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YOUNG AND RICH.
BRAVO SETS RECORDS.

e Youngest Median Age In Network History.
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TBS. The Answer For Funny.

Sex and the City
Tuesdays and Wednesdays

Daisy Does America
New Original Series
Coming in December

The Real Gilligan's Island
Season Two
Premieres June 8
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TNT. The Answer For Drama.
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Into The West
6 Week Television Event
Starting June 10
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At Deadline

I TIME WARNER, COMCAST WIN ADELPHIA BID

Time Warner and Comcast late last week reached a
deal in principle with cable operator Adelphia Communi-
cations to buy its 5.3 million subscribers for $18 billion.
The deal was expected, but Time Warner and Comcast
beat back a last-minute offer
from Cablevision Systems Corp.,
which reportedly offered $16.5
billion. Neither Comcast nor
Time Warner would comment,
but sources said Comcast could gain 2 mitlion subs and
liquefy tax-free its 21 percent stake in Time Warner.
Comcast is already the largest U.S. cabie operator, with
21.5 million subscribers. Time Warner
Cable has 11 million subscribers cur-
rently and could gain an additional 3.3
million homes, including a key sub-
scriber cluster in Los Angeles.

# TLC TO INVEST IN NEW SHOWS
Discovery Networks’ TLC is re-examining
its programming position after two years
of declining ratings due in part to waning
audience interest in its signature series,
Trading Spaces. Under new executive vp
and general manager David Abraham,
TLC pledged during its upfront presenta-
tion in New York last week to modify
existing formats and invest in new talent
and shows. The net's execs aiso hope to
move beyond the home category and
focus on documentaries and stories
about interesting people. TLC will launch
a six-part series on Texas high society
called Sheer Dallas on April 15; on
Memorial Day, it will launch a five-part
series called Operation Homecoming,
which will focus on the personal stories
of American soldiers returning from
tours of duty all over the world.

# BROWNE TO HEAD TELEMUNDO
NBC Universal promoted Don Browne,
Telemundo network’s COO since May
2003, to replace Jim McNamara, who
resigned as president last week. McNamara’s con-
tract was up, and insiders said he declined to stay
on. There is talk that McNamara, who has a creative
background and strong ties to the programming com-
munity, may start his own production company.
Browne's experience is more on the news and busi-
ness side, although he has worked with McNamara
at Telemundo since 2003. Prior to Telemundo,
Browne was president/gm of NBC's owned-and-oper-
ated station in Miami, WTVJ, where he integrated the
first successful NBC and Telemundo station duopoly.

For more late-breaking
news, go to the new

mediaweek.com
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1§ ORGANIG'S PRESTON JOINS MSL

Sally Preston, most recently vp, publisher of Rodale’s
Organic Style, has been named senior vp, publisher of
Martha Stewart Living. Preston succeeds Suzanne
Sobel, who in March stepped down as the magazine's
executive vp, ads sales/marketing and publisher on the
eve of Stewart's release from prison. Still to be deter-
mined is whether a corporate ad sales executive will
join the company to coordinate sales with publishers of
Martha Stewart Living Omnimedia’s other publications,
including Everyday Food and Martha Stewart Weddings.

§ BYRON ALLEN EYEING A BUYOUT OF PAXSON

Entertainer/entrepreneur Byron Allen,
the chairman/CEQ of Entertainment
Studios Corp. and former co-host of
NBC's Real People, is hoping to raise
enough money to buy out Paxson Com-
munications and turn struggling Pax TV
into a broadcast network aimed at an
African American audience. Allen needs
a reported $2.2 billion to pay off the
company's debt.

B ADDENDA: cablevision Systems
Corp. said it would cease all operations
of its money-losing satellite TV service,
Voom, on April 30 despite efforts by
the media company's chairman,
Charles Dolan, to save it...Shari Cohen
\ and Jason Maltby, most recently co-
v directors of national broadcast at Mind-
Share North America, were each pro-
moted to the new position of president,
co-executive director at the media agen-
cy.. . After dipping in the early part of the
year, keyword prices increased by an
average of 9 percent in March, accord-
ing to the latest Fathom Online Key-
word Price Index issued by search
marketing firm Fathom Online. The
increase was seen across all keyword
categories Fathom tracks...Time Incs
Real Simple and WGBH Lifestyle Pro-
ductions will launch a weekly haif-hour
television program this fall on PBS. The show will offer
tips and strategies to simplify viewers' complex lives.
Production begins this spring...Sarah Gray Miller, found-
ing editor of Budget Living, resigned last week. A
replacement has not yet been named.. . KTRK-TV, ABC
TV's owned-and-operated station in Houston, has yet to
agree to participate in Arbitron’s upcoming demonstra-
tion of the portable people meter. So far, 15 of the 16
TV stations in the market are encoding their signals,
which the PPM needs in order to track TV viewing and
radio listening.

