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Source: Nielsen Media Research: P2+ reach (6 minute qualifier) August 14. 2003 (4:24p-12m) during the blackout in parts of the Northeast and Midwest.




At Deadline

B MTV, VH1 BREAK OUT NEW FALL SHOWS

MTV and VH1 last week introduced their fall program-
ming slates with new series and specials. MTV will
serve up the reality series Viva La Bam,
adventure/party series Wild Boyz and One Bad Trip.
VH1 announced the production of This One’s for You,
a music dedication show. Returning on MTV will be
the first new instaliment of Behind the Music in a
year and eight new episodes of Punkd; VH1 will fol-
low last year's '80s series with | Love the '80s
Strikes Back. Separately at VH1, several programming
executives were promoted last week, including
Michael Hirschorn, who was elevated to executive vp,
production & programming, and Shelly
Tatro, who was upped to senior vp, pro-
duction & programming.

I BIOGRAPHY GOES QUARTERLY

Biography magazine, published monthly
by A&E Television Networks, will convert 2
to a controlled-circulation quarterly fol-
lowing its December issue. A&E will fold
the 705,000<irc title into its newly cre-
ated Biography Club and will use it as a
marketing tool for the network’s Biogra-
phy series and sister Biography Channel.

I OUTDOOR SPENDING UP 5.3%
After posting modest advertising growth
in the first quarter, outdoor advertising
expenditures increased 3.9 percent to
$1.5 billion in the second quarter,
according to figures released last week
by the Outdoor Advertising Association
of America. For the first half of the year,
outdoor spending increased 5.3 percent,
to $2.8 billion. Based on the strength of
the market, the OAAA is expecting the
outdoor industry to surpass its earlier
yearend forecast of 4.3 percent growth.

§ FUSE INKS DEAL WITH TOWER

Music cable network Fuse has part-
nered with Tower Records on a major
programming and marketing initiative to
help garner attention for the channel and the new
artists it showcases. Building on Tower’s in-store pro-
motion the Next Big Thing, which introduces new musi-
cians to consumers with weekly CD sales and listen-
ing stations, Fuse is launching a new series: The Tower
Records Next Big Things Awards. The half-hour monthly
series showcasing budding artists will premiere on
Sept. 13. The favorite musician, as voted on by view-
ers, will be announced each month during an install-
ment of Fuse’s live, daily show IMX-interactive Music
Xchange. There is also a Web component. Additionally,
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under the terms of the deal, the Fuse logo will be post-
ed in Tower Records stores.

0§ HANNITY DIALS IN TO INFINITY PHILLY STATION
Talk station WPHT-FM in Philadelphia has picked up ABC
Radio Networks' Sean Hannity, who launches on the
Infinity Broadcasting outlet today (Sept. 8) in afternoon
drive. With Philadelphia, Hannity's show is cleared in all
top 10 markets. WPHT recently dropped the syndicated
Don Imus in the mornings and replaced him with local
afternoon Talk personality Michael Smerconish, which
created the opening for Hannity. in addition to his radio
show, Hannity is also co-host of Hannity & Colmes on
the Fox News Channel.

I ADDENDA: Andy wright, president
of the Satellite Broadcasting and
Communications Association, whose
members include DirecTV and Echo-
Star, has resigned, effective Sept. 30...
Ramon Escobar, most recently senior
vp of local news, creative services and
local programming for Telemundao’s TV
Station Group, was named executive vp
of programming and production for
Telemundo’s broadcast network...
Cash-strapped Primedia is said to be
preparing to put New York magazine on
the block and will tap Allen & Co. to
handle the sale. Primedia reportedly
hopes to sell the 442,000<circ weekly
for $60 million-plus...Future Network
USA, publisher of Official Xbox Mag-
azine, has acquired Harris Publications’
180,000<irc Guitar World and its three
ancillary titles, reportedly for $16 mil-
lion. The acquisition is the first in the
U.S. for London-based parent Future
Network...To help pay down debt,
Charter Communications will sell sever-
al of its East Coast cable systems to
Atlantic Broadband LLC for an estimat-
ed $765 million in cash...FX has
ordered 15 episodes for a second sea-
son of Nip/Tuck, the plastic surgeon
series from Warner Bros. Television. The show has
averaged a 3.0 household rating and an average deliv-
ery of 2.1 million viewers in the network’s target demo
of 18-49., .Erik Braverman has been promoted to oper-
ations director for KABC-AM, ABC Radio’s Talk station in
Los Angeles, from program director of KABC and KSPN-
AM, ABC’s ESPN outlet...The WB and VH1 have
acquired the exclusive first-window TV rights to the
movie 8 Mile, starring Eminem. VH1 will air the film
first, beginning in April 2005, with the WB's window set
for the 2005-06 TV season.

Market
Indicators

NATIONAL TV: BUSY
The broadcast networks
are scrambling to get
final OKs on fourth-
guarter upfront ad
orders before the offi-
cial start of the season.
NFL inventory is tight at
ABC, CBS and Fox.

NET CABLE: MOVING
Cable nets wrote some
much-needed last-
minute business for the
third quarter. Fourth
quarter is moving, with
money coming in from
the wireless, retail and
online categories.

SPOT TV: MIXED
Local is more active
than national, which
has softened some-
what. Strong activity
from autos, financial

services and retail, but
entertainment and
restaurants are weak.
Stations are up against
tough comparisons with
strong 2003 quarter.

RADIO: ROBUST

Robust auto, telecom
and financial services
business is driving
national. Local still
lags, except in a hand-
ful of markets including
L.A., San Diego,
Phoenix, Houston and
Las Vegas. Stations are
offering deals to move
September inventory,
October is tightening.

MAGAZINES: MILD
Some ad schedules
remain open for fast-
minute buys in the
fourth quarter. Ad cate-
gories buying briskly
in November and
December issues
include packaged
goods, autos, telecom
and electronics.
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Vivendi-NBC Deal Raises

Questions of Integration

NBC chairman Bob Wright opened a
meeting with Universal executives last
week by saying that a bus was waiting
to take them away. Wright was kidding,
of course, but his words suggested that
he fully expects a sale of Vivendi Univer-
sal's entertainment assets to NBC par-
ent General Electric to be completed.

Foltowing months of bidding by sever-
al suitors, the debt-laden Vivendi agreed
last week to negotiate exclusively with
NBC to sell its Universal Entertainment
Group,—which includes USA Network,
Sci-Fi Channel, the Universal film and TV
studios, as well as theme parks—for
about $14 billion in equity. As currently
structured, the new company will be 80
percent owned by GE, 20 percent by
Vivendi Universal. Vivendi Universal
Entertainment shareholders will receive
$3.8 billion in cash, and GE will also
pay down $1.6 billion of Vivendi debt. If
all goes well, the two companies are
expected to sign an official deal by the
end of this month.

The merger will create a powerful
media entity that will raise the profile of
Universal's assets and strengthen NBC'’s
clout in the industry. However, there are
many variables to address about exactly
how Universal will blend with NBC,
including: Where do the cable networks
fit? How can NBC, with a production arm
that has only produced series for itseif,
run large television and film studios?

There is also one looming problem:
minority shareholder Barry Diller, chief of
InterActiveCorp. Though Diller publicly
supports the deal, complications could
arise about payments that Diller claims
Vivendi owes him. —Megan Larson

USA Offers Makegoods
For Rain-Soaked U.S. Open

Having suffered through several days
and nights of rain delays last week dur-
ing its coverage of the U.S. Open tennis
tournament, USA Network sales execu-
tives were scrambling to offer make-
goods to advertisers who had bought
time on its telecasts. “We will do every-
thing we can to make sure they come
out of tennis (continued on page 8)
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Few Pullouts, But
Upfront Orders Slow

Network sales execs miffed hy delays in advertisers' dollars for 4th quarter

THE MARKETPLACE By John Consoli and Megan Larson

wo weeks away from the official start
of the prime-time season, the good
news for the broadcast networks is
that advertisers so far have reneged
ononly 2 percent of the dollars they
committed to spend this fall when
the upfront market took place last
May. If the conversion of upfront
“holds” to orders continues at that very solid
rate, advertisers would back out of only about
$52 million of the $2.6 billion they pledged to
spend in fourth-quarter prime time, affirming
that a good chunk of the money in last spring’s
record $9.3 billion upfront was “real.”

