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MARKET
INDICATORS

NATIONAL TV: CALM
With more than a dozen
new prime-time shows
premiering this month,
many buyers ar2 wait-
ing to gauge aud ence
response before Jutting
money down.

NET CABLE: STRONG
Most nets are offto a
good start. Firs:-quarter
scatter was already well
under way at the end of
’02 and looks to be
steady through January
and February. Mavies
are still strong.

SPOT TV: MIXED
January is moving at a
steady pace, thaugh

inventory is still avail-
able in most major mar-
kets. Auto, retail and
financial sectors mixed;
entertainment is strong.

RADIO: SOFT

Except for post-holiday
retail, major categories
are spending slewly in
many markets Most of
the demand is for net-
work radio, which is
pacing up by double-
digits over last January.

MAGAZINES: WARM
First quarter is steady,
thanks to solic foiletries
and cosmetics business
in many genres, includ-
ing women’s fashion/
beauty, health/fitness
and lifestyle/service.
Auto, electronies dol-
lars are also maving.
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At Deadline

i FORD, COCA-COLA RETURN TO AMERICAN IDOL

Ford and Coca-Cola will return as sponsors of the second edi-
tion of American Idol on Fox (premiering on Tuesday, Jan. 21 at
8 p.m.} with deals that include product placements, interstitials
and what the network calls other “innovative advertising con-
cepts.” Additional Idol category-exclusive sponsors announced
last Friday include AT&T Wireless, Old Navy and Clairol’s Herbal
Essences. The show will offer a Ford Focus Room, where con-
testants will share their feelings before and after auditions, and
a Coca-Cola Red Room, which returns from last season. There

will also be Coke-Behind-the-Scenes segments that air on radio.

Clairol will provide contestants with haircare and beauty prod-
ucts, and the show will run contestant makeovers.

 NFL VIEWERS UP 5 PERCENT IN '02

Three of the four networks televising NFL games
showed household ratings increases for the
recently completed regular season. Fox averaged
a 10.5, up 3 percent; CBS averaged a 9.6, up 1
percent; ESPN earned a 7.4, up 17 percent; and
ABC finished with an 11.4, down 1 percent.
Dragging ABC below last year's average was the
Dec. 30 game between the San Francisco 49ers
and the St. Louis Rams, which had no bearing on
the standings and produced an 8.7 rating, the
lowest in the 33-year history of Monday Night
Football. Overall, total viewers of all the NFL tele-
casts averaged 14.4 million per game this sea-
son, up 5 percent from the 13.7 million average
last season. (All ratings except CBS are official
Nielsen Media Research numbers. The CBS fig-
ures are estimates; final numbers are due out
this week.)

B DISNEY MERGES ANIMATION UNITS

In an effort to spur production of cartoons for the
company’s many cable outlets, the Walt Disney
Co. last week said it will merge its television ani-
mation unit with the Disney Channel Worldwide
division. David Stainton, president of Walt Disney
Television animation, was appointed to helm the
division as president of Walt Disney feature ani-
mation. The cable networks under the Disney
banner, including ABC Family and Toon Disney,
which are overseen by ABC Cable Networks President Anne
Sweeney, will now have greater control over the animated prod-
uct that appears on their networks. Additionally, Thomas Schu-
macher, who oversaw all of Disney animation, including feature
movies and videos as well as the live-theater division, will now
focus solely on stage productions as president of Buena Vista
Theatrical Worldwide.

LeBron James may soon
light up the NBA, but he’s
no star on local PPV Page 9
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# CNN CUTS LOOSE MORE ON-AIR TALENT

Several more CNN senior correspondents learned last week
that their contracts are not being renewed. CNN veteran Garrick
Utley, Washington correspondent Brooks Johnson, San Fran-
cisco-based anchor James Hattori and CNNfn anchor Bruce
Francis have joined the growing list of on-air talent that have left
the cable news network. Last month, financial news senior cor-
respondent Allan Dodds Frank and Miami-based reporter Mark
Potter were told that their contracts would not be renewed.
Under Jamie Kellner, chairman of CNN parent TBS, and CNN
chairman Walter isaacson, the network is said to be eyeing
younger correspondents and celebrity reporters to lift sagging
ratings and compete with powerhouse Fox News Channel. A
CNN representative denied that such a strategy
was in place. “The quality of our reporting has not
changed and will not change,” the CNN rep said.
Last year, CNN'’s delivery of viewers fell 11 per-
cent, to 898,000, compared with 2001, a year
when the network’s viewership was fueled in part
by Sept. 11 coverage.

§ TW CABLE BALKS AT CARRIAGE FEES

Time Warner Cable’s 1.7 million subscribers in
Florida and its 200, 000 subscribers in Minne-
sota will no longer enjoy some of their favorite
regional sports coverage following the operator’s
decision to yank News Corp.—owned Sunshine
Network and Fox Sports Net North from their sys-
tems. Both regional networks were seeking

40 percent subscriber-based fee increases. The
3 decision came after separate negotiations over
carriage fell apart. Fox Sports Net North carries
Minnesota Twins baseball games and Minnesota
Timberwolves NBA games. Sunshine Network
carries Tampa Bay Lightning NHL games and the
NBA's Orlando Magic. The decision may be advan-
tageous to satellite TV companies looking to
capitalize on programming changes and cable
subscription hikes.

N ADDENDA: sohn walsh, host of TV's
America’s Most Wanted, has signed with ABC
Radio Networks. While details are still being
worked out, Walsh’s radio show will compliment
AMW, providing daily updates and progress reports...Meredith
Corp. has shifted Country Gardens editor LuAnn Brandsen to
Renovation Style, where she replaces Ann Maine, who recently
became editor of Meredith’s Traditional Home.. .Lisa Melching
has joined NBC Entertainment as vp of scheduling and strate-
gic analysis. Melching comes from G4, where she was director
of programming for the Comcast—owned video game cable net.
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Martha Stewart Touts Her
Test of Everyday Food

The first of a four-issue test of Everyday
Food magazine will hit stands this week.
The $2.95, digest-sized recipe title from
Martha Stewart Living Omnimedia will
have initial distribution of 750,000.

EF will feature quick and easy meals.
“People really want to be able to eat at
home without a tremendous amount of
fuss,” company CEO Martha Stewart
said last week. “People are becoming
more health-conscious and are realizing
that doing things at home...is going to
make your life a little bit nicer.”

This is the first of Stewart's maga-
zines that does not prominently feature
her name or image on its cover, though
the project was in the works well before
Stewart’s entanglement in the ImClone
stock-trading scandal. The CEO does
include “a message from Martha" in the
EF premiere issue. Stewart did not rule
out a cover appearance at some point,
saying, “You never can tell.”

If the test clicks, EF will launch in Sep-
tember with a 10-times-yearly frequency.
There are 45 ad pages in the first issue
from the likes of MasterCard, Chevy and
Campbell’'s. —Lisa Granatstein

Media and Interest Groups
Weigh In on FCC Rules

NBC, Fox and CBS parent Viacom last
week reiterated their desire to see the
federal government abandon regulation
of media ownership. In a joint filing with
the Federal Communications Commis-
sion, the media titans said that anti-
trust laws can sufficiently protect diver-
sity of viewpoints, competition and
iocalism—the foundation of the FCC's
current media ownership rules.

Even smaller media companies filed
comments supporting rule changes.
New York-based Granite Broadcasting,
owner of eight TV stations, asked the
FCC to do away with duopoly rules that
permit groups to own more than one
station in the same market only under
strict conditions. Granite says the limita-
tions have prevented the company from
seeking duopolies in small markets.

Other groups

(continued on page 6)

Networks Restack
Program B|00|(8

TV PROGRAMMING By John Consoli

ooking to ignite a spark in a mundane
prime-time television season, the
broadcast networks this month will
introduce more than a dozen new
shows and shift programming in sev-
eral time slots, altering about 16 per-
cent of the current schedule. All the
networks except the WB are flat or
down in total viewers and most key
demographic categories, and they hope to lure
back audiences by spicing up their schedules.

Media agency executives, however, wonder
whether the flurry of schedule changes may
confuse viewers. “It’s going to take a while for
viewers to get a handle on what all these new
shows are about and when they are on, and
where some of the shows they are used to
watching in a certain time period are being re-
located to,” said Laura Caraccioli, vp/director
of SMG Entertainment.

But the nets know they must take some steps
to reinvigorate their schedules or face contin-
ued audience erosion to cable. In fourth quar-
ter 2002 (the first quarter of this season), CBS
was flat in households at an average 8.3 ratng,
according to Nielsen Media Research; NBC at
7.9 was down 1 percent; ABC stood at 6.3,
down 7 percent; Fox was at 5.7, down 8 percent
and UPN slid to 2.4, down 17 percent. Only the
W3B was up, 4 percent to a 2.7; it is also the only
network up in the key adults 18-49 demo.

The news gets worse. Ten of CBS’ return-
ing shows are down this season in both house-
holds and 18-49 ratings, while eight of NBC
returning shows are down in both categories.
CBS’ and NBC’s saving graces this season are
their prime-time franchises—NBC’s Law &
Order incarnations and two CSI shows on CBS.
Law & Order: Criminal Intent is up 13 percent in
adults 18-49, while Law & Order: SVU is up 13
percent in the demo. At CBS, CS/ is up 22 per-
cent in adults 18-49, while CSI: Migmii is aver-
aging a solid 7.0 in 18-49 in its tirst scason.

Here’s a breakdown from agency research
executives of household share estimates for
both the reshuffled shows and new program-
ming for this month:
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Monday: ABC is making the most aggres-
sive moves in an attempt to stem last season’s
35 percent ratings drop when Monday Night
Football went off the air. The net this month
will move its top Sunday drama, The Practice, to
9 to serve as the centerpiece for two new dra-
mas, Veritas at 8 p.m. and Miracles at 10, Steve
Sternberg, executive vp of research at Magna
Global USA, said he believes moving The Prac-
tice away from Sunday is risky, especially since
its up against serious competition, including
CBS hit Everybody Loves Rayniond, NBCs solid
Third Watch and Fox’s new reality show 7oe Mil-
lionaire. “’1o take a show that’s winning its time
period and put it on another night is always a
gamble,” he said. Marc Goldstein, CEO of
Mindshare North America, disagreed and
applauded the move: “A network needs to
experiment to try to turn things around, so you
try it. They took a chance leading off Tuesdays
with a new show, 8 Sizple Rules, something you
aren’t supposed to do, and it worked well.”

Veritas must battle the \WWB’s hit 7¢th Heaven,

The action-
adventure drama
Veritas (co-star-
ring Alex Carter)
is one of two new
shows on ABC’s
totally revamped
Monday-night
schedule.

ma ohaie



while Miracles is up against both NBC’s Crossing
Fordan and CSI: Miami. The research execs
estimate Veritas, Miracles and Joe Millionaire will
each draw 8 shares, not a sterling endorsement
for any of them. They also forecast The Practice
will capture a solid 12 share in its new timeslot
(it currently delivers a 14 on Sunday).
Tuesday: On Jan. 21, Fox brings back its
sumnmer hit American Idol at 8 p.m. Researchers
estimate it will average a 10 share, lower than
the competing ABC comedies 8 Simple Rules (a
12 share) and According to Fim (12) and CBS
drama 74G (14). But it safe to say Ido/ will fare
much better in delivery of younger demos.
UPN premieres its new comedy Abby at 9 p.m.,
with researchers estimating a 4 share, the same
as lead-in Buffy, the Vampire Slayer.
Wednesday: ABC will roll out The Bache-
lorette at 9 p.m., which is projected to do a sol-
id 12 share against CBS’ 60 Minutes II (also 12),
NBC’s The West Wing (15) and Fox’s Bernie Mac
(9) and Cedric, the Entertainer (9). The WB is
also moving Angel from Sunday to Wednesday
at 9, replacing the cancelled Birds of Prey. 60
Minutes II shifts an hour later to make room for
Star Search (11). CBS’ new variety show will air
at 8 p.m., and in its second half hour will com-
pete with Fox’s half-hour follow-up of Ameri-
can Idol. At 10 p.m., ABC will premiere Celebri-
ty Mole, which is forecast at a 9 share.
Thursday: Star Search will also air anoth-
er installment at 8 p.m. (filling for Survivor)
and is projected again to do an 11 share
against NBC’s Friends (24). The WB, mean-
while, is turning its Thursday into a reality
night with High Schoo! Reunion at 8 and Sur-
real Life at 9:30 p.m., which follows The Famie
Kennedy Experiment at 9. Both new shows are
projected to get only meager 2 shares.
Friday: The 8 p.m. hour will see the most
change, with NBC introducing Mister Sterling,
CBS airing a second fresh episode of Presidio
Med and Fox moving Fastlane from Wednes-
day. Sterling, which replaces the departed NBC
drama Providence, is projected to do an 11
share, while Med is estimated at a 9 share and
Fastlane a 6. CBS will also replace the cancel-
led Robbery Homicide Division at 10 p.m. with
Queens Supreme, which researchers project will
do a 10 share in the timeslot against Law &
Ovder: SVU's 19 share (see story on page §8).
Saturday: NBC will preempt its Saturday
Night Movies to air repeats of Law & Order
and L&O: SVU from 8 to 10, and it will bring
back Meet My Folks at 10, which is projected to
do a 10 share vs. CBS’ The Agency (11).
Sunday: ABC will replace The Practice with
Dragnet at 10 p.m., which is projected to gar-
ner a 9 share against NBC’s Boomrtown (10). In
February NBC will replace Boomtown with its
short-run series Kingpin (13 share). |

' RESEARCH By Katy Bachman

et ready for more expensive media re-
search in 2003. Consumers, armed with

high-tech tools to keep telemarketers at

bay (such as caller ID and privacy but-

lers), are also making it increasingly difficult,
and thus more expensive, for media research
firms to recruit them to participate in surveys.
Changing consumer habits are making
things particularly difficult for two key data
providers, Nielsen Media Research and Arbi-
tron. Despite concerted efforts by both ratings
services over the past few years to increase par-

| ticipation, consumer re-

sponse rates, a critical
measure of research
quality, are still far be- 9
low acceptable levels
for both companies.
“The environment
is getting tougher,” said
George Ivie, executive
director of the Media
Rating Council. “But I
don’t think either of the
companies is working
hard enough [to boost
response]. They could

40.0
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“It’s probably the No. 1 issue in research,”
said Tony Jarvis, senior vp/director of strategic
insights for MediaCom.

“Nielsen and Arbicron’s credibility is in
question when less than half of consumers par-
ticipate in their ratings surveys,” added David
Poltrack, executive vp of research for CBS.

It’s not for lack of trying. In addition to test-
ing and adopting a variety of new procedures,
packaging and mailing options, both research
companies are using richer cash incentves to
entice consumers to return completed diaries.

00 DIARY RESPONSE RATES

Arbitron

spend more. They owe 93| 94
the marketplace good
research.”