Market
Indicators

NATIONAL TV: SLOW
There is still a larje
amount of second-quar-
ter prime-time scatter
available. Buyers con-
tinue to wait until clos-
er to a rtime to place
orders and look ta
morn ng daypart as a
cheaper alternative.

NET CABLE: MOVING
There’s more money
moving into second-
quart2r scatter than
previously expectad. A
mix af financials, pack-
aged goods, movies
and wireless is fueling
spending with CPMs on
some networks hover-
ing at just above 2004
upfront prices.

SPOT TV: OPEN
Continued softness.
Auto is still dragging,
with domestics spend-
ing less than foreign
carmacers. Plenty of
inventory available.
Buyers expecting
movies and enteriain-
ment to rev up during
the mcnth. Home
improvement, retail
are ac:ive spenders.

RADIO: SOFT

Many national and net-
work annuals have yet
to be placed. Local
remains steady, up
slightly in some nar-
kets, tut no particular
categary is hot. Auto is
mixed: soft in Detroit
and salid in L.A. and
Washington, D.C.

MAGAZINES: STEADY
Beauty products that
preserve youth are hot
in wamen’s heaith and
fitness magazines.
Fashian ads, bott
high-end and mass-
market, are booming.
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Rodale, AMI Shake Up
Top Management Teams

Two top-level publishing executives,
Rodale’s Sara Levinson and American
Media Inc.'s Carolyn Bekkedabhl, left their
respective companies last week amid
management shake-ups.

At Rodale, Levinson, who will stay on
in an advisory role, resigned as presi-
dent of the Women's Publishing Group.
Her counterpart, Tom Beusse, who was
president of the Men’s Health & Sports
Group, has been elevated to president
of Magazine Publishing and Marketing
Solutions. Also, Runner’s World editor
David Willey was promoted to vp, editor
in chief and editorial director of the
Sports Group, which includes Bicycling
and Backpacker.

Meanwhile, at American Media Inc.,
CEO David Pecker has tapped Dennis
Publishing veteran Lance Ford as presi-
dent of Advertising and Publishing for
AMI, a new position; Carolyn Bekkedahl,
who was president of the Active Lifestyle
and Entertainment Group, resigned.
Pecker denied there was a problem
afoot with Bekkedahl, noting she wanted
to spend more time with her family. “|
don't fix what isn’t broken,” he insisted.
“She did a great job.”

Ford spent eight years at Dennis,
overseeing Maxim, Stuff and Blender,
until he left in September 2004 in a
management shake-up. Ford is also a
vet of Condé Nast’s Bon Appétit and The
New Yorker.

Also quietly exiting AMI in late March
was G+J USA Publishing vet Dan Rubin,
who joined last fall as senior vp, plan-
ning and development. —Lisa Granat-
stein and Stephanie D. Smith

Tucson Stations Angry Over
February Ratings Foul-up

TV broadcasters in the No. 71 Tucson,
Ariz., market are crying foul over the Feb-
ruary ratings book, and they want
Nielsen Media Research to recall it.

Out of the four weeks in the sweeps
period, Nielsen was unable to publish
ratings in the printed report for week No.
3 because only 93 diaries were
returned, well below Nielsen’s
“reportable (continued on page 10)
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Gahle Will Target
Off-net Syndication

Sales execs: we can lure $300 million; syndie execs: we've got ratings

THE UPFRONT By John Consoli

s the cable networks finish up their
upfront presentations to media
buyers this weck, there are rum-
blings that several will attempt to
lure dollars away from the $2.3 bil-
lion syndication upfront pot.
While the intent is not new, niost
media buyers are giving the strate-
gy a greater chance of success this year, if the
cable networks play their cards right.