The bad news, however, is that depending
on the network, only 50 percent to 65 percent
of advertisers’ upfront holds for the fourth
quarter have actually proceeded to orders or
cancellations. The sluggish pace of conver-
sions is making some network sales executives
edgy, since 20 percent of the new-season
schedule will premiere over the next two
weeks, with the remainder joining in the week
of Sept. 22. The last thing the networks want
is to be left holding a half-empty bag as the
new season gets under way.

“Everyone came out of the upfront ex-
pecting that there would be a loss of 4 or 5
percent of the dollars when the upfront holds
were converted to orders,” said one network
sales executive who would not speak for attri-
bution. “So the 2 percent cancellation rate is
better than we expected.”

However, the sales
executive added: “No net- :
work wants to sit around
waiting until the season
starts for approval of ad
schedules.  But unless £
there are consequences
for the advertisers and
their agencies, there is no
reason for them to change
their behavior.”

For years, advertisers
traditionally were ex-
pected to convert their
upfront holds to actual

asts is ti

year, than
part to strong demand
forprime time.

orders by Aug. 1. That deadline has gradu-
ally eased backward to Labor Day. But this
year, more advertisers and their agencies are
still working on finalizing their deals with
the networks.

“The lack of response from the advertis-
ers and agencies is disturbing,” said another
top network sales excc, who also requested
anonymity. “When we do upfront deals we
are giving advertisers options, but they are
going overboard by waiting this long. It is
something that really needs to be addressed.”

A primary factor in the slower flow of dol-
lars is that advertisers are spending more
money on broadcast-network advertising and
paying higher rates every year, even as the
broadcasters’ ratings continue to decline.
This makes the actual placing of orders an
increasingly painful process.

“It’s hard for an agency to go to its clients
and get them to sign off on multimillion-dol-
lar broadcast schedules at double-digit cost-
per-thousand increases when they see such a
soft economy and CPM rates for other media
that are much cheaper,” said one media buy-
er. “The networks have lost touch with how
hard a job it is to convince clients that they
should be paying so much.”

Bob Flood, executive vp and director of
national electronic media for Optimedia, one
of the few agency executives willing to speak
on the record about this touchy issue, said: “I
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can appreciate the networks’ sense of ur-
gency. But given the amount of money spent
in the upfront, and the more complex deals
involving product integrations, there are
more nuances that mean more prolonged
discussions with clients before they sign off
on the deals.”

Flood said the arduous holds-to-orders
process is prominent on the buying commu-
nity’s laundry list of reasons why the entire
upfront process should be scrapped. Since
the networks are so dissatisfied with the slow
conversion pace, Flood added, “maybe it will
motivate them to begin discussions for a dif-
ferent model.”

Several cable network sales executives
said they are also experiencing slower-than-
usual advertiser conversions to orders. But
the slowdown is less of a problem for cable,
which does not have a high-profile fall pre-
miere week. In terms of cancellations, cable,
like the broadcast networks, is experiencing
only a small percentage of slippage from
upfront commitments.

According to several cable execs, Sears has
canceled its entire holds on time at some
cable networks after failing to reach final
agreement with the nets on added-value ele-
ments to deals negotiated in the upfront.
Sears executives were not available for com-
ment. Cable execs conceded that there also is
concern that some packaged goods compa-
nies might bring less money to the cable table
in fourth quarter than originally promised.

Back on the broadcast side, reports that
only 2 percent of upfront holds for prime time
have been canceled so far has motivated some
advertisers to place additonal dollars in sports,
particularly NFL telecasts. ABC’s Monday
Night Football is close to being sold out for the
season. Fox, which at this time last year had
inventory available for its national and region-
al NFL weekend telecasts in November and
December, reports that it is also near sellout.
Likewise, CBS reports it is more than 90 per-

cent sold on NFL. John Bogusz, head of CBS
Sports sales, said the NFL telecasts have sold
more time to packaged goods and pharma-
ceutical advertisers than in the past. “The
auro and beer companies are always there, but
we have seen more money from these other
categories,” Bogusz said.

Fox reports it is also pacing ahead of last
year on its postseason Major League Baseball
sales. Fox sources said the network is sold out
for its prime-time divisional playoff series
games and is about 75 percent sold for the
League Championship Series. The network
has moved about 65 percent of its World
Series inventory, compared to 50 percent at
this time last year. |

Dark Days for FCC Regys

Media ownership rules suffer sethacks in appeals court, Senate commitiee

WASHINGTON By Todd Shields

he assault on the Federal Communica-

tions Commission’s landmark relaxation
of media ownership rules intensified last
week, with a court blocking the new rules
and a key U.S. Senate committee voting to
keep TV networks from getting bigger. The
blows came as networks and the FCC itself
intensified efforts to sell Congress and the
public on regulations that increasingly seem
to be in jeopardy.

The 3rd U.S. Circuit Court of Appeals in
Philadelphia issued
its stay last Wednes-
day; the Senate Ap-
propriations Com-
mittee followed with
its unanimous, bi-
partisan vote on
Thursday, the day the
new rules were to go
into effect. The up-
shot: Last week,
which once promised
to begin a new era
of corporate station-
swapping,  ended
with the FCC sty-
mied. The agency announced it temporarily
could accept no new applications to transfer
ownership of TV or radio stations.

Privately, agency officials admitted they
were unsure how to handle pending applica-
tions. Those could include the likes of Paxson
Communications’ sale of KPX]J-TV in Shreve-
port, La. The sale to KTBS-TV (owned by
the Ware family) was announced on June 17,
barely two weeks after the FCC’s ownership
vote that allowed bigger networks, as well as
easing restrictions on owning two stations in
smaller markets. Chairman and CEO Lowell
“Bud” Paxson said the transaction “demon-
strates the keen interest in our broadcast sta-
dons heightened by the FCC’s new rules.” On
Friday, Paxson declined to comment on the
status of the sale. Before the federal judges on
Wednesday, Media Access Project lawyer
Andrew Jay Schwartzman pointed to Shreve-
portas an example of a deal allowed under the
new FCC rules but not under the old rules.

The three-judge panel bought Schwartz-
man’s argument, ruling that “alleged harms
from industry consolidation” could not be
reversed if the rules were to be nullified later.
By contrast, they said, “there is little indica-

On hold: Bud Paxson
faces a long delay.

tion” a stay would harm the FCC or Fox,
NBC and Viacom, which are taking part in
the litgation.

Immediate reaction was muted. “We are
disappointed,” said an FCC spokesman, who
added the agency “looks forward to a decision
by the court on the merits.” That is unlikely
to come for six months or more. The case
before the judges is complex, with litigants
including big-media opponents who fear con-
solidation (such as the Prometheus Radio Pro-
ject, the low-power FM advocates who won
last week’s stay) and by companies that say the
rules remain too restrictive. “In short, a com-
plicated situation gets more complicated, and
the expected set of deals, particularly those in
local markets, get pushed back,” Legg Mason
analyst Blair Levin said in a research report.

If the message for the marketplace was
muddled, the message for politicians was
more clear: the FCC’s rules are vulnerable.
Senate appropriators with little public discus-
sion decided to limit networks to owning sta-
tions that can reach 35 percent of the nation-
al audience, down from the 45 percent de-
cided by the FCC. Senators explicitly used
language identical to that used in the House,
which acted in defiance of Republican leaders
who defend the FCC’s deregulation. The idea
was to insulate the cap from pressure by
House leadership during the legislation’s last
stop in Congress—the negotiations to meld
the two chambers’ bills. “We’ve taken the
issue out of conference,” said Sen. Ted Stev-
ens (R-Alaska), the appropriations chair. Ac-
tivists took heart. “There is enormous mo-
mentum building to overturn all the FCC’s
rules,” said Gene Kimmelman, public policy
director for Consumers Union.