The problem is par-
ticularly acute when the labor-intensive diary
system is used to collect data. In its Summer
2002 survey, Arbitron (which uses diaries exclu-
sively to measure radio listenership in 283 mar-
kets) saw its response rates hit a 20-year low,
dropping to 32.6 percent from 34.4 percent a
year earlier. In the 12 largest Arbitron markets,
the average response rate was only 27.5 percent,
according to a study by Research Director Inc.

Nielsen, which uses diaries in 209 markets
to measure local TV ratings, is facing the same
uphill battle. Even after Nielsen began sending
diaries via priority mail and increasing cash
incentives to some homes, its diary response
rate averaged 32.1 percent for last November's
sweeps, up slightly from 32.0 a year earlier.

“It’s miserable,” said Brad Adgate, senior vp
and director of research for Horizon Media,
who believes that response rates are likely to
get worse before they get better. “It’s impera-
tive that new technologies such as [Nielsen’s]
local people meter and [Arbitron’s] portable
people meter be rolled out.”

95/

Sources: Arbitron Fail Surveys, Nieisen Media Research November
Sweeps Surveys, NAB. (Arbitron Fall 2002 Survey is still in tabulation.)

96| ‘97 98| ‘99| ‘00l 01/ ‘2!

“If you do the same thing year-to-year, re-
sponse rates will drop,” said Paul Donato, chief
research officer of Nielsen, a unit of VNU,
publisher of Mediaweek. “You have to adapt.”

In-person recruiting works, but it’s expen-
sive, particularly in small markets. Nielsen uses
door-to-door recruiting in most of its 55 me-
tered markets, resulting in a 35.5 percent re-
sponse rate locally and 40.6 nationally. Arbitron
is using a $10 incentve in its top 10 markets.

“Every year we introduce something new to
increase response rates,” said David Lapovsky,
executive vp of research for Arbitron. “Last
year, we spent more money than ever.”

Although research companies will not dis-
cuss how much of the rising cost of research is
getting passed along to their clients, Nielsen’s
official rate card offers one indicator. Last year,
a typical Nielsen customer in a market con-
verting from diaries to meters saw its bill jump
from $35,000 per year to $36,000 per month.

“It is definitely getting to be more expen-
sive—for them and for us,” Poltrack said. W
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that filed comments in advance of the
FCC's Jan. 2 deadline urged the agency
to maintain and even strengthen the
current regs. A coalition that includes
agency MediaCom cited a “diversity-chill-
ing stranglehold” on programming by the
four major TV networks. The group, the
Coalition for Program Diversity, asked the
FCC to reserve one-quarter of prime time
for independent programming not owned
by the networks or the major TV studios.
By this spring, the FCC is to decide
whether to modify a host of media owner-
ship rules that currently restrict networks
from owning other networks, prevent TV
stations from owning outlets reaching
more than 35 percent of the country; and
prohibit common ownership of TV sta-
tions and daily newspapers in most mar-
kets. —Todd Shields and Sandy Brown

Radio Host Joyner Forms
Minority-Focused Company

Tom Joyner, host of the country’s top-
rated Urban radio show, and former
AMFM Radio Networks executive David
Kantor are launching a multimedia pro-
duction company called Reach Media to
distribute programming targeting
African Americans.

ABC Radio Networks, which syndi-
cates The Tom Joyner Morning Show on
118 stations, will be a minority partner
in the new company with more than a 10
percent stake. Kantor, who is Joyner's
agent and is also a former president of
ABC Radio Networks, will be CEO of
Reach Media.

“Since Black Entertainment Televi-
sion was purchased by Viacom, there
has been a huge void in the number of
content companies focused on African
Americans,” said Kantor.

In addition to syndicating Joyner's
show, which is under contract with ABC
through 2003, the new company
intends to develop programming for
radio, movies, TV and the Internet (via
Joyner's Black America Web project). As
a managing partner, ABC will act as
Reach Media’s exclusive sales repre-
sentative. “The beauty of this deal is
that it locks us in through 2009 as the
leader in programming targeting African
Americans,” said Traug Keller, ABC
Radio president. —Katy Bachman

Wired World on the Wane?

FCG, analysts say DBS gained significant ground on cable operators in ‘02

CABLE TV By Megan Larson

ue to a confluence of factors, includ-

ing financial instability at some lead-

ing mult-system operators, the cable

industry failed to grow its subscriber

base for the first time in its history, according

to the Federal Communications Commission’s

annual report on competition in the video-
deliverv marketplace released last week.

The FCC reports that as of June 2002

cable’s customer share fell to 76

percent from 78 in June '01.

|

“2002 was the

All MSOs raised rates this year due to pro-
gramming costs and the development of new
services, but some performed better than others
with customer retention. AT& T Broadband,
Charter and Cablevision all reported loses,
while Time Warner Cable, Cox and Insight
Communications grew customers through
third quarter '02. “The lost subscribers on
AT&T Broadband and Charter overshadowed
growth in other cable compa-
nies,” said Salomon Smith Bar-

Meanwhile, direct broadcast first yeap that ney analyst Niraj Gupta.

satellite made real inroads and is Gupta estimates that AT&T
expected to continue to do so in cable |08t subs Broadband, which was pur-
"03. “DBS is still taking a lot of chased by Comcast at the end of
market share,” said UBS War- on a..n ,a,ggpegate last year, lost 533,000 subs in ’02
burg analyst Aryeh Bourkoff, hasis. and will lose 195,000 in ’03.

concurring with the FCC that
DBS jumped about 2 million
subs last year to 18 million.
“2002 was the first year that ca-
ble lost subs on an aggregate basis,” he added,
estimating a loss of about 700,000 subscribers.
DBS is expected to grow by another 2 million
in ’03, while cable will be flat to slighty up.

“Cable growth has hit a wall,” echoed Ka-
gan World Media analyst Derek Baine,
adding that a weak economy and customer
dissatisfaction with digital cable packages are
also factors adding to cable’s weakness. The
[FCC, citing the Bureau of Labor Statistics,
also reported a 6.3 percent increase in cable
rates compared with a 1.1 percent rise in the
Consumer Price Index.

ARYEH BOURKOFF,
UBS WARBURG

|
|

Charter lost 376,00 subs in ’02
and will lose 132,000 this year.

AT&T execs could not be
reached. Charter reps referred to
the company’s third-quarter earnings report,
which noted the sub loss. TWC, Comcast and
Cox grew subs by 160,000, 61,000 and 68,000
respectively through third quarter.

The National Cable and Telecommuni-
cations Association adopted a rosier outlook
than analysts did last week. “The [FCC]
report confirms there’s increasing competi-
tion in the multi-channel video marketplace,
where three out of four consunmers choose
cable, while one in four choose a competitor,”
said NCTA president and CEO Robert
Sachs. —with Sandy Brown and Todd Shields B

Plug-n-Play’s Waiting Game

Programmers Silent on cable/GE pact; digital-signal piracy a likely hurdle

WASHINGTON Todd Shields

ajor cable operators and consumer-
electronics manufacturers used a
splashy Washington, D.C., news
conference just before Christmas
last year to announce a long-sought agree-
ment for building digital TV sets that can
simply plug into a cable outlet. But that
agreement has been met with studied silence
by movie studios and other programmers.
The quiet reflects, in part, tears the cable-
ready digital TVs might not adequately pro-
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tect expensive digital programming from In-
ternet piracy. If they don’t offer such safe-
guards, broadcast TV could suffer.

Whether the content companies will ask
Washington to derail the agreement remains
to be seen—none has publicly judged the 79-
page compendium of technical standards and
proposed regulations the signatories present-
ed to the Federal Communications Commis-
sion on Dec. 19. But in earlier statements,
such major players as the Motion Picture As-
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sociation of America and Viacom made clear
their discomfort with copy-protection plans
like those envisaged by the cable-CE pact.
For example, Viacom has warned that with-
out adequate copy protection, it will with-
hold some digital programming from its CBS
network. Piracy “could destroy television
production economics,” Viacom said in a
Dec. 6 filing to the FCC. It also said free,
over-the-air television starved of the best
digital shows could become a poor stepchild
to cable and direct broadcast satellite “if it
can even survive.”

The cable-consumer electronics agree-
ment proposes copy-protection rules for dig-
ital outputs but forbids the use of controls
that could disable analog outputs. Proponents
say that preserves rights to make copies for
home use. But some content executives view
analog outputs as an invitation to piracy.
They fear that those signals could be record-
ed, converted into digital format and posted

on the Internet. Content providers believe
that lowering the resolution of recorded dig-
ital programs could make the shows less ap-
pealing and therefore less tempting to thieves.
However, the cable-CE agreement carries no
obligation for setmakers to provide a resolu-
tion reduction capability. And that means
none is likely to be built in.

Some policy makers like it that way.
“Down-rezzing is a bad idea because it dimin-
ishes the experience for the consumer,” said
Rep. Richard Boucher (D-Va.). “The assur-
ances that piracy won't occur can be provided
by the home-recording rules [included in the
cable-CE agreement] and the broadcast flag.”
The broadcast flag refers to a separate set of
anti-piracy protocols still being negotiated.
Boucher said those in Congress who influ-
ence television policy are generally in agree-
ment that the plug-and-play agreement “is a
big step forward” toward easing the transition
to national digital T'V. o

GBS Places Bets on Queens

Court drama counted on to give news, Leflerman needed hoost on Fridays

TV PROGRAMMING By A. J. Frutkin

f CBS’ courtroom dramedy Queens Supreme

can succeed where its Robbery Homicide Divi-

sion failed, it will mark a stunning—if not

unprecedented—hat trick of 10 p.m. wins
for the network this season that could translate
to better numbers for local news. Not surpris-
ingly, the series is a strategic about-face from
RHD:’s gritty, male-targeted subject matter.

“By and large, women watch dramas more
then men. And we know RHD did skew more
male,” acknowledged Nina Tassler, senior vp of
dramatic series development at CBS. “Because
of its irreverent and comedic tone, Queens Su-
preme will have a broader appeal.”

Launching Jan. 10 at 10 p.m., Queens Su-
preme takes a behind-the-scenes look at the
Queens County Courthouse in New York City.
The series stars Oliver Platt (Deadline) and
Annabella Sciorra, fresh off HBO’s The Sopra-
nos. Queens’ focus on thirty- and forty-some-
thing justices could help distinguish the series,
a fact that was not lost on creator Kevin Fox.
“CBS wants to keep its core older audience and
skew younger. This show fits the demos they
have and the demos they want,” he said.

Even if Queens fails to find an audience,
advertisers remain impressed with CBS’
10 p.m. track record this season. It scored
with CSI: Miami on Mondays, while its miss-
ing-persons drama Without a Trace continues

d Queens, starring (from left) Platt, Sciorra and
3 L. Scott Caldwell, premieres this Friday at 10.

to perform admirably against NBC’s E.R. on
Thursdays. As a result, household ratings for
local news at 11 p.m. have risen over the past
year by 6 percent in metered markets (7.4 vs.
7.0) and by 3 percent among the network’ 15
owned stations (6.3 vs. 6.1). Ratings for Late
Night With David Letterman have risen 8 per-
cent in metered markets (4.0 vs. 3.7).

“The O&Os and Letterman were pushing
the net to shore up 10 p.m. And it did,” said
Laura Caraccioli, vp/director of SMG Enter-
tainment, who added CBS might start looking
at other holes in its schedule. “Fix Sunday
night. The movies haven’t been doing what the
network wanted them to do. It’s a big night to
promo your week, and with NBC not that
strong, [ think they’re handing itto CBS.” R
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AKRON, OHIO CABLE

NEWSPAPERS |

High School Hoops Star
Featured on Pay-Per-View

BY RICHARD ZITRIN

LeBron James is the most ballyhooed high
school basketball player ever, a multi-mil-
lionaire in the making who likely will be the
top pick in the National Basketball Associa-
tion draft this spring.

The hype surrounding the 6-foot-8
Akron, Ohio, wunderkind is so intense that
James’ face already has adorned the covers
of Sports Ilustrated and ESPN The Magazine,
two of his games have been broadcast na-
tionally on ESPN2, and pro basketball stars
Shaquille O’Neal and Allen Iverson have
come out to see him play.

The 17-year-old James is such a hot tick-
et that his hometown cable operator has
taken the unusual step of selling some of his
team’s games on pay-per-view. Time Warn-
er Cable Northeast Ohio is offering 10 of
James’ home games at $7.95 a shot to
170,000 digital customers throughout its
14-county coverage area. The offer started
Nov. 30 and will end on Feb. 23.

TWC decided to go the pay-per-view
route after officials from James’ high school,
St. Vincent-St. Mary, asked the cable com-
pany to provide closed-circuit screenings in
the school of the team’s home games, which
are played at the University of Akron and
usually sell out, said TWC Northeast Ohio
vp Bill Jasso.

“One of the primary reasons we went
pay-per-view was we felt a little sensitive
about selling [advertising] spots in these
high school basketball games,” said Jasso.
“The sensitivity came from the school ad-
ministration. They really hammered away at
us, so that’s probably what dissuaded us
from even exploring a good old-fashioned
advertiser-supported option and led us to a
pay-per-view option.”

The first four pay-per-view telecasts
have hardly been a big draw, with buys per
game only in the hundreds, according to
Jasso. To break even on each game, TWC
needs to have roughly 630 buys. TWC,

4

Head-ad-shnulders above: James has drawn national
attention as the NBA’s hottest high school prospect.

which hired a local production crew for the
games, is shelling out up to $5,000 per
broadcast. Any profits would be split 50-50
between TWC and the school and be do-
nated to charity, Jasso said.

Jasso said although TWC will not make
any money, there potentially are some tan-
gential benefits: the cable operator may pick
up some new customers, and some non-dig-
ital subscribers might upgrade their service
so they can receive the James games.

“There also is a very undefinable good-
will factor,” Jasso said. “This is something
that our competition can’t do, and that’s al-
ways good for business. If you're a St. V fan
and you've got a [satellite] dish, you're go-
ing to rethink that.”

Jasso said even if TWC has to eat its
approximately $50,000 investment, the com-
pany has made that up in publicity about the
PPV strategy, thought to be a first for high

RADIO STATIONS | OUTDOOR |

MAGAZINES

school sports. Cable operators have experi-
mented with pay-per-view sports on the pro
level, including an NBA Portland 'Trail Blaz-
ers’ pay channel that carried the team’s
games, and Warner/Amex’s Qube experi-
ment in Columbus, Ohio, a generation back,
which offered pay-per-view sports events
including Ohio State football, according to
Seth Morrison, senior vp of marketing for
the Cable & Telecommunications As-
sociation for Marketing.

Local pay-per-view sports events
have been extremely rare because ca-
ble operators primarily are distribu-
tors, rather than providers, of content,
noted Rob Stoddard, a National Cable
& Telecommunications Association
representative. To drive pay-per-view
sales, operators need unusual product,
which TWC Northeast Ohio has (to a
small degree, at least) in hoops hotshot
James, Stoddard said.

