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MARKET
INDICATORS
National TV: Busy
First-quarter scatter
avails at many networks
are tight, but business is
flowing. Dot.coms, finan-
cials. telecoms and
phanraceuticals that
didn't load up during
upfront are spending.
Net Cable: Heating
First-quarter scatter is all
but over, and second Q
is heating up, with Ford
buying heavily. Dot.coms
are eating significant

chunks of scatter.

Spat TV: Stumping
Heavy primary spending
is expected in twc

weeks. Issue-oriented
political spots are antici-
pated for second quarter.

Be prepared to disappear_ Movies are making buys

for Oscar season. =i-

By steve Friedman Page 32 nancial, auto are robust.

Newspapers: Steady
TV Marketplace Shows Help-wanted and auto-

.. motve spur classified.
Surprising Strength page 4

CBS Affiliate Will Multicast
March Madness page 5

Emap’s FHM

National is expected tc
maintain double-cigit
gairs Newspapers stil
fight to boost share of
dot.com ads.

Magazines: Mixed
Fashion magazines are
seeing mixed results
through the end cf first
quarter. Apparel and
accessories are strong,
but beauty remains soft.
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Comes Ashore

page 56 Executive publisher Dana Fields
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On ber birthright:

My father was an electrical engineer and my mother
was a warm, charming lady who was fascinated with
people. They fell in love in New York’s Little Italy
when they were six years old and they married at 29.
I'm grateful they finally got around to it because I owe
everything to them. I got her right brain for creativity
and imagination and I got his left brain, which
accounts for my love of technology and my need to
organize. I was a classic middle child and I grew up

negotiating everything.

On early ambitions:

At Brooklyn College, I majored in English literature
and writing and had minors in history and psychology.
But what I really wanted to do was write plays, so I
spent most of my time working in the theater depart-
ment. I wound up mostly doing backstage stuff and I
loved stage-managing, especially complicated musical
productions. I learned how to manage huge egos,
orchestrate complex tech maneuvers and concentrate
on three or four things at the same time. It was a per-
fect training scenario for the ad business. I still love to
study people, discover what motivates them, what
makes them joyful, what makes them perform better
than they ever thought they could. If people are your
passion, you can never be bored with life.

On the estrogen factor:

McCann-Erickson is an agency brand that advertising
people know and respect, but it has been, historically,
a man’s agency. When I came back here from Chicago,
I wanted the agency to add estrogen, for people to
“get in touch with their female side.” I'm not suggest-
ing men should weep in meetings, but they should
embrace what we usually think of as female attributes:
teamwork, relationship building, collaboration and
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DiSesa.

Nina DiSesa. A native of Brooklyn, she landed ber first job as a
copywriter with Bill Westbrook and Harry Jacobs in Richmond,
Virginia. After ten years, she came back to New York as an associate

creative director at Young & Rubicam and followed with an assignment

at McCann-Erickson as a group creative director. After a 3-year stint
in Chicago as executive creative divector of §. Walter Thompson,

empathy. That’s the new paradigm for effective leader-
ship, and mothers and wives have been doing this
since time began. We're still competitive, but now we
compete as to who is more collaborative.

On effective advertising:

I want to do ads that will move people and change the
way they think and behave. That’s what effective
advertising is all about. It’s not about test scores. Good
creative people only take pride in work that works.
The choice isn’t to be creative or to be effective. It
isn’t worth a plugged nickel if it doesn’t work and
that’s how you lose great creative campaigns. They get
pulled. I tell my creative people to use their talent

and judgment to solve the problem because if the
advertising isn’t uncommon and imaginative, no one
will like it. Only your mother. And even she will get
bored in time.

On working globally:

The obvious problem with global assignments is the
difficulty of moving from one culture to another.

But, in the final analysis, that’s precisely what leads
you to the solution. You need to tap into the universal
emotions that are common to all people and can be
interpreted by all cultures. And when you do that
right, people everywhere can be moved by your
message. McCann has done that time and again in
New York and in offices throughout the world.

On keeping the momentum going:

A turnaround leader focuses on fixing problems and
building a team. That’ relatively simple (but not nec-
essarily easy), especially for a driven person with a
short attention span. Focus on what needs to be done
in order to make it through the day. But to keep the
momentum going, you need to have a vision as to what




DiSensational!

she veturned to New York in late 1994 as executive creative divector
and then chatrman and chief creative officer for McCann’s New York
office. Witty and self-deprecating, with a distinct philosophy, she bas
played a major role in the revitalization of one of the great agency
brand names. Here, from a recent conversation, ave the insights of the
sensational Nina DiSesa.

you want the company to be two years from now, or On The Wall Street fournal:
even five years from now. My vision? I want McCann- When you tell creative people that their ad will appear in

Erickson to be the best place to work and The Wall Street Journal, it adds a little bit of flutter
the best creative agency in the - to their nervous state. They’ll display a little
country, regardless of size, mix- more angst working on it, and that’s the
ture of accounts, or financial biggest compliment any medium can offer
objectives. I think we’re get- their advertisers. The Journal is a big-
ting there sooner than any- tme medium and only a few media can
one imagined. qualify as big dme. If I had my career
to live over, I'd be a journalist. For
example, I can see myself working for
The Journal, going into dangerous
places, reporting the story and get-

On print:
Print has always been
very important to me,

going back to my child- ting out alive. (Something like what I
hood when the newest do now.) I can’t imagine a more excit-
thing I could look for- ing way to earn a living. What a great

ward to everyday was the
newspaper. I began writing
print ads—and that turned
out to be a terrific advantage.
When you start with print, you
learn the only thing that
counts is the idea. If the
idea is strong, print
makes it stronger. On
the other hand, there’s
no way in print to hide
the lack of an idea. Print
is the perfect medium for
the best writers—

and a great place for big
ideas.

medium, don’t you think?

THE WALL STREET JOURNAL.

Adventures in Capitalism.
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Millionaire Fever Is Paying
Dividends for Affiliates

The contestants on Who Wants to Be a
Millionaire are not the only folks reap-
ing financial gains from the ABC’s

‘ prime-time hit. Millionaire is generating
significant revenue increases for many

| ABC affiliates around the country.

“We're getting a quantifiable higher
value for the time period,” said Leo

‘ MacCourtney, president of the station
rep firm Blair Television.

Oklahoma City is the apparent epi-
center of Millionaire fever, according to
a study released last week by the Televi-

| sion Bureau of Advertising. On Jan. 27,

| Hearst-Argyle ABC affiliate KOCO-
TV in that market scored a 32 rating/39
share with the show, far surpassing the
national rating of 18.7. Prices for local
spots in Millionaire are up 20 to 30 per-
cent, said Brent Hensley, president and
general manager of KOCO.

\ “When the show premiered, it per-
formed average [in the ratings], and
then it just grew,” Hensley said. “Our

" market seems to like this show.”

Millionaire, which airs three times

. per week, is giving ABC affils a boost

| on Thursdays against NBC’ jugger-
naut slate. “We are now looking to sell

| 10 or 11 [rating points] in the adults
25-54 demo, [where] historically

| against “must-see” TV we could only

| push 4 or 5. It’s a nice financial boon
for us,” Hensley said.

Other top-rated markets for Mil-
lionaire, according to the TVB study,
include Pittsburgh, Dallas and
Atlanta. Among the lowest: Las
Vegas. —Megan Larson

~ Former Wired Executive
Launching New Mag, Site

After touting the wonders of the Inter-
- neteconomy for nearly six years as
executive publisher of Wired, Dana
Lyon is ready to cash in on her own
‘ vision. This fall, Lyon will launch an
as-yet-unnamed, 200,000-circulation
bimonthly magazine and a companion
e-commerce Web site devoted to
design and culture.
“There’s a place in the market {for]
a more contem- (continued on page §)

|
|
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idwinter Blues
Are a No-Show

In a surprise, broadcast and cable networks’ sales streak rolls on

THE MARKETPLACE / By John Consoli and Jim Cooper

he national television market-

place, fueled by a steady stream

of dollars from dot.com, finan-

cial services, telecom and phar-

maceutical advertisers, shows

no signs of softening, and media
buyers and network ad sales executives say
the boom times could
extend into 2001.

With the broadcast
networks in the midst of
an inventory squeeze and
in position to charge
hefty prices for scatter
time well into the second
quarter, many cable net-
works are also reaping
the rewards, as some ad-
vertisers are seeking less
costly avenues to pro-

| 13
4
mote their products. ]

The anticipated soft-  Cars are hot, says Discovery's McGowan.

ening of the national

broadcast and cable markets, which many
buyers and sellers had predicted would
settle in following the holidays, the turn
of the millennium and the Super Bowl,
has not materialized.

“I thought it would come to a grind-
ing halt after Christmas, but advertisers
are coming out of the woodwork each
day,” a top sales executive for a Big Six
broadcast network said last week. “New
dot.com companies are calling us, offer-
ing cash up front—they know the rules
we’ve established [for Internet advertis-
ers] before they call us. The perception is
that the Super Bowl ads and all the pub-
licity surrounding them worked for the
dot.com companies. Now more want to
come aboard.”

One national broadcast buyer said that
his agency has picked up several new
dot.com clients in January, all with budgets
of some $2 million to spend in television.

“As long as Whall Street continues to
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value the dot.coms, they will continue to
come up with venture-capital money to
spend on advertising,” said another net-
work sales exec. “Right now, it’s like the
Gold Rush days—just grab a pick and
a shovel.”

Free-spending Internet advertisers are
also becoming more so-
phisticated and efficient
in how they disburse their
marketing war chests,
buying up inventory on
B-list broadcast-network
shows and on cable. “All
of a sudden, the dot.coms
are realizing that they all
don’t need to be on The
Practice or Frasier or
Everybody Loves Raymond,”
said another Big Four
sales exec. “They are
looking also at the other
networks and at cable.”

For buyers, the continued strong de-
mand is likely to yield more double-
digit CPM increases during this May’s
upfront buying period for the 2000-
2001 prime-time season. “This vear’s
upfront will be an exact replay of last
year,” crowed one network sales exec.
“The agencies know it, and there’s noth-
ing they can do about it.”

Both the networks and buyers see the
pecking order of the broadcast nets in the
upfront changing from last year. Going
into the current season, the WB and Fox
commanded the largest increases for
their inventory. In the coming upfront,
buyers expect that ABC, bolstered by the
ratings success of Who Wants to Be a
Millionaire and the network’s ability to
package that show with others to adver-
tisers, will get the strongest increases, fol-
lowed by CBS. The WB, NBC and UPN
also are expected to do well. Fox is a big |
question mark, because the network will



have to replace about half of its prime-
time schedule next season.

Tightness in broadcast is sending
waves of dot.com money into cable’s scat-
ter market. For every Yahoo!, AOL and
e*trade that can afford a nadonal broad-
cast-network schedule, there are a dozen
newbie Internet players that cannot—but
many of those are able to afford cable.
One major cable network is said to have
run spots from 45 different dot.com
advertisers in December.

“A lot of the dot.coms that we see, the
networks never see. We are writing a lot of

'WISH for a Multicast

Indianapolis CBS affiliate will use March Madness for a test

dot.com business, and it% all cash up front,”

said a sales vp for one top cable network.

Rather than drying up after the New
Year as expected, dot.com TV advertsing
has shifted from retail-based companies
that spent maniacally in the fourth quar-
ter to e-firms with first- and second-quar-
ter-based businesses such as personal
finance, income tax and automotive sales.

“Dot.coms in the first quarter are con-
tinuing to spend, but not with the pres-
sured frenzy we saw in fourth quarter,”
said Kristian Magel, vp of national broad-
cast for DeWitt Media.

Beyond the dot.com arena, the auto-
motive and financial-services categories
have heated up cable scatter as the econ-
omy continues to strengthen.

“In automotive, you have to sell cars
when the economy is hot,” noted Bill
McGowan, executive vp of ad sales for
Discovery Networks.

Blue-chip financial companies includ-
ing Schwab, DLJ and Merrill Lynch have
begun marketing their Internet sites
more aggressively as more consumers,
again thanks to the robust economy, are
managing their own financial portfolios.
“I think we'll see an explosion in the fi-
nancial [dot.com] category in the next
two years,” said McGowan.

Cable also has benefitted, as some In-
ternet players are shifting strategy toward
high-frequency buys on more targeted
media and away from onetime, mass-audi-
ence parlays in big events like the Super
Bowl. “The dot.coms realize that buying
grocerics for the week will feed the family
better than one lobster and a bottle of
Dom,” said another cable sales exec.

Two categories in cable where activity
has slowed a bit post-holiday season are
retail and packaged goods. One ad buyer for
a large retail chain said: “It5 not a runaway
train like some of the other categories. Most
of our [first-quarter sales] estimates can be
reached [with smarter spending].” [ ]

|

TV STATIONS / By Megan Larson

IN Television CBS affiliate WISH- |

TV in Indianapolis plans to con-

duct its first commercial experi-

ment in digital muldcasting with

the first two rounds of the NCAA

men’s basketball tournament. The
multicast will begin with the
tourney’s opening day of 16
games on March 16.

Many details of the test
remain hazy, including the
technology, ad sales and local
promotion of the multicasts.
WISH plans to air one
NCAA game on its analog
channel while three others
are multicast in standard def-
inition on a digital channel.

The NCAA’ Final Four
championship, to be held in
Indianapolis April 1 and 3,
will be broadcast in high-def-
inition TV by CBS.

Executives at WISH and CBS declined
to comment. But David Arland, a represen-
tative for RCA television manufacturer
Thomson Multimedia, confirmed that the
company is in talks with WISH about par-
ticipating in the project. Thomson will
spearhead the high-def production of the
Final Four. “If we could see a [multicasting]
explosion from broadcasters like what
WISH is doing, not only would it drive dig-
ital-set sales, but it would help people see
what’ possible,” Arland said.

WISH’ multicast experiment will not
only offer a demonstration of digital TV tlex-
ibility to viewers in Indy but will also allow

(E

DTV set owners may e the
Hoosiers on a multicast signal.

|

broadcasters to regain some lost ground on
cable and satellite operators, which have the
capacity to televise multple NCAA tourna-
ment games at once. “If I live in Indianapolis
and I am a huge St. John’ fan, I can’t watch
their game unless the Indianapolis station car-
ries it or | have access to Direc-
TV,” noted Jim Marchiony,
media coordinator for NCAA
men’s basketball. Marchiony
said he was not aware of the
WISH test, but that the NC-
AA would have no problem
with it. “CBS must be excited,”
he said. “One of the great crit-
icisms of having the NCAA on
% CBS is that you can’t watch

g
2
‘ § [The WISH experiment] will
& take away that criticism.”
Wall Street analysts gener-
ally believe that broadcasters
cannot generate revenue with
multicasting, which is why CBS and other
networks have opted to use their digital spec-

. more than one game ata time. |

trum to broadcast in high definidon. Why |

the apparent shift in philosophy? “It’s the
program element [in this case, NCAA bas-
ketball] that is dictating format,” said a sta-
tion exec who requested anonymity.

While the Consumer Electronics Associ-
ation does not track DTV set sales by mar-
kets, sales are expected to be higher in Indi-
anapolis because several manufacturers are
based there. Locals are buying. A salesman at
a Circuit City outlet in Indy said he sold five
sets last week. “People are drawn to them,
and they’re willing to spend,” he said.

FCC Turns 0ff COFDM

But broadcasters, led by Sinclair; try to point out flaws in 8VSB

DIGITAL TELEVISION / By Megan Larson

ate last Friday, the Federal Communi-
cations Commission denied Sinclair
Broadcast Group’s petition to adopt
Europe’s digital television standard,
COFDM, alongside the U.S. standard,
8VSB. The Commission will, however, hold
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an open forum during its biennial review of
the standard—scheduled to start within 30
days—for comment on 8VSB.

“The N'TSC signal is attainable under |

the 8VSB standard. .. Concerns raised by the
Sinclair petition had done no more than
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|
, Web Radio Keeping Listeners I.Onger for an.FCC ruling'on whether it will grant a waiver that will
| Arbitron’s Infostream ratings system found that there were | allolv)ti ltirmerger peat CbBiht(E:go thr((i)u[%h, hick wonld
slightly fewer Web radio listeners in November than in S e 0
October—850,000, down from 900,000. But those listeners | 1
} spent more time listening—up from 1.3 million gross hours ‘ But Will They Allow the Sleeper Hold?

to 1.4 million. The results of Arbitron’s second month of In hyperbole worthy of his World Wresting Federation

streaming Internet ratings did not include a handful of sta- l Entertainment, Vince McMahon last week said Wall Street

dons that were switching server vendors, including can “kiss my ass” as he announced plans to launch an eight-

Texasrebelradio.com, the No. 1-rated channel for October. ‘ team spring professional football league called XFL next

The top 10 stations remained almost identical, with Album February. McMahon’s comment came after Wall Street bid

Adult Alternative kpig.com (60,700 listeners), Adult down WWF stock on the news of the new league, on which
‘ Contemporary c¢d93.com (59,000) and Country khyi.com ‘ McMahon said he plans to spend $100 million to start. He

(58,100) holding down the top three slots. predicted the league will be profitable in three years. TV

| r negotiations are in the works with USA, CBS and Fox.
Exec Moves Afoot at Col TriStar : \ "
Network Radio Nears $1 Billion

Columbia TriStar Television is expected to
soon announce promotions for two top execu- INSIDE Network radio revenue ended 1999 up 18.9 per-
tves. Current president Barry Thurston is said = i cent, to $878.4 million, far outpacing the previ-
to be moving up the Sony division’s ranks, with 3 g '4 ' ous year’s 11 percent gain, according to just-
Steve Mosko, executive vp of sales, expected to released figures from Miller, Kaplan, Arase &
fill Thurston’s spot. Executives at Columbia Co. “It was network radio’s best year ever,” said
TriStar declined to comment. David Kantor, president of AMFM Radio Net-
[ . . works. “Unless something dramatic happens,
~ Turner’s Pat Mitchell Goes Public network radio is on track to post its first billion-
Pat Mitchell, longtime Turner Broadcasting dollar year” in 2000.
staffer and a key member of Ted Turner’s
inner circle, is leaving the Time Warner unit
to become president of the Public
Broadcasting Service. Mitchell, who is presi-

Addenda: Tumner Entertainment Ad Sales
has created a cross-platform sell for its World
Championship Wrestling unit. For the first time,

dent of CNN Productions, will succeed Ervin Moonves: “Enhancing” advertisers will be able to buy a package of inven-
Duggan, who resigned from PBS in CBS’ record on diversity tory on-air, online (WCW.com) and in print
September after five years at the helm. During 8 (WCW Magazine)... The NBA and USA Net-
her career at Turner, Mitchell was the lead . works last week parmered to deliver e-commerce
executive on CNN’s massive multipart docu- Local Media and other services via USA% Electronic Com-
mentary projects Cold War and Millennium. 14 merce and Services division and NBA.com and
She was also slated to become head of a . NBA.comTV.. Richard Sheingold was named
women’s cable network for Turner that was Market Profile executive vp of sales, CBS television stations,
abruptly scotched last summer. 18 replacing Joe Berwanger, who is leaving the com-

. . : pany. Sheingold will also remain in his current
‘ Viacom Offers to Sell (or Buy) UPN The Media Elite position as president of spot sales. ..A.G. Britton,
Hoping to get its UPN parmer Chris-Craft 26 publication director. of Code, the 250,000-circula-

| Industries to make a decision on its future Maga zines tion black fashion/lifestyle monthly owned by

ownership of the broadcast TV network, 56 Larry Flynt’s LFP, will be leaving this week to join
‘ Viacom late last week offered to sell its 50 per- modestyle.com, Mode magazine’s e-commerce
|  cent ownership in the network to Chris-Craft site...Carlito Rodriguez, deputy editor of hip-
for $5 million or to buy Chris-Craft’s half-ownership for the hop monthly The Source, has been named editor in chief, replac-
| same amount. Chris-Craft has 45 days to make a decision; ing Selwyn Seyfu Hinds, who left last October.

‘ officials were not commenting on what direction they might " ¥
take. The hitch: UPN’ continuing operating losses—esti- Editor’s Note: A photo of Stuff writer Matt Coppa in a
mated to be more than $150 million per year—pushes the ‘ “Media Elite” item in the Jan. 17 issue should have credited
k effective price tag much higher. Viacom is currently waiting Joseph Rodriguez.
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porary [approach toward] affluence,”
Lyon said. While titles such as The
Robb Report, Town & Country and
Depm?m es all focus on high living,

“none of them embrace the contem-
porary casualness of Silicon Valley or
even New York,” Lyon contends.

Lyon left Condé Nast’s Wired in

December and formed One Ven-
tures, a media company funded by
Silicon Valley venture-capital firm
Sierra Ventures. John Couch, former
marketing design director for Wired,
has also joined the startup, in an
undetermined capacity. Heading up
the magazine’s editorial team will be
Chee Pearlman, former editor in
chief of the award-winning design
title I.D. —Lisa Granatstein

EchoStar Challenges Retail

Practices of Rival DirecTV
Alleging that DirecTV and Thomson
Consumer Electronics have conspired
to keep its satellite system out of retail
outlets, EchoStar Communications
Corp. last week filed an antitrust suit
against both companies.

DirecTV’s parent, Hughes Elec-
tronics, also owns 5 percent of Thom-
son Multimedia SA, the parent of
Thomson Consumer Electronics,
which makes RCA products. EchoStar’s
suit, filed in federal district court in
Denver, claims that its Dish Network
satellite system has been unfairly ham-
pered due to the high royaltes
DirecTV pays to retail outlets that car-
ry its system exclusively. EchoStar said
that because of the exclusive agree-
ments, it has not been able to break into
several key retail chains as it expands
the footprint of its new local-into-local
service. EchoStar, which has about
3 million subscribers, is providing local
service in 22 markets, while DirecTV,
with 8 million customers, beams its
local offerings into 21 markets.

“We cannot be silent when compa-
nies like DirecTV and RCA decide to
keep our product out of stores,” Echo-
Star executive vp Jim DeFranco said in
a statement.

DirecTV representative Bob Mar-
socci said his company is evaluating the
suit. “We see the (continued on page 8B)

| denied. But while many

demonstrate a shortcom-
ing of early DTV receiv-
er implementation,” read
an FCC statement.
Reports from several
consortiums last week on
the viability of 8VSB
suggested that Sinclair’s
petition would likely be

broadcasters said they,
too, wanted to move past
the 8VSB/COFDM debate, most agreed
that the implementation of the current sys-
tem remains flawed and demanded the
FCC adopt a standard for receiver manu-
facturers to ensure better reception of the
digital signal. The FCC made no mention
of adopting such a standard in its statement.

The Association for Maximum Service

Television (MSTV) recommended that the |

Sinclair petition be dismissed last Wednesday,
but the consortium of broadcasters and tech-
nicians also is not content with 8VSB. “Obvi-
ously, there are reception problems... Things
have to improve,” said Victor Trawil, presi-
dent, MSTV. “We will continue to look at
the technology”—COFDM and a more ro-
bust version of 8VSB called 2-VSB. “It’s the
balanced and responsible course.”

Sinclair  executives
had no comment on the
FCC decision, but they
were encouraged by the
MSTYV resolution, since
it also points out the in-
adequacies of 8VSB.
Sinclair has been fight-
ing 8VSB for two rea-
sons: It offers poor in-

MARTIN SIMON/SABA

Smith: leading the chargeagamst 8VSB door reception; and it

does not let broadcasters
transmit data to mobile receivers.

The Myers Group and Bear Stearns co-
sponsored a panel discussion in New York
also last Wednesday at which Sinclair presi-
dent David Smith presented his arguments.
Broadcasters in attendance leaned toward
8VSB, but several agreed that the deploy-
ment of digital signals to mobile receivers is
imperative to the future of their business.
“8VSB works in a fixed position,” said Pax-
son Communications CEO Bud Paxson, a
Sinclair supporter. “But if you view this
world as wireless, for broadcasters to have
any part of it...then somebody in the techie
world better figure out how to use 8VSB to
get the television picture into the home and
get another standard so we can [send data]
to the wireless handheld unit.” [ ]

CBS Does Diversity Deal

Joins Fox in committing to hire senior-level exec to monitor efforts

NETWORK TV / By Alan James Frutkin

oining all three of its major compet-
tors, CBS last week became the
fourth network to sign an agreement
with a coalition of minority organi-
zations to further diversity at the network.
“We at CBS take great pride in the lead-
ership position we have taken on diversity,”
said Leslie Moonves, president/CEO, CBS
‘Television. “CBS has listened, engaged in
productive dialogue and subsequently devel-
oped new ways to enhance our record.”

Like Fox, which also announced its |

agreement last Thursday, CBS will appoint

| a senior-level vp of diversity, whose duties

will include overseeing the hiring of minor-
ity employees on both sides of the cameras.
“The NAACP has worked extremely

| hard with our coalition partners over the last
| several months to create greater opportuni-

ties for qualified men and women of color
in network television,” said Kweisi Mfume,
president/CEOQ of the NAACP. Mfume was

8 Mediaweek February 7, 2000 www.mediaweek.com

joined at the signing by representatives of
the National Latino Media Council, the
Asian Pacific American Media Coalitdon and
American Indians in Film and TV.

Other points in the CBS agreement
include increasing the number of minority
writers, directors and producers on all pro-
gramming; establishing ties with minority-
owned ad agencies; and seeking out mi-
nority-owned vendors and service pro-
viders. CBS hopes to implement many of
these programs by June 30.

With agreements in place at four net-
works, the coalition headed by the NAACP
has for the time being ended calls for a boy-
cott of the networks. However, if the agree-
ments fail to produce results, Mfume noted,
future boycotts might be raised.

Mfume said the coalition’s attention this
spring will turn toward the major film stu-
dios, once it has negotiated with the WB,
UPN and several cable TV networks. H
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lawsuit as an attempt by EchoStar to
litigate its way to market share rather
than compete in the marketplace,” he
said. —Fim Cooper

Readers Will Get More

Tastes of Honey in 2000

A repositioned Honey, published by
Vanguarde Media, will hit newsstands
on Feb. 15. Beginning with its March
editon, the 200,000-circulation wom-
en’s lifestyle magazine will broaden its
editorial focus beyond its original
African American focus.

“Women’s worlds are crossing in
different ways,” said Keith Clinkscales,
Vanguarde chairman/CEO. “Instead of
limiting [our coverage] by race, I want-
ed to make sure [Honey] has an oppor-
tunity for all to participate.”

Clinkscales last May cashed out of
Vibe Ventures, where he was president
and CEQ, and went on to form Van-
guarde Media. Last fall, he acquired
Honey from Harris Publications and the
urban music trade magazine Inspact
from the estate of founder Joseph Loris.

Honey will increase its frequency
from quarterly to nine times this year
and to 10 times in 2001. —LG

CBS Hopes Big Brother
Will Lure MTV Generation

In whatis being billed as a cross
between The Trurman Show and the
MTV hit The Real World, CBS this
summer will premiere the reality series
Big Brother. The show—an import from
Dutch TV and set to air Monday
through Friday for 20 weeks—puts 10
strangers together in a house equipped
with 24 cameras and 59 microphones
that record the group’s every move.
Unlike The Real World, the recording
devices are placed even in bathrooms.
There are other differences between
Big Brother and The Real World. The
stars will have no contact with the out-
side world. Each week, viewers will
choose one roommate to expel from the
house. At the end of the series, viewers
will pick a winner from three finalists.
The winner will take home a cash prize,
which network execs estimated at
$120,000. —Alan Fames Frutkin

Residuals Battle Looms

SAG/AFTRA and ad community at odds on tevms for new contract

TELEVISION / By John Consoli

ith negotiations for a new
contract between SAG/
AFTRA and the advertis-
ing community on fees
paid to actors in TV com-
mercials set to begin on
Feb. 14, the parties are still far apart on many
issues, including the talent groups’ push to
reclassify PaxNet from a cable entty to a full-
fledged broadcast network.