A prime target of the cable nets will be ad
dollars currently being placed in syndicators’
off-net shows, the same shows that also air on
cable, including Everybody Loves Raymond,
Friends, Seinfeld, The West Wing, ER, Walker,
Texus Ranger and The X-Files. While the cable
networks tend to sell those shows in packages
with other dayparts or less desirable program-
ming, nuch like the svndicators do, the syn-
dicators have aroused a greater amount of iil
will among media buyers for forcing them to
take a lot more B- and C-level programming
if they want an A-level show.

“Syndication is definitely vulnerable,” said
Donna Speciale, president of broadcast and
programming at MediaVest USA. “They will
definitely have to play their cards right to
counter cable.”

“Syndicators have traditionally tried to
cram too much lower-level programming into
the buy,” said Ray Warren, managing director
ot OMD. “If cable offers a better way to get
that higher-end programming, it is possible
that its strategy can work.”

While Raymond
gets high ratings
in syndication,
Turner’s Levy
says he can cut
bigger deals by
offering value-
added packages.

Playing the price card isn’t the only way
cable plans to compete against syndication in
the marketplace. The more diverse cable-net-
work sales groups will also tout value-added
packages syndicators can’t offer.

“The syndicators really have a challenge
with their off-net programming,” said David
Levy, president of Turner Sports & Enter-
tainment ad sales and marketing. “Advertisers
want more than just 30-sccond spots, and this
is where we can offer them more than the syn-
dicators: broadband extensions, product inte-
gration, video-on-demand opportunities, all
types of promotional platforms. This is where
syndicators will be challenged.”

For example, Levy said Turner can offer
advertisers value-added opportunites to spon-
sor an Everybody Loves Raymond or Seinfeld
night on T'BS, with interstitials on top of tra-
ditional :30s. “We can offer them tune-in pro-
motion opportunities, and we can still offer
ther a price break from syndication,” he said.

Depending on the cable exec, they belicve
that anywhere between $150 million and $300
million could be lured away from syndication.

“$300 million sounds too high, but
between $100 million and $200 million is
doable,” countered OMD’s Warren.

Jon Mandel, CEO of MediaCom, said the
cable strategy can’t be based totally on lower-
ing price, or it would have to give its ad inven-
tory away to pick up $300 million. “They
would have to drop their prices 30 to 40 per-
cent,” he said. But Mandel added that it is not




impossible to lure dollars away. “Cable can
pull money away from syndication, but it
depends on the price-value relationship.”
That speaks to the value-added extensions
that Levy is pitching.

MediaVest’s Speciale acknowledged that
cable’s ability to offer more marketing oppor-
tunities than syndication is a big plus. “Syndi-
cation can give up some virtual product place-
ment, but that’s about it,” she said.

Speciale also noted that because cable has
$O many more rating points to sell, it is not out
of the realm of possibility that some of the
networks could sacrifice price in order to lure
away sone volume from syndication.

But Mitch Burg, president of the Syndicat-
ed Network Television Association, threw
water on the cable strategy, stating, “Every-
body is aspirational this time of year. The fact
is our off-net sitcom ratings are six times those
of ad-supported cable in the [adults] 18-49
demo, and three of the highest-rated sitcoms
in all television recently were from syndication.
The highest-rated cable show was 125th. The
buyers want solid 18-49 ratings, and cable
doesn’t have the reach syndication does.”

While most syndicators did not return
calls, refused to comment or deferred to Burg,
Chris Kager, executive vp of media sales for
NBC Universal, said syndicators are not alone
in packaging shows.

“Packaging shows is not about forcing an
advertiser to commit to a lower-rated show
to get an A-list product,” Kager said. “Unlike
cable, which is demo-specific, deals in syndi-
cation are made based on the program con-
tent. While we might offer a package to
advertisers for Starting Over and The Fane
Pauley Show, we would never combine two
very different shows like The Fane Pauley
Skow and Fear Factor. We package shows that
are similar in content.”

And reiterating Burg’s argument, Kager
said, “Off-network shows have advantages in
syndication over cable, because they have a
bigger reach. No matter how well a show like
Seinfeld or Friends does on cable, there is a big-
ger audience in syndication.”

