio One,
which owns 36 percent, and Comcast Corp., which owns
34 percent, TV One now reaches almost 20 million sub-
scribers. Having passed Black Family Channel in distribu-

TV One is not just
a cable network,
it's a way to expand

African-American culture

BY MEGAN LARSON
PHOTOGRAPHY BY CHRIS CASABURI

tion, the network has made inroads with viewers and adver-
tisers to become a strong cable alternative for adult black
audiences.

“Welcome,” says Joi Tyrrell, media director at Omnicom
Group’s Spike DDB in New York. “The urban market is in
need of high quality, adult-driven programming.”

Rodgers correctly sees his target audience as a diverse
group with varied tastes, depending on age and socio-
economic background. Similar to white or Hispanic audi-
ences, younger black viewers may want to watch music
videos while their parents look for movies, series or news.
But the one thing all black viewers want is to see themselves
represented well on a medium on which they spend a lot
of time and money, Rodgers says.

He points out that black households watch 50 percent
more television than the general population, and that the
largest portion of a family’s investment in entertainment
goes (o the cable bill—almost $3 billion in total. Accord-
ing to research via the Cabletelevison Advertising Bureau’s
Web site, 78 percent of the 13.9 million black TV house-
holds subscribe to cable, with 25
percent paying for digital services.

“TV is important to African-
American families, but they don’t
have choice,” Rodgers says. “Right
or wrong, the general population
will not necessarily support a dra-
ma about African-Americans, or
even a sitcom. Sure, there are the
Fresh Princes or the Cosby shows, but
that is the exception rather than
the rule.”

To flesh out the options, TV
One offers a mix of original and
off-network series old and new, including Good Times, 227,
Boston Publicand City of Angels. The lineup is far from per-
fect and has been criticized for its old reruns, repetition
and lack of public affairs programming.

But TV One’s focus is on lifestyle and entertainment.
Through this filter, Rodgers and Co. are trying to aggran-
dize black images on TV by taking popular reality genres—
makeover, home repair, poker, dating—and making thein
culturally relevant to black audiences. It may sound sim-
ple, butit's never been done before.

“If you look at multiple networks that do these kind of
shows, you rarely see a black host or a Hispanic host or
even a black person getting their house redone,” says Lee
Gaither, executive vp of programming and production.
“This isn't about racism or anything; it is about the media’s
inability to do their homework and figure out what is going
on in the consumer world.”

Gaither said he had a similar problem at NBC in the
'90s, when Friends and Seinfeld were at their peak and TV
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executives refused to acknowledge that people were married
or had families, only wanting to portray self-absorbed, single
New Yorkers. “Can I get an attractive housewife in here please?”
was a frequent request, he says.

For example, TV One currently airs a show called Makeover
Manor. Though every network has a makeover show these days,
TV One’s version fills a void by catering specifically to black
women, as they have different haircare and skincare needs
than white, Hispanic or Asian women.

TV One fills in the black gap in other areas. Singer Patti
LabBelle allows cameras to follow her around, capturing her
personal and professional sides in the series Living it Up. Chef
G. Garvin whisks up the simple and soulful dishes he grew up
with on his cooking show Turning Up the Heat. And TV One
has acquired syndicated series B. Smith with Style. Smith, the
model turned restauranteur and entertaining guru, has been
described as the black Martha Stewart, imparting impeccable
cooking, gardening and entertainment advice.

TV One airs traditional black programming like 7he Gospel
of Musicwith Jeff Majors and specials like 7V One on One, with
Radio One founder Cathy Hughes interviewing important
black figures including Illinois Sen. Barack Obama and Oscar-
winning actor Jamie Foxx. But Gaither has tapped into recent
pop culture trends for many of the net’s series. Divine Restora-
tion is a makeover show with a twist—with black churches,
rather than homes, being restored. Bid Whist ups the ante in
prime time, centered around a popular, traditionally black

DIVINE INTERVENTION: Jim Codrington and Catherine Burdon revamp churches on Divine Restoration.

card game similar to bridge. In $ingeltary $ays, columnist and
NPR contributor Michelle Singeltary reorganizes people’s
financial lives, while Full Platehelps the overworked and under-
appreciated woman of the house reconnect with family and
friends by helping her prepare and host a dinner party.

“Their whole programming concept is about family, as
opposed to its competition, which is young and mostly videos,”
says Ray Dundas, senior vp/group account director in Initia-
tive’s national broadcast deparunent. “It’s more akin to HGTV
in terms of its appeal and tends to be older, which is appro-
priate for certain clients.”

Doug Alligood, senior vp, special markets for BBDO in New
York, says research bears that out. “As black audiences age,

SR44 CABLE APRIL4, 2005

their tastes tend to reflect that of the general population—
they have more in common with an older white audience than
a young black audience,” he says.

According to Alligood’s analysis of fourth quarter 2004 rat-
ings data from Nielsen Media Research, Nick at Nite is the top
cable network among black viewers across all demos. The rea-
son? Repeat episodes of The Cosby Show and The Fresh Prince of
Bel-Air. Among African-American viewers 25-54, BET ranks in
second place, followed by Lifetime, TNT and ESPN.

The top shows in black households in first quarter include
American Idol (Fox), Girlfriends (UPN), Half & Half (UPN)
America’s Top Model (UPN) and NBC's Law & Orderrelated
shows. As for Rodgers, he was eagerly awaiting the season pre-
miere of The Shield on FX at the time of this interview.

“It would be nice if there was an acknowledgement on tele-
vision that we aren’t some homogeneous group,” says Gaither.
“Regionally, socioeconomically, boomers, Gen X, Gen Y—we
are all different.”

Rodgers remembers a time when there was hardly a
black face to be seen on TV. “We used to have this tradition in
the neighborhood that when an African-American appeared
on television—The Ed Sullivan Show or Steve Allen—we would

just call around because it was such a rare event,” he says.

The son of a Tuskegee airman, Rodgers lived all over the
country as a child. In his teen years, he landed in the San Fran-
cisco Bay Area. It was in San Francisco and the East Bay, the
epicenter of progressive thought and protests in the turbulent
’60s, that Rodgers grew up and began to talk about making a
difference. He studied journalism at the University of Cali-
fornia at Berkeley, and was told he could change things to
make life better for minorities. He began to believe it. But it
was never that simple. “Throughout my career in this business,
as a broadcaster and then later in cable, I think I have always
tried to work to make it better and to change things,” he says.
“For a long time, it was easy because of federal regula-
tions...they looked at minority hiring practices...but then all
of that disappeared with deregulation, so I felt our chance in
the industry was falling away.”

Rodgers began his career as a reporter and writer for Sports
{llustrated and Newsweek before moving to TV. He spent many
years at CBS, working for both the station group and the net-
work. Prior to TV One, Rodgers was president of Discovery Net-
works for six years. As he moved up and around the media
industry, he never saw the number of minority-owned TV sta-
tions or networks grow. He says he gave up.

Like other minority men of his generation, he walked the
career path, playing by the rules and quietly opening up doors
for the kids coming up behind him. Now the time has come
for him to start stamping his feet to bring attention to the move-
ment. “[ feel really good about this because I think it is impor-
tant that we African-Americans have something to call our own,
something where we can control the images,” he says.

TV One’s first documentary, he points out, was about repa-
rations made to families of former slaves. “The general mar-
ket may not care, but for us itis a subject worth talking about,”
he says. “We also did black rodeo, which has existed forever
but has never been on TV.”

It was the perception of TV One’s commiunent to good,
positive programming that convinced top radio personality
Tom Joyner to take his show to television for the first time, says
Oscar Joyner, the broadcaster’s son and presidentand COO of
Reach Media, which Radio One boughtin November last year.
“By putting Johnathan Rodgers in charge, it sent a message to
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us and the industry that TV One was about quality,” the young
Joyner says. “We knew they were in it for the long haul.”

TV One launched last year at midnight with the Tom joyner
Sky Show. A live entertainment event that happens about 20
times a year, Sky Show had only been available to fans on the
radio prior to the TV One partnership. Reach Media produced
six Sky Shous for TV One last year and there are plans to up the
number to 12 this year, incorporating more sketch comedy,
more talent and a new look.

“Everyone wants to talk about the number of African-
American viewers and their spending power,” Joyner says. “Now
is the time to put or shut up. Bring in the blue-chip advertis-
ers and the powerful programming that does us right.”

THE BIG TIME: Host Cathy Hughes (right) chats up celebs like Jamie Foxx on TV One on One.

As far as selling ads on TV One, Keith Bowen, executive vp
of advertising sales, is about promoting the African-American
consumer market as much as he is about promoting the chan-
nel. “People don’t know how powerful this group is,” he says.

About 40 percent of the dollars spent in this country come
from multicultural sectors, Bowen points out, and among those
groups about 62 percent is spent by black consumers. In 2004,
black consumers spent about $732 billion, and by 2008 that
figure will jump 24 percent to more $900 billion, according
to TV One’s analysis of data from the Selig Center for Eco-
nomic Growth.

Yet only about 1 percent of all national TV budgets are ear-
marked for African-American buys, and most of that still goes
to BET. Bowen aims to change that as he takes TV One into its
second upfront. His goal is to not only grow the pool of minor-
ity dollars but also attract more general-market budgets in cat-
egories like studios, pharmaceutical and packaged goods.

One problem is measurement. TV One is not rated by
Nielsen Media Research and won’t be uniil fourth quarter of
this year. But media buyers crave competition in the market-
place and that alone may help TV One going forward.

“The fact is not all black people watch BET,” says Tyrrell.

BET long enjoyed a stranglehold on the market, and in
that position observers say it became a little complacent in the
marketplace, offering little diversity on its schedule but expect-
ing the ad dollars to roll in. But really, with 80 million homes
and one of the highest profit margins in the cable industry,
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why should it change anything?

“BET has been a sacred cow,” says Derek Baine, an analyst
for Kagan Media. “Operators could not really threaten to drop
them because they were the only major network serving
African-Americans. No more. That being said, with Viacom
now bringing it under the MTV Networks umbrella and spend-
ing more on programming, we definitely think they have a
chance to improve their economics.”