The unions may seek to use PaxINet’s re-
classification as a bargaining chip in seeking
other extensive changes in the current three-
year contract, which expires April 1. Negou-
ations for the current pact went right down
to the wire in 1997; this ime around, the
new union leadership seems even more em-
phatic about winning concessions, including
PaxNet’s status.

The previous SAG/AFTRA leaders, who
were voted out last November, agreed to
have the nascent PaxINet classified as a cable
network. For cable spots, SAG/AFTRA
members are paid a flat fee for each com-

mercial’ flight on a network. For broadcast
network spots, residuals are paid every time a
spot airs—a higher rate.

PaxNet officials have said that requiring
advertsers to pay actors for spots on Pax at
the same rate as the other major broadcast
nets could scare away millions of dollars in
advertising and threaten Pax’s survival.

In a Jan. 14 letter to SAG/AFTRA mem-
bers, union president William Daniels said:
“Clearly, parts of the current Commercials
Contract are broken and need to be fixed.
The repair list begins with cable residuals
but also includes commercial monitoring
and more.”

The joint policy committee of the 4As
and the ANA will negotiate the new con-
tract for the ad side. John McGuire, SAG/
AFTRA associate national director, is chief
negotiator for the union. Both sides are
bracing for a battle.

Paxson Communications president Jeff
Sagansky said he just wants a contract thatis
“fair to all networks, no matter their size.”l

Radio Interference in D.C.

REGULATION / By Katy Bachman
pposition in Washington to the FCC}s

controversial decision on low-power

radio mounted last week, with broad-

casters and lawmakers sounding off
against the Commission’s initiative to create
a new class of noncommercial FM outlets.

In Congress, the fiery chairman of the
House telecommunications subcommittee,
Billy Tauzin (R.-La.), set a Feb. 17 hearing
on the low-power ruling and related spec-
trum-management responsibilities of the
FCC. “We want to find out why the FCC
moved forward on this issue without Con-
gressional consultation,” said Ken Johnson,
Tauzin’s spokesman. “The FCC just doesn’t
get it. The FCC works for Congress.”
FCC Chairman William Kennard is

expected to testify at the hearing. Com-
mercial broadcasters also will have the
opportunity to expound on the interfer-
ence they say consumers will hear on the
air if low-power radio becomes a reality. “I
expect we’ll hear quite a bit of noise at this
hearing,” Johnson quipped.

8B Mediaweek February 7, 2000 www.mediaweek.com

l

Tauzin also wants to explore the finan-
cial impact of low-power and what effect
it might have on National Public Radio.
Noncommercial LPFM stations “will
serve much the same function as NPR, so
why should taxpayers pay for this?” John-
son asked. “Kennard was hoping low-
power would be his legacy. In the end, his
legacy may be the death of NPR.”

An NPR representative said that the
organization “is concerned that any new
broadcast service not undermine the public’s
access to existing public radio service.”

The National Association of Broad-
casters last week retained the Washington
firm of Jenner & Block to weigh possible
legal action against the FCC. The-NAB also
is urging broadcasters to contact their con-
gressmen to support Rep. Mike Oxley’s (R.-
Ohio) Radio Broadcasting Preservaton Act,
which has attracted more than 65 co-
sponsors since the FCC’s LRFM decision
on Jan. 20. A companion bill from Sen. Judd
Gregg (R.-N.H)) is in the works. ]
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The Real Election Race

CNN, NBC Cable and Fox News using more tools to cover campaigns

CABLE TV / By Jim Cooper

walkaway victory by Sen. John
McCain (R.-Ariz.) and a close
race between Gore and Bradley
during last week’s presidential
primary in New Hampshire—
the first covered by multiple |
24-hour news networks and the Internet—
yielded rating spikes for both CNN and Fox
News Channel. Though MSNBC ranked |
third in the ratings,
NBC Cable’s coverage
was split between
MSNBC and CNBC,
which together drew a
sizable audience.

“We decided look-
ing into Iowa and
New Hampshire that
we really wanted to
dominate coverage,
and that was the right
move because its a
race now,” said Sid
Bedingfield, executve
vp, CNN US.

CNN’s  primary
coverage from 7 to 11 p.m. on Feb. 1 drew
the largest audience, with an average
household rating of a 1.2 (941,000 homes),
followed by Fox News Channel, which hit
2 0.8 (372,000 homes) houschold number.

CNN’s Blitzer not only reports but chats online.

“For a network that has only been around |

for three years and a few months, this was an

encouraging outing, to put it mildly,” said |

Brit Hume, senior correspondent and man-
aging editor, Fox News Channel, who said
the network’s strength in political coverage
helped keep viewers throughout the evening.

MSNBC’ average rating for the four-
hour period was a 0.4 (220,000 homes), and
CNBC posted a 0.4 rating (298,000 homes).
MSNBC was quick to point out its large
delivery of adults 25-54 (132,000). FNC and
CNN delivered an average 99,000 and
412,000 adults 25-54, respectively.

Beyond the ratings, the Iowa Caucus
and last week’s New Hampshire primary
highlighted the growing influence of the
Internet as a useful tool in covering politics
and news in general. For example,
MSNBC'’s Internet traffic on primary day

last week climbed to 2.2 million users—its |

fourth best day ever—up from 1.7 million

on an average weekday in January.
CNN.com’s page views for pr]mary day
climbed to 13 million, a 47 percent increase
over the 8.5 million average page views in
January. Foxnews.com, which posted an
average of 3 million pages views in January,
pulled 4.2 million pages views on Feb. 1.
“You can truly say that there has never
been an election covered like this one,” said
Steve Capus, executive
producer of MSNBC’s
The News With Brian
Williams and lead pro-
ducer for MSNBC'’s
election  coverage.
| MSNBC has led the
way in covering across
multiple platforms.
All three news
channels had serious
Web plays tied to
their coverage. View-

information  about
candidates, issues and
platforms were dir-
ected to CNN.com, MSNBC.com and
Foxnews.com. All three sites are using chat,
streaming video and live audio for online
debates, speeches, hand-pumping and ba-
by-kissing to lure audiences. Users can also
download reams of text and transcripts.
“The biggest change over the four years
has been the expansion of the Internet in
politics on many different levels,” said Wolf
Blitzer, lead anchor for CNN’s The World
Today and former White House correspon-
dent. “In 1996 we primarily reported for
television—CNN), Headline News and our
affiliates. Now that we've included
CNN.com and allpolitics.com, it means I'm
doing things like chats with our audience.”
Viewer interest in the presidential race
seems to be growing as the candidates do
battle leading up to the March primaries in
New York and California. But will all the
news media, old and new, overburden view-
ers with coverage of the elections? “You
have to remember the gradual withdrawal
from the field of the broadcast networks,”
said Foxs Hume. “This has emerged as an
all-news competition. That’s where people
are going for political coverage.” |
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Disney veteran cCharlie Nooney
last week jumped from his post as execu-
dve vp of sales and marketng for Dis-
ney/ABC Cable networks to join San
Francisco-based Pics Retail Networks.
Nooney, who had been with Disney/
ABC Cable for 15 years, was a driving
force behind shifting the commercial-
free Disney Channel from a premium to
a basic service. He was also instrumental
in recent efforts to distribute ABC
Cable’ SoapNet. In the interim, his job
will be handled by Disney/ABC Cable
execs David Daniels, vp, eastern division,
and Ben Pyne, vp of nadonal accounts.

Discovery Communications, in its
boldest venture into new media to date,
last week created an Internet division with
a $500 million investment over three
years that will include its Discovery, TLC,
Animal Planet and Travel Channel cable
networks. Discovery founder, chairman
and CEO John Hendricks will head Dis-
covery.com, which may involve a signifi-
cant e-commerce component ded into its
networks, retail stores and other invest-
ments, including Petstore.com. It’s possi-
ble the company will make an initial pub-
lic offering of the unit.

Comedy Central 1ast week promot-
ed Debbhie Llehhng to senior vp of origi-

. nal programming and
development from her
previous post as the
network’s head of
development. Liebling
did not get the exec
vp/programming spot
vacated by Eileen
Katz, who abruptly
exited the network last
November after the general manager
position was given to former BBC execu-
ve Bill Hilary.

CC’s Liebling

Starz Encore Media Group and Sony
Pictures Entertainment last week signed a
$1.7 billion deal for the rights to the stu-
dio’s theatrical releases after Sony chose
not to renew its first-window pact with
HBO. Effective January 2005, Starz
Encore gets exclusive pay-TV rights to
about 200 films released by Sony. S-E also
gets video-on-demand and Internet rights
for the product. —7im Cooper



Beaming Up the Dollars

XM Satellite and Sirius sign up charter advertisers and reps
\
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RADIO / By Katy Bachman

he nascent satellite radio indus-

try passed a small but important

milestone last week as its two

principal players announced

charter advertising deals. XM

Satellite Radio said that nearly a
dozen advertisers and agencies, including
Turner Broadcasting, Discovery Networks,
Ogilvy & Mather, Zenith Media, Grey
Advertising, Starcom Worldwide and J.
Walter Thompson, have
signed up, giving the radio
broadcaster about $2 mil-
lion in ad revenue. XM
also landed a deal with
Premiere Radio Networks
to represent its national
sales and commissioned
Statistical Research Inc. to
provide audience research.

Meanwhile, Sirius Sat-
ellite Radio is also gearing
up its ad sales effort,
repped by MediaAmerica.
Ogilvy and Zenith, along
with The Richards Group,
has placed money with
Sirius. Its business model calls for less de-
pendence on advertsing—10 to 20 percent
of its revenue—compared to XM’ 50 per-
cent. Sticking to a policy of commercial-free
music, Sirius offers ad time only on its non-
music channels.

Jumping on board a year before launch
with six-figure deals, those that signed on
couldn’t resist comparing satellite radio to
the early days of cable. “This is to radio what
cable became for TV. Obviously, audiences
will be fragmented, but satellite radio is the
future. We’d be crazy not to supportit,” said
Reyn Leutz, senior partner and associate
director of natonal broadcast, Ogilvy &
Mather, who signed with both services.

Like cable, satellite radio is emerging as
an alternative to traditional radio program-
ming many believe has stagnated since con-
solidation swept the industry. “All the radio
stations sound alike on the AM and FM
band. The satellite radio modei affords cre-
advity and chances to experiment, which
traditdonal radio isn’t doing,” said Natalie
Swed Stone, senior vp, manager of network
radio, The Media Edge.

Next-generation man: XM’s Dorton

“This is the next generadon of radio,”
said Joe Dorton, vp, ad sales, for XM. “We’re
providing something for everyone, with a lot
of niche opportunities. In the end, it will be
driven by compelling programming.”

Much new programming, such as a
channel devoted to NASCAR on XM, is
too narrow in focus for traditional broad-
casters but just right for certain advertisers.
“We’ll provide more entitlement sponsor-
ship opportunities than
tradidonal network radio.
An advertiser can sponsor
an entire channel or net-
work,” said Kraig Kitchin,
president/COOQO, Premiere
Radio Networks.

AT&T, for example,
liked the idea of sponsor-
ing one of XM’s college-
oriented music channels.
“XM’s whole reason for
being is to serve markets
that are underserved by
traditional radio, such as
the college market,” said
Swed Stone.

Starcom Worldwide’s client, Allstate
insurance, will sponsor XM’s Weather
Channel reports on as many as 10 channels.

Compared to traditional national radio
buys, satellite radio offers less inventory—
only six minutes per hour. “There’s less clut-
ter, and that’s appealing,” said Matthew
Feinberg, vp/manager, radio national broad-
cast, Zenith Media.

“Agencies get seamless coverage and no
clearance problems,” noted Dorton. “The
commercial will air on the channel at the
same time, and agencies don’t have to wor-
ry about affidavits from hundreds of affili-
ates. Spots clear upfront.”

The dollars advertisers have committed
now are small, and insiders say the non-
binding agreements have easy 30-day out
clauses. But in the future, satellite radio
could begin to cat into funds earmarked for
network and nadonal radio. “In the begin-
ning, it won'’t take money away,” said Ira
Berger, director of national broadcasting,
The Richards Group. “But a couple of
years down the road, it has the potential to
be really big.” [ ]
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NEW ORLEANS TV STATIONS

WVUE Makes Tough
Choices in Big Easy

» In a year and a half, Emmis
- Communications has stream-

> lined New Orleans’ struggling |

Fox affiliate WVUE-TV into a cost-effi-
cient operation that has seen improved rat-
ings. Emmis executives give much of the
credit for the turnaround to
general manager Madelyn
Bonnot. Since Bonnot took
over as WVUE gm and
vp/operadon for Emmis in
September 1998, she tackled
the tough job of scaling back
the salaries of many of the
news personnel, letting go
several staffers in the pro-
cess. The most recent casu-
alty is sports director Jim
Gallagher, who had been
with the station for 15 years.
Gallagher was unavailable
for comment, but local press
reports said the split was amicable.

“The station is on fire, and it’s all
because of her,” said Greg Nathanson, pres-
ident of the Emmis TV group, who consid-
ers Bonnot to be his right-hand woman.
“She had a very difficult job [handling the
layoffs, but] she has the unique ability to get
people to work together and has more ener-
gy than 50 of me put together.”

Bonnot chose not to comment directly
about the layoffs, except to say that “eco-
nomic reasons” were behind them. Howev-
er, according to Holly Edgarton, exec vp for
local buying agency Media Direct, previous
owner SF Communications contracted
high salaries for the news teams, which Em-
mis likely could not afford. Lead anchor
John Snell “was locked into a five-year deal
that made him the best-paid newscaster in
the market,” Edgarton said.

Prior to Bonnot’s arrival, separate news
teams anchored each newscast, but she
aimmed away the excess and now Snell and
his co-anchor Nancy Parker work all four

|

Thanks to shows like Divorce
Court, WVUE’s ratings are up.

programs. “We’re getting our money’s
worth,” joked Nathanson.

With Gallagher’s departure, the sports
team has been reduced to two people. Joe
Trahan was promoted to sports director last
week. “If they’re saving money, it’s a good
thing in the long run,” said
Derrell Stewart, media su-
pervisor for Peter A. Mayer
Advertsing. “I don’t think
WVUE will ever be No. 1,
but they're positioning
themselves for it.”

Ratings are up in several
dayparts. The Fox affiliate
scheduled a block of court
shows—Fudge Fudy, Fudge
Mathis, People’s Court and
Drmorce Court—which lifted
daytime household ratings
an average of 90 percent last
November over November
’98. The staton’s 5 p.m. newscast has
grown from a fourth-place 4.7 rating/9
share in November 98 to a second-place
6.8/12 last November, according to Nielsen
Media Research data, trailing only perenni-
al ratings champ WWL-TV, a CBS affili-
ate, which scored a 17/31. WVUE’ 6 p.m.
newscast also grew, from 5/8 t0 6.1/10. The
late newscasts at 9 p.m. and 10 p.m., how-
ever, have remained flat. “They’re not there
yet, but they will be,” said Stewart.

In 1998, Emmis bought WVUE from
Barry Diller’s SF Communications, inher-
iting an outlet in the midst of an affiliadon
switch. WVUE was a longime ABC affili-

Are

TV STATIONS « NEWSPAPERS * RADIO STATIONS * OUTDOOR * MAGAZINES

ate when it shifted to Fox in 1997. Employ- |

ees simply were having trouble adjusting to
the Fox way.

The station’s staff “believed they could
not [succeed| if they weren’t ABC but affil-
iated with the ‘bad-boy network.” They
developed an attitude against it,” explained
Bonnot. “We are now embracing the Fox
brand more than ever before—and we've
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got a mad-dog attitude toward winning.”

There could be a downside to that Fox
brand in New Orleans. Stewart noted that
some local advertisers, which have a sur-
prisingly conservative streak in them, have
been timid about buying time on Fox’s
youth-oriented and sometimes edgier pro-
gramming. In 1998, WVUE accrued
$17 million in ad revenue, according to BIA
Research. —Megan Larson

SEATTLE NEWSPAPERS

P-I Shakes Up Its

Top Editor Ranks

% threatens to become more com-
petitive, one of the city’s dailies has

made a major shift at the top. Hearst
Newspapers’ morning Seattle Post-Intelli-
gencer named longtime Times Mirror exec
Roger Oglesby as its publisher and editor.
He succeeds J.D. Alexander, who has been
with the paper since 1986 and now will
become an assistant to Hearst Newspapers
president George B. Irish and serve on the
P-I’s editorial board.

Irish said Oglesby, whose hiring report-
edly came as a surprise to P-I staffers,
brings “impressive depth in both the busi-
ness and editorial aspects of journalism.”

Oglesby’s No. 2 on the news side will
be Ken Bunting, who was promoted to
executive editor from managing editor, a
post he has held since 1993. Bunting, who
is African American, becomes one of the
few minorities with control of day-to-day
newsroom operations at a major U.S. dai-
ly. Oglesby and Bunting once worked
together at E'W. Scripps’ Corpus Christi
(Texas) Caller-Times.

Oglesby takes over March 6, the same
day the city’s other daily, the privately
owned Seattle Times, switches from an
afternoon to morning publishing sched-
ule. The move means the two papers—
which share business functions under a
joint operating agreement but maintain
separate newsrooms—will for the first
time go head-to-head for the same read-
er base. The P-I, with a circulation of
191,000, and the 220,000-circ Times both
have steadily lost weekday and weekend
readers lately. The papers publish a joint

As Seattle’s newspaper scene
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Sunday edition.

Oglesby is no stranger to newspaper
rivalries. For the last two years, he served
as president of the Orange County edition
of Times Mirror’s Los Angeles Tines, which
is locked in a fierce turf war with Freedom
Newspapers’ Orange County Register.

Saying he could count “in hours” the
amount of time he’d spent in Seattle,

Oglesby said that while his knowledge of

the market was limited, he looked forward
to heading into another combative news
market. “I think competition is a good
thing for newspaper readers,” he said.
Succeeding Oglesby in Orange County
is Steven U. Lee, president of the Times’
Inland Valley/San Gabriel Valley operation
since its creation two years ago. —Iony Case

MINNEAPOLIS RADIOD

Blue Chip Broadcasting, the

Urban FM on Its Way
second-largest African Ameri-

%
: . .
can—owned radio group, with

16 stations in the Midwest, has agreed to
purchase KARP-FM for $20 million from
Roosevelt Broadcasting.

When the deal closes later this year,
KARP (which will also get new call let-
ters), will be Minneapolis’ first Urban
FM radio station targeting the 4.2 per-
cent of the market that is African Ameri-
can. KARP does not currently garner
enough of an audience to make the Arbi-
tron book. Part of the key to the station’s
future ratings success will be Blue Chip’s
pending upgrade of the station’s signal
from 29,500 watts to 100,000 watts,
which will enable the station to reach far-
ther into the Minneapolis market from
the west. —Katy Bachman

INDIANAPOLIS NEWSPAPERS

Star Sees Edit Shift

More changes are afoot at The
Indianapolis Star. The Central
Newspapers—owned daily said vp
news/executive editor Tim Franklin will
take over as editor following the midyear
retirement of longtime editor John H.

“Jerry” Lyst. Last November, the Star

lured Franklin, an Indiana native and for-
mer Star staffer, back home after he
worked 17 years at Tribune Co.’s Chicago
Tribune, most recently as assistant manag-
ing editor/business. As editor of the Star,
he will oversee newsroom operations as

well as the editorial/opinion pages.

The Star became the market’s only daily
last October when Central closed the 130-
year-old evening Indianapolis News, which
had seen its sales plummet. The Star, which
is investing in a $70 million printdng plant,
hopes to double its color capacity. —7C

NEW YORK CITY TV STATION

WNYW Martin-ized

==n » Carol Martin is returning to

> the New York broadcast news

v scene after nearly seven years

away. Last week, Martin joined Fox O&O

WNYW-TV as co-anchor of the station’s

midday news with Mario Bosquez. In addi-

tion, Martin will contribute reports to the
station’s 10 p.m. newscast.

From 1975-94, Martin was an anchor

of the noon and 5 p.m. newscasts at CBS

flagship WCBS-TV in New York. Most

NEW YORK NEWSPAPERS

recently, she hosted Hearst-Argyle’s Save
Our Streets in America and The Reading
Club on PBS. —VIL

PENNSYLVANIA RADIO

The $85 million Albert Dame

Dame Returns Home
2

5 pocketed when he sold his 21

stations to Clear Channel in

1998 is fast becoming the down payment
on his new radio group. Last week, Dame
Broadcasting purchased six stations from
Marathon Media for $7.5 million, giving
the Harrisburg, Pa.—based company a total
of nine stations in Pennsylvania.

The stations, four in State College, Pa.,
and two in Johnstown, are markets well
known to Dame from his earlier ownership
days. In the early 1970s, Dame sold
WRSC-AM and Album Rock WQWK-
FM in State College. Now he’s buying

Times Takes Over Bus Terminal

The New York Times is attempting to attract New Jersey readers and the area’s
growing Hispanic audience this month using two unique promotions.

Commuters passing through Manhattan’s Port Authority Terminal may think they
have stumbled into one giant advertisement for the Times—and they have. With its
longtime agency, Bozell New York, the paper came up with the idea to d|splay about

200 colorful oversized banners, dioramas and floor
displays in the busy bus station, replicating front
pages of sections from the paper. The Times s just
the second advertiser to take advantage of the
Port Authority’s so-called “station domination” pro-
gram, which lets a single advertiser blanket the

building. The first was Pontiac.

The commuter campaign, which runs through
this month, highlights such sections as “Arts &

y s

station domination”

The Times

Leisure,” “Science Times” and the Sunday New

York Times Magazine. Each piece of advertising—created large enough for passers-
by to actually read the newspaper copy—sports the Times tagline “Expect the World”
and a toll-free number for ordering subscriptions. The paper is also distributing com-
plimentary copies of selected sections.

“We have this wonderful product that speaks for itself in many ways, and this is
a terrific showcase for the writing and graphics and photographs in the paper,” said
Alyse Myers, Times vp/marketing services. “The focus is on the product.” Bozell cre-
ative director Richard Hsu said he envisioned the Port Authority display as “a walk
through The New York Times.” Myers said the Times plans to roll out similar cam-
paigns in major markets this year.

Also last week, the Times launched a two-month joint promotion with El Diario/La
Prensa at 500 newsstands in New Jersey, Brooklyn and Queens. Readers can buy
the Times and El Diario for the package price of 90 cents Monday through Friday. The
Times normally sells for 75 cents, El Diario 50 cents. The Times has forged promo-
tional partnerships before with El Diario and other locally distributed ethnic papers,
including the Irish Echo and the Italian daily Corriere della Sera. —TC
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them, plus WBLF-AM, which simulcasts
News/Talk with WRSC-AM, and Oldies
WNCL-FM. In Johnstown, Pa., where
Dame owned stations as part of the group
he sold to Clear Channel, he is adding
Contemporary Hit Radio WGLU-FM
and Album Rock WQKK-FM.

“I’m a Pennsylvania guy,” said presi-
dent/CEO Dame, who is looking for
more stations “close to home” in small to
medium-size markets. But he doesn’t rule
out other states. At press time, Dame was
about to board his private plane to look at
some stations in the Washington, D.C.,
area. —KB

CHICAGO TV STATIONS

Marin Gets Backup

» Local news heavies have been
'- called in to buttress new an-
v chor Carol Marin, who starts
today on CBS O&0O WBBM-TV’ new
10 p.m. newscast. John Callaway, a 43-year
broadcast vet who most recently hosted
Chicago Tonight on PBS outlet WTTW-
TV untl his retirement last June, will serve
as a regular contributor, appearing at least
once a week. Laura Washington, previous-
ly the editor and publisher of weekly news-
paper Chicago Reporter, will also act as a
regular contributor.

Marin is the sole anchor of the new
newscast. Prior to WBBM, she anchored
the 10 p.m. newscast for NBC O&O
WMAQ-TV, from which she resigned in
1997, when the station wanted to bring in
controversial TV talk-show host Jerry
Springer to do editorials. In November,
WBBM’s 10 p.m. was ranked fifth in the
market. —ML

LOS ANGELES RADIO

With Hispanic radio booming

1 ] H
Seoul’ Goes Spanish
2
3 in Los Angeles, more of the
market’s radio stations are

aiming to lure the 40 percent Hispanic
population. Rodriguez Communications
said Jan. 27 it will flip the Korean simul-
cast “FM Seoul” KFOX-FM and KREA-
FM to Spanish, when it closes on its deal
to purchase the two stations for $75 mil-
lion from Chagal Communications. Julio

and Elias Liberman, former owners of ‘

Hispanic Broadcasting-owned KTNQ-
AM and KLVE-FM, will run the sta-
tions. —KB

BY EILEEN DAVIS HUDSON

Kansas City

The bi-state market of Kansas City, the most centrally located

metropolitan area in the U.S., spans 4,777 square miles across

seven countes in Missouri and four in Kansas and includes a

! Kansas City in each state. The region, with a population of 1.6

' million, blends big-city life with many small-town touches.

| Kansas City’s pioneer traditions as a cat-
tle town stll live on with the annual
American Royal Livestock, Horse Show
and Rodeo, which will celebrate its cen-
tennial this year, and in the 18th and
| Vine Historical District downtown. The
city also has deep roots as a sports town,
having served as home to the Kansas
City Monarchs, the longest-running
franchise in baseballs old Negro
Leagues (the Negro Leagues Baseball
Museum is a highlight of the historic dis-
‘ trict). Today, the Royals of Major League
Baseball and the Chiefs of the NFL both
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enjoy rabid local followings.

“People are quite surprised when they
come here, because we do have a real
cross-section of America,” says Toby Bos-
chert, an account supervisor with Saatchi
& Saatchi in Kansas City.

“It’s an incredibly competitive market
in TV and radio,” says Linda Leone, a
media buyer with TN Media. “Buyers
often really want this market to buy in.”

The Kansas City radio market, the
country’s 30th largest, is largely control-
led by two powerhouses. Entercom Com-
munications and CBS Corp.s Infinity

JOHNFLK I
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Broadcasting command a combined 83.6
percent of the markets radio advertising

revenue. Entercom is the overwhelming |

leader, with an estimated $47 million in
1998 revenue, or 57.3 percent in market
share, from 10 stations (see chart on page
22). Entercom’s K.C. radio holdings also
include a small station whose ratings do
not have significant registration in Ar-
bitron diary returns.

Entercom’s acquisition last summer of
all four of Sinclair Broadcasting’s radio
properties in Kansas City brought its sta-
tion roster up to 11 outlets. “We are going
to have to sell or trade between three and
four stations” to satisfy federal regulations
on concentration of ownership, says Bob
Zuroweste, Entercom vp and market
manager. The company has identified
KCMO-AM, KCMO-FM and KCFX-
FM as outlets to be sold or traded.

Because of the planned sale, Entercom
recently announced it will switch its
broadcasts of Chiefs games next season
from Classic Rock station KCFX-FM to
KYYS-FM, an Album-Oriented Rock
stick. KYYS ranked fifth in the market in
morning drive with a 6 share in Arbitron’s
summer 1999 Radio Market Report.