Fox, NBC, Telemundo, ABC and Viacom
tried to slow that momentum, buying ads in
Capitol Hill newspapers touting a new pall
they said demonstrates public support for
keeping regulators away from TV. Their mes-
sage comes late in a debate that shifted into a
higher gear with the FCC’s deregulatory vorte
of June 2. “While we knew it would be con-
troversial, we didn’t anticipate that,” FCC
Chairman Michael Powell admitted last week
on C-SPAN’s Washington Fournal. “1 think
we'll have to get more sophisticated in the art
form of public dissemination.” Sophisticated
salesmanship may not be enough to rescue the
new ownership rules. | |
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whole,” said Jeff Lucas, president of ad
sales for Universal Television networks.

Out of the 95 hours of scheduled
play on USA, 27 were rained out. USA
had provisions in place in case of pro-
gram interruptions, Lucas said, but sales
executives planned to devote last Thurs-
day’s and Friday's prime-time telecasts to
advertiser makegoods.

It was unclear at press time how the
rain impacted USA's overall ratings for
the Open. From Aug. 25 to Sept. 4
(excluding Aug. 29, due to a technical
problem at Nielsen), USA scored an aver-
age 1.0 primetime household rating,
down 38 percent from last year, and
delivered 1.1 million viewers 2-plus,
down 34 percent. However, play on sever-
al of those days was washed out, forcing
USA to air tapes of old Open matches.

Despite rain delays on Saturday and
Monday of Labor Day weekend, average
household ratings for CBS' Open cover-
age for the three-day period were up 6
percent over '02, to a 1.7 rating and 5
share. —Megan Larson and John Consoli

Spot TV Spending to Rise
10-11 Percent in ’04: TVB

Spot TV is projected to enjoy double-
digit ad growth in 2004, according to
the Television Bureau of Advertising,
which last week released its annual

forecast for the television industry.

The TVB prognosis, based on a con-
sensus of Wall Street and financial ana-
lysts, shows total spot TV revenue next
year growing 10 percent to 11 percent
over 2003. Local spot is projected to
grow 7 percent to 8 percent, while the
TVB is pegging national spot growth at
14 percent to 15 percent over this year.

TVB president Chris Rohrs noted that
2004 is both a political and an Olympics
year, which will account for most of the
projected growth in spot revenue.

Last September, TVB estimated that
local spot for 2003 would grow 1 percent
to 3 percent over 2002. Rohrs said at
this point it looks likely that the spot mar-
ket will achieve only 1 percent growth.

Current TVB projections for 2005
are: total spot up 2 percent to 4 per-
cent, with local spot up 3 percent to 5
percent and national spot flat to a gain
of 2 percent. —Sandy Brown, ‘Adweek’

Looking to Get a Leg Up

Nets premiere several new shows early to get sampling, despite some risks

NETWORK TV By John Consoli

H oping for any small edge they can get on
the competition, the broadcast networks

will premiere 19 hours of new fall shows—
about 20 percent of prime time—before the
official Sept. 22 start of the 2003-04 season.
Dave Poltrack, CBS executive vp of re-
search and planning, said there are pros and
cons to premiering shows carly. “In the minds
of most viewers, the new TV season should
begin as soon as possible after Labor Day, but
with Labor Day falling so early this year, there
is more time [before] the official start of the
season,” he said. “The networks that premiere
early have a good chance of getting viewers.
The downside is that ratings for the premieres
will not count as part of the new season num-
bers, and premieres usually draw audiences 20
percent higher than fourth-quarter averages.”
CBS is premiering only one show early—a
90-minute version of Swrvivor: Pearl Islands, at
8 p.m. on Sept. 18. Likewise, NBC will pre-
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ABC’s new Threat Matrix will bow ‘before Must-
See TV returns.but must face CBS’ Survivor.

VIVIAN ZINK/ABC

miere only its new Tuesday sitcoms Whaopi
and Happy Family, Sept. 9. “Tuesday night at 8
and 8:30 have been very difficult time periods
for us, and by going early we hope to get some
sampling,” said Mitch Metcalf, NBC senior
vp, scheduling. There is some downside: Both
sitcoms have been panned by TV critics and
media buyers. If audiences tune out, the shows
could be in trouble by the dme the competi-
tion begins airing new shows (see story below).

On Sept. 18, ABC will roll out Thursday
drama Threat Matrix at 8 p.m. and Extreme
Makeover at 9. While ABC will geta jump on
NBC’s powerhouse Thursday schedule,
Threar Matrix faces off against the Survivor
premiere. Fox plans to premiere its Friday
lineup on Sept. 19, with new episodes of
Wanda at Large, new sitcom Luis and Boston
Public. Preston Beckman, Fox executive vp of
strategic planning, wants to air the shows for
three weeks before postseason baseball pre-
empts them.

The bulk of the early premieres will be on
the WB and UPN. At the \WB, sitcom Ground-
ed for Life opened its new season Sept. 3, and
the net will premiere its Monday, Tuesday and
Friday lineups before Sept. 22. UPN will pre-
micre returning drama Enterprise on Sept. 10
at 8; new sitcom The Mullets follows a truncat-
ed WWE Smuackdown Sept. 11 at 9:30. The fol-
lowing week, UPN will open the season for its
Monday, Tuesday and Wednesday shows.

New shows that premiered early last sea-
son had mixed results—though four shows
return this fall, 10 series were canceled during
the season or not renewed. |

NBG Preps Dose of Reality

Unscripted Next Action Star said to he in the wings if new fall series fail

TV PROGRAMMING By A.J. Frutkin

he broadcast networks are all projecting
success this fall, but they also must prepare
for the inevitable with plans to replace new
series that fail out of the gate. To that end,
NBC is readying the reality hour Next Action
Star for a possible launch as early as this month
if necessary, sources close to the show said.
Next Action Star is executive-produced by
Joel Silver (The Matrix) and Gary R. Benz with
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Brass Ring Entertainment’s Rick Telles and
Cris Abrego (MTV’s Surf Girls). Part contest,
part non-scripted drama, the show pits 14 con-
testants against each other in a serics of stunts.
The group consists of seven men and seven
women who reside together under the same
roof, with one winner from each gender land-
ing a part in a future NBC TV movie, to be
produced by Silver. NBC, according to a rep-
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resentative for GM Mediaworks, is in discus-
sions with General Motors about a product-
placement deal in Next Action Star.

Several media buyers suggested that the
likeliest berth for Action Star would be Tues-
day’s 8-9 p.m. block, if the new sitcoms Whoopi
and Happy Family underperform. “Tuesday 8-9
has remained a challenging time period for
NBC, and that may continue this year,” said
John Rash, senior vp/director of broadcast ne-
gotiations at Campbell Mithun.

Sources cautioned that NBC could decide
to hold back Action Star if the network intends
to schedule the action telepic that Silver will
produce in conjunction with the series. If that
happens, NBC may fill an early fall scheduling
hole with the non-scripted relationship drama
Average Joe, which initially was scheduled to air
this summer but was postponed.

NBC representatives were unavailable for
comment on launch plans for either series.

During their upfront presentations last
spring, the broadcast nets claimed that reality
programming would play a reduced role in
prime time this season. And they have kept
their word, so far. The only new reality pro-

RADIO By Katy Bachman

hile some radio stations and groups are

refusing political advertising from the
gubernatorial candidates in California, Clear
Channel Communications has decided to
leverage its size to attract political dollars.

Similar to the way it sells network radio,
Clear Channel has organized its 71 stations in
California into eight statewide advertising
networks. Each of the networks groups its
stations by demographics, such as the Female
Voter Network (23 stations), the 50-Plus
Mature Adult Network (26), News/Talk (12)
and the Coastal Network (37). Candidates
can also purchase individual stations.