CTAM’s Morrison said the Akron
trial could signal a future program-
ming option for cable operators, al-
though most locally generated pro-
gramming will likely run on the

. presently nascent video on demand,
# rather than pay-per-view. “It’s the same
4 concept,” Morrison said of VOD, “but
¢ it’s a quantum leap forward because
. you can watch it when you want to and
;% rewind and fast-forward it.”

LOS ANGELES, CHICAGO
Hispanic Deals Get Done

In a series of moves that is sure to crank up
competition for the Spanish-language radio
audience, four Hispanic radio groups struck
deals last week to add to their station clusters
in Los Angeles and Chicago.

Spanish Broadcasting System and Hispan-
ic Broadcasting Corp., announced last week
agreements to purchase four of the remaining
five radio stations in suburban Chicago being
divested by Big City Radio, which was forced
to put its 12 radio stations up for sale after
defaulting on a semi-annual interest payment.

SBS, owner of WLEY-FM, the top-rated
Spanish language radio station in Chicago,
will acquire WDEK-FM, WKIE-FM, and
WKIF-FM for $22 million cash from Big
City. The three suburban stations, located in
DeKalb, Arlington Heights and Kanakakee,
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I, currently simulcast a Dance format.
HBC, which owns three radio stations in
Chicago, will acquire WXXY-FM in High-
land Park, Ill., for $33 million.

In Los Angeles, Entravision Communica-
tions, which currently owns three FM sta-
tions in the nation’s top Hispanic market,
agreed to purchase KLYY-FM, KVYY-FM
and KSYY-FM for $137 million from Big
City. Through a time brokerage agreement,
Entravision will begin operating the stations
in early 2003. The new trio will carry a simul-
cast of the company’s Super Estrella format.

Liberman Broadcasting, which focuses on
programming targeting Mexican Americans,
will also increase its footprint in Los Angeles
with a deal to acquire KMXN-FM in Orange
County for $35 million from Aries Commu-
nications and Orange Broadcasting Corp.

Including an agreement to sell four sta-
tions in suburban New York to Nassau
Broadcasting for $43 million, Big City has an-
nounced deals to divest 11 radio for a total of
$235 million. The financially strapped com-
pany is expected to announce a buyer for its
WYXX-FM in Morris, Il. —Kary Bachman

SEATTLE TV STATIONS

UPN Affiliate Nabs News

The latest example of news sharing across sta-
tions is taking place in Seattle, where Via-
com’s KSTW-TV, a UPN station, and Cox
Television’s KIRO, a CBS affiliate, have part-
nered to produce a local, late-night newscast
that will begin airing on KSTW early in the
new year. Though a launch date has not been
set, the broadcast will run at 10 p.m. Mon-
day-Sunday on KSTW and will borrow heav-
ily from KIRO, using both its studio and
anchors to produce the nightly program.

“We're very pleased to be able to bring
Seattle TV viewers a local news alternative at
10 p.m.,” said KSTW vp and general manag-
er Gary Wordlaw in announcing the partner-
ship with KIRO.

“This is yet another example of our com-
mitment to expanding local news,” echoed
Dennis Swanson, executive vp/COQ, Viacom
Television Stations Group.

The Viacom group, which owns 39 sta-
tions, recently set up a similar arrangement in
Detroit, with its UPN affiliate WKBD-TV
getting a 10 p.m. newscast from E.W. Scripps
Co.5 ABC affiliate WXYZ-TV. Cox owns 15
stations. —Sandy Brown |
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ORLANDO/ORANGE C

Oriando, Fla.

FOR HENRY MALDONADO, GENERAL MANAGER OF WKMG, CBS’ AFFILIATE IN ORLANDO,
2002 was a year to remember. For the first time since 1984, the Post-
Newsweek-owned station achieved top ranking with its 11 p.m. local
newscast during the November sweeps. With an impressive 9.5 aver-

age rating and 18 share, WKMG edged out
NBC aftiliate WESH, a Hearst-Argyle prop-
erty, which recorded a 9.2/17, and trounced
market leader WEFTV, Cox Broadcasting’s
ABC affiliate, which fell to a 6/11.

“CBS prime[-time programming] has per-
formed very well, and that really fed the 11
p.m. news here,” says Rich Melin, media di-
rector of Orlando agency Cramer-Krasselt. Of
the market’s players, WKMG’s newscasts,
marked by “a certain edginess,” stand out, ad-
ded Melin. Orlando, the
U.S. 20th-largest televi-
sion market, is home to
1,224,470 TV house-
holds, according to Nicl-
sen Media Research.

Maldonado pointed
not just to strong local
news lead-ins such as
prime-time hits CSI:
Crime Scene Investiga-

Spot TV
Outdoor

Total
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tion and Swurviver, but also to the station’s
heavier concentration on investigative pieces
during November. “We attribute [the late
news growth] to a combination of good inves-
tigations in our local news and good lead-
ins,” says Maldonado.

The news wasn’t so rosy for WKMG in
earlier dayparts, however, when its newscasts
trailed both its main rivals. The market’ long-
dominant but slipping news station, WFTV,
still remained comfortably ahead of the pack

NIELSEN MONITOR-PLUS
AD SPENDING BY MEDIA /| ORLANDO, FLA.

Jan.-Dec. 2000 Jan.-Dec. 2001

$260,429,478 $247,589,644
$248,627,491 $227,154,957
$52,959,086 $54,378,362
$2,378,112 $2,078,805
$564,394,167 $531,201,768

Source: Nielsen Monitor-Plus
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at §, 5:30 and 6 p.m. WKMG in December
shuffled its carly-news lead-ins, moving The
John Walsh Show to 4 p.m. in the afternoon
from 9 a.m., replacing Inside Ldition and
Frasier. Now, Walsh follows Dr. Philat 3 p.m.

WEKMG also continues to lag in the local
morning news race. Maldonado says to boost
its fortunes in the morning, the station over-
hauled the 5 to 7 a.m. block in July, introduc-
ing a new format and anchors. The move
came in advance of CBS’ radical revamp of
The Early Show in the fall.

SCARBOROUGH PROFILE

Despite its continued ratings dominance,
WETV’s news has lost ground in recent years.
At 11 p.m, the station has lost more than 40
percent of its household audience since 1996.

The station has gone through five news
directors in the last six years. In September,
Cox elevated Bill Hoffman, sales director, to
president/gm, for WEFTV as well as Cox’s
independent station in the market, WRDQ.
Cramer-Krasselt’s Melin calls the change “the
result of [WFTV’s] news taking some big hits.
They’ve had the long-dominant newscast in

Comparison of Orlando, Fla.

TO THE TOP 50 MARKET AVERAGE

DEMOGRAPHICS

Age 18-34

Age 35-54

Age 55+

HHI 75+

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

MEDIA USAGE - CUME AUDIENCES**
Read Any Daily Newspaper

Read Any Sunday Newspaper

Total Radio Morning Drive M-F

Total Radio Afternoon Drive M-F

Total TV Early News M-F

Total TV Prime Time M-Sun

Total Cable Prime Time M-Sun

MEDIA USAGE - OTHER
Accessed Internet Past 30 Days

HOME TECHNOLOGY
Own a Personal Computer
Purchase Using Internet
HH Connected to Cabie
HH Connected to Satellite

Top 50 Market Ortando Orlando
Average % Composition % Index
31 28 91
41 37 91
28 35 122
29 20 70
13 12 94
11 8 75
23 23 101
13 11 88
13 10 80
55 56 101
64 69 108
22 20 92
18 18 101
29 35 122
39 43 109
13 18 137
75 75 101
77 84 108
76 73 97
73 71 97
70 78 111
91 95 104
59 68 115
60 61 101
69 70 102
38 39 102
69 72 106
16 21 129

‘Media Audiences-Average: average issue readers for newspapers; average quarter-hour fisteners within a specific daypart for
radio; average half-hour viewers within a specific daypart for TV and cable. **Media Audiences-Cume: 5-issue cume readers for
dally newspapers; 4-issue cume readers for Sunday newspapers; cume of all isteners within a specific daypart for radio; cume

of all viewers within a specific daypart for TV and cable.

Source: 2002 Scarborough Research Top 50 Market Report (February 2001 -March 2002)
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the market, but their numbers have gone
down dramatically in the last couple of years.”
Hoffman points out that, though the sta-
tion has lost households overall, it remains
the champ in the key adults 25-54 demo-
graphic. In that demo, he notes, the station
leads all newscasts, except for the late news,
in which it ties the competition. As for the
weakness at 11 p.m., Hoffman blames ABC’s
faltering prime- time schedule. “Between 8
and 11 p.m., when [the competition] are pro-
moting their late news, we don’t have nearly
the voice that NBC or CBS does,” he says.
Meanwhile, to lure viewers at 11 p.m,,
Hoffman says the station is “changing stylis-
tically how we’re delivering the product.” For
example, the station has dusted off its long-
time slogan, “Eyewitness News: Coverage
You Can Count On” and is aggressively pro-
moting that image. “We’ve got to give [view-
ers] a good reason to watch at 11,” says Hott-
man. Like WKMG and WESH, Hoffman
says his station has focused more on inves-
tigative pieces during the late newscast.
Despite its recently fading news ratings,
WEFTV was still the biggest moneyvmaker in
Orlando in 2001, the most recent year for
which figures were available, with $61.8 mil-
lion, edging out WESH with $57.2 million
and, in a distant third, WKMG with $35 mil-
lion, according to BIA Financial Network.
Meanwhile, NBC affiliate WESH won the
morning news race in the February sweeps for
the first time ever, thanks to the Olympics.
“Having the Olympics as a platform was verv
significant...and we were able to continue
[that strength in the mornings] after the
Olympics,” says WESH’s gm Bill Bauman.
Bauman, who says the news race “is closer
to parity than at any time,” says that while he
was thrilled to hear the recent news that
NBC’s perennial ratings magnet Friends was
coming back for another season next fall, he
was even happier with the continued strong
performance of NBC% 10 p.m. dramas, which
lead into the late news. He points in particular
to the strong numbers of Law & Order: Special
Victims Unir on Fridays, which has translated
into big ratings for the news show that night.
On the ad side, the market’s Big Three
outlets had a solid 2002 as spending market-
wide was up some 20 percent over 2001. Sta-
tion execs credit the political ads that flood-
ed the market. Aside from the windfall of
political ads, categories such as entertainment
(particularly the movie studios), pharmaccu-
tical and certain retail segments “exploded” in
2002, reports Bauman.
Emmis Communications’ WKCEF, the \WWB
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RADIO OWNERSHIP

1 SN O RS
affiliate, discontinued its half-hour local news
at 10 p.m. this past September. The broadcast,
which was the first 10 p.m. newscast in the |
market (it launched in 1992), had steadily lost
ground to its principal competition in the time
slot, Fox affiliate WOFL, which now domi-
nates news at 10 p.m.

WKCF’s gm Wayne Spracklin says that |
the broadcast became too expensive, there was
too much competition, and “being WB, our |

audience is a young, voung audience. It didn’t
flow well out of WB prime.” WKCEF had paid

OWNER

Cox Radio

WKMG, and then later the NBC affiliate STAIN
. WWKA-FM
WESH, to produce its local news. Cramer-

) : €T e WMMO-FM
Krasselt’s Melin adds, “This is a young mar- WCFB-FM
ket, and young people just don’t watch as

’ 3 » WTKS-FM
much news as they did 10 or 20 years ago.
5 o WXXL-FM
WKCEF replaced its news show with runs of
; WMGF-FM
Seinfeld and Everybody Loves Raymond.
e i WDBO-AM
In March, Fox TV Stations became the
- WNUE-FM
owner and operator of WOFL, after swap-
ping it for its Portland, Ore., UPN affiliate WO Y
WPYO-FM

KPTV with WOFLs owner Meredith Corp.
(in the swap, Fox also got WOGX, the Fox
affiliate in Ocala, Fla.). The move created a

Clear Channe! Communications 2 AM, 5 FM

Infinity Broadcasting

Avg. Qir.-Hour Revenue Share of
STATIONS Share (in millions) Total
28.0 $41.6 37%
1AM, 5 FM 274 $35.3 31%
3 FM 23.4 $23.4 20%

Includes only stations with significant registration in Arbitron diary returns and licensed in Orlando or immediate area.
Ratings from Arbitron Summer 2002 book; revenue and owner information provided by BIA Financial Network.

RADIO LISTENERSHIP /| ORLANDO, FLA

Avg. Qtr.-Hour Share

Morning  Evening

FORMAT Drive, 12+ Drive, 12+
Country 9.0 75
Soft Rock 6.7 5.1
Urban Adult Contemporary 6.5 6.8
Talk 6.1 6.0
Contemporary Hit Radio 5.8 5.2
Soft Adult Contemporary 5.6 7.6
Talk 5.4 6.0
Spanish Dance 5.1 4.2
Smooth Jazz 47 44
Contemporary Hit Radio/Rhythmic 42 29

Source: Arbitron Summer 2002 Radio Market Report

November Sweeps

Lontest Lifts Station From 3Jrd to Ist, Overnight?!

Nielsen Overnights
| 4PM [ “emnowmots | November

KDKA-TV (News) 5.8/13 7/ 15

m—
8.7/18 8.9/17

e o | 5> | (EES
Contesting
| wexighews) | 7.916 | 8213

10.5/21 11 -2/20

KDKA-TV (News)

7. 8/15
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As we demonstarted a few weeks ago, since the launch
of its enormously successful 4pm newscast in July, KDKA
(Pittsburgh) is once again the undisputed news leader at
5pm, 5:30pm, 6pm, 6:30pm. However, with the start of the
November sweeps WTAE & WPXI began their massive
contesting to distort the real ratings. The results are in
and WTAE was clearly the winner. In fact WTAE hyped their
Oprah & early news ratings going from third to first place
at 5pm. Take a look!

T o First pupce!

How does a clearly entrenched #3 station become #1
literally overnight? By saturating the mail & airwaves with
massive promotion for a Watch'n Win contest. WTAE has
been quoted (in this publication) as stating they would
prefer not to run Watch'n Win contests but do so only
because WPXI does. Now that they've clearly defeated
WPXI it's time for both stations to cease the practice of
distorting ratings. And it’s time for AAAA’s members to
enforce it's policy and take punitive action in Pittsburgh.
We need real action (not just words) from industry leaders.
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duopoly for Fox in Orlando, thanks to Fox’s
ownership of UPN affiliate WRBW, the flag- ‘
ship station for the National Basketball Asso-
ciation’s Orlando Magic. The ownership swap
brought a shift in WOFLs management, as
Fox tapped Stan Knott as gm. Knott had pre-
viously been the gm of WBAF, Fox’s O& QO in
Kansas City.

Under Knott, the station in the fall ex-
panded its 7-8 a.m. news programming to 9
a.m. Knott says the station has experienced
“some growth” in its late newscast, even
though Fox’s prime time in Orlando mirrored
the network’s lackluster showing nationally.
He expects network programming in the new
year—especially the return of runaway Fox
hit Awmerican ldol—to positively impact his
late news. Knott says he has been struck by

the diversity and growth of the Orlando
DMA. For example, according to the 2000
Census, the Orlando-Daytona-Melbourne
area is home to about 356,000 Hispanics,
about half of which are of Puerto Rican de-
scent. In the 1990s, the area’s Hispanic popu-
lation grew by a whopping 154 percent.

