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Other Advertising—The Magazine for Nontraditional Marketing explores outside the mainstream and
into the exploding and seemingly limitless realm of nontraditional advertising. Out-of-home, captive audience,
place-based, transit, branded entertainment. in-store, mobile technology, guerilla—they're all part of the
$40 billion business that represented more thar 15% of all ad spending in 2003. Distributed via Adweek’s hand
delivery list to 30,000 media planners, brand marketers and agency creatives, look for your copy of Other
Advertising on June 27 with Adweek, Brandweek and Mediaweek.
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At Deadline

# DODGE NAMED EXCLUSIVE WANTED SPONSOR

Turner is extending its robust product-integration initia-
tive with a deal that makes Dodge the exclusive auto-
motive sponsor of its new crime thriller, Wanted. Two of
the automaker’'s marquee vehi-
cles, the 2006 Dodge Charger
and the 2006 Dodge Dakota,
will be worked into the series’
storyline, which premieres on
TNT July 31 at 10 p.m. The Charger is slated to make
appearances in at least six episodes, while the Dakota,
which is driven by series protagonist Lt. Conrad Rose
(Office Space’s Gary Cole), will receive exposure through-
out the first-season run. The Dodge
models will also be integrated into co-
branded on-air, online, print (Entertain-
ment Weekly and USA Today) and out-
door opportunities. Anheuser-Busch's
Bud Light, another presenting sponsor,
will receive on-air tune-ins, online and
print representation.

1 RAB TO UNVEIL PPM STUDY

The Radio Advertising Bureau on July 20
will release the results of the Portable
People Meter Economic Impact Study
conducted by Forrester Research. Com-
missioned last October by the RAB's
PPM Task Force, the study was designed
to explore how a PPM-based ratings ser-
vice, currently being tested by Arbitron,
would affect the radio business. The
study also examines the possible nega-
tive conseqguences if the radio industry
does not advance to electronic measure-
ment. The results could help pave the
way for the rollout of the PPM, beginning
with Houston, where Arbitron is currently
fielding its second market trial.

2 TNT PLANS NEXTEL CUP PROMO
TNT is planning a major promotional
push to drive viewers to its seven Nex-
tel Cup Series telecasts and 14 Busch
Series races that begin on the network
this month. The campaign will include several non-
traditional ad partnerships, including tune-in mes-
sages on 50 million Kellogg's cereal boxes, on-site
signs at Sunoco stations, two-minute music-video-
style race promos on in-store TVs at 2,600 Wal-Marts
and point-of-sale promos at 1,000 Home Depot
stores. Print ads will also appear weekly in USA Today;,
billboard ads will tout the telecasts; 60-second radio
spots will air in 16 markets; and 30-second spots will
air nationally. TNT’s first Nextel race, the New England
300, airs July 17 at 2 p.m.

For more late-breaking
news, go to the new
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¥ NIELSEN TO USE NEW PROMPT ON A/P METER

Nielsen Media Research will use a time-based prompt-
ing interval of 42 minutes over a 21-minute prompt in
the Active/Passive Meter. Nielsen, owned by Mediaweek
parent VNU, is deploying the A/P meter to measure
viewing to new digital technologies that can’t be mea-
sured using the people meter. The first A/P meters
using the time-based prompt will be installed in the
national and local people-meter samples this month.
Because they must rely on time prompts rather than the
channel-changing prompts of Nielsen’s current meters,
the A/P meters represent a major change in methodolo-
gy. Nielsen said it reached its decision after conducting
several tests and working closely with a
steering committee, which included rep-
resentatives from the Media Rating
Council and several clients.

i ADDENDA: Keyword prices rose just
slightly in June, according to search-
engine marketing firm Fathom Online.
In the eight vertical markets tracked by
Fathom’s Keyword Price Index, prices
rose by an average of 5 cents last
month...Belo Corp., owner of 19 TV
stations, announced late last week it
will strengthen its presence in New
Orleans with an agreement to purchase
WUPL-TV, Viacom's owned-and-operated
UPN station, for $14.5 million. The
addition of WUPL creates a duopoly
with WWL-TV Belo's top-rated CBS affili-
ate in the 43rd-largest TV market...Dr.
Joseph Plummer was named to the
new position of chief research officer
for the Advertising Research Founda-
tion. Plummer, a veteran research exec
with more than 25 years of experience,
has served as executive vp and director
of research and insight development for
McCann-Erickson WorldGroup since
1997...Bob Fein, vp and station man-
ager of Viacom’s TV duopoly in Philadel-
phia, will join Hearst-Argyle Television
Aug. 1 as vp and station manager of
WESH-TV, the company’s NBC affiliate in Orlando, Fla.

I CLARIFIGATION: in the June 27 story about the
cable upfront, Scripps refuted a media buyer's assertion
that its cost-per-thousand rate increases were running in
the 2 to 3 percent range. While Scripps did not provide a
revised figure, a source close to the company said that
the CPM hikes were in “the middle single digijts.”

B MEDIAWEEK TAKES A BREAK: The next issue of

Mediaweek will come out July 25.

Market
Iindicators

NATIONAL TV: STEADY
Summer scatter is
ctive for a few hot
shows, and movie com-
fenies continue to buy
L time. Most inventory
is available at buyer-
f-tendly prices.

NET CABLE: MOVING
The traditional July 4
mnarket close came and
went, and there’s still a
fa r amount of inventory
available. Ad sales
execs are holding much
cf that back for an
uncertain scatier mar-
ket; should advertisers
drive those prices
dcwn, many networks
will take a serious hit.

SPOT TV: SOFT

The spike of automo-
tive ectivity in June
k&s abated, and weak
market conditions con-
tinue for the balance of
third quarter. Buyers
are struggling with
pricing in local people-
meater markets, which
tand to have lower rat-
ings points.

RADIO: OPEN

Market demand isn’t
accelerating, but rates
are halding. Enter-
tainment (movies and
home video) and other
categories have leveled
off, [eaving plenty of
available inventory
tarough third quarter.

MAGAZINES: BUILDING
El2ctronics—especially
home entertainment
products—and automo-
t've are still leading the
charge in women’s

I f2style titles. Liquor in
masic and men’s titles
has softened, but fash-
ion aad fragrance
remain robust.
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Cable Upfront Market
Posting Small CPM Gains

The cable upfront ad marketplace contin-
ues to drag on through the summer, haw
ing passed the Fourth of July weekend
without closing the books on inventory.

In the aggregate, the industry has
completed between 70 percent and 80
percent of its business, with cost-per-
thousand rate increases in the low sin-
gle-digit range. But while CPMs were dis
appointing, the dollars are stili there.

“Relative price volume was better
than we had thought,” said Larry
Divney, MTV Networks' president of
advertising sales. MTV Nets will also
be “holding out a little more for scat-
ter,” Divney said, adding that any risk is
offset by the fact that MTV has seen
double-digit growth in scatter in the
first two quarters of 2005.

For the Turner networks, the poky
pace hasn’t had a deleterious effect on
their bottom line. David Levy, president
of Turner Sports & Entertainment ad
sales, said “slowness...did not indicate
softness.” In fact, it gave Levy ample
time to “strike product integration deals
and expand broadband opportunities.”

One factor holding things up is Gener-
al Motors, which “is still not registered
with 90 percent of the cable nets,”
according to one media buyer, who said
GM could draw things out for another
“two or three weeks.” —Anthony Crupi

{

FCC to Broadly Reconsider
Media Ownership Rules

On July 14, federal regulators are expect-
ed to begin their court-ordered reexam?
nation of media ownership rules.

The Federal Communications Com-
mission will vote on launching a broad
reconsideration of rules, including those
that limit common ownership of multiple
TV and radio stations in the same mar-
ket and that restrict cross-ownership ot
TV, radio and other media in a market.
FCC commissioner Kathleen Abernathy
earlier said she expects “a very open
and broad” review, with the process to
last eight months or longer.

The FCC in 2003 voted to loosen the
regulations, but a federal appeals court
blocked the (continued on page 6)
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Despite Off Season,

NBA High on Future

Stern wants to renew TV rights early with incumbent partners

TV SPORTS By John Consoli

ational  Basketball  Association
Commissioner David Stern con-
tinues to be upbeat about the tele-
vision future of the league, despite
a year that saw regular-season rat-
ings fall by 7 percent on ESPN and
TNT, and by 4 percent on ABC,
and Championship Finals ratings
on ABC plummet by more than 30 percent.

In fact, Stern said he fully expects the
NBA to get a fee increase over the $400 mil-
lion per year it currently receives from
ABC/ESPN and the $366 million its gets
from Turner three vears from now when the
next TV rights deal takes cffect. “It is our
intention and hope to be in business with the
Walt Disney Co. and Time Warner for the
foreseeable future,” he said, “well, well
beyond the current TV rights agreement.”

Some industry observers continue to ques-
tion whether the NBA made the right decision
three years ago, when under the new TV
rights agreement it moved more games
from broadcast to cable. This season’s rat-
ings declines—even on cable—seem to sup-
port their skepticism.

But Stern has no tolerance for what he
believes is a short-sighted way of thinking.
“Broadcast ratings [in general] continue to
go down, while cable ratings continue to
grow,” he said. Stern added that the rights
deals with his cable partners will evolve into
much more than just TV exposure, allud-
ing to wireless, broadband, video on
demand and various other ways that the
rightsholders can cover their broadcast fees
with the league going forward. “There are
many ways that our [media] partnerships
will be expressed in the coming years.”

Stern said the league is already prepar-
ing ways to drive traffic to Disney theme
parks, such as relocating the NBA draft
camps there. Such moves will also expose
the NBA to children and families in hopes
of drawing more viewers to TV coverage.

Once the new NBA collective bargain-
ing agreement with the players’ union is
finalized at the end of this month, Stern

said he plans to start talks with both ESPN and
Turner about ways to broaden their relation-
ship under the next TV rights deal.

Though he acknowledged softer ratings this
vear, Stern believes “the NBA still has an
important value for prime-time [broadcast]
television,” stating that all seven Finals games
ranked No. [ in their time periods in delivery
of adults 1849 and men 18-49. Ie also point-
ed out that ratings over the first three seasons
of the current TV rights deal are up 5 percent
on TNT and 2 percent on ESPN.

“History,” he said, “will be the judge” as to
whether shifting more games from broadcast
to cable was the right thing to do. But he
pointed to the NFLs decision to change its
Monday Night Football franchise from broadcast
to cable beginning in 2007 as affirmation of his
NBA move three years ago.

Media buyers, though, question the extent
of Stern’s optimism over the NBA’s rights

Though this year’s Finals
went to seven games,
ratings were down 30

percent from 2004.
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packages and how they’ve played out this
year. “[Stern] was able to get the money he
wanted by moving to cable, which can afford
to pay higher rights fees because of their sub-
scriber fees,” said Ray Warren, president of
Carat Media Group Americas. “He kept the
league financially viable. But as advertisers,
we are disappointed with the lower ratings.
We still like to reach the casual fan who may
not have followed the game to cable. Nobody
shrinks to greatness.”

Sam Sussman, vp/media director at Star-
cam, agreed that reaching the largest possible
audience is the desire of most sports advertis-
ers, but he added that the NBA does reach a
different audience than Nascar telecasts, mak-
ing it desirable, even if it reaches fewer people
per telecast. “Nascar may be growing its
national audience, but it still does not deliver
large numbers in New York and Los Angeles,”
Sussman said. “The NBA still can deliver a
young, multicultural, urban market audience
that a lot of advertisers want to reach.”

Warren said he would like to see more of
the early-round NBA playoft games moved
back to ABC. While Turner is not likely to
want to give up its playoff telecasts, ESPIN may.
Mark Shapiro, ESPN executive vp of pro-
gramming and production, who also has over-
sight over ABC Sports programming, said,
“We have every intention of ramping up the
number of NBA games on the ABC platform,
both regular season and playofts. The only con-
sideration will be our existing commitments to
other sports, but we are currently analyzing it.”

Shapiro agrees with Stern that future rights
agreements must extend beyond TV. “Every
new rights deal we do includes not only TV
but wireless, broadband, video on demand,
radio, print and other media rights,” he noted.
And with ABC Sports and ESPN essentially
merged into one unit, it will become easier to
market and promote the NBA across both net-
works, he added. “The synergy will become
more evident.”

David Levy, president of Turner Sports &
Entertainment ad sales, agreed that “the many
different media touch points that Turner has to
offer—like theatricals, AOL, HBO, book pub-
lishing, VOD, print products—in addition to
TV, will all play a role” in defining the compa-
ny’s next deal with the NBA. “We just need to
sit down and see how we can leverage itall.”

Another area where lTurner can benefit
from the NBA, outside of its TV rights deal, is
its partial ownership stake in NBA 'TV. Stern,
although vague, said he is looking into the pos-
sibility of expanding the network’s program-
ming beyond NBA basketball. Whether that
involves partmering with Turner in some way
remains to be seen. n

Nick, VH1 Go Broadband

TurboNick and VSpot offer first-run content onling; some operators upset

INTERACTIVE By Mike Shields and Anthony Crupi

TV Networks last week made a pair of

announcements that clearly expressed
the company’s shift toward a platform-agnostic
video-on-demand strategy. And while viewers
seeking to control when, where and how they
watch shows like Nickelodeon’s SpongeBob
SquarePants or VH1's The Surreal Life are sure-
ly pleased, some of MTV Nets’ cable operator
partners are less than thrilled.

Following the April launch of the MTV
broadband channel Overdrive, sister networks
Nickelodeon and VHI each took aggressive
steps toward moving more of their bread-and-
butter content online.

Nickelodeon’s new broadband platform,
‘TurboNick, will make a wide variety of the kids
giant’s programming available on Nick.com,
allowing youngsters to watch full-length
episodes of ad-supported shows like The Fairly
Oddparents and Zoey 101 whenever they want.
The new animated series Catscratch actually
premiered online last week, several days before
it was due to launch on TV.

Along those same lines, VHI launched
VSpot. Similar to MTV’s Overdrive in deliver-
ing lots of music videos, VSpot is also running
full-length episodes, including the premiere of
The Surreal Life 5 three days before its July 10
debut on VHI1.

Of course, MTV Networks’ parent compa-
ny, Viacom, has already promised bold action
this year in its approach to the increasingly
fragmented and digital media world; chair-
man/CEQO Sumner Redstone called for the
“reinvention of Viacom” back in February.

While TurboNick and VSpot would appear
to be a part of that reinvention, the new plat-
forms are not threatening the cable TV mod-
el, said MTV Networks execs. “[The linear TV
experience] is not just a huge part of what we
do, it’s the engine of what we do,” said Mike
Skagerlind, senior vp/general manager of Nick-
elodeon Online. In fact, both broadband
“channels” will produce a healthy amount of
original content rather than relying solely on
repurposing shows from the TV nets.

But it’s that repurposed content that has
some cable operators vexed. A Cox Communi-
cations representative characterized the devel-
opment as potentially “roubling,” saying that
an application like TurboNick or VSpot “could
possibly reduce creative focus, audience share
or perceived value of the cable service, thereby
threatening to compromise the value of the

o
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Nickelodeon’s new series
Catscratch hit TurboNick
last week before premier-
ing on cable.

NICKELODEON

contracted licensee fees paid by operators.”

But not every MSO is in hand-wringing
mode. A rep for Time Warner Cable said that
“this type of online effort tends to support the
brand and complements the on-demand con-
tent.” In fact, Skagerlind said TurboNick is
designed to enhance the TV product.

