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At Deadline

i DISCOVERY, MCDONALD'S INK AD DEAL

Discovery Networks is expected to announce a cross-
platform marketing deal this week with Omnicom
Group's OMD and client McDonald's. Discovery Net-
works' TLC is the primary on-air component under the
terms of the pact. McDonald's will also get exposure
online on Discovery.com. The fast-food chain announced
plans in December 2003 to consolidate its media strat-
egy, planning and buying efforts with OMD.

B LIFETIME UNWRAPS 2004-'05 LINEUP

At its upfront presentation in New York last week, Life-
time announced it will double its output of original
movies, producing 19 films for the 2004-
'05 season. The network will produce its
first miniseries (on sex trafficking) with
Hallmark Entertainment. Lifetime also
plans to create a Friday lineup of reality
series for this fall, with sophomore
shows Merge and Head 2 Toe, and a new
show from the creators of American Ido!
called How Clean is Your House? Other
announced projects include The Nanny
Reunion and TV Movie Superstars: Wom-
en We Love. In related news, Lifetime
Entertainment Services will extend the
network brand into radio with Lifetime
Radio for Women, which will be syndicat-
ed by Jones Radio Networks.

§ WHITING DEFENDS NIELSEN LPM
Susan Whiting, president/CEO of
Nielsen Media Research, defended the
company’s local people meter ratings
system before 1,200 TV-station execu-
tives at last week’s Television Bureau of
Advertising meeting in New York. The
LPM system recently came under attack
in New York, forcing the ratings company
to delay the service's launch by two
months to June 3. Putting the controver-
sy's blame squarely on Fox Television,
which organized a campaign that spread
to Capitol Hill, Whiting said it was a
“great shame” that the publicity could
affect Nielsen’s ability to recruit minority and ethnic
viewers for its sample. As Nielsen prepares to launch
LPM service in Los Angeles (in July) and Chicago (in
August), Whiting said the ratings firm, which is owned by
Mediaweek parent VNU, would step up its public-
relations efforts in those markets.

I ABC, MINDSHARE TO PARTNER ON THE DAYS
ABC and MindShare North America last week gave the
greenlight to the first series stemming from a program
partnership they announced last December. Set for a

Ellen Levine freshens up
Good Housekeeping
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mid-summer launch, an order was made for six
episodes of The Days, a drama that centers on a two-
career couple with three kids as told from the perspec-
tive of their 14-year-old son. Tollin/Robbins Productions
will produce the series, which was written by John Scott
Shepherd (Life or Something Like It). MindShare already
has announced Unilever as a participant in the project,
along with another unnamed client.

B ESPN, ABC SCORE WITH NHL PLAYOFFS

National Hockey League playoff ratings on ESPN and
ESPN2—through six and 11 telecasts, respectively—
were up by double digits on both nets, albeit off small
bases, while ratings for one Saturday's
regional playoffs on ABC were up 27
percent. According to Nielsen Media
Research, NHL playoffs on ESPN were
averaging a 0.50 household cable rat-
ing, up 11 percent from 0.45 for the
same period last year, while ratings on
ESPN2 were averaging a 0.43, up 19
percent. Particularly strong increases
on ESPN were among teens (46 per-
cent) and men 18-24 (103 percent).
ABC's three regional telecasts delivered
a 1.4 rating, up from 1.1 last year.

0§ ADDENDA: meximerica Media, a
San Antonio, Texas-based Spanish-
language publisher, announced last
week the launch of Rumbo, a new net-
work of Spanish-language dailies. The
papers will be published at the end of
second guarter in Houston, San Anto-
nio, Austin and the Lower Rio Grande
Valley...Buena Vista Television is
reporting off-network clearances for
ABC sitcom According To Jim in more
than 50 percent of the country. Recent
deals include stations from the Sinclair
Broadcast Group, Paramount Stations
Group and Granite Broadcasting. The
show premieres in syndication in fall
2006...Pax TV will launch two half-hour
prime-time game shows this summer:
On the Cover, a pop-culture trivia contest, and Balder-
dash, based on the Mattel board game. The network
has ordered 26 shows for each...Terry Mackin, execu-
tive vp of Hearst-Argyle Television, was named chairman
of the NBC affiliates advisory board, succeeding Roger
Ogden, executive vp of Gannett.