KYYS has followed an interesting
path of late. About a year and a half ago,
then-owner Infinity changed the station’s
format from AOR to Alternative and
brought in new talent. When Entercom
acquired the station last year, the compa-
ny changed the outlet’s frequency posi-
tion, rehired all the former staff, restored
the AOR format and “relaunched KYYS
as virtually the same station it used to be,
except now its at a different frequency
and has a new owner,” notes Gary White,
president of API Advertising in Kansas
City. “It’s been pretty amazing.”

In television, Kansas City is the coun-
trys No. 31 market, with an estimated
820,580 TV households. The biggest
news in the market so far this year has
been the departure of Harris Faulkner,
popular co-anchor of the 6 and 10 p.m.
newscasts on WDAF-TV, the Fox Broad-
casting O&O. Faulkner, who had been
with the station for seven years, left last
month to join Hubbard Broadcasting’s
KSTP-TV in Minneapolis. In Minnea-
polis, Faulkner is rejoining her former
boss at WDAF, Edward Piette, now gen-
eral manager at KSTP.

WDAF plans to replace Faulkner
“sooner than later” and is conducting a
search, says Stan Knott, the station’s vp
and gm. Meanwhile, anchor Paul Witt,
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who has been with the station for more
than two decades, will go it alone on the
evening and late newscasts. Both WDAF
news programs ranked third in the four-
way local news race in last November’s
sweeps (see chart on page 22).

In other news at WDAF, the station
last fall shifted the syndicated Fudge Fudy
strip from mornings to 4 p.m., where the
court show has flourished. “It’s consis-
tently either No. 1 or No. 2, beating
Oprab” on KMBC, Knott notes. Also last
fall, WDAF moved one of its two daily
airings of Friends from 11 to 6:30 p.m.
The second airing of Friends remains at
10:30 p.m., followed by 3rd Rock From the
Sun at 11.
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WDAF, which in 1994 switched its
affiliation from NBC to Fox, produces 49
hours of local news per week, the most in
the market. Last fall, the staton added a
half hour of news at 5 a.m. Knott says he
is pleased with WDAF’s syndicated lineup
and wants to give that slate ime to mature
while he concentrates on building the sta-
tion’s news ratings. “Programming is crit-
ical, but you build your image based on
your news,” the gm contends.

Facing an even bigger challenge in
local news is Scripps Howard Broad-
casting NBC affiliate KSHB-TV, whose
10 p.m. news finished in fourth place with
a 5.7 radng and 10 share last November.
The station’s 6 p.m. newscast also ranked
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Early News

a distant fourth, with a 2.6/5.

KSHB earned some industrywide atten-
tion last summer with Wendy the Weather-
dog. Last July, the station signed Gary Le-
zak, a popular local meteorologist who has
inspired many Kansas City viewers in his
battle with cancer. Because Lezak could not
go on the air at KSHB until his noncom-
pete agreement with former employer
WDAF expired, KSHB enlisted Lezak’s
mutt, Wendy, for on-air spots promoting
her master’s pending arrival on the station.

KSHB has also brought in some fresh

faces to its anchor desk in its bid to lift |

news ratings. Last spring, weekend anchor
and feature reporter Sally Moore was pro-
moted to anchor the weekday 5 p.m. news,
succeeding the departed Tom Lawrence.
And in the fall, KSHB hired Harold Fisher
to co-anchor the 6 p.m. news with Eliz-
abeth Alex; Fisher came from WGRZ,
Gannett Broadcasting’s NBC affiliate in

————— e ———— i = = iy

i Avg. Qtr.-Hour Revenue Share of '
| OWNER STATIONS Share (in Millions) Total
| Entercom Communications 3 AM, 7 FM 412 $47.0 3%
| Infinity Braadcasting 4FM 225 $21.6 26.3% I.
l Mildred Carter 1AM, 1 FM 75 $75 9.1% [
Syncom Radio Corp. 2FM 6.4 $2.0 2.4% J
h Includes only stations with significant registration in Arbitron diary returns and licensed in Kansas City or immediate area ]
Ratings Inforemation provided by Arbitron, Summer 1989 bosk; re and owner Inf ion provided by BIA Research

|

Buffalo, N.Y.

“We’re seeing very nice growth in our
10 o’clock show—we’ve had some nice
increases in our key 25-54 demos,” says
Jim Swineheart, vp and gm for KSHB and
for KMCI, a small independent station in
nearby Lawrence, Kan., that KSHB oper-
ates via a local marketing agreement.
“We're more competitive than we were
last year...the market is beginning to
accept our newscasts.”
Meredith Corp.’s CBS affiliate KCTV-

=

J
!
Time Network Station Rating Share {
5-5:30 p.m. ABC KMBC 9.0 20 !
CBS KCTV 7.2 16 E
NBC KSHB 2.1 5 §
Fox WDAF 6.1 13
UPN KCWE* 1.6 '3
WB KSMo* 2.7 6
| Pax KPXE* 0.8 2 !
| 5:30-6 p.m. ABC KMBC** 9.7 19 ;
; CBS KCTV** 8.4 17 !
| NBC KSHB** 31 6
i Fox WDAF 6.1 13 i
UPN KCWE* 1.6 3
wB KSMO* 2.2 4 E
f Pax KPXE* 1.1 2 |
| 6-6:30p.m. ABC KMBC 10.0 18 i
CBS KCTV 10.2 19 l
NBC KSHB 2.6 5 :
Fox WDAF 5.7 10 :
UPN KCWE* 1.9 4
wB KSMO0* 33 6 ;
! Pax KPXE* 1.4 3 = ;
Late News i
9-10 p.m. Fox WDAF 6.1 9 !
10-10:30 p.m. ABC KMBC 12.9 22 I
CBS KCTV 115 19 f
NBC KSHB 5.7 10
Fox WDAF 6.8 1 !
UPN KCWE* 2.4 4 !
ws KSMO* 3.0 5 }
Pax KPXE* 1.0 2
“Non-news programming **Network news programming Source: Nielsen Media Research, November 1999 —J
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TV in December expanded its Sunday-
night 10 p.m. news to an hour to create
more inventory, says Peter Barrett, KCTV
director of marketing. KCTV was the mar-
ket’s news leader at 6 p.m. last November,
with a 10.2 rating/19 share; the station was
No. 2 at 10 p.m., with an 11.5/19.

The market’s top news-ratings earner
at 10 p.m. is Hearst-Argyle’s ABC affiliate
KMBC-TYV, which led the way last No-
vember with a commanding 12.9/22. But
KMBC may be challenged to maintain its
perch in this month’s sweeps. Laurie Ev-
erett, who anchors the station’s 6 and 10
p-m. news and has been with the station
for 13 years, is retiring. Everett will be
replaced by Kelly Eckerman, the 5 p.m.
news anchor, who will now lead both the
5 and 6 p.m. programs. Morning news
anchor Lara Moritz is taking Everett’s 10
p.m. slot, with weekend anchor Natalie
Moultrie replacing Moritz.

On the programuming front, KMBC |
shook up its late-night lineup in Sep-
tember by shifting Grace Under Fire to 6:30
p-m. on UPN affiliate KCWE-TV, which
KMBC operates in an LMA. From 10:35
to midnight, KMBC now airs Roseanme,
Cheers and Entertainment Tonight. But Pat
Patton, KMBC director of programming,
says the new late-night lineup has not per-
formed well, considering its lead-in from
the highly rated 10 p.m. newscast. “I want
to change it,” says Patton, who adds that
he is not sure what shows he will bring in
to boost the daypart.

Sinclair Broadcasting’s KSMO-TV
was Kansas City’s UPN affiliate until
January 1998, when it switched over to
the WB network. The staton, which does
not program news, last fall began double-
running Drew Carey from 6 to 7 p.m.
Frasier’s daily double run has been
switched from 6:30 and 10:30 p.m. to 10-
11. Frasier is followed on the schedule by
Caroline in the City, which the station ad-
ded last fall, and Mad About You. This fall,
KMSO will pick up Spin City, which will
be premiering in syndication.

In newspapers, Knight Ridder’s Kansas
City Star (circulation 275,336 Monday |
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=1 (Kan.) Daily News, a six- |
Avg. Qtr.-Hour Share times-per-week morning
| Morning  Evening paper (circuladon $5,119),
i STATION FORMAT Drive, 12+ Drive, 12+ | and the Lee’s Sunimit (Mo)
| KDAF-AM Country 95 4.7 Tribune, a small weekly.
i KQRC-FM Album-Qriented Rock 9.3 6.5 “The Kansas City Star is
KBEQ-FM Country 6.7 6.8 very strong in its core mar-
. KFKF-FM Country 6.2 5.4 ket But didl
~ KYYS-FM Album-Oriented Rock 6.0 5.1 sy, e s
. KPRS-FM Urban Contemporary 5.8 5.5 move further and further
| KMXV-FM  Contemporary Hit§Radio 5.4 8.0 out from the city, our abil-
I KCMO-FM Oldies 4.5 48 ity to penetrate and grow
| KMBZ-AM News/Talk/Information 45 4.7 market share is perhaps not
KUDL-FM Adult Contemporary 4.4 5.0 as strong,” publisher Bris-
E__ Source: Arbitron Summer 1999 Radio Market Report bane says. “Olathe is at the

"

through Friday, 392,648 Sunday) domi-
nates the 11-county market. The paper’s
weekday circ dipped 2.2 percent in the six
months ended last September compared
to the same period in 1998, and Sunday
circ was off 2.1 percent.

Arthur Brisbane, the Star’s president
and publisher, attributes the declines to
increased competition from other media.
“Cable TV and the Internet are growing
some share at the expense of older, more
long-term media,” he says.

Back in 1957, the U.S. Departnent of
Justice issued a consent decree against
Capita!l Cides, then owner of the Star and
the Kansas City Times, regarding monopo-
listic practices and pricing issues. Shortly
thereafter, CapCides sold its WDAF-TV
and its sister radio station, WDAF-AM.
In 1990, CapCides/ABC combined the
Star, then an afternoon paper, with the
morning Times. Walt Disney Co. briefly
owned the K.C. papers following its
acquisition of CapCities/ABC in January
1996. In May ’97, Disney sold the Star
and several other former CapCities’ABC
newspapers to Knight Ridder.

Last November, following years of lob-
bying efforts by the Srar under CapCities/
ABC and Knight Ridder, the DOJ agreed
to amend the 1957 consent order, which
had barred the owner of the Star from
acquiring other newspapers in the K.C.
metro area and had restricted the paper’s
discounting of multple ad insertions. The
modified consent decree has just one pro-
vision: Knight Ridder must notify the
Justce Department if it wants to acquire
another newspaper in the market for more
than $5 million.

With the newly eased restrictions,
Knight Ridder is in the hunt for acquisi-
tions in the region to help boost the Star’s
lagging circuladon. The company has ten-
tatively agreed to purchase two papers
owned by Keltaim Inc.—the Olathe

far southwestern corner
and is one of the fastest-growing munici-
palities in Kansas. It is a terrific launching
pad for penetradon and growing share.”

The Star also is doing “considerably
more” local zoning of editorial and ad-
vertising content and has improved its
distributdon, with deliveries now starting
at 3:30 a.m., Brisbane notes.

Cable penetration in the Kansas City
DMA is about 68 percent, about average
for a top-50 market. The interconnect is
Time Warner Cable, which delivers about
400,000 households. Satellite TV’s pene-

.‘Ir__‘. - >

i Daily
" Circulation
- MISSOURI

- Cass County: 29,200 Households

- Kansas City Star 7,694

' Clay County: 69,300 Households

. Kansas City Star 21,548

| Jackson County: 262,200 Households

- Kansas City Star 92,125

3

+ Johnson County: 17,400 Households

%_Kansas City Star 2,476

* Platte County: 27,300 Households

% Leavenworth Times 2,089

- Kansas City Star 10,876
St. Joseph News-Press 561

[ |
KANSAS
Johnson County: 169,800 Households

. Lawrence Journal-World 103
| Olathe Daily News 1,573
. Kansas City Star 82,557

Leavenworth County: 22,400 Households

| Lawrence Journal-World 417
. Leavenworth Times 6,600
. Kansas City Star 4,828
£

| Wyandotte County: 57,400 Households

* Kansas City Star 17,103

=

'~ Source: Audi Bureau of Circulations
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tradon of 13.4 percent in the market is
higher than the 11.3 percent average in the
country’s top 50 markets.

Out-of-home advertising is growing in
Kansas City, albeit at a modest clip. Among
the top outdoor players, Ad Trend touts it-
self as the largest locally owned outdoor
player in the market. Ad Trend controls 60
14x48’ bulletins and also rents 10-to-40-
foot-high inflatable balloons for promo-
donal events. “Overall, Kansas City is a
growing arena for outdoor. We're getting
some new arterial roads,” notes Jim Baye,
Ad Trend president. One new highway that
is largely completed is the Bruce Watkins
Freeway, also known as 71 Highway, which
runs north-south. The heaviest concentra-
don of billboards is along the major ex-
pressways [-70, [-435, [-635, 1-470 and I-
29, all of which run through Kansas City.

Outdoor Systems, another leading out-
door concern in the market, controls about
300 14x48 bulletins, some 800 30-sheet
posters and a number of kiosks in shop-
ping malls throughout the region. Out-
door general manager Randy Jackson says
his company is the only one in the market
offering kiosk positions. m

e e o

Sunday Daily Market  Sunday Market
Circulation Penetration Penetration
12,966 26.3% 44.1%
41,706 39.8% 60.2%
134,621 35.1% 51.3%
4,230 14.2% 24.3%
1.1%
16,243 39.8% 59.5%
657 2.1% 2.4%
126 0.1% 0.1%
4.5%
111,906 48.6% 65.9% ;
425 1.9% 19% |
7,433 29.5% 13.2% |
7,164 21.6% 32.0%
|
24,162 29.8% 42.1% ‘




Now your
promotions can
change as fast as
public opinion.

So every business and every industry should change the
way they look at their promotions.

Promotions.com is the leading Internet promotion solutions
company and the developers of Webstakes.com, the
award-winning Web site dedicated to Internet promotions.

Our advanced platform of technologies optimizes your
promotion in real-time, making flexibility and adaptability a
reality. Instead of following your audience, you can move
with them as their attitudes, behaviors and purchasing patterns
change. Real-time optimization changes promotion forever.

Companies like NBC.com, Compaq Computer Corporation
and The Sharper Image have already benefited by working with
Promotions.com. To see how our unique formula of proprietary
technology, valuable demographic profiles, promotion
infrastructure and media property can help your company too,
visit Promotions.com.

Promotions.com trades as NASDAQ ticker symbol PRMO.

EROMOTiONS.COM

iDIALOG

permission-based direct marketing technology

PROMOTION OUTSOURCING

strategic concepting, overall promotion execution

DIRECT

targeted email and lead generation

WEBSTAKES.COM

media vehicle for advertising and sponsorships

™



MOVERS

GROUPS

Texas Cable News general manager
Donald F. “Skip” Cass Jr. was pro-
moted to senior vp of A.H. Belo, serv-
ing under chairman/CEO Robert
Decherd. He will oversee corporate
communications as well as operations
of Belo’s The Free Press-Enterprise in
Riverside, Calif.

RADIO

Premiere Radio Networks president and
COO Kraig Kitchin and Brian Glick-
lich, vp of interactive services, were
named to auctions.com’s board of
directors. Auctions.com, a subsidiary of
Chicago-based Classified Ventures,
and Premiere recently signed a partner-
ship agreement giving Premiere an
equity stake in auctions.com in
exchange for radio advertising and pro-
motion across Premiere’s syndicated
radio shows...Sal Giangrasso was
named senior director and managing
editor of Audible, a provider of Internet-
delivered radio programming. He was
recently managing editor of the Wall
Street Journal Radio Networks...Beth
Duncan was promoted to director of
operations for Westwood One’s Metro
Networks/Shadow Broadcast Services
in Sacramento, Calif. She was formerly
director of operations for Metro Net-
works in Sacramento. Dave Kaufman,
vp of affiliate relations for Metro Net-
works, has added responsibilities as vp
and general manager for Shadow
Broadcast Services in New York. And
Mary Medd was promoted to vp of
consumer marketing from general man-
ager of Shadow Broadcast Services in
Washington, D.C....Judd Nesmith was
named director of operations for Port-
land, Ore.-based NBG Radio Network’s
new sales office in Los Angeles.
NeSmith joins NBG from boutique radio
syndicator Z-Five-O-Radio, where he
was president and founding
partner...Dan Michaels was promoted
to operations manager/program director
from program director at Greater
Media—owned WMGK-FM in Philadel-
phia...Victoria Urtasun was named
general manager of KURS-AM Radio
Unica in San Diego. Urtasun was a
senior account executive at KIQI-AM
Radio Unica (continued on page 28)

The Media Elite

Edited by Anne Torpey-Kemph

Mag Execs’ Peak Performance

ith insertion orders pacing
at a record-breaking clip,
many publishing execs feel

like they’re sitting
on top of the world.
A few weeks ago,
Mike Perlis and
colleagues actually
were.

Perlis, president/
CEO of Zift-Davis
Publishing, and
Mike Rooney,
senior vp/general
manager of ESPN
the Magazine, led a
band of adventurers
to the 19,300-foot
summit of Mt. Kili-
manjaro in Tanzania
for this year’s mag-
industry Outward
Bound trip, a long-
standing tradition
benefiting the non-

profit group that provides country vaca- |
tions for inner-city youths.

Braving the Kilimanjaro climb were:
Dan Brewster, president of American |
Express Publishing; Taylor Gray, mar-
keting director of Time; Randy Jones,
founder and chairman of Worth Media; ‘
‘ John Griffin, former president of Rodale

Cold shoulders: (back I. to r.) Gray, Perlis,

Rooney, Clapper; (front) Griffin, Brewster

|

| Press; Lyle Clapper, president of Clap-
per Communications; and Jack Bierw-
erth, president of Outward Bound USA.

Guided by Ian
Wade, two-time
Everest summiter
and director of the
international pro-
gram for OB, the
expedition spent
eight days hiking
rough terrain in
brutal cold, reach-
ing the summit on
Day 7 at daybreak.

“It was really an
extraordinary expe-
rience,” says Perlis.

When they
weren't struggling to
Stay warin or nurs-
ing altitude sickness,
the group swapped
thoughts on the
industry. “We talked

about absolutely everything, from the
future of magazines to the Internet,”

says Perlis, noting that he came away
with some gems of information.

But we should’ve known he would-
n’t share the specifics with us—after
all, he had to work pretty hard to get
them. —Lor/ Lefevre

MPA Tips Hat to “Lifers” Levy, B

yth

Gathered at New York’s Waldorf-Astoria for the recent Henry Johnson Fisher
Awards gala honoring lifetime achievement in magazine publishing, this group

represents some 160 years
of industry experience.
(From left) Nina Link, presi-
dent of event sponsor Mag-
azine Publishers of America;
honoree Michael Levy,
founder and publisher of
Texas Monthly, honoree
Myrna Blyth, Meredith Corp.
senior vp; and Cathleen
Black, president of Hearst
Magazines and chairman of

the MPA board.

26 Mediaweek February 7, 2000 www.mediaweek.com




SPOTLIGHT ON...

Jack Curry

Executive Editor, USA Weekend

year ago, Jack Curry bare-
ly knew USA Weekend ex-
isted. Now he has the pow-

er to raise its profile.

The Gannett Sunday magazine
might not attract the New York
media spotlight, but its impressive
readership—21 million households
every week—was
enough to draw
Curry away from
his post as man-
aging editor at
TV Guide and
move south.

“USA Week-
end, at least in
Weekend warrior terms of New

York magazine
people, falls off their radar screen,”
says Curry. “l still want the magazine
to be the community-based, Main
Street America success that it is.”
But he also wants to shake things
up, by running stories that will get
both readers and the media talking.

“l want some of that [buzz], espe-
cially since | don’t see Parade get-
ting any either,” he says.

Considering USA Weekend's dis-
parate readers, Curry has his work
cut out for him. “Creating editorial
that’'s appealing, provoking and
inviting to that many people without
the common ground of television
was a...real interesting prospect,”
he says.

The new assignment brings Curry
back to the Washington area after
nearly 20 years of constant relocat-
ing. He first went to Gannett’s Ari-
ngton, Va., offices in 1982, when he
worked on the launch of USA Today.
Between 1982 and 1990, when he
was with the newspaper, he moved
from New York to Washington,
Washington to Los Angeles, Los
Angeles to New York and New York
to Washington. When he joined TV
Guide in 1990, he moved to Philadel-
phia and, eventually, to New York,
when TV Guide relocated its offices.

“People want to know how to be a
success in journalism,” quips the
peripatetic Curry. “That's how you
doit.” —LL
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MOVERS

Zuchowski moves
to WKTU’s beat

Rehm named ad
director at VF

(continued from page 26) in San Francis-
co...Bill Rose was promoted to vp and
general manager of Arbitron Internet
Information Services. He was most
recently vp of marketing for radio station
services. Dennis Seely has joined Abi-
tron as director of marketing, radio sta-
tion services. He was vp of sales at Gulf-
star Communications, a division of
AMFM.. Jeff Zuchowski, known as “Jeff
Z,” was promoted from music and pro-
gramming coordinator to assistant pro-
gram director/research for AMFM-owned
WKTU-FM in New York.

MAGAZINES

Michael Miller, an account executive at
Time International, has been promoted
to regional advertising sales direc-
tor...Wendy DeFeudis, formerly director
of corporate communications at New
York-based UGO Networks, has joined
Stuff magazine as its first marketing
director...David Carey, publisher of
Condé Nast’s The New Yorker, has also
been named vp of the weekly...J.D.
Rehm, advertising director for Hearst’s
Redbook, joins Condé Nast’s Vanity Fair
in the same position...Gregg Hano has
moved up from associate publisher of
advertising at Hearst's Popular Science
to associate publisher at sister publica-
tion Redbook...Daria Fabian has been
promoted from marketing director of
Condé Nast’s GQ to director of market-
ing and strategic planning.

TV STATIONS

WNYW-TV, the Fox owned-and-operat-
ed outlet in New York, appointed Brian
Nyemchek and Alan Straub account
executives. Straub was previously an
account executive at Petry Television,
serving the Fox television sales unit.
Nyemchek also hails from Petry, where
he was most recently vp/New York man-
ager, serving stations including WB affil-
iate WBNE-TV in Hartford, Conn.



What’s BuyMedia.com done

for yi‘ H r station lately?

@

BuyMedia.com Performance

Last Year
$1 million a day
30,000 station orders

This Year

00 million
jé§355,000+ station orders

Next Year

illion+ :
$1175?,000+ station orders

BuyMedia.com is bring'ng in It's the same way you've always
big-time revenue for radio and TV done business, only with less work
stations across the country. Buyers on your part. Best of all, the sales

in 900 cizies use our site to gain commission is just 3% on all orders.
aczess ta your station. from there, BuyMedia.com is a superstar on your Buy Media » com

the avail requests pour into your g et el

of~ice, ar.d you clase the deals. Easy. B R el l b s i i)
Almost too easy.




|
|
|

CALENDAR

Cable Television Advertising and Mar-
keting will present a research confer-
ence entitled “Merging Marketing
and Technology Through Research”
Feb. 7-9 at the Sheraton San Marcos
Golf Resort in Chandler, Ariz. Contact:
703-837-6540.

The Newspaper Association of America
will present a new media business
development meeting Feb 10-11 at the
New Orleans Hilton Riverside & Towers.
Contact: Helen Cook, 703-902-1783, or
e-mail cookh@naa.org.

Arbitron will present the Tapscan Users
Conference for media buyers and plan-
ners Feb. 16-18 at the San Francisco
Hyatt at Fisherman’s Wharf. Sessions on
planning and buying software include
“Political Media Buying with TVScan,”
“Power Planning and Estimating for Tele-
vision” and “Mastering Buying and Post-
ing with Cable.” Contact: 212-887-1314.

The Radio Advertising Bureau will pres-
ent its RAB2000 Marketing Leadership
Conference Feb. 16-19 at the Adam’s
Mark Hotel in Denver. The event will
include forums, workshops and exhibits
on management and marketing issues,
as well as non-stop Internet-related ses-
sions. Contact: 1-800-917-4269.

The American Association of Adver-
tising Agencies’ Media Conference &
Trade Show, entitled “Media in the Next
100 Years,” will be held March 1-3
at Disney's Contemporary Resort in
Orlando, Fla. Contact: Fran Andreadis,
212-850-0731 or email fran@aaaa.org.

Adweek Conferences and the Laredo
Group will present the following one-day
training seminars focused on mastering
the Internet business: “How to Buy &
Sell Web Ads,” March 2; and “How to
Measure, Research and Target Inter-
net Ads & Audiences,” March 3. Both
will be held at the Sheraton Chicago
Hilton & Towers. Contact: 888-536-8536.

The Magazine Publishers of America will
present its New England regional mag-
azine conference March 31 in Cam-
bridge, Mass., at the Charles Hotel. Con-
tact: 212-872-3756.

Inside Media

NEWS OF THE MARKET

Brill, CBS, NBC Team for Web Site

Brill Media Holdings has joined up with
several media outlets, including CBS,
NBC, Primedia, Ingram Book Group and
EBSCO, a subscription and article data-
base company, to form a new Web site
called contentville.com. Scheduled to
Jaunch in the second half of the year, the
site will sell books, subscriptions, tran-
scripts and artcles from magazine
archives. Brill, the managing general
partner, will hold 34 percent of the com-
pany. CBS will receive a 35 percent share
of the property in exchange for $40 mil-
lion in advertsing over the next three
years. Each of the other investors will
receive a 10 percent share in the compa-
ny. David Kuhn, former vp/executive edi-
tor at Hearst/Miramax’s Talk, will serve
as editorial director.

BBC, Veronis to Build Publishing Company
BBC Worldwide Americas, the North
American consumer division of the British
Broadcasting Corp., and New York-based
investment bank Veronis Suhler have
agreed to build a U.S. publishing-based
consumer media company. Its first efforts
will be to acquire consumer publishing
properties. Also, the new company will
incorporate all of the BBC Worldwide
Americas’ current properties, which
include books, videos and magazines.
Excluded from the deal will be BBC’s

Edited by Anne Torpey-Kemph

cable channel BBC America,
bbcamerica.com and all entties affiliated
with its partnership with Discovery
Communications.

Telemundo Gains Telenoticias Assets
Telemundo, the Spanish-language net-
work, last week won a motion in federal
bankruptcy court to acquire the news pro-
duction assets of CBS/ Telenoticias, a 24-
hour all-news channel. The news channel
launched in December 1994 and is jointly
owned by Grupo Medcom and CBS
Corp. The company had filed for Chapter
11 bankruptcy protection in July, but it
continued to produce its Spanish-lan-
guage news programs, as well as daily
newscasts for Telemundo. CBS/Tele-
noticias serves more than 20 Latdn
American countries and the U.S. Terms of
the acquisition were not announced.
“Now that we have full editorial and pro-
duction control, we will be able to accel-
erate their progress,” said Joy Peyronnin,
executive vp of news and information pro-
gramming for Telemundo.