“What we’re doing is actually building
interest in new programming, which we believe
will drive interest on the channel,” he said,
adding that the same team that programs Nick-
elodeon will program
TurboNick, working to
ensure synergy and bal-
ance. For shows that are
already network staples,
programmers will attempt to avoid repetition;
for example, kids won't see the same episodes
of Zoey 101 online as those airing on TV,

Some analysts are buying into Nick’s strate-
gy. Brian Wieser, vp/director of industry analy-
sis at Magna Global Media Research, pointed
to the effect that strong DVD sales of shows
like 24 had on driving new viewership to the
show. “You can certainly argue that trialing
content in an on-demand environment may
make you more likely to consume it in a tradi-
tional environment,” he said.

Regardless of any concerns of distribution
partners, the potential for ad revenue is likely
too tempting to ignore. In fact, eager clients are
facing a general shortage of broadband inven-
tory. Already, Topps, General Mills, Kellogg’s,
Activision and Sony Pictures have signed on as
advertisers with TurboNick, said vp of Nick-
elodeon ad sales Kevin Arrix. |
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rules and sent them back, saying the
agency had not sufficiently justified the
limits it set. Last month, the U.S.
Supreme Court declined to intervene.

FCC Chairman Kevin Martin has
expressed interest in rapidly conclud-
ing the reconsideration of the ban on
common ownership of broadcast sta-
tions and nearby daily newspapers.
Martin could seek to separate it
from the other rules later in the pro-
ceeding. —Todd Shields

OLN Live Tour Coverage

Scores Best Ratings Ever

OLN got off to a yellowjersey start with
its live coverage of the 2005 Tour de
France over the July Fourth holiday
weekend, posting its highest numbers
ever with an average 0.48 household
rating. With viewership up 80 percent
from 2004, the network averaged a
total audience of 418,735 for July 2
and 3. Last year, OLN drew around
99,000 viewers in the course of an
average non-Tour weekend.

OLN'’s Tour coverage will dominate
its schedule throughout July, with live
racing running from 8:30-11:30 a.m.,
followed by two-hour replays at noon,
2:30 p.m., 5 p.m. and midnight. A wrap-
up of the day’s action, The Tour de
France Prime Time Show, runs nightly at
8. The Tour ends in Paris July 24. ——AC

Times’ Miller Held After

Refusing to Name Source

The legal battle over the identity of two
reporters’ sources that leaked the name
of an undercover CIA agent came to a
head last week.

New York Times reporter Judith
Miller was sent to a detention center in
Alexandria, Va., after refusing to reveal
her sources and could remain there
until the grand jury ends its investiga-
tion in October. “[Miller] has chosen
such an act in honoring her promise of
confidentiality to her sources,” said
Arthur Sulzberger Jr., publisher of The
New York Times. Meanwhile, Time
reporter Matthew Cooper agreed to
testify after his source relieved him of
his obligation to confidentiality, thus
avoiding jail time. —Stephanie D. Smith
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WB Kids Block Grows Up

Afternoon runs of £R, Rules tesigned to draw broader female demos

NETWORK TV By John Consoli

he WB will air repeat episodes of drama
ER and sitcom & Simple Rules for Dating
My Teenage Daughter in its revamped 3-5 p.m.
weckday block beginning in January. ER will
air from 3—4 p.m., and two episodes of & Sim-
ple Rules will air each day from 4-5 p.m. The
shows will fill the time period currently occu-
pied by two hours of Kids WB programming.
WBE exces plan to make use of both shows’
mainly female audience—women 18—49 for FR
and women 12-34 for 8 Simple Rules—to pro-
mote a broader range of the network’ prime-
time programs than it can during the current
kids block. Ad time for the shows will be sold
nationally, with each WB affiliate getting
about 20 percent of local ad avails to sell, sim-
ilar to WB’ prime-time split.
“I think these shows will help us increase
the W3 footprint and drive more adults to our

8 Simple Rules, starring the late John Ritter,
gets a new life weekday afternoons on WB.

AIG SJODIN/ABC

prime-time shows,” said Bill Morningstar, WB
exceutive vp ot media sales. “And I think there
will be a lot of interest in these shows. This
will be ER’ first weckday broadcast clearance,
and it will be 8 Simple Rules’ first airing outside
of [ABC% prime-time], including all the John
Ritter episodes.” (ER runs off-network on
I'NT during the day.)

Brad Turell, WB executive vp of network
communications, said the deal with Buena Vista
for 8 Simple Rules works not only for the WB
but also for the studio. Only 66 episodes of
Rules exist, much fewer than it needs for a run
in syndication. “Our deal allows the show a sec-
ond life and benefits us both,” Turell said.

The WB has announced it will air episodes
of Reba—a 20th Century Fox show that now
airs in prime time on the WB—weekdays from
+-5 p.m. starting in fall *06. Reba will debut
after Rules ends its run in September.

Morningstar said he will begin selling ad
time on the new block immediately. “Ideally,
we would have liked to have sold it in the
upfront. But the good news is that the block has
been well received by advertisers, it targets a
specific audience and it is a concept they should
be able to get their hands around.”

Morningstar said he is still unsure what
cost-per-thousand rate the block will attract,
or how much money advertisers have set
aside following the upfront for a buy like this,
but said he will tout the value of getting into
the block on the ground floor. “To be able to
buy two shows like this nationally, on a day-
date basis in daytime, should be very attrac-
tive to them,” he said. [ |

Not FAIR, Pleads Nielsen

Agencies, researchers say progress will stop if Feds get into ratings business

RESEARCH By Katy Bachman

f the FAIR Ratings bill recently introduced
by Sen. Conrad Burns (R-Mont.) were in
effect today, Nielsen, owned by Mediaweek par-
ent VNU, could not have launched its local
people ineter service in markets where it lacks
full accreditation: New York, Chicago, Los
Angeles, Washington, D.C., and Philadelphia.
Several  broadcasters, notably Tiibune
Broadcasting, Allbritton Communications and

Fox “lelevision, say they are so fed up with
Nielsen’s preference to introduce I.PMs before
accreditation and fix issues on the fly that they
have no choice but to support the legislation.
Others privately express enthusiasin for the
intent of the bill but worry about the exccution.
As is always the case with research and ratings,
the devil could be in the derails.

“Are we asking the MRC [Media Rating
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Council] to do something beyond what they’re
structured to do?” asked one broadcast exec
who requested anonymity. Although broad-
casters had high praise for the MRC, many
described its procedures as “ad hoc.” Voting
among the MRC’ membership of TV, cable,
advertisers and agencies is often based on self-
interest rather than objective research.

The MRC, established by Congress more
than 40 years ago as a nonprofit organization,
isn’t taking a position, despite the fact that the
bill would endow it with more clout. “It could
change things about us, but I'm not sure what,”
said George Ivie, MRC executive director.

As Nielsen execs see it, the bill would trans-
form the MRC into a virtual arm of the feder-
al government, resulting in nothing but trou-
ble for the TV business. According to Nielsen,
certain ratings services would shut down, such
as its local Hispanic service in 19 markets,

which is not accredited by the MRC.

Under FAIR (fairness, accuracy, inclusivity
and responsiveness), every change to a product
or methodology would have to be accredited
before it goes to market. Agencies fear innova-
tion would come to a halt. “If the government
gets involved, they could hold up future ratings
technologies for months,” said Kathy Craw-
ford, president of local broadcast for Mind-
Share. “Its sad that the government got
involved [because] of the inability of a group of
parties to sit down and negotiate differences.”

While the industry is mixed about govern-
ment involvement, most agree that the current
situation is untenable. “It’s uncertain mandato-
ry accreditation will solve the problem...
[but] how could the situation get any worse?”
said Gale Metzger, who was the principal force
behind SMART, a rival national TV ratings

service that went under several years ago. M

Top Gourt Eyes Media's Role

Some see agencies’ liabifity in Supreme Court ruling on Grokster

WASHINGTON By Todd Shields
T he U.S. Supreme Court gave ad agencies

and media buyers reason for caution in its
ruling against makers of software used to illic-
itly trade millions of copies of movies, TV
shows and music recordings via the Internet.

The justices, in a
9-t0-0 decision June
27, said software pro-
viders such as Grok-
ster could be sued for
inducing copyright
infringement and sent
the case back to
lower courts, where
the companies face
potentially ruinous
judgments. The ver-
dict was a win for
the movie and TV
industries, which want to avoid widespread
computer-aided copying like the online theft
that has been blamed for declining sales of
recorded music.

The high court in its opinion said a compa-
ny could be liable if it intends for its product
to be used for copyright infringement, and that
a company’s advertising could help reveal such
intent. Steps such as “advertising an infring-
ing use...show an affirmative intent that the
product be used to infringe,” wrote Justice
David Souter, the opinion’s author. Souter
also pointed to advertising from Grokster and

Souter has placed
media on notice.
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co-defendant StreamCast aimed at luring
users of the illegal Napster music-swapping
service, which was shut down amid record-
ing-industry lawsuits.

"The high court’ decision could leave media
and ad agencies to share liability for products
and services that are found to infringe copy-
right, said Richard Eisert, a partner in the
advertising, marketing and promotions group
at the New York law firm Davis & Gilbert. “If
you target a population that’s known to be
infringers, that could come back to haunt you,”
Eisert said. But Douglas Wood, a partner at
Reed Smith in New York and general counsel
to the Association of National Advertisers, said
the high court’s language merely restated exist-
ing understandings, such as the inadvisability of
advertising adult beverages to minors. “Res-
ponsible advertisers advertise legal uses,” Wood
said. Like Eisert, Wood said the precise impli-
cations of the Grokster ruling will emerge as
lower courts interpret the Supreme Court’s
directive, deciding on a case-by-case basis what
amounts to inducement and what falls short.

In another decision released June 27, the
Supreme Court ruled 6-to-3 that cable opera-
tors cannot be forced to share their high-speed
Internet connections with rival service
providers. Critics said the decision will let
companies close the Internet to open competi-
tion. Cable said it correcty keeps their private-
ly built lines free of burdensome regulation.

Editor: Michael Blrgi

Managing Editor: Jim Cooper

News Editor/Editor, Mediaweek.com: Lisa Granatstein
Departments Editor/Copy Chief: Anne Torpey-Kemph

Editor, Special Reports: Patricia Orsini

Senior Editors: Katy Bachman, Marc Berman, John Consoli,
Alan J. Frutkin

Washington Editor: Todd Shields

Senior Reporters: Anthony Crupi, Mike Shields,
Stephanie D. Smith

Associate Editor: Aimee Deeken

Market Profile Editor: Eileen Davis Hudson

Media Person: Lewis Grossberger

Contributing Editor: Catharine P. Taylor
Contributing Writers: Tony Case, Keith Dunnavant,
Eric Schmuckler

Design Director: Paul Virga
Senior Photo Editor: Kim Sullivan

Information Marketing: Director Mary Barnes;
Assoc. Dir: Michael Nass; Mgr: Frances Davis
List Rental Info: JJ Single (845) 731-2731
Subscriber Services: 1-800-562-2706

Customer Service: mediaweek@espcomp.com
Reprints: Valeo Intellectual Property 651-582-3800

Publisher: Geraldine FitzGerald

Regional Sales Director Midwest: Tina Balderas,
Regional Sales Director West: Eric Scott

Sales Assistant Amy Blod 646-654-5106

Account Managers: Kevin Johnson, Cofleen Kurrus,
Scott Stewart; NY: Kurtis R. Bell, Liz Irving,
LA: Jerry Sletteland; New England: Liz Irving

ADWEEK CUSTOM MEDIA
Editorial Director: Colby Coates

CLASSIFIED: Sales Director Brian Chester 646-654-5301
Sales Mgrs: Randy Larsen, Karen Sharkey

Western Rep. Kathy Alix

Asst: Sales Michele Golden; Assistant Betty Dyleuth

Marketing Services Director: Robert Kuwada
Promotion Art Director: Kevin Bayley

A Marketing Manager: Andrea Taylor
Marketing Services Coordinator: Pamela Bernstein

Mediaweek Online Group Brand Mgr: Matt Lennon
Directories/Publishing Dir: Mitch Tebo

Director of Conferences and Special Events: Shanny Bang
Conferences and Special Events: 1-888-536-8536

Mgr. of Conferences and Special Events: Rebeka Dolid
Coor. of Conferences and Special Events: Dana Gerber
Online Address: www.adweek.com/adweekconf

Director of Operations: Adeline Cippoletti

Production Director: Elise Echevarrieta

Production Mgr: Cindee Weiss

Asst Mgr: Noah Klein Production Coordinator: Eileen Cotto
Assts: Michele Deroche, Sal Destro

Vice President/Marketing: Mary Beth Johnston
Vice President/Sales: Randel P. McDowell
Executive Vice President/Sales: Wright Ferguson, Jr.

MARKETING/MEDIA & ARTS GROUP
President Michael E. Parker

VP General Manager H. Todd Hittle
Business Manager Lotte Vester

' vnu business publications

usa
President & CEO Michael Marchesano
Chief Operating Officer Howard Lander
Group Presidents Robert Dowling (Film & Performing Arts),
Mark Holdreith {Retail). John Kileullen (Music & Literary),
Richard O'Connor (Trave!, Performance. Food Service & Real
Estate/Design), Michael Parker (Marketing/Media & Arts)
Vice President Joanne Wheatley (Information Marketing);
Karen Palmierl (Manufacturing and Distribution)

W vnu business media

President & CEO Michae! Marchesano

Chief Operating Officer Howard Lander

Chiet Financial Officer Joe Furey

President - VNU Expositions Greg Farrar

President - eMedia and Information Marketing Toni Nevitt
Senior Vice President/Human Resources Sharon Sheer
Vice President/Business Management Joefien Sommer
Vice President/Communications Deborah Patton

Vice President/Licensing and Events Howard Appelbaum
Oirector of Planning and Development Jonathan Gordon
Editorial Director Sid Holt



All the critical data ~ YOUR ENTIRE INDUSTRY
youneedin the .. AT YOUR FINGERTIPS!

format you choose.

THE 2005 ADWEEK DIRECTORY Ppacked with over 6,400 Advertising
Agencies, PR Firms and Media Buying Services and more than 26,000 personnel. Detailed
information on each branch office including phone, fax, e-mail, URL, services, industries
served, billings, personnel, accounts, parent company and subsidiaries. Indexed by State/City,
Type of Organization and Parent Company. Special sections feature Agency Rankings, Name
Changes, Openings & Closings and Advertising Awards. Available in print, Windows compati-
ble CD-Rom and online.

THE 2005 BRANDWEEK DIRECTORY with distinct information on over
6,900 individual brands, it’s the only resource of its kind. Provides address, phone, fax and
URL with over 18,000 personnel at both corporate and brand level. Listings also include
media expenditures, parent company, industry category and lead advertising agency.
Indexed by State/City, Brand Marketer and Industry Category. Plus the Top 2,000 SuperBrands
ranked by media expenditure in 44 industry categories. Available in print, Windows compatible
CD-Rom and online.

THE 2005 MULTICULTURAL DIRECTORY 1he single source for infor-
i |\ mation on the HISPANIC/LATINO, AFRICAN-AMERICAN, ASIAN-AMERICAN, and the newly

K | 1 added GAY & LESBIAN markets with complete listings of: Advertising Agencies, PR Firms,

of Media Buying Services, Multicultural Media-Radio, Television, Cable Networks, Magazines &
Tl Daily Newspapers and Brand Marketers with multicultural marketing programs. Organized
' by Ethnic Groups- Ethnic specific organization allows for ease of use and quick targeting of
the type of organization needed. Available in Print and Online.