“With a population this diverse, when
you’re programming news and entertainment,
there’s a lot to take into consideration,” says
Knott, adding, “We’re netting 40,000 new
homes a year.”

During last May’s sweeps, Entravision
Holdings’ WVEN, Orlando’s Univision out-
let, became the tirst Spanish-language station
in the market to produce a live, local news
program, at 6 p.m. The station, which re-
broadcasts its early news every night at 11

NIELSEN RATINGS / ORLANDO, FLA.

EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

~__Evening News

Time Network Station Rating Share
5-5:30 p.m. ABC WFTV 6.7 13
NBC WESH 5.8 11
CBS WKMG 4.7 9
WB WKCF* 3.2 6
Fox WOFL* 1.9 4
UPN WRBW* 1.6 <)
Independent WRDQ* 0.9 2
5:30-6 p.m. ABC WFTV 7.1 13
NBC WESH 6.1 11
CBS WKMG 5.8 11
wWB WKCF* 3.4 6
Fox WOFL* 1.6 3
Independent WRDQ* 1.3 2
Pax WOPX* 0.8 2
Univision WVEN* 0.5 1
6-6:30 p.m. ABC WFTV 9.0 15
NBC WESH %5 13
CBS WKMG 6.3 11
WB WKCF* 5.5 9
Fox WOFL* 2.3 4
Independent WRDQ* 1.6 3
UPN WRBW* 1.5 3
Pax WOPX* 0.8 1
Univision WVEN* 0.7 1
Late News
10-10:30 p.m. Fox WOFL 29 5
11-11:30 p.m. CBS WKMG 9.5 18
NBC WESH 9.2 17
ABC WFTV 6.0 11
WB WKCF* 3.2 6
Fox WOFL* 1.6 3
UPN WRBW* 14 3
Univision WVEN* 0.7 1
Independent WRDQ* 0.7 1
Pax WOPX* 0.5 1

“Non-news programming Source: Niglsen Media Research, November 2002
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p-m., plans to roll out a live late news show in
February, says Antonio Guernica, gm of
WVEN and of Spanish-language Telefutura
affiliate WFVO.

As for newspapers, the market’s largest
daily newspaper is Tribune Co.’s Orlando
Sentinel. The Sentinel’'s average Monday-Sat-
urday circ for the six months ended last Sept.
30 was 247,674, off slightly from 249,54+ a
year earlier, according to the Audit Bureau of
Circulations. Sunday sales averaged 366,028,
down slightly from 369,096 in fall 2001. In
2002, the Sentinel established a multimedia
department, incorporating the brand & pro-
motions, consumer marketing and other
divisions. The paper also merged operations
and circulation.

At the paper’s Spanish-language E/ Sentinel
and ElSentinel.com, Anibal Torres was pro-
moted to publisher, from division manager for
regional advertising at Orlando Sentinel
Communications. As ad fortunes improved, E/
Sentinel added to its news and ad sales staffs.

The Sentinel and cable channel Central
Florida 13 (a 50/50 venture between Tribune
and AOL Time Warner, which owns the area’s
dominant cable system), renewed their multi-
year agreement to share news resources. The
pact, which dates back to the channel’s launch
in 1997, had been set to expire in August.

Weather is serious business in South Flori-
da, especially during the fall hurricane season,
and the Sentinel in 2002 rolled out several
weather-related features, including a new,
reader-friendly daily weather page in April. In
June, the paper, in a joint project with NBC
affil WESH and Internet Broadcasting Sys-
tems, launched OrlandoWeather.com. The
Sentinel says that in its first three months, the
site got more than 5.1 million page views.

The No. 2 daily in the market, the Day-
tona Beach News-Journal, claims to be the last
family-owned paper in Florida. It is 51 per-
cent owned by the Davidson family, which
has run the paper for three generations,
since its founding in 1928, and 49 percent
owned by Cox Communications. The News-
Journal's Monday-Saturday circulation for
the six months ended Sept. 30 was 94,977,
up slightly from 94,121 a year earlier. Sun-
day circulation was 112,489, down a bit from
112,858 the previous year.

Following a conversion to a narrower,
money-saving paper width in 2001, the paper
last October completed an extensive redesign.
News-Journal marketing development man-
ager Brad Gordner says the dramatic changes
took some getting used to for some readers.
“You heard a lot of “We liked the way it was.’




But lately we've heard nothing but the posi-
tive, as people have gotten used to it, which
we expected,” says Gordner.

Orlando continues to be a strong cable
TV market. About 72 percent of the market’s
households are connected to cable, compared
to the 69 percent average of the top 50 mar-
kets, according to Scarborough Research.

The biggest news lately on the cable tront:
Time Warner Cable, the dominate cable com-
pany with 773,000 households, dropped
Orlando Magic basketball games, after a
decade-long agreement expired Dec. 31 and
negotiations broke down with Orlando-based
regional sports channel Sunshine Network.
The two sides admitted money was the issue.

Sunshine Network representative Amy
Pempel says the network’s “door remains
open. We certainly want an agreement,”
adding that games are available to viewers on
DirectTV and EchoStar’s DISH service.

With the new year, Advance/Newhouse
got management control of Time Warner
Cable’s subscribers in the Orlando market,
after the two split last July and Advance took
over about 2 million Time Warner subs.

In radio, Orlando continues to be the
nation’s No. 39 market. According to Arbi-
tron, the major radio players include Clear
Channel Communications, which had 37 per-
cent of the market’s ad pie with $41.6 million
in annual revenue, according to BIA Financial
Network (see chart on page 16), followed by
Cox Radio ($35.3 million) and Infinity Broad-
casting ($23.4 million).

Infinity’s Rhvthmic Contemporary format-
ted WJHN holds the top spot among FM sta-
tions, as of summer 2002, with a 7.3 share,

| NEWSPAPERS: THE ABCS

Daily Sunday Daily Market  Sunday Market
Circulation  Circulation Penetration Penetration

‘ Orange County: 356,541 Households

Orfando Sentinel 112,354 172,206 31.5% 48.3%

Brevard County: 205,981 Households

Florida Today 84,339 106,200 40.9% 51.6%

Polk County: 195,784 Households

Lakeland Ledger 69,511 84,618 35.5% 43.2%

Volusia County: 191,253 Households

Daytona Beach News-Journal 87,590 102,851 45.8% 53.8%
\ Oriando Sentinel 23,920 29,838 12.5% 15.6%

Seminole County: 145,343 Households
‘ Oriando Sentinel 48,020 78,038 33.0% 53.7%

Lake County: 92,800 Households

Orfando Sentinel 36,438 43,264 39.3% 46.6%

Daily Commercial 23,712 22,979 256% 24.8%

Osceola County: 66,061 Households

Orlando Sentinel 18,186 31,058 27.5% 47.0%
|

Indian River County: 52,782 Households

Treasure Coast News/ 29,328 31,789 55.6% 60.2%

Press-Tribune
Fiagler County: 22,630 Households
Daytona Beach News-Journal 10,924 14,064 48.3% 62.1%

Data is based on audited numbers published in the Audlt Bureau of Circulations’ Oct. 3, 2002 County Penetration Report

according to Arbitron. During the last few rat-
ings periods, WJHM has enjoved steady
increases, growing from a 5.8 in the summer
of 2001. The station is trailed by Clear Chan-
nel’s WMGF (Soft Adult Contemporary) with
6.6, and Clear Channel’s WTKS (Talk) with
6.4 as of Summer 2002. Among AM stations,

share, followed by Clear Channel’s WFLF
(News/Talk) with a 2.1.

As for Orlando’s outdoor advertising busi-
ness, Clear Channel Outdoor dominates the
DMA, with some 850 bulletins plus 1,100
standard 30-sheet posters. Lamar Qutdoor
remains the biggest player in Daytona Beach,

Cox’s WDBO (Talk) leads the pack, witha 5.4 | however, with about 600 bulletin facings. @

Cathleen Campe
Senior Vice President,
Director of Spot Broadcast
Rubin Postaer & Associates

Spot TV's New
L A

“From my perspective, this is a great source
of targeted television information. It saves
time searching around other sources...
and anything that saves me time has value!
Do not miss this site!”

“Channel”

ADVERTISER
AGENCY
RESOURCE
CHANNEL

www.tvb.org

Television Bureau of Advertising - Serving America’s Television Stations
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IN CHICAGC
HAS SHOWN NO SIGNS YET THAT THERE'
HOLLINGER KEEP THEIF
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It,s Iike that claSSic Groucho Marx line about not want-

ing to belong to any club that would have him as a member. The mighty
Chicago Tribune and its scrappy competitor, the Chicago Sun-Times, have
gone to war over people who hate newspapers.

At first glance, it’s a rollicking tabloid shootout, something out of the
Front Page era of go-for-it Chicago journalism with a delicious fllip of
absurdity. In October, the Tib launched RedEye, a weekday edition aimed
at the fast-growing segment of 18-to-35-year-olds who do not read a dai-
ly paper. The Sun-Times countered that same day with Red Streak, a hast-
ly assembled weekday edition whose sole purpose is to kill off RedEye. Both
papers are splashy, colorful, heavy on entertainment stories and decided-
ly light on the serious news this lost generadon considers such a bummer.

But stop the snickering. This is serious business, and not just because
of the millions these publishers will drop on the Reds, as they're
inevitably nicknamed. The Sun-Times—the established tab in town buta
perennial underdog to the broadsheet T7ib—considers this nothing less
than a fight for its life. “They want to take the tabloid away from us,”
says Sun-Times editorial vp John Cruickshank. “There’s much more at
stake for us than for them.”

The Tribune Co. is broaching an even more existental queston: can
daily newspapers survive the Internet generaton? The stadstics are down-
right depressing. A few decades ago, two-thirds of all people in their 20s
read a daily; today the figure is only one-sixth. Circulation at many dailies
is shrinking by a percent or two every year, largely attributable to the dis-
interest of the young. The average age of a newspaper reader is 53.

“You've got to bear in mind everything the newspaper industry has
tried in the past,” says veteran newspaper analyst John Morton of Mor-
ton Research. “There have been programs of putting newspapers in the
classroom and special pages and sections aimed at the young. They’ve
pumped up entertainment and sports and celebrity folderol, and none of
it has worked.”

Why do young ’uns disdain dailies? Morton points to long-term
trends of lower reading scores and a generation “trained to get informa-
tion with a kevboard and a screen. But a big part is that newspaper-read-
ing families spawn newspaper-reading children, and there’s been a sort
of geometric expansion of non-readers.”

‘Thus, Morton applauds the efforts of the Red papers: “If it takes a
fluffy tabloid to appeal to young people and develop a newspaper-read-
ing habit, more power to "em. Otherwise, the industry is facing long-
term erosion of its circulation base. Everyone is watching this with great

interest. With any success, in the larger markets you’ll see emulation.”

“It’s a very worthwhile experiment,” adds Ken Berents, managing
director at Goldman Asset Management. “It’s not costing the T4k a lot—
just a couple million or so. [Tribune Co. CFO] Dennis FitzSimons told
me, ‘Hey, segmentation works in TV—why not in print?’ This is like
putting out an alternative weekly on a daily basis. Wouldn't it be nice to
see something positive come out of it?”

Pundits have been as dismissive of the Reds as financial analysts have
been supportive. A newspaper with training wheels, they have sneered. A
daily in training pants. Many have said the papers, RedEye in particular,
sound like a 50-year-old with a graying ponytail trying to talk the for-
eign language of hip. “There’s never been a publication that had such
obvious contempt for its target audience,” griped a writer in the online
magazine flakmag.com.

TWO MONTHS INTO THEIR EXPERIMENT, what have the Reds
learned? “We’ve got to make it easy for readers to engage,” says John
O’Loughlin, RedEye general manager. “It’s got to be easy to find and easy
to read. The transaction must be seamless. No jumps, lots of color and
graphics.” One quick fix: in response to reader feedback, the paper added
a crossword puzzle.

“We've learned you can give away 30,000 copies of Red Streak every
day without hurting the circulation of the Sun-Times,” says Cruickshank.
“We've gotten better and better at idendifying the elements of stories that
will be of most significance to a younger demographic. When Mayor
Daley announced he’d run again, Red Streak went into some detail on his
program for 18-to-35-year-olds.”

Both papers operate on a shoestring of 15 to 20 edit staffers, with lots
of copy repurposed from their respective motherships. RedEye draws
from the Tribune Co. empire, including the Los Angeles Times and News-
day, plus wire services. Only two writers do their own stuff: a columnist
and a sports reporter shared with the Sunday Tribune. “Does it need to be
proprietary RedEye content? We're trying to gauge how important that
is,” says (F’Loughlin. Red Streak likewise rehandles most of its editorial
from the S-T newsroom, but has its own film critic, eschewing the
esteemed Roger Ebert, and several original columnists.

RedEye circulates about 100,000 copies per day, while Red Streak does
between 20,000 and 30,000. A large chunk are freebies—sampling is the
polite word—while the Tiib charges a quarter a pop at such bastions of
hip as Walgreens and 7-Fleven. O’Loughlin refuses to say how many are

ALL ABOUT 1T

\ BUSINESS IN IT. HOW LONG WILL TRIBUNE CO. AND
'APERS GOING BEFORE ONE OF THEM BLINKS? BY ERIC SCHMUCKLER
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sold and how many are given away, but observers believe few are
paid copies. “You can’t walk through the Loop without it being
shoved in your hand,” reports Karen Jacobs, senior vp and director
of print investument at Starcom.

Having enjoyed the milk for free for months, will readers buy
the cow? “I don’t know that there’ anything here that compelling,
so [ suspect they’ll have more trouble moving to paid,” Jacobs says.

“If they're not free, they’re doomed,” adds Russel Pergament,
publisher of Boston Metro, a giveaway weekday paper. “This gener-
ation thinks that information wants to be free.”

“Where we charge, people are paying for it,” says O’Loughlin.
“We think a variable pricing strategy makes sense. In college you expect
a deal, but as you evolve into the work force, your needs and expectations
change. A small monetary transaction is not a wall we can’t get over if
folks are getting convenience, readability and entertainment. If we didn’t
think we’d get a quarter for it, we wouldn’t have done it.”

One theory has it that Tribune started RedEye in part to box out Metro,
a Luxembourg-based empire of 25 free dailies aimed at transit riders
throughout Europe, Asia and the Americas. ‘Traditional papers, proclaims
Boston Metro’s Pergament, are “cumbersome, dull, ad-bloated and full of
political blather. We’re a high-energy, to-the-point paper that you can
read in 22 minutes.” Pergament won't say if his company had targeted
Chicago, but he notes that “a free daily there makes it less inviting.”
O’Loughlin dismisses the notion that Metro was a factor in Tribune’s
decision, and most observers agree. “Why would Metro hurt them?” asks
the Sun-Tines' Cruickshank. “The T34 is not a big single-copy paper.”