# CORRECTION: in the March 22 Market Profile of
Phoenix, the Radio Ownership chart misstated the num-
ber of stations Clear Channel Communications owns. it
owns eight stations: three AM stations and five FMs.

Market
Indicators

NATIONAL TV: STEADY
With heavy upfront
sellout levels and
makegoods, second
quarter through May is
tight, but avails are
more plentiful for
June. Studios promot-
ing their summer
movies in scatter.

NET CABLE: MELLOW
As nets make grand
upfront presentations
to advertisers, scatter
activity remains rather
slow. Still, second
quarter was much bet-
ter sold in last year's
upfront, so inventory is
tightening up a bit.

SPOT TV: ACTIVE
Demand for both
national spot and local
continues to drive tight

inventory conditions in
top markets. Strong
activity from political.
Retail is varied.

RADIO: BUILDING
Buyers are beginning
to place radio cam-
paigns for May, tight-
ening inventory in mar-
kets such as
Philadelphia, San
Diego, Los Angeles,

‘Phoenix and Atlanta.

Washington, D.C., is
particularly tight.
Demand for national
spot picking up after
lagging local in the
early part of the year.

MAGAZINES: MOVING
Summer toiletries/cos-
metics filling women’s
titles. Low-carb prod-

| ucts continue to be

active in women’s ser-
vice and lifestyle
books. Business and
news weeklies strong
with tech, telecom and
financial money.
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Sears, ABC Family Sign
One-Year Interstitial Deal

Retail giant Sears, which is putting a
much greater emphasis on integrating
its products into TV programming these
days, has signed a one-year deal with
ABC Family to sponsor the network's
Friday-night movie, an agreement that
includes eight minutes of Sears intersti-
tials per two-hour show. The deal, which
went into effect April 16, is timed to
reach weekend shoppers.

Each movie will contain eight one-
minute Movie Xtra segments hosted by
actress Forbes Riley, themed to various
seasonal offerings at Sears stores. This
week’s movie, Picture Perfect, will include
Spring fashion tips.

The interstitials will also highlight
specific products. The first Xtra, which
ran last week, included plugs for the
Craftsman Mini Tiller and other items.
“The Movie Xtra is a great way to get
people interested,” said Perianne
Grignon, director of media services at
Sears. “Clutter is a huge issue, and pre-
senting the merchandise we have for
sale every week is a great opportunity.”

Laura Nathanson, executive vp, ABC
Family sales, said it is unlikely that the
network will open up other nights for
similar efforts. Sears also hired L.A -
based NMA this month for entertain-
ment product integration. “| think this
represents more of a strategic plan
rather than looking at opportunities on a
one-off basis,” Grignon said of the hiring
of NMA. —Todd Wasserman

FCC Moves to Smooth Path
For Digital Radio Rollout

The Federal Communications Commis-
sion is seeking to iron out the technical
wrinkles impeding the wider use of digi-
tal radio.

On April 14, the agency asked for
comment on allowing digital broadcasts
at night, when interference problems are
most severe. The following day, the
FCC's commissioners formally asked for
comment on the suite of rules that will
govern the advanced service. “Con-
sumers will have the ability to hear sur-
round sound, CD-quality music over the
air” and broad- (continued on page 6)
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Moonves Vows to
Eat Zucker's Lunch

ﬁB‘Q ['%l&f‘“ tn dohimb

THE MARKETPLACE By John Consoli

showdown is brewing in the coming
television upfront marketplace on
two fronts: between CBS and NBC,
and between CBS and media buy-
ers. Last week, CBS chairman and
CEO Leslie Moonves said he
expects the network will take away
prime-time ad dollars next season
from its competitors in the upfront, particular-
ly from NBC on Thursdays.

Moonves is so confident, based on CBS’ sta-
bility of schedule this season, that he said the
network plans to ask for double-digit cost-per-
thousand rate increases, likely as much as 12
percent. If advertisers balk, Moonves said, CBS
will not hesitate to hold back inventory, as it did
three years ago when it sold only about 66 per-
cent of its inventory in the upfront.