AULTICULTURAL
RK THE 2005 MARKETER’S GUIDE TO MEDIA compact and easy-to-

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

Alslean i
o A

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

THE [SDWEEK DIRECTORIES Order the database you want in
the format that works for you.

THE ADWEEK DIRECTORY [l Print & CD $399 [ Online $699 [ Print/CD/Online $899
THE BRANDWEEK DIRECTORY [ Print & CD $399 ] Online $699 [ Print/CD/Online $899
ADWEEK/BRANDWEEK DIRECTORIES gféga [ Print & CD $699 [ Online $1150 [ Print/CD/Online $1299
MULTICULTURAL MARKETING DIRECTORY [ Print $299 71 Online $499 [ Print/Online $699

MARKETER’S GUIDE TO MEDIA [ Print $129
*All CD's are Windows compatible only.

JSDBIND
Name
1
Title [J Payment Enclosed
(make check payable to ADWEEK Directories)
Company [J Charge my: CJVISA [ MC AmEx
Address Card #
. . Exp. Date
City State Zip
Signature
Phone Fax g
E-Mail i Add appropriate sales tax in CA, DC, FL, GA, MD,
(required for online access) MN, MO, OH, SC, TN and TX. Canada add GST.

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




- Tl 4 "+ r
'?5,, O i'
T -":','"F':'E'. -y
BULERE. e
e TR b AN :
L | Ra e
I.‘.:i‘a*.i_ L e P
¥ A o
: - nm‘ ' ;z,
; : r g LA
hevenfisan Aspaces : g 8
% AR . P
e m&tmlmm. i3 | _—-\-?" g
, o
Y Ao, duving s B f_" ,_‘
g s, el
3 '_-.,". g vl !' ki .
M ‘_f 4 '|"".m\ =
o 1 il P ol i 4 L
Ead | AN -
-\\! “«:% § N -

. 2005

MULTICULTURAL
ig' m‘

[ A MERICA

“. Directories

s

THE ADWEEK DIRECTORIES

PO BOX 17018

NORTH HOLLYWOOD CA 91615-7018

ARAKDS

PRODUCTS

SERVICES

\ i
A H
L] g
MARKETERS
[ -

°
Nieisen
-

A
= Your complete
source for:

ADVERTISING
MEDIA
OUTDOOR
MAGAZINES
NEWSPAPERS
KEY PERSONNEL
MARKETING
MULTICULTURAL
- MEDIA TRENDS
INTERACTIVE
RADIO

TV & CABLE
RATES
DEMOGRAPHICS

VIQIW OL

Postage
Required
Post Office will
not deliver
without proper
postage.

TO ORDER:
CALL
1-800-562-2106,
FAX
646-654-5518
OR |
ORDER ONLINE
@

www.adweek.com/directories 1

X



BY EILEEN DAVIS HUDSON

_ with a problem that has plagued the city for
X, ) d o *  years—homeless people, who are often seen
milling about downtown. A new $+.3 million
homeless facility called The Gateway Center
is set to open this summer.

Earlier this year, the city was besieged by a
gunman on the lam, a story that consumed
local media and drew international attention.
Coverage of the all-out
manhunt and eventual
capture of Brian Nichols
following his brazen court-

To find other markets,
go to the Market Profile

Index at the new
mediaweek.com

i

Execs of Atlanta’s MARTA transit system test the new wireless TV network for rail passengers.

Atlanta

KNOWN AS THE GATEWAY TO THE SOUTH, ATLANTA IS A BUSTLING, MODERN METRO-
politan mecca set in the heart of Georgia that attracts new residents
from all over the country. Several new projects slated for completion
this year may help lure even more people to the city, both tourists and

transplants. Among them, the Georgia
Aquarium, set to open Nov. 23, is the corner-
stone of the city’s downtown revitalization
efforts. The aquarium, situated across from
Centennial Olympic Park and the Georgia
World Congress Center, is expected to attract
more than 2 million visitors in the first year
and create more than 200 jobs.
The aquarium will be one of
the largest in the world, housing
more than 35,000 creatures in
5 million gallons of fresh and
marine water. The grand facility,

Atlanta mayor Ivan Allen Jr. Accounting tirm
Ernst & Young will be the anchor tenant,
occupying nearly half of one of three planned
buildings. A 250-room hotel will be built on
the site, along with the new headquarters for
Southern Co., one of the largest electricity
distributors in the United States.

Atlanta is also trying to deal proactively

NIELSEN MONITOR-PLUS
AD SPENDING BY MEDIA / ATLANTA

Jan.-Dec. 2004

Jan.-Dec. 2003

THE RAIL NETWORK. CURTIS COMPTON/AP PHOTO :

house shooting spree gen-
erated countless hours of
coverage on local television news outlets in
the market, ranked ninth in the country with
2.06 million TV households.

ABC affiliate WSB-TV, owned by Adanta-
based Cox Broadcasting, is the market’s long-
time leader, winning all local news time peri-
ods. WS also has as its early-news lead-in
The Oprab Winfrey Show, a ratings juggernaut.
[t is the highest-rated daytime non-news pro-
gram in the market, earning a 9.8 rating and
21 share in households in the May sweeps.
Station executives did not return phone calls
for comment.

Fox-owned and -operated WAGA is also
a strong local news competitor in the market,
generally second overall to WSB. It produces
seven and a half hours of local news a day—
weekdays from 5-7 a.m,, followed by morn-
ing show Good Day Atlanta from 7-9 a.m.,
half-hour noon news and an hour of news at
S p.m., 6 p.m. and 10 p.m—more than any
other station in the market. Executives did
not return calls.

Atlanta’s  CBS  affiliate, Meredith
Corp.—owned WGCL-TV, has instituted sev-
eral key programming and statf changes since
last fall. Among themn, the station hired news
director Rick Erbach in January. He had most
recently served as vp of CNN Newsource
sales and affiliate relations. In May,
WGCL promoted veteran sales
executive Joanna Hemleb to gen-
eral sales manager from national
sales manager. Before arriving at

which will even feature a ballroom, Spot TV $593,613,085 $592,577,451 WGCL in 2003, Hemleb was a
is the result of a $200 million gift Local Newspaper $414,328,162 $400,887,185 sales executive at Tribune Broad-
from Bernie Marcus, co-founder of Spot Radio $230,953,542 $203,951,769 casting’s WB affiliate WATL for
Atlanta-based The Home Depot. Outdoor n/a* $102,263,784 15 years.

Another downtown initiative is Local Magazine $12,977,122 $15,084,446 WGCL also welcomed Rich
a $300 nullion office and hotel Total $1,251,871,911 $1,314,764,635 Noonan as the new lead male

development project called Allen
Plaza, named in honor of late

*Outdoor not measured in 2003. Source: Nielsen Monitor-Plus

anchor of its 4 p.m., 6 p.m. and
11 p.m. newscasts. Noonan, who

mediaweek.com July 11, 2005 MEDIAWEEK 9
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NIELSEN RATINGS / ATLANTA

EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

started in October 2004, most recently served
as an anchor at Meredith’s Fox affiliate

WHNS-TV in Greenville, S.C.

Evening News Last November, WGCL stopped airing

Time Network Station Rating Share news at 5 p.m., pushing the newscast back to
4-5 p.m. CBS WGCL 24 5 + o’clock and simultancously moving The
5-5:30 p.m. ABC wsB 9.8 19 Eflen DeGeneres Show up to 5 p.m. WGCL vp
R WAG{\ 02 i and general manager Andy Alford made the
\I;IV%C VWVZ(\_IQ, gg 11 shift after realizing th‘(.lt with all the competi-
CBS WGCL* 20 4 tion at 5 p.ny,, his station had an opportunity
Independent WTBS* 19 4 for local-news exclusivity at + p.m.
UPN WUPA* 13 2 WGCL also exited the local morning-
5:30-6 p.m. ABC WSB 9.8 19 news race, now offering traffic and weather
Fox WAGA 6.3 12 cut-ins from 5-9 a.m. “As a CBS affiliate with
NBC WXIA® 5.8 11 the huge lead-ins from CBS prime program-
wB WATL* 2.2 4 ming, [we thought that] if we could reallocate
CBS WGCL* 2.0 4 our resources, we could refocus our news to
L gl WTBS‘: el ¢ compete more effectively,” says Alford. “I
6-6:30 p.m. ng VWV;JEA 12):; 23 Fhink the Mny book has borne that out.” For
Fox WAGA 53 10 instance, in May 2004, WGCL5s 5 o’clock
NBC WXIA 5.1 9 news did a 0.4 rating in women 25-54; Ellen
UPN WUPA* 3.1 6 earned a 2.0 rating in the demo in May 2005.
Independent WTBS* 23 4 Alford says the station saw “gains across
wB WATL* 1.8 3 the board at 11 o’clock,” narrowing the gap
CBS WGCL 1.6 3 between itself and its rivals in the time period.
6:30-7 p.m. ABC wsB 10.9 20 WGCL cexpanded its Sunday late news to
Fox WAGA 5.3 10 I 1-midnight, which includes a half-hour
sports wrap-up show.
Late News Viacom’s UPN affiliate WUPA has bene-
10-11 p.m. Fox WAGA 95 14 fited from the success of the network’s prime-
UPN WUPA 1.9 3 time shows, such as Awierica’s Next Top Model.
10:30-11 p.m. Fox WAGA 9.5 14 Station gm Meg LaVigne says WUPA was up
UPN WUPA* 1.1 2 25 percent in its key demo of adults 18-49
11-11:30 p.m. ABC wSB 8.8 16 year-to-year in May in prime time.
PLog i B i Among non-news competitors, the station
[(:;SXS xf\;gk' 32 g also finished first in'the. late-.f'ringe blocl.\' 11
WB WATL‘ 2:2 " p-m.—2 a.m., where it airs African-American
UPN WUPA* 19 3 evergreen shows such as Good Times and San-
ford & Son. African Americans make up nearly
*Non-news programming. Source: Nielsen Media Research, May 2005. 30 percent of the DMA (25 percent, accord-
ing to Scarborough) and more than 60 per-
cent of Atlanta proper.
Those shows will take a rest this fall when
ARBITRON WUPA launches an entirely new slate of late-
RADIO OWNERSHIP fringe syndicated programs, including South
Owner Stations " gﬁg;:lour (ir??;img:s) Sl}g;;ol Park and Living Single. The Bernie Mac Show
Cox Radio 1AM, 4 FM 219 $114.0 28.8% will be double-run weekdays from 7-8 p.m. in
Clear Channel Communications 1AM, 5FM  14.9 $65.1 16.4% access. The station also acquired 24 in syndica-
Infinity Broadcasting 1AM, 2 FM 133 $56.4 14.29% tion lor the weekends. WUPA’s d-.1yt1.me will
Jefferson-Pilot Communications 2 FM 4.6 $38.4 9.7% also have a new look with the start of a court
Radio One " AEM 12.4 $32.6 8.2% block, including Fudge Mathis, newly acquired
ABC Radio 2 FM 77 $29.9 7.6% Texas Justice and a third, as-yet-unannounced
Susquehanna Radio 2 FM 4.0 $26.0 6.6% show, says LaVigne.
SelEmIEommuE c At 1 FM 3.1 $8.1 2.0% About a month ago, WUPA unveiled a
Dickey Brothers Broadcasting 1AM 10 $4.1 1.0% new hybrid satcllite truck that can broadcast

live as well as feed back to the studio. “So, we
can go out in the field and cover live events
like a radio station,” LaVigne says, such as the
first annual Vibe Music Festival and the Music

Includes only stations with significant “egistration in Arbitron diary retums and licensed in Atlanta or immediate area. Share
data from Arbitron Winter 2005 book; revenue and owner information provided by BIA Financial Network,

10 MEDIAWEEK July 11, 2005 mediaweek.com
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Midtown festival, a popular local event that’s
about a dozen years old. WUPA covered
both events live and broadcast Atlanta
Tonight, its locally produced entertainment
show, live from the fests. The 30-minute
Atlanta Tonight airs after the station’s half-
hour 10 p.m. newscast, which Gannett Co.’s
NBC affiliate WXIA produces. Executives at
WXIA did not return calls.

“Television is a breathing, living thing,
and we want to be the television station
to the community,” LaVigne says. “We want
to be local in ways that television stations
usually are not.”

Tribune Broadcasting’s WB  affiliate
WATTL does not produce local news. Its syn-
dicated programs include 7he Maury Povich
Show at 5 p.m., The Simpsons, which it dou-
ble-runs from 6:30-7:30 p.m., and Everybody

NEWSPAPERS: THE ABCs

Fuiton County: 335,246 Households
The Atlanta Journal-Constitution

DeKalb County: 260,073 Households
The Atlanta Journal-Constitution

Cobb County: 245,152 Households
The Atlanta Journal-Constitution
Marietta Daily Journal

Gwinnett County: 224,081 Households
The Atlanta Journal-Constitution

Clayton County: 88,298 Households

Daily

93,494

52,755

48,348
16,718

46,299

Loves Raymond at 11 p.m.

In the Atlanta market, cable network TBS
is considered a local Independent station as
WTES, airing much of the same shows it car-
ries nationally, including Friends, Seinfeld,
Liverybody Loves Raymond and Yes, Dear.

Univision Communications launched the
market’s first and only Spanish-langnage TV
station, Univision O&O WUVG-TV, on
Jan. 14, 2002. Hispanics make up about
8 percent of the market, the nation’s 23rd-
largest Iispanic market. “We may rank only
23, but we are No. 3 in household income in
the United States, second only to Washing-
ton, D.C., and San Francisco,” says Jenny
Lovelace, WUVG general sales manager.
The Hispanic household income average is
$67,000; total Iispanic economic buying
power in the market is about $8 billion. “So

Sunday Daily Market Sunday Market
Circulation Circulation  Penetration Penetration
129,140 27.9% 38.5%
93,475 20.3% 35.9%
83,694 19.7% 34.1%
16,904 6.6% 6.7%
85,676 20.7% 38.2%
25,119 16.4% 28.4%

The Atlanta Journal-Constitution,

14,489

*Data is based on audited numbers published In the Audit Bureau of Clrculations’ Spring 2005 County Penetration Report.

ARBITRON

RADIO LISTENERSHIP / ATLANTA

Avg. Qtr.-Hour Share

Morning  Evening
STATION FORMAT Drive, 12+ Drive, 12+
WSB-AM News/Talk 12.8 9.6
WVEE-FM Urban 10.5 8.7
WALR-FM Urban Adult Contemporary 6.1 4.4
WKHX-FM Country 45 5.2
WSTR-FM Top 40 3.8 42
WWWQ-FM Contemporary Hit Radio 3.8 2.0
WHTA-FM Urban Adult Contemporary S 4.5
WPZE-FM Gospel 3.3 3.2
WSB-FM Soft AC 3.2 35
WWVA-FM Spanish 3.2 2.8

Source: Arbitron Winter 2005 Radio Market Report
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it’s a very powerful 8 percent,” Lovelace adds.

WUVG started producing two-minute
local news briefs hetween 6 p.m. and 11 p.nu.
in May 2003. It also launched a half-hour
local community-affairs show in spring 200+
called Nuestra Georgia. In staffing changes,
WUVG over the last two years has more than
doubled its sales teamn from four persons to
nine, and it has added a local sales manager
and national sales manager.

Comcast Cable is the dominant cable ser-
vice provider in the market. Its ad-sales arm,
Comcast Spotlight, serves as the local inter-
connect. Spotlight reaches 1,207,186 sub-
scribers in the DMA and offers 65 insertable
networks, including 54 analog networks and
11 digital channels.