“We have to balance business with our
responsibility to California to get the infor-
mation out. We wanted to find a way to make
our stations available,” said Michael Preacher,
CCs director of state sales in California.

Other stations, required by law to offer
equal access to all candidates, have refused
political spots because of the large number of
candidates (135) that would be eligible to buy
time at the stations’ lowest unit rate. Infinity
Broadcasting, which has 36 stations in Cali-
fornia and has been under pressure from Via-

Fox's The Simple Life is one of several new real-
ity shows that are likely to trickle out this fall.

gram scheduled for fall is the WB’s Steve Har-
veys Big Tinte. But with the possibility of Action
Star and/or Average joe appearing on NBC’s
fall slate and with Fox’ imminent launch of the
reality sitcom The Simple Life, also held back
from this summer, some network executives
might end up breaking those upfront vows.
For now, Rash said he is reserving judg-
ment. “Until any network replaces a scripted
program with a new reality show, we must take

their schedule announcements at face value,”
he said. [ ]

com COO Mel Karmazin to bring in the cash,
has offered each candidate one minute of free
airtime, but stopped short of selling them ad
time. A representative said that the company is
still evaluating whether stations will sell time.

But so far, the demand for political adver-
tising on radio has been minimal, said Matt
Mallon, general sales manager for KABC-
AM, ABC Radio’s Talk station in Los Ange-
les (most political dollars are spent on televi-
sion). ABC Radio, which has seven stations in
Los Angeles and San Francisco, set up two
additional inventory packages beyond what is
strictly required by the government.

Clear Channel, so far, is reaping the re-
wards of its strategy. “We’re receiving more
dollars simply because there are so many oth-
ers that refused the business” Preacher said.

John Hogan, CEO of CC Radio, said the
company may set up more inventory net-
works for the 2004 elections. “Where we
have enough stations in states to make it fea-
sible, we’ll offer them,” he said. Hogan added
that the company is looking into organizing
national networks: “It’s a natural extension of
the Clear Channel footprint and mass.” H
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Dailies Not Making the Grade
With Back-to-School Business

BY LUCIA MOSES, EDITOR & PUBLISHER

ugust was a good month for many
retailers, with several reporting bet-
ter-than-expected sales of back-to-
school and household items last
month. But newspapers did not ap-
pear to share in the advertising
bounty announcing back-to-school
sales, even though local broadcasters did.

Publicly traded newspaper companies
won’t begin reporting their August ad linage
for another week or so, but industry watchers
said that August was weaker than expected,
even during the school stock-up rush. “July
and August were the two worst retail months
so far this year,” said Linda Greiwe, vp of
advertising for Gannett Co.’s Arizona Republic
in Phoenix. “May and June were so soft,
[retailers] had already decided what kind of
cuts they would make.”

“Just because it was a good month for
retailers doesn’t mean it was a good month
for newspapers,” added Dick Mitchell, senior
vp/retail manager for Landon Media Group.
“Retailers are carefully analyzing the ZIP
codes they’re buying and sometimes cutting
them back in a quest to not have any wasted

TV STATIONS

circulation. It seems to be more pronounced
than it was in the past.”

Knight Ridder lowered its third-quarter
earnings estimate, citing, in part, a 3.4 percent
decline in July retail spending and lack of rev-
enue pickup. Edward Atorino, publishing an-
alyst with Blaylock & Partners, said other
newspaper companies seem to he priming
investors for a less-than-stellar third quarter.
With August looking barely better than July,
Atorino said, “it’ all a bet on September.”

Compounding the short-term ad spending
softness is the ongoing struggle facing the
department store category. May Department
Stores said in the second quarter it would close
32 underperforming Lord & Taylor stores.
Dillard’s has been pulling back its newspaper
spending. And papers are noticing the absence
of advertising from 599 Kmart stores that
closed in 2002 and the first quarter of 2003.

Broadcasters seemed to enjoy better ad
gains from retailers. Radio stations, which have
been trying to hijack newspaper dollars for
years, were pacing up for the period, noted
Michele Skettino, vp of corporate marketing
for Interep. Retail is up 20 percent; computers

WJLA Woos CNN's Harris to Anchor Local Newscasts

H g

1!

WJILA pursued Hérris
for three years.

Hoping to surge to the top of the ratings, WILA-TV, Albritton Com-
munications’' ABC affiliate in Washington, has landed one of CNN's
most visible anchors. Beginning in late October, Leon Harris, a 20-
year CNN veteran and award-winning host of CNN's Live Today and
American Stories, will co-anchor the station's 5, 6 and 11 p.m. news-
casts with Maureen Bunyan and Kathleen Matthews. “We're hop-
ing Leon is the catalyst that will push us over the top,” said Chris
Pike, president/general manager of WJLA, which has been running
second and third in the ratings, depending on the daypart.

Pike had been pursuing Harris for more than three years, but the
timing couldn’t be better for WILA, which just finished building a new
state-of-the-art news complex shared with NewsChannel 8, Albritton’s
local cable news channel in D.C. “Leon’s hiring is a huge stride in

our ongoing investment to dramatically reposition WJLA,” Pike said. —KB
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and software are up 15 percent. TV may have
benefited even more than radio, said Anne El-
kins, senior vp/director of local broadcast for
Mediacom, who characterized back-to-school
retail activity as “brisk.” —with Katy Bachman

RadioVisa Buys L.A. AM

Steve Lehman, who founded Premiere Radio
Networks, is back in the radio syndication
game. This time, it’s in Spanish-language
radio syndication, a relatively undeveloped
segment of the network business.

Last week, Lehman’s 1-year-old company,
RadioVisa, agreed to acquire KPLS-AM in
Orange County, Calif., from Catholic Radio
Network for $37.5 million. When the deal
closes, the station will be the flagship for
RadioVisa’s programming.

RadioVisa currently targets Mexican His-
panics with two long-form programs: a morn-
ing show (5-10 a.m. Pacific ime), Gerardo Por
La Muanana hosted by Gerardo Lorenz, and an
evening Talk show (7-10 p.m. PT), En Prvado, a
love and relationships show hosted by Dr. Juan-
Carlos Ortiz. The Los Angeles—based syndica-
tor is also planning to announce this week the
details of its News and Sports services, which
will deliver hourly and half-hourly reports.

But RadioVisa has a ways to go before
achieving Lehuman’s goal of a 24/7 Spanish-lan-
guage radio network. “The problem RadioVisa
will have [is] if you don’t have clearances in the
top 10 markets, you have nothing,” said Jeff
Liberman, president of radio for Entravision
Communications, which syndicates its own
programming among its 57 stations.

Then there’s the difficulty of overcoming
the myriad of languages and cultures that
make up the Latino audience. “Spanish-lan-
guage syndication is more of a regional play,”
confided one network radio executive. “Only
sports programming such as soccer and base-
ball transcend regional differences.”

Lehman, well aware of the challenges,
countered: “When we started Premiere there
were also well-established players.”

RadioVisa could grow quickly if financial-
ly strapped Radio Unica, the only 24/7 Span-
ish-language News/Talk network, decides to
restructure its business or sell off its 14 sta-
tions. Delisted from Nasdaq last year, the
company just barely met its deadline on an
interest payment and is exploring ways to
firm up its balance sheet. —Katy Bachman 1
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BY EILEEN DAVIS HUDSON '

‘Though Gotham was
plunged into darkness
on Aug. 14, the

city remained caim
for the most part.

New York

“BLACK THURSDAY,” NEW YORK’S FIRST MASSIVE POWER FAILURE SINCE 1977, BROUGHT
the city that never sleeps to an almost total standstill. The great
blackout of Aug. 14, the largest power outage in U.S. history, affect-
ed New York and several other Northeast states, stretching west to

Ohio and Michigan and north into Canada.
The outage cost New York City businesses an
estimated $1 billion in lost revenue.

