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#1 IN MRI AUDIENCE GROWTH" increase of 9.4%
#1 IN ENGAG EMENT 92% of readers read Scholastic Parent & Child

on the day they receive it
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more Moms with 3+ children than any other parenting magazine - r\
y p g mag i’\ﬂ ANT EE

To advertise or for more information, contact your Scholastic Parent & Child sales representative or Stefanie Angeli at (212) 343-6214.
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At Deadline

I AGENCIES REFUSING TO BUDGE ON LIVE-ONLY
The broadcast networks and media agencies
remained in constant upfront sales talks into last
weekend, but while the networks softened their posi-
tion on demanding live-plus-7-day Nielsen Media
Research ratings as the negotiating currency, agencies
refused to back off from their insistence on using live-
only ratings. A few agencies said some networks are
even willing to do upfront business based on live-only
ratings, but no net wants to be the first one to break
ranks. Media buyers said that ABC sales president
Mike Shaw —who for months insisted he would refuse
to write upfront business if it didn’t incorporate live-
plus-7-ratings—was looking to com-
promise, first by agreeing to do deals
using live-plus-same-day ratings, and
even raising the possibility of doing
deals using minute-by-minute commer-
cial ratings. Shaw was not available for
comment, nor were any of the other
network sales chiefs. Agencies say they
are interested in buying off of minute-
by-minute ratings, but it appears to be
too late in the process to implement
that. Media buyers said that once the
negotiating currency is decided, only
then will they start discussing price,
which will be another difficult conversa-
tion. They expect to pay lower increas-
es than they did last year (about 2 or 3
percent hikes at the maximum) and are
expecting NBC to cut its cost-per-thou-
sand rates even more than last year.

I ESPN BREAKS TIES WITH BONDS
ESPN has severed all ties to produce
any further episodes of the documen-
tary series Bonds on Bonds. The net-
work had put the show on hiatus but
was planning to do an episode focus-
ing on San Francisco Giants slugger
Barry Bonds hitting his 715th home
run to pass Babe Ruth. Bonds’ repre-
sentatives wanted creative control over
the episode, which both the network
and the production company Tollin Robbins refused
to grant. The network had a deal to run several more
episodes if it chose to.

§ EMMIS STRIKES ITUNES WEB DEAL

Through a deal with Apple, Emmis Communications
became the first company in the nation to integrate
the iTunes Music Store into its radio station Web
sites. Beginning with Alternative Rock WKQX-FM in
Chicago and Contemporary Hits WNOU-FM in
Indianapolis, Emmis plans to roll out the integrated
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iTunes to the rest of its markets in July. The India-
napolis-based company will receive a portion of all
iTunes sales made via its sites.

i PEOPLET0O BECOME EMMY AWARDS SPONSOR
Time Inc.’s People struck a two-year sponsorship
deal with the Academy of Television Arts & Sciences
to promote events including the annual Emmy
Awards, which will be held Aug. 27 in Los Angeles.
The program will include event sponsorships, online
components, reader panels and viewing parties sur-
rounding the event. People will also publish a 36,000
circulation Emmy edition of its Hollywood Daily, a
behind-the-scenes guide to the
entertainment industry and its key
players. Copies will be sent to indus-
try execs for three days leading up to
the ceremony.

I ADDENDA:

Ben Sherwood is leaving his post as
executive producer of ABC’s Good
Morning America, effective Oct. 1, a
position he has held since April 2004,
citing personal reasons. Rumors have
persisted for months that Sherwood
was under scrutiny by ABC News
brass, but had recently been given a
vote of confidence by news president
David Westin...Microsoft last week
released Active Search, an automated
function which scans users’ e-mails,
then displays potential search terms
related to that e-mail, along with text-
based paid search ads. Active Search
is being tested as part of the compa-
ny’s still-in-beta Windows Live Mail
Desktop application—part of a larger
initiative by the software giant to
launch ad-supported software...
DirecTV has picked up NBC
Universal’s new crime/mystery net-
work, Sleuth, in a carriage deal that
puts the channel in front of 15 million
households. A similar pact with
EchoStar’s DISH Network was also finalized in
January. DISH is expected to begin carrying Sleuth
sometime this summer...Taking direct aim at ESPN’s
SportsCenter, FSN on July 3 will premiere a nightly
30-minute national sports highlights show, Final
Score, which will run across its network of 21 region-
al sports channels...Jack in the Box added national
cable to its second- and third-quarter media sched-
ules, a first for the fast-food chain. Buys on networks
including ESPN, TNT and Comedy Central will target
the elusive male 18-34 demo.

Market
Indicators

NATIONAL TV: STALLED
Two weeks after the
upfront presentations,
negotiations for next
season’s buying have
yet to begin. Even when
ratings cumrency issues
are resolved, buyers
seem to be in no hurry
to commit their dollars.

NET CABLE: BUSY
Atthough the broadcast
upfront has yet to begin,
many cable ad sales
execs report they've
been busy signing
repeat customers.
Others are filling orders
against upcoming spe-
cials and one-off events.

SPOT TV: TIGHT

Here comes political.
Califomia primaries
cause much of state to
sell out; Atlanta;
Phoenix; Washington,
D.C. and Los Angeles
overbooked into
September. Many adver-
tisers are heavily into
third- and fourth-quar-
ter buys.

RADIO: MIXED

Overall the market is flat
and auto still slow, but a
number of markets are
tight In June, especially
those that target teens
and males. Political has
caused fight conditions
in June for certain mar-
kets; San Francisco is
sold out.

MAGAZINES: GROWING
Tech and retail spending
strong into second half
in men's fashion maga-
zines; domestic auto
also starting to rev up.
Parenting titles, on the
rebound after a soft first
half, are seeing growth
from high-end and high-
tech baby gear.
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Circ 1Q Analyzes Magazine
Quality for Media Buyers

As advertisers continue to push publish-
ers for more accountability, one New
York-based company has developed a
system to track circulation quality almost
instantaneously. Media analysis firm
Media IQ has developed Circ 1Q, an
online software system that analyzes data
from the Audit Bureau of Circulations.

The system computes results from
475 consumer magazines and assigns
each magazine a score based on four
key metrics: stability, quality, consumer
demand and accuracy track record.
Those metrics are based on a number of
measures —for example, a magazine’s
score for consumer demand is quanti-
fied by factors such as newsstand sales
and average price paid per issue.

Users can also weigh the criteria
based on what characteristics they feel
are more important.

“In circulation, like the rest of media,
the devil is the details,” said Media IQ
CEO Mike Lotito. “The ABC statements
got to be so complex that it was hard
for people to analyze the statement
themselves. We wanted to make circula-
tion analysis easier.”

The service is already being used by a
number of agencies including MediaVest,
OMD, Starcom and Universal McCann.
So far, media buyers love the speed with
which the program combs through com-
plicated data in minutes, especially when
a publisher may owe rebates for not
meeting circulation guarantees. “When a
new ABC statement comes out, we can
go right to the screen, put in the issues,
check off how much we pay for some-
thing and it immediately calculates how
much a magazine owes me. If we had to
do that manually, it would have been
days,” said Jacque O’Connor, OMD
Midwest director of print. The Magazine
Publishers of America will get a demon-
stration of the service at a June 7 meet-
ing. —Stephanie D. Smith

Competitive NBA Playoffs
Lift ESPN, ABC, TNT Ratings

NBA playoff ratings continue to produce
solid ratings on ESPN, ABC and TNT.
The May 31 (Continued on page 6)
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THE UPFRONT BY MIKE SHIELDS

Upfront Stalls on
Language Barrier

Heading into new territory, network and digital
buyers must learn each other’s metrics

he way the word “broadband” gets
bandied about in the media world, you’d
think things would be moving a whole lot
faster. But given the wealth of digital buying
options and the increasingly crowded negoti-
ation table, this year’s TV upfront market-
place promises to be anvthing but high-speed.
On top of all other challenges to the
upfront Mediaweek documented in recent
weeks, another wrinkle emerges: the discon-
nect between traditional-media and new-
media buying and evaluation techniques.
Because digital is new territory for most tra-
ditional media players, “Network guys don’t
know how to sell online and network buyers
don’t know how to buy it,” said Adam Kasper,
vp, group director, MPG’s Media Contacts.
Buyers from both disciplines will have to
hold hands to strike deals. That scenario is
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NBC’s Law & Order is one of the highest-rated
shows on TV. How does that translate online?

10 rating, and we know what that means,” said
Mitch Oscar, executive vp at Carat Digital.

challenging, particularly when one group
speaks GRPs and the other talks in page views.
“Something like Desperare Housewrves reaches a

“Then Yahoo gets 5 million views. Can some-
one tell me how 10 and five add up?”
Because the online community grew up

Cable Deals With Incumbents

THE ONGOING VIGIL OF OBSERVERS waiting for the TV upfront marketplace to start is a
bit like the crowds that gather when illusionist David Blaine engages in one of his public
endurance-stunts: There’s not much to see, although there’s an underlying sense of specta-
cle nonetheless. While a few cable ad sales executives report they registered some incum-
bent deals last week, the prevailing sentiment is that cable will have to wait its turn, standing
by until broadcast takes its portion of the pie.

Because the first week of June is now, for all intents and purposes, a “quiet period” for
the cable nets, none of the ad sales execs approached for this analysis were willing to speak
on the record. That said, the initial dribs and drabs were encouraging. “We just closed on a
$20 million multiplatform deal with {an incumbent client],” said the cable sales chief of a
niche network. “That may be a drop in the bucket, but we’re definitely open for business.”

Other deals that slipped in under the radar last week include a series of sponsorships
tied to one cable titan’s upcoming big-budget specials and an incumbent buy at a third net-
work that’s tied in with some very specific viewership guarantees. “This is why everyone in
cable is always coming up with new ideas,” said another ad sales exec. “It frees them from
some of the background noise of the marketplace.”

If the amount of stealth business hasn’t exactly been staggering, that may be because the
vast majority of clients have held back on divulging their marketing budgets. “Of the few budg-



outside the agency business, said Oscar, the
way media is evaluated is fundamentally differ-
ent. “T'he online people are saving that the TV
people are doing it wrong, and the TV guys
are saying, ‘what did I do wrong?”,” he added.
Still, most say that as long as media teams
are well integrated, they can figure out a way
to translate metrics into a conmon tongue.
“There is a hell of a lot more money going
into TV,” said Joe Barone, managing director,
Neo@Ogilvy. “Chances are, you are going to
be talking in the language of TV.”
Measurement is one thing—valuaton is
another. Because inuch of digital is so new, it’s
hard for either set of buyers to determine
what is worth a premium. “We need to work
on sheer valuation,” said Tracey Scheppach,
vp and video innovation director, Starcom
USA. “Is a linear view less valuable than a
VOD view? Are all views created equal?”
Another potential source of contlict
hetween buying camps: What the networks
are selling may not be digital buyers’ idea of
the best inventory. “If you were to look at the
top-ranking sites for a particular demo,
chances are [it wouldn’t be] the Web site for
The Biggest Loser,” said Kasper. “In many
cases, you are trying to shoehorn in a fit.”
Margaret Clerkin, managing director at
MindShare Interaction, concurred, saying
that much of the networks’ new digital inven-
tory lacks distinction. While the top broadcast
nets are just getting digital, several cable play-
ers have been peddling muldplatform for a
while, and claim to have learned lessons. “It’s
much more methodical,” Greg D’Alba COO
of CNN sales and marketing, said of negotia-

ets we've seen, Sears is down 20 to 30
percent,” said an ad sales head at a
first-tier cable net. “Gillette’s going to be
down now that it’s merged with P&G."”

(MindShare, which handles Sears’
media buying and planning, declined to
comment. Last year, Sears’ total media
tudget was $800 million, according to
TNS Media Intelligence.)

On the plus side, Macy’s will enter
t1e national TV marketplace for the first
time, which could sweeten the cable
pot. “They’re committing $200 million
to TV; we should see at least some of
that,” said the sales chief.

Until broadcasters and media agen-
cies reach an accord on measurement,
budgets will continue to be no-shows.
“When there are no real deadlines, peo-
ple don’t respond,” said one sales exec.
“That's human nature.” —Anthony Crupi

tions. He said buyers are asking more about
measures such as effective reach, rather than
rating points. “The currency is changing.”

In fact, most buyers and sellers agreed
that multimedia packages conceived toward
addressing client objectives tend to mollify
more tactical concerns. “If you have a good
idea, the conversations over CPMs, ratings

NETWORK TV BY JOHN CONSOLI

and who does what are less of an issue,” said
Ed Erhardt, president of ESPN/ABC Sports
customer sales and marketing.

Added Jason Malthy, president and co-
executive director of national broadeast at
Mindshare: “The fact that we don’t have a
unified metric is a hindrance, not a burden.
But if the idea is good, it’s worth it.” =

New Tricks of the Trade

Nets use unusual venues to hype fall schedules

he broadcast battle for next season’s view-

ers began in May. Before the 2005-06 TV
season had even ended, ABC, CBS, Fox and
NBC ran teaser promos for next season’s new
offerings during their top-rated shows during
the sweeps. “Every year it
gets more and more compet-
itive,” said George Schweit-
zer, president of CBS Mar-
keting Group. “We are no
longer just  competing
against other broadcast net- ¢
works. We are competing S
against all media platforms

V. Y,

and recreational actvities for >
viewers’ leisure time. It itso S
much harder to reach the <
entertainment consumer.”

“It’s certainly more com- S

petitive than it’s ever been,”
said Chris Carlisle, Fox
executive vp of marketing.
“It used to be that we began
running promo spots for
new fall shows beginning in

June, not the last week of the May sweeps.”

ABC ran teasers for new dramas in the
May finales of the shows they will lead out of:
Brothers & Sisters ran in Desperate Housewives,
Six Degrees ran in Greys Anatomy and The
Nine in Lost. CBS followed a similar strategy,
hiyping its new drama Shark in lead-in CSL.

Other nets simply tapped their strongest
season-enders. Fox used powerhouse Ameri-
can Idol to promote new dramas Justice,
Standoff and Vanished, while NBC ran teasers
for new drama Kidnapped in the Law & Order
finale and Studio 60 on the Sunset Strip in the
final episode of The West Wing.

None of the networks were willing to
reveal much of their summer promotional
plans for fall, citing competitive issues. But
Mike Benson, senior vp of marketing, adver-
tising and promotion at ABC, said he is shift-

YaVaY .
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ing away from a strategy ABC started just two
years ago—concentrating promotion on only
two key shows. This summer, Benson plans
to promote all nine of ABC’s new fall shows.
“The face of our comedies has really
changed, and we have to let
the viewers know that,” he

LS. ¢ said. “Promoting our shows
POSTAGE

is not about who screams the
S loudest, but more about get-
ting the viewers to under-
2 stand what each show is
about, to try to build a con-
nection with the characters
before the season starts.”
CBS is trying out some
new tricks. The net will pro-
mote its four new fall shows
and some rewurning shows
by distributing real 39-cent

[ .
R T\RM - postage stamps (pictired);
S screening shows on Aeri-
‘ HI/ can Airlines flights and air-
Al INg previews in more rhan

2,000 supermarkets as well
as in hair salons and auto service centers. “Our
research shows that on-air promotion is stll
the No. 1 place where the viewer gets the bulk
of their information about new programniing,
but we’re always looking to find creative,
smart ways to reach people,” said Schweitzer.

NBC will again use movie theaters this
August to hawk its shows. “Many of our shows
have a movie quality,” said Vince Manze, pres-
ident, NBC Agency, “like Kidnapped and
Heroes—and Friday Night Lights was a movie.”