Besides Comcast, Comcast Spotlight reps
for Alltel, Charter Communications, Coving-
ton Cable, Adelphia Cable, Plantation Cable,
CommuniCom Cable and Monroe Utilities
Network. Comeast controls about 6+ percent
of the interconnect. Cable penetration in the
Atlanta market is 62 percent, slightly below
the average for the top 50 markets, according
to Scarborough Research. In contrast, 29 per-
cent of the market is hooked up to satellite
service, making the market 41 percent more
likely to be connected to satellite than the
top-50 market average.

In the local radio market, ranked 11th in
the country, perennial leader WSB-AM con-
tinues to outpace all others overall, in morn-
ing and afternoon drive (among listeners
12-plus). Cox Radio’s News/ Talk powerhouse
hit the airwaves in 1922, the first radio station
in the South (its call sign stands for Welcome
South, Brother).

WSB-AM is the radio flagship of the
National Basketball Association’s Atlanta
Hawks and the University of Georgia Dawgs
basketball. WSB raked in $+45.5 million in
2004, according to BIA Financial Network
estimates. Its local personalities include Neal
Boortz and Clark Howard, both of whom are
syndicated nationally.

Among major changes to transform the
local radio scene in the past vear, in Seprem-
ber 200+ Clear Channel Communications, in
line with its pledge to expand its Hispanic
presence nationally, flipped the market’s only
FM Talker, \WMAX, to WWVA-FM, a Span-
ish Top 40 Viva format.

On May 9 of this vear, WWVA relocated to
new dial position 105.7, previously Oldies
WLCL-FM, leaving the market without an
Oldies station. On the same day, Clear Channel
relocated Modern Rock WBZY-FM “The
Buzz” at 96.7 to its new frequency at 105.3. It



simulcast with the old 96.7 frequency for a week
until on May 16, Clear Channel’s WMKJ-FM
hecame WVWA, a simulcast of WWVA.

Mecanwhile, former News/Talk WIEL-
M at 105.1, licensed out of Helen, Ga., had
been siinulcasting Viva. Clear Channel is
lcoking to sell the station to Radio Scoul
Georgia LLC. The company reportedly will
pay $650,000 to acquire it.

Other Spanish-language stations have also
popped up in recent years. Among them,
WPBC-AM “Planeta X 1310,” licensed out of
Diecatur, Ga., has been broadcasting a Region-
al Mexican format. IHowever, Pacific Star
B-oadcasting sold the station in March to pri-
vete investor Chang Soo Kim for $3 million.
Pacific Star then purchased Christian station
WPBS-AM 104 for $2.25 million in May.
‘The Planeta X format may move to 1040.

In October 2004, Radio One finalized its
purchase of New Mableton Broadcasting
Corp. for $35 million. Radio One acquired
New Mableton’s R&B Oldies WAMJ-I'M
with the purchase. Radio One, which owns
tkree other FMs in the Atlanta market, had
heen operating WAMJ under a local manage-
mient agreement since 2001

In July 2004, Infinity launched WZGC-
FM, a AAA (Adult Album Alternative) format
at 92.9. The station, which goes by the
mwoniker “Dave fin” and the slogan “Rock
Without Rules,” plays a variety of Rock fare
with a regular playlist that includes U2,
R.E.M., the Dave Matthews Band and reg-
gae legend Bob Marley.

Besides owning the market’s leading tele-
vision station and radio station, Cox Enter-
prises also owns the South’s largest daily, its
flagship newspaper, The Arlanta Journal-
Constitution.

The A7C’s Monday—"Thursday circulation
as of March 31, 2005, was 381,730, reflecting
a 2 percent decline from the same period end-
ed March 31, 2004, according to the Audit
Bureau of Circulations. The paper’s Friday
circ fell 3.8 percent, to 429,946; its Sunday
circ dropped 3 percent, to 610,338.

Last March, declining circulation took a
back seat to concern for staff when an A7C
employee became part of the Brian Nichols
rampage. After flecing the courthouse,
Nichols carjacked several vehicles in quick
succession, including one driven by the A7C"s
Don O’Briant in a parking garage. O’Briant
was pistol-whipped after he refused Nichols’
demand that he get into the trunk of his car
and required stitches.

Among recent initiatives, the A7C in May
2004 purchased 26-year-old Spanish-lan-

SCARBOROUGH PROFILE

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
Hispanjc

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

MEPIA USAGE-OTHER
Accessed Internet Past 30 Days

HOME TECHNOLOGY

Owns a Personl Computer

Purchase Using Internet Past 12 Months
HH Connected to Cable

HH Connected tor Satellite/Microwave Dish

HH Uses Broadband Iriternet Connection

I Comparison of Atlanta

Top 50 Market Atlanta Atlanta
Average %  Composition % Index
31 34 110
40 42 105
30 24 83
32 37 114
14 17 116
12 12 100
26 30 113
13 25 195
14 8 56
52 40 JTATa
60 49 81
21 20 93
18 18 100
29 27 96
39 38 a7
5 17 115
61 66 107
68 71l 104
43 46 108
65 62 96
21 29 141
26 26 100

“Media Audiences-Average: average issue readers for newspapers; average quarter-hour listeners withn a specific daypart for
radio; average haf-hour viewers within a specific daypart for TV and cable. Source: 2004 Scarborough Research Top 50 Market

Report (August 2003-September 2004)

guage weekly Mundo Hispanico. The 58,000
free-distribution newspaper is still run by
its founder and former owner, Lino H.
Dominguez.

The A7C has undergone some staffing
changes in recent months. On March 1,
Robert W. Eickhoff took over as vp of circu-
lation. Eickhoff had previously served as vp of
circulation and operations at the Orlando
(Fla.) Sentine/. In January, Nunzio Michacl
Lupo was promoted from features editor to
deputy managing editor for daily and plan-
ning, a new position. Also earlier in the year,
Alex Taylor, formerly an account executive in
the newspaper’s automotive advertising
group, was named vp and business manager.

Last November, three staffers were pro-
moted: Mike King moved up to associate edi-
torial page editor from public editor; Angela
Tuck, previously newsroom personnel man-
ager, succeeded King as public editor; and
Sara Hicks was bumped up to newsroom per-
sonnel manager from daily planning editor.

Other local print titles include Atlanta

magazine; Atlanta Business Chronicle; alterna-
tive newsweekly Creative Loafing; and Atlanta
Duaily World, the city’s oldest African Ameri-
can newspaper. Launched in 1928, it is now
published weekly.

In outdoor advertising, there are a num-
ber of players vying for their share of the
market’s estimated $102 million ad business
(see Nielsen Monitor-Plus chart). Among the
main ones are Clear Channel Outdoor,
Lamar Advertising, Viacom Outdoor and
Atlanta-based Douglas Outdoor Advertising.

This past spring, Atlanta became the first
city in the nation to launch a TV and radio
network for rail passengers. Each of the
Metropolitan Adanta Rapid Transit Auchority
(MARTA) railcars were outfitted with five 15-
inch flat-screen TV monitors. MARTA will
split the advertising revenue with Atlanta-
based The Rail Network, which developed
the patented wireless technology. WSB-TV
is providing the television programming,
which is available via closed captioning
and audio headsets. |
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OPINION ===
VICTOR GRILLO JR.

Galling All Brands

Direct-response TV has come a long way from yell-and-sell

MOTOROLA, PROCTER & GAMBLE and Pfizer are three
well-known global brands but three very different compa-
nies. Look at their respective products and audiences, and
there’s no question that the marketers of each have very dif-
ferent jobs. However, one thing they have in common is
they've regularly used direct-response television (DRTV)
advertising over the past three years to reach their goals.

When Motorola and Nextel launched Boost, a prepaid
cell phone aimed at the youth market, they turned to DRTV
to drive on-air and retail sales. Procter & Gamble used
DRTV for its Swiffer Duster launch, and Pfizer implement-
ed a DRTV campaign to market a new arthritis drug. Even
Microsoft and General Motors have recognized that DRTV
can be very effective when targeted to consumers who have
a propensity to respond quickly and on a gut level.

In 2003, the latest year for which figures are available,
advertisers spent $24.3 billion on direct-response TV ads—
a 6.9 percent jump over 2002, according to Veronis Suhler
Stevenson’s Communications Industry Forecast, an industry
bellwether. That represents about 41.6 percent of all TV
media buys (according to TNS Media Intelligence, in 2003
total TV media buys equaled $57 billion). Although for
some this may seem remarkable, it’s not hard to see why
DRTV—once the province of Ginsu knives and Ab
Rollers—has come of age and is being embraced by large
brand marketers who once shunned it.

First and foremost, DRT'V commercials can be made for
a fraction of their prime-time network counterparts, and
they’re cheaper to air—up to 70 percent less than a broad-
cast rate card. Additionally, a good DRTV agency can guar-
antee placement in 90-95 percent of the desired dayparts.

Another important element is that DRTV results
are easily measured and tracked. Advertisers usually know
within 10 minutes of their commercial airing whether
it works because the phones either start ringing—or
they don’t. To that end, if a spot is generating response
from some networks/dayparts but not others, results
can be improved immediately by shifting to different
networks/dayparts based on where the phone calls
are being generated.

Finally, contrary to popular belief, DRTV doesn’t can-
nibalize retail sales but builds them. Just look ata campaign
by Motorola and Nextel for the Boost prepaid cell phones
and calling cards. Two separate $500,000 flights were run in
select California cities in 2003—one in Los Angeles and
San Diego during the second quarter, the second in Bak-
ersfield, Fresno, Sacramento and San Francisco during the
third quarter. ‘The goal was not only to sell Boost via TV
but to drive retail sales. The result? Boost reported a 65
percent gain in total sales—including retail—which was
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more than during the Christmas holiday season.

It's Not for Everyone

Despite the phenomenal results it can achieve, DRTV
isn’t magic. Plenty of companies large and small have
had problems when they’ve used it because they either
didn’t understand how DRTV worked or were unpre-
pared for its impact.

It’s imperative to realize that DRTV is “probleny/solu-
tion” advertising. The viewer has to recognize the problem,
empathize with it, see the solution and how it works, then—
based on what they see (testimonials, demonstrations,
etc.)—pick up the phone and order. When any one of these
elements is missing, the spot can't achieve its intended effect
and consumers won’t be compelled to act immediately.

Assuming that action takes place en masse, the next
key concern should be whether you’re prepared for it.
Indeed, many marketers use DRTV only to leverage
cheaper ad rates and aren’t at all equipped for the tremen-
dous response. More than one marketer has slapped an
obligatory 800 number at the end of an ad just to qualify
for the rate and had its phone banks overwhelmed by the
response. Unfortunately, this type of approach usually
backfires because it angers consumers who want—and are
ready—to take action but can’t.

My final—and maybe most important—advice is to not
accept the notion that DRTV doesn’t build brands. Tt abso-
lutely does. You just have to be careful. The key is to bal-
ance brand sensibility with offer prominence. In other
words, you can’t boost the offer to the point where you have
the potential to lose brand appeal. The brand and its repu-
tation should always come first. If you draw on the reputa-
tion of the brand and speak to the quality of the products or
services you're selling, a DRTV commercial can build a
bond with viewers and encourage them to buy right now
and in the future.

[t’s true that DRTV is somewhat riskier than brand
advertising because you are calling for immediate action via
the spot and can gain or lose a customer right then and
there. But as Motorola, P&G and Pfizer have shown,
DRTV has come a long way from the yell-and-sell
approach, and its benefits have the potential to dramatical-
ly outweigh any drawbacks. In short, if you believe in your
product or service and the strength of your brand, it’s a risk
you should be willing to take. [ |

Victor Grillo Jr., founder and chairman of Advanced Results
Marketing, is a pioneer in DRTV advertising and sales. Since
1990, his company has worked with such major brands as
Motorola Boost, Conair, Carvel and Mandalay Resorts Group.



Norm, you screwed
up big time. You
gave up Gooper to
that overzealous
prosecutor. You fink.

MEDIA PERSON -
LEWIS GROSSBERGER

The Norman Gonquest

HEY, THERE HE IS! There’s Pearlstine! Come on, readers,
let’s get him! Tackle the §.0.B.! Hold him down! OK,
Media Person’s gonna sit on Norm’s chest and tell him a
thing or two while you guys restrain him.

Whoa, don’t hit him anymore; he’s stopped struggling.
(Boy, some of you readers have serious anger issues, you
know that?)

Never mind how we got in here, Norm. MP and his
readers have powers not granted to ordinary mortals. Just
shut up and listen.

Norm, you screwed up big time. You gave up your boy
Cooper to that overzealous—yet oddly ineffectual—pros-
ecutor in Washington. Handed over the notes even
though Cooper’s ready to do time. You fink.

We don’t do that, Norm. Understand? We don’t hand
over notes. We hand over nada! Zip! Rien! We’re jour-
nalists, Norm. Maybe you’ve been a big shot so long—
hail the almighty editor-in-chief of the exalted Time
Empire—that you forgot The Journalist’s Code, huh? We
don’t give up a source! Never!

Shut up, Norm! Don’t hand MP that “journalists are
not above the law” crap. We heard you feed that line to
Charlie Rose. Didn’t buy it then. Don’t buy it now. 1f
Cooper and Judy Miller go rot in the slammer, how does
that say “journalists are above
the law,” eh, Norm? Got no
answer for that, do you? Hey,
if you want to put journalists
above the law, you hand out
Kalashnikovs to your minions
at People and Sports lustrated
and order them to open fire
on anybody comes trying
to take Cooper’s notes. Even
Media Person might agree
that’s pushing it a bit far.

Maybe going to law school was your problem, Norm.
In Media Person’s opinion, no journalist should ever go
to law school except maybe Linda Greenhouse. Puts
weird ideas in your head. Makes you think like a lawyer.
It’s bad enough lawyers think like lawyers.

Or maybe it was all those years at The Wall Street four-
nal. Did you go to lunch a lot with the editorial writers,
Norm? That pack of raving wingnuts? Maybe that’s your
problem.

Whatever the reason, Norm, what you don’t seem to
understand is that our job—you know, journalism?—is
making trouble for the government. Especially when the

government is screwing up or lying a lot, which these days
it does to excess. We're supposed to be a permanent rebel-
lion within the system, Norm. Institutionalized whistle-
blowers. A lot of people don’t get that—they confuse the
government with the country—but you’re supposed to be
smart. Educated. Overachieving. So what’s your excuse?

Did you even look at the facts of the case, Norm, while
your dazzling, high-powered superbrain was agonizing
over the decision (completely uninfluenced, of course, by
any corporate financial consideradons)? If you did, you
had to notice how fishy this whole business is.

Come on. Robert Novak outs the CIA agent in his col-
umn and still nobody knows whether he was called to tes-
tify about it? What the hell is that about? If Novak didn’t
blab, why isn’t he being threatened with incarceration?
(Anybody belongs in the lockup, it’s that troll.) If Novak
did blab, what else does the prosecutor need?

Somebody in the White House leaks the story that
outed the CIA agent, and the reporters are going to jail?
The ones who didn’t print the story? This stinks to high
heaven, Norm. It reeks of political machinations and
favoritism and revenge.

Hey, you think Mr. Prosecutor reads the papers.
Norm? Because those of us who do read ’em couldn’t help
noticing that Lawrence O’Donnell, the Washington
insider and talking head, named the leaker on TV. Said it
was Karl Rove. You know, the Karl Rove who sits at the
right hand of the president? That Karl Rove? Has Mr.
Prosecutor picked up a phone and asked Karl to come
chat with the grand jury? You ever wonder how come
Lawrence O’Donnell knows who leaked the leak but the
prosecutor doesn’t?