Hearst-Argyle Buys KQCA in Calif.
Hearst-Argyle has completed its previous-
ly announced acquisition of Sacramento,

Calif., WB affiliate KQCA-TV. The

| broadcast group has been providing pro-
| gramming and sales support to the station

via a ime-brokerage agreement inherited

Moonshadow Over WSKQ's Mornings

“El Vacilon de La Manana” (the morning party) on Spanish Broadcasting
System-owned “Mega” WSKQ-FM in New York recently welcomed a new voice
to its cast of characters. Radio veteran “Moonshadow” (Raymond Broussard)
replaced Epi Colon, who decided to return home to Puerto Rico. Finding the
right DJ was critical for the market’'s No. 2-rated morning show. “Luis Jimenez

[the show’s host] wanted a strong part-
ner, and Moonshadow provides a good
balance,” noted Julio Vergara, Mega’s
operations and program manager.
Moonshadow has a long list of radio
credits, including 15 years doing morn-
ings on radio stations in Puerto Rico and
Philadelphia. The show, which is laden
with humor and plays only three to four
songs an hour, could be headed for
syndication on other SBS-owned sta-
tions, said Vergara.
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Broussard (r.) joins Jimenez at the party.



when Hearst-Argyle bought Sacramento
NBC affiliate KCRA-TV from Kelly
Broadcasting in January 1999. Hearst-
Argyle pursued its fixed-price opton to
buy the station after FCC rule changes
last August allowed a group to own more
than one station in a market. Hearst-
Argyle owns or manages 26 TV stations,
reaching 17.5 percent of the U.S.

DaimlerChrysler Invests in Sirius
DaimlerChrysler has announced plans to
purchase $100 million of stock in Sirius
Satellite Radio, which is gearing up to
deliver by year-end 100 digital radio
channels direct to consumers for $9.95 a
month. In addition to investing in the
new radio medium, DaimlerChrysler has
also agreed to factory-install Sirius
receivers in all DaimlerChrysler brand
vehicles including Mercedes-Benz,
Chrysler, Jeep, Dodge and Dodge Truck,
as well as its Freightliner and Sterling
heavy trucks. Sirius has alliances with
eight other automotive electronics manu-
facturers to produce digital receivers for
the automotive aftermarket and for
installadon in new cars.

Premiere to Rep Victory

Premiere Radio Networks has picked up
exclusive national sales representation for
Victory, a Sunday-morning show syndicat-
ed by Fisher Entertainment. Hosted by
Billy Burke of AMFM-owned KBIG-FM
in Los Angeles, the Contemporary Hit
Radio/Hot Adult Contemporary-oriented
show airs on 20 radio stations including
AMFM’s WHTZ-FM in New York and
Clear Channel stations KIOI-EM in San
Francisco, KIMN-FM in Denver and
WIOQ-FM in Philadelphia.

ESPN to Carry Squash Tourney ‘
ESPN on March 3 at 1 p.m. will carry
taped coverage of the championship
match of the DLJdirect Tournament of
Champions squash tournament. The
event, which was held last week on a
portable court in New York City's Grand
Central Terminal, featured defending
champ Jonathon Power and 55 other top
squash pros from around the world.

Canadian GTC Gains Clout
GTC Transcontinental Group Ltd. has |
agreed to acquire the publishing assets of
Telemedia Communications, which

include TV Guide Canada, Canadian ‘
Living and Elle Québec, for $104 million.
Both companies are based in Montreal, |

| Quebec. With the acquisition of

" The Source Sports Ups Frequency

| Daniel Patrick Moynihan.

| Anderson, who was promoted to chair-

! Scholastic Inc.

| AK Media/Northwest, will manage the ;

Guess
Who's
| Between

Our

Covers.

Telemedia’s magazines, GTC will become
the second-largest Canadian magazine
publisher behind Toronto-based Rogers
Communications, publisher of Macdlean’s
and Chatelaine. Telemedia will now focus
on its growing radio business. The deal is
expected to close in March.

The Source Sports will change its frequency
from quarterly to bimonthly, effective with
the April issue. It will also change its paper
stock with this issue, the second annual
swimsuit edidon. The 2-year-old dtle,
published by independent The Source, is a
nontraditdonal sports magazine targeting a
younger readership.

0’Donnell Signs On as New York Columnist ‘
Lawrence O’Donnell Jr. has been
named national affairs columnist for
Primedia’s New York magazine. The
bimonthly column will begin appearing
immediately. O’Donnell is a senior
political analyst for MSNBC and the
host of its program Rea! Time. He is also
a panelist on PBS’ The McLaughlin
Group and a staff writer for NBC drama
The West Wing. Previously, O’Donnell
served as an aide to New York Senator

Check into

May Gourmet

Kravitz Takes Top Edit Post at Parade
Lee Kravitz, vp of Parade Publications
and founding editor of teen newspaper
react, has been named editor of sister
publication Parade, replacing Walter

The Hotel Issue

Closing March 1st

man, CEO and publisher. In addition,
Kravitz has been named a senior vp of
the company. He has been editor of

react for the past five years and before

that he served as editorial director at . .
For more information

Ackerley Expands Outdoor in Oregon | call Susan Ludlow,
The Ackerley Group moved last week to |

increase its outdoor presence in Oregon | Associate Publisher,

212-286-2295.

| with the announcement that it will pur-

chase Oregon-based Media Art for $14.5 |

| million. Once the deal closes later this

quarter, Ackerley’s outdoor company,

new outdoor assets. Ackerley’s outdoor
division manages properties in Seattle

and Tacoma, Wash.; Boston; and |
Portland, Salem and Eugene, Ore. The
company also owns 13 TV stations, as
well as four radio stations in the Seattle-
Tacoma market.
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By Steve Friedman |

he worst part of being an editorial assistant?” the execu-
tive editor asks rhetorically, reflecting on the days, some |
15 years ago, when she toiled as a phone-answerer,
expense-form filler-outer, secretary and all-around grunt
for a high-ranking editor at a national magazine.
“Let’s see. Was it having another editor try to stick his tongue

llustration by Courtney Granner
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down my throat at an office party? Was it
being sexually harassed? Fetching dry
+ cleaning? Picking up lunch? Was it being
yelled at by editors when I was asked to
cover up for their personal failures? Was it
being expected to negotiate the extramar-
ital affairs of my boss?

“I’ll tell you what was bad. It was work-
ing stupid, stupid hours, being horribly
underpaid, and being
abused on top of it. I
wouldn’t mind being
underpaid and over-
worked, but being
abused on top of it, that
was just excruciating.”

But it could have
been worse. She could )
have been relegated to
life as a fact-checker.

“As soon as I was
hired as a fact-check-
er,” says one senior edi-
tor, who began his
career in journalism in
the research depart-
ment of a different i
New York City-based
national publication, “T ¢
began to believe that
the entire world was
organized in its hatred
for the fact-checker. I
assumed everyone at
the magazine believed
they were superior to
the fact-checker, that
people took solace in
the knowledge that at
least they weren’t fact-
checkers. %

“The experience of 2
being a fact-checker,”
he says, “is like disap- ) '
pearing, only you don’t % :" "R

£

know you've disap-

peared. You are work-

ing away at your desk in the hinterlands of
. the office, worrying that you might screw
up, thinking about the logic of a piece,
thinking you can write better, sweating the
details, and meanwhile no one really
remembers you exist. Well, not zo one.
There are always depressed writers look-
ing for someone to listen to their troubles,
someone to hold them in high esteem and
believe they are somehow fantastic. Every
fact-checker works with a writer like that,
a middle-aged man usually, without a fam-

ily, who needs you to listen and provide
something of an ego boost.”

Isn’t there a better way? Shouldn’t the
magazine industry—a business in which
top editors routinely are granted year-
round car service, entire staffs travel to
Italy for fashion shows, and corner tables
at expensive Midtown Manhattan restaur-
ants are regarded as rights rather than
privileges—be able to
come up with an
apprenticeship system
that pays better, teach-
es more and abuses
less? Wouldn’t a young
person who aspires to
write or edit at a na-
tional magazine be bet-
ter served by working
at a small newspaper,
or freelancing for a
struggling downtown
weekly, or even pound-
ing out corporate flak
for a multinational jug-
gernaut while he floods
editors’ offices with

| story pitches—any-
thing other than lying
about boss’s affairs
and/or massaging mid-
dle-aged writers’ egos
from dark forgotten
v offices in the hidden

" bowels of a magazine?
Or do such grim
tales represent merely

the hyperbolic memo-
ries of so many success-
ful people, like grand-
q parents who brag of
having slogged miles
through snowy fields
and Hollywood pro-
ducers who love to
A recount their days of
drudgery in the mail-
room? And if so, is the best way to break
into magazines the traditional way? Will a
fact-checker and/or editorial assistant be
able to hone his skills and advance his
career while answering phones and
researching the annual rainfall in Albania?

To answer these and related questions,
I interviewed 20 past and present editorial
assistants and fact-checkers (only two of
whom would allow their names to be used).
Some, like the executive editor and senior
editor cited above, vividly recall the
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unpleasant aspects of their entry-level jobs
but say they picked up skills and contacts in
those positions they couldn’t have gained
anywhere else. Then there are others, like
the editorial assistant who has been in her
position for four years and is so consumed
with bitterness that she advises would-be
magazine journalists to “get hired by the
opposite sex if you're a woman, or by a gay
man if you're a guy, then [service] the boss
and wait for your promotion.”

store on Eighth Avenue for a spermi-

cidal lubricant we did a story on, clean
up after the Christmas party and work the
door at events at fancy restaurants,” says a
woman who took a job as editorial assis-
tant at a New York City men’s magazine
18 months ago and was promoted to assis-
tant editor last fall. (“They took the two-
word title, flip-flopped it and threw in a
little extra cash.”)

She has no regrets about her choices.
That’s because she has “seen an idea of
mine go from lightbulb to finished, glossy
page, and heard compliments from co-
workers. When you feel like you're doing
something tangible to make the magazine
better, really contributing to the product,
that’s the best feeling. And when my Dad
sees his last name on the page, it’s great to
see the pride. '

“Would I suggest to a college graduate
that she or he get a job as an editorial assis-
tant or fact-checker? That depends. I'd say
if you want to be an editor, yes. Try to get
a spot at a serious magazine—and there
aren’t many of those—that you like and
can contribute to working under a gener-
ous and receptive boss and take your job
very seriously. Do what they tell you and
then do a whole lot more.”

That’s one of the paradoxes—or per-
haps merely hallmarks—of magazine jour-
nalists who can recount hair-raising tales
of spermicidal lubricant and party clean-
ups on one hand, and then go on to sug-
gest to others that they follow their path.

“My first boss told me, ‘I will never
make you get coffee,’” recalls another for-
mer editorial assistant, who now is the
executive features editor of a leading fash-
ion magazine. “She said, ‘I worked at The
New Yorker and I had to make those bas-
tards coffee, and Ill never put an assistant
of mine through that.’

“Instead, she had me [photocopying]
her child’s Weight Watcher’s diet every

I’ve had to fetch coffee, search every




day, and filling out her insurance forms for
Xanax refills.”

Still, this woman thinks anyone yearn-
ing to work as an editor at a national
magazine would be wise to seek a job in
New York City as an editorial assistant.
Such jobs offer starting salaries of
$22,000 to $25,000. “Just be careful you
don’t spend four years doing nothing cre-
ative, having your ego destroyed
and having your confidence beat- |
en into the ground,” she says. .
“But yeah, it can be a great entry-
level job.”

A freelance writer who makes

well over $100,000 a year remem- . P
«

bers his first job as a researcher. “I
would have to check stories that
began, ‘I climbed into my tk mod-
el tk, then pulled onto highway tk,
which I followed to the beautiful
desert oasis of tk.” Then, when I
would call the writer to ask him
questions about his car, and the
highway and the beautiful desert
oasis, he would scream at me and
treat me like scum.”

In the next breath, he says,
“Would I recommend a research
position to someone who wants to
be a writer? Yes.”

Another successful freelance
writer and author, whose first job
out of college was as an editorial
assistant at Vogue, remembers
that “it was quite a shock to an
eager, idealistic young girl like E
me to find that fashion maga-
zines were far from being meritocracies.
But I quickly got used to the top editor
who used to edit the verbs out of my
copy. It took a little longer to adjust to
picking up my boss’s dry cleaning every
week. But I would definitely recommend
that port of entry for those inclined to go
into journalism.”

Why would so many people who have
endured such monumentally stupid tasks
still enthusiastically recommend to others
that they start in similar jobs? The journal-
ist equivalent of the Stockholm syndrome?
Or could it be that there is something valu-
able about starting at the bottom?

act-checking is good for learning
how a story is assembled and con-
structed, the pattern of an inter-

view, how to be diligent in one’s report-
ing/editing,” says Mark Adams, who

#*

started as a fact-checker at Qutside in
1992, later covered the magazine industry
for Mediaweek and recently left a senior
editor position at GQ to become editor at
large at the start-up Maximum Golf. “And
it was] rewarding any time you found a
new nugget of information that actually
improved the story.

“Knowledge of the way the magazine
ke - =

“" ) + .

g ’ > .?..9

-2

editors are like, etc. It also teaches you
reporting skills. I know how to find any
piece of information now. But more
importantly, it allows you to begin to
understand the voice of a magazine.
What they want to be and how they want
to appear. This way you can begin to
understand how to get your work into
the book. Otherwise, it’s just a crapshoot

A former editorial assistant

I'warns: "Just be careful you don't

7~

business runs is a plus,” he adds. “And this
business is like Hollywood—the more
people you know, the more valuable you
are.”

The senior editor and former fact-
checker who once “believed the world was
organized in its hatred for the fact-check-
er” now sees the benefits of his former job.

“There are two ways of getting work as
a magazine writer,” he says. “The first is by
getting any clip you can and working from
there [this includes starting as a newspaper
reporter]; the second is by proximity. 1
chose the second and took work as a fact-
checker, and used the office as the base of
freelance operations. It easier to get work
with Esquire letterhead than without.”

Working as a fact-checker, he says,
“lets you see how magazines work, from
the inside. It shows you how pitches are
accepted, how to get work writing, what

spend four years doing nothing
creative, having your ego
destroyed, your confidence

iy

beaten into the ground.’ e

?..

and you end up one of the sorry souls
who send pitches on “The Idea Factory’
letterhead.”

The editorial assistant—turned-assistant
editor says: “I figured if I could just get my
foot in the door, I'd haul ass and charm
everybody and work my way up the mast-
head.” And she says, spermicidal lubricant
chores notwithstanding, it’s worked.

“I'm doing a lot of writing, even more
editing, and I've made a lot of contacts to
whom I can pander words for cash. My
ambitions were to bring good ideas to the
table and when I got them assigned to me,
to demonstrate that I had the skill/insight
to execute them. It actually went the oth-
er way around—I wrote what they told
me to until I could turn out exactly what
they wanted quickly—and then I just
started thinking like them so they listened
to my ideas.”
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ditorial assistants work more closely

with editors and are more involved

in the day-to-day operations of a
magazine. Fact-checkers, who start at
annual salaries of between $30,000 and
$35,000, metculously re-report stories that
run in a magazine, and follow a piece from
early draft to publication.

Is one position better than another for
an aspiring journalist? It depends upon
whom you ask.

“When I was meeting with editors and
interviewing for positions,” says a recent

lines and captions, assignments which
sometimes lead to junior-level editorships.”

“By the time I moved to New York,”
says former fact-checker Adams, “I'd spo-
ken with a lot of people and gotten a lot of
contradictory advice. The only thing peo-
ple seemed to agree on was that copy edit-
ing wasn’t the place to be for a young go-
getter. And fact-checking was, for the most
part, a lot of fun. It beat the hell out of
answering someonc’s phone.”

The diet-copying, prescription-forging
former editorial assistant sees things some-

what differenty.

One former
fact-checker believed
‘the world was organized
In its hatred for
the fact-checker.’

hire in the research departinent of a promi-
nent general-interest monthly, “I had the
impression that research was definitely the
more desirable entrée. Fact-checkers re-
report stories, correct inaccuracies, im-
prove the quality of work. Editorial assis-
tants file, phone and fetch lunch. I also
found that some editors were wary of my
ambition...when I was interviewing for
assistants’ jobs. Knowing that I want to
write, they asked, ‘How long do you think
vou could be content answering my phone
and mail?” While that is somewhat true—
moreso of assistants than of fact-checkers,
whose reach seems to be more limited than
advertised—assistants also have greater
opportunity to impress their editors and
frequently are charged with writing head-

“I have a huge prejudice against res-
earchers who pitch me ideas,” she says. “I
think if they were really talented, they’d be
an editor, not a researcher. The researchers
might have more reporting savvy, but the
assistants are more literary. They’re not the
hardcore ‘I wanna be a journalist’ types.
And let’s face it, magazine writing has to be
stylish above all else. Someone else is going
to fix the facts anyway. My biggest problem
with a story is if it’s boring. If the writer
hasn’t reported it well, so what? I can find
someone else to fix that. But if the writing’s
not stylish, forget it. That’s a headache,
because that means I have to rewrite it.”

“Editorial assistants tend to be women,”
says a woman who started as an editorial
assistant three years ago and now works as
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an associate editor. “That’s because they’re
more willing to work for others, I'm sorry
to say. Fact-checking is a better back-
ground for reporting, a more legitimate job
in general, but it seems less on a track to
writing and editing.”

Mirabella editor in chief Roberta Myers,
who started as an editorial assistant, says
many would-be editorial assistants today
are “people with beautiful educations from
really great schools and they’re really well
educated in art and literature, but they
don’t know how to report. So many of
these people say, ‘What I really want to do
. is write.” And what they
mean is they want to

" : write novels, or profiles,
j / or something that’s
1 about their beautiful,
S tender voices. But mag-

azines are timely, and so
they have to be about
something that’s going
on—and many [would-
be editorial assistants)
don’t understand that.”

Says former fact-
checker Adams: “Fact-
checkers are more like-
ly than assistants to be
working on a novel or
screenplay. A résumé
scems to be more im-
portant in lining up an
assistant job.”

A former editorial
assistant: “Fact-check-
ers are anal and irritat-
ing for the most part,
but I'm guessing it
makes you unafraid to

call anyone at any time and ask them any
question. Follow-up reporting takes
balls, sometimes.”

A former fact-checker: “The typical
editorial assistant is more of a networker;
the fact-checker is more a self-styled intel-
lectual. Also, editorial assistants are better-
looking, have richer parents, and are more
likely to have shares in the Hamptons.
Editorial assistants tend to be better at
‘packaging’ and coming up with great pop-
culture stories. They understand the lan-
guage of magazines, and all their ideas
seem the same. Everything they do quali-
fies as ‘magaziney.’ They’re more afraid of
losing their jobs. They’re more capable
and less creative.”

An associate editor who has been both




a fact-checker and an editorial assistant,
and who still isn’t sure whether she wants
to write or edit, says aspirations should
determine entry-level choice.

“I’d advise someone who wanted to be
an editor to be an editorial assistant, so they
would understand how the
whole process of putting
out a magazine works. If
someone only wanted to
write, though, I'd tell them
to look for a freelance fact-
checking job. That way
you work closely with top-
level editors, you don’t
have to make lunch reser-
vations for middle-aged
lechers and it’s easier to
patlay that ‘Hey, we need
to change this libelous pas-
sage’ conversation into a
‘Hey, I've got a great story
idea,’ than it is to pitch
something while you're
fetching coffee and mak-
ing copies.”

Myers, though, who is
responsible for hiring edi-
torial assistants and fact-
checkers, disagrees.

“If you enter as an edi-
torial assistant,” she says,

“you have a built-in pro-

tector or mentor. Some-

one you hope has your best interests at
heart, who will give you opportunities.”
More importandy, fact-checkers “don’t
really have an opportunity where they’re
line-editing, and shaping a piece, even on
the most rudimentary piece. All the
researchers I know are very smart, very
good at what they do. But they’re like
senior staff members. It’s not a skill-build-
ing job. So they have a harder time break-
ing up and breaking out in a magazine.”

hether taking a job as an edi-
torial assistant or a fact-
checker, those who have

traveled the entry-level path share words
of advice for neophytes. First, realize
that bigger is not necessarily better, and
that more money doesn’t always mean
more opportunity.

“Not only is the pace different at a
weekly—later nights, more stressful dead-
lines—but also the amount of interaction
with writers and editors,” says a fact-
checker at a large general-interest month-

ly, who started at a weekly. “Therein lies
the trade-off. Those fact-checkers who
thrive under the pressure of deadlines and
take advantage of the increased interac-
tion may find that there is greater verti-
cal mobility at a weekly.

could never happen at her magazine.
Newer titles take more risks, have greater
turnover, and tend to have a younger,
less-experienced core. They also tend to
pay considerably less and fold consider-
ably more frequently. Nonetheless, I

‘Editorial assistants
are better-looking,
have richer parents and
are more likely to have
shares in the Hamptons.’ 4

“Glancing down the masthead of the
major weekly where I once freelanced,
that mobility is clear. Nearly half of the
staff writers, associate editors and assis-
tant editors started at the magazine as
fact-checkers. A similar glance at my
monthly’s masthead yields no names of
fact-checkers that have risen to staff writ-
ing or editing positions.

“Here, researchers are researchers. If
they want to write or edit for the maga-
zine, they had best keep their contacts
fresh, but go elsewhere, pad the résumé,
write a book. Only then is a triumphant
return possible. This fact was made
abundantly clear to me in the interview
process.

“This also is not true of all monthlies.
‘The magazine for which I work is an
established, well-respected title. I met a
woman the other night who is a senior
editor at a major magazine; she started as
a fact-checker when the magazine was
young. Today, however, with new man-
agement and new prestige, she says that

‘@

would encourage someone to take a
chance at a young publication—especial-
ly a startup that she might have an op-
portunity to help shape. There, the lines
between fact-checker/assistant and writ-
er/editor are generally less rigid and
opportunity is there for those with the
energy and ambition.”

Wherever you start, though, it’s im-
portant to be eager to advance—but not
too eager.

“As a fact-checker,” says a senior edi-
tor at a leading women’s magazine, “you
should start writing pieces—no matter
how small—as soon as you can so you can
represent yourself as a ‘writer-fact-check-
er,” which may seem like a small distinc-
tion but which is in fact an important one.
And if no one at your magazine will accept
your ideas, pitch them somewhere else.
Whatever you do, don’t turn into a nag.
Be persistent, but not annoying—espe-
cially to the editors at your magazine.”

Adds Adams: “Don’t make the com-
mon mistake of thinking you should be
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writing for a magazine just because you
check its facts. Start by doing your cre-
ative work for anyone who’ll publish it
and even pay you for it.”

“I know one woman who started at
Esquire right after graduating from col-
lege,” says a fact-checker at a women’s
magazine. “She had been a journalism
major and I suppose she expected to be

if it means leaving to work at a smaller
magazine as an assistant editor,” says the
senior editor from the women’s magazine.
“You’ll get more responsibility and won’t
get tagged as an ‘assistant-only’ type.
The former fact-checker who felt like
he had disappeared remembers the “cau-
tionary tales” he heard as soon as he was
hired. “The fact-checker who had been a

-

‘If you're smart
but you're not doing well
In a place of opportunity,
then you're in
the wrong place.’

writing features by the end of her first
year. She was, of course, mistaken, and as
more and more of her ideas were reject-
ed, she got frustrated and as a result the
little creative work that she was doing
deteriorated. She was relegated to entire-
ly clerical duties and she came to resent
her coworkers and the magazine and she
finally left. I don’t even think she’s writ-
ing anymore. Her expectations were out-
rageous and she missed the most impor-
tant point: If you’re smart but you’re not
doing well in a place full of opportunity,
then you’re in the wrong place.”

Finally, remember that an entry-level
job is just that—entry-level. Stay in it too
long and you’re asking for trouble.

“Any entry-level job you hold onto
too long hurts you as a writer or editor,”
says Adams.

“Get yourself promoted out of an edi-
torial assistant job within two years, even

-
ot
fact-checker for seven years. The mopey
research editor who never really wanted
to be a research editor. The 42-year-old
editorial assistant who sobbed over her
salad at Burger Heaven every day. I think
those stories were largely responsible for
my fear-induced ambition.”

areful and conscientious entry-
level journalists can find work
with concerned and helpful edi-
tors, of course, and when they do, the
result is often a mutually beneficial,
mutually rewarding experience. Phones
can be answered, facts checked and files
filed, naturally, but skills can also be
learned, contacts made, organizational
tics and subtle institutional customs
absorbed. Creative and productive ideas
and stories can be generated, lucrative
and satisfying careers launched.
Still; given the low pay and wide-
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spread reports of horrific entry-level ex-
periences, along with the nasty institu-
tional habits that the current apprentice-
ship program encourages (worship of
celebrity culture, segregation of people
who can report from people who can
write, a sense of entitlement when it
comes to corner tables and car services),
wouldn’t it make more sense to hire, say,
cub reporters from Midwest-
ern dailies to provide the jun-
ior-level services a magazine
# requires? Certainly, the mag-
azine business is loaded with
talented professionals who
got their start in newspapers
all over the country, but New
York is the center of the
world in the magazine busi-
' ness, and a staggering level of
New York provincialism is
- impossible to deny.

“If T get an application
: from someone who works for
some little Midwestern paper,
do I care?” asks an editorial

assistant—turned—associate
editor-turned-senior editor
turned—senior features editor
at a national fashion maga-
zine? “So she’s [published] in

» Akron? How’s she going to

understand anything about
what a national magazine
based in New York does?”
Says another senior editor,
who started as an editorial
assistant and now helps run a leading
style magazine, “Let’s face it. It’s hard if
you’re working for some shitty little
newspaper in Crapville, U.S.A.”

“You try to find the best person for the
job,” says Mirabella’s Myers. “You want
someone who understands what a maga-
zine story is—what makes it different
from a newspaper story. If you’re talking
about bright, talented people who are
aware of the world and the written word,
and they kind of get your magazine, and
they can articulate what your world view
is, and if they know how to put a story
together, you can get those people any
number of ways.

“Is there a better system? No.” [
Steve Friedman bas written for Esquire,
Outside, GQ and many other national pub-
lications. He began bis career us a veporter at
the Columbia (Mo,) Daily Tribune, a small
Midwestern daily.
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When it comes 10 the Internet, it's all too easy to get stuck in an American-centric navel

gaze. Maybe we were the first to go online in force—and didn't our very own vice president invent the
Internet, at least in his own mind? Well, here's a news flash: The number of Internet users outside the
United States has just surpassed the number of American Web surfers. Pundits agree that the rapidly
expanding European, Asian and Latin American markets will play an increasingly significant role in the
digital future. And why should that be a surprise? After all, it is called the World Wide Web.—Kipp Cheng

Interactivenews

@deadline

Bookmark Product Out

Websplit, a technology company based
in Herzlia, Israel, today launches its first
product, a free, downloadable software
application that “splits the Web” by dis-
playing browser bookmarks simultane-
ously as live screenshots on one
screen. Websplit replaces textual URLs
with live Internet pages that are viewed
through a user-friendly interface.

Bright Investments
Mountain View, Calif.-based BrightStreet,
a provider of Internet promotions
solutions for major advertisers and
marketers, announced a strategic invest-
ment from Cox Direct, Largo, Fla.,
creators of Val-Pak and Carol Wright
Sampling; newspaper group the
McClatchy Co., Sacramento, Calif.; Cen-
tral Newspapers, Phoenix; and Sandier
Capital Management, New York. Bright-
Street’s Promo Central tools allow adver-
tisers and brand marketers to track indi-
vidual consumer response to promo-
tions, from viewing online to printing to
redemption, either online or in brick and
mortar locations.