For a paper aimed at the young, it’s surprising that RedEye’s only Web
presence is an online press kit, while Red Streak maintains a full site.
“Online kind of defeats the purpose,” explains O’Loughlin, who adds
that surfers will soon be directed to other Tribune online entities. One of
those is an established and popular entertainment site, Metromix.com,
which also appears as a weekly section in RedEye.

That entertainment pullout encroaches on the turf of Chicago Reader,
the free alternative weekly that counts a circ of 133,000. “I don’t want to

reaters to engage...

No jumps, lots of color and

sound smug,” Reader executive editor Mike Lenahan says of the Reds,
“but they don’t seem to be affecting our business now.”

While Lenahan admires Tribune’s strategic thinking, in his opinion
“the Sun-Times is kicking their ass. Itk just way better. RedEye’s design is
bad, and it has this pandering quality, while Red Streak is sharp, funny,
better-designed, with a lot of classic tab elements. They hit a much bet-
ter tone to my ear. Tribune’s mission is contradictory—doing news for
people who don’t want news—and they've decided it’s a packaging prob-
lem and all you need is shorter stories and more pictures.”

‘Tribune’s strategy, in part, is to groom readers to “graduate” to the
broadsheet, but competitors are dubious. “You have this daily that young
people don’t like,” Lenahan reasons, “so you create something you think

When Mayor Daley announced
he'd run again, Red Streak went
into some detail on his program

“We've got to make it easy for
The transaction must be seamless.

graphics.” JOHN 0'LOUGHLIN, REDEYE

for 18-t0-35-year-olds.”
JOHN CRUICKSHANK, RED STREAK

they’ll like by tarting it up in a cheaper, breezier package, and what?
They’re going to cross over? The whole thing seems loony to me.”

“The Tirib’s supposition is that 18-t0-35-year-olds are too stupid to
read more than two grafs, and we don’t buy it,” says Cruickshank. “Our
paper is unapologetically like the Sun-Times, while theirs has no Trib
identity beyond the masthead, which they do so they can count it as cir-
culation. Really, they’re training readers for us. It’s a weird decision, but
thank goodness.”

The Sun-Times views the Tribune’s strategy as a move on its tabloid
turf and its younger readership (the S-T outsells the Tib two-to-one in
young women and boasts a slight edge in young men). As the only major
U.S. property of Hollinger International, owner of London’s Daily Tele-
graph, the S-T is understandably wary of its bigger competitor. “They
own two TV stations and the largest radio station in the market, as well
as the broadsheet,” Cruickshank notes. “If they can have all that and a
tabloid, who can compete against them? They’re giving away 100,000
free tabs and we sell 350,000 single copies a day, and you ask if this is life
or death. Are you kidding?”

Just about everyone in town expects the S-T to fold its Red sheet the
day after Tribune does. “Not necessarily,” is the most ringing endorse-
ment Cruickshank can offer.

“The Sun-Times’ strategy has evolved from going for the youth mar-
ket to ‘we’re only about killing you’,” counters O’Loughlin. “Ours is a
growth strategy. We want more readers, more often.”

It is not clear whether Tribune intends RedEye to be prof-
itable on its own, as O’Loughlin, a marketing executive,
invokes the mantra of corporate synergy. “Our goal is to grow
paid readership of young adults for the Tribune Co.,” he says.
“RedEye is highly leveraged in content selection and editing,
in marketing and in delivery. There are a variety of tasks it is
charged with doing: getting more people to Metromix, to
chicagotribune.com, to our Sunday print edition.”

As for those who have criticized RedEye as dumbed-down
and condescending, ’Loughlin coolly replies: “The biggest
critics have been our competitors and media pundits. For us
the question is, does this resonate with readers? I'm part of a pretty young
team here—I'm 35—and we’re all about understanding our readers. This
is not designed to replace The New York Times. It’s aimed at a soft news-
paper reader at best. If we can put together a really good mix of stories
and layout and design and tone, something that appeals to an on-the-go,
non-traditional reader, then we’ve won.”

Will the Reds survive? “I'm with the guy who said neither will be here
in a year,” says Lenahan of the Reader. Starcom’s Jacobs guesses that only
one of the papers will survive, and that RedEye will hang in for at least a
couple years. “It might work,” analyst Morton says of the red gambit.
“It’ll take years to find out if these people are ‘graduating’ to the main
paper. When the Ti4b’s circulation goes up, you'll know it’s working.” B
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Fox Tops in ‘02 Cable News

Among cable-news players, Fox News
Channel continued to grow its audience last
year while CNN and MSNBC suffered sig-
nificant losses. FINC bested its 2001 record
by 36 percent, delivering an average of 1.1
million viewers 2-plus. The audience tuning
in to news last year grew a little older on
average than the viewers watching in fall
2001, but FNC was the favorite news channel
among viewers 18-49 and 25-54, according to
Nielsen Media Research, generating 319,000
viewers among the younger demo and
419,000 viewers among the older. CNN,
which delivered 898,000 persons 2-plus in
2002, fell 28 percent among viewers 18-49, to
204,000, and 26 percent among viewers 25-
54, to 261,000. MSNBC remains in third
place, with viewers 2-plus falling 26 percent
compared to the year prior, to 360,000, while
the 18-49 demo fell 42 percent to 129,000
viewers and the 25-54 demo fell 39 percent,
to 158,000 viewers.

ARE Restructures Sat. Prime Lineup
A&E has restructured its Saturday prime-
time lineup around newly acquired off-net
drama Crossing Jordan, which the network
purchased for around $800,000 an episode.
The forensics drama will be paired with the
NBC drama Third Watch, acquired last year
for around $700,000 an episode, and Cold
Case Files, hosted by Bill Kurtis. Cold Case
now runs at 8 p.m., followed by Fordun and
Watch. Though delivering more than 1 mil-
lion viewers 2-plus in prime, A&F. struggled
to maintain its audience level in 2002.

Va., Md. Stations Resolve Signal Dispute
ATV station in Virginia will reduce the
power of its digital signal under an agreement
to resolve a dispute over signal interference
(Mediaweek, Nov. 4). CBS affiliate WBOC-
TV in Salisbury, Md., had complained its ana-
log signal was receiving interference from
WIIRO-DT, an educational station 125 miles
away across the Chesapeake Bay in Hampton,
Va. The stations announced on Dec. 24 that
WIHRO agreed to operate its digital signal at
one-quarter of authorized power during the
national switch from analog to digital TV, a
process that is to last at least until 2007.

Sun-Sentinel TV Package Wins Emmy
The South Florida Sun-Sentinel won an Emny
award for its “Pet Overpopulation” television

NEWS OF THE MARKET

news package in the news/public affairs seg-
ments category of the recent Suncoast
Regional Emmy Awards. The television news
package, which aired on WFOR-TV in
Miami, complemented a Sun-Sentinel feature
on South Florida kennels.

KMGH, AT&T Reach Retrans Agreement
After a highly public dispute over restrans-
mission, Denver ABC affiliate KMGH-TV
and local cable company AT& T Broadband
reached a new six-year agreement allowing
the McGraw-Hill-owned station to launch its
local news cable channel on the AT&T sys-
tem carly this year. In the tinal days leading
up to expiration of the former retrans agree-
ment, both sides ran negative ads in Denver
media, then AT&T filed a lawsuit in U.S.
District Court on Dec. 30 asking the court to
keep KMGH’s signal on the air. When the
partes reached agreement late Dec. 30, the
lawsuit was withdrawn.

Triad Adds to Radio Portfolio

‘Triad Broadcasting, owner and operator of
small- and midsize-market radio stations, will
acquire four stattons in Peoria, 1., from JMP
Media for $37 million. As part of the deal,
'Triad began operating the stations—WSWT-
FM, WPBEG-I'M, WMBD-AM and WWTS-
AM-—on Jan. I. Mike Wild, former president
of JMP Media, who has an equity ownership
in the acquiring company, has assumed the
new position of vp and market manager for
Triad. With the Peoria cluster, Triad now
owns or operates 47 stations in eight markets.

Drudge Adds an Hour

Matt Drudge’s Sunday-evening radio show,
Drudge, yesterday expanded from two to
three hours, 10 p.m. to 1 a.m. ET. Syndicated
by Premiere Radio Networks on 228 radio
stations, Drudge is the highest-rated Sunday-
night Talk program. On ABC Radio’s
WABC-AM in New York, where Drudge got
his radio start, the show scored a 9.6 overall
share in the Spring Arbitron survey.

ESPN Brings X Games Concept to Radio
Expanding its X Games brand 1o radio,
ESPN Radio has launched EXPN Rudio, a 30-
second daily vignette on action sports target-
ed to 12-to-24 year-old males who listen to
Alternative Rock stations. The segment will
cover everything from the latest skateboard
shoe to the hottest new hand. [ |
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International Sport Summit 2003 will
be held Jan. 15-17 at the Marriott Mar-
quis Hotel in New York. Highlights will
include a global presentation on the
Olympic movement and an examination
of doing business in China. Contact:
301-493-5500 or e-mail ejksports-
@ejkrause.com.

National Association of Television Pro-
gramming Executives will hold its an-
nual conference and exhibition Jan. 20-
23 at the Ernest Morial Convention
Center in New Orleans. Contact: 310-
453-4440, ext. 210.

ANA’s second Agency Relationship
Forum will be held Jan. 23 at the Plaza
Hotel in New York. The featured speak-
er will be former-agency-executive—
turned-marketing guru Al Ries, pre-
senting his controversial theory about
the fall of advertising and the rise of
public relations. Contact (212) 697-
5950 or visit www.ana.net.

Magazine Publishers of America and
the American Society of Magazine Edi-
tors will present their lifetime achieve-
ment awards at a black-tie gala to be
held Jan. 29 at New York's Waldorf-Asto-
ria. The honorees will be Ed Lewis,
chairman/CEO of Essence Communica-
tions Partners and former MPA chair-
man, who will receive the Henry John-
son Fisher Award; and Art Cooper, GQ
editor in chief for the past 20 years,
who will be inducted into the ASME Hall
of Fame. Contact: 212-872-3755.

Strategic Research Institute will present
its Marketing to U.S. Hispanics & Latin
America conference Jan. 30-31 at the
Radisson Deauville Resort Hotel in Mia-
mi Beach, Fla. Event features Latino
marketing gurus discussing trends and
strategies for reaching those markets.
Contact: 212-967-0095.

The Radlo Advertising Bureau will pres-
ent its sales and management and
leadership conference Jan. 30-Feb. 2
at the Hyatt Regency Hotel in New
Orleans. Keynote speakers will include
Rick Sirvaitis, president and COO of
General Motors Mediaworks. Contact
212-681-7200 or visit www.rab.com.
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SERVICES & RESOURCES

Minimum run for any ad is one calendar month (3,4 or 5 issues, depending on the month). play monthly. ALL ADS ARE PREPAID. Monthly, quarterly, semi-annual and annual rates
New ads, copy changes, and cancellations are due by the third Thursday of the current month  available. Orders and copy must be submitted in writing. Mastercard, Visa, and American
for appearance the following month. RATES: $53 per line monthly; $324 per haif-inch dis-  Express accepted. Call Karen Sharkey at 1-800-7-ADWEEK. Fax 646-654-5313.

ADVERTISING SPECIALTIES

ART/DESIGN SERVICES

INSURANCE

A unique way of

Screen printed towels of all sizes and
weights, with low minimums, and
qumﬁ\ delivery. Lowest prices!

Also patented MATRIX® photo towels!

'F_‘A.TAND -

S, ‘.3,4:5_%,“1
o0y A
"—_- I Pie- w

This PAKTITE” is an
Extra-Large, Heavy- “/&gzo, )

weight T-Shirt!

Many stock & custom ¢
shapes available. Great
for GWP's, Tradeshow
Giveawayvs, & On-Pack
Promotions, Include

coupons. calalogs, & event
schedules inside pachages.

3 7 e-mail: customerservice@3strikes.com
4 f wehsite www.3srikes.com

| STAKES 3 Strikes Activation
” ph: 203-359-4559 « fx: 203-359-2187

ADVERTISING & MEDIA

7 Million Ways

to break through the clutter

TN

Fortune on front, Ad on back

Buzz Marketing owns exclusive advertising
rights to 7 million fortune cookies a weel.

For demographlcs or rates, call or log on:

1-300-438-2899 www. buzzmarketing.com

ART/DESIGN SERVICES

A Enablers |
)» .

At Freelance Advancers, we're artists and writers ourselves.
Who better to place quality creatives in premier freelance and staff positions?
Our personal attention enables the best matches - and has since 1987.
So call, e-mail or fax us today: We're putting our talent to work!

i ; :
2 Graphic Designers

“~Pruducuun Artists (Traditional / Digital) “xPre Press / Print Production

“&Art Directors / Creative Directors

“~Cupywrilers Editors / Proofreaders

A Freelance Advancers (212) 66120900
420 Lexington Avenue. Suite 2007 New York. NY 10170//

A A

S

www.freelanceadvancers.com -

i - N
i aTrafficking / Project Management

‘xlllustralurs (Traditional / Digital}

kL Web Site Development ...and morel
Aa

'\ Info@freelanceadvancers.com

ARE YOU PAYING
TOO MUCH FOR
YOUR INSURANCE?

We specialize in insurance for

advertising & media firms.
Our rates are the most
competitive in the industry!

® Advertiser's Professional Liability

® Property & Liability Coverage

® |ife & Disability insurance

® Group Health, Dental & Pensions
® Homeowners, Auto, Jewelry & Fur
® Coverage for Freelancers too!

E-mail Adam Wolfson for a quotation
awolfson@globalcoverage.net
Global Coverage, Inc.

INTERNET DOMAIN
SEARCHES/REGISTRATION

ART/DESIGN SERVICES

COMPUTER CONSULTANTS

INVIisIion

GRAPHICS

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

ms) WEB DESIGN |
mm) COMPANY PRESENCE

mm) CAMERA READY ART
ms) ADVERTISING

Call STEVE At: 718-544-7670 |

ART DIRECTION

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

Push the right buttons. 212.213.5333
dickgrider.com

BRAND DISTRIBUTION

Improve your brand distribution with
supermarkets, drug chains and
mass merchandisers. Call 516-465-4458.

www.graffica.com (212) 675 8628

Catch a Creative Genius
ADWEEK
CLASSIFIED

BRAND NAMES

Ace Banner Flag & Graphics
One Banner or Hundreds
Any Process. Any Size Large Format Digital
www.acebanner.com
212-620-9111 Since 1916

Macintosh Tech Support!
On-Site Service & Training, Nationwide!
1-877-865-6813, MacSupportExperts.com

COPY/CREATIVE

www.CreativeCopywriter.com
732.571.9672

COPYWRITING

Copywriter. Fast. Fearless. Freelance. (212) 724-8610.

| write, customers read. 212-439-1845

Tagline Assassins. $$$. No hit, no pay.
info.zeitgeist@verizon.net

This freelancer works! 212-679-0609.