Faced with increasing competition and the departure of its
founder and CEO Robert Johnson, the net is changing its image.
BET earlier this year changed its tagline from “Black Star Pow-
er”to “It’'s My Thing.” It also hired a new development chief,
Robyn LattakerJohnson, who is focused on original program-
ming. BET also rolled its affiliate sales team in with that of MTV
Networks, its sister cable group under parent Viacom, and is
searching for a new president to serve under COO Debra Lee.

Itis unclear whether BET will be fully integrated with MTV.
Viacom co-president Tom Freston has said he wants to revamp
programming and ad sales and “make it a stronger first choice
for African-Americans.” But those close to him say he wants to
let BET breathe on its own for a while and see what it can do.
Both BET and Viacom declined to speak on the record.

BET seems to embrace its position as an alternative to MTV
for the 18-34 demo—and in the scheme of things, that could be
a good thing. “If BET says they are really going after this young
market, and TV One goes after adults while Black Family Chan-
nel targets families, that is a neat thing,” says Tyrrell. “There will
three vertical titles going after the whole black community.” Adds
Rodgers: “As there is room for MTV, TNT and TBS, there should
be room for us, BET and Black Family Channel.”

In fact, Rodgers envisions a future of multiple, targeted net-
works for black audiences. “I don’t think we need a children’s
channel, butI could see a young person’s channel, a woman’s
channel, a men’s channel,” he says. “There is a bigger audi-
ence out there that warrants more dedicated programming.”

But first, he needs to tend to TV One. The net has relaunched
its Web site and rolled out video-on-demand services.

The biggest impediment to TV One’s success at the moment
is its limited distribution. “It isn’t backed by another network
where they can get leverage,” Dundas says. “It’s kind of like
Oxygen, which is a great network but independent.” And TV
One is not yet available on cable in the New York market.

TV One is available on DirecTV in New York and is work-
ing on a carriage deal with Time Warner Cable. Stalling nego-
tiations is that TV One wanis to be carried on a basic tier wher-
ever it can, and most cable operators don’t have much analog
shelf space to spare.

In the meantime, the net’s relationship with Comcast, the
country’s largest cable operator, is paying off. Comcast put TV
One on basic cable in Washington, D.C., Baltimore and Rich-
mond, Va., at launch. Itis now converting the network to basic
in Los Angeles, Dallas, Detroit, Cleveland and Oakland, Calif.

“We have made the grade on every level, and we are going
to continue to invest intelligently in this channel to maximize
itaudience,” chairman Liggins says. “For a channel that is only
ayear old, it looks pretty good, doesn’t it>”

Adds Rodgers: “1 am not only proud of the people here,
but I am really proud of the industry, on the advertiser side
and the cable operator side. You walk around taller having
accomplished something like this. it is those Berkeley lean-
ings—accomplishing something not only in the right way, but
for the right reasons.” @

Megan Larson is the senior editor covering cable for Mediaweek.
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Fast forward

As interactive DVRs hit the U.S., are

hen News Corp. finalized a

deal to buy controlling inter-

est in DirecTV parent Hughes

Electronics at the end of 2003,

the industry speculated how

chairman Rupert Murdoch
would radically change the platform. All observers
had to do was look at his accomplishments with
enhanced television on Britain’s Sky Broadcasting—
which had already empowered consumers to use
their remotes to bet on the ponies, shop for cars
and pay $1.80 to play along with a game show—to
see what was possible.

Now, the future is here.

DirecTV is set to roll out its new interactive dig-
ital video recorder in the second half of this year,
promising to make it easier for viewers to watch
everything they want to watch—and to aid adver-
tisers in reaching them.

“People are consuming so much more media all
the time,” says Eric Shanks, senior vp of advanced
services and content for DirecTV. “One of my main
concerns is just to help people navigate itall.”
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THE FUTURE IS HERE: Emuse’s Modelstream software has powered Honda ads in the UK.

Fueled by NDS Group’s technology—the same
interactive technology used overseas—the new box will per-
form all the functions of DVRs currently, including record-
ing programs and fast-forwarding through commercials. But
viewers now will be able to call up any program with a key-
word, even if it is not on the air at the moment; jump to a spe-
cific frame; and look up back stories on characters and plots,
just like they would with a DVD. Also, consumers can set the
machine to record and catalog favorite pay-per-view movies,
and not a penny will be paid until those programs are viewed.

The biggest draw is expected to be sports. Subscribers who
pay for NFL. Sunday Ticket can call up, on a single screen, every
game played on a particular day, then use their remotes to
click on each of those games to see the action and find out
scores and stats. A highlights chann el will enable fans to down-
load clips to their DVRs. “For guys who have fantasy sports
teams and want to watch every game, it is going to be much
easier,” Shanks says.

DirecTV doesn’t have rights to any other sports packages
as of yet, but DirecTV would like to apply the same model to
baseball, Nascar and soccer.

Along with entertainment and sports programming,
Shanks says he would like to get into the educational space.
“I think the DVR is an untapped resource for providing les-
son plans for kids,” he explains. “There is no reason why a
DVR can’t help you learn Spanish.”

Gambling laws are a little stricter in this country, so there
won'’t likely be opportunities anytime soon 1o use the remote
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for betting one’s paycheck on horse races or other events.

As satellite and cable operators embrace interactivity, it
opens up opportunities for advertisers who fear the com-
mercial-skipping capabilities of DVRs. “The upside is that you
have the opportunity to expose your brand and engage view-
ersin different ways other than throwing out a 30-second spot
and seeing if it sticks,” Shanks says. “There will be areas in
our DVR where people can go and spend a few minutes look-
ing at movie trailers, checking out the latest video games. And
if they are looking for anew car, there will be long-form adver-
tisements to help them find one.”

Several companies, including Navic and Open TV, are sell-
ing technology to cable and satellite operators to help them
target viewers with customized commercials, while others,
including Emuse Technologies and Ensequence, are helping
build interactive messages, or I-ads.

Dublin-based Emuse already has been applying its Model-
stream software in the U.K., where an estimated 500 interac-
tive commercials have aired for clients in cluding Honda, Piz-
za Hut and Miramax, which released the film Bridget Jones:
The Edge of Reason.

Despite a flurry of activity that, according to one report,
generated an estimated $76 million abroad last year, it has not
been easy to break into the U.S. market. Operators, program-
mers and advertisers have been talking about interactive TV
for years, and though software platforms like Open TV have
emerged, the industry as a whole has been reluctant to jump

Continued on page 53
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Second act

TiVo's fading fortunes look up
after Comcast deal sy biane anperson

Just a few weeks dg0, itappeared that TiVo’s luck

had run out. Sure, the company boasted leagues of enthu-
siastic users. But suddenly, it seemed that those fanatical con-
sumers were cheering for a brand with a very short lifespan.

Troubles have plagued the Alviso, Calif.-based digital video
recorder maker this year. Financial woes led the company’s top
brass, CEO Michael Ramsay and president Marty Yudkovitz, to
announce they were leaving. DirecTV dumped its exclu-
sive deal with TiVo. The stock price slumped, rumors of
an Apple takeover spread, and the brand looked to be ™
in serious turmoil. “TiVo was well on its way to becoming
a minority player,” recalls Josh Bernoff, principal ana-
lyst for Forrester Research of Cambridge, Mass.

But a recently announced deal with Comcast that
will have TiVo providing technology for the cable oper-
ator’s set-top boxes has put TiVo back in business, it
scems. “They were on deathwatch,” says Van Baker, ana-
lyst for the Gartner Group. “This rescues them.” Experts
value the seven-year deal to be worth between $10 mil-
lion and $30 million.

And it might even mean that other cable companies
will follow suit. Many thought TiVo was a goner after
DirecTV announced in January that it would start mar-
keting a competing DVR device from NDS Group. For-
rester’s Bernoff says that DirecTV may have second
thoughts as a result of Comcast’s recent move: “Cable
operators tend to move as a pack.”

The venture looks to be a win for Comcast and TiVo.
Cable companies know that the demand for digital
video recording is growing. One in 40 U.S. households
reports owning a DVR, according to Forrester. TiVo
counts just over 3 million users. Scarborough Research
found that more than 5.5 million people were planning
to purchase a DVR this year. And as cable rolls out DVRs,
penetration is expected to double this year to 7 percent
and rise to close to 50 percent by 2009.

With the deal—which begins sometime in 2006—
Comcast can offer its subscribers the machine that’s
become a household name, and the brand that’s become
synonymous with DVRs. “TiVo has great brand recogni-
tion and user loyalty,” says Comcast spokeswoman Jenni
Moyer. “Now we’ll be able to give consumers everything
it one box and give them a truly 21st century TV experience.”

Experts say this could help the cable operator retain cus-
tomers. “The battle for the cable guys has always been churn,
and TiVo will cause people to be loyal,” Baker says. “TiVo has
amazing retention, around 95 percent.”

While DVR users universally say they enjoy the technology,
Forrester research indicates that TiVo users love their equipment
the most, some maintaining that TiVo has “changed their lives.”

“It’s like the advent of cars and people are deciding between
aRolls Royce and a Chevy,” says Bernoff. “People are like, “You
mean I can drive anywhere I want?’ Right now, people just care
about skipping, pausing and recording. But in time, people
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will see TiVo is the Rolls.”

And with cable being the new battleground—where experts
say the largest number of DVRs will be deployed—the Comcast
deal is a lifesaver for TiVo, which last year spent $26 million on
advertising, reports Nielsen Monitor-Plus. TiVo now can focus
on software as its brand name benetfits from the marketing mus-
cle of Comcast, which spent $140 million on advertising in 2004,
according to Nielsen. “The hidden winner in all this is Motoro-
la,” Baker says, because it is Comcast’s hardware of choice.

“We are box-agnostic. That’s a huge shift,” says Matt Wisk,
TiVo’s chief marketing officer, who learned during his tenure
at Nokia that the user experience is more important than
hardware. “Now we are being seen as a software solution,” he
says. “We are moving more toward being like Windows or ‘Intel
inside.” We are an ingredient brand with tremendous appli-
cations and a user interface that everybody loves.” He says TiVo
will be sold as a stand-alone box and as a component, much

like Bose sells its speakers.