Local media outlets had to scramble to find
ways to report and deliver news accounts about
the blackout, even as they groped through their
darkened offices; many outlets were able to
switch to emergency power generators. While
New York’s newspapers were able to printand
distribute a limited number of cop-

ies the next day, few residents of the [JNISESENEY N (ol R TTE
tri-state area were able to view AUERIG AW A MYV WRITAA{s]:].4

Jan.-Dec. 2002

broadcast and cable TV stations, all
of which were operating again by

would be restored.

To this point, it has been impossible to
accurately assess how much advertising rev-
enue was lost as a result of the blackout, but it
easily jumped into the millions of dollars, con-
sidering that the total ad-revenue hit for all the
markets affected by Black Thursday is estimat-
ed at $20 million to $30 million.

Unlike most other major markets around

Jan.-Dec. 2001

the country, newspapers are still the top rev-
enuc generator in the New York market, rather
than local television (see chart below). With ad
revenue so vital for survival, The New York
Tinzes, owned by the New York Times Co., this
year suffered the biggest hit to its newsgather-
ing reputation in its 152-year history. The well-
publicized Jayson Blair ethics debacle rocked
the paper to its foundation. The fallout was
brutal. Blair resigned May 1 after news broke
of his repeated acts of plagiarism and fabrica-
tion; two weeks later, the Times issued a 12-
page, 7,200-word mea culpa; and managing
editor Gerald Boyd and executive editor How-
ell Raines resigned June 5 over the scandal.

A more recent incident that raised further
questions about the Times’ journalistic and
ethical standards involved national correspon-
dent Rick Bragg. Bragg had written an article
researched and reported endrely by a stringer
who was not given any credit for his work on
the piece. Bragg has since resigned.

The NYT has many loyal readers and adver-
tisers who have supported the paper during this
difficult period, said Times’ representative Toby
Usnik. Usnik added that the paper doesn’t
expect advertising or circulation to take a hitas
a result of the scandals. The Tinmes’ circulation
for the six months ended March 31 was
1,130,740, a decline of 5.3 percent compared to
the same six months in 2002; its Sunday circ
decreased 3.6 percent in the same period.

The Gray Lady is now working diligently
to mend fences and restore its reputation. Ear-
lier this summer, Bill Keller, senior writer for
The New York Times Magazine, succeeded
Raines as executive editor. In July, Washington
bureau chief Jill Abramson and deputy m.e.
John Geddes were named managing editors,
marking the first time in the paper’s history
that two people have shared the job and also
the first time a woman received the title.

The ongoing dogfight between the city’s
two daily tabloids, Mortimer Zuck-
erman’s Daily News and News
Corp.’s New York Post, remains
fierce. The News’ circ for the six
months ended in March was

nightfall on the 14th. (Niclsen Me- gcr))c;?lTl:Jlewspaper :1 'ggg:ggggg? gl:i;g,ggs’ggg 737,030, up fractionally compared
dia Research did not issue overnight Spot Radio $691,806:800 $700,707,790 to the same period a year ago; its
ratings for Aug. 14-16.) Outdoor $77,698,689 $91,778,686 Sunday circ was flat from year-ago

News radio stations proved in- FSI Coupon $40,219,210 $32,218,490 levels at 810,533, The Posr’s daily
valuable to New Yorkers, many of Local Magazine $5,402,380 $7,635,890 circ, meanwhile, climbed 10.2 per-
whom gathered around battery- Total $3,661,676,800 $3,832,735,525 cent to 620,080, while Sunday circ

powered radios to find out what
was going on and when the power

Source: Nielsen Monitor-Plus
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rose +.2 percent to 420,179,
Daily News cditor in chief Ed-



If my competition were smart,
they’d advertise in B-to-B magazines

too. Wait, don’t print that.

- DIRECTOR DF MARKETING, NAME WITHHELD

B-10-B magazines are a surefir= way to @eta $ompetit ve edge in today’s busitess worle. Ascording to
Yaikelovich/Harris reseasch, top e)cecutives‘ﬁ' R Jout two hours a week poring over B-tc-B t tles. They also AMERI C A N
rank B-to-B media as more influer:tial on purcta sisions&han newspapzars and television bus nessnetworks. BUSINESS MEDIA

g@zines, "vebsites, and zrade shcws is an unparale ed way to T Assoclation of BiSiness Media Companies

boost your sales team's effectivemess. % 1 B-12-B Media Builds Business

o
LE
Fos more information contact Michelle Kan at m.kahn@zh—n’mil.com.

-



RADIO LISTENERSHIP

Avg. Qtr.-Hour Share

has a circulation of 26,263.
New York also features a

$tdiien Format m?‘l’:i';gh oEr‘ﬁgi"?z:, plethora of ethnic publications,
WINS-AM M 6.9 3.6 including the Amisterdam News,
WXRK-FM Alternative 6.7 2.4 the largest black-community
WSKQ-FM Spanish 5.0 25 weekly in the U.S,, as well as
WLTW-FM Lite Adult Contemporary 4.7 7.4 several Spnnish—lnnguage news-
WQHT-FM  Urban Contemporary Hit Radio 4.4 55 o EI Diari Pr
WCBS-AM NETS 4.0 e papers: Hoy, wario/La Pren-
WHTZ-FM Contemporary Hit Radio 3.9 44 sa and Noticias del Mundo.
WCBS-FM Oldies 3.8 3.7 The leading area magazine
WRKS-FM Urban Adult Contemporary 3.6 3.4 in the market is New York,
WABC-AM News/Talk/Sports 3.4 3.6

Source: Arbitron Spring 2003 Radio Market Report

ward Kosner is scheduled to retire next March.
There is no time frame on naming a replace-
ment, says Ken Frydman, a News representative.
The News recently promoted Dick Belsky trom
city editor to managing editor for features.

The Post plans to launch a newspaper this
fail targeting the city’s English-speaking I1is-
panics, which will start as a month-
ly, then go weekly. The Post also
plans to launch a weekly real estate
section this month.

Meanwhile, Tribune Co.’s News-
day, based on Long Island, contin-
ues to eke out slight circulation
gains—daily circ was 579,351 in

Demographics

which redesigned in the sum-
mer and rehired Larry Bur-
stein as its publisher. Local
wecekly newspapers include the business-ori-
ented New York Observer and rival alternative
weeklies New York Press and The Village Vaice.

Like the local print media, 10 broadcast
TV outlets crowd New York, the No. 1 mar-
ket in the country according to Nielsen
Media Research. BIA Financial Network also

SCARBOROUGH PROFILE

Comparison of New York
TO THE TOP 50 MARKET AVERAGE

Top 50 Market
Average %

New York

Composition %

yd : Age 18-34 31 29
March, while its Sunday cire was Age 35-54 41 41
665,324, both up fractionally com- ~ Age 55+ 29 30
. HHI $75,000+ 29 39
pared to the same year-ago period.  ggjiege Graduate 12 14
The day of the blackout, How-  Any Postgraduate Work 1 13
ard Schneider officially took overas ~ Professional/Managerial 8 i
. ’ . African American 13 18
Newsday executive vp/editor, suc-  Hispanic 13 17
ceeding Anthony Marro, who re- e -
- : M E-AVERAGE IENCES”
tired in ’August. A.m.01'1g.some of pead Any Daily Newspaper 55 62
Newsday’s recent initiatives, the Read Any Sunday Newspaper 63 68
paper launched a new Saturday sec-  Total Radio Morning Drive M-F 22 25
. ; C Total Radio Afternoon Drive M-F 18 .20
tion about six months ago,.Act I,  tota TV Early News M-F 29 26
devoted to retirement planning and  Total TV Prime Time M-Sun 39 42
living. Schneider stresses, “This is ~ Total Cable Prime Time M-Sun 4| 15
not a seniors secton,” but rather for  MEDIA USAGE-CUME AUDIENCES™
people in their 50s, 60s and 70s who ~ Read Any ga“)é Nenspaper 7‘71 81
) B s o ead Any Sunday Newspaper 7 81
:1‘re lf)okmg for sx?ch m.formatlon. Total Radio Morning Drive M-F 76 76
We’re not targeting this group at Total Radio Afternoon Drive M-F 73 72
the expense of other groups.” Total TV Early News M-F 7t o5
L. hed April 16. 2002 Total TV Prime Time M-Sun 92 93
aunched: on Apri ’ <> Total Cable Prime Time M-Sun 60 63
Seth Lipsky’s The New York Sun has )
becfed up. Ira Stoll, Swn vp/m.e. MEDIA USAGE-OTHER
=Ees Tl . » S P ’ Accessed Internet Past 30 Days 58 56
says the daily grew from an average
of 12 pages to around 20 pages this ~ HOME TECHNOLOGY
) v ad T o g amaliane Owns a Personai Computer 68 69
pastyear, A(.idmg g rcgul‘u full sports Purchase Using Internet Past 12 Months 39 41
page; a business stats page; a second HH Connected to Cable 68 78