Write the first time. 914.419.2639

Writing. Editing. Clarity.
steveboyar@aol.com. 212-721-8705.

DIRECTORIES

World's Best Qutdoors & Sports Directory

Qutdoors Yellow Pages
www.outdoorsyp.com (888) 386-8600

EVENT MARKETING

Interactive photo and video promotions
877-909-9640 www.wishoo.com

GOLF PROMOTIONS

Speakers, PGA TOUR, LPGA, Celebrities
golfpedium.com / 561-776-9112

WEB SITE VISITORS GUARANTEED!
Search-Optimization.com 714.556.8633

MARKETING SERVICES

HEALTHCARE ADVERTISING SPECIALIST
To the Consumer. To the Trade. To the Point.
David Upright: 973.726.9655
dupright@earthlink.net

MEDIA BUYING & TRAINING

www.mediabuyingacademy.com

MEDIA BUYING &
PLANNING SERVICES

Newspaper Planning/Buying
Display; Classified; RFP Ads; FSI
888-374-7874
krussell@russell-gordon.com

PRINTING

John Zap Printing, Inc.
’ Newsletters, Books, Magazines
Quality, On-time, Cost Effective

% Web & Sheet Fed Printing
V-212.255.7191 & F-212.255.7193

PROOFREADING

EDITORIAL EXPRESS

EXPERIENCED - FAST - PRECISE |

Advertising - Collateral
Catalogs - Annual Reports

___Magazines - Manuals
Call: 508-697-6202
Fax: 508-697-7773
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RADIO COMMERCIALS RADIO PRODUCTION

RADIO PRODUCTION

*Need good radio copy? 718-591-2043
The other guys charge a fortune
to cover the cost of their big space ads.
Our Clio-winning Productions sound
great, too. But when you hear our prices,
they sound unbelievable.
800/789-RADIO
Sounds almost too good to be true.

WADIO:
RADI(’

ANNOYINGLY
TALENTED

COUSIN.

www.kenrayzor.com

www.killerradio.net

RADIO PRODUCTION

Killer Radio!

www kenrayzor.com * (888} KRSound

www.wadio.com

-
MLl ¢
o just tur

= it

Your hate for radi

,_‘I i,

Visit our new studios.
(ﬁomkmknadio
R ISGREENE STUDIOS

38 Greene Street 2nd Floor
New York, NY 10013
1.800.776.0INK

Sarley, Bigg %Be:(!d,el;

323.969.9767 « www.sarley.com

spanishradiospots.com

we write
we polish o
we produce ‘ WgrlLdW%d%V\!agug

Killer Radio

LA 3330957 3399+ NV: 212 768 9717

www.kenrayzor.com « (888) KRSound

RADIO PRODUCTION

LOSE WEIGHT. STOP SMOKING.
PRODUCE DROP-DEAD RADIO.

WORK WITH THE BEST IN THE BUSINESS
BertBerdisandCo.com reel radio 323.462.7261

Catch A Creative Genius With Adweek Classified

RADIO PRODUCTION

“You talk to us.
We listen.
We talk to them.
hey buy

from you.
Nice how it works out, huh?”

THE FAMOUS RADIO RANCH

Phone 323-462-4966 / doranch@aol.com

TRAFFIC/BROADCAST

Traffic troubles? My Traffic Dept. provides
free broadcast traffic mgmt. for some of the
world’s largest advertisers. Call Bob at
201 947 0871 rkurtzer@mytrafficdept.com

CALL
ADWEEK CLASSIFIED AT

1-800-7-ADWEEK

EMPLOYMENT

Chicago Magazine
Advertising Sales, NYC Office

Chicago magazine, the largest city monthly magazine in the country, is looking for
an experienced account manager to join its dynamic sales team in our New York
City office. The ideal candidate should possess a strong knowledge of the fashion
and beauty categories, a minimum of three to four years of sales experience in
media and/or the magazine industry and have a proven track record in
account development and achieving goals. Candidate should be self-
motivated, highly organized and possess excelient written and verbal skills. This
exciting position will require the ability to identify, develop and grow new accounts
while also maintaining and growing current advertiser base. Previous experience in
the beauty, fashion and package goods categories a definite plus.

Bachelor's degree required, preferably in sales, marketing or communications.
Chicago magazine is committed to paying for performance and will reward your
efforts with an excellent compensation package, along with the world class
benefits of a major media company. Send or fax resume to: Randy Hano, Adver-
tising Director, Chicago magazine, 500 North Dearborn, Suite 1200, Chicago, IL
60610; fax to: 312.222.0371. To email your resume interested parties should reply
in confidence to: tribune @ hiresystems.com Job Code: ctc/ctad/2752HS Please in-

clude the job code on all correspondence.

MARKETING COMMUNICATIONS MANAGER
FAITH POPCORN’S BRAINRESERVE

Faith Popcom’s BrainReserve seeks a strategic, results-driven, creative marketing
professional to manage all aspects of communications. Responsibilities include
development and management of all external contacts, public relations, marketing
materials (both print and digital), speech development and public appearances, as
well as support for new business development.

The successful candidate will have:

* minimum seven years experience in marketing communications

« excellent writing, analytical and information-seeking skills

« degree in marketing, communications, public relations or related field
* experience managing outside agencies, vendors, freelancers, etc.

« strong relationship building abilities

« willingness to get involved in every aspect of a project

Send c.v., cover letter and writing sampies to FPBR Communications, 59 East
64th Street, New York, NY 10021. No calls, please.

—

_* * * USE ADWEEK MAGAZINE TO GET NATIONAL EXPOSURE * * *

]
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OFFERS & OPPORTUNITIES

ADWEEK MAGAZINES
THE HIRE AUTHORITY

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

We cantarget one area of the
USAorthe entire country.

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

Check out our classifieds at
www.adweek.com, you'll be
impressed by how much ADWEEK
on-line hasto offer!

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

ATTN: FREELANCERS

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

NEW YORK CITY
¥ N
_r -
Staten Island Ferry
Retail, Advertising, &

Telecommunications

Request for Proposals
PIN - #8413MBAD583

NYC DOT is seeking proposals for a
master fease for the operation,
maintenance and build-out of the
retail, advertising and telecommunica-
tion spaces in the two new Staten
Island Ferry Terminals and on the
Ferryboats.

The Staten Island Ferry serves
approximately 70,000 commuters and
tourists daily. The two terminals will
contain a total of approximately
26,000 sf of retail space, 10,000 sf of
advertising space and 76 telecommu-
nications kiosks. The ferryboats con-
tain approximately 3,500 sf of retail
space and approximately 5,700 sf for
advertising.

The RFP may be obtained
between 1/6/03 and 3/7/03 from:
NYC DOT, Contract Unit,
Office of the Agency
Chief Contracting Officer,

40 Worth Street, Room 824A
New York, NY 10013
Hours: 9 am to 3 pm
Contact: Vivian Cruz
(212) 442-7563

Proposals are due 3/10/03,
at 2 pm, at the same address.

EMPLOYMENT

MEDIA DIRECTOR

Media Director for fast paced political
advertising firm (Democratic). Re-
sponsibilities include development of
plans, budgets and strategies on a na-
tional scope for broadcast media, su-
pervision of staff of three media buyers
and interface with senior account
service staff and clients.

Must have thorough knowledge of me-
dia industry, attention to detail and
ability to work under tight schedules
and on multiple projects simultane-
ously. tCost estimating experience is
vital. +Skill set to include familiarity
with media buying software (Strata),
Word & Excel.

We are looking for an individual who
will enjoy making a difference by im-
pacting the political process, who can
motivate his/her associates, keep
projects on track and maintain a posi-
tive attitude in a high energy environ-
ment. Please send resume, cover
letter and salary requirements to
P.0. Box 50441 Washington, DC
20091.

Advertising Sales
Assistant/Receptionist

Leading financial magazine seeks dy-
namic sales assistant to support
Manhattan-based ad sales and mar-
keting team. The ideal candidate will
be an energetic problem solver with
excellent interpersonal and organiza-
tional skills who thrives in a fast-
paced environment. Responsibilities
include all aspects of ad sales ad-
ministration. Strong phone and com-
puter skills are a must. Previous ex-
perience in the media and/or advertis-
ing industries is a plus, but not a pre-
requisite for the position. Please fax
résumé and cover letter to the at-
tention of A. McKenna at
212-768-7841.

Sales

East Coast Advertising
Sales Manager

OAG/OAG.com

Responsible for assigned advertising
sales accounts and revenue generation
for Eastern Region of North America
Position includes strategic sales within
our entire advertising portfolic for
key accounts within the travel, luxury
marketer and non-endemic markets.
Responsibilities include all ad sales
within the given region, maintaining
and creating all key account relation-
ships, collaborating with departments
to create most viable revenue streams,
and growing eastern regional ad sales
revenue,

Selected candidate must live in NY or
NJ area, and have 7-10 years account
management experience servicin
major, key businesses within the travel,
luxury marketer and non-endemic
industries. Experience should reflect a
history of selling within these markets,
strong relationships and excellent con-
sultatory selling skills with high lavel
executives. College degree, excellent
communication, presentation, interper-
sonal and organizational skills, and
working knowledge of basic computer
skills required

We offer a competitive salary and
benefits. For immediate consideration,
please send resume to: OAG, E-mail:
hr@oag.com FAX: 630-515-2635.

EOE MFDV

CAG

Sales Development Manager

NYC-based sports marketing & media
company seeks energetic individual to
manage department that supports efforts
of national sales force. 3+ years industry
experience required. Please email
resume, cover letter & salary require-
ments to jobs @ pspsports.com.

* % * REACH YOUR AD COMMUNITY WITH ADWEEK MAGAZINES * * «*

USE ADWEEK MAGAZINES TO
GET NATIONAL EXPOSURE

Classified Advertising Call 1

-800-7-ADWEEK

RATES for Employment and Offers & Opportunities 1-800-7-ADWEEK Classified Manager: Karen Sharkey Classified Asst: Michele Golden

MINIMUM: 1 Column x 1 inch for 1 week: $204.00, 1/2 inch increments: $102.00 week.
Rates apply to EAST edition. Special offers: Run 2 consecutive weeks, take 15% off sec-
ond insertion. Frequency, regional-combination, and national discounts available. Charge
for ADWEEK box number: $35.00 per insertion. Replies mailed daily to advertisers. Read-
ers responding to any ads with box numbers are advised not to send samples unless they
are duplicates or need not be returned. We are not responsible for recovery of samples.

The identity of box number advertisers cannot be revealed. If ADWEEK must typeset
ad, charge is $25.00. Deadline for all ads in ADWEEK EAST is Wednesday, 4:30 p.m.
If classified is filled prior to closing, ads will be held for the next issue, Classified is com-
missionable when ad agencies place ads for clients. No proofs can be shown. Charge
your ad to American Express, Mastercard or Visa, ADWEEK CLASSIFIED, 770 Broadway,
7th fl. New York, NY 10003. 1-800-723-9335 Fax: 646-654-5313.




Culture Trends 1.06.03

Most Requested on Ask Jeeves The Hollywood Reporter’s Box Office

The following is a report contain-

ing the top TV programs and
movies that garnered the most
questions on www.ask.com for
the week of 12/23/02.

Top 10 Movie Searches
1. Harry Potter

2. Die Another Day

3. The Lord of the Rings:
The Two Towers

4. Catch Me If You Can
5. Drumline

6. Maid in Manhattan
7. Jackass: The Movie
8. 8 Mile

9. Two Weeks Notice

10. Gangs of New York

Top 10 TV Searches
1. The Simpsons

2. Friends

3. Buffy the Vampire Slayer
4. South Park

5. The Osbournes

6. Days of Our Lives

7. Survivor: Thailand

8. SpongeBob SquarePants
9. Gilmore Girls

10. Smallville

Source: Ask Jeeves

CULTURE 1 January 6, 2003

For weekend ending December 15, 2002

THIS LAST 3-DAY DAYS IN TOTAL

WEEK WEEK PICTURE WE'ESEED RELEASE GSIZ(EES
1 1  The Lord of the Rings: Two Towers 48,875,549 12 200,058,231
2 New Catch Me If You Can 30,082,000 5 48,680,000
3 2 Two Weeks Notice 15,518,420 10 43,044,430
4 3 Maid in Manhattan 12,524,396 17 56,950,454
5 4 Gangs of New York 10,948,803 10 29,873,147
6 5 Drumline 8,108,083 17 36,619,270
7 6 The Wild Thornberrys 7,364,432 10 18,418,284
8 9  Harry Potter: Chamber of Secrets 6,474,267 45 240,307,533
9 A The Hot Chick 4,813,878 17 22,201,384

10 10 Die Another Day 4,365,536 38 146,699,881

Source: The Hollywood Reporter



YOUR ENTIRE INDUSTRY AT YOUR FINGERTIPS!

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

TH E 2003 ADWE E K DIRECTO RY Packed with over 6,500 Advertising

Agencies, PR Firms and Media Buying Services and more than 31,000 personnel. Detailed infor-
mation on each branch office including phone, fax, e-mail, URL, services, industries served,
billings, personnel, accounts, parent company and subsidiaries. Indexed by State/City, Type of
Organization and Parent Company. Special sections feature Agency Rankings, Name Changes,
Openings & Closings and Advertising Awards. Available in print, CD and online,

TH E 2003 B RAN DWEEK DIRECTORY With distinct information on

over 7,000 individual brands, it's the only resource of its kind. Provides address, phone, fax and
URL with over 20,000 personnel at both corporate and brand level. Listings also include media
expenditures, parent company, industry category and lead advertising agency. Indexed by
State/City, Brand Marketer and Industry Category. Plus the Top 2,000 SuperBrands ranked by
media expenditure in 41 industry categories. Available in print, CD and online.

THE 2003 MEDIAWEEK DIRECTORY The only single source for

information on Radio, Television, Cable, Out-of-Home, Magazines and Newspapers. 6,000+
individual listings and over 47,000 personnel for the Top 100 Local Media Markets, the top 300
Consumer Magazines, the top 150 Trade Magazines plus National Networks, Syndicators and Sales
Reps. Indexed by State/City, Call Letters, Format, Network Affiliation, Cable System Name, Out-of-
Home Service Type, Magazine Publisher and Newspaper Name. Available only on CD and online.

lQ 2003 DIRECTO RY With information on over 2,100 companies and 9,000

personel whose focus is digital media in marketing, this profiles virtually every key player and
business in digital marketing. Listing location, services, key personnel, phone, fax, e-mail, URL,
parent company, accounts, strategic alliances, branded interactive products and subsidiary
offices. Includes Advertising Agencies, Brand Marketers, Media/Telecommunications, CD-ROM,
Web Development/Online Services, Computer Software/Hardware, POP/Kiosk, Multimedia
Graphic Design and Consultants. Available only on CD and online.

MARKETER'S GUlDE TO MEDIA Compact and easy-to-use containing

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

CALL 1-800-468-2395, FAX 646-654-5518 OR ORDER ONLINE @ www.adweek.com/directories

mMmgmmﬁ Order the database you want in the
format that works for you.