Even the Internet will play a growing role:
Fox plans to hype its shows on MySpace.com,
its Webh site, while CBS will run its previous-
ly announced Gold Rush online reality game.

Regardless of how innovatively shows are
promoted, it all eventually comes down to the
program quality. Sums up Manze: “Great pro-
motion is good, good shows are better.” W
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Game 5 of the Eastern Conference
Finals (the Detroit Pistons vs. the Miami
Heat) telecast on ESPN recorded the
highest rating for any basketbali game
on that network ever—a 5.5 rating
reaching 4.99 million homes.

Through 19 playoff games, ESPN
averaged a 3.2 rating, an increase of 23
percent from the 2.6 rating at that same
point last year. On the broadcast side,
ABC’s NBA playoff rating is a 3.6, up 13
percent over last year.

TNT’s ratings through 44 playoff
games stand at a 2.5 U.S. household
rating, up 8 percent from last year. The
network has grown comparable per-
centages across key demos, with its
men 18-34 ratings up 11 percent.

The strong ratings can be partially tied
into more competitive series, with closer
scores and each series being extended to
more games. —John Consoli

Telecom Ads Help Drive
1st. Qtr. Spending Up 5.2%

Despite the spending slump among
automotive advertisers, total advertising
still grew 5.2 percent to $34.9 billion in
the first quarter, according to TNS
Media Intelligence.

The downturn in auto spending was
offset by increases in other categories,
such as telecom (up 20.4 percent), finan-
cial (10.9 percent), and local services and
amusements (15.7 percent), in addition to
events such as the Winter Olympics,
which helped boost network TV spend-
ing by 12.3 percent to $6.5 billion and
Spot TV by 6.4 percent to $3.8 billion.

Other media posting gains were
Spanish tanguage media, up 14.2 per-
cent to $1.05 billion, outdoor (up 11.1
percent), local magazines (11 percent),
consumer magazines (5.9 percent),
national TV syndication (6.2 percent),
and cable TV (2.2 percent).

But in terms of sheer growth, the
Internet continues to attract an increas-
ing number of advertisers, jumping 19.4
percent to $2.3 billion. The Web is now
the sixth largest media option in terms
of ad dollars.

Local newspapers, all three seg-
ments of radio, and business-to-busi-
ness magazines showed advertising
declines. —Katy Bachman
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WASHINGTON BY TODD SHIELDS

Rock the Vote

FCC’s Martin wants must-carry, ownership decisions

I nvigorated by his first Republican majori-
ty, Federal Communications Commission
Chairman Kevin Martin is pressing to give
broadcasters greater carriage rights on cable
systemns and moving toward liberalizing media
ownership laws.

Each decision—
which rekindles
major controversies
that have raged for
years—could come
to a vote on June 15
at  the  agency’s
monthly  meeting.
That would give
new Commissioner
Robert McDowell, a
Republican and for-
mer telecommunications executive, the dubi-
ous privilege of voting publicly against a
major industry in his first weeks on the job.

Since taking oftice 14 months ago, Martin
has endured a commission with a partisan 2-
to-2 deadlock and for a few months was even
the agency’s sole Republican. McDowell’s
swearing-in on June 1 could free Martin to
pursue his agenda with less regard for com-
mission Democrats, who fought him to a
standstill on media ownership last year.

Back then, Democrats demanded more
hearings outside Washington than Martin
would grant. This time, Martin is oftering an
undisclosed number of hearings as part of the
agency’s formal inquiry into recasting the

McDowell jumps Into
the fray on June 15.

TV STATIONS BY A.J. FRUTKIN

rules it loosened in 2003, which a court
rejected in 2004. Martin’s office calls his pro-
posal neutral, aimed at laving groundwork for
a vote some time next year. At the same time,
the chairman favors loosening regulations,
especially the rule restricting newspapers’
ownership of TV and radio stations.

Martin wants the agency to vote to reverse
itself on cable carriage rights innmediately.
e says requiring carriage of all broadcasters’
digital fare would bring forth more program-
ming, and would especially help smaller,
minority and religious broadcasters that lack
market clout. The FCC last year decided by
4-to-1, with Martin dissenting, that broad-
casters could demand carriage of just one
channel after the digital transition in 2009.

The Democrats made clear they might
change their votes if broadcasters conceded
public-interest obligations for their digital
channels. Yet Martin’s proposal arrived with
no visible movement by broadcasters. So what
makes June 2006 the time to urgently change
a policy decided in February 20052 Some note
the Comcast-Time Warner bid to buy the
bankrupt Adelphia. The merger needs FCC
approval by the end of July. Until then, Time
Warner and Comcast are unable to bring their
formidable lobbying firepower to bear upon a
must-carry decision they will hate. Martin’s
office bristles at the suggestion. “It’s an
important issue that needs to be addressed,” a
representative said. “There’s only so long you
can kick the can down the road.” =

Digital Dollars Dilemma

Content, revenue sharing top of mind for CBS affiliates

trer winning the 2005-06 season among
total viewers and coming in a strong
third in adults 18-49, CBS got high marks
from station executives who attended the
52nd annual CBS Affiliates Meeting in Las
Vegas last week. But several issues remained
unresolved. Among them were the Septem-
ber renewal of a National Football League
contract, and matters regarding new media.
In fact, as much as CBS Corp. president
and CEO Leslie Moonves continued to tout

the power of broadcast, digital subjects were
top of mind for many execs. “Most stations
realize that the networks are going to have to
exploit their content,” said Bill Carroll,
vp/director of programming at Katz Tele-
vision Group. “But how the networks do that
and whether it’s a partnership with the sta-
tions is really going to be the key issue. And
that hasn’t been totally resolved yet.”
Revenue sharing is a key issue. With CBS
oftering $1.99 downloads of Swrviver, for
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example, stations have anticipated splitting
any profits that might result from such
offerings. According to Peter Schruth, pres-
ident of CBS affiliate relations, an agree-
ment that covers revenue sharing already
exists, dating back to the last NFL deal
struck eight years ago. Schruth would not
quantify terms of that revenue split, but he
told Mediaweek, “The affiliates are going to
receive remuneration for whatever we do on
the Swrvivor downloads.”

Another digital issue revolves around
content sharing, whereby local stations could
stream network content on their own Web
sites. Schruth said CBS is willing to explore
such avenues, but he noted that most stations
don’t have the bandwidth capabilities needed
for high-resolution streaming.

Doreen Wade, chair of the CBS affiliates

RADIO BY KATY BACHMAN

board of directors and president of Freedom
Broadcasting, which owns five CBS affiliates,
acknowledged that most stations lack the
technology to adequately stream network
content. But she added, “We are working
toward acquiring those capabilities.”

For now, most affiliate Web sites function
primarily as extensions of their local news-
casts. And while many execs agreed that the
regional online landscape remains in test
mode, those tests are yielding results.

Andrew Wyatt, GM of the Pappas-owned
KSWT in Yuma, Ariz., said peak hours for
his station’s news site are between 12 and 6
p.m. Assuming those users then watch
KSWTT late newscasts, Wyatt underscored
the potential for future branding campaigns.
“It gives us the opportunity to be in front of
our viewers all day long,” said Wyatt. =]

Fox Hears Radio Success

Upstart news service increases affiliates nearly sixfold

T raditional radio news services like ABC
and CBS might want to take a word of
advice from CNN and MSNBC: Don’t under-
estimate upstart Fox News Radio. One year
after launching its five-minute hourly news
service on June 1, the network (which also
offers a one-minute
component,  crisis
coverage and one-on-
ones with its anchors)
has increased the
number of affiliates
from 58 to more than
330, including 24 of
the top 25 markets.
“It’s been a
very successful 12
months,” said Kraig
Kitchin, president
and CEO of Premiere Radio Networks,
which sold out 95 percent of the network’s
inventory to advertisers such as Home Depot,
Lowe’s, Michelin and UBS Financial Services.
When Fox News first extended its brand to
radio with a one-minute news service in April
2003, there were plenty of naysayers. The
market seemed crowded with well-established
news services: ABC with 2,500 affiliates and
CBS with 1,600, as well as smaller nets such as
NBC and CNN. Not only had the stalwarts
locked up distribution on the biggest signals in
the biggest markets, but building and main-
taining a network news service was time-con-

Magee: .bulllling out
the Fox News brand
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suming and expensive. But Fox News saw an
opening. It had established its news brand as a
ratings juggernaut on cable; at the same time,
listeners were hungrier for news, which can’
be commodified like music.

“We're doing this without the confines of
[traditional radio],” said Kevin Magee, FNR
senior vp, who moved over in January 2005
after serving as vp of news programming for
FNC. “In a world of iPods, you need to dif-
ferentiate yourself.” One way FNR does this
is by borrowing heavily from the style of the
news channel, which ironically adopted the
style and sound of radio to counter the more
traditional “snooze-news” approaches.

The business model is flexible. Instead of
offering the service solely on a barter basis,
FNR struck an unprecedented cash deal with
Clear Channel that made FNR its primary
news service for about 100 stations, many in
the nation’s largest markets. Today, non-CC-
owned affiliates outnumber the CC stations.
And a handful of outlets, such as Fisher
Communications’ KVI-AM in Seattle and
Cumulus Medias KCMO-AM in Kansas
City, brand their entire format with the Fox
brand, a phenomenon you don’t see with
ABC, CBS or CNN.

“l can’t compete with ABC’s clearances,
so we'll go around them,” Magee said. “If 1
was the second or third Talker in the market,
I'd be happy to parmer with Fox. The brand
is a big part of what we’re selling.” |
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The newly named—If not yet bulit—Comcast

£l

Cen

-\

SO0 ' '
ter will be home to the cable giant In 2007.

Philadelphia

A 975-FOOT SKYSCRAPER UNDER CONSTRUCTION IN PHILADELPHIA'S
Center City will become the tallest building in the state of Pennsylvania
when completed in late 2007. Comcast, one of many Fortune 500 compa-
nies headquartered in Philadelphia, signed a long-term lease for

most of the building, where it will relocate
its corporate headquarters. With the signit-
icant Comecast presence, the building has
been renamed Comeast Center from One
Pennsylvania Plaza.

The Comcast Center will be 58 stories
high with a total of 1.25 million square feet
of office space and 23,000 square
feet of retail space. The project
also includes a parking garage, a
public park and a grand entrance
to the commuter railroad termi-

Rowan University. The school hopes to
reach a final agreement with MLS by July 1.

Philadelphians are die-hard sports fans,
with four professional sports teams already
calling the city home, including the National
Basketball Association’s 76ers, Major League
Baseball’s Phillies, the NFIs Eagles, and the

NIELSEN MONITOR-PLUS
AD SPENDING BY MEDIA/PHILADELPHIA

JAN.-SEPT. 2005

JAN.-SEPT. 2004

JRKE/AP PHOT

National FHockey League’s Flyers. Comcast
Spectacor is the Philadelphia-based sports and
entertainment company whose properties
include the Flyers, Sixers and the American
Hockey League’s Phantoms, the Wachovia
Center and First Union Spectrum, and
regional sports network Comcast SportsNet.

Home to numerous colleges, Phila-
delphia  hosts the
annual Penn Relays,
one of the country’s
largest track and field
events, and the annual
Dad Vail Regatta, the U.S.” largest intercol-
legiate rowing event.

The Philadelphia market includes south
New Jersey and northern Delaware, and is
expecting a blockbuster year in terms of
political ad spending. Since Pennsylvania is a
swing state and played a pivotal role in the
2004 presidential election, local media
expect a windfall from candidates for U.S.
Senate races in the three states and from the
Pennsylvania gubernatorial race. Incumbent
Democratic Gov. Ed Rendell will face
Republican challenger, Pittsburgh Steelers
Hall of Famer Lynn Swann.

While the political landscape was taking
shape, the fog of uncertainty surrounding
the city’s two daily newspapers dissipated
somewhat when a new owner was found. In
March, Knight Ridder agreed to be acquired
by McClatchy Co. for $6.5 billion.
McClatchy immediately put up for sale a
dozen of the Knight Ridder newspapers it
said were not part of a long-term growth
strategy—two of those papers were The
Philadelphia Inquirer and the Philadelphia
Duaily News.

On May 23, McClatchy announced a deal
to sell the Duguirer and Daily News to a local
group of investors led by Bruce Toll, co-
founder of luxury home builder Toll Brothers
Inc. and advertising executive
Brian Tierney for $562 million.
The deal is expected to close this
summer, around the same time as
McClatchy’s acquisition of Knight

nal on site. Spot TV $707,321,104 $805,182,954 Ridder’s other 20 newspapers.
Also underway in the area are Local Newspaper $686,657,870 $602,214,340 The Inquirer’s circulation for
plans to bring a new major league Spot Radio $169,576,840 $214,522,330 the six-month period ended
soccer team to the market, part of Outdoor $90,075,593 $85,359,095 March 31 was 350,457, while its
a $1 billion housing, retail and TOTAL $1_,6;3,631 407 i §1,7TL278,7TQ Sunday circ was 703,965, both

athletics
Glassboro,

project on  the

NJ., campus of

Source: Nielsen Monitor-Plus

down 5.1 percent compared to
the same period ended in March
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SCARBOROUGH PROFILE

COMPARISON OF PHILADELPHIA
To the Top 50 Market Average

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHI $75,000+

College Graduate

Any Postgraduate Work
Professional/Managerial
African American
Hispanic

MEDIA USAGE-AVERAGE AUDIENCES*
Read Any Daily Newspaper

Read Any Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Afternoon Drive M-F

Total TV Early News M-F

Total TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE-OTHER
Accessed Internet Past 30 Days

HOME TECHNOLOGY

Owns a Personal Computer

Purchase Using Internet Past 12 Months
HH Connected to Cable

HH Connected to Satellite/Microwave Dish

HH Uses Broadband Internet Connection

TOP 50 MARKET PHILADELPHIA PHILADELPHIA

AVERAGE % COMPOSITION % INDEX
31 29 93
40 40 100
30 32 108
35 39 114
14 14 100
12 11 99
27 28 106
12 16 133
15 6 43
51 58 115
58 65 112
21 22 106
18 18 100
28 28 100
39 41 105
15 17 113
63 63 100
68 69 102
46 47 102
64 78 121
24 14 60
37 37 100

*Media Audiences-Average: average Issue readers for newspapers; average quarter-hour isteners within a specific daypart for
radio; average half-hour viewers within a specific daypart for TV and cable
Source: 2005 Scarborough Research Top 50 Market Report (August 2004 - September 2005)

2005, according to the Audit Bureau of
Circulations’ FAS-FAX report. The Daily
News’ average Monday-Friday circulation
for the period ended in March was 116,590,
talling 9.4 percent year to year. Its Saturday
circulation was 138,707, down 1.5 percent.
The paper does not publish on Sundays.

The Philadelphia papers have not leen
privately owned since Walter H. Annenberg
sold them to Knight Ridder in 1969. The
new owners said they do not expect to cut
jobs and plan to retain both newspapers’ dis-
crete voices in the city. They also said they
hope to improve the lnguirer’s local news
coverage and online presence.

The market includes also a slew of smaller
dailies and weekly newspapers throughout the
region. Among them is Calkins Media’s
Greater Philadelphia Newspapers chain, with
The Bucks County Courier Times and The

10 MEDIAWEEK June 5, 2006 mediaweek.com

(Doylestown) Intelligencer. The chain’s total
circulation was 139,872, down 4.2 percent in
March. Its Sunday circulation declined 2 per-
centto 153 ,421.