The agreement also brings TiVo to more
households, giving it access to Comcast’s 21.5 mil-
lion customers, including 8.6 million digital cable
customers who can take advantage of DVRs.
“With Comcast, we've gone from being a com-
pany with 3 million users to one with an audi-
ence of 3 billion,” Wisk says.

The agreement couldn’t come ata better time,
because the race is on. Hardware makers and satel-
lite and cable providers all are scrambling for a stake
in the DVR marketplace. The list of players includes
Sony, Samsung, LG, Panasonic, DirecTV, EchoStar,
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Time Warner, Cox Communications, Gemstar and others.

The question: how to keep viewers and advertisers happy in
this brave new world of TV viewing. The company that revolu-
tionized TV in 1999 by giving viewers the power to zip through
ads must now figure out how to keep commercial-skipping con-
sumers happy while placating brands with budgets.

TiVo is rolling out a beta version of its “Icon” ads, billboard-
like messages that pop up as viewers fast-forward through ads. It
remains to be seen how customers will react to this invasion, and
how advertisers will respond with their dollars. ®

Diane Anderson is the technology reporter for Brandweek.
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into the waters without a clear sense of investmentreturn. “The
number of people who will actually go deep into an ad will be
small next to the number reached with the initial blast of a 30-
second spot, and that is the rub,” says Tim Hanlon, senior vp,
director of emerging contacts at the Starcom MediaVest Group.

Success overseas indicates that consumers are ready to inter-
act with their TVs, prompting much more experimentation
with I-ads over the last year. Echostar’s Dish Network, togeth-
er with Turner Media and Open TV, launched an I-ad for Mer-
cedes-Benz last month, and Emuse is looking at opportunities
with Zentropy Partners, which handles General Motors. “ITV
is definitely going to get its shot this summer in the U.S.,” says
John Bryan, vp, director of U.S. operations for Emuse. Fledg-
ling cable network Casino & Gaming TV also has contracted
Emuse to help it build an interactive platform.

One of the many impediments to getting I-ads on the air
in the United States has been the production cycle, which
spans about eight weeks due to the extensive hand-coding of
data thatis required. Emuse’s software cuts down that process
w0 two weeks.

Another problem is that viewers who choose to spend a
couple of minutes with an I-ad will then miss a portion of what-
ever program they’re watching. The DVR will be crucial in fix-
ing that problem.

“With the litany of ad messages parading past them, it’s no
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THE CUTTING EDGE: The Bridget Jones sequel was promoted on interactive TV.

wonder consumers use DVRs to fast-forward through com-
mercials,” Hanlon says. “There are too many commercials and
product placement is running amok, so anything that allows
the viewer to feel more in control is a win-win. There are ads
that people actually want to watch.” ®
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Telcos muscle their way onto
cable’s turf, as operators push back

BY TODD SHIELDS ILLUSTRATION BY DANIEL BAXTER

ast October, Verizon announced plans to bring TV-

like video service to communities in New York state,

using new high-speed fiber lines to provide {resh

competition to incumbent cable operators. Cable
interests responded by asking regulators to block Verizon
from even laying the new line until the company submits to
local franchising requirements. Verizon cried foul. “This is
an attempt by the cable industry to delay technology,” Veri-
zon spokeswoman Christy Reap says.

The long-regulated cable industry says it wants a level play-
ing field. “New cable competitors....should be required to adhere
to the same regulatory requirements,” Verizon said in its March
2 petition to the New York Public Service Commission, which is
considering the matter. The petition’s authors were the town of
Babylon, N.Y, Cablevision franchisee CSC Holdings and the
Cable Television & Telecommu-
nications Association of New York,
a trade group.

The skirmish is part of a larg-
er battle between the cable indus-
try, which serves video to 74 mil-
lion customers, and the tele-
phone industry, which wants a
piece of that pie. Verizon and
SBC have announced aggressive
plans to extend high-speed fiber
and use it to offer customers the
lucrative “triple play” of high-
speed Internet access, telephone service and, beginning later
thisyear, TV service. Their plans, which hinge on serving more
affluent neighborhoods first, have drawn some unwelcome
attention—and not just from cable.

Rep. Ed Markey (D-Mass.), a congressional leader on tele-
vision issues, says he is concerned. “Because the currently
announced deployment plans encompass serving the more
affluent communities in their territories, questions are being
raised about economic redlining,” or withholding service from
communities, Markey tells Mediaweek. “Less affluent, more
diverse communities also deserve competitive choice.” Markey
says Congress might actif communities “continue to be exclud-
ed and bypassed.” A first step could come soon, at hearings
planned in the House telecommunications subcommittee in
coming weeks.

Verizon and SBC each say they must start their services where
it is economically feasible, and each plans to expand beyond
initial service areas.

At issue is an increasingly converging marketplace. Cable
companies are looking for new sources of revenue such as tele-
phone and Internet service, as their share of the video mar-
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ketplace stagnates and even shrinks. Cable’s share of the mul-
tichannel marketplace dropped from 95 percent a decade ago
1o 72 percent last year, according to government statistics. Direct-
broadcast satellite picked up most defecting customers.

In response, cable has invested billions in its own high-speed
lines and nontraditional services. From paltry numbers five years
ago, cable serves 20 million high-speed Internet subscribers and
3 million phone customers, according to the trade group the
National Cable & Telecommunications Association.

The group issued a loud alarm late last year, when presi-
dent/CEO Robert Sachs made a speech attacking telephone
companies’ video plans. “Cable operators must be vigilant about
plans by phone companies to circumvent the local franchising
process to gain unfair competitive advantage by red-lining or
any other means,” Sachs said. “Serving only high and middle-
income neighborhoods in a community is both discriminatory
and anti-competitive.”

The red-lining charge is incendiary. "We're really offended,”
says Michael Balmoris, spokesman for SBC, which plans to invest
$5 billion to extend fiber lines and offer new services to 18 mil-
lion households, including video services later this year. Bal-
moris said SBC hopes eventually to offer the high-speed serv-
ice to all its customers. “We are a new entrant supplying a new
service against an entrenched incumbent,” he says. “And to do
that, you have to get a toehold in the market.”

SBC maintains it doesn’t need a franchise agreement to offer
TV-like service, arguing that its on-demand streaming of only
requested channels into a
home makes its service dif-
ferent from cable. Fran-
chise agreements typical-
ly set basic terms of service
and involve payment of a
fee to local authorities,
often 5 percent.

Verizon, which is build-
ing its high-speed fiber
linesin 14 states, says it will
enter franchising agree-
ments. Some critics say the
company has begun building its network without agreements,
In New Jersey, cable and municipal officials say Verizon wants to
craft new franchise agreements that may include a statewide
agreement. Karen Alexander, president of the New Jersey Cable
Telecommunications Association, said Verizon appears to want
franchise agreements that do not include build-outs of entire
communities—a key requirement for many localities that want
equal video service for all neighborhoods.

David Young, another Verizon spokesman, says expansive
build-out requirements would serve as a deterrent. “Imposing
that kind of obligation on a new entrant is really going to pre-
vent anyone from entering” the market, he says. Verizon, he
adds, submits only reluctantly to traditional franchising require-
ments. “The franchise process is a barrier to entry and slowing
down real competition for consumers,” he says.

Coralie Wilson, president of the National Association of
Telecommunications Officers and Advisers, a professional asso-
ciation for regulators, took another view, saying: “I think they
ought to play by the same rules as the cable companies.” B

Todd Shields is the Washington editor of Mediaweek.
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og the Bounty Hunter. Growing Up Gotti. Hey,

what happened to Biography? It’s still there on

the A&E schedule, but you do have to look a

little harder. In one of cable’s most dramatic

reversals, the once-flagging Arts & Entertain-

ment Network has bounced back in the rat-
ings with a slate of nonscripted programs that speak to a new
generation of viewers.

Of course, success can come at a price. At a network long
known for signature series like Biography, some advertisers sug-
gest A&E could be forfeiting its upscale reputation. That’s just
fine with A&E’s top executive, Abbe Raven.

“If 'm criticized for not running five
nights of ballet or operaa week, I'll take it,”
says Raven, who last month was promoted
to president/CEO of A&E Television Net-
works, following the resignation of Nicko-
las Davatzes. “People today aren’t watching
thaton TV,” Raven says.

What they are watching is the non-
scripted fare A&E hasadded to its schedule
over the past year, which also includes Airline, The First 48 and
Family Plots. For 2004, A&E’s ratings rose 34 percent among
adults 1849, and 76 percent among adults 18-34.

Along with its push into nonscripted, A&E last year snagged
24 Emmy nominations—more than any other ad-supported
cable net. What’s more, the net has acquired a handful of crit-
ically acclaimed off-network programs, including 24, CSI: Mia-
miand, most notably, The Sopranos.

But at the heart of A&E’s turnaround is its nonscripted
strategy. “When we set out to transform A&E, we went after
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A&E finds
ratings glory with
nonscripted fare

BY A.J. FRUTKIN

nonscripted programs because we knew it would resonate with
younger audiences,” Raven says. “We knew we could execute
it quickly and, from a production standpoint, we knew we
could roll out with it continually.”

To that end, A&E recently launched the docu-soap Inter-
vention, which takes a hard look at the effects of various sub-
stance and behavioral addictions. Since its March 6 premiere,
Intervention has averaged 1.3 million viewers.

For Robert DiBitetto, A&E's executive vp of programming,
the series is “the perfect example” of A&E’s programming
strategy. “Were showcasing real problems of real people, and
the way those problems have consumed
them and their families,” he says.

Drug addicts, ex-cons turned bounty
hunters, Mafia heiresses—it all sounds like
something from a Law & Orderepisode. As
it happens, A&E’s turnaround began after
it lost cable rights to that long-running pro-
cedural drama in 2003. Prior its move to
TNT, the series had provided much of
A&E’s ratings strength.

With a strategy that has reversed A&E’s ratings slide, Raven
and DiBitetto seem well aware that they may have taken the
network downscale. “If you were to do, say, behind the scenes
at the [Metropolitan Museum of Art], it just wouldn’t work,”
DiBitetto says. “It may be one of the greatest museums in the
world, but I guarantee you, it’s a 65-year-old audience—and
regrettably so. If we could do those programs and attract an

ALL IN THE FAMILY: With programming like reality hit Growing Up Gotti (top),
the cable net has moved away from highbrow shows in the vein of Biography.