While media buyers acknowledged that
CBS has a solid lineup going into the fall (it
added four strong new shows to its schedule
this scason), which makes the network a
more attractive buy, they caution that the
network had better not overplay its hand in
upfront negotiations. “I thought [Moonves)
was describing a new CBS sitcom” when he
outlined his strategy, chuckled Lyle
Schwartz, managing partner of research at
Mediaedge:cia, who works closely with the
buying agency’s president of national broad-
cast, Rino Scanzoni.

Moonves also went right for NBC’ jugu-
lar, proclaiming that CBS will eat into its

I‘if“ \:Ih menmo ":‘ﬁ:’i“i |:':"'F\ ’:; [ ) ﬂ.’aus heiner 18 o

13.6 rating in adults 18-49 in its April 15 finale)
exceeded the expectations of the NBC brass
and that the show “totally changes the ¢quation
on Thursday night” for next season.

“We only had 18 first-run episodes of
Friends this season, but we will have 32 first-run
hours of The Apprentice next season,” said Zuck-
er, who added that the show—the most-
watched among adults 18-49 with $100,000-
plus households—Ilets NBC charge advertisers
a sizable premium. NBC also has seven of the
top 10 shows in that age and income demo
(Mediaweek, April 12)—and, Zucker said,
“That’s why our pricing is 15 percent higher
than our nearest competitor.”

CBS, however, plans to present media buy-
ers with numbers that Moonves claims will

"We only had 18

huge Thurs.day night ad take. “We feel a lot “Ff'l-ends was
of money will b'e shlfung to CBS on Thurs- enisudes of se“ing for a
day nights. .. Friends [which ends its 10-year p 3
run after this season] was selling for a huge Friends this huye amount of
;‘mount of mone)ln ]o?ll [wllllich repll laces year, but we'll money [on NBC]_
riends at 8 p.m. this fall] will not sell for :
nearly that atount.” have 32 hnu:js of Joey will not sell
Moonves believes that if it weren’t for the The ﬂﬂlll' entice for neal‘ly that
‘sllncgcgss in lt(l; ili nﬁd-segson of Il/it Ap[i}“e}llltice, next season... amount. The
R would be in serious trouble on Thurs- - -
day come the fall. “The Apprentice saved their [which] c!lan'g'es Ap n I'ennc_e
bacon,” he said. the equation. saved their
Jett Zucker, president, NBC Entertain- ZUCKER hacon.” MmooNVES

ment, News and Cable Group, agreed that
The Apprentice (which recorded a massive



debunk NBC% high-income-audience argu-
ment. Dave Poltrack, CBS executive vp of
research and planning, called the 18-49,
$100,000-plus audience “the 1nost bogus statis-
tic out there,” adding, “We will be making the
case that it’s CBS that has the most premium-
[audience] programs.”

Poltrack said that TV viewers in the 35-54-
year-old age range contain the most affluent
income earners and that the 18-49 demo range
is skewed heavily by the large number of 18-24-
year-olds who live in households that earn
more than $100,000 but whose pursestrings are
in the hands of their parents. He said if one fil-
ters out those 18-24-year-olds from the high-
income 18-49 demo, NBC shows take a sizable
dip, while CBS shows move up. “If you want to
sell luxury items, you want to reach the person
who controls the discretionary income, which
is the parent, not the child,” Poltrack said. “In
terms of $100,000-plus income, if you look at
all adults 18 years and older who are watching
TV, CBS is only a tenth of a rating point
behind NBC. But NBC wants to eliminate all
people over 49 and include all children 18-24.”

CBS also cites its closing of the gap in adults
18-49 in prime time—this season, CBS is only
two-tenths of a rating point behind NBC.
However, Zucker said, the CBS numbers are
inflated by National Football League Sunday-
night overruns and the Super Bowl. “If you
take out sports programming, CBS falls five-
tenths of a rating point behind us,” Zucker said.