Philadelphia’s local tclevision market-
place is equally competitive, ranking fourth
in the nation with 2.9 million TV house-
holds. According to estimates from BIA
Financial Network, the market experienced a
precipitous 7.6 percent decline in gross rev-
enues from 2004 to 2005, but BIA predicts
the market will rebound this year. The mar-
ket is expected to grow from $626.3 million
in 2005 to $688.9 million in 2006.

ABC’s owned-and-operated WPVI-TV is
the market’s top biller, taking in an estimated
$178.5 million in revenue in 2005, for a 28.5
percent share of market, according to BIA.

A year after Nielsen Media Research’s
local people meters went online (officially

June 30, 2005), the market has adjusted to
the new viewership measuring service.

Caroline E. Welch, a representative for
WPV, says the station is faring well under
the new system. “We’re still No. 1 in every
daypart. The only difference is that sweeps
are 365 days of the year,” says Welch.

In April WPVI became the first station in
the market to launch a high-definition TV
chopper, says Welch. Earlier this year, WPVI
started a wireless application, 6abctogo.com,
where users can get the station’s news and
other information for free via cell phones.

In February, WPVI introduced a news set
that uses a variety of background shots
including a crystal skyline of the city, which
came about because the station’s new weather
equipment couldn’t fit into the old weather
area. This forced a redesign, says Welch.

Among programming changes, WPVI
will launch Rachael Ray at 10 a.m. this fall,
replacing The Tony Danza Show. WPVI is
also the home 1o Eagles preseason games.

NBC O&O WCAU-TV on May 23
unveiled a new set in front of a live studio
audience for 10! its locally produced lifestyle
and entertainment show. Guests on that day’s
show included NBC Todays Al Roker, Kate
Flannery from the NBC show The Office and
MSNBC’s Hardball host Chris Matthews.
The show, which airs weekdays from 10-11
a.m,, returned to the station’s studio in Bala
Cynwyd, Pa., recently, after having been
produced for ncarly four years at the
Philadelphia Loews IHotel.

WCAU also hosted a major health expo
at the Pennsylvania Convention Center that
saw a record 65,000 people on April 22 and
23. Called NBC 10% 10th Annual Fit Fest,
the jam-packed event included free health
screenings, fitness demonstrations, and
celebrity guests including Kevin Eubanks,
musical director and bandleader on NBC’
Tonight Show with Fay Leno.

Beginning Sept. 1, Fox Television Stations’
O&O WTXF-TV plans to begin broadcast-
ing all local programs in HD, following a
complete facility and technical renovation.
The station has also made several on-air talent
changes. Among them, Tom Burlington was
promoted to weekend anchor/reporter for the
station’s 10 p.m. news. Sharon Crowley
moved from reporter/anchor on Good Day
Philadelphia, its four-hour morning newscast,
to become an investigative and consumer
reporter and fill-in anchor on the station’s late
news. Kerri-Lee Halkett, a co-anchor on the
morning show since 2002, became the new
main anchor for Good Day Philudelphia for the
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5-7 a.m. ume period. Sheinelle Jones, previ-
ously a fill-in anchor and breaking news
reporter on the program, joined the 7-9 a.m.
anchor desk.

During the May sweeps, WTXFs Ten
O’Clock News tinished No. [ against its other
late news competitors in the [8-34 demo
with a 3 rating Monday-Sunday. The station
finished second (behind WPVI) in adults 18-

49, and third in adults 25-54.

CBS TV’s Philadelphia duopoly includes
CBS O&O KYW-TV and UPN affiliate
WPSG-TV. KYW, once an also-ran in the
market, has seen steady growth in its market
position, even before the arrival of the LPMs.
The trend held true in the May sweeps.

“We'’re seeing growth in early morning,”
says Michael Colleran, president and general

manager of KYW and WPSG. “We’re the
only station that grew in early morning 5-7.”

The duopoly has made a number of man-
agement and talent changes within the past
year. Among them, Robin Magyar was
named vp/station manager of KYW and
WPSG last September. She had been at
KPIX-TV in San Francisco as director of

sales. Kevin Gilligan started last December
as general sales manager of the duopoly. He
came from sister radio station, KYW-AM in
Philly, where he held the same title.

WPSG will become the market’s CW affil-
iate on Sept. 5. “We think that we have a

NIELSEN RATINGS/PHILADELPHIA

EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

TIME NETWORK STATION RATING SHARE tremendous advantage [over soon-to-be
4-5 p.m. cBS KYwW 3.5 8 MyNetworkTV  affiliate  WPHL-TV)
NBC WCAU 3.4 8 because we bring established, well-known
5-5:30 p.m. Ll WPVI‘ =i 18 programming to viewers who are used to
Efxs CV\;'\;(VF‘ 32 12 watching it,” says Colleran. “That gives you
NBG WCAU 40 8 automatic entry into people’s homes.” For
UPN WPSG* 17 4 instance, Everybody Hates Chris (now on UPN)
WB WPHL* 19 2 has performed exceptionally well in the mar-
5:30-6 p.m. ABC WPVI 95 19 ket. African Americans make up +.6 percent
Fox WTXF* 4.9 9 of Philadelphia’s population, according to the
CBS Kyw* 4.8 10 U.S. Census Bureau. Colleran says he has not
NBC WCAU 4.0 8 yet decided how to rebrand WPSG, which is
UPN WPSG® 1.9 3 currently known as “UPN 57.”
wB WPHL* 1.6 3 In June 2005, WPSG launched a new
G-6:30-RM. QBB(C:} wg\:u 138 23 morning news show called Wake Up News.
CBS KYW 46 8 The 5-9 a.m. newscast is more traffic- and
For WTXE* 33 6 weather-focused, with news and sports head-
WB WPHL" 27 3 lines. The newscast is produced in conjunc-
UPN WPSG* 18 3 tion with a company called Traffic.com.
WPSG is also the broadcast TV home of the
Late News Phillies. The station, which will broadcast 45
TGET 08 \F;VOE); mi gg g games this scason, just re-upped its agree-
10:30-11 p.m. R WTXF 6.2 9 ment with the. team. WPSG has also had the
11-11:30 p.m. ABC WPVI 10.3 18 over-the-air rights to the 76ers and Flyers,
CBS KYW 78 14 but both contracts are up for grabs this year.
Fox WTXF* 2.2 4 Tribune Broadcasting’s WB  affiliate
UPN WPSG* 2.2 4 WPHL-TVis one of only three Tribune
wB WPHL* 1.5 3 outlets that will convert to a MyNetworkTV
NBC WCAU # # affiliacion this summer (the rest are becom-
*Non-news programming. #Olympics coverage. Source: Nielsen Media Research, February 2006. i“g cw Smtions)' Vince Giannini, WPHL
vp/gm, says his station is actually in a very
good position to succeed in this diverse mar-
ketplnge. “Nso7 othe{( netfwor.k .in lhistory has
ever given 52 weeks of original program-
RADIO OWNERSHIP AVG. QTR.-HOUR  REVENUE SHARE OF ming,” he says. “We will have 52 weeks of
OWNER STATIONS SHARE (IN MILLIONS) TOTAL original programming in HD.”
CBS Radio 3AM, 2 FM 19.1 $106.3 33.0% WPHL stopped producing its own local
Clear Channel Communications 1 AM, 5 FM 20.4 $84.6 26.2% news last December. That’s when it officially
Greater Media 1AM, 3 FM 11.8 $47.4 14.7% began a new partership to have WCAU
WEAZ-FM Radio Inc. 1FM 6.0 $30.6 9.5% produce its nightly 10 p.m. newscast.
Beasley Broadcast Group 2 FM 6.8 $25.0 7.7% Although the revamped newscast, which uses
Radio One 3FM 9.5 $18.2 5.6% WCAU talent, is now branded WB17 News

Includes only stations with significant registration in Arbitron diary returns and licensed in Philadelphia or immediate area.
Share data from Arbitron Winter 2006 book: revenue and owner information provided by BIA Financial Network.

at 10 Powered by NBC News ar 10, Giannini
says no decision has been made on a new
name after its affiliation changes.
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NEWSPAPERS: THE ABCS

DAILY

CIRCULATION CIRCULATION
Philadelphia County: 575,730 Households

The Philadelphia Inquirer 90,125
Philadelphia Daily News 82,250

Montgomery County: 297,490 Households

The Philadelphia Inquirer 72,414
Lansdale Reporter 16,772
Norristown Times Herald 16,281
The Mercury 13,901
Philadelphia Daily News 11,838

Bucks County: 228,729 Households

Bucks County Courier Times 63,275
The (Doylestown) Intelligencer 38,224
The Philadelphia Inquirer 30.920
Philadelphia Daily News 5,392
Allentown Morning Call 3,661
The Trentonian 3.428
The Trenton Times 2.005

Delaware County: 208,586 Households

The Philadelphia Inquirer 45,534
Delaware County Times 43,608
Phifadelphia Daily News 8,957

SUNDAY DAILY MARKET SUNDAY MARKET

Camden County (N.J.): 188,339 Households

(Camd n) Courier Post 47,205
The Philadelphia Inquirer 28,446
Philadelphia Daily News 5,094

Chester County: 169,380 Households

The Philadelphia Inquirer 38,153
Daily Local News 27,981
The Mercury 5111
Philadelphia Daily News 3,990
Wilmington News Journal 2,923
The (Phoenixville) Phoenix 2,649

PENETRATION PENETRATION

206,759 15.7% 35.9%
14.3%

132,157 24.3% 44.4%
5.7%

28,419 5.5% 9.7%

14,883 4.7% 5.0%
4.0%

59,988 27.6% 26.1%
16.7%

64,171 13.5% 28.1%
2.4%

5,447 1.6% 2.4%

2,179 1.5% 1.0%

2,456 0.9% 1.1%

87,243 21.8% 41.8%

39,030 20.9% 18.7%
4.3%

54,380 25.1% 28.9%

57,679 15.1% 30.6%
2.7%

69,517 22.5% 41.0%

27,673 16.5% 16.3%

5,736 3.0% 3.3%
2.4%

3,872 1.7% 2.3%
1.6%

Data is based on audited numbers published In the Audit Bureau of Circulations' Spring 2006 County Penetration Report.

Three stations serve the market’s growing
Hispanic population: Univision Com-
munications’ local duopoly of Univision
O&O WUVP-TV and TeleFutura station
WEFPA, along with Telemundo affiliate
WWSI, privately owned by Hispanic
Broadcasters of Philadelphia.

With Comcast, the nation’s largest cable
service provider, based locally, it stands to
reason that the city has a large cable penetra-
tion. About 78 percent of the market is wired
versus the national average for the top 50
markets of 64 percent, according to
Scarborough Research (see Scarborough chart
on p. 10). In comparison, satellite penetration
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is a paltry 14 percent, well below the nation-
al average of 24 percent.

Comcast Spotlight serves as the local
interconnect, reaching nearly 1.9 million
cable homes in the Philadelphia DMA, or
88.5 percent of the DMA’s cable households.
The interconnect lets advertisers insert on
up to 50 cable networks. Comcast also owns
and operates 24-hour local cable channel
CNB8, which airs a mix of locally produced
programming. Comcast SportsNet Phila-
delphia carries Flyers, Sixers and Phillies
games, most of which air in high-def.

The leading players in the nation’s sixth-
largest radio market are CBS Radio, Clear

Channel Communications, Greater Media,
WEAZ-FM Radio Inc., Beasley Broadcast
Group and Radio One.

CBS’ All News powerhouse KYW-AM is
the market’s No. 1 station, earning a 6.2 aver-
age quarter-hour share (among listenters 12-
plus) in the winter 2006 Arbitron survey. With
an estimated $37.1 million in ad revenue flow-
ing into its coffers in 2005, according to BIA,
the stadon is also the market’s top biller.

WEAZ-FM Radio’s Soft Rock WBEB-
FM reflects a dying breed as the market’s last
remaining independently owned radio sta-
tion. The outlet has consistently been among
the market’s top-ranked stations for more
than 15 years. \WWBEB earned a 6 share in the
winter book, just behind KYW. It also fin-
ished second in revenue with $30.6 million,
according to BIA estimates.

Clear Channel’s WDAS-FM is the mar-
ket’s heritage Urban Adult Contemporary
leader. The station ranks fourth overall in
ratings (behind CBS’ Oldies WOGL-FM),
but third in billings at an estimated $27 mil-
lion. It competes with Radio One’s Urban
AC WRNB-FM. Also battling for younger
Urban listeners arc Radio One’s WPHI-FM
and CC’s WUSL-FM, and Beasley’s
Rhythmic CHR WRDW-FM.

Recent changes to the local radio land-
scape include the rebranding in October
2005 of Modern Rock WYSP-FM to “94.1
Free FM,” a Talk/Rock hybrid format. The
station, like some of its sister stations around
the country, had replaced Howard Stern with
David Lee Roth on Jan. 3. Opie & Anthony
replaced the canned Roth in April. The con-
troversial duo’s syndicated show had been
heard on WYSP before they were fired in
2002 following a lewd, on-air stunt. WYSP
competes with Greater Media’s Rocker
WMMR-FM. WYSP is also the radio flag-
ship of the NFLs Eagles.

Also in  October 2005, Mega
Communications sold its Spanish Tropical
WEMG-AM rto Davidson Media for $8.75
million. WEMG, known as Mega 1310, is
licensed in Camden, N.J.

Clear Channel and CBS are the largest
players in the Philly outdoor market. Last
spring, Titan Worldwide won the contract to
handle advertising on the trains and buses of
Southeastern Pennsylvania Transportation
Authority. The contract was previously held
by CBS (then Viacom Outdoor). Other out-
door companies that compete in the market
include Philadelphia-based Steen Outdoor
Advertising, Keystone Advertising and
Chesapeake Outdoor Advertising. n



1.4 million new subscriber orders
in just 6 months!

Pretty impressive for a launch, huh?
Call publisher Pete Haeffner at 212.852.7423 for more details.

Source: TV Guide Circulation
Department: 800,000 renewals,
600,000 new orders



Performance

Lauren Zalaznick is pushing Bravo’s creative envelope
with a mix of reality programs and broadband plays,
avoiding the dreaded one-hit-wonder stigma By Dan Ouellette
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WALKING FROM HER CORNER OFFICE overlooking Rocke-
feller Plaza to her weekly direct-reports team meeting, Bravo presi-
dent Lauren Zalaznick encounters a tall, broad-shouldered man in
the main hallway drawing small, black oblong spheres on the wall.
“Are you defacing our walls?” she asks, then laughs. Actually, she’s
pleased Tucker Nichols has arrived. They’re on the eighth floor of
30 Rockefeller Plaza, and the illustrator is completing the artistic
makeover of Bravo’s new office space. Most of the network’s staff
moved in three weeks ago.

The spheres form the skeleton of a corridor-long mural (meant to
be “artsy and ironic,” says Zalaznick) that Nichols, who is based in

Marin County, Calif., has created in line with his outsider’s view of
Bravo, NBC Universal’s increasingly successful cable network. He
has plenty of material to draw from: new reality programming that’s
turning heads and increasingly drawing eyeballs, creative staff mem-
bers—who stop to talk to him despite their hectic schedules—and
even the channel’s maverick president, now celebrating her second
anniversary at Bravo’s helm.

The Rockefeller complex has been heralded as an Art Deco won-
der; its tallest building has become a high-security home base for
NBC—a corporate monolith writ large indeed. Housing Bravo on
the same floor as renegade Saturday Night Live—the show uses part
of the net’s corridor as its staging area—and letting Bravo modify its
office headquarters to its liking, is remarkable to Zalaznick. “You’re
in 30 Rock. Crazy, right?” she says. “But it’s a statement of how a big
company can let you be when you’re on the creative side. We said ‘no,
no thank you’ when they wanted to paint our walls [the standard
color]. We prefer something different.”