WIll Hart/A&E Networks
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18-49 audience, we would. But the unfortunate reality is that
it’s not the kind of thing viewers are looking for.”

While A&F. has changed direction, NBC Universal’s Bravo
also has switched from arts programming to more commercial
fare. Even the Discovery Channel has moved away from docu-
mentary programming and toward a more entertainmentori-
ented format. These shifts have rattled some advertisers. “1
think it’s created a void in the marketplace,” says Laura Carac-
cioli-Davis, senior vp/director at Starcom Entertainment. “For
the financial categories, high-end cars and other luxury brands
that want to advertise on TV, where do they go now?”

But as viewership continues to fragment, DiBitetto says, the
new tack was essential. “It’s hard to turn a fully distributed net-
work around, and you can’t do it by keeping one foot in either
world,” he says. “You can’t do this 50 percent. Once you decide
on a new direction, it has to become a new religion to you. We

THE RACE IS ON: The critically acclaimed Mi-5is still searching for an audience.

couldn’t have done this if we had inched our way into it.”

DiBitetto acknowledges that there is always the danger of
becoming too downscale. “If I do anything, I'm in the portfolio
management business,” he says. “What we’re looking for is a
great diversity of voices. Sorme programs might skew more com-
mon denominator, while others are more upscale.”

The key is in finding the right balance. “TV has become a
bloodbath,” DiBitetto adds. “It’s unbelievable how the viewing
patterns of young adulis have changed. And you have to offer
programming that ensures those demographics. But you can’t
take your eye off the brand.”

If any show can help burnish A&E’s brand, it may be The
Sopranos, for which the net paid a hefty $2.5 million per episode.
“It’s a perfect match for us,” Raven says. “It has been the jewel
in the crown for HBO, and yet it hasn’t been seen by almost
67 percent of the country.” Because of that, Raven says, she
looks at the series virtually as original programming. “Thisis not
like other off-network programming,” she says. “It’s a new vehi-
cle for us and for viewers and for advertisers.”

But the program’s often-graphic portrayals of sex and vio-
lence could make some advertisers skittish. “We will look at
issues of nudity and violence, and we will look at it in terms of
what works in the current TV environment,” Raven says. “But
we're looking at trying to keep as much content and integrity
and scripting as possible. We want to stay true to the show’s
essence. We wouldn’t have bought it if we felt we couldn’t stay
true to it.”

The series becomes available to A&E beginning in 2007.
Raven says the net “has the luxury of time” to edit the series. She
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says it’s too early to predict where the series may end up on the
schedule, but adds she is looking to program it in “a vertical
nature, putting multiple episodes together for a Sopranosnight.”

Both Raven and DiBitetto note that the network is poised to
move to a more vertical model overall. Traditionally, cable nets
have acquired off-network dramas and comedies, stripping
then five nights a week. But as A&E has acquired and produced
more programming, DiBitetto says, it has done so with an eye
toward pairing shows to create vertical programming blocks
that “promote more audience retention and higher ratings.”

The network already has begun to implement that strategy
by scheduling much of its new nonscripted fare on Sunday,
Monday and Tuesday nights. Starting April 5, season two of Dog
the Bounty Hunter pairs up with the new Team Knievel, about the
exploits of Evel Knievel’s daredevil son Robbie.

A&E is still working out some scheduling kinks. The critically
acclaimed British spy series MI-5 airs Saturdays at 10 p.m. An
edge-of-your-seat thriller setin the U.K. intelligence agency of
the same name, the show s perhaps best compared to 24—with-
out the real-time element. For its third season, which ended last
month, the show averaged only 725,000 viewers.

Raven is committed to the show’s Saturday night berth. “We
looked at the competition and felt Saturday was really a place
that was underserved in terms of drama,” she says. “One of the
things I like about M5 on the weekend is that it’s not neces-
sarily competing with a lot of broadcast dramas.”

A co-production with the BBC, MI-5 has been renewed for
a fourth season, scheduled for next year. It is A&E’s only ven-
ture into scripted series, but DiBitetto hopes to change that.
“The issue for us has always been about timing,” he says. “My
feeling is that a year ago, we didn’t have the promotional plat-
form strength that gave us the comfort to do that.”

With 24, CSI: Miami and The Sopranos joining the A&E line-
up over the next two years, DiBitetto says it’s time for scripted.
“We're looking at "07 as the first opportunity to include in our
portfolio a great and interesting original series,” he says.

Until then, both Raven and DiBitetto are confident the net-
work’s ratings will continue to rise on the strength of the non-
scripted strategy. “The audience growth we've experienced isan
indication that we’re doing something right,” Raven says.
“We’re here to serve our audience, and they’re responding.
That is every programmer’s dream.” #

A.J. Frutkin is a senior editor covering lelevision programming for
Mediaweek.

Mi-5 :Amanda Searle/Kudos Productions 2004; Sopranos: Abbot Genser/HBO
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Ghange is good

IPTV’s disruptive potential could be a
positive force for advertisers, networks
BY MARK GRAY ILLUSTRATION BY CAMPBELL LAIRD

his is the year we begin to see major telecommuni-

cations carriers rolling out IPTV—television deliv-

ered over IP networks. Based on the same network-

ing technologies used for the Internet and business
and educational data networks, IPTV (Internet Protocol Tele-
vision) will standardize distribution of TV over carrier and
cable networks to deliver new and profitable services.

However, IPTV will require significant investment in net-
work upgrades for carriers and service providers, and it will
create a new era of customized, user-controlled TV viewing
that strikes fear in the hearts of advertisers.

Following is a brief look at how IPTV will impact the key
players involved.

For telephone carriers and cable operators, IPTV is the
next escalation in a battle that has been brewing for over a
decade. Carriers like Verizon and SBC see their business under
attack by cable operators like Com-
cast and Cox Communications,
which have lead the market in pay-
per-view video and high-speed data
services for home users and now are
offering telephone service over their
networks as well. On the cable side,
operators are starting to migrate to
IPTV from older analog and digital
networks because it is less expensive
to deploy and easier to manage. Ana-
lysts at In-Stat/MDR project that by
2007, the number of IPTV sub-
scribers will reach 15.6 million.

Unlike broadcast, satellite and
cable TV, which deliver every available
channel to every consumer, IPTV is
customized television in which only
the channel or channels selected are
delivered to each subscriber. In addition, IPTV is truly bi-
directional, because the same network that brings the signal
to subscribers can transport commands or information from
subscribers. This fundamental difference will transform TV
viewing for consumers. It presents both opportunities and chal-
lenges for broadcasters and advertisers,

For consumers, IPTV will offer new incentives to continue
reducing their reliance on a handful of big networks and to
explore the growing roster of channels that offer special-
interest content. The driving factors are content availability
and user control. Network audience shares have steadily
declined with the rise of cable channels, which now run the
gamut from HBO, ESPN and Showtime to dozens of foreign-
language and special-interest channels. Along with more vari-
cty, viewers now can control when they watch with time-
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shifted viewing through devices like TiVo. IPTV makes on-
demand television viewing the norm, giving every subscriber
access to any program anytime.

With a two-way link between viewer and content provider,
IPTV also will enable new viewing services that boost service
provider revenues. Because it is based on standard technolo-
gies, IPTV opens up creation of new services to a far larger
community, making it possible for developers to customize
the viewer experience or build new services using some of the
same tools they now use to develop software for the Internet.
For example, viewers may be able to choose from multiple
camera angles during concerts or sporting events, or display
multiple thumbnail views of different football games around
the edges of the main game being watched.

With IPTV’s network-based personal video recording
(PVR), viewers also can build their own custom viewing sched-
ules, just as they create custom playlists on an iPod digital music
player. Other services might include integrated Internet and
e-mail access via TV and TV-based caller ID and call directo-
ries with integrated telephone or videophone services, as well
as video home monitoring. With an explosion in services, the
technology represents a massive revenue opportunity for serv-
ice providers. In-Stat/MDR projects that worldwide IPTV serv-
ice revenues will grow to $10.2 billion by 2007.

Advertisers challenged by TiVo's fast-forward capabilities
will have to learn to adapt to the new level of viewer control.
Product placement within mainstream programs will take on

new importance when advertisers
® know that viewers are skipping
\ !
Proitns, ”
“’Eh{\’r‘)’?w

through ad breaks. Another strat-
egy is to ride the wave of expand-
ing content to participate more
directly in special-interest pro-
gramming. We'll see more how-to
shows on topics like auto mainte-
nance, healthy living or home
improvement produced by—not
just sponsored by—advertisers,

Imagine, for example, a sched-
ule of home-improvement semi-
nars jointly produced by Home
Depot, Black & Decker and Kelly
Moore Paint, or fitness programs
produced by Bowflex and GNC. In
such programming, the vendors
become teachers rather than sim-
ply salesmen and have the chance to significantly improve the
quality of their customer relationships. Today’s studios and
content providers can help advertisers become mentors by
lending their production, promotion and distribution talents
to such efforts.

Like any significant change in a force as important as tele-
vision, IPTV will be disruptive—but change can be good. Ear-
ly deployments by small carriers show that even early IPTV
services are quite popular with viewers. For their part, carri-
ers, content providers and advertisers should embrace it as a
new opportunity for higher revenue and stronger, more last-
ing customer relationships. &

Mark Gray is chairman and CEO of Kasenna in Mountain View,
Calif., which develops software for broadband video delivery.
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NO LOCAL NEWSPAPER HAS EVER DELIVERED NEWS OF THIS SCOPE.

OR AN AUDIENCE OF THIS QUALITY.

In San Francisco and Washington D.C., high-income families are choosing a new daily newspaper. They're finding
that The Examiner delivers the in-depth local news, world events and lifestyle information they want.

But The Examiner does more than deliver the news. It delivers the customers you're looking for. Because it's
home-delivered to adults 25-54 with household incomes over $75,000. And it targets this preferred audience at a
CPM and out-of-pocket up to 40% lower than the major dailies.