So what do the buyers say? “CBS’ stable
schedule is a little more top-of-mind for buy-
ers because of the lack of stability of the other
networks’ schedules,” said Steve Lanzano, exec-
utive vp/managing director at MPG. “And
there is some validity to CBS’ older-audience
argument. NBC will also have a lot more per-
suading to do in selling their Thursday nightat
such high premiums. But if CBS is overly
aggressive on pricing, buyers will walk away,
and then some of the money targeted to them
could go to other networks or to cable. But let’s
see how NBC responds to this.”

Mediaedge:cia’s Schwartz agreed with Lan-
zano that CBS’ older-audience argument is
“valid,” but only for certain advertsers within
categories. “The same automaker can sell both
a higher-priced huxury car and a lower-priced
economy car,” he said. “Financial advertisers
target both younger and older viewers.”

Schwartz also believes money could move
out of broadcast if the networks try to price
their inventory too high. At what point will
buyers balk? While Lanzano and Schwartz
would not offer a number, another agency exec,
who declined to speak for attribution, said any
network that holds out for anything above a 6
percent CPM increase could be at risk. u

Broatcasters Blast Ferree

Gompain that pl

WASHINGTON By Todd Shields
T op Federal Communications Commis-

sion staffer Ken Ferree says he expects
tomatoes, and maybe worse, to be thrown his
way this week when he appears before broad-
casters to push his cable-centric vision of the
digital-TV transition. Ferree may be over-
estimating broadcasters’ hostility, but not by
much. He could face difficulties on Capitol
Hill, too, where some lawmakers are signal-
ing they will fight his plan to end TV as we
know it.

At issue is the proposal by Ferree, chief of
the FCC’s media bureau, to quickly complete
the change from traditional analog TV to
digital service by 2009. Congress said the
switch can’t happen until 85 percent of homes
can receive digital signals. But most of the
public has old-fashioned analog sets. That
will be true at the end of 2006, the transition’s
target date. It still will be true for a long time
after that, as households delay investing in
pricey digital TVs.

Ferree described his closely held digital
transition plan in a briefing last week in a bid,
he said, to clarify misconceptions in advance of
this week’s National Association of Broadcast-
ers convention.

In a nutshell, the Ferree plan simply
counts all households receiving cable as digi-
tal homes, since cable operators could take in
broadcasters’ digital signals and convert them
to analog. Because so many households get
cable and because satellite broadcasters
already use digital, nearly all markets would
exceed the 85-percent threshold. Broadcast-
ers would then lose their analog spectrum,
which the government could auction off.

Ferree acknowledged the plan does little
for the remaining 15 percent (or fewer) of
Americans who still get their TV by antenna.
He said those people could buy digital-to-
analog converter boxes—at an estimated $50
per box—that could be subsidized. The mil-
lions of second, third and fourth TVs in
kitchens, garages and spare bedrooms would
largely become junk. So would TV for all
who won’t or can’t buy a converter box or
subscribe to satellite or cable.

Broadcasters don’t like any of it. The
National Association of Broadcasters and the
affiliate groups for the four major TV net-
works jointly sent a letter to the FCC last
week, saying the proposal “would condone”
cable’s down-converting, or degrading, of

3

digital signals. 'L'hey said signal conversion at
the cable headend, rather than via set-top
boxes in viewers’ homes, could leave house-
holds with something short of full digital ser-
vice—lacking, for instance, the multiple
channels broadcasters want to launch.
Separately, Nat Ostroff, vp/new technol-
ogy for Sinclair Broadcast Group, which
owns 62 stations in mid-sized and small mar-
kets, said the proposal would ominously set
up cable as the standard of consideration for
turning off the analog signal. “Broadcasters

Ferree’s new digital-transition plan has drawn
letters of concern from five U.S. senators.

seem to be the whipping boy for the FCC’s
failure” to handle the DTV transition,
Ostroff said. “Our businesses are at stake.”

Not surprisingly, cable had a different
view on the recommendation. “Ken Ferree
and the [Media Bureau] deserve a lot of cred-
it for thinking creatively,” said Robert Sachs,
president/CEO of the National Cable &
"Telecommunications Association.

While Ferree said reaction on Capitol Hill
has been “largely supportive,” no U.S. law-
maker has come out publicly in favor of the
plan, while five have written letters express-
ing concern. They include Sen. Conrad
Burns (R-Mont.), chair of the Senate’s
telecommunications subcommittee, who, in a
March 30 letter, said the plan “would do
more harm than good.”