To Zalaznick, breaking form within the physical space has two
benefits: providing “a clean, well-lighted place” for the “people who
spend so much time here.” But more importantly, she says.
“Creativity breeds creativity. In a creative industry, you don’t want to
be compartmentalized so that your brain feels like a cog in a wheel.
It’s difficult to be an evangelist for your brand if you’re in a space that
doesn’t reflect that.”

In recent years under Zalaznick’s watch, Bravo has enjoyed
audience surge and identity cachet with a string of reality hits, begin-
ning with Queer Eye for the Straight Guy, which she inherited, and con-
tinuing with Project Runway, Top Chef and The Real Housewives of Orange
County on its Tuesday-Wednesday lineup of original prime-time pro-
gramming. That is complemented by its movie nights as well as off-net
evenings, featuring The West Wing, Law & Order and CSI. (Beginning
in fourth quarter this year, HBO’ acclaimed series Six Feet Under will
debut on Bravo with minimal editing nips and tucks.)

Because of its programming success, Bravo, currently available in 80
million homes, has seen viewing gains across the board this year. First-
quarter 2006 was its highest-rated and most-watched quarter. Among
the key adults 18-49 demo in prime time, the network averaged 282.000
viewers, just a hair above above first-quarter 2005 and 28 percent above
fourth-quarter *05, according to Nielsen Media Research data. Among
women 18-49, Bravo averaged 163,000 in first-quarter 2006, 7 percent
above first-quarter 2005 and 48 percent above fourth-quarter 2005.

Through May 14, second-quarter ratings are solid, up 22 percent
in total viewers to 447,000 in prime. During that time period, Bravo
averaged 261,000 viewers in the 18-49 demo, up 32 percent from the
same period a year ago. Women 18-49 were up 51 percent to 148,000.

Several original series enjoyed breakout seasons. Top Chef, the No. 1
cable food series in both adults 18-49 and 25-54, grew during its first
season with 1.5 million viewers tuning in to the May 24 series finale.
The finale doubled its total viewers from the first episode, grew its
adults 18-49 by 92 percent and exploded its 25-54 total by 142 percent.

When the second-quarter to-date figures are announced at the
direct-reports meeting, Zalaznick, arms folded and casually dressed in
a beige button-down sweater, beams. “This is a big deal,” she says.
“We’re doing well during sweeps. After our huge first quarter, we’re
really, really ramping up for our summer.”

It has not always been that way. Bravo was launched by Cablevision’s
Rainbow Media in December 1980 as a commercial-free drama and
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performing arts channel. The net later adopted a PBS-like sponsorship
model before going fully commercial in 1998. While it carried the pop-
ular program Inside the Actor’s Studio, with host James Lipton, it was still
plagued with the rep of being a stodgy service that aired opera.

But Bravo started to garner new recognition in 2002 when it was
purchased by NBC and launched the décor/personal-grooming
makeover show Queer Eye. The unlikely hit drew hordes of viewers to
Bravo and then crossed over to the parent network. Jeff Gaspin was
president of Bravo and NBC’s executive vp of alternative program-
ming at the time.

“That show was undreamed of in the Bravo world,” says Frances
Berwick, senior vp, programming and production and a 10-year
Bravo veteran. “Jeff put his weight behind the show, giving it a lion’s
share of Bravo’s annual budget. It was radical for NBC to pick it up,
but it paid oft.”

In 2004, Gaspin (today president of NBCU cable entertainment
and digital content) paved the way for Zalaznick to “take the channel
to the next level.” The two were friends
from their days working at VHI. “I
knew Lauren could do it even though
she started out in the indie film world,
which is a nontraditional entry point to
the cable business,” he says. “I put the
ground floor in, and now Lauren is
building and decorating it. She’s mov-
ing Bravo beyond one show.”

Previously senior vp, original pro-
gramming and development for VHI
and most recently president of the
short-lived Universal-owned Trio digi-
tal network (scrapped last year in its
on-air manifestation in the wake of the
2004 NBC-Universal merger), Zalaz-
nick remembers well her arrival at
Bravo at the apex of Queer Eye’s success.

“I've done three kinds of transfor-

Zalaznick is proud of the mative jobs,” she says. “VHI was an
Inclusiveness of Bravo’s old, unsuccessful brand that was a bas-
programming, including tard stepchild of MTV. It was Kenny G
(clockwise from bottom) and Michael Bolton and got no resp'ect.
veteran hit Queer Eye for I set out to change the brand to some-
the Straight Guy, newest thing else. Trio had no brand. There
hit Top Che, off-net was a vacuum, an absence, when I got
acquisition Six Feet there. It was, “Think of what it is and
Under (which starts later make it into something.” Bravo was def-
this year) and the fash- initely the hardest. It had a distinct
ion consclous Project brand that no longer fit with what was
Runway. making it incredibly successful. There
were costume dramas from England
and then this thing called Queer Eye. It
didn’t match up. It was horrendous.”

Zalaznick likens her experience to a shaky three-legged stool. “The
stool looks nice,” she explains, “but one of the legs is unstable at the
joint and another someone is starting to saw through. Queer Eye was the
biggest of big, the slickest of slick, on the cover of Entertainment Weekly.
There was only one way for it to go. So my joke was that 'm the suck-
er who has to sit on this stool in public and say that everything is fine.”

Her biggest fear? The one-hit wonder. “In the music world, the
L]

A “BLENDED" WORLD



one-hit wonder is the kiss of death. You don’t want to go down in the
history books that way. From day one that was the immediate and
obvious threat at Bravo. I couldn’t let it go down as a onc-hit wonder.
That was behind the mandate and the vision to create the new Bravo.”
In development before she arrived, Project Runway, the reality show
pitting fashion designers in competidon against each other, hosted by
supermodel Heidi Klum, became Zalaznick’s pet show to groom. “I
liked it, but I was afraid of it,” she says. “I had done VHI’s Fashion
Auwards for five years, so [ knew how hard it was to bring fashion to TV.
But this was on the artier side. Plus, Fleidi was great, there was wonder-
tul chemistry with the judges, and the whole alchemy of TV worked.”
Runway lifted off in early December 2004...and promptly tripped
on its cuff. “It fell to the bottom of the ratings heap,” recalls Zalaznick.
“But it was too good and unique, and it was my vision for the new
Bravo. My public relations, marketing, scheduling and programming
teams insisted that we’d turn it around. We relaunched it in January,
drove it like crazy through the February sweeps and made it work.”
Yet after that installment of Rumway, Zalaznick notes, Bravo
slumped in second quarter 2005. “Itlooked grim, but phase two of plan
ane was set for the summer. I believed in the new shows.” In addition
to Queer Eye and celebrity hairstyle show Blow Out returning strong,
Bravo scored with the debut of comedian Kathy Griffin’s My Life on the
D-List and Being Bobby Brown. “From Runway’s launch to the end of
summer, we really knew what we were doing,” says Zalaznick. “And
after that we needed another hit, which turned out to be Top Chef.”

With its reality programming catchphrase coined last year,
“Watch What Happens,” still resonating with audiences, 2006 has so
far been solid. Runway pulled in big numbers for its second season’s
final show on March 8 this year (3.5 million viewers, including 2.5 mil-
lion 18-49ers). Top Chef, leading out of the finale, was the highest-rated
premiere in the net’s history with 1.3 million viewers (932,000 adults
18-49). Even old standby lnside the Acrors Studio scored big with its Feb.
12 season premiere, delivering 1.02 million viewers and 633,000 adults
18-49 for Lipton’s interview with comedian Dave Chappelle.

“Not all cable networks are attracting those ratings and demos,” says
Lyle Schwartz, Mediaedge:cia managing partner and director of broad-
cast research. “Queer Eye was huge for Bravo and got it critical acclaim.
So is Project Runway, which helps to separate the network out.” Sill, he
cautions: “What’s a hit onc year can go cold really quick. Promoting
other shows can help |lessen] the impact should a successtul show tank.”

Shari Cohen, president and co-executive director of national
broadcast at MindShare, agrees that “too much of one thing might be
an issue.” But she says Bravo has done well by its “compelling reality
where viewers have a vested interest in the characters. Bravo has done
a good job strategically finding a fit between programming and the
[cultural] mind-set. The network has buzz by virtue of its program-
ming and way of marketing.”

Following the network’s recent upfront presentation to agencies and
advertisers, Zalaznick says that “[ad] sales is happy, and the street is
receptive to Bravo. Our external marketing and product placement
partnerships have been phenomenal.” A team member points out at the
direct-reports meeting that brand recall and improvement of brand
opinion for Toyota, which did product placement on 30 shows on 12
networks (six broadcast; six cable) in first-quarter 2006, was highest on
Top Chef, per TAG Research data. And it was announced recently that
the Southern Comifort liquor brand has been integrated into the eighth
season of Celebrity Poker Showdown, a deal initiated by Magna Global

Broadband as Plan B

2005 WAS THE YEAR Bravo started thinking about how its
stand-alone Web site BravoTV.com and the other broadband ini-
tiatives under its digital umbrella, including TrioTV.com (the first
TV channel to move to broadband), BrilliantButCancelled.com
and OutzoneTV.com, might contribute more to its bottom line.
Working with Jason Klarman, senior vp, marketing and brand
strategy, Lauren Zalaznick began to reimagine the marketing
potential of online networks during 2004’s budget season.

“We decided that our Web site should no longer be a cost
center, but a revenue generator,” she says. “As soon as top-line
content would come in, we couldn’t be dismissed as just
another marketing site. That was the goal. The company was
just learning how to sell online advertising and to separate on-
air show content from show content on the Web, to not just
treat it as an added value, but as unique, monetizable content.”

“We began to see traction on the Web,” says Klarman, who
joined Bravo in 2004 after being senior vp of marketing at Trio.
“We began to see it as a great way to engage Bravo’s audi-
ence.” Zalaznick agrees: “We have a smart viewership that's
affluent, educated and loves technology.”

Traffic has proliferated. In just the first quarter of 2006,
BravoTV.com reports unique visitors up 161 percent and page
views up 120 percent over full year 2005. From January to April
1, the site drew 3.4 million unique visitors and 107.5 million
page views, with Project Runway by far attracting the most
attention. The site also delivered 5.6 million video streams, rep-
resenting a 230 percent increase over first quarter '05.

With the plug pulled at on-air Trio—a multipronged net that
attracted TV buffs (with the airing of “brilliant” shows that had
been prematurely “cancelled”), a gay following and live-music
aficionados — Zalaznick decided to reinvent it on the Web. “It’'s
like seeing a kid go off to college,” she says, about the fact that
the network has moved from TV to the Web.

BrilliantButCancelled.com launched May 23. It's a site
where viewers can watch late-but-great TV shows (including EZ
Streets and Johnny Staccato). In a reversal of roles, instead of
having broadband support a TV network, Bravo promoted the
Web site by airing back-to-back episodes on May 25 of NBC's
cancelled-before-it-aired The Jake Effect to drive viewers to the
Web site. Gay and lesbian broadband site OutzoneTV.com
launched on June 1. “We launched [BrilliantButCancelled.com
and OutzoneTV.com] the way young kids approach their home-
work—do what's easiest first,” says Zalaznick. TrioTV.com,
which is a little less defined at the moment, is scheduled to go
live this summer or early fall.

On June 6, BravoTV.com bulks up its capacity and
relaunches. “TV is the driver, but the Web site is the waterhole
around which to gather and interact,” says Klarman, who notes
that the old site had an architecture that couldn’t support its
growth. The new incarnation will include on-demand show
episodes (the video player is presently loaded with more than
250 shows), blogs, podcasts, picture galleries and The Dish, a
daily updated column of pop-culture news. “This represents
the next evolution of the Bravo brand.”

Zalaznick adds, “Watching TV has become more active,
less passive. It's no longer the decades of the idiot box and
couch potatoes. Viewer engagement will drive these Web
sites.” —DO
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Cybill and Me

Bravo vp Andy Cohen blogs behind the scenes

WHETHER HE’S FAWNING OVER Oprah Winfrey’s “Legends
Ball,” delighting in Donny and Marie Osmond’s face-to-face with
Larry King, dissing Jessica Simpson and David Blaine, revealing
behind-the-scenes observations of Bravo shows like Top Chef
or comically reminiscing about how he and Cybill Shepherd dis-
cussed her reality-TV project without their shirts on, Andy Cohen
has passionately, snarkily and, at times, hilariously blogged his
way into becoming a daily sensation at BravoTV.com.

A week before celebrating his 100th blog-post on June 1,
Cohen, vp, production and programming, Bravo, gleefully won-
ders, “Is Bravo going to throw me a party?” He doesn’t even
wait for an answer. “This is so fun for me. I'm really excited!”

Not only has Cohen become a celebrated pop-culture pun-
dit (Out magazine named him “hottest blogger” in its yearly
“Hot” issue), but he also wears the banner of being the only TV
net exec penning his own Web opinion forum.

“l do random posts about random things,” says Cohen, who
notes that he’s received 1 million-plus page views since he
launched on Jan. 1. “l can be really opinionated and totally off the
cuff about Bravo as well as pop culture in general. It’s a reflection
of my life and my opinions as pop culture filters through me.”

and negotiated in collaboration with Universal McCann.

Earlier this year Bravo teamed with iLoop Mobile to make ringtones
and wallpaper available for mobile phone users through the nets Web
presence, BravoTV.com (see sidebar on page 19). And on another broad-
band front, Bravo parmered with PlanetOut’s Web sites, Gay.com and
PlanetOut.com, to introduce OutzoneTV.com, the first Web channel
targeted specifically tor gays and lesbians, which launched June 1. “We
decided to seek out the expertise we needed,” says Zalaznick. “We're the
experts on content, so we leveraged that in exchange for brand associa-
tion to reach places where we normally wouldn’t have access.”

Digital distribution strategies dominated many upfront presenta-
tions this year, but Zalaznick hooked onto basics: “We’re still proud of
that old thing called TV.” She laughs, saving, “For the first time ever,
we have a real schedule.” She’s enthused about Queer Eye and D-List,
which will premicre back-to-back June 6.
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Of course, through his filter (remember, he is vp of program-
ming), Bravo is a great place to watch TV. Despite his candid-
ness, he's still pretty much a champion for the network.

Formerly Trio vp, original programming, and before that a
producer at CBS News for 10 years, Cohen now supervises the
production of such Bravo unscripted shows as Queer Eye for
the Straight Guy and The Real Housewives of Orange County.
“l do have a day job,” he says, noting that he’s overseeing the
third incarnation of Project Runway —which is currently shoot-
ing—and the ramp-up for the second season of just-conclud-
ed Top Chef.

Asked about how he fits it all in, he sums it up pretty mat-
ter-of-factly: *I get up, work out and write my blog, then do my
12-hours-a day job at Bravo.”

Andy’s Blog got its start when Cohen e-mailed Bravo pres-
ident Lauren Zalaznick about the goings-on on the set of Battle
of the Network Reality Stars. “| wrote Lauren my vivid, funny
observations,” he recalls, without a hint of modesty. “She told
me, ‘This is great. You need to do a blog.””

It proved to be good timing. Bravo was redesigning its Web
site and looking for blogging prospects. He was immediately
enlisted. “They told me | could write whenever | wanted,”
Cohen says. “They said once a week is fine, but | felt it would
only be successful if | wrote daily. It’s ended up being an active
dialogue with Bravo viewers.”