Mandel said regardless of what sales strat-
egy cable, syndication or the broadcast net-
works use to sell in the upfront, it will be a
game-time decision as to where the money
goes. “Today we no longer have money
specifically targeted in television,” said Man-
del. “Who gets what money depends on price
value, and everybody has something going
well and something that is uglier than my kid
sister. This is the first time I can remember in
a long time that I can say something positive
about everyone in the TV business.” —with
Marc Berman |

Basehall’s Fast Pitch

Sales pacing well ahead of last season; ahsence of NHL inventory helps

TV SPORTS By John Consoli
D espite all the negative publicity from the

steroid scandal, advertisers are tlocking to
Major League Baseball telecasts this season,
with national sales on ESPN and Fox’s FSN
regional sports networks running significantly
ahead of a year ago.

Ad sales for the Fox broadcast network’s
weekly Saturday-afternoon national telecast are
about even with last year, but games do not
start airing until May 21. Sales are expected to
pick up within the next month as the network
begins a push to start selling its October post-
season prime-time inventory in conjunction
with its regular-season games.

“Baseball has got some juice now,” said Ed
Erhardt, president of ESPN/ABC Sports Cus-
tomer Marketing and Sales. “It’s the strongest
baseball marketplace I've seen in the past five
years.” New ESPN sponsors include Home
Depot, General Motors and Taco Bell, while
Anheuser-Busch has significantly increased its
third-quarter commitment.

While Erhardt would not comment on sell-
out levels, sources said regular-season telecasts,
which air three nights a week on ESPN and
ESPN2, are more than 90 percent sold, far
ahead of this point last season. At FSN, which
also sells ad inventory for the Yankees Enter-
tainment and Sports (YES) Network, sellout
levels are between 80 percent and the low 90s,
depending on the opposing team, according to
Kyle Sherman, executive vp of national ad sales
for FSN regional sports networks. Most nets
are at least 10 percent ahead of last year’ sellout
levels, he said, adding that CPMs are also up.
Sherman is in charge of selling spots to nation-
al advertisers who want regional exposure.

XM Satellite Radio, Fidelity Investments,
Red Roof Inn, Valero Energy Corp., Coors and
Qwest Communications are new national
adverdisers in the FSN telecasts.

Credit MLB for doing a good job recruit-
ing additional official sponsors to the game.
Within the past month, Home Depot, Gener-
al Mills/Wheaties, General Motors and deliv-
ery service DHL have all signed on as sponsors.
Among other investments, sponsorship
includes a significant on-air presence. What has
also proven an effective tool for advertisers is
the virtual, on-screen signage that appears dur-
ing telecasts on the wall behind home plate,
which is changed every half inning or inning.
That signage is sold by MLB and the individual
networks, and the revenue is shared.

RAY STUBBLEBINE-POOUGETTY IMAGES

Randy Johnson wan
his first outing as a
Yankee in the April 6
season opener
against Boston.

Tim Brosnan, MLB executive vp, business,
said advertisers are being drawn to baseball
telecasts based on strong postseason ratings last
year, and because they realize that fan interest is
still there, in spite of the steroid situation. “This
season [the teams] had
record advance ticket
sales, up 6.5 percent over
last year, and licensed
merchandise sales were
up 100 percent over last year,” Brosnan said.
“All of the advertisers who placed their bets on
the first week of the season were winners. If you
cumed the rating of the opening-night Yan-
kees-Red Sox game that aired on both ESPN
and the regional sports networks in those mar-
kets, the game had a 4.5 cable rating.”

Brosnan added that by the All-Star game in
July, about a dozen of the MLB official partuers
will have MLB themes in their on-air ads.
“These commercials will feature players, base-
ball themes and the affinity between their prod-
ucts and Major League Baseball,” Brosnan said.
XM Satellite Radio and DHL spots with base-
ball themes are already on the air. “I think
advertisers believe we are determined to rid the
game of steroids, and they have confidence that
the game will prosper and we will fulfill our
promises to them,” Brosnan added.

But there’s another reason baseball is doing
well: the canceled National Hockey League
season. “If you take the Stanley Cup playoffs
out of April, May and June, it leaves a lot of rat-
ings points to make up,” said Ray Warren,
managing director at OMD. “There are also
fewer spring rating points for the NBA, which
is mostly on cable now. So it seems like it would
be hard for baseball not to succeed.” |
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minimum” of 161 diaries. But Nielsen
included week-three data in the files
used by agencies and incorporated the
data into the four-week average ratings.
Ratings books in No. 155 Anchorage,
Alaska, and No. 160 Palm Springs,
Calif., had the same problem.