If it is Karl Rove who threw the low blow that started
this rhubarb (a really atypical move for Karl, huh, Norm?),
what a laugh he must be having. Reporters, The Enemy,
ready to go to jail, to protect him, of all people...from
nothing. Like anybody in Washington today would have
the guts to nip at a powermeister in the White House.

What’s that, Norm? You've got a leg cramp? Gee,
that’s a shame. The reader on Norm’s leg, would you
please get off so he can straighten it out? There you go.
How’s that, Norm? Feel better?

You know, MP’s glad we had this little chat, Norm.
Because sometimes you megamedia muckety-mucks need
to be reminded what it’s all about. Not that Media Per-
son really expects much from a corporation cog. It just
makes him feel better to imagine beating up on one of
you once in a while. |
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Rod Lurie is betting
that a female, and
independent, president
will resonate with
politically divided viewers

Févo

BY A.J. FRUTKIN

BAGS OF RED VINES LICORICE are flung across a table at
the offices of ABC's fall drama Commander-in-Chief, where creator Rod
Lurie and his staft have mapped out the show’s first 13 episodes. United
States President Mackenzie “Mac” Allen withstands cabinet shakeups
and tamily turmoil and must choose whether or not to intervenc in a
Dartur-like African genocidal war. All in a day’s work for the president.
Except this one is played by Oscar winner Geena Davis.

Mac comes to power unconventionally. Tivo years after she’s elect-
ed vice president, her Republican boss dies from a sudden illness. Most
White House staffers would rather see Mac, a political independent—
oh, and a woman—resign than take the oath of office, leaving the job
to the ambitious and arch-conservative House Speaker Nathan
“Templcton (Donald Sutherland). But after Templeton expresses to Mac
his disdain for her—and for her gender—she defies expectations and
assumes the nation’ top job.

Call it political fantasy. After all, at a time when the nation’s ideolog-
1cal pulse is beating to the right, the notion of a woman in the White

16 MEDIAWEEK July 11, 2005 mediaweek.com

Ve repeeny?

/

o

House seems improbable at best. The only thing more far-fetched is
that a West Point graduate like Lurie came up with it.

“I'like women,” he says, frankly. Perhaps best known for writing and
directing the 2000 feature film The Conrender, Lurie traces Communder’s
genesis back to that movie. In it, Joan Allen plays vice presidential nom-
ince Laine Hanson, whose confirmation process is derailed by a conser-
vative senator. Lurie acknowledges that Mac is a descendant—if not an
extension—of Hanson. In fact, he says he first oftered the role of Mac
to Allen, who declined due to scheduling conflicts (so he settled for
naming Mac’s character after the actress).

Lurie credits his 12-year-old daughter with providing his carcer’s
female-friendly focus. “When you become the father of a daughter, you
want to believe she has all the opportunities to become whatever she wants
to be,” he says. “And the truth is, women just don’t in this country, at all.”

Lurie also believes writing for women makes good business sense. In
an entertainment indusery dominated by male stars——from Brad Pitt to
Tom Cruise to Will Smith—*“very few people are writing specifically for



women, Lurie says. “So I don’t have much competition.”

Regardiess of her political affiliation-or ack thereof—Mac
seems to bring as much idealisim to her job as does Josiah Bartlett, the
president on that other Washington-set drama, NBC’s The West Wing.
But Lurie says the two shows are completely ditferent.

There’s the obvious female factor, of course. But more important,
whereas the lives of Bartlett’s White House staff are as crucial to The
West Wing's storvlines as Bartlett, Commander’s focus will rematn on Mac
and the issues that “cross the threshold of the Oval Office,” Lurie says.

Another distinction between the two series resides in Sutherland’s
character. Luric inidally refers to Templeton as the show’s “villain.” But
then he quickly revises his description, saving, “I want to rephrase that
because Donald gets upset when I use that word. We have an antagonist
on our show. And that’s what he really is, because to many people in the
audience, he’s not going to be a villain.”

Indeed, Luries self-editing reveals not only his own political lean-

THE HANDLER Lurie helps
frame a scene with Commarder-
in-Chief stars Geena Davis znd
Kyle Secor, who plays the
nation’s First Husband.

ings—he’%s an avowed liberal—but the quandary that most TV writers
find themselves in today when portraving the machinations of
Washington insiders. For a medium in which success is defined by draw-
ing as broad-based an audience as possible, advertisers and network
evecs continue to question whether Hollywood’s liberal politics risk
alienadng viewers, most notably those in the so-called red states.

The West 1Ving’s own ratings trajectory seems to underscore that gap.
The series, which premiered in 1999, enjoyed its greatest success dur-
ing Bill Clinton’s White House tenure. And its decline came in the wake
of Clinton’s departure, not to mention the rise of a new national con-
servatdsm. Even CBS chairman Les Moonves got squeamish when it
came time to air the network’s made-for-TV movie The Reagans last
spring, shifting it over to Viacom’s pay cable net Showtime.

Lurie acknowledges it’s no coincidence that Mac is neither a
Democrat nor a Republican. “If this show attacks anything,” he says,
“it’s the two-party system, which tells us that there is only red and
blue, when there’s also white and black and yellow and brown and
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green and many other colors, and that we don’t have to be philo-
sophically attuned to one side.”

For ABC Entertainment president Stephen McPherson, presenting
all aspects of the political debate is key to the show’s success. “Rod is ter-
rific at looking at situations from many different angles and giving them
all voices, and that’s the most important thing for this show,”
McPherson says. “All sides need to be represented.”

Advertisers agree. “I think given what happened with The West Wing,
and the fact that we did enter into a red-state mentality in the last year,
making Mac an independent could help keep the audience as broad as
possible,” says Stacey Lynn Koerner, Initiative’s executive vp/director of
global research. Lurie admits he had considered casting Mac as a
Republican. But ultimately he decided against it. “I can’t write to a belief
system that T can’t swallow myself,” he says, adding thats why he
brought several politically conservative writers and producers onto his
staff, including Stuart Stevens, who ran the last two media campaigns
for President George W. Bush. What's more, Lurie promises that
Templeton won't be the show’ only, er, antagonist. “We’re going to
have some villains who are Democrats too,” he adds.

Further softening the program’s political tone is the fact that ABC is
marketing the show as a family drama, not just as a political one. So

we ended up without anybody really being the center of the show.” That
won'’t happen again, he assures, noting that Commander is anything but
an ensemble drama. “It’s the Mackenzie Allen show.”

Fire launched during the final months of Lloyd Braun and Susan
Lyne’ joint tenure overseeing ABC’ prime-time schedule. But it was
developed at sister studio Touchstone "Television, when McPherson was
its president, prior to being named programming chief at the network.
Having formed a strong bond with Lurie on Fire, McPherson says he
was eager to get back into business with him.

But with several networks courting Lurie this past season, the real
question may be why Comsmander’s creator landed back at ABC. The
project’s deal was signed before the network hit it big with Lost and
Desperate Housewives. And Lurie says that’s partly why he returned. “We
thought we were going to be the comeback show,” he says, laughing.
Also, without a hit on ABC’ schedule, Lurie adds he assumed there
would be more openings for Commander. By the time Cormmander went
to pilot, however, the network already had strengthened its Sunday and
Wednesday nights. Combined with Monday Night Football returning for
its final season next fall, and the uphill battle that Thursdays still pre-
sent, some of the best time slots had been snapped up.

Although buyers have heaped praise on the drama, several advertis-
ers are taking issue with Commander’s Tuesday 9 p.m. berth. “I just wish
it had better lead-in support,” Carat’s Brill says, noting that the drama
follows sitcoms According to Fim and Rodney. “To come out of two weak
comedies is not the best scheduling.”

McPherson says he’s not looking at the comedies as a “platform for

“The president is the most powerful
person on the face of the earth.

If | can't mine great drama out of that,
| might as well be selling Good Humor
[ice cream).” LuRiE

POWER BROKER Donald Sutherland, who plays Commander-in-Chief’s conservative-leaning antagonist, shakes hands with Lurie during a break in shooting.

much so that Commander is one of three fall series that had their devel-
opment partly funded by the Family Friendly Programming Forum. “If
there was any shred of a chance that advertisers thought this show was
too partisan, they never would have given the series its seed money,”
explains Shari Anne Brill, vp/director of programming at Carat USA.

The show’ broad appeal is clearly evident in the pilot’s nonpolitical
scenes, which often feature Mac’s husband (Kyle Secor) fumbling
through his demotion from chief of staff to First Husband.

Such humor is a far cry from Lurie’s previous TV series, Line of Fire.
The gritty ABC drama, which premiered in December 2003, focused on
an FBI unit tracking a Mob cell. Although critics liked the series, view-
ers didn’t. Lurie thinks he knows why. “The show was overly relentless
in its violence and sexuality,” he says, adding that Commander’s lighter
touch is a direct result of the lessons he learned on Fire. “You can’t be in
a dark place all the time,” he says. “You've got to put a smile on people’s
faces. After all, you’re a guest in their living rooms.”

The other lesson he learned was the importance of a lead character.
Although he says Fire initially was to revolve around actress Leslie Bibb%
portrayal of a young FBI agent, Bibb%s schedule didn’t jibe with the
show’s demands. “So it became more amorphous,” Lurie admits. “And
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Commander.” Rather, just as the network bucked conventional wisdom
with Lost and scheduled the new drama on Wednesdays at 8 p.m. last
fall, McPherson says he sees Commander—paired with Boston Legal at 10
p.m.—as an entry point for drama viewers. “Every time period out there
is challenging,” McPherson says. “Barring putting it after Desperate
Housewives, there just aren’t a tremendous number of easy choices to
make and say, “That’s a no-brainer.””

And following Housewsves was never really an option. With the mid-
season drama Greys Anatomy performing beyond expectations there,
McPherson says he wasn't ready to split them apart. “We wanted to
leave Sunday night intact,” he adds. “That makes sense to us.”

What makes sense to Lurie is the notion of a big, glossy drama
set in our nation’s capital—despite a tough time slot, or the fact that
The West Wing is in decline, or that every political show that has rid-
den West Wing's coattails has failed. But Lurie stresses that
Commuander is not a political show. “It’s a presidential show,” he adds,
hoping that such a distinction will set Commander apart. “The pres-
ident is the most powerful person on the face of the earth. If I can’t
mine great drama out of that, then I might as well be selling Good
Humor [ice cream].” ]

KENT EANES/ABC



THE INDUSTRY CAN'T
SAY ENOUGH ABOUT

MARKETING Y MEDIOS

2005 “Best Start-up Publication” Finalist
in the prestigious Jesse H. Neal National Business Journalism Awards Competition

Here’s what some readers and advertisers are saying

“In a relatively short time, Marketing y Medios has
established itself as a must-read for anyone doing
business in the U.S. Hispanic market. I don’t miss a
single issue and I read each one cover to cover.
Marketing y Medios looks at this market in a new and
fresh manner that complements the information
already being covered by other established sources of
information in the market. I compliment Marketing y
Medios for realizing that the Hispanic market can’t be
effectively covered in annual special reports and for
making such a full time commitment to us. I truly
hope it continues to grow!”

—Roger Gonzalez
President, Alliance Media & Communication

“Adweek’s Marketing y Medios is a hugely welcomed
addition to the Latino business publication world. It’s
so great to see such a highly regarded magazine as
Adweek support our market and get it right, to boot!”

—David Chitel
CEO, LatCom Communications, Inc.

“Thanks for putting a face on our industry. Your
extensive coverage of data, deals and development
across the Hispanic media spectrum has raised the
visibility of our industry across Time Warner.”

—Peter E. Blacker, VP Multicultural & International
AOL Media Networks, America Online, Inc.

“At last, a resource that sheds light on all facets of
the surging Hispanic market! Marketing y Medios
has everything I need to know about advertising
and marketing to Hispanics, as well as compre-
hensive demographic information right at
my fingertips”
—Charlotte Castillo
Director, Marketing & Creative Services
Latina magazine, Latina Media Ventures

FOR THE FINAL WORD ON THE U.S. HISPANIC MARKET, TURN TO
MARKETING Y MEDIOS LIKE THE 18,000+ ADVERTISING, MARKETING
AND MEDIA PROFESSIONALS WHO HAVE DONE SO.

“It almost seems unbelievable to me how, in just a
short period of time, Marketing y Medios has become
an indispensable tool in helping me learn about
everything that is going on in the Hispanic media
marketplace. I read it every month and tear out articles
to discuss with my agency as to how we should address
new media opportunities to reach our growing
Hispanic target audience”

—Edward C. Gold
Director, Media and Sponsorships, State Farm

“Marketing y Medios is a new and refreshing
publication full of useful information. Unlike other
magazines, Marketing y Medios provides right-to-the-
point information that’s up-to-date and relevant to my
day-to-day activities in the marketing and advertising
field. I have referenced the information within many
times with excellent impact, and also have hired the
services of two of its advertisers—again with positive
results. Welcome to Marketing y Medios”

—Juan Gonzalez-Penso
Senior Marketing Communications Manager
BellSouth Corporation

“I find Marketing y Medios a useful tool with
important information regarding the Hispanic world.
This unique publication gives me the insight I need to
plan effectively for my clients.”

—Lynette Fine
VP Account Service, Communication Trends, Inc.

ADWEEK
MARKETING
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EVERYTHING ABOUT
THE HISPANIC MARKET
IN ONE MAGAZINE

TO ADVERTISE, CALL MICHAEL HATHERILL, PUBLISHER, AT 646.654.7501 OR VISIT WWW.MARKETINGYMEDIOS.COM.




MAGAZINES

Jerry Pitt was promoted to publisher of
Primedia’s Hot Rod. He had been pub-
lisher of other Primedia automotive titles
Mopar Muscle, High Performance Pontiac,
Corvette Fever and Vette...Andrew Simon
was named managing editor of men'’s
urban lifestyle title Complex. He had
been assistant/deputy m.e. for Vibe.

RADIO

At ABC Radio Networks: Steve Harris
was named vp of multicultural program-
ming. He was vp of external program-
ming for XM Satellite Radio. And Bella
Jiminez, most recently director of ad
sales marketing for Premiere Radio
Networks, was named director of sales
development...Lee Rosenthal, formerly
director of market development for
Viacom Sports, has joined Sporting
News Radio as vp of sales...Melissa
Bennett-Xistris was named national
account manager for Premiere Radio
Networks. She was most recently vp and
manager of New York sales for West-
wood One...Kelly Kibler was named vp
of sales for Clear Channel’s six-station
Dallas cluster. Kibler was vp and market
manager for CC’s stations in San Diego.

TV STATIONS

NBC Universal Television Stations Group
has tapped Rich Cerussi as executive
vp. He had been vp of sales for KNTV,
the NBC O&O in San Francisco...Steve
Spendlove was upped to senior vp of
the western region for Clear Channel TV,
from regional vp and general manager. ..
Richard Graziano was named vp/gm for
WTIC-TV and WTXX-TV, Tribune's Fox and
WB affiliates, respectively, in Hartford,
Conn. He was general sales manager for
WLVI-TV, Tribune’s Boston WB affiliate.