page of arts and entertainment; and
a column on the publishing industry.
The Monday-Friday publication,
which cut its newsstand price to 25
cents from 50 cents last November,
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"Media Audiences-Average: average Issue readers o newspapers; average quarter-hour isteners within a specific day-
part tor radio; average half-hour viewers within a specific daypart for TV and cabde *"Media Audiences-Cume; 5-issue
cume readers for daily newspapers: 4-issue cume readers for Sunday newspapers; cume of all listeners within a specific

daypart for radio; cume of all viewers within a specfic daypart for TV and cable.
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ranks New York No. 1 in revenue, a position
recently held by Los Angeles.

NBC owned-and-operated outlet WNBC
at the end of April “evolved” its set and graph-
ics, says Dan Forman, station manager and
senior vp for news. WNBC’s studio, which is
Johnny Carson’s old studio, needed some reno-
vation, so the station took the opportunity to
overhaul its set, music and graphics package,
and even the voice of the station.

WNBC, which won the 5 p.m. and late
news race in households in July, has also made
several personnel changes. At the end of
August, veteran New York anchor Michele
Marsh resigned from WNBC rather than
take a different role at the station. Marsh
anchored in the Big Apple for 24 years, arriv-
ing at WNBC in 1996 from WCBS. Lynda
Baquero, who has anchored weekend news at
6 and 11 p.m., becomes the new 6 p.m. co-an-
chor. Felicia Taylor, who had been co-anchor

of WNBC’s top-rated weekend
morning news, takes Baquero’s old
position. A replacement for Taylor
will be named later.

"The station is also working with

New York  weekday-morning anchor Jane
Index IHanson to launch new local pro-
%5 gramming, both regular shows and
100 specials. Forman says the move was
12? Hanson’s idea. Reporter Darlene
110 Rodriguez was promoted about a
125 month ago to replace Hanson as
132 morning anchor. David Ushery, a
129 15-year veteran reporter/anchor
at ABC O&O WABC, started on

143 Aug. 25 as the new weekend-morn-

107 ing anchor. Last year, WNBC

12); hired former WABC executive
89 producer Barbara Johnson as its
108 news director. (WABC executives
105

did not return phone calls.)
Paxson Communications’ WP-

182 XN-TV rebroadcasts WNBC’s 11

101 p-m. news at 11:30 as part of its
98 joint sales agreement.

92 Viacom’s CBS O&O WCBS-
102 T=E .

106 'V has gotten its management

team in place after a complete over-
haul in the past year and a half. The

= station has shuffled some talent. Its

new morning male anchor is Mario
183 Bosquez, who had been doing
115 weekend mornings since joining
67 WCBS Jlast November from Fox

O&0O WNYW. (Officials at the
News Corp. duopoly WNYW and
UPN affiliate WWOR-TV could

not be reached for comment.)
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COMCAST NOW HAS OVER 40 INTERCONNECTS THROUGHDUT THE COUNTRY.,.

'WITH INTERCONNECTS ACROSS THE COUNTRY, COMCAST IS BUILDING A NETWORK THAT wOULD MAKE MOST AIRLINES
INVIOUS. AD-SUPPORTED CABLE IS THE MOST VIEWED TELEVISION MEDIUM, BUT HASN’T ALWAYS BEEN THE EASIEST
TOoO BUY. NOw COMCAST’S EXPANDING FOOTPRINT OF INTERCONNECTED MARKETS FINALLY LETS YOU REACH THESE
VIEWERS WITHOUT THE HASSLES. AND SINCE IT'S ALL THROUGH ONE COMPANY, YOU CAN BUY SPOT CABLE IN THESE
MARKETS, WITH THE SAME EASE AS BROADCAST. IT'S AS SIMPLE AS ONE PHONE CALL AND ONE INVOICE. TO WATCH

YOUR SPOT CABLE PLANS TAKE OFF WITH EASE, OR TO LEARN MORE, CALL YOUR COMCAST AD SALES REPRESENTATIVE.

(‘comcast

“Comcast affiliate market “~— ADVERTISING SALES



NEWSPAPERS: THE ABCs

Daily
Circulation

Kings County: 884,754 Households

{(New York) Daily News 126,821
New York Post 63,209
The New York Times 48,016
(Long Island) Newsday 10,789
El Diario/La Prensa* 10,179
Hoy* 5,209
Queens County: 786,529 Households
(New York) Daily News 109,509
(Long Istand) Newsday 79,955
New York Post 56,922
The New York Times 50,266
Hoy* 20,482
El Diario/La Prensa* 13,565

New York County: 737,563 Households

The New York Times 191,693
(New York) Daily News 125,222
New York Post 123,337
The New York Sun 12,316
(Long Island) Newsday 12,088
El Vocero de Puerto Rico* 15,471
El Diario/La Prensa* 11,962
Hoy* 1,467
Suffolk County: 477,073 Households

(Long Island) Newsday 247,207
(New York) Daily News 29,362
The New York Times 25,432
New York Post 16,144
Hoy* 7,499
El Diario/La Prensa* 789

Bronx County: 475,470 Households

(New York) Daily News 77,553
New York Post 28,231
The New York Times 20,669
(Long Island) Newsday 3,611
El Diario/La Prensa* 8,321
Hoy* 5,791

Nassau County: 446,708 Households

(Long Island) Newsday 219,865
The New York Times 52,546
(New York Daily News 47,023
New York Post 24,713
Hoy* 8,757
El Diario/La Prensa* 1,063

Westchester County: 337,384 Households

The (White Plains) Journal News 98,318
The New York Times 60,799
(New York) Daily News 31,574
New York Post 21,687
Hoy* 3,419
El Diario/La Prensa* 2,217

Richmond County: 158,302 Households

Staten Island Advance 67,637
(New York) Daily News 23,204
New York Post 16,781
The New York Times 8,121
Hoy* 259
El Diario/La Prensa* 156

*Data is based on Spanish-languague households in the county.