So what about the Cybill Shepherd episode? The blog post-
ing, titled “Cybill & Her Bra,” dated Feb. 24 in the Andy’s Blog
archives, opens with Cohen meeting the actress in her agent’s
unairconditioned office on a steaming hot L.A. day. As the
meeting progresses and the room grows increasingly warm,
Shepherd and her friend strip to their bras while pitching a
show for “a reality version of her successful CBS sitcom,
Cybill.” Cohen later wondered if perhaps he had “crossed a
line, revealing way too much. But Lauren thought it was great.
So I've been able to be incredibly candid in my opinions.”

A large number of Cohen’s blogs center on Winfrey. “I've
written about Oprah more than anyone else,” he says. “l watch
her show every day. I'm trying to figure her out. | have so much
respect for her, but I'm also in awe and scared of her.”

Has she taken notice? “Oh, no, but that’s my dream,” he
confides, “to be invited onto her show.” -DO

She is also passionate about new programming in the wings, includ-
ing a Joan Rivers pop-culture talk show that’s still in development and
nonscripted series that hit this suminer, on high-end real estate (Million
Dollar Listing, June 12), celebrity training (Work Out with Jackie Warner,
July 19) and a tabloid newspaper’s news room (Tabloid Wars, in August).

She adds that Bravo offers a distinction that’s rarely talked or writ-
ten about. It’s the network that reflects the “blended” world. “Bravo is
the manifestation of that idealized place where gays and straights,
blacks and whites, men and women, celebrities and noncelebrites all
live together in a peacctul enclave where all that matters is quality,
smarts, energy and drive. We never say it; we never cast for it. But this
is the vision of what we see the world as.” [

Dan OQuellette last wrote for Mediaweek about new spinoffs in
music television in October 2005.

A SHERWOC

VIR



A ARF

AMS

Atdience Measurement Symposium

Getting the eyeball count right is hard enough!
Now we have to measure grunts, too!

“This event seems like a rare opportunity to he'p us all understand how to tear
down the silos that prevent media measurement from keeping up with consumer

behavior.” Betsy Frank, Chief Research and Insights Officer, Time, Inc.

The 1st Annual Advertising Research Foundation (ARF) Audience Measurement
Symposium (AMS) is going to tackle this mission-critical subject in New York
City on June 20-21, 2006. Some highlights:

Jeffrey Cole, Director, Center for Digital Future, USC paints a 26 country

picture of digitally driven change.

Chris Mundy, BBC Research Head, reports on the recent BBC decision to
“change their traditional broadcasting model forever and replace it with one
that delivers content to our audiences in whatever media and on whatever

device makes sense for them, whether they are at home or on the move.”

The IPA’s Lynne Robinson reports on the groundbreaking UK Touchpoints

Initiative including the public debut of the first multimedia-planning database.

Four Tracks that address ROI, Engagement, Innovation and Cross Media

through 16 thought-provoking, peer-reviewed papers.

And, much more... including an Apollo pilot data update; the debut of the first
ever passive, electronic magazine audience measurement from Arbitron; Frank
Maggio speaks from the center of his firestorm; and Erwin Ephron and Joe

Plummer duke it out on engagement.
June 20 - 21, 2006 Millennium Broadway Hotel, New York City Register Online Today: www.thearf.org
A ARF

June 20 - 21, 2006
Millennium Broadway ARBITRON - ma
Hotel, New York City

Alidience Measurement Symposium
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Wildlife Biologist and Emmy-winning host

SPONSORED BY:

comcast
SP:TLIGHT.

Jeff Corwin Experience and

. JOIN US to Celebrate the 2006 Winners!

JUNE 21, 2006

The Rainbow Room,

30 Rockefeller Plaza, 65th Floor, NYC

Reception: 11:30am

Lunch & Awards Ceremony: 12:15pm

HOSTED BY:

Jeff Corwin
of Animal Planet’s

Corwin's Quest

L4 24 D2 4 12 DL L 12 X LTy 212 R 2 20X XY Y

Best plan for a campaign spending
more than $25 million
Foote, Cone & Belding -
National Youth Anti-Drug Media Campaign

Best plan for a campaign spending
between $10 and $25 million
MindShare - Unilever

Best plan for a campaign spending
less than $10 million
PHD - Bissell Homecare Inc.

Best plan for a compaign spending
$1 million or less
Wieden & Kennedy New York -
Jordan Brand

Best use of National
Television and/or Cable
Optimedia - Sanofi-Aventis

Best use of Local Television and/or Cable
Hill, Holliday Advertising - Bob’s Stores

Best use of Magazines
OMD - McDonald’s

Best use of Radio
MediaVest - P&G

Best use of Newspapers
Luckie and Company - Regions Bank

Best use of Out-of-Home
MediaVest - Continental

Best use of Internet
Universal McCann - Sony Pictures Entertainment

Best use of Non-Traditional Media
Ten United - Airborne

Best use of Mobile Media
Zenith Media - Toyota Motors USA

Best use of Multicultural Media
Grupo Gallegos - The Getty Center
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$225 per ticket / $2,250 for table of 10

Advertisers in the June 19th issues of Adweek and Mediaweek
may purchase a table of 10 at a special price of $1,800.

To purchase tickets, visit www.mediaplanoftheyear.com
For more information contact Dana Gerber at 646-654-5167 or dgerber@adweek.com



SPECIAL ADVERTISING SECTION

Digital Marketing: The Revolution is Upon Us

Digital Marketing Taking
On Multiplicity Of Themes

itself, then digital marketing messages

are taking on a muitiplicity of themes
at a record pace.

Marketing consultants agree that the
playing field for electronic media advertis-
ing has shifted, and is moving light years
away from an obsessive focus on the big
numbers factor of television and radio.
“The days of just being able to rely on a
machine-gun blast approach to deliver a
micro-community on a mass scale are
over,” says Nick Pahade, president of
Denuo, the digital consulting arm created
earlier this year by the Publicis Group.

In working with clients including Reebok,
Nokia, GlaxoSmithKline and Western
Union, Pahade says digital marketing
campaigns have risen from the status
of test balloons to essential advertising
ballast. “It's becoming a matter of survival.
If people don't start embracing this, they're
going to be left in a position where they
won't be able to recover.”

According to Pahade, the big idea in
digital marketing isn't about finding the
perfect platform or the ultimate conver-
gent device. “It's not about TV becoming
online or online becoming TV. It's this
idea of portability. It's not just going to
be about one thing. Consumers are
going to use different things. So the
interesting thing is how you tie all these
things together.”

Functionality is blurring as devices

Ifthe message is, indeed, the medium

take on multiple characters, a phenome-
non evident in enlarging cell phone
screens and video game consoles with
increasingly muscular processing power.
And as device functionality multiplies,
the audiences for the respective devices
are broadening beyond their traditional
parameters.

“Even those who are playing video
games skew older now, and there are
more women playing games,” Pahade
observes. “It's become more of a social
experience than just playing a game.

It's kind of woven in the fabric.”

And ad messages are being woven into
the fabric of video games in novel ways.
OMD Digital helped develop an integrated
strategy for Visa to be incorporated in
the story line of Unisoft's CS/ game. The
timing of when a murder victims' Visa
card was used by someone is a crucial
piece of the game’s investigative puzzle.

And it demonstrates Visa's protection
services in an ideal example of brand
integration, says Jeff Minsky, director
of emerging media platforms, OMD
Digital. “We feel that the best use of
video game advertising is something
that allows for brand demonstration as
well as integration.”

As cable networks start to create
broadband channels in their respective
images, Minsky foresees those reinven-
tions coming full circle as channels
are delivered to TV screens by web

“The days of
just being able
to rely on a
machine-gun
blast approach
to deliver

a micro-
community

on a mass
scale are over.”
—Nick Pahade,
president

of Denuo
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SPECIAL ADVERTISING SECTION

Digital Marketing: The Revolution is Upon Us

“The broadest
implication of
technology is
that we can be
infinitely

_ targeted and
infinitely more
addressable.”
—~Marc Landsberyg,
president of Arc
Worldwide

s2

browsers. He envisions advertising tech-
nology finding a way of coexisting with
DVR technology, pointing to a current
spot by GE that offers more information
when the commercial is viewed frame-
by-frame in pause mode.

OMD Digital has helped produce long-
form 2.5-minute spots for both Visa and
Nissan. While Minsky says he's enthused
about the prospects, he concedes tech-
nology takes a certain gestation time
for broad adoption to occur. But Minsky
is certain that creative types need to
consider ways of extending the conversa-
tion with consumers from 30 seconds to
30 minutes: “The creative agencies need
to start thinking differently about the way
they tell stories,” he says.

The way they tell those stories is a
very specific strategic choice in a digital
age when ad messages are moving
increasingly toward personalization.

“The broadest implication of technology
is that we can be infinitely targeted and
infinitely more addressable,” says Marc
Landsberg, president of Arc Worldwide,
adding that the consumer’s ability to
control an advertising experience is
accelerating: “we've gone from a push
world to a pull world.”

One of Arc's pioneering moves was a
campaign for Purina, repurposing audio

BErURINA

Purina utilizes interactive Web sites in its digital
marketing campaigns.

pet care segments available as podcasts
to pet owners. Pet owners could opt to
receive downloadable versions of Purina’'s
Animal Advice radioc show featuring sub-
jects such as pet training and behavioral
theories. Consumers could also receive
training tips via cell phone, along with
barking dog ring tones.

When Arc and Leo Burnett collaborat-
ed last year on a Cadillac campaign to
plug Cadillac’'s acceleration from zero to
60 mph in five seconds, 2,600 Cadillac
fans submitted five-second films during a

Cadillac and John Travolta promoting Be Cool.

12-day campaign tied to the debut of the
moavie Be Cool. Those films were sparked
by the first five-second TV spots in Super
Bowl history that kicked off the campaign
when they aired during the big game. In
the six weeks following, Cadillac’s site
drew a big response: 1.5 million more
visitors than in the same period the

year before.

Meanwhile, proving the universality of
digital marketing, Arc helped promote the
Singtel mobile carrier in the Singapore
market by creating mobile blogs. “The
bottom line is we see a lot of interesting
trends now in digital marketing. People
will not just be passive recipients,”
says Landsberg.

The idea is to put consumers “in the
middle of the equation” Landsberg says,
with the ultimate goal of recreating mass
marketing in a digital context: “It will be
targeted, but we're going to get to a
point where it's mass targeting.” o



Dude, | heard you've
got 307 posts in the
~ “Charmed” forum.

So, YOU bought
@ the wrong car for

your iPod!

With 105 million” influential online consumers —
passionate about TV, music, games, photos and technology —
CNET Networks is your secret to marketing success.

CNET

NETWORKS

a different kind of media company

@ WEBS@S (é:A:M:E:S:P:O:T) '4;'”..‘:' fChannelw CNET \:// TechRepublic @\Iet

©2006 CNET Networks, Inc. All rights reserved.
“Charmed” is a registered trademark of the WB Television Network

*Source: comScore Media Metrix Global, April 2006 iPod is a registered trademark of Apple Computer. Inc.
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Digital Marketing Flying Higher
and Higher Via Mobile Platforms

Endemol uses text messaging in
its Deal or No Deal marketing.

54

0 enter the biggest sweepstakes in
Tmobile marketing history earlier

this year, all you had to do was buy
some chicken fries at Burger King and
find the text code on the box.

The next step, sending a text message
with the code, produced a landmark
response rate among Sprint subscribers
to win a Super Bowl Sweepstakes prize
of an expense paid trip to the game and
special access to the Rolling Stones’
halftime gig.

Sports and rock and roll have gained
particular emphasis in Sprint's digital
marketing gameplans, which is a clear
indication of today's prime market demo-
graphic of young, upscale early adopters
attuned to wireless technology. “It starts
with the youth market and if the US
follows what's happened in Europe and
Asia, then you would expect that would
prompt penetration on all age scales,”
says John Styers, Sprint’'s director of
data communication services.

The Super Bowl bonanza is part of an
ongoing relationship with the NFL, which
makes NFL Network content accessible
by cell phone. The NASCAR Nextel
All-Star Challenge Fan Vote, a text
message promation for NASCAR fans
to vote their favarite driver into the field
of a Nextel-sponsored May 20 race,
drew responses from more than 92,000
Sprint Nextel customers.

It's just one mare sign of the mobile
marketing explosion that seems to be
well underway. “The technology is in place
and we're starting to get some idea of
take rates,” says Styers. “People are
becoming comfortable with text messag-
ing, so it becomes more viable.”

Sprint was the sponsor for Bon Jovi's
recent tour and streamed one of the
band's concerts to handsets in what

Styers calls a “one-off trial” to gauge the
response. Styers won't reveal what the
response rate was, but it was good
enough for Sprint to consider future,
similar entertainment-based initiatives.

Another company, Endemol, claims it
has actually initiated many cell phone
users into text messaging with its “Lucky
Case” callin component to its Deal or No
Deal TV game show. “It's very much a TV
culture,” says Jon Vlassopulos, vp, digital
media and strategy planning for Endemol
USA. “If you see a call to action on a
prime time show with a pretty girl and
you can win $10,000, it's a motivation
to start text messaging.”

Endemoal plans to build chat shows and
other companion mabile programming
around its upcoming music talent show
on ABC this summer, which Vlassopulos
describes as Big Brother meets
American Idol. Endemol is contemplating
interactive mobile components for three
other new series, The Rest Of Your Life
on ABC, Show Me The Money on Fox,
and a third on NBC, premiering later
this year.

Endemol enables cell phone users to
integrate content, such as wallpaper,
from the show they're interested in as
it integrates content from Toyota when
consumers interact. Providing wireless
access through text codes to 15-minute
video show segments also presents an
opportunity to produce 10-second or
15-second pre-roll spots, or spots
inserted in the segment, according to
Vlassopulos.

Vlassupolus anticipates a growing
avidity among advertisers for Endemol's
approach: “As advertisers next season
get more used to the medium, we think
there’s going to be more leverage to
offer this integration with TV shows.”
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And the broader demographic for game
shows includes older viewers and female
viewers, thus expanding the base of
users beyond the youth segment.

As U.S. cell phone infrastructure and
technology improve, Endemol is exploring
the idea of delivering segments of its
reality cult hit Fear Factor via the same
kind of reality channel it's now launching
on wireless networks in Europe.

Presenting a much more pedantic
perspective on reality, The Weather

i Th ¢ _ i . Wi B
weatner — Weather.co

_Channel

Pittsburgh, PA
Change Location

Maps

Regional: Radar | Satellite
National: Radar | Satellite

Light Heavy
Rain W . | -
Mix/Ice N .
Snow MR W
1. Outlook
2. Maps

|

3. Severe Weather
| 4 Regional News
Interests

6. Lifestyle

7. Preferences
8. Change Location

Products

9. Desktop
0. Text Messaging

The Weather Channel Home

Weather Channel’s mobile weather product.

Channel now makes money on a mobile
product that was running solidly in the
red 10 years ago. Improved handsets,
infrastructure and a concise, appealing
translation of on-air and online graph-
ics to the smaller screen have turned
its mobile weather into a monthly desti-
nation for four million users that pro-
duced a 75 percent jump in revenue
since last year.

"What we do here is take it to the
next frontier. We take the best of the
Weather Channel and Weather.com and
we create a different experience,” says
Louis Gump, vp, maobile, The Weather
Channel Interactive.

In addition to the localized ad-supported
content it distributes through six mobile
carriers, Weather Channel Interactive
produces a personalized weather alert
download service priced from $2.99
to $6.99 monthly, depending on the
platform. Gump calls weather the “ideal”
content category for the mobile market:
“The level of detail matters,” he says.

Weather is a prime example of content
that cuts across demographics. And
the conventional industry wisdom is the
market for mobile services is clearly
expanding. Laura Elliott, executive direc-
tor of the Mabile Marketing Association,
said the universe of 13-34-year-old
consumers once considered the “sweet
spot” of the mobile market, is skewing
older, to age 44.