CABLE

Time Warner Cable has named Sharon
Moloney southwest regional vp of its
media sales unit, based in the Dallas
office. She was vp and gm of Clear
Channel's NBC (WPMI-TV) and UPN
(WJTC-TV) affiliates in Mobile, Ala....Sal
Tofano has joined Disney and ESPN
Media Networks as director, multimedia
sales. He had been corporate national
sales manager for Cox Communications.
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o at the IRPP Awards

ATTENDEES AT THE recent International
Radio Programming and Promotions Awards
event at New York’s China Club no doubt
expected a little levity when Al Franken
stepped up to accept the IRPP’ first World
Achievement Award for Breakthrough

Radio. But the left-leaning satirist and host
of Air America’s daily The Al Franken Show
was uncharacteristically serious. Franken
kept it short and straightforward as he
accepted the honor—only periodically given
to an on-air talent who has made a signifi-
cant impact on the radio industry—on behalf
of Air America, noting the challenges it has
had as a progressive in the overwhelmingly
right-leaning world of talk radio. The light-
ness camie only #fter Franken’s remarks,
when awards presenter Chris Berry, general

House party: House & Garden
hosted more than 900 guests at its
Hampton Designer Showhouse Gala
Opening Night in Southampton,
N.Y. (L. to r.) Adrian Kahan, vp
marketing and communications,
Ralph Lauren Home Collection;
H&G editor Dominique Browning;
and antique dealer Amy Perlin.

manager of right-lean-
ing D.C. talker WMAL
and a member of the
New York Festivals
board that selected the
IRPP winners, joked to
the crowd of interna-
tional radio cxecs that he
was the one who “gave
Al his start in radio.”
Appareutly, some of
Berry’s colleagues didn’t
think Franken deserving
of the attention: For
days after the awards
event, Berry received
several e-mails from
conservative-radio
brethren ribbing him for
“going over to the dark
side.” ...When Coswmio-
Girl editor in chict Susan Schulz set out to
give her readers a sneak preview of the sum-
mer’s hottest soap opera stories, she ended
up on the set herself. At the invitation of the
PR folks at veteran ABC soap General Hospi-
tal, Schulz flew out to Hollywood and joined
the GH cast as Nurse Susan Holland for last
Wednesday’s episode, doing a brief scene
involving an FBI investigator questioning
her about a botched surgery. Schulz nailed
her lines and got along well with her cast-
mates, but worried that one of them might
be in trouble with the law when she saw sev-
eral badges approach the set. “My reaction
was, Oh, my God, what’s going on? Is some-
one getting arrested?” Schulz said. No,
ma’am, just the Port Charles Police Depart-
ment doing its job. =

But seriousty,
folks: Air America

host Franken (l.)
with WMAL’s Berry

—
et
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THE BATTLE FOR THE HEART CREATIVE ROADSHOW IS BACK

A NEW DEFINITION OF CREATIVITY

JULY 2005

Request an invitation at
www.battlefortheheart.com
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EAST

Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month).
New ads, copy changes, and cancellations are due by the third Thursday of the current month
for appearance the following month. RATES: $57 per line monthly; $343 per half-inch dis- Express accepted. Call Karen Sharkey at 1-800-7-ADWEEK. Fax 646-654-5313.

SERVICES & RESOURCES

play monthly. ALL ADS ARE PREPAID. Monthly, quarterly, semi-annual and annual rates
available. Orders and copy must be submitted in writing. Mastercard, Visa, and American

ADVERTISING CONSULTANT
SERVICES

www.AdvertisingRx.com

ADVERTISING SERVICES

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

CARTOONING

GRAPHICHUMOR.COM

COPY/CREATIVE

www.CreativeCopywriter.com
732.571.9672

COPYWRITING

ART DIRECTION

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

ART/DESIGN SERVICES -

INVision

GRAPHICS

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

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

- ADVERTISING
| Cail STEVE At: 718-544-7670

Award-winner. Versatile. Fast. 212-737-8977

Big Agency Copywriter of 20+ years
will write your print, radio, direct mail,
brochures - Within your budget.
212-864-0548

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

MARKETING SERVICES

BRANDING PLANNING

Focus Groups - Trying to get into
your target's head and heart?
212-288-5688. Ask for Jay - Brand Planner

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

PROMOTIONAL MARKETING GURU
Concepts, copy... ASAP. 973/454-6693

MEDIA BUYING &
PLANNING SERVICES

Media Buying Software for Less
314 428 2459  mottertsystems.com

Mediaweek

JOB HUNTING?
Log Onto Adweek Online Today

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

® Contacts — the names and addresses you
need from fully searchable databases

e Stay Up - to - date on current news, people
moves, key industry issues, account changes
Visit our Website at:
http:// www.adweek.com

e-mail: adweek@adweek.com

MEDIA BUYING & TRAINING
SEMINARS

www.mediabuyingacademy.com

MEDIA SEMINARS

paragonmedia.com/mediaseminars.htm|

RADIO PRODUCTION

A b LA NET
OCUTERED

(206)624-9700 * outerplanetradio.com
RADIO MERCURY WINNER

RADIO COMMERCIALS

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

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

www.flyingbrickradio.com

here's a new one:
radiokelley.com

RADIO PRODUCTION

SALES & MARKETING
SPECIALIST

Providing Sales Results for 15 Years.
Forture 5007s - Start-ups - B2B, B2C.
SalesGuruNY@aol.com; 516 446-8598

SOUND EFFECTS

resonatingfx.com
SND FX LIBRARY

SWEEPSTAKES

DOES

LENGTH
MATTER?

It does if they're suddenly
making you say it all in
30 second radio spots
instead of :80.
Need help?
Check out our newest demo of
:30 mini-masterpieces.

www.wadio.com ?

LA: 3R3 957 3399 « NY: 212 768 9717

Catch a Creative Genius
ADWEEK
CLASSIFIED

SWEEPSTAKES: FOR TURNKEY SERVICES

CENTRA MARKETING & COMMUNICATIONS

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

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

VOICE-OVERS

Internetjock.com, 100 voices Starting at $25!

NTT 3
FREELANGERS

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 l
1-800-7-ADWEEK
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OFFERS & OPPORTUNITIES

SINGLE OFFICE
PLUS BENEFITS

Large Office, Advertising/PR Agency
Perfect if you have business that
needs creative/ production/ media/ pr
support.

12 W. 31st St., New York

212-869-7323
Ask for Mark

TICE FOR SALE

SUBSCRIPTION QUESTIONS?

Need Information about a subscrip-
tion to ADWEEK, BRANDWEEK, or

MEDIAWEEK? For fast service, call
our subscriber hotline TOLL FREE:

1-800-562-2706

Specialist in serving Manhatan's

Advertising Community

Margucnte Bonbaum
212607 9289

917 7163789
mbiabaume oo an

corcoran group
a ps

Owned and operated by NRT Incorporated

Businesses For Sale

Two related businesses in NJ
1) Ad Agency
2) B2B Telemarketing/Sales Generation
which has proprietary features.
Excellent opportunity.
Owner- 973/615-3268

EMPLOYMENT

We're growing faster
than the price of a
1-bedroom in Soho.

It's wild. Right now we have 17 open positions in New York,
including Rapp Healthcare. This is the best time to join
Rapp Collins — named “Agency of the Year” by Ad Age.

Account Directors
Account Supervisors
Sr. Account Executives
Account Executives
Asst. Account Executives

Sr. Art Directors
Sr. Copywriters
Sr. Brand Planners
Executive Assistant

EMPLOYMENT

ACCOUNT EXECUTIVE

NYC based market research company
seeks sales person with experience in
ad sales or in selling services to
media companies. Will have strong
communication, prospecting, follow up
and computer skills. Salary $30K +
commission.

E-mail resume to frank@addata.net

Advertising Database

Interactive/Digital Executive

Successful NYC public relations/mar-
keting communications firm is looking
for a charismatic mid-to-senior level
executive for new digital marketing
initiatives.

Experience with brand name clients
or employers preferred. Significant
career/equity opportunity.

Contact: pr@schwartz.com.

G.S. Schwartz & Co.

Sales Representative

South Jersey Publishing Company is
looking for a Healthcare Consumer
Sales person with 3+ years experience
to sell our “New” quarterly diabetes pub-
lication that is designed to reinforce the
physician-patient relationship.

Salary and commission will be based on
experience in this area along with a car
allowance and benefits package. Please
send your resume along with salary
requirements to HR, SLACK, Inc.,
6900 Grove Road, Thorofare, NJ
08086, e-mail resume@slackinc.com
or fax (856) 848-6091. FOF

SLACK, Inc.

Account Manager/Sales

Structural Graphics, the leader in
3-dimensional print/marketing solu-
tions, is looking for a winner to join our
growing New York office. The right
candidate understands the advertis-
ing/direct marketing industry, is
self-motivated and has a proven track
record. Excellent compensation and
benefits package. All information kept
confidential. No phone calls please.
Please e-mail
(jobs @structuralgraphics.com),
fax (860-767-2451)
or mail cover letter and resume to
38 Plains Road, Essex, CT 06426.

For Classified Advertising Rales

Call

1-800-7-ADWEEK

Please email your resume
and cover letter, with the
job title in the subject line to:

nyhr@rappcollins.com

EOE/M/F/V/D

—T*

o
Rapp Collins

Seasoned Business Development Executive

Twenty-five year old award-winning media services company in NYC is looking for
a creative executive to help grow our business. We create multimedia content for
broadcast news outlets and unique out-of-home venues.

At least 5 years creative sales management experience AND 1 to 3 years public re-
lations, media or marketing experience a must.

Contact: jbutler@vidicom.com

MEDIA PLANNERS &
BROADCAST BUYERS

Leading Philadelphia Advertising
Agency is searching for experienced,
(3+ years) planners and buyers for our
growing media team.

Spot & Network Buyers
Must have both TV and Radio buying
exp.

Planners

Both B-to-B and Consumer (OOH
exp. a must) needed.
Strata and retail experience a plus.
Compensation package commensurate
with experience. EOE.
Email resume w/salary req. to
starhr@stargroupi.com

Account Directors

Harte-Hanks, a direct response agency needs
experienced Account Directors. Positions lo-
cated in Langhorne, PA (pharmaceutical
exp.) and Irvine, CA (automotive exp.), both
with direct marketing backgrounds.

Responsibilities: client management in devel-
opment of integrated multi-channel marketing
campaigns, inc. all channels of direct response
advertising and PR, leading strategy
and execution of programs from inception
through results tracking and future recom-
mendations, identifying opportunities to meet
and exceed client's goals. Must manage team
of AEs. Positicns require agency experience,
client relationship skills, strategic thinking,
understanding of project execution and
strong communication skills. Travel required.
E-mail resume and salary requirements to

jobopportunities@harte-hanks.com
Attn: JFAW
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CREATIVE DIRECTOR

Clear Channel Radio - National - Atlanta, Ga.

Can you write for radio? Would you like to lead a team that's improving radio’s creative and
trailblazing new and innovative ways to advertise through the power of sound?

Responsibilities include inspiring our creative team, copy writing, developing strategies,
category specific campaigns and new radio advertising and integration techniques. Need
7-10 years advertising experience with minimum associate creative director stripes. Competitive
pay & benefits, re-location to Atlanta Ga. required

Creative Services Group is a division of Clear Channel Radio a leading radio company focused
on serving local communities across the U.S. with more than 110 million weekly listeners

Send your resume as well as samples of your :30 second radio and TV work to:
hobcase@clearchannel.com £OF. Women and minorities encouraged to apply.

VP/SVP National Marketing/Midwest
The Radio Advertising Bureau (RAB)

RAB is seeking qualified applicants to promote the Radio industry through consistent contact
with major advertisers and agencies. Applicants should possess excellent presentation,
communication and interpersonal skills, a strong understanding of Radio and competitive
media disciplines; good computer skills; willingness and ability to travel. A minimum of 5
years experience in Advertising, Marketing, Radio Sales/sales management with a strong
track record in the applicant’s given field. Experience in the automotive category is
preferred.

Please send résumeés/letters to: jobs@rab.com RAB is an EOE.

E-Marketing Program Specialist

This role is responsible for the day to day planning, execution and
analysis of online marketing programs in our Corporate Marketing
Department.

Candidates must possess online campaign management
experience, exceptional quantitative skills and have demonstrated
the ability to excel in an E-Commerce environment. Ideal
candidates have online advertising experience with some of the
largest Internet sites. Additional qualifications include:

*Strong negotiation skills

*Previous online agency experience
*Ability to think conceptually

*BA required/graduate work a plus

LLBean

sPartnership management
experience

*Ability to conduct
competitor assessments

70 apply and view benefits,
visit our Employment page
on www .llbean.com.
L.L.Bean is an equal
opportunity employer.

Positions Available TNS is one of the world’s
Account SuperV|sor leading market information groups
and with over 14,000 employaes in over 70 countries

BUSineSS Development across the TNS Group worldwide. We

currently have an opportunity for a

o Executive X N InfoSys Product
olid, twenty year young shopwith top

talent, exciting clients and impressive 5 Manager
awards is about to burst forth and (Manhanan based)

make our presence known on a
bigger stage. Want to join our strong
40 person team? If you have a track
record of success, great references
and a passion for advertising, visit our
website for more information and
to apply. Experience serving hotel,
tourism, leisure and entertainment
accounts a plus.

Also accepting applications for:
Copywriters, Account Executives,
Web Designers,
and anyone with big ideas -

In this rote, you will be responsible
for developing a business plan for the
US introduction of InfoSys to include:
development of marketing/communi-
cations strategies including collater-
al and sales support materials; devel
opment and management of client
training and support programs; imple-
mentation and on-going management
of InfoSys client advisory councils;
and on-going management of client

functional requirements.
. Ideal candidates will have an MBA with
not a big ego. 5+ years sales and/or product manage-
www.mastermindsadvertising.com | ment experience with a media research
An equal opportunity employer. | related software application and work-

| ing knowiedge of television and radio
audience measurement services and the

various data sources. Excellent presen
tation skills are needed

Branded Content Sales Exec.

Manhattan based digital content corpora-
tion seeks polished sales commando to
close and manage leading global brands.
Contacts, intelligence, and experience re-

If you are interested in taking advan-
tage of this excellent opportunity,
please send resume with salary require-
ments to: janet smith@tns-global.com.
Ref #30037985.E0E

(] (] (]

Senior Director, Business Development
As part of an exciting new business unit within Clear Channel Spectacolor, you will be
a key member of the team responsible for identifying, opening and closing business.
Minimum 5-10 years in media/sponsorship sales required. Only proven closers
considered. Some travel necessary. Strong interpersonal skills and ability to work
consultatively with clients required. Salary + commission, earning potential is
uncapped. Types of sales backgrounds considered: sports business/marketing,
branding, sponsorship, media, and marketing services. Position is NYC - Based.

Send resume to:
spectacolorjobs@dearchannel.com

Seeking Account Director

Rapidly-growing agency seeks sea-
soned communications professional
with 5-7 years experience in branding/
advertising/marketing. Send resume,
references and samples to:

BBMG
Attn: Naomi Reed
200 Park Avenue South #1516
NYC, NY 10003

ATTN:
FREELANCERS

ADWEEK can offer you the exposure
you need n our Services & Resources
section. If you need to get your serv
Ice out to the peope who matter, you
need to advertise now
Call for info
1-800-7-ADWEEK

naomi@bbmg.com

quired. Compensation very competitive.

Contact: hiring.jobs.manager@gmail.com

ATTNI ADW=sE2EK
CLASSIFIED ADVERTISERS:
ADWEEK Classified closes

on wednesdays at 3:30 p.m.
All copy and artwork must be in no later than WEDNESDAY. Copy
received after Wednesday will be held and run in the next available
issue. We appreciate your cooperation.

ADWEEK ONLINE:
FINDING THE RIGHT EMPLOYER JUST GOT A WHOLE LOT FASTER

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

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

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

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

VISIT ADWEEK.COM
In printand online,
ADWEEK MAGAZINES Classifiedis
THEHIREAUTHORITY




- THE ADWEEK MAGAZINE GROUP OFFERS
COMPLETE ADVERTISING, MARKETING & MEDIA COVERAGE.
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ADWEEK - provides comprehensive coverage of the advertising industry by reporting the inside stories on client-
agency relationships, new campaigns and successful strategies in advertising. Annual specials include the coveted
Agency of the Year and Agency Report Card issue. 48 issues - (1Year) only $149 U.S. - that's $33 off the cover price.