Why should you concentrate on this audience? Simple. They have more money. And they spend it.

e 69% own three or more cell phones.
 61% spend more than $1,000 a year on clothing and more than $3,000 a year on household furnishings.
« 55% buy high-tech electronics such as MP3 players, digital camcorders, or high-definition televisions.

+ 41% purchased an automobile last year and 65% of those spent $30,000 or more.
{Source: MRI 2005)

To learn more about how you can reach these affluent consumers by advertising in The San Francisco Examiner
and The Washington Examiner, contact Mark Wurzer, VP Advertising & Marketing, for a media kit.

1-888-969-9690 « mwurzer@examiner.com

The local paper with a bigger view of the world.”
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NIELSEN MEDIA RESEARCH THE HOLLYWOOD REPORTER’S BOX OFFICE
THIS  LAST WEEKEND DAYSIN TOTAL
SOFTWARE ADVERTISERS WEEK WEEK ©ICTURE GROSS RELEASE  GROSS
LS., Home and Work
Week ending March 20, 2005 ‘ 1 NEW  GUESS WHO 20,671,446 3 20,671,446
Company Impressions (000)
2 NEW  MISS CONGENIALITY 2 14,043,215 4 17,098,519
1. SpyWare Stormer, Inc. 86,310
|
2. Microsoft Corporation 80986 3 1 THE RING TWO 13,616,573 10 57901,866
3. TaxAct 47865
4 2 ROBOTS 12914900 17 87302429
4. Video Professor Inc. 41970 ‘ e e e e s i~ R e e e
‘ 5 3 THEPACIFIER 8,087,395 24 85,833,272
5. Gator.com 37056
6. NoAdWareNow.com 23872 6 5 HITCH 4283334 45 166,444,518
7. Electronic Arts, Inc. 22416
7 6  HOSTAGE 4,138,040 17 26,201,432
8. Expertcity, Inc. 207 e s sl _emi§ W . .
8 4 ICE PRINCESS 3,732,867 10 13,342,028
9. Ask Jeeves, Inc. 19324
10. Error-Guard Inc. 18437
9 7 BECOOL 2,830,732 24 52,336,105
TOTAL 555,982 T iy o
10 8 MILLION DOLLAR BABY 2587313 103 94,133,278
SOURCE: Nielsen //NetRatings l
For week ending March 27, 2005 Source: The Hollywood Reporter
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www.JohnBarefield.com.
Or call toll free: 1-866-978-4660.

www.AdvertisingRx.com

| WRITE ADS! Clear, effective, hard-sell copy.

www.garyswift.com
cartoons logo design animation

ADVERTISING SERVICES

The best Sales Promotion Writer
in NY & NJ Freelances Full Time.
Marty Friedman (973) 539-4852

Affordable Newswire Services
Send2Press.com

COPY/CREATIVE

Discount Copy & Design

HEALTHCARE ADVERTISING SPECIALIST
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David Upright: 973.726.9655
uprightadvertising@direcway.com

I've swung with Spider-Man
Gamed with Mary-Kate & Ashley
Gotten interactive with American Idol
Call Lux Prods. at 516.383.7819
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MEDIA BUYING &
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www.mediabuyingacademy.com
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ART/DESIGN SERVICES
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www.CreativeCopywriter.com
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ms) WEB DESIGN Eureka Freelancers are ready
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mm) ADVERTISING
| Call STEVE At: 718-544-7670 |
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Print production pros
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Art directors and designers
» Copywriters
* Media planners and buyers
Research geniuses
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traditionalartist@yahoo.com
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HANDY MACANDY F/L AD (212) 988-5114

ASIAN MARKETING SERVICES

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. Noy
Referenced-checked. No screening. Experienced. No training.
C‘“‘M 0% Eureka pays us. No IRS or benetits hassles for you.
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DOES

LENGTH
MATTER?

It does if they're suddenly
making you say it all in
30 second radio spots
instead of :60.
Need help?
Check out our newest demo of
:30 mini-masterpieces.
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SWEEPSTAKES
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SWEEPSTAKES, GAMES & CONTESTS
Call Marla Altberg at Ventura Associates
(212) 302-8277 ext 3003 or
maltherg@sweepspros.com

WWW.VOICESUNLIMITED.COM

SWEEPSTAKES: FOR TURNKEY SERVICES

CENTRA MARKETING & COMMUNICATIONS

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

Sarley, Bigg & Bedderewww.sarley.com
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ADWEEK can offer you the exposure
you need in our Services & Resources
section. If you need to get your service

out to the people who matter, you need
to advertise now.

Call for info
1-800-7-ADWEEK

OFFERS & OPPORTUNITIES

SHARE SPACE NOTICE

Midtown Mac art studio
Seeking small, out-of-town or start-up ad agency/
design firm to share windowed offices & workstations,
up to 1,000 sf. Monthly OK. Save money: Just move
your Creative and Account people in and we'll produce
and proof all your mechanical & comp work. Near
Grand Central, great views, secure 24/7 building. E-mail
Marilyn Kattsin in confidence: MarKatts@cs.com.
Please include "Studio sublet” in the Subject line.

ATTN: FREELANCERS

ADWEEK can offer you the exposure
you need in our Services &

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

ACCOUNT EXECUTIVE

Become a key part of our growing
agency. We need a smart, organized
account executive to be the point person
for a financial services, cosmetic account
and new biz. This agency is your oyster--
Opportunity awaits for an entrepreneurial
self-starter. 2-3 years experience mini-
mum. We're located in a historic Victorian
Mansion in downtown Montclair, NJ.

Send resume and a sample of your work
to Sean@Looney-Advertising.com.

No calls please

Looney

ACCOUNT MANAGER
East Aurora, NY

Cenergy Communications is seeking
an experienced Account Manager to
guide a major national packaged
goods brand. Cenergy is a boutique
integrated marketing shop with a list
of premiere national accounts. The
ideal candidate will be skilled at pre-
paring and providing direction to crea-
tive, media, research, event marketing
and administration. Bachelors Degree
in Marketing or Advertising required.

jobs@cenergycom.com

Looking for the perfect job?
ADWEEK CLASSIFIED
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TAKING ANTI-
DEPRESSANTS?

IT T0?

§ IWT DETROIT SEEKS A COPYWRITER AND AN ART DIRECTOR, BUT NOT NECESSARILY A TEAM.

| AFTER ALL, DEPRESSION 1S SO MUCH BETTER WHEN ENDURED ALONE.
WRITE TO JOHN.MAYES@JWT.COM TO SUFFER.

- ICON
@ US.CONCents e Leperage what you ve got.

US Concepts is one of the fastest growing Integrated Event Marketers based in www.icon-intl.com
NYC. Our marketing tactics bring various brands to life through creative, non-tradi-
tional approaches. If you seek to be a part of a winning team and have a strong ICON International, an Omnicom company. provides
sales proven track record then you may be interested in this exciting opportunity: clients with financial solutions built around the concept
We seek a dynamic individual with an engaging personality to grow our business by of corporate harter. We help businesses leverage their
developing profitable and mutually beneficial “New Biz” opportunities with new and underperforming assets by trading those goods for high-value
existing clients, especially in the Hispanic and multicultural marketplace. An professional products/services. It's a complex & dynamic field,
advanced understanding of the new business pitch process and the value of both driven by strutegy, integrity & creativity. Join us now
creative thinking and passion in pitch development and presentation is key for our if you've got what it takes!
business. Cancidate will lead and manage the identification, qualification, and capture
of new business. Out-of-Home Media Buyer
|deal candidate should possess: = ) .
) ) . ) ) Qualified candidates will bave experieiice negotiating, overseeing,
+ 5 years+ experience selling experiential marketing or programs with and maintaining Ow-of-lome biys. Must be familiar with vendors
At least 2+ years selling Hispanic programming (to incliide billboard, transit, streel furniture and otber non-traditional
* Excellent ability to develop and pitch concepts media) and major markets. Ciovent experience a must
+ Strong understanding of the Hispanic/multicultural marketplace and ability to iden- . .
tify market place trends and new business opportunities Natlonal Broadcast Superv1sor
* Proven sales track record . , Great opportunity for experienced National Brodedcast Supenisor (o work i1
* Excellent verbal and written communication skil expanding media department of a corporate harrer company. ‘The position
+ Fluentin Spanish . is responsible for maintaining client accouns for National 7V and Radio. |

Respnsibilities iniclude beary interaction with national salespeople to
manage day-to-day husiness. negotiating and presenting media huys to
clients and daily supervision of Media Assisints

Top end salary and commission commensurate with experience.

Candidates should submit resume along with cover letter
including salary requirements to: Marthas @usconcepts.com.

USC is committed to a diverse workforce.

For Classified Advertising Rates

Qualified individual must bave 4-6 years uying experience in national
hroadcast with an adrertising agency. This person should bate strong math,
negotiating and communication skills. be detail-oriented and computer
proficient. Kadio experience a plis

ICON Interational provides a high-energy growth environment. along
with a competitive salary & excellent benefits including 401(k) & profit
shuring, For immediate, confidential consideration, e-mail your resume 1o
dmontelione@icon-intl.com or fax: (203) 323-1641.  FO

or:1]}
1-800-7-ADWEEK

~ * * * USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSURE * * *
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Sponsorship Sales Manager

VNU Business Media has an immediate opening in our Licensing & Events depart-
ment for a Sponsorship Sales Mgr. We are seeking a high-powered sales professional
with a proven track record to generate sponsorship revenue for VNU Business Media
events. These world-class events attract top brand marketers who attend to learn from
experts from the most powerful industries in the worlds including entertainment, retail,
media, travel, and design.

Additional responsibilities: Oversee the sales process from initial contact through the
event stage; Build solid business relationships with accounts; Create and present
creative sponsorship opportunities to meet client needs. Qualifications: 3-5 years of
sales exp. (preferably with sponsorships); Strong established contacts at the agency &
client level; Ability to creatively package a sponsorship package.