The proliferation of sweepstakes and
promations is expanding the audience,
according to Elliott. It was Fox’s
American Idol vating promaotion that
started the rush to text messaging,
and the breadth of that show's appeal
indicates the direction of maobile market-
ing as it looks to grow beyond its current
$2 billion in annual revenues level.

“Although it's largely a youth market,
the reach is broadening,” says Elliott.
“What we're finding is that maobile is
becoming an integral component of
brands’ ad campaigns, particularly
if they're targeting that younger

demographic.” e

We take the
best of the
Weather
Channel and
Weather.com
and we create a
different
experience.”
—Louis Gump, vp,
mobile for the The
Weather Channel
Interactive

S5
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Viral Marketing: The Buzzword
du Jour In Digital Marketing Universe

iral video has spread, well,
like a virus. Home-made
video content, uploaded to

the Web and available to all and
sundry, has made a meteoric rise
in recent months and could be a
paradigm-shifter. Abetted by cheap
video cameras and editing equip-
ment, young people are flocking to
the web to post and watch tens of
thousands of videos in the ultimate
Short Attention Span Theatre: ten-
second clips of car crashes and
Jackass-like stunts; Two Chinese
Boys lip-synching to bubble-gum
pop; clips pirated from wacky for-
eign TV shows and musical per-
formances by classic rockers and
unsigned bands. Just ask your 12-
year-old—he'll know all about it.

This new way of creating and
watching television is democratiz-
ing in a way that will have pop-cul-
ture pundits pontificating for years.
For advertisers, it offers yet anoth-
er brave new world. Sponsors look
at the young male traffic for these
video download sites and consider
them an opportunity.

Some brave advertisers have
opened themselves and their prod-
ucts up to the video-making public
by inviting homemade ads:
MasterCard has consumers writing
copy for its “Priceless” campaign
and Converse solicited homemade
commercials for its website, a few
of which even made it to TV.
Current TV (a/k/a the Al Gore
network] is running contests to
solicit ads for seven sponsors,
including Toyota and L'Oreal.

But the true phenomenon of viral
video is San Mateo, Calif.-based
YouTube, which may be the hottest
company in the TV business right
S6

now. YouTube signed on in December
and in April averaged 6.6 million
unigue viewers a maonth, according
to comScore Media Metrix, ahead of
such established multimedia sites as
AOL Video, Shockwave and IFilm.
Now the company says it serves 40
million videos a day with just 25
employees. Other top viral video play-
ers include Ebaumsworld, Heavy and
Atom Entertainment.

YouTube exploded into public con-
sciousness when it served up 5
million downloads of “Lazy Sunday,”
a rap spoof video aired on Saturday
Night Live. As the video’s fame
spread, NBC demanded that
YouTube and other download sites
remove these viewer-posted copies;
NBC then plopped the clip on the
iTunes store at $1.99 a throw.
C-Span also asked YouTube to take
down copies of Stephen Colbert’s
notorious turn at the Press Corps
dinner in April; C-Span cut an
exclusive deal with Google Video.

But most viral content is consid-
erably more homegrown. “It's mostly
kids recording stupid crap and hop-
ing they can win a thousand bucks,”
says Karl Heberger, advertising
director at Rochester, N.Y.-based
Ebaumsworld, referring to the
monthly cash prize the site offers
for best clip. Its 5.5 million visitors
in April places Ebaum 12th among
multimedia sites, with more traffic
than youth magnets MTV and
Comedy Central combined. Editors
sift through 7,000 submitted clips
a day to serve up the best funny,
sports or extreme clips. About 80
percent of the traffic is male.

Aren't advertisers scared off by
the gross-out content? “We lump all
our sections accordingly, including

extreme,” says Heberger. “If you
don't want to be next to someone
pulling his toenail off, no problem.
But 18 to 34-year-olds love it, that's
who our site reaches and that’s
who advertisers want to be in front
of. With agencies putting an online
component in every campaign,
we're contacted by mainstream
advertisers more and more.”

YouTube is still developing its ad
model, though it has hosted a
promo with the first eight minutes of
the feature Lucky Slevin and adver-
tisers like Nike and Volkswagen have
put up spots on the site. “We're
exploring a range of possibilities,
including promotions, sponsarships,
contextualbased advertising and
banners,” says Julie Supan, senior
director of marketing.

Atom, with 2 million visitors, has
shown films and clips up for years.
Atom recently launched a viral site,
Addicting Clips, which is “all stuff
that advertisers can be around,”
says vp/ad sales Lee Uniacke,
“nothing beyond girls in bikinis.”
Advertisers can buy the front page,
run-of-site or special promotions;
sales have grown by 50 percent
annually in recent years. Advertisers
have included Gilette, Verizon,
Dodge, Nike and Microsoft.

Advertisers loocking at viral will
approach with caution. “They may
say, Tve never seen so much
crummy inventory in my life,™
predicts David Card, senior analyst
at Jupiter Research. “I'm not sure
any one clip is watched enough,
and advertisers coming to this with
a TV standard of reach may think
they're paying way too much for
this number of people, and they're
not wrong.” .
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SERVICES & RESOURCES

Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month).
New ads, copy changes, and cancellations are due by the third Thursday of the current month
for appearance the following month. RATES: $57 per line monthly; $343 per half-inch dis-

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

ADVERTISING & MEDIA

SAVVY FEMALE
ADVERTISING EXEC,

Knows all the players -
negotiates best ad rates for you.
Lat's cut out wasted dollars and focus on what
over 20 years placing media,
lets me know will work
My clients rave about what I've done for them,
and so will you!
If needed, kifler creative available.
FREE ONE HOUR CONSULTATION.
I'LL BRING THE LATTE’s

LET’S TALK! (212) 239-0764
Helaine Rose, President
Expert Media Solutions

BROCHURES

LOYALTY & INCENTIVE

The boring brochureis over. Today, it's
branding, positioning,...with flair. We're
ex-DDB, 0&M and Wells creatives.
We can help. 203-698-1478
or bonniekatcher@verizon.net

COPY/CREATIVE

Copy: funny, serious. Smartwords@aol.com

www.CreativeCopywriter.com
732.571.9672

COPY/HUMOR SPEECHES

MEDIA SEMINARS
PROGAMS —
paragonmedia.com/mediaseminars.html
A |
=IINCENTIVEGROUP PUBLIC RELATIONS
Performance Driven Marketing

Complete program design,
development & reward fulfillment on
state-of-the-art web platform.

www.presscounselgroup.com

www.incentivegroup.com  914-948-0904 | RADIO PRODUCTION

DAVE n’ JER’s COMEDY RADID
Now Playing at:
www.princeradio.com 310-508-4020

MARKETING SERVICES

HEALTHCARE ADVERTISING SPECIALIST

To the Consumer. To the Trade. To the Point.

David Upright: 973.726.9655 SWEEPSTAKES

uprightadvertising@hughes.net

SWEEPSTAKES: FOR TURNKEY SERVICES
CENTRA MARKETING & COMMUNICATIONS
Contact Bob Bell, COO 516-997-3147, ext 12

AGENCY MANAGEMENT

MEDIA BUYING & TRAINING

Take a Stand For Your Brand.
by Tim Williams - “Terrific"
www. adbuzz.com - all credit cards

ART/DESIGN SERVICES

MikeHolmesAdDesign.com

INVISIOn

GRAPHICS

fNVISION GRAPHICS offers the

most creative and dynamic graphic
concepts from start to finish.

mm) WEB DESIGN
mm) COMPANY PRESENCE
ma) CAMERA READY ART
mm) ADVERTISING

Call STEVE At: 718-544-7670

www.thecorporatecomedywriter.com

COPYWRITING

www.BordenWritesCopy.com

DIRECT MARKETING

CONSULTING/CREATIVE
www.EdwardNash.com

SEMINARS

or bbell@centramarketing.com

www.mediabuyingacademy.com SWEEPSTAKES, GAMES & CONTESTS

Call Marla Altberg at Veniura Associates
(212) 302-8277 ext 3003 or
maltberg@sweepspros.com

MEDIA PLANNING & BUYING
SERVICES

VOICES

www.DirectResponseTV.com

www_VOProfessionals.com

RADIO PRODUCTION

DIRECT RESPONSE
TELEVISION

7 backchannelmedia
Charting the Return Path to Your World.

for more nformation. visit
www backchannelmedia.com

ART STUDIO

INTERNET MARKETING

10 Macs. Zero hacks.
www.tengastudio.com/aw

BANNERS
FREE 68 PAGE CATALOG
GF BANNERS, TENTS, )
FLAGS, T-SHIRTS, ETC. B .
800-426-9496 rl e"

WAYW.BRITTENBANNERS.COM

Banners & Event Solutions

Intuitive, Engaging, Dynamic!
The Digital Marketing Specialists
The Glovin Group, LLC
917.670.2944/ mglovin@theglovingroup.com

JINGLES

PARODY JINGLES - Parodydingles.com
Impact your target demo with the music of
their generation! 954-483-3654

Think of us as your
Department of Really Good Radio.

We write and produce radio spots...in English and Spanish.

GREAT DAY RADIO

Contact Michael Niles for demo CDs

323/337-9033 www.greatdayradio.com Los Angeles

VOICE-OVERS VOICE OVER TALENT

Voiceovers At The Speed Of Sound
Rates Negotiable

French Canadian Female Voice-Over
www.InstantVoiceovers.com '

Catch A Creative Genius With Adweek Classified




Page C2

CLASSIFIED ADVERTISING/June 5, 2006

rsh

muni

William J. Capone
Director of Communications
and Public Relations #

#0hte of Issuance
June 2, 2006

EMPLOYMENT

Communications
Professionals

The Ford Foundation is a private philanthropic institution that serves as a resource
for innovative people and institutions worldwide. The following opportunities are
available in our Communications Department.

‘ ... Executive Editor/Senior Writer

Reporting to and working with the Communications Director, the selected candidate
will have the lead role in developing the strategic direction and ‘voice’ for all
editorial content. In addition, you will develop text for all communication products
(i.e. essays, the Ford Foundation Report, Ford website, multi-media products,
speeches, etc.) and manage a team of staff and consultant writers to produce
creative, meaningful copy. A minimum of 12 years experience with progressive
responsibility for conceiving, writing, editing and managing written content across
multiple platforms, including new media, and a Bachelor's in English, Journalism,
History, the Humanities or any field related to the Foundation’s work is required. A
Master’s in English or Journalism preferred.

@.......Media Relations Manager

The selected individual will develop proactive and reactive media plans as part of an
overall communication strategy that encompasses US and global audiences and
issues. You will team with and guide a senior press officer and work closely with
both the Director and VP of Communications in advising senior management on key
media issues and opportunities. A Bachelor’s degree in English, Public Relations,
Journalism or related field and at least 12 years progressively responsible experience
in journalism or media relations is required. Significant experience in the non-profit
or government sector and at least 5 years senior leadership in managing media
relations, both nationally and globally, is also necessary.

.. web Strategist/E-Products Manager

The candidate we seek will conceive and implement a strategy for the Foundation's
website and e-based external communications, design a blueprint for overhauling the
website and introduce e-based communication tools. A minimum of 10 years overall
experience in web and e-product development and a Bachelor's degree in
Communications, Technology or related field are required; Master’s preferred.

We offer a competitive salary and unusually generous benefits package. To apply
please send resume and cover letter, indicating position of interest and salary
information, to: Ms. Theresa Smith, The Ford Foundation, 320 East 43rd Street,
New York, NY 10017 or visit www.FordFound.org/employment. Equal employment
opportunity and having a diverse staff are fundamental principtes of The Ford Foundation.

THE FORD
FOUNDATION

THREE AUDIENCES
FOR THE PRICE
OF ONE

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

Media Director - Bloomington, IN

Finelight is looking to grow its media department in its Bloomington, IN headgquarters. FL
seeks a highly strategic Media Director with 7 to 10 years of experience to lead our rapidly
growing team. The successful candidate will work with multimillion dollar budgets for
broadcast, print and new media in both regional and national markets. FL is aiso looking for
a Media Planner/Buyer. Candidate MUST have 3+ years of media experience in an agency
environment and be proficient in media planning software.

Please send resume to hr@finelight.com. www.finelight.com. FOE.

Finelight

RATES for Employment and Offers & Opportunities

MINIMUM: 1 Column x 1 inch for 1 week: $221.00, 1/2 inch increments: $110.50 week. Rates apply to EAST edition.
Special offers: Run 2 consecutive weeks, take 15% off second insertion. Freguency, regional-combination, and national
discounts available. Charge for ADWEEK box number: $35.00 per insertion. Replies mailed daily to advertisers. Readers
responding to any ads with box numbers are advised not to send samples uniess they are duplicates or need not be retumed.
We are not responsible for recovery of samples. The identity of box number advertisers cannot be led.Confid

1-800-7-ADWEEK

Classified Manager: Karen Sharkey Classified Asst: Michele Golden

box number; {2) In a sep note, list ies and you do not want your reply to reach; (3) Enclose
both in a second envelope addressed to CONFIDENTIAL SERVICE, Adweek, Classified Advertising, 770 Broadway, New
York, NY, 10003. [f ADWEEK must typeset ad, charge is $25.00. Deadline for all ads in ADWEEK EAST is Wednesday,
4:30 p.m. If classified is filled prior to closing, ads will be held for the next issue, Classified is commissionable when ad

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

place ads for clients. No proofs can be shown. Charge your ad to American Express, Mastercard or Visa,
ADWEEK CLASSIFIED, 770 Broadway, 7th fi. New York, NY 10003. 1-800-723-9335 Fax: 646-654-5313.
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Consider a Rewarding Career
with a Financial Powerhouse.

Did you know that the HSBC Mortgage Corporation (USA), a wholly-owned
subsidiary of HSBC Bank USA, N.A,, is ranked among the top mortgage
companies in the USA and that HSBC is one of the largest banking and
financial services organizations in the world, with over 9,800 offices in

77 countries and territories

We are seeking dynamic professionals to fill critical roles within our
new marketing organization in the Buffalo, NY area.

Marketing Manager, Customer & Segment Strategy, #49845
Relationship Segment Marketing Manager, #51029

Retail Segment Marketing Manager, #51028

Marketing Manager, Segment Analytics, #51033

Home Equity Product & Innovation Manager, #51035
Home Equity Pricing & Analytics Manager, #51036

HSBC recognizes its employees and offers an outstanding compensation
package that includes all the leading benefits you would expect, while
embracing a pay-for-performance culture that continues to foster career growth,
Please apply online at www.hshcusa.com/careers and enter the Job Requisition
Number (listed above), then click on *Show Jobs.” HSBC is an equal
opportunity employer committed 1o workforce diversity.

HSBC <»

The world’s local bank

ADWEEK ONLINE:
FINDING THE RIGHTEMPLOYER JUST GOT AWHOLELOTFASTER
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 ietter, and other material in seconds to a prospective
employer. And this means to confidential ads, too!

e Visit an employer's web page. Many online ads have a direct link
tothe company'swebsite, soyou can learn more about them fast.

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

VISIT ADWEEK.COM
In printand online,
ADWEEK MAGAZINES Classifiedis
THEHIRE AUTHORITY

Account Executive - New Business Development
Print Project Manager

A full-service Maryland agency specializing in advertising, training, corporate communications, and production
services for more than 18 years. We are currently seeking to fill two pasitions.
Find out more at: www.getrenegade.com/about_employment,aspx

Renegade Productions, Inc.
Turning IDEAS into ACTION.