BRANDWEEK - the leading source of news and information in the U.S. marketing industry, offers reports on
new spending, promotions, licensing, promotions, strategy and marketing services in major consumer products
and services categories. 45 issues - (1Year) only $149 US - that's over $28 off the cover price.

MEDIAWEEK - reports on magazines, television, out-of-home, radio, new media and newspapers. Each issue
provides news and analysis of the media industry. Expert columnists reflect the media culture, programming and
the dynamics of our times. 45 issues - (1Year) only $149 U.S. - that’s over $28 off the cover price.

MyM-MARKETING y MEDIOS - covers the challenges encountered by marketers and media serving the
U.S. Hispanic market. Each issue provides marketers and advertisers with coverage of the explosive growth by
covering advertising agencies, marketing initiatives and Hispanic media throughout the country. 12 issues - (1Year)
only $49 U.S. - that's over $22 off the cover price.

EACH : Please indicate below which magazine(s)
SUBSCRIPTION : you would like to subscribe to.
lNCLUDES- : [ ADWEEK - One year (48 weekly issues) for only $149
: : [ BRANDWEEK - One year (45 weekly issues) for only $149
The Print Publication(s) : ' MEDIAWEEK - One year (45 weekly issues) for only $149
of your Chﬂice : [ MYM-MARKETING Y MEDIOS — One year (12 monthly issues) for only $49
& : JSMBIND
1Year access to  : neme FamensEncosd
“SUbscrlber 0ﬂ|y § Title 1 Charge my: [ VISA MC [ AmEx
C Card #
content to the selected : ™ Exp. Date
. Address
publications website. : R signature
FOR FASTER SERNE e Eonci oo e 36 51
SUBSCRIBE ONLINE @ § E-Mail Your su'bscr.iption may be tax deductible. .
www.adweek.com/subscribe NI www.adweek.com

Call toll-free 1-800-562-2706 JE =

0 , k & Mediaweek subscriptions Canada $199, Foreign $319,
r fax 646-654-5518, : Adweek, Brandwee '
e +  MyM-Marketing Y Medios subscriptions Canada $79, Foreign $99. (U.S. funds only)




YOUR MEDIA
IN PRINT. ONLINE. ALL THE TIME.
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NO POSTAGE :
ll I || NECESSARY : EACH SUBSCRIPTION INCLUDES:
IF MAILED :
IN THE . ® A one-year weekly print
UNITED STATES subscription to the

e —ersa———— publication(s) of your choice
Bl e ==} .
BUSINESS REPLY MAIL Emss—————— - ¢ 12 month online access to
FIRST-CLASS MAIL ~ PERMIT NO. 960  NORTH HOLLYWOOD CA e e———— , .
—— . all current articles of the
FE— . salected print edition
POSTAGE WILL BE PAID BY ADDRESSEE ——— .
eI o
———  : Get all the information you
= . need to stay on top of the
ADWEEK SUBSCRIPTION DEPT —— issues. Subscribe to this
PO BOX 16569 : exclusive print/online
NORTH HOLLYWOOD CA 91615-9458 : subscription offer today!

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

Call toll-free 1-800-562-2706
or fax 646-654-5518.
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B VNU Business Media will present the
biannual What Teens Want (East) con-
ference July 12 at New York's Marriott
Marquis. Adweek Magazines Group, Bill-
board, The Hollywood Reporter and
Nielsen Entertainment will host presen-
tations and panels on marketing to
teens using music, film, TV, sports and
media. Brand-marketing executives and
youth-culture experts from advertising,
apparel, entertainment, gaming and
publishing will attend. Speakers include
Maicolm Bird, senior vp, AOL Kids and
Teens, and Edward Foy Jr., CEO of
eFashion Solutions. Visit what-
teenswant.com or call Jaime Kobin at
646-654-5169.

B The National Association of Minority
Media Executives will hold its annual
conference July 12-14 at Chicago's Le
Meridien Hotel. Featured speakers
include Kweisi Mfume, former Con-
gressman and president/CEO of the
NAACP Go to namme.org or call 703-
893-2410.

H The Television Critics Association
summer press tour will run July 12-29
at the Beverly Hilton Hotel in Beverly
Hills, Calif. The National Cable &
Telecommunications Association’s
cable portion is July 14-17, followed
by the broadcast networks. Register at
tveritics.org. For cable, visit ncta.com
or call 202-775-3680.

B The Association of National Advertis-
ers and the American Association of
Advertising Agencies will hold the
annual Marketing Accountability
Forum July 20 at the Grand Hyatt Hotel
in New York. Topics include marketing
and brand-equity measurements and
new marketing technologies.

W Cable Telecommunications Associa-
tion for Marketing will hold its CTAM
Summit 2005 July 24-26 at the Penn-
sylvania Convention Center in Philadel-
phia. The event covers broadband, tele-
phone, cable sales and marketing.
Speakers include Brian France, chair-
man/CEO, Nascar, and Brian Roberts,
chairman/CEQ, Comcast Corp. Visit
ctam.com or call 703-5439-4200.

EDITED BY AIMEE DEEKEN

CBS Joins the Poker Table

CBS is the latest network to add a poker
tournament series to its sports programming
lineup, joining NBC and Fox Sports Net-
work, among others. Last week, CBS Sports
signed a deal with ProJo Poker Enterprises
to air ¢ight of its 26 tournaments (including
the finals from Las Vegas) and four specials.
The CBS telecasts will kick off with a two-
hour special, televising the ProJo Christmas
Poker Classic on Christmas Day from

3-5 p.m. Also, through a partnership with
CBS SportsLine.com, viewers will be able to
play frec ProJo Poker and compete for
prizes (including trips to major sporting
events) on both cbssportsline.com and pro-
jopoker.com. The CBS SportsLine “Poker
Arena” arm will launch next month.

Radio Sees Slow May in Ad Revenue
Radio advertising sales have yet to recover,
up only 1 percent through May, according
to figures released last week by the Radio
Advertising Bureau, which does not release
actual dollars. May—traditionally the medi-
um’s biggest month—grew only 1 percent in

media

both local and national. In year-to-date tal-
lies, national advertising (about 20 percent
of radio’s total) is pacing ahead of local sales,
up 2 pereent, compared to local’s 1 percent
growth. So far this year, the radio industry
has been unable to sustain a consistent
growth pattern. Radio advertising was down
1 percent in April, up 3 percent in March,
flat in February and up 3 percent in Junuary.

Live 8 Drew 18 Million to MTV, VH1

On a traditionally soft holiday weekend,
MTV and VHI July 2 coverage of Live 8
concerts fared well, drawing a combined
total audience of 18 million between noon
and 8 p.m., enough to make the event the
most-watched cable programming in six of
the eight hours. M'TV lured an average

1.4 million total viewers during its telecast,
including 838,000 adults 18-49 and 217,000
in the 12-17 demo; VH1 averaged 762,000
viewers, of which 481,000 were adults 1849
and 122,000 were teens 12-17. AOL free
live streaming of the concerts, which was
frequently promoted on MTV and VHI1 per
terms of the company’s exclusive Web con-

Wall Street Journal Preps Weekend Edition

The Wall Street Journal has rounded up nearly all its subscribers’ home addresses
in preparation for the launch of its Weekend Edition on Sept. 17. “We want to
develop a different relationship with the reader on the weekend with a broad range
of investments in personal life, too,” said Tom Weber, editor of Pursuits, the sec-
tion of the Weekend Edition that is the greatest departure from the 116-year-old
paper’s business and finance coverage. The Saturday paper's namesake and Mon-
ey & Investing sections will supply readers with Friday’s financial news, week’s end
analysis and personal finance. But the third section, Pursuits—an extension of its
Tuesday-Thursday Personal Journal and Friday's Weekend Journal sections—offers
readers more consumer-oriented fare, ranging

from films, food and travel to shopping and
recreational sports. “We want to reflect a vari-
ety of readers’ interests and include stories

that don’t fall within the big beats,” said

Weber. For Pursuits, the paper's art depart-
ment developed a design that's unmistakably
WSJ but with an added weekend mind-set of
bolder graphics and color and more “visual sto-
rytelling.” Despite the leisurely look, Weber and
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his editorial staff of 13 will give stories a
faster pace so readers can fit the edition into - ] o
ted o Surge

their whirlwind weekend schedules. As Weber
contends, “Investing their time wisely is as
important as investing their money wisely.”
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tract, attracted 5 million users. Conversely,
ABC drew a scant 2.9 million viewers Satur-
day night to its two-hour program of Live 8
highlights, finishing a distant fourth among
the broadcast networks in the 8-10 p.m.
tune period. In fact, its Live 8 spectal, which
featured performances from artists such as
Madonna, U2 and Destiny’s Child, was the
least-watched original program on ABC in
that slot since the network aired the Latino
Alma Awards on June 1, 2002,

MPA Cites 32 Magazine Launches

In the second quarter of 2005, publishers
announced plans to launch 32 magazines
that will publish at least four times per year,
according to the Magazine Publishers of
America. Among those that have already
launched were the April roll-out of Celebrity
Living, American Media Inc.’s weekly
lifestyle publication, and Hearst Magazines’
Weekend, a 500,000-circulation leisure title.
Through the year’s first half, publishers

FULFILL YOUR

announced the launch of 107 magazines,
including eight aimed at the Hispanic mar-
ket, such as ESPN Deportes and Rodale’s Pre-
vention en Espanol. In 2004, the MPA tracked
156 magazine launches.

TVB Slaps Back at Recent Radio Study
"The Television Bureau of Advertising took
issue last week with the third study from the
Radio Ad Effectiveness Lab. The $1 million
RAEL study, conducted by Millward Brown
and Information Resources Inc. and released
in early June, examined four pairs of radio
and national TV campaigns over a six-
month period and concluded that radio
delivers a better return on investment than
national TV. According to the third study,
radio’s ROI was 49 percent higher than
TV’s. The radio industry, which funds
RAFL, has been using the findings to help
promote the medium as it faces increased
competition from new media. At the core of
the TVB’s critique is the fact that the study

WILDEST FANTASIES.
LIKE GETTING A FREELANCE
FLASH DESIGNER BY MONDAY.

There's a place where you can get professionals with any marketing or creative
Y

services skills you need, for as long as you need them. Immediately. Sound dreamy?
Call 877.2.AQUENT or visit aquent.com/mcs today.
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compared radio to national TV, when it is
local TV that most directly competes with
radio—a medium that is 80 percent support-
ed by local advertising. After examining the
data, the TVB noted that the study actually
shows that a television-only campaign with-
out a radio component delivered the highest
sales lift (7.7 percent). The lowest sales lift
was delivered by radio in absence of TV
(3.6 percent). To determine the ROI, costs
had to be factored into the equation. Since
the study’s ROI conclusions are based on
allocations of estimates of national TV ad
costs, the T'VB further concluded that the
findings cannot be applied to local market
TV pricing nor to its ROL

ABC, PBS Each Receive 27 Emmy Noms
ABC and PBS were each nominated for 27
News and Documentary Emmy Awards for
the 2004 broadcast year; NBC received 21
nominations. The winners will be an-nounced
during a ceremony in New York City on
Monday, Sept. 19. Other networks receiving
nominations were the History Channel, with
14; CBS, 10; MSNBC, 7; Cinemax, 6; Dis-
covery Times Channel and HBO, 5 each;
CNN, 4; Discovery Channel and Sundance
Channel, 2 each; and Discovery Health, Fox
and Hallmark Channel, 1 each.

Country Living Starts Collecting

In August, Hearst Magazines’ Country Liv-
ing will publish a spinoff called Country Liv-
ing Collecting. The 400,000-circ publication
will be newsstand-only Aug. 23-Nov. 21 for
a $3.95 cover price. Hearst plans to publish
the title once a year during the third quarter.
Country Living Collecting will offer both the
seasoned and novice collector information
on finding bargains and purchasing antiques.
Doug Brenner, former editor of Martha
Stewart Living, will serve as editor. Advertis-
ers in the 104-page issue include Nabisco,
Nestlé and Mohawk Carpets.

XM Subscribers Reach 4.4 Million

XM Satellite Radio signed up more than
640,000 listeners during the second quarter
of 2005, for a subscriber total of 4.4 million.
The figure marks a 53 percent gain over the
second quarter of 2004 and an 18 percent
lead over new net subscribers in first-quarter
2005. Hugh Panero, president and CEO of
XM, attributed the strong growth to Major
League Baseball, support from automotive
partners and such products as its line of
XM2go portable hand-held radios. |
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The Right Stuff

Jellinek in September will infuse the Dennis title with
a more modern sense of “cool” BY STEPHANIE D. SMITH

LADDIE MAGAZINES THREW QUITE A PARTY IN THE MID-'90S, BUT THE KEG IS NOW
close to tapped. A pack of new men’s shopping and upscale lifestyle
magazines have muscled in on the laddies’ turf, eating into their share
of readers and ad pages. Among those veteran titles feeling the heat

has been Dennis Publishings Stuff. While paid
circuladon stayed flat at 1.3 million in 2004’ first
half over the year prior, newsstand sales plunged
24.1 percent, to 291,305, according to the Audit
Bureau of Circulatons. Ad
pages through July have
dipped 5.2 percent, to 356,
reports the Mediaweek Mon-
itor. Comparatively, rival
FHM, published by Emap,
saw paid circ rise 11.5 percent, to 1.2 million,
and single-copy sales dip only 5.4 percent; ad
pages through July grew 4 percent, to 487.
Though Sruff has projected slight news-
stand gains for first-half 2005, Dennis was not
willing to take any chances. The publisher in
May replaced editor Mike Hammer with Jim-
my Jellinek, editor of Marc Ecko’s Complex, a
men’s urban lifestyle dtle and an FHM vet.
Effective with the September issue, on stands
Aug. 9, gratuitous sex and dirty jokes will be
replaced by more celeb-oriented items and serv-
ice. “Stuff will be a cultural Cliffs Notes on how
to be cool,” said Jellinek. “I want to build a whole
Stuff universe based on swagger and success.”

For more coverage of
the magazine industry,

go to the new
mediaweek.com

Jellinek will first tackle Gearotica, expand-
ing the gear section to include celebrity picks
accompanied by conceptual service features,
such as a three-page spread on “dangerous
toys” (think gas mask and paint -
ball guns). In October, Jellinek will
scrap the Asylum department,
which currently houses gross-out
pictures and stories. “That was an
essential men’s magazine thing—
the 80-foot snakes, and llamas on
fire—that operated under an old
paradigm where you could only
find that stuff in those magazines,”
said Jellinek. Now, he said, those
features are ubiquitous, especially
on the Web. Replacing Asylum
will be a pumped-up Hype section
that will have celebrity reviews of
music and movies.

Jellinek will also dump Sex Spy, the back-of-
the-book reladonship and sex advice column,
and replace it with a travel and adventure
department called Weekend Warrior. Finally,
Stuff will employ higher-profile photographers

MAGAZINE MONITOR

ISSUE CURRENT ISSUE DATE

DATE PAGES LAST YEAR
BUSINESS/ENTERTAINMENT
ESPN The Magazine 20-Jun 64.06 21-Jun
Fortes 20-Jun 16662 21-Jun
Fortune 27-Jun 110.77 28-Jun
National Review 4-Jul 13.83 28-Jun
Rolling Stone 30-Jun 103.17 24-Jun
CATEGORY TOTAL 458.45

F=2005 figures include FYI issue: 61.8 pages
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PAGES PERCENT Y70 Y10 PERCENT
LAST YEAR CHANGE PAGES LAST YEAR  CHANGE
68.34 -6.26% 71854 687.82 4.47%
152.84 8.02% 153559  1,568.71 -2.11%
128.90 -14.07% 140419 158430 -11.37%
13.00 6.38% 212.88 202.07 5.35%
118.62 -13.02% 730.50 671.11 8.85%
481.70 -4.83% 460170 47140 -2.38%
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Boys and their toys: Stuff will
enhance its gear coverage by adding
more service and celebrities.