Station ratings in Tucson were down
across the board. “Nielsen can’t statisti-
cally publish it, but then they send it off
S0 agencies can post on it,” said Ray
Depa, general manager of KGUN-TV,
Emmis Communications' ABC affiliate.
“It's ludicrous, and it could amount to
thousands and thousands of dollars [in
lost ad revenue] for all of us.”

“It's garbage in, garbage out,” added
Jim Arnold, vp and gm for KOLD-TV, Ray-
com’s CBS affiliate. “Nielsen should
withdraw the book from the market.”

Nielsen, owned by Mediaweek parent
VNU, will not recall the book, said a
Nielsen representative, who attributed
some of the shortfall to the Tampa, Fa.,
post office that mails Nielsen’s diaries.
“Sometimes we make our target; some-
times we don’t. But we won't be pulling
the book. It's still viewing, it's accurate
and we don't want to throw it away,” the
rep said. —Katy Bachman

Pol Asks FTC to Reconsider
The Regulation of Nielsen

Even though the Federal Trade Commis-
sion said it would not regulate TV rat-
ings, the year-long debate over local peo-
ple meters is far from over. Just as
Nielsen Media Research was calling for
its critics to stand down, at least one
politician wasn't taking the FTC's no for
an answer. Sen. Conrad Burns (R-Mont.),
a senior member of the Senate Com-
merce Committee who was responsible
for last summer’s hearings about
Nielsen’s rollout of local people meters,
last week fired off a letter to the FTC urg-
ing it to reconsider its position given
“Nielsen’s status as a monopoly.” He
also said he hopes to have a second
round of hearings on TV ratings later this
year, and may introduce legislation.
Burns' letter was in response to a let-
ter dated March 30 from FTC chair Debo-
rah Platt Majoras, who was responding
to queries sent earlier this year from
about 20 con-  (continued on page 12)

Hit Shows Do Double Duty

American Idol, Housewives help launch new successes on Fox and ABG

NETWORK TV By A.J. Frutkin

key to broadcast success lies in a net-

work’s ability to launch new program-
ming off of its assets. Easier said than done. But
with Honse and Grey’s Anaromy, Fox and ABC
seem to have accomplished just that.

The two series, both medical dramas, lead
out of big hits. Fox’s House airs after Awmerican
Idol on Tuesdays at 9 p.m. ABC’s Grey Anato-
my follows Desperate Housewrves on Sundays at
10 p.m. The success of the shows is the result of
some strategic thinking—and a whole lotta
luck. “T wish I could say that we developed the
perfect show to go behind American Idol,” said
Preston Beckman, executive vp of strategic
program planning at Fox.

Fox expressed strong support for [House
trom the start. The show launched two months
prior to Ido/, having joined the schedule this
season. During that time, it averaged 6.7 mil-
lion viewers, scoring a 2.7/7 among adults 18-
49. “The ratings weren’t phenomenal,” Beck-

Grey’s-Anatnmy follows Desperate Housewives. H
After two weeks, it has 17 million viewers.

man said. “But we saw we had something.”

Since [dol's January premiere, House has
averaged 154 million viewers, drawing a 6.1/15
in adults 18-49. With Ido/s massive viewership
going far beyond the traditional Fox audience,
Beckman noted that Flouse is the “broadest and
most accessible show we’ve put behind it.”

Meanwhile, ABC had told advertisers
last season that it was looking specitically
tor shows with strong female points of view.
And it found them. After two broadcasts,
Grey averaged 17 million viewers, earning a
7.4/18 share among adults 18-49. Grey per-
formed better in those two airings than did
its predecessor, Boston Legal (which was
renewed last wecek). Despite Lega/’s critical
acclaim, advertisers said Grey flows better
out of Housewives. “Both are combinations
of tragedy and comedy with compelling
female leads,” said John Rash, Campbell
Mithun’s chief broadcast negotiator.

Legal is seen by some viewers as a spinoft of
The Practice, a show “they had drifted away
from,” Rash added. “Grey is a fresh start off a
fresh hit, so everyone can enter the watercool-
er talk at the same time.”