Please submit resume & cover letter, including salary requirements to:
recruit@vnubuspubs.com

Wvnu business media

VNU Business Media is an Equal Opportunity Employer

Branded Entertainment
Meets Buzz Marketing
Director Corporate Sponsorships

Seeking your rolodex/experience to
partner ChickChat Radio with national
consumer products and services for
paid sponsorships. ChickChat is car-
ried on stations nationwide, Sirius Sat-
ellite Radio and worldwide at
www.chickchatradio.com. FT/PT Con-
tact:

chandler@chickchatradio.com

Director of Data Analysis

TNS Media intelligence seeks Dir of
Data Analysis for NY office. Resp for
analysis & interpretation of ad spending
data, client troubleshooting, support as-
surance checks on data, etc. Must have
5+ yrs exp in quantitative analysis; familiar
w/TNSMI data & products a +.

Resume & sal req to dda@tns-mi.com

TNS Media Intelligence

B2B SALES - NY

Fairchild Publications, a leading-edge
magazine publisher, is looking for
qualified salespeople for its B2B division.
We are interested in self-motivated individ-
uals with a demonstrated track record in
media sales with 2-5 years of experience.
This is a unigue opportunity for you to
deliver consistent sales performance in a
fast, aggressive and results-oriented
environment.

The position requires excellent sales
and customer relationship management
skills.

Interested candidates should submit
aresume detailing past sales performance.

Please submit all resumes and
cover letters to:
careers @fairchildpub.com.

Please make sure to reference
Business-to-Business Sales Interest
in the subject line.

Fairchild Publications

Associate Marketing Director

The French Culinary Institute is seeking
an Associate Marketing Director to de-
velop and execute marketing programs
that will generate leads and increase
enroliments in the Admission office.
Responsibilities: Manage day to day rela-
tionship with marketing team vendors;
work 1o significantly enhance The FCI's
brand; work closely with marketing director
on special events; supervises print
production process and newsletter de-
velopment.

The ideal candidate must possess at
least 5 years advertising agency or mar-
keting experience, knowledge of adver-
tising and collateral production and PR.
Excellent ability to manage multiple proj-
ects simultaneously, strong computer
and communication skilis. Degree in
Marketing or Communications preferred.

Email resumes along with salary
requirements to
frenchculinary @ hotmail.com.
No phone calls

The French Culinary Institute

Seeking Rep or Rep Firm
Edwards Information is seeking an
advertising rep firm for the disaster
recovery industry’s leading directory
publication

Contact: Doug Tanger,
1-617-264-2300. www.TheDRYP.com

Fluent 8panish Speaking/Bilingual
person, with contacts in the Advertising In-
dustry wanted for full time employment to
sell for RETOUCHING AND PRE-PRESS com-
pany. Experience in selling or bringing clients
necessary. Position comes with a base salary
plus commission. Great Benefits.

Submit resumes te soksal14@hotmail.com

Experienced Bilingual AE

AE with +/- 3 years ad agency account
management experience wanted by
Green Team, a hot NYC agency, to handle
interesting accounts. Must be totally
fluent in English and Spanish. Please
email cover letter stating salary, and
resume to jobs@greenteamusa.com.

No phone calls please!

GREEN TEAM

DESIGNER/ ART DIRECTOR

Get in on the ground floor. Growing full
service agency seeks self-starter/team-
player with strong design, conceptual

& Mac skills. You'll work on print, web,
collateral, TV, outdoor for a cosmetic and
financial account, plus new biz. 2-3 years
experience minimum. Freelance/Full-
time. We're located in a historic Victorian
Mansion in downtown Montclair, NJ.

Send resume and a sample of your work
to Sean@Looney-Advertising.com.

No calls please.

Looney

THE CONVENIENT CLASSIFIED CONTACT FORM

USE THIS HANDY COUPON TO FAX OR MAIL YOUR AD

ADWEEK
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NOT JUST NEWS

FOX NEWS

FAIR & BALANCED.
BEATS THE COMPETITION ZOMBINED
FoR SIX MONTHS RUNNING.
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DIGITAL MARKETING

(
| CONFERENCE & EXP

: quantifying your interactive brand marketing efforts
== April 19 & 20, 2005
: - The Metropolitan Pavilion = New York City

Hundreds of top industry decision-makers are already

~ registered to attend the Digital Marketing Conference

| 2"~ & Expo. Be there when 400 decision-makers congregate
- at the premiere peer-to-peer show of the year.

: 1
Here ab'e just a select few of those who are on board to be there:
Looking to connect with senior brand managers?

Disector of Marketing ...........coceeevcurunineuruneerceie et es e Allstate
Dirsector of Worldwide Advertising and Promotions.... ....American Airlines

Disector of Marketing Services.........c.couevvuvneeeeenennnn. ....Andersen Windows
Disector of e-Marketing ..........oco.evevvervencncvivemnennnens ....Progressive Direct
Director of @-BUSINESS ..........ccvvevirivenenieree ettt te e ses s oo Dannon
Director of Product Marketing, Voice Services............... S T o ocodBigoobon Earthlink
Director of Planning and Operations ....eBay
Director of CommUNICations........ccvueeeeeeeveeetienieecieeeeeeeeeeeese e ....Bissell
Sr. Director, WW Advertising & Demand Generation ...................oo....... ....Cisco
Brand DIrBCROT ..ottt ee e seses e et eoe st Heineken
VIE2 PreSident ...ttt es s res e s st Georgia Pacific
VP AGVErtISING ....coivuiviiiiiticcecectnee ettt stsss e ses e eee e s on ....Best Buy
VP Global Digital Marketing & Strategy .... ....Kraft Foods
VP Worldwide Strategic Marketing............ ....Coca-Cola
VP Global Marketing..........c.cooeveveeveveeernenceeecrenn ....New Era Cap Company
| VP of Marketing ........... ....Shaw
| VP of Marketing .............. ....Sony Online Entertainment
| Chief Marketing Officer ...Upromise
Chief Marketing Officer ....Vonage
EVP GLobal Marketing..........c.ecueeeceecurermunrnrestiereioresseseesemseses e sessessesseses s Walt Disney Parks & Resorts
Seeking to influence the top agency decision-makers?
Executive Creative DIF@CLOT .......ccvioeeieeeueeieeenieieeeee e ee e e ess e ot AKQA
President & CEOQ ..ottt e s s sttt BBDO
| Interactive Creative DIreCtOr.........ccouceueeuriuerireenneecieeeeeee s ee s s e e Crispin Porter + Bogusky
SVP / Global Media DireCtOr .......c..cververuerverianiseeneeceeeeeeeesees s eesseseesees e cese oo Digitas
| SVP, Director of Customer & Data Strategy ..............ccooeemereevrerenennnnns B oo B iDeutsch
PrESIAENE. ... ottt ettt et e e ses s ....isobar North America
Co-Executive Creative Director.............. ....0gilvyOne North America
Cheirman/CEOQ/Chief Creative OffiCer ..........oueuevemeeeeeeeeeeeee e R/GA
SVP/Managing DIreCtOr..............cuccuiueieieeeectnirnstectr et eee et e eses s Starcom IP
VP ? Group CommuNications DIr@CtOr.........cc....euveeeeesieeeeereseresces oo oo Universal McCann
Working on building relationships with online and offline publishers?
O T T JVittage
Director of Interactive Marketing T8S
| Director of Marketing ..........ccccuervueececeeneeeeciencnne Noggin/The N

SVF ENtertainment ......c.cooieiuieeeeiiciei et eeeees e e et eeesesoens CNET Networks
| VP Marketing HPC (Primedia) -
VRIMODBIl ko v iiteieommnimeseessran sen sescms oo 2 e s s e sorseas o e, ML, ot M The Weather Channel 5

\ boomerang L L JOL.J.\ ey

online publishers association ASSOCIATION

S. Vendare

%Y Media () RevenueScience M AOL /medi orks msn.‘

Deiiver the Audience. Drive the Revenue




This conference is about strategy in ACTION...

It’s about the industry coming together...
® Joanne Bradford (Chief Media Revenue Cfficer, MSN)
® Wenda Harris Millard (Chief Sales Officer, Yahoo!)
®@ Michael Barrett (EVP, AOL M2dia Networks)

Discussing the future of online media with moderator:

m Rishad Tobaccowala (Chief Innovation Officer, Publicis Groupe Media)

It’s about industry experts...

® Danny Kastner ["Danny from The Appren:ice” and CEO, POPstick]
Selling Air. A Real-time “Mocumentary”

® Taddy Hall, Chief Strategy Officer, Advertising Research Foundation
Brand Truth: Separating Sense from Nonsense

8 Geoff Ramsey, CEO, eMarketer
New Strategies for Marketing - in an Age Where the Consumer is in Control

® Joseph Jaffe (President, Jaffe LLC)
Integrating Online into the Integrated Mix - a Strategic Overview

It’s about new digital opportunities...

Reaching Your Target Online Audience and Staying Competitive with Behavioral Targeting
It’s All About Me - Marketing in an Increasingly Personal Medium

Leveraging Online Video to Build High Impact Brand Messages

Early Mobile Marketing Success Stories

A Measured Approach: Making Online and Offline Metrics Mesh

To Blog or Not to Blog? That is the ‘Question

Paid Search for Non-Transactional Advertisers: What to Say When You're Not Looking to Sell
Going Vertical: Targeting Your Search Dollars Beyond the Big Guys

Should We Go to the Videotape...or Not?

Pay for Play: Putting Your Brand in the Gaming Environment

What | Learned from TiVo

Online Ad Network Are Back, But Are They Right for You

Going Mobile: Is This What's Next?

It’s about learning from your fellow attendees...

Alcoa, Allstate, American Airlines, Anheuser-Busch, Best Buy, Capital One, Citigroup,
Coca-Cola, Combe, DaimlerChrysler, Dannon, ESPN, Ford, GE, Georgia Pacific, IBM,

Johnson & Johnson, Kraft, Microscft, New Era Cap Company, New York Times, Shaw,
Sony Online Entertainment, T-Fal, The Wornick Company, Tracker Marine, Wachovia,
Walt Disney Parks & Resorts, and 400 others.

It’s about time!

Register today at www.digitalmarketingexpo.com/register

Bﬂ]ﬂﬂﬂﬂﬂﬂ@ Presented by with research from

Video. Research. No travel costs.