Sunday
Circulation

173,962
47,536
68,293
10,713

4,833
2,219

138,577
84,672
56,922
73,508

6,325
6,345

216,830
98,125
67,893

8,183

8,596
2,910

302,174
28,594
50,921
15,407

1,810
713

104,178
21,514
22,230

5,727
7,579
2,662

251,803
79,486
44,803
21,849

1,716
911

109,714
79,026
36,425
17,082

1,119
1,785

86,136
22,206
11,767
11,176
125

14

Daily Market
Penetration

14.2%
71%
5.4%
1.2%
7.3%
3.8%

13.2%
9.6%
6.9%
6.4%

17.6%

11.6%

26.0%
16.8%
16.6%
1.7%
1.6%
2.1%
9.3%
1.1%

51.8%
6.2%
5.3%
3.4%

35.7%
3.8%

16.3%
5.9%
4.4%
0.8%
5.1%
3.6%

48.0%
11.8%
10.3%
5.49%
45.1%
5.5%

29.0%
18.0%
9.3%
6.4%
14.5%
9.4%

42.7%
14.7%
10.6%
5.1%
2.9%
1.8%

Sunday Market
Penetration

19.5%
5.3%
7.7%
1.2%
3.5%
1.6%

16.7%
10.2%
4.9%
9.3%
5.4%
5.4%

29.4%
13.2%
9.1%

1.1%

6.7%
2.3%

63.3%
6.0%
10.7%
3.2%
8.6%
3.4%

21.9%
4.5%
4.8%
1.2%
4.7%
1.6%

55.0%
17.8%
9.8%
1.8%
8.8%
4.7%

32.4%
23.4%
10.8%
5.0%
4.8%
7.6%

54.4%
14.0%
7.4%
7.0%
1.4%
0.2%

Source: Audited numbers published in the Audit Bureau of Circulations' Spring 2003 County Penetration Report
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WCBS is ending its 4:30 p.m. news be-
cause “you never want to start news on the
halt-hour,” says Lew Leone, WCBS vp/gm.
The newscast had been an hour with a 4 p.m.
start but was cut back. It will be replaced with
an hour of People’s Court. The station also
mixed up its evening- and late-news anchors
to break the monotony of Ernie Anastos and
Dana Tyler for every newscast starting at +:30.
Noon anchor Cindy Hsu now also co-anchors
at 5 p.m. with Anastos. Michacel Pomeranz and
Tyler anchor at 6 p.m. Anastos and Tyler con-
tinue to anchor at 11 p.m.

WCBS, which unveiled a new set in Jan-
uary, launched weekend morning news earlier
this year. “News happens on weekends,” says
Leone, who adds that the day they launched
the morning weekend news, Feb. 1, space
shuttle Columbia crashed.

"Tribune Broadcasting’s WB affiliate WPTX-
TV produces morning news weekdays from
5:30 am. to 9 a.m. and an hour-long 10 p.m.
late news Monday to Sunday. WPIX, which
already had a reporter based in the Melville
office of sister Tribune property Newsday, set up
a camera in the paper’s newsroom earlier this
vear, says vp/gm Betty Ellen Berlamino. The
station also has a camera in the paper’s Queens
bureau. WPIX will launch The Sharon Osbourne
Show Sept. 15, to air 1 pam. weekdays.

Three broadcast TV stations serve the mar-
ket’s Hispanic population: NBC-owned Tele-
mundo affiliate WN]JU, and Univision O&Q
WXTV and its sister Telefutura station,
WEUT. New York is the No. 2 Hispanic mar-
ket in the country, according to Nielsen.
WXTV is the top Spanish-language station in
the market, thanks partly to strong local news.

WNJU has been working feverishly to
catch up. The station this year launched both
morning news and weekend news, matching
the 20 hours a week of local news produced by
WXTV. “There’s really no better time to be in
Spanish-language media than today,” says
Enrique Perez, who took over as WNJU vp/
gm last January. “More general-market adver-
tsers are waking up to the IHispanic market and
the buying power of Hispanics.” Perez, most
recently head of network sales for Radio Unica,
says his station has gotten very aggressive with
breaking news, including more than 20 hours
of coverage on the death in July of Latin sing-
ing icon Celia Cruz, including the use of sister
station WNBC's chopper to follow the singer’s
funeral procession live.

Time Warner Cable and Cablevision are
the market’s main cable operators. Stamford,
Conn.—based Time Warner Cable serves 1.4
million customers in the N.Y. market, in Man-



World Poker Tour
has more than
doubled
Travel Channel’s adult

N 18-49 and 25-54 audience.

What Not to Wear ranks
#3 among women
18-49 on Friday nights,

behind sister program
While You Were Out.

American Chopper,

Monster Garage and Monster House
have made Discovery Channel #1
on Monday nights among adults and
men 18-49 and 25-54.

Irading Spaces is the

#1 cable program

amcng women
18-49 and 25-54.

While other networks are feeling a chill...

We’re hot.

If viewers responded this well to the innovative programs offered on
Discovery Networks this summer, imagine the opportunities for your brand.

For more information and advertising opportunities, please contact your Discovery Networks
sales representative or go to adsales.discovery.com. nlr UUEPU

discovery.com
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All audience figures based on Nieisen Media Research, 3Q03-to-date (06/30/03-08/24/03) Prire M-Su 8P-11P with sports/specials excluded. Discovery Networks increases and program rankings are among ad supported
cable and based on P25-54 delivery (000) with 4+ telecasts vs. year ago (07/01/02-08/25/02}. Discovery Networks include Discovery Channel, TLC, Animal Planet, Travel Channel, Discovery Heaith Channel and BBC
America. Discovery ranked on Mon 8P-11P; What Not To Wear/While You Were Out ranked on Fri 8P-11P; Trading Spaces M-Su 8P-11P; World Poker Tour increases based on performance vs year ago time penod.




IMAGINE THAT.

SOMETHING

NEW THIS FALL THAT WILL ACTUALLY

The premiere of our new design, new editorial staff, and new attitude




will keep us the #1-selling weekly magazine for years to come.

We See Everything”




EVENING AND LATE-NEWS DAYPARTS, WEEKDAYS

Evening News

NIELSEN RATINGS / NEW YORK

Time Network Station Rating Share .
4:30-5 p.m. CBS WCBS 3.1 8 which are seen on MSG
WB WPIX* 2.9 7 Network.
::JPN m\?wn' lg ‘21 In radio, heavy hitters
ox 2 3 . . .
5-5:30 p.m. NBC WNBC 5.1 12 like Il?ﬁmty Bro‘n.lcas'tmg,
ABC WABC 4.8 11 Emmis Communications.
WB WPIX® 82 8 Clear Channel Communi-
— ag‘g 33 g cations and ABC Radio
! . B
Telemundo WNJU* 21 5 dominate . the countr_\’s
UPN WWOR* 17 4 largest radio market. CC’s
Fox WNYW 0.9 2 Lite Adult Contemporary
— :‘:‘3’;: x:)g\é g? 1; outlet WLT'W is the top-
:30-6 p.m. f e . -
ABG WABG 18 11 ranked _ station overall
WB WPIX* 29 7 among listeners 12-plus.
Univision WXTV 2.4 6 Among changes in the
(T:?S > VWVSES 3‘1‘ g market this year, Infinity has
elemundo 2 0 . ! .
UPN WWOR" 17 % sha.l\en up WNEW-FM,
Fox WNYW 0.9 2 which had been supported
Pax WPXN* 0.5 1 largely by the success of the
6-6:30 p.m. Qg‘é m:gg :'g 13 controversial  afternoon-
ces WOBS = = drive show, Opie Q’fAn./lralzy.
UrSen WXTV 25 5 Infinity fired the duo in the
WB WPIX® 2.4 5 summer of 2002 after an on-
LeF',i‘m“”“ m‘gn' 12 g air sex scandal and was
Pax WPXN® 13 3 forced to drop' Hot Talk
Fax WNYW 1.1 2 from WNEW in January.
In April, the station, which
Late News ) 1 e
10-11 pm. Fox Ty = 5 had sta.rtcd playing Pop
WB WPIX 29 4 tunes, flipped to Hot Adult
UPN WWOR 23 4 Contemporary and now tar-
Wi pm. | REC WNBC S8 il gets women 25-54 with a
wB WPIX* 4.9 9 o ’ atur -
ABC = i = morning team featur ing for
ESs WNYW* 4.6 8 mer Entertainment Tonight
cBS WCBS 4.0 7 reporter Chris Booker and
Univision VORI 25 S tormer E! reporter Lynda
?eFI?mun oo mﬁﬁ 12 g Lopez (sister of Jennifer).
Pax WPXN* 0.4 1 ABC Radio Networks

“Non-news programming Source: Nielsen Media Research, July 2003

hattan, Queens, Staten Island, western Brook-
lyn, parts of lower upstate New York, and
Bergen and Hudson counties in New Jersey.
The company owns and operates 10-ycar-old
24-hour local cable news channel NY1 News.
On June 30, it spun off a 24-hour Spanish-lan-
guage version called NY1 Noticias, which is
available as a standard channel on the compa-
ny’s digital tier, or about 700,000 customers,
says TWC rep Suzanne Giuliani.