- ag e
Service Opportunities
We are seeking highly motivated Account
Executives and Account Supervisors with a

minimum of 3 years solid agency experience
to work on several high-profile accounts.

These positions require self-starters, with
strong communication skills and demonstrated
ability to contribute at both strategic
and tactical levels. An understanding of
agency services, production processes and
creative development is essential.

Candidates with experience on integrated
accounts (traditional, digital and direct) are
strongly preferred.

Please send cover letter and resume to
jobs@mullen.com, reference job number
WACS-1. Resumes can also be faxed (978)
468-1133 ar mailed to Mullen HR, 36 Essex
Street, Wenham, MA 01984.

MULLEN

We are an equal opportunity employer,
and we value diversity in the workplace.

Senior Account Manager/
Management Supervisor

Top professional needed to lead a
muiti-miilion dollar high profile, extremely
active and exciting account at a major
New Jersey advertising agency. Qualified
candidate must have:

« 12+ years marketing and advertising ex-
perience with proven track record (the
majority at an advertising agency).

« Be able to direct strategic development
for the overail account.

« A strong retail background. Experience
in the travel and tourism industry a plus.

« Be extremely detailed, able to work un-
der tight time constraints and juggle
multiple projects simultaneously.

« Excellent organizational, leadership and
client management skills.

Email resume with salary requirements
to jberezny@brushfireinc.com

DO WORK THAT MATTERS
Public Interest needs superstars who want
to apply their considerable experience and
talents to making the world a better place.

Immediate openings include COO/CFO,
Creative Director, Managing Director, Copy
writer, Long Form Writer, Art Director,
Graphic/Web Designer, Account Manager,
and Traffic Manager.

Send a short e-mail with your resume or a
fink to your work to jobs@publicinterest.tv

www.publicinterest.tv

AT
FREELAVNGERS

ADWEEK can offer you the exposure
you need in our Services & Resources
section. If you need to get your service
out to the people who matter, you need

to advertise now.

Call for info
1-800-7-ADWEEK

BHUNTERS:
Log Onto Adweek
Online Today

Get Help Wanted ads
from all six classified
regions of

® Adweek
® Brandweek
® Mediaweek

and much,
much more !

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

e-mail;
adweek@adweek.com

Catch a Creative Genius
ADWEEK CLASSIFIED




Advertising

The Magazine for Nontraditional Marketing

IF I'T°S NONTRADITIONAL,
WE’RE ON TOP OF IT.

Other Advertising— The Magazine for Nontraditional Marketing is the only magazine
dedicated to exploring outside the mainstream and into the seemingly limitless realm of
nontraditional advertising. Out-of-home, captive audience, place-based, transit, in-store,

mobile technology, guerilla — nontraditional represents more than 15% of all the ad
spending in the U.S. alone. Other Advertising magazine arrives ten times a year with
30,000 hand-delivered copies of Adweek, Brandweek and Mediaweek.

For advertising inquiries call Lynne Bosnack at 646-654-5103.
For editorial inquiries contact Adam Remson at Aremson@otheradvertising.com.
a For subscription inquiries contact Andrea Szabo at Aszabo@vnubuspubs.com.

AN

Lo« 9 | 1 i - ' o y w
. P e > i e T . 3 s P e - 2R -
{ \ L 1 - o ¥ . Y > b T h
St g, b i > e o a: ¥
2 . ang YYs o el AL/ - N rdTs il
1 .l - — i '
— ___ B J
{ i 4 | \ -
f - - N '
———————— 1
The Vagaime tor Sncadmansl Maraceng 1 k\.. Vrs—
e e —_ = " T —— | ;)
= > - ’ v
bl e <
4




AMHS&E Marketing Communications

* o The Advertising Database

Key Persomnel: | Market Research, Yo
Pres.

. Gordon Wangers Planning/Marketing
Exec. Vice Pres. David Siokols | Fields Served: Autom:

Exec. Vice Pres.. Bus. Devel. Jin Sanfilippo | Cosmetics/Toidetric
Viee Pres., Finunce/Administration . . Joe Hogan | Telecommunications
Exec. Producer ... Rene Palmer { Employees: 170

2004 Billings: $39,242.
AMH&E Marketing Communications

Key Persoanel:
811 W, Jericho Tpk.. Ste. 109E CEQ
Smirhrown, NY 11780 T
(6313 434-3330 (800) 223-9227 A M,

Fax: (631) 434-1129

E-Mail: marketing@ambe.com

URL:  wwwamhe.com

Type OF Organization: Full Service Adve
Agcm:y; Advertising/Marketing Consu
" = - p

6,300 Advertising Agencies.
27,000 Personnel.
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MAGAZINES

Steven Deluca has been named associ-
ate publisher of Maxim. He joins after two
years as publisher of Rolling Stone...Cot-
tage Living promoted Deirdre Finnegan
to associate publisher. She has been CL's
advertising director since its launch...
Steven Binder was named vp, magazine
sales for ESPN The Magazine. Binder pre-
viously owned Scarsdale Sports, a division
of S.C.B. Sports LTD and has held publish-
er and senior vp titles at Condé Nast.

RADIO

Dan Halyburton joined Emmis Commu-
nications as senior vp and market manag-
er far Emmis’ three stations in New York.
He hails from Susquehanna Radio...Jim
Condron earned vp/general manager
stripes for WALK-FM and WALK-AM,
Clear Channel’s stations in Long Island,
N.Y., from general sales manager...
Stacey Goldfaden was upped to senior
director of western sales, ABC Radio Net-
works, from account executive.

CABLE

The board of directors of the Cabletelevi-
sion Advertising Bureau voted to renew
president and CEO Sean Cunningham’s
contract. Cunningham served as executive
vp and managing director at Universal
Mc€Cann in New York before joining CAB in
20C3...IFC elevated Alan Klein to senior
vp of partnerships and licensing. Klein pre-
viously held the position of vp of integrated
partnerships... Court TV appointed Glen
Freyer to the new position of vp of nonfic-
tion series development. Freyer joins Court
TV from Twentieth Television’s Fox Lab.

MEDIA AGENCIES

Janet Fitzpatrick was named to the
newly created position of chief strategic
officer at media agency Initiative World-
wide. Most recently Fitzpatrick was vp,
director of global marketing at Motorola
inc....MediaCom New York welcomes
Deonna Newton as vp, new business
director. Newton hails from Foote Cone &
Belding, where she worked for 10 years.

RESEARCH

Rachel Mueller-Lust was elevated to
executive vp of IAG Research’s network
division, from senior vp.

A CREW FROM BICYCLING landed in

Botswana’s capital city, Gaborone, May 22 to

launch BikeTown Africa, distributing 200
bicycles to health workers to fight HIV and
AIDS in Gaborone and the rural
community of Bobonong, seven
hours to the north. Botswana has
a 38 percent infection rate, the
world’s second-highest. The
team (a collaborauton headed up
by Bicycling, Kona Bicycles and
Bristol-Myers Squibb, with oth-
ers) custom-designed bicycles for
the harsh Botswana terrain and
the comfort of predominantly
female caregivers with giant, full
skirts: this meant step-though
frames and chain guards. “We
knew we had to have almost
homb-proof tires, because of all

elite

EDITED BY LAUREN CHARLIP

Ready to roll (left to
right): community
member James
Maruatona, Madden,
Botswana Parlia-
ment member Shaw
Kgathl, Kona Blkes’

Mike Geracl, elder
Phetogo Moloko and
three unidentifed
community mem-
bers after the pres-
entation of 100
bikes in Bobonong.

of the thorns...We tried to keep it as basic
and functional as possible,” said Chris
Brienza, Bicyc/ing spokesman, who landed
Stateside May 29. ‘Two hundred boxed bikes
were shipped over and the 10-
person BikeTown team spent
the next 36 hours assembling
them in a hotel conference
room. “It was very cramped
quarters,” Brienza said. Police
closed Gaborene’s main drag
for the Bike'lown crew and 15
caregivers to ride to the launch.
In Bobonong. Bicycling editor in
chicf Steve Madden was
struck by how many “aunties”
in their 50s and 60s were pedal-
ing away. They rode when they
were young, they told him, but
had not expected to again. W

(L. to v.) In Style June
cover model and Project
Runway host Heidi Klum,
LVMH media director Billy
Paretti and In Style pub-
lisher Lynette Harrison
pose at a May 18 VIP
cocktail party at Thom
Bar. Several Project Run-
way alums were on hand;
guests took home keys to
Thom’s private rooftop
terrace for the summer.
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CALENDAR

B The Online Publishers Association’s
eight-city “Eyes on the Internet” Tour
will stop in New York on June 7. The
conference, at the Marriott Marquis,
informs advertising, marketing and pub-
lishing execs about online media trends
and how consumers are using media.
Go to online-publishers.org.

M The two-day Digital Marketing Con-
ference, hosted by Adweek Magazines,
will explore how media companies and
ad agencies can adapt to fragmented
and customized media. The event will be
June 8-9 at the Marriott Marquis in New
York. See digitalmarketingexpo.com for
more info.

B A panel for marketing execs, the
Breakaway Brand, will be held June 13
at the Time & Life Building in New York.
Senior execs will distill the differentiators
of the world’s most recognizable and
successful brands. Go to NYAMA .org for
more details.

B The Circulation Management Con-
ference and Expo, for newspaper and
magazine circulators, will be at the Hyatt
Regency in Chicago June 14-16. The
conference, with more than 30 sessions,
will cover many topics, including fresh
approaches to circulation challenges
and partnership marketing as a growing
source of new subscriptions. Go to circ-
manshow.com for info.

M The Online Video and Advertising
Forum will be held June 16 at the Puck
Building in New York. Panels will discuss
whether video should become part of an
interactive marketing and advertising
strategy and what determines the suc-
cess of an interactive video marketing
campaign. To register, e-mail registra-
tion@incisivemedia.com.

M To help the media industry acclimate
to the alternative new-measurement
solutions required for the rapidly chang-
ing media landscape, the Advertising
Research Foundation will hold its first
Annual Audience Measurement Sym-
posium on June 20-21. It will be at the
Millennium Hotel in New York. See
thearf.org for more details.
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FIFA Runs World Cup Clips on the Web
Free video highlights from the 2006 World
Cup will be available to fans on FIFAworld-
cup.com, when the tournament starts June
9. The Federation Internationale de Foot-
ball Association (FIFA) will work with
Yahoo, which is producing the Web site, to
run two-minute highlights from all 64
matches, an hour after each game. Fans will
also be able to follow live game action via
their mobile devices through a download-
able Matchcast application.

Citadel Accused by Rival of Pay for Play
Citadel Broadcasting Corp., with 221 radio
stations, and Disney-owned ABC Radio,
with 22 stations, said in February they would
combine to form the nation’ third-largest
radio group. The deal may face headwinds
amid allegations that Citadel accepted illicit
pay for air play. Federal regulators in April
said they were investigating. Last week, rival
Red Wolf Broadcasting added fresh accusa-
tions in a filing with the Federal Communi-
cations Commission, calling for a hearing
and fines. Citadel declined comment.

Interactive Guru Hirschhorn Leaves MTUN
MTV Networks’ chief digital officer, Jason
Hirschhorn, stepped down last week after
six years with the company, opting to return
to his entrepreneurial roots. The 34-year-
old wunderkind was responsible for trans-
forming MTVN into a digital media power-
house, creating cross-platform and
interactive applications for all network
brands, the most recent being digital music
service Urge. Nick Lehman will serve as
Hirschhorn’s replacement in the near-term,
acting as interim executive vp of the digital
and music media group.

ION to Launch Digital Healthcare Channel
ION Media Networks (formerly Paxson
Communicatons) will launch I-Health, the
country’s first 24-hour digital channel dedi-
cated to consumer healthcare, later this year.
Featuring programming from content part-
ners, including Information Television Net-
work, Breakthrough Entertainment and
Aquarious Health Care Media, I-Health will
focus on preventative healthcare and educa-
tional information. ION plans to establish
an advisory board of medical experts and
health professionals to provide guidance on
content and advertising.

Mochila to Sell AP, Hearst Mags Content
Mochila, 2 one-month-old company that aims
to facilitate the buying and selling of syndicat-
ed a la carte pring, audio, video and photo
content, has recently signed on six publishers,
including The Associated Press and Hearst
Magazines. The startup has already agreed to
sell the content of publishers Hachette Fili-
pacchi Media and Metro International in an
Amazon.com-esque fashion.

Broadcast TV Gains Viewers in '05-'06
According to the Television Bureau of
Advertising’s analysis of Nielsen Media
Rescarch data, broadeast TV stations gained
viewers in households for the 2005-2006 sea-
son. In prime time, household ratings for
broadcast TV surpassed last year’s 3+.78 to
hit 35.75, which was 8.8 percent higher than
ad-supported subscription TV’ 32.87. The
TVB’ analysis included ratings for Hispanic
network affiliates and independent stations.

TNT Tops May’s Cable Ratings, Beats USA
TNT was May’s most-watched basic cable
network, averaging 3.05 million viewers in
prime time, according to Nielsen Media
Research data. The net’s coverage of the
NBA Western Conference playoffs helped
TNT beat out perennial rival USA Network
(240 million). Of the top 20 cable telecasts,
all but three were devoted to sports or
sports-related fare. The other top ad-sup-
ported nets for May were ESPN (2.01 mil-
lion) and Cartoon Network (1.54 million).

MTV Series Created for Wireless Devices
MTV plans to launch an original vidco-
based series developed specifically for wire-
less devices. ‘Ten short-form episodes are in
the works for Sway’s Hip-Hop Owner’s Manu-
al, the new show that will feature MTV
News correspondent Sway Calloway inter-
viewing hip-hop experts. The show will be
available through all wireless carriers that
offer MTV Mobile Video as part of their
content subscription packages.

Excelsior to Run Westwood Music Nets
Excelsior Radio Networks, a division of
Dial-Global Communications, will assume
responsibilities in August for sales, program-
ming and operations of Westwood One’s
eight nationally distributed music formats. It
will also take over Westwoods advertising
sales in 2007. Terms were not disclosed. M
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BY STEPHANIE D. SMITH

Attention Advertisers!

All You has extended its deal with Wal-Mart
for another year, making circ audits an impossibility

TWO YEARS AGO, TIME INC. LAUNCHED ALL YOU TO STAKE ITS CLAIM IN THE
low-cost women'’s service category previously dominated by Bauer Publish-
ing’s Woman’s World and First For Women. The magazine launched in
August 2004, exclusively at Wal-Mart, with a plan to expand beyond the giant

retailer a year later. After a bumpy start with
missed rate bases, business is on the upswing.
Yet rather than broaden its readership to
bookstores and other retailers, A/ You will stay
within the confines of Wal-Mart stores, hav-
ing extended its exclusive distribution deal
through 2007, Mediaweek learned last week.
The relationship is beneficial to both the
retailer and the magazine—Wal-Mart gets a
quality Time Inc. title, packed with value-con-
scious information exclusively for its customers,
while A/l You gets prime rack-space in a chain
that accounts for 15 percent of all single-copy
sales. Despite these benefits, last year A/ You
missed its 500,000 rate base on several issues.
In recent months, the women'’s title seems
to have stabilized. A/ You met its 500,000
rate base on all of its issues through May, and
in January will raise its rate base 40 percent
to 700,000. The move will come nearly a
year after increasing its cover price to $1.97

from $1.49. Through June, the magazine
carried 438 pages, reports the Mediaweek
Monitor, a 29 percent jump over last year.
Comparatively, First For Women carried 265
ad pages though June.