-, Ehe New York Eimes BRANDWERK ADWEEK MEDIAWEEK  Nielsen//Netra
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EDITED BY LISA GRANATSTEIN

Let's Launch

After four dormant years, Hachette’s Kliger preps
three new women's magazines BY STEPHANIE D. SMITH

SINCE TAKING THE HELM OF HACHETTE FILIPACCHI MEDIA IN 1999, PRESIDENT/CEO JACK
Kliger has spent most of his time battening down the hatches. Save for
the launch of Elle Girl in 2001, Hachette in recent years has avoided
starting new titles. If anything, the company has cut back, shuttering

18651y
SPRING
FASHIONS
Flawless

Skin Now!

George, Mirabella and Travel Holiday. But now
that the economy appears to be perking up
again and competitors like Time Inc., Condé
Nast and Hearst Magazines are rolling out a
slew of titles, Hachette is finally waking from
its slumber. This spring, the publisher is gear-
ing up for three major launches: For Me, a
twentysomething women’s
lifestyle monthly that pub-
lishes its first regular issue
this week; thirtysomething
women’s lifestyle title Red,
on newsstands April 19;
and decorating magazine Ar Home With Chris
Madden, which debuts May 3.

“It’s a good sign that Hachette is coming
out with new books,” said Brenda White,
director of print investment for Starcom. The
key to success for the company’s new maga-
zines, she argues, is to be distinct from

For more coverage of
the magazine industry,

go to the new
mediaweek.com

ORGANIZE YOUR ROOMS IN A FLASH

"ChrisMadden 23 =
Get InsEIrecL "”1

How to Mak
seaHome ,

Smart_Solutlons

33 ts of a
Comfortable Home
Quick Change: 1-Hour Room Redo

Hachette’s existing titles. “They don’t want to
cannibalize themselves,” said White.

Over the past six years, Kliger has mostly
opted to invest in Hachette’s stable of maga-
zines before developing new ones. “We need-
ed to focus on strengthening and empowering
our existing brands,” said Kliger, who denied
that Hachette’s French parent Lagardere SCA
was withholding funds. “We put the majority
of our resources in our four key brands: Efe,
Waoman’s Day, Road & Track and Car and Dri-
ver.” Along with design and production
upgrades for those titles, the publishing fre-
quencies of Elle Decor and Metropolitan Home
increased this year to 10-times yearly from
bimonthly. With a stronger foundation,
Kliger said he is now ready to grow. “I would-
n’t be doing this if I didn’t think we’d done the
first part of the job,” he said.

The new titles build on the editorial for-
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T HOVME >

mula of Hachette’s existing brands, but target
slightly different audiences. “Each one of
these launches complements and expands our
portfolio without being redundant,” said
Kliger. For example, For Me, a spinoff of
Woman’s Day, skews women ages 25-35,
which is younger than WD’ median age of
49. The monthly, which tested on newsstands
last fall with a bargain cover price of $1.45
and is shooting for a circ of 300,000, will con-
tinue to be entirely newsstand-driven.

Kliger’s next test will be Red, a spinoff of
Hachette’s seven-year-old U.K. title. Some
300,000 copies will be on newsstands with a
cover price of $3.99. The long-term goal is to
grow Red into an
international  brand
much like older sibling
Elle. But unlike Elle,
Red will target a
sassier, career-minded
and fashion-forward
woman. “Red readers
reside between Sex and
the City and Desperate
Housewives,” explained
editor Alex Postman.
“Red can speak to both
single women and
married mothers.”

Red will compete
against Hearst and
Oprah Winfrey’s O, The Oprah Magazine and
Time Inc.’s Real Simple, but Elle senior vp,
group publisher Carol Smith said those
books have a narrower focus. “There’s noth-
ing out there right now that gives the thir-
tysomething reader everything she loves in
abundance: fashion, shopping, beauty, travel,
homes, relationships and real women’s sto-
ries,” said Smith. Boasting the tagline “real
life in fabulous shoes,” Red’s tone will be
whimsical. Cheeky British humor will per-
meate the magazine, which Postman said will
differentiate Red from its counterparts.
“You’re hard-pressed to find humor in
women’s magazines,” said Postman. Red cov-
ers sex, but will not offer how-to manuals like
some of its competitors.

Sample stories include a feature on mar-
ried women who flirt, and how to remain
friends with couples after a breakup. The 160-
page issue will have 71 ad pages, from mostly
beauty and fashion brands like Armani, Target
and Lancéme. Starcom’s White said she is
“definitely intrigued” by the concept.

Following Red in May will be At Home With

Kliger said he was
mindful of not canni-
bhalizing Hachette’s
titles with the com-
pany’s new offerings.



O MARTHA STEWART

Livifig

OMNIMEDIA
Sharing the good things, every day

Three of our family of magazines have been

nominated for prestigious National Magazine Awards

’dg

ﬁ..\'

spe |ul
birthday
tissue!
e best partie:
yummy cokes
creotive crafts

plus funny fovors

CATEGORY NOMINATION: CATEGORY NOMINATION: CATEGORY NOMINATIONS:

General Excellence Design Design and Photography
(Circulation 250,000 to 500,000)

We are very proud of the editors,
writers, art directors, stylists and photographers

who make our magazines so special.



Presents

The Metropolitan Pavilion
125 West 18th Street, New York City

addition to any discussion of cable television, its future and its promise.

. ® A highlight of the day is a special presentation by

Nielsen

Media Research programming genres.

Sean Cunningham Peter Weedfald
President & CEOQ, SVP, Sales & Marketing,
Cabletelevision Consumer Electronics & North
Advertising Bureau America Corporate Marketing,
-y Samsung Electronics
Presented by | America Inc.

\
(
|

SVF, Sales & Marketing, Nielsen Home Video Index which will
comment on a variety of key issues including advertising trends,
audience data, trendsby demos, digital cable and network

Primary

1

TNT

4
>

A Summit on the

This program covers all the key topics that confront media decision makers: Programming,
Ad Sales, Technology, and Research. individual panels built around these hot button issues
boast star-studded rosters of experts, whose analysis, insight and opinion is an invaluable

WE KNOW DRAMA



Joe Abruzzese
President, Advertising Sales,
Discovery Networks U.S.

Raj Amin
VP Content & Advertising Markets,
Tandberg Television

Bob DeBitetto
EVP Programming, A&E Network

David Ernst
EVP Director of Futures &
Technologies, Initiative

Michele Ganeless
EVP and General Manager,
Comedy Central

Steve Grubbs
CEO, PHD USA

Stacey Lynn Koerner
EVP Director, Global Research
Integration, Initiative

Stuart Lipson
VP Content Solutions,
Sea Change

Mitch Oscar
EVP, Director of Carat Digital, Carat

David Porter
Director of New Media Business
Development, Cox

Rino Scanzoni
Chief Investment Officer,
mediaedge:cia

Lyle Schwartz
Managing Partner,
mediaedge:cia

Tim Spengler

EVP Director of National
Broadcast, Initiative

Jack Wakshlag

Chief Research Officer, TBS Inc.

State of the Cable Industry

Chris Pizzurro
VP Multimedia
Marketing, TBS Inc.

David Cohen
SVP Interactive
Media Director,

Universal McCann Media

David T. Cassaro
President, Comcast
Network Advertising

Registration Fee: $125

Andrew Capone
SVP Business
Development &
Sales Marketing, NCC

Interactive

Registration Online:

SIG

For more information, please contact Dana Gerber at
646-654-5167 or dgerber@adweek.com.

Sponsors

(comcast

Network Sales |

DAY!

Luncheon Sponsor‘

NCC

Peggy Green
President of
Broadcast, Zenith

Betsy Frank
Executive VP,
Research & Planning,
Viacom Cable
Networks, Film &
Publishing

Laura Caraccioli-
Davis

SVP Director, Starcom

Entertainment

4

David Levy
President, Turner
Sports &
Entertainment Ad
Sales/Marketing,

TBS Inc.




MAGAZINE MONITOR

WEEKLIES APRIL 4, 2005

ISSUE CURRENT ISSUE DATE PAGES PERCENT Yvo Yo PERCENT

DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR CHANGE
NEWS/BUSINESS
BusinessWeek 4-Apr 69.98 5-Apr 90.73 -22.87% 603.32 69151  -12.75%
The Economist 26-Mar 35.00 27-Mar 57.00 -38.60% 540.00 551.00 -2.00%
NewsweekE 4-Apr 26.26 5-Apr 36.48 -28.02% 379.19 527.39 -28.10%
The New Republic NO ISSUE 50.21 51.02 -1.59%
Time€ 4-Apr 32.53 5-Apr 49.48 -34.26% 501.88 579.11  -13.34%

© U.S. News & World Report  4-Apr 19.26 5-Apr 34.70 -44.50% 361.21 367.89 -1.82%

The Weekly Standard DID NOT REPORT 26.49 3266 -18.89%
CATEGORY TOTAL 183.03 268.39 -31.80% 2,462.30  2,800.58 -12.08%
SPORTS/ENTERTAINMENT/LEISURE
AutoWeek 4-Apr 25.47 5-Apr 30.79 -17.28% 270.29 288.61 -6.35%
Entertainment Weekly 1-Apr 20.74 2-Apr 19.17 8.18% 380.85 387.14 -1.62%
Golf World 1-Apr 50.35 2-Apr 50.62 -0.53% 327.70 306.86 6.79%
New York 4-Apr 42.00 S-Apr 38.00 10.53% 647.00 641.30 0.89%
People 4-Apr 65.50 5-Apr 63.56 3.05% 942.45 80064 17.71%
Sporting News 8-Apr 16.75 5-Apr 10.00 67.50% 191.85 202.09 -5.07%
Sports Hiustrated 4-Apr 46.36 5-Apr 50.12 -7.50% 513.16 61216 -16.17%
Star 4-Apr 21.33 5-Apr 11.10 92.16% 222.69 206.62 7.78%
The New Yorker 4-Apr 36.02 29-Mar 39.01 -7.66% 484.65 456.99 6.05%
Time Qut New York 30-Mar 61.75 31-Mar 68.56 -9.94% 740.41 762.57 -2.91%
TV Guide 3-Apr 2541 3-Apr 4191 -39.37% 517.24 665.25  -22.25%
Us Weekiy+ 4-Apr 29.67 5-Apr 24,94 18.97% 480.50 365.29  31.54%
CATEGORY TOTAL 441.35 447.78 -1.44% 5,718.79  5,695.52 0.41%
SUNDAY MAGAZINES
American Proflle 3-Apr 13.82 4-Apr 8.55 61.64% 139.79 133.00 5.11%
Parade 3-Apr 16.55 4-Apr 22.87 -27.63% 178.63 183.27 -2.53%
USA Weekend 3-Apr 16.73 4-Apr 15.93 5.02% 176.15 167.18 5.37%
Category Total 47.10 47.35 -0.53% 494,57 483.45 2.30%
TOTALS 671.48 763.52 -12.05% 8,675.66  8,979.55  -3.38%