' Stuff will be a cultural
Cliffs Notes on how to
he cool. | want to build

a whole Stuff universe based on

swagger and Success.” JELLINEK
T

like fashion vet Marc Baptiste.

“Men, while we are basic creatures, are still
evolving. What was funny and interesting to a
man five years ago is no longer the case,” said
John Lumpkin, Stuff associate publisher. “Men
are no longer fulfilled by just dirty jokes and a
pretty girl on a page. There has to be some sort
of takeaway.”

Media buyers believe Stuff's moves make
sense, especially to help differentiate it from
sibling Maxim. “I don’t see Stuff becoming
Esquire-esque,” said Fric Blankfein, senior vp,
director of channel planning for Horizon
Media. “[But] certain advertisers are going to
[buy in to Szuff] where they may have been
reluctant in the past, like fashion, jewelry,
watches and even automotive.”

In fact, new advertisers are already signing
on. Lumpkin said the September issue will car-
ry Oral B toothbrushes, Marc Ecko Collections
and Fstée Lauder.



Martha Rising

MSL sees advertisers return

Three years after its founder’s legal troubles
began, Martha Stewart Living finds itself on
the comeback trail.

Living will raise its rate base in January to
1.9 million from 1.8 million, a small but sig-
nificant increase, given it is the first bump
since the monthly substantally reduced its cir-
culation (from 2.3 million) in October 2003.

Also, since Stewart’s release from prison in
March (she is under house arrest until
August), Lwving has slowly begun to regain
the confidence of its advertisers. The July
issuc—the third consecutive month this year
to see gains—carried 83 ad pages, up by a
whopping 120.8 percent over the same
month the year prior, reports the Mediaweek
Monitor. Year-to-date, however, Living has
stayed flat at 617 and remains far behind
Time Inc.’s Real Simple, whose ad pages rose
29.6 percent, to 856 (RS has had one extra
issue in 2005).

“The first four issues of the year were
rough going. There was still hesitation on
advertisers’ part to jump in again,” said Sally
Preston, Living’s senior vp, publisher. “Once
Martha stepped outside of Alderson [Federal
Prison], things changed dramatically.”

Several clients that did not advertise in
2004, including Colgate-Palmolive and
Unilever, are returning to the fold, according
to TNS Media Intelligence. And Preston pre-
dicted that Living in coming months will con-
tinue to post solid ad-page gains. Living’s
August issue, on newsstands July 18, will
increase 21 percent, to 59, and September
will also sce double-digit gains.

Some loyal advertisers are even increasing
their schedules. Steve Lerch, vp, manager of
print media for Campbell Mithun, noted that
Campbell  client  General  Mills,  which
remained in Living throughout the tough years,
has now upped its page commitment. “Every-
body loves a comeback,” he noted.

“There is renewed energy and faith in the
brand,” added Brenda \White, director of
print investment for Starcom USA, who
admitted she was skeptical about Living’s
vitality a year ago. White noted that Stewart’s
brand extensions—her version of NBC’s The
Apprentice, a syndicated daytime show and a
Strius Satellite Radio channel, all of which
premicre this fall—along with print spinofts
like Everyday Food, have again made Living an

WEEKLIES JULY 11, 2005

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y10 Y10 PERCENT
E PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR  CHANGE

NEWS/BUSINESS
BusinessWeek 11-Jul 32.69 12-Jul 3721 -12.15% 1,394.22  1,551.55 -10.14%
The Economist 2-Jul 28.00 3-Jul 28.00 0.00% 1,129.00  1,191.00 5.21%
NewsweekE 11-Jul 26.13 12-Jul 36.50 -28.41% 936.33 1,11824 -16.27%
The New Republic® ND ISSUE 162.00 14436 12.22%
TimeE 1-Jul 39.46 12-Jul 51.42 -23.26% 1,037.69  1276.75 -18.72%
U.S. News & World Report NO ISSUE 12-Jul 86.99 N.A. 789.80 868.73 -9.09%
Category Total 126.28 240.12 -47.41% 5,449.04  6,150.63 -11.41%
SPORTS/ENTERTAINMENT/LEISURE
AutoWeek 1-Jul 21.59 12-Jul 20.77 3.95% 628.89 641.66 -1.99%
Entertainment Weekly 8-Jul 26.78 NO ISSUE N.A. 870.92 953.21 -8.63%
Golf World 8-Jul 35.34 9-Jul 27.61 28.00% 745.30 687.77 8.36%
New York NO (SSUE 12-Jul 33.50 NA. 1,430.90  1,318.90 8.49%
People 11-Jul 56.52 12-Jul 62.04 -8.90% 1,964.52  1,801.49 9.05%
Sporting News 15-Ju! 12.25 12-Jul 22.42 -45.36% 379.83 465.09 -18.33%
Sports lllustrated 12-Jul 56.58 13-Jul (7487 -26.87% 1,063.57 1281.76 -17.02%
Star 11-Jul 12.16 12-Jul 11.93 1.93% 468.49 37012 26.58%
The New Yorker 11-Jut 37.01 12-Jul 39.45 -6.19% 1,069.29  1,075.43 -0.57%
Time Out New York 6-Jul 60.38 7-Jul 56.50 6.86% 1646.25 1,649.80 -0.22%
TV Guide 10-Jul 21.38 10-Jul 30.78 -30.54% 986.25 124963 -21.08%
Us Weekly+/00 1-Jul 34.85 12-Jul 52.67 -33.83% 970.01 856.43  13.26%
Category Total 374.84 435.04 -13.84%  12,224.22 12,351.28  -1.03%
SUNDAY MAGAZINES
American Profile 10-Jul 6.25 11-Jul 9.20 -32.07% 264.12 257.00 2.77%
Lifet 15-Jul 7.00 N.A. NA. 178.00 N.A. NA.
Parade 10-Jul 14.36 11-Jul 10.83 32.59% 348.33 348.09 0.07%
USA Weekend 10-Jul 13.28 11-Jul 1.7 18.89% 357.13 345.73 3.30%
Category Total 40.89 31.20 31.06% 1,147.58 950.82 20.69%
TOTALS 542.01 706.36 -23.27%  18,820.84 19,452.74  -3.25%

DD=2004 double Issue; E=estimated page counts; L=launched Oct. 1, 2004, pubiishes Fridays; +=one more issue In 2005 than in

2004; @=one less issue In 2005

WEEKLIES JULY 4, 2005

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y10 Y10 PERCENT
E PAGES LAST YEAR LAST YEAR CHANGE PAGES LAST YEAR CHANGE

NEWS/BUSINESS
BusinessWeek 4-Jul 33.28 5-Jul 36.07 -7.73% 1,361.53 151434 -10.09%
The Economist 25-Jun 41.00 26-Jun 44.00 -6.82% 1,101.00  1,163.00 -5.33%
NewsweekE 4-Jul 20.26 5-Jul 29.33 -30.92% 90455  1,081.74 -16.38%
The New Republic®/00 4-Jul 10.00 5-Jul 11.90 -15.97% 162.00 14436 12.22%
TimeE 4-Jul 28.79 5-Jul 38.51 -25.24% 1,007.03 122533 -17.82%
U.S. News & World Report?  4-Ju! 39.05 ND ISSUE N.A. 793.24 781.74 1.47%
Category Total 172.38 159.81 7.87% 5,329.35  5,910.51 -9.83%
SPORTS/ENTERTAINMENT/LEISURE
AutoWeek 4-Jul 23.53 5-Jul 29.08 -19.09% 607.30 620.89 -2.19%
Entertainment WeeklyC®  NO ISSUE 25-Jun 81.29 N.A. 843.98 953.21  -11.46%
Gotf World 1-Jul 16.17 2-Jul 18.37 -11.98% 709.96 660.16 7.54%
New York? 4-Jul 85.10 ND ISSUE N.A. 143090 128540 11.32%
People 4-Jul 50.87 5-Jul 48.50 4.89% 1,908.00  1,739.00 9.72%
Sporting News 8-Jul 9.33 5-Jul 14.75 -36.75% 367.58 44267 -16.96%
Sports lllustrated 4-Jul 39.58 5-Jul 51.00 -22.39% 1,007.83 120439 -16.32%
Star 4-Jul 21.83 5-Jul 13.93 56.71% 456.33 358.19  27.40%
The New Yorker 4-Jul 21.87 5-Jul 30.84 -29.09% 1,032.28  1,035.98 -0.36%
Time Out New York 29-Jun 49.13 30-Jun 50.06 -1.87% 1,585.87  1,593.30 -0.47%
TV Guide 3-Jul 18.69 3-Jul 26.25 -28.80% 957.09  1,21885 -21.48%
Us Weekiy* 4-Jul 26.67 5-Jul 21.67 23.07% 935.16 803.76  16.35%
Category Totai 362.77 385.74 -5.96%  11,842,28 11,915.80 -0.62%
SUNDAY MAGAZINES
Amerigan Profile 3-Jul 6.30 4-Jul 6.00 5.00% 257.87 247.80 4.06%
Litet NO ISSUE 171.00 N.A. N.A.
Parade 3-Jul 10.14 4-Jul 6.26 61.98% 333.98 337.26 -0.97%
USA Weekend 3-Jul 7.92 4-Jul 8.04 -1.49% 343.86 334.57 2.78%
Category Total 24.36 20.30 20.00% 1,106.71 919.63  20.34%
TOTALS 559.51 565,85 -1.12%  18,278.34 18,745.94 -2.49%

D=2005 double issue; DD=2004 double issue; E=estimated page counts; L=launched Oct. 1, 2004, publishes Fridays; +=0ne

more issug in 2005 than in 2004; @=one less issue in 2005

CHARTS COMPILED BY AIMEE DEEKEN

attractive buy. Even more enticing is that
Living is now offering advertisers combina-
tion print and TV packages across its new
media offerings.

“Barely a conversation happens with an
advertiser that doesn’t include a combination

of our properties,” said Preston.

There are stll battles to be won. While Pre-
ston predicted ad pages will post double-digit
gains through the end of the year, some adver-
tisers, such as McDonald’s and Starbucks, are
still not on board. —SDS ]
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BY MARC BERMAN

elevision

Emmy'’s New Faces

UNLIKE MOST YEARS, WHEN TV'S GRANDEST GATHERING, THE EMMY AWARDS, IS A CELE-
bration of the familiar, ABC's rise from the ashes this season means
there will be new blood when the 57th annual Emmy Award nominations
are announced Thursday, July 14. Both Desperate Housewives and Lost

are shoo-ins for multiple nominations, and
the absence of sitcoms Friends, Frasier and Sex
and the City, and the no-shows of HBO’s The
Sopranos and Curb Your Enthusiasm (neither
series ran originals during the June 1,
2004-May 31, 2005, window for 2005 Emmy
consideration), means the field is wide open.

There are more new faces standing in line
for recognition than I have ever seen. I believe
nominations for Housewives as Outstanding
Comedy Series and Lost as Outstanding Drama
Series, along with acting nods for Housewives’
Teri Hatcher and Marcia Cross (Lead Actress
in a Comedy), Lost’s Matthew Fox (Lead Actor
in a Drama), and "Terry ’Quinn and Dominic
Monaghan (both for Supporting Actor in a
Drama) are a given. This was a very good year
for television indeed.

Do not rule out noms for Housewives’ Felic-
ity Huffman and Eva Longoria, and Lost’s
long-suffering Evangeline Lilley (Lead Actress
in a Drama) and Yoon-jin Kim as Supporting
Actress. If Huffman and Longoria make the
cut, four of the five nominations for Lead
Actress in a Comedy Series will be for Desper-
ate Housewives. Pity poor two-time winner
Patricia Heaton of Everybody Loves Raymond,
who might have to fight off the Housewives
onslaught alone. The last time a series almost
fully dominated a category was Hill Street
Blues, and that was more than 20 years ago.

Also potentially riding the Housewives
wave is vixen Nicollette Sheridan and, possi-

bly, Harriet Sansom Harris as oddball Felicia
Tillman in the Outstanding Supporting
Actress in a Comedy category.

My picks to join Desperate Housewives in the
top comedy category are Fox’s Arrested Devel-
opment, which won last season, CBS’ veteran
Fverybody Loves Raymond and underrated HBO
gem Entourage. If there is a2 TV God,
NBC’ nails-against-a-black-
board Will & Grace will finally
be off the list and CBS’ more-
than-worthy Two and a Half
Men will be on it. If neither
comedy makes the grade,
maybe the WB’s rejuvenated
Gilmore Girls or NBC’s Scrubs
will find a spot. While I have
never been a fan of Scrubs, the
critics just can’t get enough of
it, and actors from either
series could find their way
onto the ballot.

Joining Lost in the top dra- ———
ma category, look for HBO’s
Deadwood, FX’s Nip/Tuck, Fox’s 24 and, unfor-
tunately, NBC’s The West Wing. In the case of
the deteriorating West Wing, some traditions
are hard to break, and the additions of Alan
Alda and Jimmy Smits spiced up the Emmy
favorite this season. Should The West Wing
not be nominated, waiting on deck are CBS’
CSI (which can thank the Quentin Tarantino-
directed season finale if it gets nominated),

The ahsence of
sitcoms Friends,
Frasier and Sex
and the City, as
well as HBO's
Sopranos,
means the field
is wide open.

Without a Trace, ABC’s Boston Legal, Grey’s
Anatomy, FX’s acclaimed The Shield and Res-
cute Me, and Fox sleeper House.

New this season, but certainly no stranger
to Emmy recognition, could very well be
Glenn Close (who has been nominated eight
times and won once) for her one-season stint
on FX’s The Shield; Candice Bergen (a five-
time winner) for bringing life to ABC’s Boston
Legal (and making us forget she was Murphy
Brown); and Christine Lahti (six-time nomi-
nee; won once) of the WB’s Jack & Bobby. In a
potential upset, don’t rule out former Cheers
star Kirstie Alley, who had the guts to both
fight the tabloids and rejuvenate her career in
Showtime’s Fat Actress. Although Alley has a
“slim” chance of winning, Emmy loves a
comeback story.

Other possible first-time nominees this sea-
son: lead actor contenders Hugh Laurie for
House, Denis Leary for Rescue Me, and Dylan
Wialsh and Julian McMahon as plastic surgeons
dealing with midlife crises on FX’s Nip/Tuck;
lead actress Kristen Bell on UPN’s Veronica
Mars; and the hard-to-forget Shohreh Agh-
dashloo on 24 (a Supporting
Actress contender in last
year’s Academy Awards) for
Outstanding  Supporting
Actress in a Drama Series.

Not only is Joely Rich-
ardson, as bitter and resent-
ful Julia McNamara, a good
bet for a nomination in the
Lead Actress in a Drama
Series for Nip/Tuck but her
mother Vanessa Redgrave
might also be recognized for
her guest-star turn on the
series. If Redgrave wins, it
should be interesting to hear
what she has to say, given her memorable rant
against the “Zionist hoodtums” for her Best
Supporting Actress Oscar win for 7ulia in 1978.
What could be on her mind now? | |

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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