TW Expands L90 Ties

Entertaindom.com, the online enter-
tainment destination from Time Warner,
Los Angeles, has expanded its relation-
ship with L90, Santa Monica, Calif., a
provider of online advertising and direct
marketing solutions. Entertaindom.com
will place a year-long media buy on the
L90 network of more than 125 sites,
including entertainment, sports and
technology.

Correction

In a story about Wish.com in IQ’s

Jan. 31, 2000, issue, the name of the
company's new executive vice president
was misspelled. He is Steen Kanter.

1Q regrets the error.

Online Style Directory
Style365.com Debuts

By Kipp Cheng

eb directory and search site
style365.com was unveiled yester-
day during a launch party at New

York’s Four Seasons hotel. The Los Angeles-
based company hopes to satisfy the public’s
seemingly insatiable appetite for all things
fashionable and stylish by offering an editori-
ally selected directory of links to upscale and
hard-to-find Web sites. The site also will fea-
ture original content, such as fashion/celebri-

ty profiles, and 24-hour customer service.

According to the site’s
co-founders Terron e
Schaefer and Andrew
Leary, existing search
and directory sites like
Yahoo! have inadequate-
ly addressed the style-
conscious market or often
produced too many irrel-
evant links. “We were
frustrated with how diffi-
cult it was to find any-
thing on the Web and
appalled by the Internet’s
complete lack of style,”
said Schaefer, who has 25 years of marketing
experience, having consulted with retailers like
Macy’s, Bloomingdale’s and Harrods.

Leary, who previously worked as a
defense attorney in Boston and most recently
as a talent agent at ICM, said the vastness of
the Web was no reason to keep it and its users
from finding style online.

The site has been under development for
more than a year, but Schaefer said that while
the site is now officially launched, additional ]

Directory and search site style365.com’s
co-founder Terron Schaefer hopes to bring
style and substance to the Internet.

features and functions—including an e-shop
called shop365.com, which is slated to launch
in Q2—will continue to roll out as the directo-
ry expands.

The current iteration of style365.com
focuses on four areas of interest: fashion, inte-
riors, travel and leisure and indulgences. The
prototype for style365.com was designed by
world-renowned designer and artist Massimo
Vignelli, who has designed for American Air-
lines, IBM and various museums.
Style365.com will be
| ad supported, but Leary
said, “There will be no
banner ads on the site.”
Instead, ads will mimic
the proportions of print
ads. “Wethought long and
hard about advertising
and how it’s treated
online,” said Leary.
“We've created ad ratios
similar to those offline so
that advertisers do not
have to recreate their
advertising for the Web.”

All ads receive editorial adjacencies, much
like print fashion magazines. At-launch
advertisers range from Hewlett-Packard to
high-end furniture maker Palazzetti.

While high style is emphasized on the site,
Schaefer claimed that the directory is not
only about expensive products and services.
“We are not focused only on the big names but
also on lesser-known names,” said Schaefer.
“It’s not about luxury; it’s about funection,
design and style.” m
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Alloy Aids Clairol With
Product Line Promotion

BY JOANNA SABATINI—New York-based Clairol
has partnered with Alloy Online, a provider
of content, commerce and entertainment to
teens and young women ages 12 to 24, to pro-
mote its Herbal Essences produect line.

The online and offline integrated campaign
will direct users to the microsite herbal-
essences.com, where they can play “Totally
Organic Garden.” The game, created by digi-
tal media company Imergy, New York, gives
users access to animated flowers, which they
will have to shelter from various hazardous
events, such as tornadoes. The user can enter
to win a free trip to Costa Rica after passing
through all three levels of the game.

One winner will be chosen after the
microsite, built last month by interactive
agency Designstein, Minneapolis, is dis-
mantled in April. (A microsite is usually a
co-branded, temporary site.)

According to Samantha Skey, vice presi-
dent of e-commerce and sponsorship for

POgs™

Alloy, also based in New York, the compa-
ny was a logical choice for Clairol as Alloy
has both offline print and Web eomponents.

Beginning this week, a Clairol ad direct-
ing consumers to herbalessences.com will
appear in Alloy’s spring print catalog,
marking the first time Alloy has accepted
print ads. Additionally, banner ads will

| appear on the Alloy Web site, alloy.com.

When clicked, the ads will transport users
to the microsite. Alloy also will send e-mails
to its registered users and catalog recipi-
ents featuring the Herbal Essences ad.
Alloy was founded three years ago as an
e-commerce company. It established the cat-
alog shortly thereafter and hopes to sign on
more advertising partners. “We don’t want

| the catalog to become cluttered with ads—in

the past we’ve always stuck to promotions in
the catalog—but we see there is a definite
place in the market for projects similar to
herbalessences.com,” said Skey. &

bits

New York-based wedding resource site The
Knot will merge with Weddingpages.com,
publisher of regional wedding magazines.

The deal will
[the Knot

' be made for
$8.5 million in
cash. With the merger, The Knot will extend
its brand into local markets and gain addi-
tional advertising revenue.

Solbright, New York, an application service
provider of digital media solutions, has
entered a partnership with Thinking Media,
Chattanooga, Tenn., a rich media software
developer, to integrate Thinking Media’s
Active Track client-side tracking technology
with Solbright’s Dispatch advertising cam-
paign management system. Advertisers and
their clients will be able to measure more
accurately performance data with the com-
bined technologies.

P.R. Newswire, New York, has acquired inter-
net monitoring service eWatch, St. Paul,
Minn. The announcement was made by PR.
Newswire parent United News & Media, a
U.K.-based international media conglomerate.

STSICNESKI

Why did the media director say
pogo.com Is the Ideal site for

\ rich media advertising? /

ANSWER: STICKINESS

/

The pogo.com network is #3 in Stickiness on the internet, ranking above websites like ebay and aoL.com. With visits averag-
ing 22 minutes per day’, pogo.com is the ideal place for users to download and interact with rich media advertising.

pogo.com provides games for the following sites:
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www.pogo.com/advertise

NEW YORK 212-324-4550

LOS ANGELES 818-539-2266
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BE YOUR OWN BOSS!

Atin: freelancers, consultants, & hired guns.
Work where you want, when you want.

No supervisors. No commuting hassles.
Earn $8$ thousands. Freedom to balance
your priorities and work in your pajamas.

Join Guru.com for smart career advice,
great gigs, & essential services.

WWW.guru.com
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EntryPoint Adds Features,
Seeks Wider Audience

BY EILEEN MCCOOEY—EntryPoint today launch-
es an improved version of its free, download-
able toolbar, which puts personalized news,
information and shopping functionality on the
user’s desktop. EntryPoint 2.0 will replace
EntryPoint 1.0 and PointCast, which will be
phased out during this quarter.

New features include an extended alert-
ing system for news events and changes in
stock price or volume, stock portfolio track-
ing, a Fun button that links to consumer-ori-
ented content and a screensaver that dis-
plays a full-screen ticker and news headlines.

“We bring information to users outside
the browser, while they’re working in other
applications,” said Francis Costello, presi-
dent of San Diego-based EntryPoint. He
believes the “desktop attention” category
has as much potential as instant messaging,
which has tens of millions of users. Entry-
Point 1.0 and PointCast already have
800,000 registered users—who will be

upgraded to the new version automatical-
ly—and Costello believes many more will
be attracted by the “unique combination of
news, information and e-commerce in a
very lightweight, unobtrusive package.”
The 700KB applet takes about 3 1/2 min-
utes to download on a 56K modem, said
Costello. By contrast, PointCast is about

anchor tenants,” he said. “Users are also
just a click away from a wide variety of but-
tons and banners. The Smartscreen screen-
saver has ad spots as well.”

The integrated eWallet offers opportu-
nities for marketers. “Being right at the
point of purchase offers incredible value,”
Costello said. Discover Card signed a deal
last fall that makes it the first card users
see when they open the wallet.

EntryPoint is bundling the toolbar with
3Com modems and installation CDs for
Freei.Net’s free Internet service. The com-
pany also announced today a co-branding and
bundling deal with Bell Atlantic Internet

5MB in size. Entry-
Point 2.0 also puts less
of a burden on user
computers. The tool-
bar extracts key infor-
mation and lets users
go online with one click for more detail.
The company made “a conscious deci-
sion” to omit ads from the toolbar, Costello
said. But there are plenty of advertising
opportunities that generate enough rev-
enue to support the free service, he added.
“The Shop button on the toolbar takes the
| user to a directory of stores featuring our

The just-released version of EntryPoint’s toolbar has new features,
including an extended alerting system and a Fun button.

Services. EntryPoint soon will launch a pro-
gram under which affiliate sites will be paid
for signing up new users.

The company recently signed Phillips-
Ramsey, San Diego, to handle a $10 million
ad campaign using print, radio and outdoor
ads. EntryPoint has been handling online
buys on sites such as CNET in-house. B
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Because our collection of online games is so vast, it's no wonder we attract such a diverse group of people. 53% of our users are
female, 75% are 18-49 years old, 78% play from home, and 54% buy products ontine.” Pay attention. There will be a test next week.

pogo.com provides games for the following sites:
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They’re the audience every marketer is after.

What’s the best way to reach the

leaders of the Internet Economy?

CONCENTRATE.

Internet business strategists are at the forefront

of a revolution that has every company scrambling

to put its business on the Web. These new business
AP  lcaders are a marketer’s dream,
s FINANCIA

isd SERVICES

with enormous spending power,
influence and responsibility.
What they don’t have, however,
is time to wade through piles of
The Industry Standard, " information every week to find

the first and only weekly .
newsmagazine wririen fr  the answers best targeted to their

the business leaders of the
Internet Economy.

business objectives. That’s why
more Internet business professionals than ever
have made The Industry Standard their primary
source for coverage of the Internet Economy.

It helps today’s Internet business strategist
concentrate less on reading, and more on doing.
How can we help you reach them? For more
information, contact Steve Thompson, Publisher,
at (415) 733-5460 or stevet@thestandard.com.
www.thestandard.com

THESTANDARD

INTELLIGENCE FOR THE INTERNET ECONOMY™

THE INDUSTRY STANDARD THESTANDARD.COM CONFERENCES RESEARCH RECRUITING MARKET-MAKING

© 1999 Industry Standard Communications, Inc. Alt rights reserved. The Industry Standard and TheStandard cropping tool logo are our trademarks.
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HoopsTV.com Relaunches
With Integrated Ad Push

BY KIPP CHENG—Looking to score points |
with sports fans on the Internet, Hoops-
TV.com, the Rosemont, Pa.-based basket-
ball entertainment and lifestyle Web net-
work, today will launch its first integrated
marketing campaign.

A print spot featuring a quasi-religious
altar to basketball with the tagline “If bas-
kethall is your religion, this is your church”
will appear in this week’s issue of Sports |
Hllustrated, with placements in ESPN maga-
zine, Slam and Electronic Gaming Monthly
to follow. A national cable TV spot also will
air beginning today on TNT, TBS and ESPN.

The multimillion-dollar campaign was
created by Red Tettemer, a Narberth, Pa.-
based advertising agency that specializes in
entertainment and telecommunications
marketing. The online portion of the ad ‘
effort, featuring banner ads, will be execut-
ed later this month by interactive shop
i-frontier, Philadelphia.

POgs

48. One media buy on pogo.com will run across our network of

ANSWER: THIRTEEN

| from football to basketball,” said O’Neil. '

According to Scott O’Neil, president at |
HoopsTV.com, the marketing push will coin-
cide with this week’s expected
relaunch of the HoopsTV.com
site. Since the site’s original
launch last November during
the start of basketball season,
O’Neil said HoopsTV.com
has gathered user feedback,
which was incorporated into
its redesign.

In addition to advertising in
print, on TV and online, Hoops-
TV.com also will purchase
placements on arena signage.
The entire campaign is expect-
ed to run through April.

It’s no coincidence Hoops-
TV.com’s marketing push follows the Super |
Bowl. “When the football season ends, |
that’s when the sports world really shifts

Print ads showcase b-ball's
religious-like following.

Additional versions of the ads will
appear during the NBA All-Star Game and
March Madness, the two preeminent bas-

| ketball events of the year.

The newly revamped site will feature
improved navigation as well as daily news
and content updates. O’Neil said Hoops-
TV.com can go behind the scenes with
original video and audio clips and show-
case players and games that
are ignored by other news out-
lets, including the official
NBA.com site.

“We're giving you the news
that the NBA won’t say, the
news that other outlets won’t
report,” said Tanya Curry,
director of marketing at
HoopsTV.com.

For example, HoopsTV.com
will tell the real story of why
Allen Iverson and Vince Carter
did not make the cut for the
Olympic  basketball team,
Curry said.

HoopsTV.com has commerce alliances
with CDNow and FootStar, the parent
company of athletic footwear retailer
FootAction. m
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In addition to the pogo.com website, we provide online games for a world class line-up of distribution partner sites bring-
ing family games to mass market consumers, With one call we can have your ad running across our entire network of sites.

pogo.com provides games for the following sites:
e 3 —

| POgO~ [Fawrmer | ) Home [

exoite. @g:};,m,“,]&,m] NETsCARy| AT

| @~ [snap.com]|

www.pogo.com/advertise
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Study: CPM Rates Drop
As More Sites Seek Ads

BY ANN M. MACK—As the number of Web
sites seeking advertising continued to grow
in 1999, CPM rates declined, reaching a
temporary plateau. According to an online
advertising report issued by AdKnowledge,
a provider of Web marketing management
services, the number of ad-seeking sites
exploded from 1,424 in December 1998 to
3,347 in 1999, a gain of 135 percent. Growth
in 1998 and 1999 combined to total 224 per-
cent. Meanwhile, the average CPM rate
decreased by 6 percent in 1998 and 4 per-
cent in 1999, about 1 percent per quarter.
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falling CPM rates point to a classic case of
supply and demand.

Although the decline in CPM rates
slowed somewhat in 1999, denoting a lev-
eling off, Schott says the rates have yet to
bottom out.

“It’s at a plateau,” she said. “It’s the
nature of the beast. The rates are falling,
falling, falling. Now, everybody is saying,
‘Let’s stop and take a look and see where
we are at.””

The decrease in CPM rates was mir-
rored in almost every site category, with
the notable exceptions
shareware and
shopping/transaction
sites. The upward
momentum of CPM
rates in these two cat-
egories reflects the
progress in e-com-
merce during 1999.

With an increase in
ad-seeking sites in
1999 also came an
increase in rich media
acceptance. The num-
ber of sites accepting
each rich media for-
mat, such as Audio,

Real Audio |H— Emblaze by Geo,
Shockware [— Enliven by Narrative,
Real Audio and Shock-
Lly Banner wave, rose by at least
= 25 percent in 1999.
video [ HTML became the
dominant rich media
VRML

|- 1 | | type, with Java a close

0 200 400 g | Second.

Number of Sites Accepting the Format

Not only did sites
accept a wide range of

HTML continued as the dominant rich media type in 1999, while across
the Web, all rich media formats received wider acceptance.

“The growth of Internet advertising in
the last few years has been pretty phe-
nomenal,” said Michele Schott, director of
marketing communications at the Palo
Alto, Calif.-based AdKnowledge. “The
word is out: It works.”

The results of the Online Advertising
1999 Year-in-Review study reflected self-
reported information provided by
AdKnowledge’s database of more than
3,000 Web sites. Some of AdKnowledge’s
customers include Web marketers eBay,
PlanetRx, Sparks.com, Healthshop.com,
Cooking.com and SportsLine USA.

The boom in Web advertising and

rich media formats,
they also accepted a
number of banner
sizes. Although the
468x60 banner clearly has been accepted as
the standard, sites continued to experiment
with sponsorship size banners, such as
88x31, 125x125 and 120x90, among others.

“Very small sizes indicate that people
are doing sponsorships and links,” said
Schott.

AdKnowledge expects these trends to
continue as advertising on the Web
becomes increasingly mainstream.

“CPM will continue to decline,” Schott
predicted. “The number of sites seeking
advertising will continue to grow. E-com-
merce will continue to grow, and rich
media will become more accepted.” B
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Nelson Marketing, a direct marketer of
imprinted promotional products, has renamed
itself 4imprint, adopting its Web brand,
www.4imprint.com, as its corporate identity.
The Oshkosh, Wis.-
based company also

| has offices in Europe
——— and the Far East, and
serves more than 140,000 customers.

4 1mpr1nt-:

Nelson Mark

Ziff-Davis of New York announced plans to
eliminate its tracking stock structure and
make ZDNet of San Francisco a stand-
alone, independent company. Ziff-Davis will
merge into a newly formed subsidiary so
that all current holders of its ZD stock and
ZDNet stock will hold their investments
through a single class of ordinary common
stock.

FreeRide.com, New York, a Web site that
offers rewards to consumers and loyalty
marketing programs for sponsors, added
more than 50 sponsor sites, including
more.com, San Francisco, and Hickory-
Farms.com, Maumee, Ohio. FreeRide will
have more than 200 sites in its network.

Miami-based Telemundo Network Group, the
Spanish-language television network, has
made a multimillion-dollar investment in
Espanol.com,
Boston, an online
retailer for Latinos
worldwide. The amount of the equity stake
was not disclosed. Espanol.com was found-
ed in December 1998.

ﬁ&;@_ﬁ@l.cém

TheStreet.com, New York, has entered a
content syndication alliance with MSN
MoneyCentral, an online personal finance
unit of Microsoft Corp., Redmond, Wash.
Every week, selected commentary from the
MSN MoneyCentral site will appear on
TheStreet.com.

Advertising.com, Baltimore, a new media
direct-marketing company, launched
AdBroadcast, a service giving consumers
the chance to earn money in exchange for
receiving targeted
'\/dvertising.com marketing mes- .
—| sages on their wire-
less devices, including phones and pagers.
With AdBroadcast, users can receive pay-
ment from Advertising.com each month.

g

If:

Digital Island, San Francisco, an e-busi-
ness delivery network, has acquired New
York-based Live On Line, a provider of live
and on-demand streaming media services.
The transaction is valued at approximately
$70 million in cash and stock.
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Online Ads on SuperBowl.com:
The Good, The Banner and The Ugly

e e e s ——— N | N ow that more than a week has elapsed

CIF IT WAS ANY COOLER. |
IT WOULD HAVE SIDEBURNS. ™

since the advertising showcase known

DOWHKLOAD THE MILLER LITE BEER PAGER £ as Super Bowl XXXIV, the verdict from TV
Consumers gave the banner an 18 percent excellent to very good rating on clickthrough. Mixed and mousepad advertising pundits alike
results from experts: Digitas’ Lynch found it “worth checking out” EURO RSCG's Schmetterer
countered, “The idea is lost and the invite to interact is invisible” appears to indicate that the many dotcoms

that went for broke by shelling out a record

=» Click to enjoy your life

average of $2.2 million per 30 seconds of

WébMD S‘)Or‘B & Fltness Store | air time may have paid too much. While the

Outfitting healthy lifestyles

proliferation of dotcom advertising on TV
Schmetterer observed that this banner was trying to extend a company brand before it even
established its brand. Oniy 1 out of 6 expert panelists iiked the work across the categories. during the big game may reflect the national

os " THE BOBBY "BRACKETS"

diick here FOOTBALL CHALLENGE

epidemic of dotcomania, traditional Super
Bowl sponsors, such as soft drink and beer

purveyors, continue to fare better than high-

tech companies in terms of consumer

Clickthroughs ranked high for experts (4 out of 6), but consumers didn’t feel the same. IDeutsch’s recognition and branding.
Markus liked the banner. “it could provide the most entertainment for the amount of time it
required to check it out. It’s ironic that while TV ad inventory was

overrun with dotcoms during the clash of

lick to hear o) 42 A5 the Titans and the Rams, most of the ban-
and down loa k.. u' -, i ner ads on the official SuperBowl.com Web

| site touted products and services from tra-

USWeb/CKS’ Kvamme iiked this banner best because of its “great offer” and strong brand association.
A majority of expert and consumer panelists gave it high marks across all categories.

I " MEL GIBSON
LY [THE PATRIOT

Five out of 6 expert panelists rated this banner as excelient or very good at branding. Digitas’ |
Lynch said the banner “made an immediate connection with the offline promotional posters.”
A plus for synergy.

ditional companies.

continued on page 54
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The most popular banner among the expert panel, with a unanimous vote for excelience in branding. | -_‘::';'..‘.::“..’..’.‘:._"..__._... BRI e e ot
Schmetterer said this ad “begs for attention and interaction and lives up to the brand idea” | TSR i e=Yin o
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Virtual pigskin: The official Super Bowl XXXIV

(r édanslsk'ﬁ)?SS Web site featured a lineup of banner ads from
Media s mostly offline companies, to varying degrees
Metrix’ of success.
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You depend on Mediaweek
every week...now rely on the
Mediaweek Directory 2000 every day.

Address, Telephone, Fax, Format, | Entrepreneur Magazine

Demographics, Representation, | Entrepreneur Media, Inc.

2392 Morse Ave.
Circulation, Personnel, Rates and | fryine, gfcg%v&
more for... (949) 261-2325
Radi Fax: (949)752-1180 .
adio E-Mail: entmag @entrepreneurmag.c;
Broadeast TV URL: hnp://www.entrepreneurm Get Ready for
S Frequency: Monthly . a
Cable TV e el the New Millennium.
) Audit: ABC 06/30/99 .
Daily Newspapers Single Copy: $4.00. Annual Sub 2000 Ed |t|on

Editorial Profile: Provides ideas, 4

useful technological information fo Av ai Ia b I e N ow !

Out-of-ome small business owner.
Target Readership: Small business Ow

Hispanic Media St. Vice Pres./Grp. Pub. . ..

The perfect complement to
your Mediaweek Magazine
subscription

Magazines

(Eff. 03/01/99) Ix
1 PG BW $37,610  $35,725
1 PG 2C $45,110  $42,865
1 PG 4C $50,135  $47,640

Branch Offices:

3210 Peachtree Rd. NE
Atlanta, GA 30305
d0g) 364-91247

The NEW Mediaweek Directory 2000 is available now. Are you ready for the new
Millennium? With over 9,000 listings and more than 40,000 personnel with titles - the new
2000 edition of the Mediaweek Directory makes reaching the right people easier than ever.
Organized by media type, it provides detailed information on the Top 100 Markets for
Radio, Broadcast TV, Cable TV

and Daily Newspapers. Plus, the Top 300

Consumer and 150 Trade Magazines, National Call 1-800-468-2395 to order

Networks, Sales Representatives, Syndicators, Trade Associations, 2000 Major Media Directory Print Edition - $340

2000 Major Media Directory on CD-ROM
(Windows/Macintosh) - $480
(Outside the U.S. call 732-363-5679)
On the Web at Adweek.Com/Directories

Rating Organizations and Multi-Media Holding Companies.
Cross-indexed by State and City, Call Letters, Format, Affiliation,
Service Type and Publisher, the directory gives quick access to all
Media in one volume.
Don’t work with out-of-date data, order your new 2000

Mediaweek Directory today!
ADZ8SANET1199
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Not a hit with the expert panel. Lot21's Everett-Thorp said, “Poor graphics and useless animation’
Markus quipped, “ know it's a credit card thing, but | like the Tshirt”

Heiferman said, “Good, bold and simpie ...
Consumer panelists disagreed, favoring this banner’s branding abilities by 63 percent.

but may not be good enough to break through the clutter”

\ ( r_{ | SERIF B}
LY MRS neaks
Portable MP3 Player. O Click here to get yours.

Mostly a bomb for both experts and consumers. Everett-Thorp called it “a soft sell” that didn't tout
features or value. Kvamme succinctly put it: “Bad art direction, horrible product name, etc., etc”

While only 2 out of the 6 experts felt VISA's banner worked in branding, 80 percent of consumers rated
it excellent or very good. Heiferman commented: “It's called interactive advertising. This isn't”

Ad Banner Preferences

MOST LIKED LEAST LIKED
ADVERTISER CONSUMER PANEL ADVERTISER CONSUMER PANEL
Sony Pictures (The Patriot) 28% Visa 18%
Miller Lite 12% UPs 15%
Real Networks MP3 11% NFL Visa 15%
Visa 11% RCA 13%
Hotlobs.com 7% Real Networks 12%
RCA 7% Hotlobs.com 9%
upPs 6% WebMD 7%
NFL Visa 6% Sony Pictures (The Patriot) 5%
WebMD 3% Miller Lite 4%
Real Networks 3% Real Networks MP3 3%

{65 () AdRelevance
Meﬂgtr?x:
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continued from page 52

To assess the potential effectiveness of
banners running on SuperBowl.com last
Sunday, Seattle-based AdRelevance (part of
New York-based Web measurement firm
Media Metrix), in conjunction with NPD
Online, Port Washington, N.Y., conducted a
study for IQ to find out what a panel of 952
consumers thought about a handful of ban-
ner ads. Additionally, AdRelevance recruited
a panel of experts from the world of Inter-
net advertising, including Kate Everett-
Thorp, president and CEO of Lot21; Scott
Heiferman, founder and chief strategist of
i-traffic; Mark Kvamme, founder and chair-
man of USWeb/CKS; Steven Lynch, vice
president and creative director of Digitas;
Craig Markus, vice president and group cre-
ative director of iDeutsch; and Bob
Schmetterer, chairman and CEO of EURO
RSCG Worldwide. The expert panel evaluat-
ed the banner ads based on such factors as
branding ability, potential clickthrough and
synergy with offline efforts.

The results? I-traffic’s Heiferman
summed up the consensus, saying that
many ads failed to leverage the offline com-
ponent with its online counterpart. “People
watched [TV] commercials last Sunday and
made a mental note to ‘check out that dot-
com’ on Monday. But by Monday they forgot
about the TV spot. The online ad could trig-
ger that mental note.”

Will Hodgman, founder and CEO of AdRel-
evance, agreed with the expert panel’s con-
clusion. “While television campaigns no
doubt generate a lot of awareness for the
sponsors, I'm surprised that more of them did
not take advantage of the synergistic effects

of cross-media advertising.”"—Kipp Cheng



The Right Recipe For

A GUILT-FREE GOOD TIME

GREAT

Ad agency and cable
network all-star bands
will rock the night
away in a benefit
performance for
Citymeals-on-Wheels,
which funds the
preparation and
delivery of meals to
more than 15,000
homebound elderly
New Yorkers.

NETWORKING

Mix and mingle
with colleagues from
all over the advertising

and media businesses.

It’s your chance to
have a good time
making new friends
and contacts
while supporting
Citymeals-on-Wheels.

Roseland

LERGDDKING
somepintiherBatties

‘W CITYMEALS-ON+WHEELS

WORTHYCAUSE

When you attend the
7th Annual Media
Battle of the Bands
on February 24th,
you'll be striking a
chord against the
hunger and isolation
that face tens of
thousands of elderly
shut-ins. Last year’s
event underwrote more
than 45,000 meals.

Media Battle Of The Bands

February 24, 2000



Our Clients Talk Back

(ENTHUSIASTICALLY)

“In today’s fast-paced and competitive environment,
knowing your product and your customers just isn’t
enough. The Media School gave our sales team the
inside advantage in understanding and effectively
speaking the language of media planning and buying.”

Joan Sheridan LaBarge was appointed executive vice president and group publishing director of Weider
Publications, Inc. in January 1999. She oversees all advertising sales, marketing and promotional efforts for
Shape, Men's Fitness, Jump and Fit Pregnancy Magazines, arid the Corporate Sales division of the company.