E=estimated page counts; +=one more issue in 2005 than in 2004

BIWEEKLIES APRIL 4, 2005

ISSUE CURRENT  ISSUE DATE

DATE PAGES  LAST YEAR
BUSINESS/ENTERTAINMENT
ESPN The Magazine 28-Mar 63.95 29-Mar
Forbes 11-Apr 76.91 12-Apr
Fortunef 4-Apr 72.03 5-Apr
National Review 25-Apr 23.75 18-Apr
Rolling Stone 7-Apr 52,75 1-Apr
CATEGORY TOTAL 289.39

F=2004 Fortune 500 annual issue
CHARTS COMPILED BY AIMEE DEEKEN

Chris Madden, which will be based on the dec-
orating principles of the celebrity designer. The
title will launch as a single-issue test on news-
stands with a 400,000 distribution; an addition-
al 50,000 copies will be sold at JC Penney.

Hachette has also been busy in the automo-
tive category, recently rolling out two spinoffs
from Road & Track: Road & Track Road Gear,
which launched in March as a bimonthly, and
Road & Track Speed, which will begin publish-
ing as a bimonthly on April 26.

Meanwhile, Hachette is also developing
other titles in the men’s category that may be
ready for testing as early as this summer.
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Spring Cleaning

Health revamps May issue

Much has changed in the five years since /Health
last underwent a redesign. Faced with little
competition, save for Rodale’s Prevention, the
10-times-yearly Time Inc. title has enjoyed
success with its clinically oriented content. But
as consumers increasingly embraced healthy
living, the category blossomed and now
includes a broader array of wellness and fitess
lifestyle dtles that are vying for Health’s read-
ers, including Rodale’s Womens Health and

American Media Inc.s Nutural Health.

To address this new world order, as well as
to freshen its dated look, Health’s May issue will
tout a bolder logo, the new tagline “Looks
good on you,” a more vibrant color palette and
new lifestyle-oriented columns.

“We felt like health and well-being is at an
all-time high in popularity,” said Jennifer
Deans, Health’s vp/publisher. “There’s been
new magazines to the market, and magazines
that have been adding what we do to their
pages. We’re all [about] looking forward.”

Inside, avid readers will note newly named
sections, including Looks, Living and Moving
that will be color-coded for easier navigation.
There will be newsy nuggets in The Pulse and
Q&As called 5 Minutes With...Also, the mag-
azine will seek input
for features from the
likes of Tracey Hut-
son from ABC’s
Extreme Mukeover:
Home Edition and
Rebecca Cole, host
of The Discovery [§
Channel’s Surprise by [t Eh
Design. TR

“We wanted [a L] i
redesign] that was
going to immediate-
ly  convey what
healthy living is,”
said Doug Crichton,
Health’s editor. Focus
groups called for
“more  distinction
and more memora-
bility,” he added.

In terms of circu-
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lation, Health is actu-
ally quite healthy.
Paid circ in last year’s
second half grew 2.4

May’s revamped issue
(top) hoasts a bolder
logo and a brighter
color palette.

percent to 1.4 mil-
lion over the previous year, according to the
Audit Bureau of Circulations.

Healtls ad pages through April rose 9 per-
cent to 320 over the year prior, reported the
Mediaweek Monitor. In May, Deans said Health
will carry 122 ad pages, including new business
from Vaseline, Crest and Sure. Meanwhile,
rival 3.3 million-circ Prevention saw its ad pages
through April fall 8.8 percent to 356.

Media buyers say Healths revamp was a
smart move. “The world is obsessed with
health,” said Bonnie Barest, executive manag-
ing director at Optimedia. “The redesign will
make the magazine more personally relevant
than factually scientific.” —SDS |



Congratulations

To Greg Mitchell
And the Entire Editorial Staff of

EDITOR ¢PUBLISHER

For Winning Two of

American Business Media’s
Prestigious Neal Awards in 2005

Best Staff-Written Editorials or Opinion Columns
Best News Coverage

And for winning seven Neal Awards in the past three years, Best Editorials awards for
four out of the past five years and Best News Coverage awards for two years. Only
one other magazine in the entire trade press has won more Neal Awards
in the past three years.

Yvnu business media




television

BY MARC BERMAN

Twice Not As Nice

SIX YEARS AFTER THE DEPARTURE OF THE NANNY, THAT “FASHION GIRL FROM FLUSH-
ing,” Fran Drescher, is attempting a comeback with the WB sitcom Living
With Fran, which debuts April 8 at 8:30. Like Lucille Ball before her, who
was solely identified on four different sitcoms as zany Lucy (Ricardo,

Carmichael, Carter and Barker, respectively),
Drescher is sticking to her nasal roots as Fran
Reeves, a divorced fortysomething mother
with two grown children and a young, hunky
boyfriend (Ryan McPartlin) almost 20 years
her junior. Former Nanny co-star Charles
Shaughnessy will appear sporadically as Fran’
ex-husband.

“Truthfully, I wasn’t sure if | wanted to do
another sitcom,” says Drescher, my former
neighbor from Flushing, Queens, whose
voice I can vouch for—it’s real. “I know the
odds, and I know they’re not good. But when
the opportunity arose, I didn’t want to devi-
ate too far from the character I am known for.
There are definite differences. This Fran is
divorced and in no rush to get remarried.
That Fran was single and in desperate search
of a husband. But the core of the character is
still the same. Why break the mold of some-
thing that already works?”

There is no rule that states an actor in
search of regularly scheduled series success the
second time around has to play a character with
the same name or the same personality. But
because Drescher is so strongly identified as
Fran “The Nanny” Fine, an outspoken stereo-
typical Jewish woman, it probably is to her ben-
efit to stick to her roots. And Drescher (who
before The Nanny appeared on CBS sitcom
Princesses, which lasted just five weeks) is not the
only actor defined by a certain image.

While his character’s name might have

changed, Michael Landon as Joe Cartwright
(Bonanza), Charles Ingalls (Little House on the
Prairie) and Jonathan Smith (Highway to Heav-
en) was always a warm, sensitive and caring
individual. Bea Arthur as Maude Findlay
(Maude) and Dorothy Zbornak (The Golden
Girls) was acerbic and sharp-witted. Bill Cos-
by as Chet Kincaid (The Bill Cosby Show),
Heathclift Huxtable (The Cosby Show) and
Hilton Lucas (Cosby) was cranky but lovable.

Sometimes an actor is
lucky enough to play two
long-term roles that are
completely different. Bet-
ty White as sweet and
naive Rose Nylund on
The Golden Girls was miles
away from her earlier role
as man-hungry Sue Ann
Nivens on The Mary Tyler
Moore Show. Ted Danson
as womanizer Sam Mal-
one on Cheers was very
different from people- —
hater John Becker on Becker, as was Carroll
O’Connor as bigoted Archie Bunker on A/ in
the Family and Southern police chief Bill
Gillespie on In the Heat of the Night. But try
to think of an actor finding long-term success
the second time around and the examples are
few and far between.

Whether it’'s attempting a comeback with
a similar character, the same character or

Jason Alexander
as a loving hus-
hand and father
doesn’t work; he's
still "George.”
Fran Drescher as
“Fran” does.

someone noticeably different, odds are that
an actor will fail. And that’s because once an
audience knows an actor from something
long-term, it is often difficult, if not impossi-
ble, to accept that person as anyone else.

This season alone Jason Alexander, Matt
LeBlanc, Drew Carey, John Goodman,
Kelsey Grammer, John Stamos, Heather
Locklear, Blair Underwood, Brooke Burns,
Shannen Doherty, Rob Lowe and Joe Panto-
liano all came back, and failed to make an
impact. Lowe and Pantoliano have, in fact,
now each flopped on two different series in
two consecutive years. And next season, no
matter how good the project sounds (and,
trust me, the networks will be crowing aplen-
ty come upfront season), chances are that
many well-known actors in search of a come-
back will end up on the unemployment line.

Although Fran Drescher as Fran Reeves
will face an uphill battle (given that The Nan-
ny is plastered all over Lifetime’s schedule),
Drescher can carry a sitcom. And because her
comedy is airing on sitcom-starved WB, the
network is likely to be patient. But try to
digest Jason Alexander as a loving husband
and father on CBS comedy Listen Up, and
memories of Seinfeld will
prevail. The idea of
“George” as a loving hus-
band doesn’t work; “Fran”
as the girl from Queens
with big plans does.

I have never been shy
about offering advice to the
networks concerning pro-
gramming; and now [ will
offer some advice to actors
as well: If you are looking
for small-screen success the
second time around, don’t
do it. Sometimes it’s better not to tarnish the
memory of a past success with a current failure.
If you still have residuals coming in, take a well-
deserved, and permanent, break. |

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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MEET JAMES AND SANDRA. AFTER THE FIRST DATE STORY. Mecet James on AOL Black Voices, getting
the scoop on what women think of pre-nups. Meet Sandra on CNIN.com, reading about a celebrity’s fifth failed marriage. Meet them both
on Essence.com, taking a survey about their love life. Want to meet James, Sandra and 5.8 million African Americans like them? Start

by visiting aolmedianetworks.com. Let us connect you fo their lives. AMERICA LIVES. HERE. /4. AOL media
.. J i ‘ "' @ = . » 1
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