ABC also has used the hit drama Lost to its
advantage, growing Alias’ audience by almost 3
million viewers. The network is likely to return
Alias (also renewed last week) to Wednesdays
next winter. Another show might do better,
though a network’s expectations can only be so
high competing against American Idol’s results’
show. “The big unknown in that time period is
how would any show do against Ido/,” said Jeff
Bader, executive vp at ABC Entertainment. W

Keeping an Eye on Cable

At NGTA, pois keep focus on cable indecency; Sensenbrenner joins chorus

WASHINGTON By Todd Shields and Megan Larson

ne of televised indecency’s most power-

tul critics stopped by the Best Buy booth
at the National Cable & "Telecommunications
Association’s annual convention in San Fran-
cisco last week to see how consumers can block
programming they find offensive. Unfortu-
nately for TV execs, Sen. Ted Stevens (R-Alas-
ka) went away unconvinced by the demonstra-
tion, his stance just one of several indications

10 MEDIAWEEK April 11, 2005 mediaweek.com

that cable’s brush with content regulation niay
be far from over.

Indeed, none other than Federal Commu-
nications Commission Chairman Kevin Mar-
tin told the NCTA gathering in San Francisco
that indecency is “a serious and significant issue
that the commission needs to continue to be
tocused on.” But Maran did not use his appear-
ance—his first since becoming chairman last
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gressional members. While the FTC con-
cluded that intervening in the debate
was not within the commission’s authori-
ty and should be left to the Media Rating
Council, Burns argued that wasn’t
enough. Burns, along with Don’t Count
Us Out and other TV groups, are con-
cerned that Nielsen has yet to receive
full MRC accreditation in four of its five
LPM markets, but still plans to launch
the service in Washington and Philadel-
phia in the coming weeks.

For its part, Nielsen last week told
its clients it would implement in its
LPM markets a new program of person-
al coaching and incentives to increase
participation in large and minority
households where faulting has been an
issue. —KB

Sen. Harkin: Advertisers
Are Enablers of Gbesity

Advertisers are fighting back against
Sen. Tom Harkin (D-lowa), calling the law-
maker’s proposals to limit junk food mar-
keting the result of “ill-informed opin-
ions” that rest on “sweeping
generalizations.”

Harkin told a Washington gathering
sponsored by major advertising associa-
tions that their members play a role in
America’s worsening obesity epidemic.
“Advertising works brilliantly because it
persuades children to demand...a regu-
lar diet of candy, cookies, sugary cereal,
sodas and all manner of junk food,”
Harkin told the group on April 5.

Harkin wants to give federal officials
the power to clamp down on junk food
advertising to children. His legislation
failed in the last Congress, and odds for
success are considered poor in the cur-
rent, Republican-controlled Congress.

But elections happen and Congress
changes, so advertising interests want
to dominate the emerging debate. The
American Advertising Federation, the
American Association of Advertising
Agencies and the Association of Nation-
al Advertisers issued a detailed
response to Harkin.

“Childhood obesity is a complex prob-
lem that cannot be solved by simplistic
proposals,” the groups said. They said
ad restrictions in other countries proved
ineffective. —Todd Shields

month—to repeat his call tor family-friendly
content tiers or a la carte channel offerings.

Cable likes its business modc! of broad
tiers that can offer Disney programming as
well as sexier fare. It
hopes to ward off
would-be  content
regulators by
demonstrating  that
consuniers can avoid
shows they don’t
like—even if they
still have to pay for
objectionable  pro-
gramming tied into
broad tiers.

Skeptics include
Stevens, chair of the
Senate Commerce Committee, who watched
as remote-wielding officials deftly blocked
programming by channel, by show and by
rating. “He received a very good explanation,
[but] at this point he is not convinced yet that
this is the total answer,” said Stevens’
spokesperson, Melanie Alvord. The click-
and-block technology does not work for
roughly 22 million cable customers (out of 70
million cable customers overall) who are on
analog systems and do not have set-top boxes.

Sensenbrenner wants
tough obscenity laws.

§
&
§
:

Cable offers free blocking technology for
them, but getting it requires a phone call and
a wait for the cable guy.