Within the last year, Ms. Sheridan has created and implemented a new organizational structure, built a key
management team for the corporation, and significantly increased ad revenues. She implemented strategic
training programs and seminars for her department of 80 employees to benefit them in the new millennium.
Prior to Weider publications, Ms. Sheridan served as vice president and publisher of Family Life magazine at

Hachette Filipacchi Magazines.

WHO SHOULD ATTEND?

AGENcY — Media Planners, Buyers, Media Directors, Account
Executives, Account Managers...

corporaTE — Advertising Directors, Media Managers, Marketing
Directors, Brand Managers...

ADVERTISING SALES EXECUTIVES — Broadcast, Cable, Print, Qut-of-
Home, Point-of-Purchase, New Media...

| i . q
ANYONE WHO NEEDS MORE KNOWLEDGE IN — terms, planning, buying,
negotiation, media evaluation...

OUR TEACHERS

Our teachers paid their dues at agencies like J. Walter Thompson and
DDB Needham. They translate media jargon into English and share

their professionalism with you.

EXTRA—PRESENTATION SKILLS WORKSHOP

Add an optional third day and practice organizing and presenting a

real media plan. We'll help make you a star.

COST 2-DAY — $795 30-DAY ADVANCE REGISTRATION.
For more information: Call 610-649-0704; Fax 610-642-3615

www.themediaschool.net

THE MEDIA SCHOOL

A Division of MEDIAWEEK MAGAZINE

U ORLANDO, JANUARY 20, 21
O DALLAS, JANUARY 27, 28

U CosTA MEsA, JANUARY 27, 28

O san FRANCISCO, FEBRUARY 10,

O NEw YORK, FEBRUARY 10, 11

U CHicAGo, FEBRUARY 24, 25

U NEw ORLEANS, MARCH 2, 3
0O Los ANGELES, MARCH 2, 3
U BosToN, MARCH 16, 17

U SAN FRANCISCO, MARCH 17*
O NEW YORK, MARCH 21*

0 Miami, MARCH 23, 24

U wasHINGTON, D.C.,

MARCH 30, 31

2000

U Los ANGELES, APRIL 4*

O NEw YoRK, APRIL 6, 7

0 CHicAGo, APRIL 13*

a9 O ATLANTA, APRIL 13, 14
U CINCINNATI, APRIL 27, 28

0O PHOENIX, APRIL 27, 28

U HousToN, MAy 4, 5
0O MILWAUKEE, MAY 4, 5
O Los ANGELES, May 11, 12

U BALTIMORE, MaAY 18, 19

O NEwW YoRK, JUNE 7, 8

0 SEATTLE, JUNE 15, 16

0O ORLANDO, JUNE 22, 23

O PiTTSBURGH, JUNE 26, 27

*PRESENTATION SKILLS WORKSHOP
OFFERED IN THIS CITY

Med.{z School

A division of MEDIAWEEK
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EAST

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 canceliations 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: $43 per line monthly; $270 per half-inch dis-  Express accepted. Call M. Morris at 1-800-7-ADWEEK. Fax 212-536-5315.

ADVERTISING SPECIALTIES | ADVERTISING SPECIALTIES ART/DESIGN SERVICES
his PakTite (NvVision
GRAPHICS

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

a smart move

is an X-large 8 24
Heavy- (}?/ﬂ " A&
2P

weight
Ny Shg p ¥ NOW AVAILABLE IN OVER 50 MARKETS! m) WEB DESIGN
ir P e CALL FOR UNBEATABLE ADVERTISING RATES
aC
e mm) COMPANY PRESENCE
pthet S Wheels America P

Stock & custom shapes available: ré":‘, N | Advertising is Call us today for - CAMERA READY ART
* Rectangle cylinder * Hockey Puck America’ s #1 What s ;

+ Post-Card ¢ Football » Credit Card * Heart source for NSZ};’ our Sp??'al - ADVERTISING

+ Compact Disc » Triangle * Mini-Tee Backlit Mobile advertising rates! Call STEVE At: 718-544-7670
» Chocolate Bar ¢ Race Car « Dog Bone e B g invisi hi

Great for GWP's, Tradeshow Giveaways and On- Advertlsmg. www.invisiongraphics.com
pack Promotions. Include coupons, catalogs and

ART DIRECTION

event schedules inside packages. |
mock ups & dimensional maiters!
f\(; Paclives gy oo | PUSH ALL THE RIGHT BUTTONS.

o i T ADVERTISING SPECIALTIES ADVERTISING SPECIALTIES CALL DICK GRIDER ADVERTISING.

P v g LW =L ART DIRECTION, COPY, MKTE.
e o ' SMDRILR(10:8IV0 FREESAMPLE 12 135333
¥ ;'E"Snyau(qn" aoutt 10-POUND o p—
TALENTED AD/DESIGNER
——- — 4 m== Beautiful print/collateral/adv/promo portfoiio.
WHAT GOOD IS IT al"‘" Concept to finished Mac exp. 212-496-0453
‘ — e
| First-class GRAPHIC DESIGN from start to finish
Ads, Brochures, Cards, Logos, Corporate identity
(212) 260-0865 @ Fast @ Reliable ¢ Reasonable

IF YOU CAN'T GET IT UP?

BANQERS 1 I g()lf bl MONSTER BARs™ make unforgettable thank-you - 1
AND + A
STANDS our compressed golf towel, gifts, incentives, awards. Huge 197 x 10.5" x 2" CO!:t?aPT;ﬁxh?ZAPHZI::ZS ;;':Tzasaiu
i ALL LINTHIS TINY TUBE! size. Gourmet quality, 4 varieties, big discounts. with Mac/All Media. (212) il
R = S + Iprinted high quality velour towel, FAX 215.258.1348 FOR DETAILS & PRICES. R LT
_ - Minimum unly 130 pieces. WWW-MONSTERBAR.COM et

patented
banners HANDY MACANDY F/L AD (212) 988:5114

TOWELS TOWELS | @ :
Patent pending ART/DESIGN SERVICES

e
|lgh"W'E—"_ghl o B | - Beach. Galt,
collapsibie

‘ Sport and

w || A | | FREELANCE

s _UP! . photo t )
- 3-Strikes ADVANCERS
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sélfgég:ggé?h?égF PHODUC‘I =MATRIX= 3 STRIKES CUSTOM DESIGN -~y . . o .
U 25 casscon sraser ™ 4 ) Providing Excellent Artists & Writers
Since 1987

b) STABILITY ON UNEVEMN SURFACES
3 STRIKES cusmm DESIGN  ASI 91243 STAMFORD, (T 06906

CRE 87 v dirihes.com roraphia a el.com
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CALL

& Full Motion Graphics & Direct Mail Premiums ‘

e Metaade ADWEEK CLASSIFIED AT h-t-tp - //www . freelanceadvancers.com
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MARKETING MANAGER
--DIRECT CHANNELS--

illy espresso is the American subsidiary of lllycaffe, a high quality leader
in gourmet espresso coffee, distributed in more than 60 countries. Our prod-
ucts are the finest quality sold to upscale restaurants, hotels, cafes, retailers
and consumers. We currently seek a creative, seasoned direct marketing pro-
fessional to grow North American volume aggressively in the direct-to-con-
sumer channels. Our ideal candidate possesses identifiable catalog/internet/
e-commerce experience and the proven ability to develop and execute market-
ing initiatives consistent with our overall strategy.

We require at least 7-10 years’ of strong consumer packaged goods marketing
experience. Proven direct marketing expertise in strategic planning, cataiog
marketing, list acquisition, database maintenance, advertising & promotion,
consumer research, business analysis and budget management is also re-
quired. Superior supervisory, organizational and presentation skills along with
“high-image” brand experience (preferably in the gourmet food/beverage, fashion
or beauty industries) is strongly preferred.

This is an exceptional opportunity 1o join an exciting entrepreneurial company.
In addition to great cotfee products, we offer highly competitive compensation
along with a progressive, friendly work environment and generous compre-
hensive benefits. For consideration, please forward your cover letter with sal-
ary requirements and resume to: Attn: MMDC, Human
Resources Dept, illy espresso of the Americas, 200
Clearbrook Rd, EiImsford, NY 10503. FAX: 914-784-

' 0586. www.illy.com. equal oppty employer m/t/d/v
, 9 llly eSpreSSO of the americas, inc.
®

Add Passion to Your Career !

GET WORK,GET PAID.
GET WORK,GET PAID.
GET WORK,GET PAID.

Register to work with The Creative Group. As one of our
associates, you can enjoy all the benefits of the freelance lifestyle
with none of the headaches. Get paid on time every week you're on
assignment because we take care of client billing and collection.
Because we are the premier specialized staffing service for the
marketing and advertising community, The Creative Group also
consistently offers a range of rewarding opportunities.

art directors '/ copywriters / graphic designers / web designers
account managers / marketing managers / traffic managers
Contact The Creative Group today.

888.846.1668 « creativegroup.com

t THE CREATIVE GROUP

MARKETING & ADVERTISING PROFESSIONALS

© The Creative Group. EOE

EATIVE DIREC]OR 7
you deserve a natlonal Stage

for your., *
and managerial talent.

e

creative
You've earned it. You've made your mark-gained the attention of your
industry and clients. For years you've shared ideas and advice with
peers, and have become equally skilled at both guidance and execution.

Print, broadcast, production, copywriting. You can do it all-better.

We're Circuit City Stores, Inc., a leading national retailer of brand-
name consumer electronics, personal computers, major appliances
and entertainment software, and we know the value of your creative
talent and experience. And we're offering you an unprecedented
opportunity to guide a world class creative team within a Fortune
200 organization.

For immediate, confidential consideration, please send via email to
executivejobs@attglobal.net. Or you can fax or send your resume to:

CIRCUIT CITY STORES, INC.

Attn: Staffing & Planning / RLAN-4FRRFR
9954 Mayland Drive / Richmond, VA 23233
E-mail: executivejobs@attglobal.net Fax: (804) 527-4086
WE PROMOTE A DRUG-FREE WORKPLACE. EOE.

Any Frustrated Creatives
Want To Leave Advertising
To Work In Television?

Maybe this is your first step. We're the new creative department for USA
and SCIF!. We read scripts for new movies and tv series in development.
Then we do cool ads for them.

And since we work direclly for the same people who greenlight those
movies and tv series, and since they're open to great ideas, we can pitch
them more than ad campaigns.

i you're a writer, art director, or creative director with a great print book and
a love for television and/or science fiction, send 5 non-returnable samples to:
USA NETWORKS, HR Dept AD, 1230 Avenue of the Americas,
New York, NY 10020 or e-mail mrzomp@usanetworks.com

&

SCILFI™

NETWORK"

ACCOUNT SUPERVISORS/
ACCOUNT EXECUTIVES

travel. We offer competitive salary, great benefits and a convenlent Soho location.
Fax resume and letter to:
HR dept. 212/219-3564

Growing full-service ad agency specializing in ethnic (AA & Hisp.) marketing for
major accounts seeks several experienced account managers to handle its growing
needs. Must have package goods, beverage or technology experience. Able to

REGIONAL SALES MANAGER

Competitive Media Reporting, the leading media information services company,
is currently seeking an aggressive Sales Manager with a strong work ethic and ex-
cellent sales experience to maintain and develop new accounts for our National
Advertiser Group. This person will be responsible for selling CMR products and
services to regional and national advertisers; forecast anticipated sales and re-
port sales activity.

The ideal candidate will possess a bachelor's degree with 2+ years of experi-
ence as a sales or marketing representative, the ability to handle an
aggressive quota, strong PC skills, excellent interpersonal, presentation and ne-
gotiation skills and the ability to work in a team oriented environment. Approxi-
mately 30% travel required. Position is based in New York City.

We offer a competitive salary, including commissions, and benefits package. For im-
mediate consideration, please send your resume and salary requirements to
CMR
11 West 42nd Street, New York, NY 10036, Attn: HR/RSM
or email to: miazzaro@CMR.com or fax to 212-789-1296
EOE
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Remember these words?

True, you may work in advertising,
but no one said your job had to run
your life. That’s where Paladin can help.
We're the leading job source for
marketing, advertising,
communications and creative
assignments and careers—
and we'll help you find time for
the that little thing you've been
neglecting lately: life.

Paladin is here for you.
We have a variety of
assignments/pasitions availabie
to suit your style, including short
or long term, on or off-site, and
temporary or full-time opportunities.
Right now, we're looking for
professionals with at least 2 years of
experience in the following areas:

Agency Account Service
& Project Management

Art Direction & Graphic Design
Copywriting/Editing/Proofreading
Marketing Brand Management
Media Planning and Buying
Print Production & Traffic
Public Relations
Web & New Media
We have offices nationwide!

Call 1-888-PALADIN (725-2346)
www,paladinstaff.com

Visit our web site for updated job
postings each week!

PaLADIN.

AMarketing amd Adver tising
Staffing Solutions

EOQE/M/F/D/V

NETWORK

RESEARCH GURU
TOP $

If you have 7+ years advertising
agency research experience and
like to predict National TV Trends
this is for you. Top 5 Media Services
company needs your take on 21st
century audience and program
trends.
Contact: Lee Rudnick
DBI Media Executive Search
Ph: 212-338-0808 Ext5
Fax: 212-338-0632
E-mail:
dbimedia@mindspring.com
www.dbiny.com

micr&cast

THE BROADCAST STANDARD OF THE INTERNET

Based in Danbury, CT, we are seeking individuals for our
Connecticut and NYC offices to support our aggressive sales
and marketing efforts.

Sales Planner

Responsibie for working with V.P.’s of advertising sales
in the creation and execution of client advertising
campaigns. Involves account management of all aspects
from initial proposals through post buy analysis. Must
have 2-3 years experience working with traditional
and/or new media. Writing and computer skills
required. Position based in Manhattan.

Traffic Manager

Creation, development and management of demographi-
cally targeted ad insertion process for advertiser sales unit.
Must have at least 5 years experience in traditional and/or
new media traffic. Broadcast, agency or internet experience
desirable. Position based in company headquarters in Danbury, CT.

Call our Employment Hotline € 203-205-7390 Resumes to: employment@microcast.net or fax 203-791-8586
www.microcast.net  An Equal Opportunity Employer

markeTinGg services the ordine agericy.

Due TO Our overwHeLmIiNG GrowTH, we are LOOKING
n" FOr crearive, agGressive, resuLts-orienten
markeTinG ProrFessionaLs 1o Join our rTeam.

(0

MarkeTINGServicesNow.com IS THe . .
FIrST COMPLETELY INTEracmve onLine director of accourd planning

aGency, createp FOr MarkeTinG

ProFessionaLs BY markeTing r ) b
Jrenior copyevuler
ProFessionaLs.

MmarketingServicesnow.com s

DesIGNeD TO DeVELOP anb execute
BranD BUILDING ProGrams From annuav aEPLY NOW
- PLANNING TO a SINGLE ProJecT, menia FOr JOB DESCIPTIONS anb TO SUBMIT YOUr resume visIT

TO mercHanbISING, coLLarera. 10 www.markerinaservicesnow.com
cameaiGgns. tno plhone cally please/

CALL
Looking for the perfect job? ADWEEK CLASSIFIED AT
ADWEEK CLASSIFIED 1-800-7-ADWEEK
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a A
Show us how smart you are.

Oh, and talented wouldn't hurt, either.
We're looking for a few gifted people to join us as we
redefine direct response advertising. We're FusionDM,
a fast-growing, dynamic agency in San Francisco and
we're cranking ordinary advertising up a couple of
notches. By integrating the Internet in everything we
do, we give traditional media a much-needed boost.
And it's working.

We have exciting opportunities in:
Account Services
Creative Services

Media Services

Web Services

000

So come show off your smarts. Visit our website
at www.fusiondm.com or inquire about a specific
position at hr@fusiondm.com

ADVERTISING SALES REP
SOUTHEAST

Major publishing company has immediate opening on its leading publication for
mass retailing market for seasoned advertising sales professional. The ideal
candidate will be a highly motivated self-starter with excellent organizational,
communication and consultative selling skills. A proven track record in advertis-
ing sales is preferred. Excellent benefits and compensation commensurate with
experience.

Please send resume and salary requirements to:

Director of Human Resources (South East Rep)
Bill Communications
355 Park Avenue South, New York, NY 10010
Or fax (212) 592-6209 or email: HR@billcom.com

9 Sy

FREELANCE / PART TIME / FULL TIME

Exceptional opportunity for talented:
Copy Writers + Graphic Designers + Account Managers
to work on premier accounts in financial services,
travel related and retail business.

(/'{PARTNERS
Nps?

We are a small prestigious, mid-town marketing
communications agency.
Fax or e-mail cover letter and resume with
fee/salary expectations to: hr@jaffeandpartners.com
Fax: (212} 696-4998 No calls please.

J A F F (-

MARKETING & PROMOTION DIRECTOR

New York City based sports marketing agency is looking for a Marketing and Pro-
motion Director to join our rapidly growing department. Agency specializes in
concept development and implementation of consumer and trade programs,
strategic planning creative design, event marketing and corporate consulting.

Director will be responsible for overseeing the implementation of all promotional
programs with both account and creative teams, as well actively participating in
new business development with VP and national sales group. Must be a sound
and creative thinker, with a minimum of 5 years of related experience, who is
willing to roll-up sleeves and get the job done.
Competitive salary, plus incentives.
Please send letter with resume along with salary history to
Human Resources Department
355 Lexington Avenue, 9th Floor, New York, New York, 10017
or fax to 212-599-5486

MEDIA POSITIONS

Growing full-service ad agency specializing in ethnic (AA & Hisp.) market-
ing for major package goods, automotive, fast food, beverage and
technology accounts seeks to fill the following vacancies:
Senior Media Planner, 5+ years exp.
Media Planner, min. 1 year exp.
Planner/Buyer, w/spot radio buying skills

Candidates must be analytical with excellent math, computer and writing skills;
organized, energetic and have a good attitude. We offer competitive salary,
great benefits and a convenient Soho location.

Fax resume and letter to:

HR dept. 212/219-3564

ASSISTANT
BRAND
MANAGER

MEDIA PLANNING
PROFESSIONALS

Fuli service global media agency seeks

Strategic Planner

If you are a creative thinker who
loves to delve into the consumer
mindset, we'd like to talk.

Beverage Importer seeking Assis-
tant Brand Manager to assist in
managing its family of brands to
ensure future growth. This indi-
vidual would be responsible for
directing market research, in-
ternet projects and monitoring com-
petitive activity. Minimum 2-3
years marketing experience pre-
ferably in the beer industry.
Bachelor’'s Degree in Marketing
or Business Administration pre-
ferred. Connecticut location. We
offer a competitive compensation
and benefit package.

Send resume and

salary requirements to:
HR Department
One Station Place

P.O. Box 120 007
Stamford, CT 06912

high-energy, proactive and dedicated
Media Planning Professionals at all
levels (from planners to group heads)
for an outstanding opportunity to join an
expanding, client-specific, planning
group at Northeast headquarters.

Ideal candidates will have related tradi-
tional and some non-traditional media
planning experience in a fast-paced
environment; excellent presentation, ana-
Iytical and organizational skills. Must be
creative and detail-oriented and develop
strong client relationships. Experience
with large retail, QSR, technology or
telecom clients preferred. Competitive
salary and benefits package offered.

Please email resume with
salary history/reqts to:
conad@adweek.com, referencing
Ad# 03A0119 on the subject iine.

TELEMUNDO

Telemundo Network Group LLC,
a Spanish-Language television
network seeks Account Executives
for its NY, Miami and San Antonio
sales offices. Ideal candidate will
have minimum 3 yrs experience in
broadcast or cable sales; solid key
agency and client contacts; and a
proven sales track record. Strong
presentation and negotiation skills
required. If you're looking to work
within a fast growing company,
please send your resume and salary
requirements to:

Telemundo Network Group LLC
Attn: Human Resources
2290 W. 8th Avenue
Hialeah, Florida 33010
Fax (305) 889-7079

Boston-based, fun, fast-paced, grow-
ing strategic planning and marketing
research firm is looking for a
strategic planner with 3-5 years ex-
perience. If you have experience in
both qualitative and quantitative re-
search, please send your resume to:
Box 850, ADWEEK

100 Boylston St., Ste. 210
Boston, MA 02116

Media Director ASAP!

Go to www.mlinc.com

media logic

Reach vour ad community in

ADWEEK CLASSIFIED
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ssociate
Product Managers

Castroi is a leading global manufacturer and marketer of
premium lubricants and related products. One of our
halimarks is our history of continuous improvement, vision
and innovation, as well as our belief that each empioyee

adds value to the tremendous growth and overall success of
the company.

Castrol North America is a fast-paced, innovative marketing
organization whose focus and dedication have propelled its
brands {e.g. Castrol GTX Motor Oil} to leadership in a highly
competitive marketplace. We are seeking a few qualified

candidates for Associate Product Manager positions to join our

marketing team and further drive brand development and
market share growth. These positions are an integrai part of the
brand team, participating in all aspects of brand management, as
well as having responsibility for individual high profile initiatives
and interaction with senior management.

If Your Vision Is To Be A Leader
With A World Leader

..and you are an entrepreneurial thinker ready to be
part of a cutting-edge marketing function, we invite
you to explore these opportunitics with us.

Bristol-Myers Squibb, an innovator and world leader
in the pharmaceutical industry, has several outstand-
ing opportunities available at the Director and
Senior Product Manager levels supporting
our direct to Consumer/Patient
Marketing initiatives.

Responsibilities include:

* Management of all aspects of the marketing mix

= Development of annual budgets and marketing pians

. . = Brand analysis and evaluation of brand performance
Successful candidates » Media and creative development and coordination of agency

should have an MBA with a functions
.. | . . I j j rdin. marketi I iviti
minimum of five years experi- Collaboration with sales to coordinate marketing and sales activities

i ; 4 * Management of brand P&L
ence in consumer line marketing.

Requirements:
= Knowledge of marketing strategy, business analysis, profit and
loss, forecasting

l * Exposure to creative/copy development, media planning and
buying, and promotion planning and implementation

] * Knowledge of marketing research functions

|

|

|

Send your resume via e-mail to: donna.sozio@bms.com

s 1-2+ years' business experience in consumer-oriented marketing
and/or sales environment
= MBA (or MBA in progress} preferred

At Castrol Consumer North America, you'll enjoy a competitive
salary and generous benefits inciuding tuition reimbursement and
40! {k} plan. For confidential consideration, please fax/mail resume
{which must include salary history for consideration} to:

Human Resources Department/PC
Castrol Consumer North America

1500 Valley Road, Wayne, NJ 07470
Fax: 973-633-5305

No phone calls/agencies please.

Only applicants selected for further consideration will be contacted.
Equal Opportunity Emptoyer M/F/D/V

WAV = Bristol- -Myers Squibb Company

J
\

ARE YELEVISION
NETWORKS
A&E Television Networks has two opportunities
in our Ad Sales department:

Coordinator, Sales Operations:
Individual is responsible for providing administrative and technical support to Ad Sales - o, 7
dept. Will maintain database for all sales specific systems; transmit all EDI documents Ru n n I n g o u o Ime g
to agencies; run data integrity reports to ensure accuracy of info. Requirements: 1-2

yrs cable ad sales exp & exp w/sales based systems (Gabriel system a plus). General Let our DM Pros save the dav !

knowledge of EDI. Strong computer skills, excelient communication & organizational

.

skills. College degree or equivalent experience. Don’t call The original - and still
Coordinator, Ad Sales Training: just any the ONLY - interim staff

: . : ; service focusing exclusively
ndividual will train all new Sales Service Reps; respond to system issues, rein- ‘ d
Individual wili train all Sales S R d to syst . temp service on direct marketing.
force alt policies and procedures necessary to provide the best customer service when you )
to both internal and external clients. Will maintain and communicate all evolving There’s too much to risk.

i nheed a

business processes and policies to the National Ad Sales staff. Requirements: So when you need the
Minimum 3 yrs ad sales exp with extensive knowledge of ad sales systems. DM pro. very best interim database,
Gabriel experience a plus. Strong computer skills. Word/Excel, excellent com- traditional DM or website
munication and organizational skills. College degree or equivalent exp. Call DMOC'

marketing help, call

the FIRST, the BEST

in the business -

Direct Marketers On Call.

Please forward resume with salary requirements to:

A&E Television Networks D ‘o

Human Resources Dept./Sales Admin OR Training

235 East 45th Street, New York, NY 10017 3‘§§§ETER .
EMAIL: recruiter@aetn.com ON CALL.INC Tel: 2126911942 / FaX: 2129241331
(Please inciude position title in subject line.) ————— | visit our website at www.dmoc-inc.com

EOE M/F/D/V
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DIRECTOR, ADVERTISING
& PROMOTION

Liberty Science Center (LSC) has a
mission to be a lifelong public re-
source for exploration of science and
technology. Located next to Ellis
Istand and the Statue of Liberty op-
posite lower Manhattan, it is one of
the New York region's major educa-
tional attractions for families and
schools. Explore this exciting op-
portunity to help shape the exciting
future of a dynamic organization. In
this role you will manage advertising,
marketing print materials and promo-
tions. Responsibilities include manag-
ing the advertising agency, directing
consumer and campaigns, working
closely with graphic designers on con-
sumer collateral, and managing
advertising budget. You will also
manage direct mail efforts and
negotiate barters. We require a BA/BS
degree and at least 5 years of client
or agency advertising experience and
a demonstrated track record In de-
veloping creative and innovative
advertising strategies and campaigns.
Discover a high-profile career path in
an energetic, relevant organization
with a comprehensive salary/benefits
package. Please forward resume with
salary requirements to: Liberty

Regional Advertising
Sales Manager

Cahners (www.cahners.com) is a lead-
ing provider of business information
in the United States. We seek an ex-
perienced Advertising Sales Manager
1o join our successful sales team.

To qualify, you must have a college
degree, 3+ years related experience
in advertising sales, and strong sales,
communication, presentation, in-
terpersonal, organizational, and time
management skills. Experience in the
Hospitality or Travel Industry pre-
ferred. Knowledge of the internet,
advertising and hotel industry is pre-
ferred. Up to 50% overnight travel is
required. Candidates must possess
own car.

We offer a competitive salary and
comprehensive  benefits package.
Please forward your resume and
salary requirements to: Cahners
Travel Group, Human Resources, 500
Plaza Drive, Secaucus, NJ 07094; Fax:
(201) 902-1822. Or e-mail your re-
sume to: kfellini@cahners.com As an
equal opportunity employer, Cahners
provides a work environment free from
all forms of discrimination. This com-
mitment to a diverse workforce is the

Regional Sales Directors

New internet exchange bringing together
vendors and buyers of services seeks ex-
perienced ad sales directors who know
how to launch a successful electronic
directory service. Positions are currently
available in New York, Boston, Washing-
ton, Baltimore and Philadelphia.

Each sales director will lead 5-7 sales reps
and have personal sales quotas as well.
The business model has multiple revenue
streams. The sales director will develop
and implement budgets and plans, build
and maintain customer relationships, de-
velop effective sales teams and maintain
employee morale. You should be a self
starter with proven success in local media.
Prior internet ad sates preferred. Should
have 5+ years selling experience, 2+
years of sales management, an entrepre-
neurial spirit and ability to manage a
startup workforce.

Compensation package includes salary,
bonus and stock options, plus an excellent
benefits package. Fax your resume includ-
ing current compensation to VP Sales
(fax) 212-726-0937; or email to
hr@servzone.com. Refer to Job code
mwl.