THE ADWEEK DIRECTORY O Print & CD $399 [ Online $699 [ Print/CD/Online $899

THE BRANDWEEK DIRECTORY O Print & CD $399 [ Online $699 [J Print/CD/Online $899
|EFSE‘R ADWEEK/BRANDWEEK DIRECTORIES [ Print & CD $699 [J Online $1150 [ PrintyCD/Online $1299

THE MEDIAWEEK DIRECTORY [JCD $399 [J Online $699 [ CD/Online $799

1Q DIRECTORY [JCD $399 Online $699 [J CD/Online $799

MARKETER’S GUIDE TO MEDIA [0 2002 Print $109 O 2003 Print $129 (available in 3/03)

Name Title 0O Payment Enclosed

{make check payable to ADWEEK Directories)

Company O Charge my: OVISA OMC O AmEx

Address Card # -

City State Zip Eipibate

Phone Fax - Signature

_ Add appropriate sales tax in NY, CA, TN, MA, IL,
E-Mail NJ, PA, OH, VA and DC.

AWDI1102
Please add $12 for shipping and handling.

L........................................... ceessesssssssssssesses
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Movers

MAGAZINES

Christopher Baum, formerly vp/New
England at meetings selection compa-
ny HelmsBriscoe, has been named
director of travel advertising at The
New Yorker.

RADIO

Judy Ellis, senior vp and market man-
ager for Emmis Communications’ New
York stations WQHT-FM, WRKS-FM, and
WQCD-FM, has been named chief oper-
ating officer of Citadel Broadcasting
Corp., effective next month. Ellis, a 16-
year veteran of Emmis, will report to
Farid Suleman, chairman and CEO of
Citadel. Bob Proffitt, president and
COO, will relinquish his COO title and
continue as president, reporting to
Ellis. Citadel, the sixth-largest radio
group, is preparing to go public...Lee
Chambers has been named multi-
media manager for KABC-AM, KLOS-
FM, KDIS-AM and KSPN-AM, ABC
Radio’s stations in Los Angeles. He
comes to ABC from Westwood One,
where he served as on-air personality
and programming assistant for the net-
works’ Oldies Channel, '70s Channel
and Groovin’ Oldies 24-hour formats...
Alan Chartrand, station manager for
WTKK-FM, Greater Media's Talk outlet
in Boston, has added responsibilities
as station manager for WKLB-FM, the
company’s Country station there...Bill
Michaels has been promoted from pro-
gram director to operations manager
for Clear Channel’s six-station cluster
in Toledo, Ohio.

BROADCASTING

John Delorenzo has joined Entravision
Communications as executive vp and
chief financial officer, replacing Jean-
ette Tully, who retired. Most recently a
media investment banking consultant,
Delorenzo's previous experience also
includes serving as CFO for Paxson
Communications.

RESEARCH

Thomas Lamarche has joined Adcom
Information Services as director of
advertiser/agency services for the
Cleveland market. Lamarche had been
general manager of the Greater Dayton
Cable Interconnect.

EDITED BY ANNE TORPEY-KEMPH

Juicktakes

SMITHSONIAN MAGAZINE publisher Amy
Wilkins chatted with former President Bill
Clinton and lunched with travel dignitaries at
New York’s Waldorf-Astoria recently at the
European Travel Commission’s annual mar-
keting conference.
Seasoned Euro-traveler
Clinton had been invit-
ed as a special guest to
speak to the audience of
travel delegates on
“Tourism vs. 'lerror-
ism.” After addressing
the group, he took ques-
tions from the crowd,
including one on which
country he would rec-
ommend for travelers.
To that, he responded,
“Well, I'm certainly glad

votes in Wisconsin.”... WSB-AM talker Neal
Boortz can add three to his audience-mea-
surement numbers. During a recent visit to
their Atlanta obstetri-
clan, expectant parents
Heather and Steve Leo
were hoping to hear
their unborn child’s
heartbeat for the first
time on the ultrasonic
fetal monitor. Instead
they heard live Boortz.
Somehow they’d picked
up the signal of his polit-
ically oriented syndicat-
ed show from a radio
tower across the street. Quipped the expec-
tant mother: “I thought we were having a boy
or a girl. But instead, we're having a Libertar-
ian!”.. During a radio interview with
Minnesota interim senator Dean Barkley on
NPR last week, the interviewer drew a com-
parison between Barkley and the lead charac-
ter in NBC’s new midseason drama Mister
Sterling, about a young senator thrust into
political oftice after the untimely death of the
senior senator from his home state. Barkley, a
longtime adviser of Minnesota Governor
Jesse Ventura, was tapped in early November
to finish out the term of Senator Paul

Hear_d in a heart-
beat: Boortz

f
Clinton amused Wilkins and Swedish tourism
chief Karl-Erik Strand at the Waldorf.

I'm not running for office; if I don’t say
Scandinavia, there go the Minnesota votes; if |
don’t say Germany, there go my German

Wellstone, who died in a plane crash just
before the 2002 elections. The comparison
gave Barkley an idea. The 52-year-old one-
time car wash manager, who's out of the
Senate job as of today with the swearing in of
new-elect Norm
Coleman, suggested
he could be a consul-
tant on Mister Sterling.
Anybody have direc-
tor Lawrence O’Don-
nell’s number?... The
Yule Log burned even
brighter for New
York’s WPIX-TV this
Christmas. The
Tribune station’s video
holiday card to New
York, which last year
made a comeback by
popular demand after a 12-year hiatus,
scored a 3.9 Nielsen Station Index household
rating and a 9 share from 9-11 a.m. on
Christinas Day—an increase of 26 percent
over last year’s broadcast. The Yule Log
peaked ata +.8 rating between 10:30 and
10:45 a.m. and delivered a +.6/11 NSI rat-
ing/share in its second hour. Thanks to spon-
sors Jeep, Macy’s and New York’s Metro-
politan Transit Authority, the fire kept crack-
ling for two hours without commercial inter-
ruption...Among those #ot watching the log
was Hearst Magazines honcho Michael
Clinton. Not one for homespun holiday tra-
ditions, the executive vp spent Christmas and
New Year’s climbing Mount Kosciusko in
Tazmania. Clinton, who celebrated
Thanksgiving in the Himalayas, is due back
in New York this week. =
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The Yule Log warmed up WPIX’s holiday.
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Paper Weight

The New York Times’ Sunday supplement has developed |
more of a magazine sensihility under editor Adam Moss |

ADAM MOSS IS A MAN WITH A PLAN. IN THE NEARLY FIVE YEARS SINCE HE HAS BEEN ED-
itor in chief of The New York Times Magazine, Moss has sought to trans-
form the newspaper's Sunday supplement from a well-regarded exten-
sion of the paper into a critically acclaimed national magazine. While

most of Moss’ predecessors came from news-
paper backgrounds (including several with
many years of prior service at the Times), his
experience is almost entirely in magazines. A
veteran of Esquire and founding editor of the
defunct New York weekly 7 Days, Moss de-
cided upon becoming editor that a serious
investment in staffing, contributors and other
resources was necessary to turn the Times
Magazine into a general-interest publication
on par with The New Yorker and the news-
weeklies. As Moss retells it, his message early
on to Times executives was, “Either take this
big, or let it shrivel away.”

Over time, the magazine has become more
visual and more newsy, in a broad sense. The
goal has been “to broaden the definition of
news, beyond Washington, beyond Kabul, to
people’s homes and workplaces—and increas-
ingly, their nightmares,” he says. “We’re trying
to make sure the magazine is a kind of weekly

|
|

event that has some size and magnitude to it.”

To that end, Moss and his team last year pro-
duced several ambitious cover stories, including
a report on the role of fat in diets that sparked a
national debate on nutrition; a piece about ag-
gressively mean teenage girls; and a look at
whether Americans should be concernced about
nuclear war. The stories “were meant to make
a very loud ka-boom and were perhaps of a
greater ambition than the magazine had ever
attempted before,” says Moss.

In recent months Moss has introduced new
sections to broaden the scope of the maga-
zine’s culture coverage, including Portfolio, a
10-page collection of images ranging from
portraiture and landscapes to photojournal-
ism, and Crash Course, a quick primer on a
topic of interest. In February, Moss will intro-
duce Domains, offering peeks into celebrities’
homes; Moss describes it as 4 more weighty

version of MTV’s Crils.

Editor in Chief, FHV

|

Portfolio

- " " [}
Dr(‘am ] lotlse
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Moss has enhanced
the magazine’s
culture coverage

with Portraits, a
gallery of portraiture
and photojournalism.

Because the magazine
is distributed as part of
the Sunday Trmes, Moss
does not have to consider
newsstand sales potential when pondering cov-
er choices, giving him some additional creative
freedom. On the flip side, however, many
advertisers regard Sunday magazines as just
another section of the newspapers, not publi-
cations in and of themselves. In addition, Sun-
day magazines such as the Times’, Advance
Publications’ Parade, Gannett’s USA Weekend
and The Washington Post Magazine are not eli-
gible for National Magazine Awards.

One big advantage the Times Magazime docs

Q. What changes have you made to ‘FHM' since you became editor last June? A. When | took over, we were
on such a phenomenal growth pattern [FHM'’s paid circ grew 28.6 in the first half of ‘02, to 1.06 million]
that | just wanted to continue to improve the way we talk to the readers. We're getting rid of our Coliege
Girl of the Month, and in March we're introducing Hometown Honey, where a girl serves as a tour guide
for her hometown. What we found is that although we're a celebrity-based magazine, our readers also
like to see the everyday girl they'd meet in a bar. In April, I'm bringing back our Bionic fithess section. It

was dropped last spring, but we're a men's lifestyle magazine, and part of our lifestyle is fitness. Q. How
are your celeb-in-bikini covers different from those of your competitors ‘Maxim’ and ‘Stuff'? A. Over the past several months,
we have really delivered A-list celebrities, [including] Jennifer Love Hewitt and Halle Berry. Also, the way we photograph is dif-
ferent. The FHM cover photography is a little more sophisticated and sensual. Q. Will men ever tire of these formulaic pos-
es? A. It's a formula that works for now. The challenge is to evolve it and strive to differentiate. But what we're doing now,
and with what the numbers are showing, validates that this is what the readers want. Q. ‘Men’s Health' editor David Zinczenko
has a celebrity girlfriend, Rose McGowan. Isn’t that the laddie life you should be exemplifying? Who is yours? A. i have my

hands full enough with my 4¥>month-old celebrity at home, and she’s the boss.
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have is the makeup of its readership. “The New
York Times audience, to a journalist as well as to
a marketer, is the sweet spot of all readerships,”
Moss says. “There is no readership that is more
interested, engaged and passionate.”

Peter Gardiner, partner and chief market-
ing officer of Deutsch, agrees. The magazine
“is delivered to the best households, not only in
[New York] but the entire country,” says Gar-
diner. “There is great loyalty for something not
directly purchased.” The Times Magazine at-
tracts high-income readers, with a median in-
come of $98,604 (compared with $77,569 for
The New Yorker and $65,147 for Time), notes
Mediamark Research Inc.s fall 2002 survey.

Circulation for the Times Magazine is not
tracked separately by the Audit Bureau of
Circulations. For the six months ending last
September, total paid circ for the Sunday
Tintes was flat, at 1.7 million.

While its circ is not tracked, the Times
Magazine’s advertising pages are measured.
Through November, the magazine’s 2002 ad
pages were down 3.5 percent to 2,956, reports
the Publishers Information Bureau. A solid
December will help the magazine cke out a
flat year overall, down 0.4 percent, says Alex-
is Buryk, Times group vp of advertising. “It
was a heroic effort,” says Buryk, who attrib-
utes the bounce in fourth-quarter ad pages to
the new editorial sections that Moss intro-
duced. New advertisers last fall included Audi,
Rolex and Dolce & Gabbana. —LG

Cold Calls

New FTC rules may hurt circ

Following the almost-total demise of sweep-
stakes promotions, publishers over the past few
years have increasingly turned to telemarketing
as a means of picking up new subscribers and
retaining current readers. Business has been
promising. New-subscription sales through
telemarketing have grown 25 percent in vol-
ume over the past five years, says Dan Capell,
editor of Capell’s Circulation Report, and tele-
marketing accounted for 10 percent of publish-
ers’ new subscriptions overall.

But now, as the Federal Trade Commission
prepares to apply more stringent telemarketing
rules to protect consumers, some publishers
face losing a key source for new subscriptions
as well as higher subscription-acquisition costs.

“We feel there is no added benefit [with the

new rules] in terms of miore consumer protec-
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ISSUE CURRENT ISSUE DATE

DATE PAGES LAST YEAR
NEWS/BUSINESS
BusinessWeek NO ISSUE
The Economist NO ISSUE
NewsweekE NO ISSUE
The New Republic NO ISSUE
Timet ND ISSUE
U.S. News & World Report NO ISSUE
The Weekly Standard 13-Jan 7.00 14-Jan
Category Total 7.00

SPORTS/ENTERTAINMENT/LEISURE

AutoWeek 6-Jan 12.16 7-Jan
Entertainment Weekly 3-Jan 20.80 4-Jan
Golf World NO ISSUE
New York 6-Jan 44.60 7-Jan
People NO 1SSUE
Sporting News 6-Jan 10.50 7-Jan
Sports lllustrated? NO ISSUE 7-Jan
The New Yorker 6-Jan 21.46 7-Jan
Time Out New York 1-Jan 55.06 2-Jan
TV Guide 4-Jan 47.02 6-Jan
Us Weekly! NO ISSUE 7-Jan
Category Total 211,60

SUNDAY MAGAZINES

American Profile 5-Jan 8.55 6-Jan
Parade 5-Jan 14.18 6-Jan
USA Weekend 5-Jan 8.00 6-Jan
Category Total 30.73

TOTALS 249.33

E=gstimated page counts; 1=one fewer issue in 2002 than in 2001

PAGES PERCENT Yo Ym PERCENT
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
0.00 0.00 N.A.

0.00 0.00 N.A.

0.00 0.00 N.A.

0.00 0.00 N.A.

0.00 0.00 N.A.

0.00 0.00 NA.

6.66 5.11% 7.00 6.66 5.11%
6.66 5.11% 7.00 6.66 5.11%
19.70 -38.27% 1216 19.70  -38.27%
18.81 10.58% 20.80 18.81 10.58%
0.00 0.00 N.A.,

53.70 -16.95% 44.60 5370 -16.95%

0.00 0.00 N.A.