But despite its solid tooting, A/ You will
maintain its relationship with Wal-Mart. And
media buyers say that beyond the obvious
advantages of staying in Wal-Mart, leaving
the shelter of the retailer is a huge risk—one
Al You may not be willing to take.

“It’s a golden crutch. They have a very
unique stance in the marketplace and they’re
nervous to let that go,” said Steve Lerch, vp,
manager of print media at Campbell Mithun.

Publisher Diane Oshin argues that it’s just
good business scnse to stay put. “The rela-
tionship has allowed us to develop unique
marketing and cross-promotional programs
based on our editorial product and they’ve
worked very well for marketers who have

managing editor, S/ Kids
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Publisher Oshin said
the two-year-old
women’s monthly will
raise its rate base to
700,000 in July.

participated in them,” she said.

Put a little more bluntly, it happens to be a
good way for advertisers to suck up to Wal-
Mart. “A/l You is getting a lot of ad pages from
[Wal-Mart] clients because [merchandisers]
always want to find more opportunities to
deepen their relationship with the retailer. If A/
You branched out to other stores, it might not
create as strong a tie to Wal-Mart,” said Coleen
Kuehn, executive vp, chief strategist for MPG.

Moreover, smaller advertisers can take

Q.You've been with S| Kids for 16 years, working your way up from intern to managing editor. Did you ever have
an inkling to go anywhere else within Time Inc.? A. Kids are always changing, but now, their appetite for sports
and sophistication is off the charts. What keeps me energized is | have the opportunity to do new, surprising
things for the new generation. Q. How do you keep a magazine for 8- to14-year-olds compelling when kids are

inundated by TV, the Web and video games? A. By having a quick read, lots of points of entry, stat grids, quick
facts, places where readers get information without dedicating a lot of hard labor to reading. It's similar to what you find on the Inter-
net, but done in a way where you can come back to it and linger. Q. What eye-popping changes are you planning for the magazine?
A. For the first time ever, we're going to do two different covers for our holiday issue (December/January). The back cover will be our
“Gotta Get It” guide, giving a lot of play to products kids are most looking forward to getting for the holidays. We're also talking about
doing 3-D photo action sports cards for the December/January issue. Q. Speaking of change, why did S| Kids tweak its name and its
logo on the June issue? A. Dropping that word, ‘for’ gave us the flexibility to do something creative that reflects both the franchise logo
and the kids. We changed the way Sports /llustrated was played. Now it is the same way it runs on [the big Sf], with a stencil-stamp
logo of ‘Kids’. And kids liked the fact that it had the stamp on it, marking it as their magazine.Q. So, who were your sports heroes as
a kid? A. | grew up in D.C., so | was a big Washington Redskins fan. | always respected [Hall of Fame wide receiver] Art Monk, because
he was so classy.But | always wanted to be {Hall of Famer] John Riggins, because | always wanted to be a running back.
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advantage of A/ Yoi’s bargain ad rates. “Some
of the simaller brands with smaller budgets can
participate in the Wal-Mart magazine and
have national presence because it’s affordable,”
added Kuehn. The open page rate for
500,000-circ Al You is $14,145, versus $58,090
tor the 1.35 million-circ First For Women. “If
All You increases its presence, smaller advertis-
ers wouldn’t be able to afford it,” Kuehn con-
tnued. A/ You is also competidve with Hearst
Magazines’ weekly 225,000-cire Quick & Sim-
ple, which has an open rate of $9,450.

A Whal-Mart representative declined repeat-
ed requests to be interviewed for this story.

Meanwhile, media buyers will not be see-
ing an A/ You circ audit anytime soon. Since
all of the magazine’s single-copies are sold
through Wal-Mart, and Wal-Mart says its fig-
ures are proprietary, A/l Yo cannot be audited
by a third party. Oshin acknowledges the par-
adox: “What’s part of our business strategy is
being transparent, and it’s frustrating that we
can’t share the specificity of our newsstand.”

Oshin also noted that she provides pub-
lisher’s statements to media buyers.

Buyers are willing to accept this unique
situation. “It’s unusual for advertisers to feel
comfortable with no audit,” said Kuehn. “But
in the grand scheme of things, [clients] think
they’re getting more in terms of improving
their relationships with Wal-Mart.”

Success Story

Mag has ambitious circ plan

Only a handful of existing magazines, includ-
ing Condé Nast’s Vogue and Meredith Corp.’s
Ladies’ Home Journal, have a history that dates
back to the late 1800s. Even fewer of them
are brought back from the dead.

One such title has been revived repcatedly.
Business magazine Swccess, founded in 1891 by
self-help guru Orison Swett Marden, has been
folded and resuscitated by several publishers
before Quantum Media Ventures Fund bought
the assets in 2002. On June 6, the title returns
yet again as a lifestyle guide for entrepreneurs.

Success’ latest incarnation will include
motivational tools, executive profiles and sto-
ries focusing on the rewards of hard work,
including luxury cars and antiques. Publisher
Joe Guerriero said Swuccess will target a nud-
40s reader with a household income averag-
ing $136,000. The title will have a roughly
even male/female readership, compared to
traditional business magazines that typically
skew more male.

“We found that most of the other maga-

MAGAZINE MONITOR

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y Y10 PERCENT

DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES LASTYEAR  CHANGE
NEWS/BUSINESS
BusinessWeek 5-dun 65.72 6-Jun 70.09 -6.23% 1,091.98 1,133.64 -3.67%
The Economist® 27-May 36.00 28-May 39.00 -7.69% 869.00 909.00 -4.40%
NewsweekE 5-Jun 29.06 6-Jun 39.56 -26.54% 790.66 765.32 331%
The New Republic® 5-Jun 7.74 DOUBLE ISSUE NA. 115.29 110.68 417%
TimeE 5-Jun 40.40 6-Jun 46.95 -13.95% 856.47 862.60 -0.711%
U.S. News & World Report 5-Jun 22.08 6-dun 23.35 -5.44% 654.79 641.67 2.04%
CATVEGORY TOTAL 201.00 218.95 -8.20% 4,378.19  4,422.91 -1.01%
SPORTS/ENTERTAINMENT/LEISURE
AutoWeek 5-Jun 31.85 6-Jun 32.15 -0.93% 500.15 500.02 0.03%
Entertainment Weekly 2-Jun 378 3-Jun 38.44 -1.64% 629.95 673.43 -6.46%
Gotf World 2-Jun 10.33 3-Jun 19.42 -46.81% 539.55 562.34 -4.05%
In Touch 5-Jun 18.50 6-Jun 14.83 24.75% 326.36 253.48 28.75%
Life & Style* 5-dun 11.83 13-Jun 733 61.39% 179.28 158.64 13.01%
New York 5-Jun 47.5) 6-Jun 43.00 10.47% 1,324.40 1,151.80 14.99%
People 5-Jun 68.95 6-Jun 69.96 -1.44% 1,573.63 1,657.71 -5.07%
Sporting News 9-Jun 13.75 10-Jun 8.50 61.76% 315.53 336.42 6.21%
Sports llustrated 5-Jun 37.59 6-Jun 40.53 -1.25% 849.02 833.07 1.91%
Star 5-Jun 24€7 6-Jun 26.00 -5.12% 419.83 361.70 16.07%
The New Yorker® 5-Jun 22.66 6-Jun 38.54 -41.20% 687.24 85530  -19.65%
Time Out New York 31-May 75.00 1-dun 76.56 -2.04% 1,354.21 1,357.84 -0.27%
TV Guide (redesign)” 5-Jun 10.78 NA NA NA. 349.70 NA. NA
Us Weekly 5-dun 43.50 6-Jun 43.83 -0.75% 797.47 790.32 0.90%
woman's Wortd 6-Jun 790 7-dun 6.33 10.58% 160.66 151.32 6.17%
CATEGORY TOTAL 461.72 465.42 -0.79% 10,006.98 9,643.39 3.77%
WEEKEND MAGAZINES
American Profile 4-Jun 875 5-Jun 9.40 -6.91% 227.89 222.25 2.54%
Lite®@ 9-Jun 833 10-Jun 9.33 -10.72% 177.67 14407 23.32%
Parade 4-Jun 1374 5-Jun 13.26 3.62% 297.75 29113 2.27%
USA weekend 4-Jun 19.88 5-Jun 1407 41.29% 318.08 295.58 7.61%
CATEGORY TOTAL 50.70 46.06 10.07% 1,021.39 953.03 TAT%
TOTALS T13.42 730.43 -2.33% 15,406.56 15,019.33 2.58%

@=0ne less Issue in 2006 than in 2005; E=Estimated page counts; D=Double Issue for June 5/June 12, 2006 with numbers
reported in this issue. Double Issue for May 30/June 6, 2005 with numbers reported in May 29 Monitor; +=One more issue in 200€
than in 2005; T=Relaunched Oct. 17, 2005, with lower rate base; @@= Two less tssues in 2006 than in 2005.
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zines address the business side only of being a
small business owner,” said editor in chief Gay
Bryant. “We want to address the whole life of
the small business owner, for example how they
dealt with failure, how they dealt with leader-
ship, and how their personal life affected their
professional life. Its more of an
emotional, holistic approach.”

One thing that could give
Sticcess an advantage over its
competitors, which next spring
will include Condé Nast’s new
business book, is its unique cir-
culation model.

Quantum Media struck a
seven-vear deal with Florida-
based business event firm Get
Motivated Seminars to dis-
tribute Swecess free to its 1.15
million seminar  attendees
who request the magazine.
Get Motivated paid Swccess for
650,000 subscriptions, all of
which will contribute to the
magazine’s 650,000-circ rate
base. (However, high subscription renewals
will be key to sustaining the title’s ambitious
rate base.) Swecess will also be sold for $4.95
on newsstands and bookstores, as well as in 77

N AMERICA
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Get Motivated will send
650,000 copies of the title to
attendees of its events.

Major metro airports.

“[The deal] allows us to deliver a highly
competitive rate base in a highly competitive
category,” said Guerricro. “By establishing a
relationship with Get Motivated, Swuecess can
now go to market with the ability to guaran-
tee advertisers and marketers
an ironclad distribution net-
work of small-to-medium-
size business entrepreneurs.”

Buyers are intrigued by the
magazine’s unique circulation
strategy. “The seminar integra-
tion creates a different or more
personal involvernent with the
reader base,” noted Rich
Gagnon, executive vp, media
director for FCB. “Whether or
not it’s successtul, it creates a
catalyst for a different way of
looking at business editorial.”

The magazine will publish
three times in 2006 and will
move to a bimonthly schedule
in 2007. The premier issue
carries 2+ pages of advertising, including
State Farm, Monster.com, Wachovia Securi-
ties and Hilton. The open page rate for a full-
color page is $61,750. |
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television

BY MARC BERMAN

Report Card Time

WITH THE TRADITIONAL TV SEASON OVER (AND SCHOOL OUT, SO TO SPEAK),
it is time for the sometimes-dreaded report cards. Based on the overall
results, here is how your favorite and not-so-favorite networks fared
in the '05-'06 season. Ratings are based on Nielsen Media Research data.

Fox: A-

VIEWERS: 9.9 million (Rank: No. 3, no change
year-to-year); Adults 18-49: 4.1 rating/11 share
(No. 1, -2 percent)

Life is good at Fox these days, and not just
because of American Idol. Although that show
closed season § with a mammoth 36.4 million
viewers, the ongoing success of 24, House, The
Simpsons and Family Guy, coupled with sleep-
ers Prison Break and Bones, means the network
has something it never had before: stability.
Fox will introduce only five new shows next
fall, the fewest in recent memory.

But no network is without its misses, and
Fox had a few. Awrrested Development never
found a niche; The OC lost steam; Head Cases,
Kitchen Confidential, Reunion and Killer Instinct
never made it past midseason and no one was
laughing when the results came in for midsea-
son sitcoms Free Ride and The Loop (although
The Loop gets a reprieve, out of American Idol
in January 2007, no less!). But considering Fox
is expected to be on the map in fourth quarter
despite the absence of American Idol and 24,
this network gets extra credit.

CBS: A-

VIEWERS: 12.6 miilion (No. 1, -2 percent);

A18-49: 3.8/10 (No. 3, -5 percent)

One look at TV’s most stable network and it
comes as no surprise that CBS will add only
four new series next fall. Although the net-
work finished third among adults 18-49, that
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was just three-tenths of a rating point (or 7
percent) below No. 1 Fox. My concern with
the network last fall was that it had too many
crime-related dramas. But the success of The
Unit on Tuesday and Criminal Minds on
Wednesday (opposite American Idol and Lost)
are two more reasons why CBS was wise to
capitalize on the genre. The recent addition
of The New Adventures of Old Christine fits well
out of Two and a Half Men on Monday, but
the failures of Courting Alex, Out of Practice,
Still Standing and Yes, Dear means that the
current comedy drought is very much in evi-
dence at CBS. After two decades of not find-
ing sitcom success outside of Monday, the
network has given up. And the failure of Love
Monkey after just three telecasts means that
finding a successful drama that isn’t crime-
related is going to be tough.

ABC: B

VIEWERS: 10.8 million (No. 2, +8 percent);

A18-49: 4.0/11 (No. 2, +8 percent)

Just two years ago, everyone thought ABC
was dead. But in the cyclical world of network
television, the success of Lost, Grey’s Anatomy,
Extreme Makeover: Home Edition, Dancing
With the Stars and Desperate Housewives means
that the network has five key shows on which
to build. Even so, not everything is perfect.
President Geena Davis was impeached on
Commander in Chief, and not a single comedy
generated interest. Other dramas Invasion,

Night Stalker, The Evidence and In Justice came
and went, and no new series from last fall got
renewed. So, when you hear about ABC’s
resurgence, keep in mind that it’s a reflection
of 2004-05, not this season. Unless something
new clicks in 2006-07, (and introducing nine
new series is certainly risky) you have to won-
der: How long can ABC ride the wave?

NBC: D

VIEWERS: 9.7 million (No. 4, no change); A18-49:
3.3/9 (No. 4, -6 percent)

No one ever said rebuilding a network was
easy, and the failures of freshman entries The
Apprentice: Martha Stewart, Conviction, E-Ring,
Heist, Inconceivable, Surface, Teachers and Three
Wishes are proof. Deal or No Deal is a much-
needed blessing, and My Name Is Earl war-
ranted the attention of the critics, but the
move of both Ear/ and The Office to Thursday
in midseason stalled early momentum (mov-
ing to the 8 p.m. hour next season won’t help).
With all of these potholes, why create anoth-
er one by moving the second weekly install-
ment of Deal or No Deal opposite CSI and
Grey’s Anatomy? Start ducking, Howie!

WB: D UPN: D

WB VIEWERS: 3.14 million (No. 5, - 6);

A18-34: 1.4/ 4 (tied for No. 5, -7 percent)

UPN VIEWERS: 3.13 million (No. 6, - 7);

A18-34: 1.4/ 4 (tied for No. 5, no change)

With 88 percent of new network CW’ prime-
time schedule a combination of former UPN
and WB programming, lack of momentum
could be a concern even if it chose “the best
of the two.” By issuing a last minute renewal
to 7th Heqven, CW is guaranteed at least some
some sampling. But will bringing back shows
like the middling One Tree Hill and Veronica
Mars really be enough to fuel interest?

This past viewing season, all networks
had their ups and downs. But of the six, Fox
and CBS are clearly the most worthy of
being on the honor roll. u

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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il Where Entertainment
Meets Law

The entertainment industry is changing.

New laws, new markets and new technologies are
transforming the way the industry makes and distributes
entertainment.
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Daily resource for breaking news, deal stats,
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* Daily Email News Service
Morning snapshot of top entertainment and
media law headlines.
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