Servzone.com
The Destination Site for Services

MANAGER,
ADVERTISING

RATES

Newsweek Magazine seeks a Manager of
Advertising Rates for our NY headquarters.
The ideal candidate will be able to: manage
the pricing group to provide timely and accu-
rate support to sales staff, manage
Newsweek's rate and discount programs;
ensure all publicly used materials containing
rates and/or rate policies are accurate; and
oversee rate exception requests. To be con-
sidered, you must have strong finance, ana-
Iytical skills and be computer proficient. Prior
experience in a magazine publishing envi-
ronment and a college degree are preferred.
For confidential consideration, please send
your resume and cover letter, with salary
requirements to:

NEWSWEEK
Attn: F. Bernard
251 West 57th Street
New York, New York 10019
E-mail:
Resume@newsweekmag.com
Only those candidates

we wish to interview will
be contacted.

Equal Opportunity Employer

Science Center, HR Dept. A, Liberty source of our strength.
State Park, Jersey City, NJ 07305 or
Fax 10 (201) 432.5111, Cahners Travel Group
EOE M/F/D/V www.cahners.com
Ad Sales Opportunity RESEARCH MANAGER

Scientific American has tremen-
dous growth opportunity for the
right candidate. We are seeking a
creative, self-motivated individual
anxious to sell ad pages in a fun
and challenging environment.

Ideal candidate has strong sales
skills, is a strategic thinker and is
fast on their feet. Prior media
sales experience required.

Please send resume and salary
history to:
Human Resources
Scientific American

415 Madison Ave
NY, NY 10017

Exciting opportunity for a highly motivated, hard-
working recent college graduate to join an indus-
try leading cigar company. Advertising or promo-
tion agency experience a plus. The right candidate
will be able to handle multiple projects in a fast
paced environment. Position entails promotional
coordination, new product development, bi-
monthly sales reports, coordination of public rela-
tion events and interaction with media. Some
travel s required. Must be proficient in Microsoft
Word, Excel and PowerPoint. Please send your
resume, including salary requirements, to:

Bayard, Department 383

902 Broadway, 10th Floor

New York, NY 10010-6002

Candidate should have a mini-
mum of 5 years previous broad-
cast experience in research to
provide management and sales
staff with basic and specilalized re-
search information designed to
aid in the accomplishment of
management objectives. Includes
development, execution, and in-
terpretation of qualitative and
quantitative marketing and media
research. Send resume to Jim
Gallagher, Director of Sales,
KYW-TV3, 101 S. Independence
Mall East, Phila, Pa. 19106. EOF
MIFADA

ADWEEK MAGAZINES
Needs a Promotion Art Director

Duties include creating ads for
many different media properties,
events and services. Also responsi-
ble for presentation materials, ad
sections, sales literature.
Send three non-returnable samples
(photo copies ok) to:
Wally Lawrence
ADWEEK Magazines
1515 Broadway, 12th Fioor
New York, NY 10036

GRAPHIC DESIGNER

Exciting, energetic, lyr old agenc
seeks brilliant, conceptual designer witK
strong print experience. You'll work on
web design, print & collateral, POP,
outdoor & package design. We need
5+ yrs. of exp. and a great portfolio.
Must be Mac proficient!

SR. AD/AD
We need a brilliant art director with great
experience. Exceptional design and
conceptual thinking a must. Fast-grow-
ing, highly creative 1yr old agency. Make
your mark! Must be Mac proficient!
FAX Resume to 203-866-2845, or email
to mkellner@banyangroupinc.com.

Banyan

Group
Madison Ave for the Real World”

Penthouse, 50 Washingion St. Norwalk. €T 06854

Classified Advertising

1-800-7-ADWEEK

z=

ATIONAL MEDIA
NRGA 4 "

£1 £1

Must be very professional and
polished executive assistant with ex-
cellent computer and organizational
skills. You will have ongoing pro-
jects and responsibilities. Must be
able to work autonomously.
Contact: Lee Rudnick
DBI Media Executive Search
Ph: 212-338-0808 Ext5
Fax: 212-338-0632
E-mail:
dbimedia@mindspring.com
www.dbiny.com

ADVERTISING

SALES EXECUTIVE

Leading newspaper sales organiza-

tion, representing 40 leading
publications, seeks a creative,
dynamic, results oriented sales
executive for their busy NYC office.
Media sales experience a plus.
Emphasis on reaching
decisionmakers and on growing
existing account base. A successful
sales history and the ability to
handle numerous ongoing projects
are necessary. Must possess supe-
rior written and verbal communica-
tions skills.

Excellent salary and incentive, and
benefits including 401K. Convenient
midtown location. EEOC

Fax resume in confidence to:

212-286-9004

ADVERTISING SALES

Risk Publications, publishers of
Waters and other leading financial
publications, seeks senior advertfs-
ing and event sponsorship sales pro-
fessionals. Our N.Y. based operation
is expanding & needs intelligent,
energetic, motivated self-starters.
Strong presentation skills, 3+ years
media sales exp. required. IT & finan-
cial knowledge markets knowledge a
plus. Fax/e-mail resumes with cur-
rent salary to Dept WWA on 212 925
8030, jobs@watersinfo.com.
Waters Information Services
a part of Risk Publications

* * % REACH YOUR AD COMMUNITY WITH ADWEEK MAGAZINES * * *
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Are You Fit for Print?

SENIOR ART DIRECTOR

The New York Times marketing services department is looking for a
senior art director with that rare skill to create elegant and effective
print advertising as well as award-winning promotional materials.

The candidate will be responsible for the art direction/design of pro-
motional projects, including ads, brochures, sell sheets, media kits
and presentations for advertising, circulation and other New York
Times departments. Must be able to work as ateam player and inter-
face with other members of the department as well as the sales, pro-
duction, corporate and news departments. Must manage a heavy
workload under tight deadlines and within budget.

Candidate must possess excellent design and art direction/supervi-
sory skills as well as solid production knowledge. Creative concepts
and problem solving skills a must. Minimum 10-15 years design and
art directing experience, knowledge of current technology and
printing. Ad agency (print advertising campaigns), publishing, or
design studio experience preferred.

hrresume@nytimes.com

€he New ork Cimes

www.nytimes.com Expect the World®
Fax (212) 556-4011

Equal Opportunity Employer

] We regret that we will only be able to respond
to those candidates selected for an interview

MARKETING COMMUNICATION

The Department of Mass Communication, Advertising & Public Relations, of
Boston University's College of Communication invites applications for a contract
position as Assistant or Associate Professor of Marketing Communication beginning
. September 2000.

The ideal candidate will have several years of professional experience in integrated
marketing, the ability to blend theory and practice in a classroom environment,
computer-assisted communication skills, and at least a Master's degree. A Ph.D. and
prior university teaching experience are desirable. The person selected will be
expected to teach three classes per semester, including Marketing Communication,
will advise students, and will actively engage in publishing as weil as in academic
and greater Boston community and professional activities. Rank and salary will
depend on qualifications.

Send cover letter, resume, and three letters of reference to:
Jennifer Morcone, College of Communication
640 Commonwealth Ave., Boston, MA 02215

E-mail: jmorcone@bu.edu

Tel: 617/ 353-8023; Fax: 617/ 3533405
Web site: www.bu.edu/com

The selection process will continue until the
successful candidate is hired.

Communication |

i equad opportunity, offirnative action institdi

Wanted: Top-Flight
Sales Consultant for the
Top Company in Business Software.

Learn fast? Take charge? Good.
You're our new sales consultant.

We are Maconomy, the leader in Web-centric business software. You, our
Sales Consultant, will be responsible for direct sales to targeted project
accounting prospects within the marketing communication industry (consulting
firms, systems integrators, advertising, graphic design, etc.). This includes
responsibility for the entire sales process: presale analyses, close of sales and
postsale follow-up. You'll work very closely with our application consultants tc
ensure successful system implementation.

Our ideal candidate will have an entrepreneurial nature, strong analytical and
communication skills and the desire to work in a startup team environment.
One where no one is going to tell you what to do every moment of the day.
Where youll constantly have to make your best guess at a situation and leam
on the fly as new projects and opportunities present themselves. Just what
you've been looking for, in short.

Successful candidates will gain expertise in technology and business best
practices within Web-centric Enterprise Project Management while making &
direct impact in the development of a successful business.

Qualifications: A four-year degree in accodfiting and/or business administra-
tion is required. Experience in management consulting and system implemen-
tation is desirable. Excellent communication and presentation skills are required
as are documented sales results. Travel will be required.

E-mail your resume to Carolyn Golden, Human Resources Director, now at

carolyng@maconomy-isa.com

Windows « NT - MacQS - Umx

Maconomy NE Inc. - 33 Boston Post Road West, Suite 310 - Marlborough, MA 01752

INTERNATIONAL SALES MANAGER

Seeking an International Sales Manager to spearhead development of an
Impact Magazine award winning “Hot Brand” in international markets.
Requires an understanding and working knowledge of Wine and Spirits
Distribution channels in Europe or Asia. Great opportunity with salary and
bonus commensurate with experience.

Please send resume to:

international_manager@yahoo.com
Or fax: (212) 986-7931

L/

O

ARE YELEVISION
NETWORKS

LICENSING DIRECTOR

A&E Television Networks has a unique opportunity in our Consumer Products
department, based in New York. We’re looking for an individual to oversee all
non-home video licensing and new product development activities worldwide
for AETN and all related marketing/publicity/promotions/merchandising.
Position also includes development of new business concepts and will oversee
all new consumer product opportunities via sub-licensing and/or joint venture.
The qualified candidate must possess a college degree in Marketing or
Communications and will have five to seven years experience in licensing/
consumer product development. A minimum of 3 years in program and/or
product development in a television or entertainment environment required
with experience in the development of new concepts through the development,
legal and implementation process. Ideal candidate will have experience in
online programming and content with an emphasis on forecasting and P&L
analysis with excellent communication and computer skills.

We offer a competitive salary and excellent benefits.

Please forward resume with salary requirements to:

A&E Television Networks
Attn.: HR Dept./DLIC
235 East 45th Street, New York, NY 10017
or email: hr.temp@aetn.com
ONLY RESUMES W/SALARY REQUIREMENTS WILL BE CONSIDERED.
A&E Television Networks is an equal opportunity employer.
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PROMOTIONS.COM

Promotions.com, formerly known as Webstakes.com, is the leading global internet promotions solutions
company. We have several openings in Promotions sales & management in our NYC & SF offices.

ACCOUNT EXECUTIVES

Manage implementation & administration of client accts, dev process to insure the smooth execution of promos, develop contracts, &
serve as liaison between internal groups. Req. 1-2 yrs exp client svc/acct management, Internet a must, promo agency a +.

ACCOUNT SUPERVISOR

Lead generation & development, Direct revenue responsibility for account development, Sales & account management of Basic,
Enhanced, & Custom On Line Promotions, Management staff, Contract Execution. Req 3-5 yrs exp agency acct management, pref pro-
motions, Familiarity & contacts & Sales exp in online marketing space a +, a plus, Effective manager of people.

DIRECTOR

Lead generation & development, Strategic & tactical development of multi-tiered promotion plans, Direct revenue responsibility for
acct development, Sales & account management of Custom, Enhanced, & Basic On Line Promotions, Management of Acct Support
staff to insure timely execution & billing of clients, Contract Execution. Req 5+ yrs exp agency acct management & sales, developed
$100k + accounts, exp in Intermnet & traditioral offline promotion development, Contacts wfin traditional marketers as well as online
marketers, Understanding the broad range of promotion tactics & disciplines, Ability to develop strategic action plans to address client
promotion needs, Creative concepting, Partnership development, Effective manager of people.

All positions req excellent oral & written communication skills.

Please email resumes to:

cbragas@promotions.com

TELEMUNDO

Telemundo Network Group LLC a
Spanish language television network
seeks a Financlal Analyst for their
Affiliate Relations Department based
in NYC. Position will support strategic
business decisions with financial
analysis for station acquisition and
new affiliations. Other duties include
preparation of annual budgets and
forecasts for broadcast and cable dis-
tribution, prepare updated network
coverage information, and provide
analysls of affiliate television ratings
data. Ideal candidate will have a fi-
nance or accounting educational
background, strong computer skills
and must be competent in EXCEL,
knowledge of Microsoft Access a
plus. Two or three years related expe-
rience preferred. Excellent opportuni-
ty to learn broadcasting business.
EQE. Please send resumes along
with salary requirements to:

Telemundo Network Group LLC
Attn: Human Resources Dept.
2290 W. 8th Avenue
Hialeah, FL 33010
Fax (305) 889-7079

DEDICATE YOUR
CREATIVITY TO
CLASSIFIED
Send Us Camera Ready Art Work. Your ad will
stand out from the others and get better
results, if you are creative and design an ad
that sells your jobs to potential employees

Calf 1-800-7-ADWEEK and get the details.

L90 is a leading provider of In-
ternet advertising and direct
marketing for advertisers and web
publishers. With headquarters in
Los Angeles, and offices in San
Francisco, Chicago, Detroit and
New York, L90 is able to provide
its clients  highly targeted,
measurable and cost effective
internet advertising solutions. As
the company and our client list
continues to expand, L90 has
taken aggressive steps to solidify
the company's infrastructure and
recruit the leadership needed to
sustain its rapid growth.

TELEMUNDO

Telemundo Network Group LLC a
Spanish Language television network
seeks an Affiliate Marketing Man-
ager for their Affiliate Relations de-
partment based in NYC. Individual will
assist affiliate stations In preparation
of an annual marketing plan and will
monitor affiliate-marketing activities to
insure network marketing objectives
are met on the local level. Individual
will also administer affiliate co-op plan
and should have a thorough un-
derstanding of the media planning
and buying process. Ideal candidate
should have a minimum of 3-5 years
marketing experience at a broadcast
cable network, be fully bilingual
(English/Spanish), and have strong
writing skills in Spanish and in
English. EOE. Please send resumes
with salary requirements to:
Telemundo Network Group LLC
Attn: Human Resources Dept.

2290 W. 8th Avenue

Hialeah, FL 33010

Fax (305) 889-7079

Due to our explosive growth, we
are seeking bright, innovative and
motivated team players to fill the
following positions in LA, SF, Chi
and New York:

Sales/Marketing
Tech/Design
Administrative

Related experience in the in-
teractive community is desired but
not always required.

MEDIA PLANNER

Newark, NJ

Immediate opening with in-house
ad agency in print and outdoor
planning and buying that offers the
potential to gain broadcast experi-
ence as well. if you have 2 to 4
years media planning or buying
experience and want more from
your job—more responsibility, real
potential for growth—come see us.

Code 00-MPMDW

Prudential offers very competitive
starting salaries that recognize ex-
perience, a comprehensive benefits
package, and opportunities for
advancement. Send your resume in
scannable form (unfolded; clean
clear and no graphics) with a cover
letter stating salary requirements
and the CODE NUMBER for this
position to:

Prudential National
Staffing Organization
Attention: Scanning
P.O. Box 42326
Philadelphia, PA 19101-2326
FAX: (973) 802-4443

Email:
christina.lenczewski@prudential.com

P Prudential

For more information regarding our
employment opportunities, visit us at
www.prudential.com or call
(973) 367-7031 24 hours a day.
We are an Equal Opportunity/Affirmative
Action Employer and are committed to
diversity in our work force.

We offer competitive wages and

benefits, as well as stock options.

OUTDOOR
ADVERTISING SALES

New York City Outdoor Co. seeks
motivated account executive. Must
have experience with sales to direct
advertisers & ad agencies. Com-

For consideration, please email
your resume to:
recruiting@L90.com
Fax: 310-315-1369
(No phone calls please)

petitive compensation package.
Fax resume: 212-247-8222

Reach your ad community in

ADWEEK CLASSIFIED

MEDIA PLANNER

We need a strong planner; you
need a chance to break-out and
really grow. Maybe we have a lot in
common.

You are highly motivated; have
2-3 years of Agency experience;
are proficient in planning both print
and broadcast media. We provide
you with the opportunity to plan for
some of the finest companies in the
country.

if you're interested, please contact
or fax your resume to:

Jean Anne Hutchinson

DAILEY

8687 Melrose Avenue
West Hollywood, CA 90069
FAX: (310) 360-0470

EQE
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United

RETAIL SERVICES MANAGER - DOMESTIC LICENSING

United Media, wholly owned by E.W. Scripps is a fully integrated wortd-wide licensing
company focusing on building brand equity. We license a variety of properties, led by
Peanuts, Dilbert, Raggedy Ann & Andy and Rainbowfish.

We have an exceptional opportunity available for a highly motivated professional with
significant expertise in developing and implementing high visibility retail programs.

in this key position, you will strategize and manage the retail development of our pro-
perties; create presentations/marketing concepts; execute retail programs; and
merchandise assortments.

Qualified candidate will have 5+ years experience as a Buyer or Merchandise Man-
ager in a major retail environment, extensive industry contacts/relationships, the ability
to budget plan & manage expenses, excellent presentation, communication & organi-
zational skills. Domestic travel required.

To apply, please forward orFax: 212-293-8685
resume including salary history, in strict confidence, to:
Human Resources Dept. CGW
United Media
200 Madison Avenue, New York, NY 10016
Email: edeocampo@unitedmedia.com
www.unitedmedia.com
We will contact only those persons selected for further consideration
An Equal Opportunity Employer-M/F

MARKETING OPPORTUNITIES

As Southern California‘s {eading ISP, and a pre-IPO national fira that is rapidi
-expanding, Zyan Communications is able to empower you to get results wit
superior resources & team support in our progressive corporate environment.
With unprecedented increases in demand for our high quality, advanced DSL
communication services, there’s never been a better time to bring us your talents.
Immediately available opportunities:

DIRECTOR DIRECTOR,

'’
ACQUISITION MARKETING
8-10+ years exp, preferably in telecom, inter-
net, e-commerce or high tech industries.

PRODUCT DEVELOPMENT
6-8+ years exp with product development or
market research in either telecom, internet,

Los Anﬁeles, CA 90017 EOE www.zyan.com

MEDIA PLANNERS, AMD’s, BUYERS,
NEW MEDIA PLANNERS, MEDIA SUPERVISORS,

MEDIA RESEARCHERS/EXEC & SALES ASSISTS.,
NETWORK SUPERVISORS AND BUYERS

Check out our new and improved Web Site or call US. We have some great jobs
you may not find at other Recruiters. We deal in Class not Mass. We want to put
You with the right company and make a match that works for Both.

RESEARCH SPECIALIST
NATIONAL TV/SYNDICATION

Major NY City based TV synd. firm wants you for their research dept. if you have
3-5yrs. exp. in synd./cable/network. Salary & titte commensurate with exp.
Contact: Lee Rudnick, President DBI Media Executive Search
Ph: 212-338-0808 Ext.5 Fax: 212-338-0632
E-Mail: dbimedia@mindspring.com
www.dbiny.com

Response Code: D-AM. e-commerce or high tech industries. .

Response Code: D-PD.

AIonF with highly attractive salaries, we offer outstanding benefits, stock options
and free DSL. For immediate consideration, send resume, with cover letter indi-
cating position desired & salary history, to: g
E-mail: careers@zyan.com
Fax: 213-228-1292
Zyan Communications

R Dept, Response Code of Interest
611 West Sixth Street, Suite 3201

zZvan

ADVERTISING SALES ASSISTANT - NETWORK RADIO

MediaAmerica is one of the biggest independent network radio advertising sales
rep firms with offices in New York, Chicago, Los Angeles, Dallas, Detroit and
Denver. Additionally MediaAmerica also represents cable networks and internet
sites.

This position is for the New York office. The ideal candidate will be energetic, effi-
cient, a strong communicator, detailed, organized, able to multi task and be a
team player in our hectic sales environment. The job requires proficiency in
Microsoft Word, Excel, Outlook and PowerPoint. The job is assisting a National
Account Executive/Radio in all inside sales processes and activities with which
there is frequent interaction with advertising clients and radio producers. KNOWL-
EDGE OF BROADCAST MEDIA A DEFINITE PLUS.

We offer 401K plan, attractive benefits, room for advancement
and a great work environment.

Forimmediate consideration, fax or send your resume with cover letter to
Judy Greenstein at 212-556-9402 or

Email to: Advertising_sales@mediaamerica.com
EOE. No phone calls please.

GENERAL/DIRECT/INTERACTIVE

Already Here or Ready to Relocate.
You should be speaking to us. We
are the leader in placing Adv. Pro-
fessionals in the tri-state area. Just
some of this week’s opptys.
Management Supv ............... to $200K
Account Director.................. to $130K
Account Supv ..
Account Exec
Media Supv...
Media Planners. o
Traffic/Production ................ to $100K
Fax resume with salary history to:
212-490-9277 or E-Mail:
vintageresources@mindspring.com

OUTDOOR
ADVERTISING SALES

Established New York City Qutdoor
Company seeks account executive
with a minimum of 2 years experi-
ence calling on ad agencies and
advertisers direct. Base salary plus
commission. Excellent benefits.
Lucrative sales territory. Great work-
ing environment.
Please fax resume in confidence to
V.P. Sales at:
212-265-9436

MAGAZINE ADVERTISING
BUYING/
TRADING EXECUTIVE

Premier Corporate Trading Compa-
ny seeking magazine buying indus-
try insider. “Sky’s the Limit" for
person well connected with pub-
lishers, detail-oriented, ad-
ministrative skills combined with
social savviness to “wheel and
deal.” Top salary (Over 6-figure
base), full benefits, convenient mid-
town location.
Email resume to:
jseps@sprynet.com

[ % % * Classified Advertising M. Morris at 1-800-7-ADWEEK * * * |

_—

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

ACCOUNT EXECUTIVE

Growing NYC promotion agency is
seeking experienced Account Ex-
ecutive to manage account specific
marketing program for fast paced,
image oriented account. Candidate
must be energetic, highly organized
and detailed, analytical and flexible.
Job requirements include college
degree, strong PC or MAC skills, 3-5
years promotion marketing/agency
experience, excellent verbal and writ-
ten communication skills. Com-
petitive salary and benefits.

Fax resume to:

Personnel Director at

212-414-2981
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NATIONAL SALES DIRECTOR

The Washington Post Company's technology-focused business unit, POST-
NEWSWEEK BUSINESS INFORMATION, INC., a leading computer industry
publisher and trade show organizer, is looking for you to lead a dynamic sales
team for WASHINGTON TECHNOLOGY magazine.

You will be responsible for managing the advertising account executives;
conducting sales forecasting and issue closings; and producing regular sales
reports. Community involvement with government-computing associations and
trade organizations is also required.

You will be responsible for developing annuai sales budgets for each WT
property, for all account executives and for individual territories; setting sales
targets for each territory, working from historical and market data; developing,
for publisher approval, annual compensation plans for each account executive;
focusing the sales team on selling responsibilities; and travel extensively to WT
territories to (a) make personal contacts with accounts and prospects and (b)
train account executives; and help account executives plan strategies, plus
time & territory coverage plans in order to cover all WT's selling opportunities.

We offer a competitive salary and comprehensive benefits including 401(k).
Send your resume and cover letter with salary requirements for consideration:

Post-Newsweek Business Information, Inc.
Attn.: HR-NSD/AW0214
8500 Leesburg Pike, Suite 7500, Vienna, VA 22182-2496
Fax: 703/226-1277. E-mail: jobs@pnbi.com
EOE M/FNI/D

Q PostNewsweek TECHNoLOGY

FCB

—
COAST to COAST OPPORTUNITIES

Foote, Cone & Belding, America’s largest advertising agency is of-
fering exciting career opportunities in a variety of attractive
metropolitan locations. Join an energetic team dedicated to provid-
ing regional services to a strong national client.

New York
Account Supervisor

Los Angeles
Media Supervisor
Boston
Sr. Account Executive

San Francisco
Media Supervisor
Atlanta
Account Executive

Chicago
Media Supervisor
Seattle
Account Supervisor
Portland
Sr. Account Executive

Forimmediate consideration, please fax your resume,
cover letter and salary history to:

714-708-9163, indicating city & position. EOE

ACCOUNT SERVICE CONSULTANT

Marketing Resources Plus, the nation’s premier leader in providing soft-
ware solutions for the advertising industry, seeks a professional to service
the North East Territory. Responsibilities will include client training, main-
taining and building client relationships, troubleshooting, identifying client
needs, and communicating with product managers and the sales team.

Ideal candidate will have 2+ years media buying experience, be detail or-
iented, have excellent written/verbal communication skills, excellent pres-
entation skills and a working knowledge of Windows. Knowledge of IMS/
MRP products a plus. 50% travel is required.
We offer a competitive benefits package.
Please email your cover letter and resume with salary requirements to:
dmorisie@vnumis.com or fax to (212) 789-3679
EOE

PHILADELPHIA ONLINE AD/SALES/MARKETING DIRECTOR

ACS Sports.com is currently seeking an experienced sales representative to expand
and manage our new-media advertising department for Comcast SportsNet's Phila-
delphia-sports web site.

The individual must have at least 2 to § years sales experience in broadcast or online
sales, strong presentation skills and a successful track record developing and maintain-
ing client accounts. Knowledge of the Philadelphia sports scene a plus.

Will work in conjunction with Comcast SportsNet's marketing department. The position
offers a generous, competitive compensation package.

ACS Sports.com develops, hosts, maintains and provides content for various sports
related web sites Including many MLB and NFL teams, the WTA Tour and Minor
League Baseball.

Email your resume to: jobs@amcities.com

NATIONAL ONLINE AD/SALES/MARKETING DIRECTOR

ACS Sports.com, a leading developer of sports related websites, is currently
seeking an experienced sales executive to expand and manage our new-media
advertising department.

We are looking for an individual with the drive and determination to help us main-
tain our place at the forefront of the New Media, sports industry. The individual
must have at least 3 to 5 years experience in broadcast or online sales, strong
presentation skills and a successful track record developing and maintaining
client accounts. Knowledge of the national sports scene a plus.

This position offers a generous, competitive compensation package.

ACS Sports.com develops, hosts, maintains and provides content for various
sports related web sites including many MLB and NFL teams, the WTA Tour and
Minor League Baseball.

Email your resume to jobs@amcities.com

ACCOUNT SUPERVISOR

(JOB CODE: AS2)

Seeking account manager with
5-7 years experience, MINIMUM
3 years in high-tech (at an AE
level) to join a close-knit agency
in NYC. Must have solid
understanding of market research
and analysis, consumer, business-
to-business, channel and retail
marketing. Will be responsible
for helping develop and maintain
strategic continuity between
marketing, advertising and

TELEMUNDO

Telemundo Network Group LLC, a
Spanish-Language television network
seeks a highly motivated network
sales planner to join our New York
team. Candidate must be be a detail
oriented organized individual with
good communication skills and the
ability to work under pressure to meet
deadlines. 3-5 years network plan-
ning experience a must. Join a
dynamic, fast-growing marketplace!

www.hallevy.com

ATTN: FREELANCERS

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

If you’re hiring
If you're looking

i AsEY evy.com
R ey mmm

www.hallevy.com

promotional efforts for our blue-
chip high-tech client. Must know
how to work hard and play hard!