733 43.25% 10.50 733 43.25%
26.00 NA. 0.00 26.00 NA
15.62 37.39% 21.46 15.62  37.39%
42.88 28.43% 55.06 4288 28.43%
28.81 63.21% 47.02 2881  63.21%
24,33 NA. 0.00 24.33 NA
237.18 -10.78% 211.60 237.18  -10.78%
7.65 11.76% 8.55 765  11.76%
10.83 34.66% 14.18 10.53  34.66%
9.06 -11.70% 8.00 906 -11.70%
271.24 12.81% 30.73 27.24 12.81%
271.08 -8.02% 249.33 2711.08  -8.02%
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1SSUE CURRENT ISSUE DATE

DATE PAGES LAST YEAR
NEWS/BUSINESS
BusinessWeekX 30-Dec 82.73 31-Dec
The Economist 21-Dec 45.00 22-Dec
NewsweekEXD 30-Dec 40.00 31-Dec
The New Republic3/0 30-Dec 6.32 31-Dec
TimeE/0 30-Dec 66.25 31-Dec
U.S. News & World Report® 30-Dec 4187 31-Dec
The Weekly Standard NO {SSUE
Category Total 282.17

SPORTS/ENTERTAINMENT/LEISURE

AutoWeek 30-Dec 14.10 NO ISSUE
Entertainment Weekly* NO ISSUE
Golf World NO ISSUE
New York? NO ISSUE
PeopleX/2/0 30-Dec 68.73 31-Dec
The Sporting News 30-Dec 11.08 31-Dec
Sports Illustrated* 30-Dec 38.40 NO {SSUE
The New Yorker NO ISSUE
Time Out New York* 25-Dec 60.50 26-Dec
TV Guide 28-Dec 27.55 29-Dec
Us Waeekly20 30-Dec 2983  NOISSUE
Category Total 250.18

SUNDAY MAGAZINES

American Profile 29-Dec 775 30-Dec
Parade 29-Dec 10.06 30-Dec
USA Weekend 29-Dec 13.92 30-Dec
Category Total 31.73

TOTALS 564,09

PAGES PERCENT Y7o Y7o PERCENT
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
81.17 1.92% 3,326.20  3,785.56 -12.13%
42.33 6.31% 2,311.00 2571.88 -10.14%
37.49 6.70% 1,968.30  1,845.30 6.67%
266 137.59% 355.64 45848 -22.43%
58.80 12.67% 2,336.88  2,400.19 -2.64%
20.41 105.14% 1,43835 1,376.15 4.52%
444.44 454.35 -218%

242.86 16.19%  12,180.81 12,881.91 -5.52%
NA. 1,196.43 140785 -15.02%

1.867.34  1,836.74 1.67%

127955 112348  13.89%

2,507.60  2,765.20 9.32%

57.79 18.93% 3,700.33  3,612.85 242%
9.67 14.58% 746.85 626.60  19.19%
NA 2,518.77  2,403.92 4.78%

223454  2,107.84 6.01%

54.13 11.78% 3,571.16  3,459.08 3.24%
26.97 2.15% 2,457.69 276527 -11.12%
N.A. 1,069.12 973.82 9.79%

148.56 68.42%  23,149.38 23,082.85 0.29%
8.35 -7.19% 460.49 437.89 5.16%
10.56 -4.73% 67224 629.59 6.77%
12.09 15.14% 627.41 579.16 8.33%
31.00 2.35% 1,760.14  1,646.64 6.89%
422.42 33.54%  37,000.33 37,621.20 -1.41%

D=double issue; E=estimated page counts; X=YTD 2001 includes an out-of-cycle Issue; 2=two fewer issues in 2002 than In 2001; 4=four
tewer issues In 2002; 5=five fewer issues in 2002; +=one more issue in 2002

ton,” says Rita Cohen, senior vp of legislative
and regulatory policy for the Magazine Pub-

lishers of America. “And there is much more of |

a burden on the marketer.”

Among the new guidelines is a national do-
not-call registry. Telemarketers will have to foot
the $16 million bill to create the registry and

will need to consult it each tme they make
interstate calls. Exceptions are charities, political
parties and any marketer that has an established
business relationship, which includes publishers
renewing subscribers.

Of more immediate concern to the MPA
are rules that will roll out in March. One new
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reg requires telemarketers to tape incoming WEEKLIES December 23, 2002

phone calls for new subscriptions. Currently, WE e LYME  USEM e ras e e
only outbound calls—those made by a tele- NEWS/BUSINESS
. X 23-Dec 43.38 24-Dec 36.22 19.77% 324347 370439 -12.44%
marketer to a consumer—are taped. Now, con- BusinessWeek : :
arke v con € pe oW, ¢ The Economist 14-Dec 49.00 15-Dec 30.00 63.33% 2266.00 252950 -10.42%
sumers who call telemarketers and are offered NewsweskEX 23-Dec 27.46 24-Dec 23.40 1735% 192830  1.807.81  6.66%
free trials of magazines will have to be taped as The New Republic3 23-Dec 5.83 24-Dec 533 9.38% 34932 45581 -23.36%
TimeEX 23-Dec 38.92 24-Dec 51.92 25.04% 227063 234139  -3.02%
well. Moreover, to ensure that consumers un- U.S. News & World Report  23-Dec 12.33 24-Dec 16.44 -25.00% 139648  1,355.74  3.01%
derstand that there may be an Obligatjon to The Weekly Standard 30-Dec 7.00 31-Dec 9.00 -22.22% 444.44 454.35 2.18%
. . Category Total 183.92 172.31 6.74%  11,898.64 12,648.99  -5.93%
purchase a subscription at the end of a free tri-
al, consumers will have to repeat the last four SPORTS/ENTERTAINMENT/LEISURE
- . . AutoWeekDD 23-Dec 18.16 24-Dec 20.93 1323%  1,182.33  1.407.85 -16.02%
digits of their credit card number, even though Entertainment Weekly®  20-Dec 4721 21-Dec 5302 -10.96%  1,867.34 183674  167%
they may have already ordered something clse. Golf World 20-Dec 2467 NOISSUE NA. 127955 112348  1389%
: New York4/D 23-Dec 81.20 24-Dec 104.80 -252% 250760 276520  -0.32%
‘s W tap- | ]
Some telemarketers will have to buy new tap PaopleX2 23-Dec 6670  24-Dec 4713 4152% 363160 355506 2.15%
ing equipment, and those costs may be passed The Sporting News 23-Dec 10.33 24-Dec 1433 -27.91% 73577 61693  19.26%
on to the publishers that use their services. Sports Mustrated 23-Dec 29.34 24-Dec 52.86 -44.49% 247630 240392  3.01%
. The New YorkerS/0 23-Dec 81.77 24-Dec 4550 7971% 223454 210784  6.01%
The MPA is concerned that these extra Time Out New York* NO ISSUE 351066 340495  3.40%
steps may discourage consumers from sampling TV Guide 21-Dec 31.11 22-Dec 25.08 2404% 243014 273830 -1125%
mamines. Tel kete 1d fFori Us Weekly¥00 23-Dec 17.83 24-Dec 38.90 -54.16% 103929 97382  672%
magazines. lelemarketers could stop offering Category Total 408.32 402.55 1.43%  22,895.12 22,934.09  -0.17%
free magazine trials to save on taping equip- i s
ment, and customers may not understand why American Profile 22-Dec 815  23-Dec 8.35 -2.40% 45274 42954 5.40%
they have to repeat their credit-card numbers. Parade 22-Dec 13.54 23-Dec 975 38.67% 66218 61903  697%
“Sampling mav decline,” Cohen says “When- USA Weekend 22-Dec 8.47 23-Dec 81 4.44% 613.49 567.07 8.19%
B N a . Category Total 30.16 26.21 15.07% 1,728.41  1,615.64 6.98%
ever you have an annoyance factor, it’s going to TOTALS 622.40 601.07 3.55% 3652217 37,198.72  -1.82%
diminish sales and add time to the call.” D=doubte issue; DD=double issue last year only; E=estimated page counts; S=special Holiday Fiction; X=YTD 2001 includes an out-of-cycle
. issue; 2=two fewer issues In 2002 than in 2001; 3=three fewer issues in 2002; 4=four fewer issues in 2002: 5=five fewer issues in 2002;
Yet some publishers say that the actual +=0ne more issue in 2002

impact will not be clear for some time, and

that the new FT'C rules will likely not be as BIWEEKLIES December 30, 2002

damaging as those that nearly obliterated the

ISSUE CURRENT ISSUE DATE PAGES PERCENT Y70 YTD PERCENT
stamp sheets. “We’re going to have to moni- DATE PAGES LAST YEAR LAST YEAR CHANGE PAGES  LASTYEAR  CHANGE
tor [consumer] response,” says Brian Wolfe, BUSINESS_/ENTERTAINMENT

. . . ESPN The Magazine NO ISSUE 148559 120770 12.17%
;I‘u’ne Inc. president of consumer fnar l_(em_‘g,' Forbes¥/s 23-Dec 23739 24-Dec 7133 23281% 350363 373537  620%

It’s going to add costs, but I don’t think it’s Fortune 30-Dec 10652 24-Dec 113.52 6.17% 329657 401921 -17.98%
going to hurt our ability to sell too much. National Review NO ISSUE 367.69 46341  -20.66%
What [the FTC] is asking for is compliance Rolling Stone 26-Dec 76.96 27-Dec 9550  -19.41%  1,52093 154774  -1.73%
and full disclosure, and that’s something we CATEGORY TOTAL 420.87 280.35 50.12% 10,144.41  11,063.43 -8.31%
want to do a nyway. " I1G ] S=current issue is 85th Anniversary special; 3=three fewer issues in 2002 than in 2001 CHARTS COMPILED BY AIMEE DEEKEN
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DAILY BRIEFING BREAKING NEWS
Receive the latest headline news and updates Reports on breaking news stories, as it happens, to keep
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“We reach your target

l than anyone else.”

Everyone in media has an opinion.
We want yours.

"Like, the unsightly Media rep,
Stevie, looking to get
in on the next big media plan.




BY LEWIS GROSSBERGER

it rlght Luckily, Media Person can foresee this year in its entirety. Scan
the following, and you can just skip right to 2004. B January: Kelsey
Grammer is so ridiculous playing George Washington in A&E’s Bene-

dict Arnold that he becomes the first actor ever
jailed and tortured on orders of the Supreme
Court...A weird, television-obsessed cult
announces it has successfully cloned Geraldo
Rivera...Leonardo DiCaprio quits show biz
to become a cobbler’s apprentice to Daniel
Day-Lewis.

February: North Korean dictator Kim
Jong I gets a total makeover after learning that
the U.S. refuses to take his nuclear crisis seri-
ously due to his goofy appearance. After he los-
es 40 pounds and grows a big, black mustache
that looks really scary, President Bush finally
responds, threatening an invasion unless U.N.
personnel are allowed to inspect the mus-
tache...A mass outbreak of vomiting sweeps
the U.S. Officials fear a terrorist plot, but it
turns out to have been caused by people
watching a particularly rancid stunt on Fackass.

March: Director Baz Lurhmann announ-
ces he will direct Wagner’s Lord of the Ring
Cycle, the first opera with kick-ass special
effects. Eminem signs on to play Wotan the
Rappin’ Hobbit. (Or possibly Wotan the
Hoppin’ Rabbit, MP isn’t sure)... The Bush
Administration abolishes the IRS. The U.S.
economy has greatly improved, the President
says, though, unfortunately, 20 million are laid
off this month and GE files for bankruptcy.

April: North Korea invades Iraq, claiming
Saddam Hussein is “a puppet of the evil
Americans and is copying our Dear Leader’s
mustache.” U.S. forces are dispatched to
defend Iraq from the North Koreans...Decid-
ing that it’s pretentious to have only one
name, Moby announces that henceforth he
will be called by his full name, Moby Dick.

May: At the last moment, North Korea
pulls back from Iraq after discovering how hot
and sandy it is there and begins threatening
Switzerland...Us Weekly removes all words
from the magazine. Circulation soars 63 per-

cent... Tony Soprano surprises viewers of The
Sopranos when in the season premiere, after
shooting Carmela, Meadow and Tony Jr., he
runs away with Dr. Melfi to South America.
Executive producer David Chase explains,
“I'm kind of bored with the whole mob
thing—from now on, the show focuses on
whether Artie Bucco can make a go of his new
restaurant in Tribeca.”

June: A very strict judge sentences Martha
Stewart to repaint Attica with a toothbrush
after she is cleared of inside-trader allegations
but convicted on a lesser charge of “uppita-
tious bitchony”...Spike Jonze’s Adaptation 11
opens to rave reviews (except for Rex Reed,
who says it “gave me diarrhea”). The plot
revolves around the efforts of screenwriter
Charlie Kaufman (Nicolas Cage again) to fig-
ure out how write a sequel to a movie about
him trying to write a movie.

£ It Was Back in"03

SO HERE IT IS THEN: 2003, ASSUMING THE NEWSPAPERS HAVE

show...Manolo Blahnik takes up acting...
CBS’s long-awaited new series Young Hitler
debuts amid much controversy. Critics praise
its historical authenticity, though some ques-
tion the accuracy of the bar mitzvah scene.

October: An agreement signed by the
major Hollywood studios pledges that in
order to avoid offending powerful, belligerent
nations or groups with potential nuclear capa-
bility, screen evildoers will no longer be por-
trayed as North Koreans or Islamic terrorists
but instead will hail from either Botswana or
Greenland... The National Institute for Re-
dundantly Obvious Health Pronouncements
announces that a long and expensive scientif-
ic study has found that smoking, drinking too
much and overeating are bad for you, while
exercise, eating vegetables, hugging and
breathing are good for you.

November: Breaking down under fero-
cious questioning by Connie Chung, Ozzy
Osbourne confesses that every second of The
Osbournes has been scripted and rehearsed and
that those weirdos aren’t his family at all but
hired actors. Actually, he has no children, wife
or dog and lives alone in a small, dark, rented

60 Minutes producer Don Hewitt's hody is cryogenically
frozen hy his children despite protests he isn't dead yet.

July: New York Times ethicist Randy Cohen
is beaten to death by militants from an incon-
siderate-people’s-rights group enraged by his
ruling that one should never talk loudly on
one’s cell phone during funeral services and
certain kinds of surgery...North Korea
announces it has successfully cloned Kim
Jong Il and that from now on, any form of
reproduction not utilizing genes from the
Dear Leader is illegal.

August is canceled due to low ratings.

September: 60 Minutes producer Don
Hewitt’s body is cryogenically frozen by his
children despite his protests that he isn’t dead
yet and in fact is trying to put out this week’s

30 MEDIAWEEK January 6, 2003 www.mediaweek.com

room...President Bush announces a zero-tol-
erance policy toward Paul Krugman. Bomb-
ing of The New York Times begins after Krug-
man attacks Condoleezza Rice’s new hairdo as
“a lie from start to finish.”

December: Pete Rose bets a friend he’ll be
allowed to return to baseball...New York’s
Museum of Sex is rocked by a major scandal
after its director admits that he was lying
about having affairs with married women and
seducing underage girls and boys, when all
along he was faithful to his wife....There are
five libelous mistakes in this column. Can you
find them? First person to do so wins a free,
all-expense-paid trip to Pyongyang. |
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But This Year, She'll
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Join REDBOOK this May as we celebrate our 100th Anniversary
and help over 10 million Mothers & Shakers get what they
want for Mother’s Day. (Hint: It involves your brand!)

In honor of our centennial, the May 2003 issue will be devoted to

mothers: from our first ever multi-mom gatefold to our showcase
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