Stevens has yet to decide how to proceed,
Alvord said. The senator has suggested extend-
ing to cable the indecency regulations that are
now applied to broadcasters, and he has called
for cable to offer family-friendly programming
tiers. Rep. James Sensenbrenner (R-Wis.),
chair of the House Judiciary Committee, said
criminal law that provides penalties of up to
two years’ imprisomnent could be used against
purveyors of obscene or indecent material.
“People who are in flagrant disregard should
face a criminal process rather than a regulato-
ry process,” Sensenbrenner told a panel dis-
cussion. Aides said Sensenbrenner aimed to
suggest a targeted approach, rather than a
broad new set of regulations.

The politicians’ proposed solutions left
cable executives unsetted. “It stifles creativity
and changes the nature of cable, which is about
choice,” said Bill Hilary, president of BBC
America. TV One president Johnathan
Rodgers suggested that viewers write Congress
to say they want certain shows on the air.
“Shows like [FX’s] The Shield won’t be on the
air if indecency laws are passed, and that is a sad
thing,” Rodgers said. u

MTV Goes Into Overdrive

Greates new broadband-hased content service for nonlinear media users

INTERACTIVE By Mike Shields

TV appears to be taking an active role
in nudging along the burgeoning on-

demand link between TV and the Internet.

Last week, MTV announced the launch of
MTYV Overdrive, which the company referred
to as a “hybrid” channel aimed at broadband
users. While Overdrive will live on MTV.com
starting April 25, its content is all about TV.
Overdrive offers mostly original news, music,
movie and prograinming-related clips, edited
for those short Web attention spans, most
running from two minutes to 15 minutes in
length. But users with the time and inclina-
tion can also sit and watch an unedited, 45-
minute news interview if they choose.

However, despite its TiVo-like functional-
ity, Overdrive is banking on advertising.
Viewers who stick around long enough will
have to endure nonskippable 15-second spots.
“This is not a charity here,” quipped Ben
White, vp of digital media at MTV. So far,
Microsoft, Sony and Procter & Gamble have
signed on as advertisers.
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“It’s extremely interesting to advertisers,”
sald Greg Smith, cxecutive vp of insight,
planning and analysis at Carat Interactive.
“We can’t buy enough good stuft.” Based on
what MTV is hearing, Overdrive’s delivery
model is what its younger audience is asking
for, and expecting from its media.

“They want to absorb content in nonlin-
ear ways,” said MTV Networks group presi-
dent Van Toffler. “[MTV] is moving from
being program-centric to a platform-agnos-
tic, content-centric brand.”

While Overdrive complements MTV’s
on-air schedule, offering behind-the-scenes
extras of many popular series like the Rea/
World/Road Rules Challenge, it is not designed
to replace MTV. “We want to program
[Overdrive] uniquely,” said Toffler.

Carat’s Smith believes that the way pro-
grammers tackle the trend toward schedule-
less content “Is interesting to watch,” he said.
“Most are doing it very gingerly. Video on
demand is really a cultural shift.” u



All the critical data ~ YOUR ENTIRE INDUSTRY
e ke i, U AT YOUR FINGERTIPS!

THE 2005 ADWEEK DIRECTORY racked with over 6,400 Advertising

Agencies, PR Firms and Media Buying Services and more than 26,000 personnel. Detailed informa-
tion 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. Speciaf sections feature Agency Rankings, Name Changes, Openings &
Closings and Advertising Awards. Available in print, Windows compatible CD-Rom and online.

THE 2005 BRANDWEEK DIRECTORY with distinct information on over

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

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

needed. Available in Print and Online.
ULTURAL

s THE 2005 MARKETER’S GUIDE TO MEDIA compact and easy-to-use

containing all the essential data needed for strategic media planning, presentations, sales
pitches or whenever you need accurate and up-to-date media analysis. A 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 1-800-562-2706, FAX 646-654-5518 OR

ORDER ONLINE @ www.adweek.com/directories

THEﬁKBIRECTGMS Order the database you want in
‘ | the format that works for you.

THE ADWEEK DIRECTORY 1 Print & CD $399 Online $699 [ Print/CD/Online $899
THE BRANDWEEK DIRECTORY [ Print & CD $399 Online $699 [ Print/CD/Online $899
ADWEEK/BRANDWEEK DIRECTORIES [ Print & CD $699 Online $1150 [ Print/CD/Online $1299
MULTICULTURAL MARKETING DIRECTORY [ Print $299 Online $499 Print/Online $699

MARKETER’S GUIDE TO MEDIA ] Print $129
*All CD's are Windows <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>