Bethpage, N.Y.-based Cablevision serves 3
million customers in the New York metropoli-
tan area, including the Bronx, most of Brook-
lyn, Long Island, Newark and parts of New
Jersey and Connecticut. Cablevision’s Rainbow
Media Holdings is a 50 percent partner in
regional sports net Fox Sports Net. It is also the
principal owner/operator of Madison Square
Garden and its sports teams, the NBAs New
York Knicks and NHLs New York Rangers,

earlier this year launched a

five-minute Spanish-lan-

guage newscast on Spanish

Broadcasting System’s WSKQ-FM (Spanish)

and WPAT-FM (Spanish/Nostalgia). The

top-of-the-hour newscasts air from 6 a.m. to
6 p.am.

Urban stations remain big business in the

city. Among them, Emmis’ WQHT-FM, after

RADIO OWNERSHIP

Owner Stations
Infinity Broadcasting 3AM, 3FM
Clear Channel Communications 6 FM
Emmis Communications 3FM

ABC Radio 2 AM, 1 FM
Spanish Broadcasting System 2FM

Inner City Broadcasting 1AM, 1 FM
Buckley Broadcasting 1AM

The New York Times Co. 1FM
Univision Communications 1AM, 1 FM

months of contract negotiations with contro-
versial morning man Star, decided last month
not to re-sign him. Star, who was looking for
a new contract worth $2.7 million, had been
suspended several times, most recently in
May. MTV personality Sway, who has been
filling in, is in the running for the job.

In July, sister station Adult R&B WRKS-
FM picked up the Love, Lust and Lies show of
motivational speaker/author Michael Baisden
for afternoon drive. The show will incorpo-
rate music and more talk. Outspoken after-
noon host Wendy Williams, at rival outlet
Inner City Broadcasting—owned WBLS-FM,
has talked her way into getting her own show
at VHI. The gossip and interview show,
Wendy Williams Is on Fire, started on July 10.

In other action, earlier this year, Nassau
Broadcasting grew its Northeast holdings with
the purchase of four suburban outlets from Big
City Radio for $43 million: WNYW-FM,
WWZY-FM, WWXY-FM and WWYY-FM.

In terms of outdoor advertising, “We’re
the largest purveyor of out-of-home advertis-
ing in the N.Y. market,” says Jodi Senese, rep-
resentative for New York-based Viacom Out-
door. Viacom ofters about 350 bulletins in the
five boroughs, 6,000 buses, 6,500 transit shel-
ter faces, the entire N.Y. subway system (ex-
cept Staten Island), Metro North, Long Island
Railroad, and New Jersey Transit. Viacom also
offers spectaculars in ‘Times Square and on the
redeveloped 42nd Street.

At the end of last year, Van Wagner Com-
munications acquired the New York City tele-
phone-booth ad business formerly held by Via-
com. The move added 2,300 kiosks in the city
to VWC’s existing 1,000 booths in Manhattan.
The U.S. Justice Department ordered Viacom
to divest the business when its Infinity radio
division bought Outdoor Systems in 1999.

Clear Channel Outdoor is another major
outdoor player in the New York metro, offer-
ing bulletins, posters, bus shelters, urban pan-
els and wall displays. u

Avg. Qtr.-Hour Revenue Share of
Share (in millions) Total
17.4 $245.3 31.8%
22,5 $202.5 26.2%
12.1 $92.2 11.9%
6.5 $59.7 7.7%
6.2 $50.7 6.6%
4.6 $29.7 3.8%
21 $20.8 2.7%
2.7 $15.0 1.9%
88 $12.7 1.6%

Includes only stations with significant registration in Arbitron diary returns and licensed in New York or immediate area. Share
data from Arbitron Spring 2003 book; revenue and owner Information provided by BIA Financlal Network.
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Know The Facts

Clear Channel Radio
Myth vs. Fact

MYTH:  Clear Channel Radio sells its stafions ~ FACT:  Better than 90% of Cleor Channel radio stations have o dedicated
on a “clustered” basis. sales staff whose primary focus is to sell that station. When
demographically or formatically advantageous, our sellers work
collaboratively to offer the best multi-station options for

advertisers.

MYTH:  (lear Channel Radio has increased "FACT: Rates are a function of the marketplace—it's Economics 101.
the cost of buying radio time. If demand increases, rates will likely increase and if demand
decreases, rates will likely decrease. Clear Channel Radio operates
in a highly compefitive marketplace and CANNOT unilaterally “raise
rates.”

MYTH: Local rates differ from national rates. ~ FACT: At Clear Chennel Radio, the rate is the rate. Clear Channel
Radio prices inventory the same regardless of who sells it. Our
inventory management program, TradeWinds, provides real-fime
pricing and is used by both local and national sellers. There is no
difference in pricing based upon who sells it, but rather the terms,
conditions, and timing of a buy ultimately affects costs.

http: //knowthefacts.clearchannel.com

'@ CLEARCHANNEL
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Are Half of All Ad Dollars Wasted?

New MMA data shows large brands can make profits on advertising

THE TOUGHEST CLICHE IN ADVERTISING IS, “I know
half my dollars are wasted, but I don’t know which half.”
"Tough, because we haven’t been able to prove it is wrong.

In spite of the billions spent on ads each year, there has
been little scientific evidence that advertising itself pro-
duces a profit, or even covers its own cost. So as an indus-
try, we usually change the subject and talk about other
vague benefits of advertising, like “building brand equity.”

In fact, “half my dollars are wasted” seems generous
when the measure is sales. The celebrated Adworks 2
study (1999) showed that the TV advertising of the top
10 percent of consumer packaged-goods (CPG) brands
paid back only about 32 cents on the dollar (iny calcula-
tion, from Adworks’ numbers).

John Philip Jones’ 2001 analysis of Marketing Man-
agement Analytics data for the largest CPG brands
showed better results. Television returned about 49 cents
for every dollar spent on advertising, nicely confirming
the “half-wasted” theory.

But are half of the dollars actually wasted? I doubr it.
The problem is, almost everything we know about sales
response to advertising comes from a limited sample of
advertising—packaged goods brands on television. And
today, CPG brands are not typical advertisers; they
account for only 16 percent of all national ad dollars.

Might not advertising produce greater returns for
brands in newer, growing markets where news and infor-
Ination are important to the sale—for example, prescrip-
tion drugs, finance, electronics, retail and movies?

Then there is brand size. Individual CPG brands are
small compared to other nationally advertised brands.
Might not economies of scale increase advertising pay-
back for larger-brand categories?

And since TV costs are high compared to other me-
dia and there appear to be decreasing marginal returns
to media concentration, might we not see greater pay-
back from print or radio, or mixes of media, in these non-
CPG categories?

Yet, these are small questions compared to the Big
Kahuna. Is the idea that “advertising doesn’t begin to
pay back short-term” more about packaged goods than
it is about advertising?

Fortunately, MMA, the leading marketing-mix mod-
eling firm, has the beginnings of a new database that can
help us look at these questions. The data includes non-
packaged-goods brands, like electronics, telecoms, ap-
parel and pharmaceuticals. The measure used is the
equivalent of advertising-delivered profit before taxes.
MMA calls it “payback.”

"The results of the analysis are encouraging. The non-
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CPG brands studied pay back an average of 87 cents in
profit for each advertising dollar spent. This is substan-
tially better than the average 54-cent payback of the CPG
brands in the database, but it is still not a positive return.

When the brands are identified by product class, 10
of the top 15 brands ranked on payback are non-CPG.
Furthermore, six non-CPG brands (of 20) pay back in
full on ad dollars spent, while only one CPG brand (of
25) accomplishes this.

The new MMA data shows payback to advertising
appears to correlate directly with brand size. The largest
third of the non-CPG brands show a positive payback
($1.48). And advertising pays back in the short term for
each of the four brands in the database with more than
$1 billion in sales (economies of scale probably con-
tribute to the higher payback for non-CPG categ