Fax resume with salary history to:
212-210-6111

Please send resumes and salary re-
quirements to:

Telemundo Network Group LLC
Attn: Human Resources
2290 W. 8th Avenue
Hialeah, Florida 33010
Fax (305) 889-7079

Catch A Creative Genius With Adweek Classified
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HELP WANTED

ADVERTISING

Bank of Hawaii

Bank of Hawaii, the largest financial institution in the Pacific,
is seeking qualified applicants for the following position:

Brand Manager

(Marketing and Communications)

Bank of Hawaii has an excellent opportunity for an experienced brand
manager to oversee the development and execution of the Bank's
overall brand strategv. This position will guide the marketing of
products and lines business to support and enhance brand objectives
while providing strategic direction to internal teams and external
agencies. The incumbent will also provide brand and corporate
identity consultation for all levels of marketing communications
including Internet and Intranet, print, broadcast, merchandising and
direct mail. Qualifications include: College degree or equivalent
work experience; 3-5 years of related work experience in brand
management; demonstrated proficiency of software to include
Microsoft Office, Word, Internet Explorer, Access, PowerPoint and
Excel; demonstrated V(‘ll)d] and written communication skills
presentation skills and analytical skills, ability to manage complex and
multiple projects while working within demanding deadlines.
Application deadline: February 18, 2000.

‘() PACIFIC CENTURY

FINANCIAL CORPORATION

Please send resume or apply in person, Monday through
Friday, 8 am - 5 pm: Human Resources Division/Staffing,
130 Merchant Street, 14th Floor, Pacific Century Tower,
Financial Plaza of the Pacific. Parking is available at
59 South King Street.

We are proud to be an equal employment opportunity/affirmative action employer.

goungy go{tre éareer with Leader! s 75 "
ome

Hoolth, & Broont; fon the Vel Plillnsivson. W

I Country Life is a recognized global leader with over 20 years of success in the
formulation, manutacturing, and distribution of the highest quality, all natural
vitamins, nutritional supplements, body care and herbal teas.

We are currently seeking creative professionats to join our fast-paced Marketing team for the
jollowing career positions:

ASSOCIATE BRAND MANAGER

Ideal candidate will be responsible for supporting Brand Management in
developing new products from concept to introduction including positioning,
advertising, packaging, promotion and pricing. Consumer package goods
experience, preferably in nutritional supplements or OTC drugs required.
Candidate must be analytical with good communication, presentation and
interpersonal skills.
environment a must.

GRAPHIC ARTIST
Ideal candidate will be responsible for developing concepts for print media,
advertising, labels, displays and packaging design. Consumer package goods

experience required. Production knowledge a plus. Minimum 5 years experience. |

Mac based, Illustrator, Photoshop & Quark.

Qualified didates pk send your resume with salary requirements to
HR Dept
E-mail: jobs@country-life.com or fax to (631) 232-5051
mail to: Country Life, 180 Vanderbilt Motor Pkway, Hauppauge, NY 11788

A self-starter with the ability to multi-task in a fast-paced |

Med:aplex a publicly ¢ § : =
traded internet company (MPLX) is a leading provider of
eBusiness marketing and technology solutions that enable
companies to optimize internet advertising for sales, direct
marketing and brand building. With our proprietary MOJO Works™
technology, we enable advertisers to deliver the right message to
the right target in real time, then measure and optimize success of
the campaign. We are booming, and are actively seeking talented
individuals with technology or advertising experience who want to
break new ground.

We have the following positions available

in our New York office:

ASSOCIATE MEDIA DIRECTOR

You will lead the media team; develop strategic direction for
interactive media plans; integrate internet activity with media &
marketing objectives; provide analysis of current interactive trends;
oversee activity/training of supervisors, planners/strategists &
assistants; and drive creative uses of internet media to maximize
impact of client web presence. Requires 5+ years traditional media
planning, with 2+ years interactive media exp.; excellent leader-
ship, communication & client interaction skills; and comprehensive
knowledge of the Web & current trends. Req. # 23300

MEDIA STRATEGIST

You will develop & implement media plans, client presentations &
business pitches; hire, train & manage Media Planners
& Assistants; supervise the media planning process from start to
finish; and work with Campaign Analysts in reviewing client
post-buy reports. Requires 2 years interactive media experience,
with a background in traditional media planning a plus; experience
managing employees & teams; excellent communication,
multi-tasking & client interaction skills; and comprehensive
knowledge of the Web & current trends. Req. # 23400

MEDIR PLANNER

You will plan, buy & execute online strategies for client accounts;
help to identify & achieve new online media objectives; present
plans to clients; work with client services to implement each cam-
paign; and assist in analyzing, interpreting & presenting site track-
ing & audit data. Requires 1 year interactive media exp., with a
background in traditional media planning a plus; knowledge of
research resources such as Media Metrix, Jupiter & Forrester;
strong client contact skills; and excellent communication & negoti-
ation skills. A 4 year degree or equivalent preferred. Req. # 23501

ASSISTANT MEDIR PLANNER

You will assist Media Planners & support the Media Department;
create itineraries; contact sites for inventory availability; conduct
research with @Plan; help implement each media campaign;
review new sites, technology & industry trends; and train to
become a Media Planner. Requires a background in media &
understanding of the Web; strong communication, organiza-
tion & multi-tasking skills; and strong Excel/database skills.
Req. # 23600

At Mediaplex, we offer a fiercely competitive salary and
benefits package. including stock options, a 401k and other
attractive incentives, as well as a fun environment and room
for rapid growth. To apply, please forward your resume,
noting Req. #, to:

Attn: Tom Davis, Mediaplex, Inc. 177 Steuart St.,
2nd Floor, San Francisco, CA 94105, Fax: (415} 704-3288,
E-mail: jobs@mediaplex.com (Please insert Reg # in the
subject line.) Principals only. No phone calls please. EOE

>Mediaplex

eBusiness Marketing and
Technology Solutions
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“A Healthy Experience” )

Looking for the perfect job?
ADWEEK CLASSIFIED
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BROADCAST
BUYER

Newark, NJ

In-house ad agency needs lead
media buyer with 4+ years experi-
ence to head our network, cable
and major market buying. Must be
detail-oriented and have strong
communication and computer skills;
core media software proficiency a
must. Must be equally strong at
negotiating packages and pres-
enting them to internal clients/senior
management.

Code 00-BBMDW

Prudential offers very competitive
starting salaries that recognize ex-
perience, a comprehensive benefits
package, and opportunities for
advancement. Send your resume in
scannable form (unfolded; clean,
clear and no graphics) with a cover
letter stating salary requirements
and the CODE NUMBER for this
position to:

Prudential National

Staffing Organization

Attention: Scanning

P.O. Box 42326
Philadelphia, PA 19101-2326
FAX: (973) 802-4443

Email:
christina.lenczewski@prudential.com

For more information regarding our
employment opportunities, visit us at
www.prudential.com or call
(973) 367-7031 24 hours a day.

We are an Equal Opportunity/Affirmative
Action Employer and are committed to
diversity in our work force.

WANTED:

One Really Good Account Sup.
One Really Good PR Person

Minimum: 10 Years Experience

You are a control freak. You've
never been asked off a busi-
ness. Promoted faster than
your peers. Clients try to hire
you. Old bosses try to hire you.
No matter what your client’s
problem, you always have an
idea on the spot. And now
you're looking for something
new, better — the next level.

We are a fast growing and
profitable agency with a very
different approach to advertis-
ing and PR. We offer a great
work environment - freedom to
grow your business as if it
were your own — and a profit
sharing philosophy that you
won't find anywhere else.

If you are the you described
above, you will love us. Send a
resume. If you aren't, don't.
You will hate us in the moming.

Fax to P. Salerno at
215 772-2819

Email to:
psalerno@domusnet.net

COST CONTROL

ANALYST TO 45K

Can you ride herd on a growing
promo unit of a major Top 10
Agency and be proactive in devel-
oping good cost estimates. Project
work exp a must. Should be a wiz at
est man-hours for specific jobs,
formal print est. and tracking actual
costs vs. est. Key element is track-
ing staff time charges against jobs.
Adv prod exp a plus, accounting
knowledge a must along with
Donovan & Excel.
Contact: Lee Rudnick
DBI Media Executive Search
Ph:212-338-0808 Ext5
Fax: 212-338-0632
E-mail:
dbimedia@mindspring.com
www.dbiny.com

Get a Life

Move To
SAN DIEGO

And work for? “Best Agency in
the West” (undest er $40 mil.)
We need:

GRAPHIC DESIGNER
COPYWRITER
ACCOUNT EXEC/SUPERVISOR
ART DIRECTOR

Send, fax or e-mail
resumes to:
agnes@searchpartners.net
Or fax to (858) 755-8944
444 So. Cedros
Solana Beach, CA 92075

STUDIO/PRODUCTION
MANAGER

Young and growing creative ad
agency seeks organized and detail
oriented individual to traffic and
coordinate work flow in art depart-
ment. Should have in-depth knowl-
edge of pre-press, production, Mac
platform, troubleshooting. Will act
as liaison between vendors, and
publications.
Fax to Studio @ 212-253-6732
or e-mail to:
margo11®@earthlink.net

SALES ASSISTANT

American Media, Inc. seeking extremely
organized Individual to assume multiple
tasks In a fast-paced office environment.
Must be fast learner, seif-motivated and re-
quiring superior organization skills. Profi-
ciency required In Microsoft Word and
Excel. Must aiso be quick and accurate
with numbers and have good language
skills. Advertising experience a plus. Ex-
cellent Benefits. Please fax resume and
salary requirements to 212-838-8678.
EOE

CALL
ADWEEK CLASSIFIED AT

1-800-7-ADWEEK

SMART, STRATEGIC ACCOUNT SUPERVISOR
NEEDED FOR SMART, STRATEGIC AGENCY

We are a young but established, full-service advertising agency in Silicon Alley.
We need a bright, energetic, individual with demonstrated excellence in strategic
thinking, marketing communication, staff management and relationship building.
Excellent compensation packages, fun working environment, diverse accounts,
great team of people. Send resumes to 212-604-9804.

EXECUTIVE

RECRUITER
WANTED

The Internet explosion has led to a
huge demand from our clients for
brand strategists/strategic planners
who bridge online & advertising
communications to build brands on-
line & develop e-business/e-
marketing strategies. In response to
this enormous demand, we have an
immediate opening for a dynamic
net-savvy recruiter dedicated to in-
teractive recruitment.
Alpert Executive Search, Inc.
212-297-9009
Fax: 212-297-0818
ada@alpertsearch.com

ART DIRECTOR/
DESIGNER

Young and growing creative ad
agency seeks creative and in-
novative eager individual. Must have
strong design skills, good concep-
tual thinker. To work on print, tv,
possible web design. Must be profi-
cient on Mac.
Fax to Studio @ 212-253-6732
or e-mail to:
margo11@earthlink.net

Reach your ad community in

ADWEEK CLASSIFIED

ATTN: ADWEEK CLASSIFIED ADVERTISERS:
ADWEEK Classified closes on Wednesdays at 4:30 p.m.

All copy and artwork must be in our New York office no later than
WEDNESDAY. Copy received after Wednesday will be held and run in
the next available issue. We appreciate your cooperation.

Use ADWEEK MAGAZINES to get National Exposure

REACH YOUR AD COMMUNITY
ADWEEK MAGAZINES

ADWEEK ONLINE:
FINDINGTHERIGHT EMPLOYER JUSTGOTAWHOLELOT FASTER
ADWEEK MAGAZINES Classified Online at adweek.com, the most comprehensive and

most up-to-date source of advertising, marketing and media positions, has several
new features that will help you streamline and target your search:

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

® Visitan employer's web page. Many online ads have a direct link to the com-
pany's website, so you can learn more aboutthem fast.

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

VISIT ADWEEK.COM
Inprintand online, ADWEEK MAGAZINES Classifiedis
THE HIRE AUTHORITY

For Classified Advertising Call M.Morris at 1-800-7-ADWEEK
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in September and 500,000 next January.
| Emap will depend largely on newsstand
sales at the start, but an aggressive direct-
mail effort (including a 5 million—piece
drop last December), is expected to build
subscripdons quickly, says Dana Fields,
executive publisher and president of Emap
USA’s men’s and entertainment group.
The U.S. launch of FHM (For Him
Magazine) is part of a strategy to rapidly
expand Emap USA’s offerings in the
men’s general-interest genre. By the end
| of this year, the company hopes to also
bring over from England either its music
magazine, Q, or the pop-culture maga-
zine Face. Other plans include the 2001
rollout of a U.S. edition of the biannual
fashion book FHM Collections, as well as

. GIRLFRIFND /==
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' Pop-culture quiz: The premiere features a test
for readers on who knows their darkest secrets.

BEST FRIE ND vs, =

map USA’s British import FHM will
have its stateside premiere next week,
becoming the latest entry in the fierce-
ly competitive men’s field. The title
will launch as a bimonthly with a 225,000-cir-
culation rate base and quickly ramp up to a 10-

times-yearly frequency and a 400,000 rate base

™ 0

importing  FHM’s
popular menswear
and grooming
awards events, which
could challenge GQ’s
annual Men of the
Year extravaganza.
Emap USA to
date has concentrat-
ed primarily on niche
properties, including

the sports books
Powder, Hot Rod and
Skin  Diver. The

FHM launch “gives

us a menswear, pop culture-oriented gen-
eral-interest division,” says Fields, “and
the ability to compete against a Spin and a
Rolling Stone, a GQ and a Details.”

While FHM will be positioned as a
player against Condé Nast’s 550,000-circ
Details and GQ (whose 700,000 rate base
is set to climb to 750,000 in July), the
main event will be the British import’s
showdown with U.K. arch-rival Dennis
Publishing’s Maxim, which after only
three years in the U.S. has mushroomed
to a 1.5 million rate base (scheduled to
bump up to 2 million in July).

Maxin’s winning babes-and-beer for-
mula has helped sweep several other
men’s titles off the newsstand of late,

"BY LISA GRANATSTEIN

Stirring it up: Fields says FHM is an alternative to “elitist” men’s books.

P.0O.V, Raygun Publishing’s Bikini and,
last week, lcon magazine, which folded
one issue shy of its third anniversary. Still
in the game is Bob Guccione Jr.s Gear, a
10-times-yearly young men’s book with a
300,000 rate base.

“My hat’s off to Maxim,” says Fields.
“They absolutely proved that the existing
men’s magazines in the States were asleep
and were basically boring and elitist.
What FHM is going to do is a more
sophisticated, more tasteful product than
Maxim, and a much broader magazine.”

“They can say it’s going to be funny,
sexy, useful,” responds Stephen Colvin,
Dennis Publishing president. “But they’re
going to have to deliver on it. It’s one

including Freedom Communications’ | thing doing [FHM] in Britain. It’s another

56 Mediaweek February 7, 2000 www.mediaweek.com

The British Are Coming

Another men’s title from across the pond seeks to match the might of ‘Maxim’

ANDRE SOUROUJON




thing doing it in America.”

FHM shares Maxin’s familiar mix of sex,
entertainment, gadgets and career advice—
all spiked with a dollop of humor. The pre-
miere issue of the American FHM, however,
is more buttoned-up than its U.K. counter-
part and less risqué than the U.S. Mazxim.

The front of the book serves up bite-sized
bits on music, film and videogames. Regular
columns include a health section, “Hospital”
(the premiere examines weak knees), and
“The Expert Dads,” a forum for a group of
fathers to offer tips on home repair, finances
and the like.

The real point at which FHM and Max-
im diverge is in fashion. FHM’s heavy cov-
erage of menswear holds true to the UK.
version’s trade-book roots. In the premiere
edition, FHM carries nearly 40 edit pages on
fashion in the back of the book.

“We would like to grow the magazine
to be the No. 1 destination for men to con-
sider all things fashion,” says Ed Needham,
FHM editor in chief, who until last July
headed the magazine’s U K. edition. “Men
need a helping hand in fashion. The ma-
jority of men realize that what they wear
makes a difference to the people around

| them. They just don’t know how to go
| about buying with confidence.”

Of course, not everyone buys that line,
including one FHM competitor. “There’s
an awful lot of gratuitous fashion brown-
nosing from magazines that know damn
well their reader is not wearing the stuff, or
has any interest in that stuff,” sniffs Mark
Golin, editor in chief of Details.

“On a per-issue basis, we're talking about
a commitment to menswear [that’s) editori-
ally competitive with GQ,” says Fields.
“This is a core of what we stand for.”

Thanks to FHM’s editorial emphasis on
fashion, many fashion advertisers weighed
in for the first issue, including Giorgio Ar-
mani, Perry Ellis, Ralph Lauren, Diesel
and Tommy Hilfiger. Other charter adver-
tisers include Toyota, I’Oréal, Jim Beam
and Absolut. The debut issue carries 96 ad
pages. The rate for a color page is $13,500;
in September, that price tag will rise to
$24,000, commensurate with the 44 per-
cent rate-base bump, says Fields.

With the men’s field now going
through a shakeout, it’s “survival of the fit-
test,” says Roberta Garfinkle, director of
print media at Universal McCann. “Who

Mediaweek Magazine Monitor
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Business Week, which had been off to a slow start in 2000, experienced a surge this week thanks to a
robust Feb. 7 issue, up 89.92 percent over the same issue last year. The growth spurt, which helped move
BW’s pages ahead 23.64 percent YTD, was aided by the first of nine e-biz supplements set for this year.
Nearly half of the ads in BIW this week were folded into the sold-out section. Some advertisers, including
IBM, Microsoft and Intel, had pages hoth in the special section and run-of-book in BIW. Elsewhere, modest
upticks at Newsweek (ahead 5.35 percent this week) and People (1.60 percent) and double-digit growth at
Sports lllustrated (36.40 percent) weren’t enough to move these titles ahead of last year. —Lovi Lefevre

ISSUE CURRENT ISSUE DATE
DATE PAGES LAST YEAR
NEWS/BUSINESS
Business Week 7-Feb 136.29 8-Feb
The Economist 28-Jan 83.00 30-Jan
The Industry Standard 7-Feb 12217 8-Feb
Newsweek 7-Feb 31.81 8-Feb
People 7-Feb 81.99 8-Feb
Sporting News 7-Feb 16.99 8-Jan
Sports Hlustrated 7-Feb 50.02 8-Feb
TimeE 7-Feb 46.16 8-Feb
US News & World Report 7-Feb 2123 8-Feb
Category Total 589.66
ENTERTAINMENT/LEISURE
AutoWeek 7-Feb 313 8-Feb
Entertainment Weekly 4-Feb 420 5-Feb
Golf World 4-Feb 30.39 5-Feb
New York 7-Feb 298 8-Feb
New Yorker 7-Feb 28.43 8-Feb
Time Out New York 2-Feb 56.90 3-Feb
TV Guide 5-Feb 94.93 6-Feb
Category Total 315.48
SUNDAY MAGAZINES
Parade 6-Feb 13.87 7-Feb
USA Weekend 6-Feb 13.21 7-Feb
CATEGORY TOTAL 21.08
TOTALS 932.23

E=ESTIMATED PAGE COUNTS

PAGES PERCENT YT YTo PERCENT
LAST YEAR CHANGE PAGES LAST YEAR CHANGE
7.76 89.92% 418.88 338.80  23.64%
59.00 40.68% 229.00 229.00 0.00%
25.59 377.41% 554.16 10127 447.21%
30.19 5.35% 148.07 161.97 -7.96%
80.70 1.60% 333.51 335.79 -0.68%
13.40 26.79% 70.97 70.20 1.10%
36.40 37.42% 176.69 180.57 -2.15%
36.18 21.58% 266.43 19387  37.43%
27.45 -22.66% 124.49 18335 -32.10%
380.67 54.90% 2,323.20 1,794.82  29.44%
23.93 33.35% 143.02 137.55 3.98%
34.15 23.02% 143.57 11946  20.18%
11.84 156.67% 101.46 88.05  15.23%
37 -19.46% 177.9 163.4 8.87%
18.02 63.65% 126.56 10072  25.66%
58.80 -3.23% 293.10 26000 12.73%
88.06 7.87% 418.58 410.22 2.04%
271.80 16.07% 1,404.18  1,279.40 9.75%
17.29 -19.78% 63.66 63.54 0.19%
12.59 4.92% 67.92 65.02 4.46%
29.88 -9.37% 131.58 128.56 2.35%
682.35 36.62% 3,858.97  3,202.78  20.4%%
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has the best editorial idea? Who has the
most money? Who can compete in the
arena?” she asks. “FHM has a chance. It’s
from a big company that can be in it for
the long haul. But it uldmately depends
on the editorial product.”

60 SECONDS WITH...

Jane Pratt
Editor in chief, Jane

Q. When just about everyone in the busi-
ness wetgbea’ in last year about Disney’s

- sale of Fairchild to
Advance/Condé Nast,
why were you so quiet?
A. From the maga-
zine’s perspective,
editorially, [the sale]
doesn’t change alot
of what we're doing.
Q So is C(mde Nast a good fit for Fane’?
A. In many ways, Fane will benefit the
most out of all the Fairchild Publica-
tions from this change, because we
had tapped out Fairchild-under-Dis-
ney’s ability to get us on to the news-
stand in a big way. That’s where
Condé Nast is making a huge differ-
ence. Q. ‘Fane’ is now under the same
corporate roof as former competitor
‘Mademotselle’. Will the overlap be a
problem? A. 1 had wondered the same
thing. I thought, “Is Advance going to
want to take one magazine in one
direction and one in another?” But
they said, “Absolutely not.” They
have always had magazines that com-
pete with each other. They just try to
make each magazine individually as
strong as possible. So there’s been no
talk about taking fane in any other
direction. Q. Any truth to the reports
that some advertisers balked at your plan
to put Monica Lewinsky on your cover?
A. No. That was ridiculous! No
advertisers are aware of who will be
on the cover—that’s not the kind of
information they get. [Lewinsky] is
going to be on the April cover, and
I'm psyched about it. People are going
to see her in a way they haven't seen
her before. Q. Your cover spine inside-
joke-of-the-month for the January/Feb-
ruary issue is “Moo.” Can you clue us in?
A. It’s an in reference to someone say-
ing that now that we are with Ad-
vance Publications, we are going to be
a cash cow. So we said, “Moo.”
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| got the sniffles. Maybe

Media Person

BY LEWIS GROSSBERGER

N Pieces of Eight

£

CONSIDER YOURSELF FORTUNATE TO
be reading what you’re reading because once again it’s

time for Media Person’s high-rated, semiannual, copyrighted and san-
forized feature, “Compressed Columns.” Think of it: Eight entire MP
columns, each devoted to analyzing a profoundly important issue, have

been compacted by high-powered compression software down to a max-

imum length of one paragraph apiece. As a result, you, the reader, get
eight in one—an unbeatable value for your hard-earned money! 1. In a

piece in Salon, Dan Savage, who writes a syndicated sex column, “Sav-

age Love,” claims that he waged biological

| warfare against Gary Bauer. It seems that

Bauer’s gay-baiting tactics had vexed Savage
greatly. Posing as a volunteer worker, he
infiltrated the Bauer campaign in Iowa
while sick with the flu and skulked around
the office surreptitiously licking things—
doorknobs, phones, coffee cups—to
spread his germs. For the coup de grace,
Savage then slobbered on a pen and
handed it to the candidate, asking for an
autograph. Alas, the bio-
commandos  mission
failed. Bauer never even

Savage should have
checked first to see if
Bauer had gotten a flu shot. Hey, next
time play it smart. Go for anthrax. (By
the way, Media Person predicts that Brill’s
Content is going to take a very dim view
of this type of enterprise journalism.)

2. This Mary & Rhoda reunion thing is
a big, big mistake, mark Media Person’s
words. Unless Mary runs into Lou Grant
and he’s now a demented homeless person
who attacks her with a hammer. But face
it, that’s just not going to happen.

3. Media Person doesn’t like John
Rocker. Media Person thinks John Rock-
er is a moron. Media Person would refuse
to shake hands with John Rocker if he
walked into the room, and then MP would
try to talk someone with more guts than
he has into telling off John Rocker to his

face. But John Rocker shouldn’t have
been suspended from baseball. The big-
oted dimwit is entitled to shoot off his
ugly mouth because nobody should be
punished for speech in this land we like to
think of as the citadel of freedom. And as
for his “sensitivity training,” you might as
well send George W. Bush to profundity
training, for all the good that will do.

4. Victoria Gotti is one of the great
tabloid broads of all time. The woman

John Rocker, the bigoted dimwit, is entitled to shoot
off his ugly mouth in this...citadel of freedom.

wears dark glasses to bail out her husband,
Carmine (lovingly described in the New
York Daily News as “the barrel-chested
junkyard owner”), presumably to avoid
being recognized. Meanwhile, she’s also in
a mink coat, miniskirt, prodigious gold
jewelry and blond hair about three feet
high. Also, putting up her latest book
advance for bail money was a magnificent
touch and much appreciated by all the
local tabloid editors. Actually, it's Victoria
G who should have played Tony’s return-
ing sister on The Sopranos this season.

5. Another gift to the tabloids is Dr.
Allan Zarkin, whom the New York papers
(except for the Times, oddly enough) are
calling “Dr. Zorro” because he carved his
initials in a patient’s abdomen during a
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cesarean section. Maybe Media Person
has been watching ER and Chicago Hope
too much, but he can’t help wondering
why one of those other masked hombres
who are always standing around in large
numbers during surgery—what are they,
nurses, anesthetists, faithful Indian com-
panions, what?—didn’t say, “Uh, excuse
me, doctor, does Blue Cross cover this
procedure?”

6. The Htoo Twins. Are they beauti-
ful or what? Luther with the cigar, John-
ny with the face of an angelic girl. That
haunting photo sticks in the mind, an
instant classic. Twelve-year-old guerril-
las leading a children’s army through the
jungle, magically invincible, according
to local legend, to bullets. Peter Pans
with machine guns. Of course, if the
Burmese army had any brains, they’d fly
a helicopter over and drop a few thou-
sand Pokémon games into the bush. End
of rebellion.

7. Media Person was alerted that Mal-
colm in the Middle was pretty good, so he
watched it, and, oddly enough, it was. MP
didn’t expect it to be because the show
was getting so much hype. It’s not often
that we get a watchable sitcom these days.
Especially one featuring children. As one
media philosopher of his
acquaintance explained
to MP, “It’s like a live-
action Simpsons. Mal-
colm has Lisa’s brains
and Bart’s instincts.”

8. Media Person’s nominee for Com-
puter User of the Year is John Deutch.
Pentagon investigators are saying that
while he was CIA director, Deutch kept
top-secret intelligence files in his home
PC, which was also used to send e-mail
and access porno Web sites via an Amer-
ica Online account. This means that, the-
oretically, at least, the classified stuff
could have been hacked by spies from
other countries, terrorists, the mob, 16-
year-old American boys or, even more
frightening, Steve Case. Armed with vital
state secrets, Case could end up running
not only AOL Time Warner but the
entire country. Quick! Somebody infect
Dan Savage with the mumps and dispatch
him to Virginia. ]
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Hey, eBay,

bid farewell
to
ad clutter.
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The permanence of print.
What a .concept.

There are over 5,000 e-businesses in America today.
And each one seems to be screaming for the attention of
e-consumers through a broadcast barrage of .commercials.
All that confusion. All those GRPs. So few HITs.

Where to turn? Parade and our nearly 80 million readers*, almost

50% of whom surf and shop the net regularly. Best of all, over 90% of

them will see your ad on Sunday, the day Americans at home surf the most.
What better time to put your message, and your web address, literally in their hands.

So tell broadcast clutter it's going once, going twice...gone. And get your ad noticed.
For details about our new, regular feature, inside.com, or for more information on how Parade
can work for you, log onto brandbuilders@®parade.com or call Jack Griffin at 212-450-7139.
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