One Capitol Hill staffer said the plan had
ignited little enthusiasm, in part because “it’s
just to get spectrum back. And that doesn’t
work politically.” Late last week, Ferree was
back on Capitol Hill, trying to sell his pitch.
His return trip amounted to an implicit
admission that, just like Lucy during the hey-
day of analog TV, the FCC still has some
splaining to do. u
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casters will better be able to compete
with satellite and Internet services, said
FCC Chairman Michael Powell.

Unlike TV signals, digital radio oper-
ates on the same frequency as the tradi-
tional analog broadcasts. Currently, 100
stations offer digital broadcasts, accord-
ing to Ibiquity, the radio-industry consor-
tium developing the new technology. Dig-
ital radio, also known as HD radio, offers
extra information such as the artist and
title of the song being broadcast. Com-
panies are planning more advanced ser-
vices, including rich traffic and weather
streams and TiVo-like time shifting of
radio shows. —Todd Shields

Air America Knocked Off
Two Outlets, Adds Others

Air America Radio, the two-week-old,
liberal-themed network, was back on
the air in Chicago on April 16 but was
still unable to clear its lineup in Los
Angeles. The New York State Supreme
Court last week granted the startup
network’s request for a restraining
order against New York-based Multicul-
tural Broadcasting, which, on April 14,
abruptly changed the locks at its facili-
ties and pulled the plug on Air Ameri-
ca’s feed in L.A. and Chicago.

At press time, Air America was still
off the air on KBLA-AM in L.A. “We'll
seek legal remedies and explore other
broadcast options with a partner who is
more responsible and mature,” said
Evan Cohen, chairman of AAR. “Arthur
Liu [owner of Multicultural Broadcasting]
received a clear message: Temper
tantrums are not the way to conduct
business.” Multicultural claimed AAR,
which is leasing time on the stations,
had failed to pay its bills.

Meanwhile, AAR continues to add
affiliates. Last week, AAR announced
that two of its shows—The O’Franken
Factor, hosted by comedian Al Franken
(noon to 3 p.m.), and The Majority
Report, hosted by Janeane Garofalo (9
to 11 p.m.)—will clear WCHL-AM in
Chapel Hill, N.C., beginning April 19.
Including Chicago and L.A., AAR airs on
six stations, including WLIB-AM in New
York, the Internet and both subscription
satellite-radio services. It has deals to
clear stations (continued on page 8)
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NBA Passes to hcahle
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SPORTS TV By John Consoli
N ational Baskethall Association Commis-

sioner David Stern’s goal of moving the
league’s TV audience from broadcast to cable
took a major step forward this season, as ESPN
and TNT grew ratings by 8 and 17 percent,
respectively. ABC’s average
2.4 rating for 14 games was
down 8 percent and the low-
est average in NBA history
for a broadcast network. And
while ESPN (1.3) and TNT
(1.4 household ratings were
lower than ABC’, cumula-
tively they were larger, and
that pleased media buyers.
“The viewer does not dis-
tinguish  the  difference
between watching a game on
broadcast or cable,” said Lar-
ry Novenstern, senior vpand £
director of nadonal buying at
Deutsch. “To the viewer, it’s
not broadcast vs. cable—it’s
where they can find the game.” Jason Maltby,

senior managing partner and director of

national broadcast at MindShare, believes rat-
ings on ABC are down because of the limited
number of games aired during the regular sea-
son. “For years, NBC carried double and
tripleheaders each Sunday and became
appointment viewing,” he said. “ABC is still not
known as the NBA destination, while the fan
knows they can find NBA on ESPN and TNT
Wednesday through Friday nights.” The NBA
and the cable nets have also capitalized on
superstar rookies LeBron James and Carmelo

Coverage of Denver’s star rookie
Anthony lifted ratings on cable.

.ln ng n;:_‘_ noine -IP Mt BAPET DN N

Anthony by airing a lot of Cleveland Cavaliers
and Denver Nuggets games.

While ESPN and TNT may someday car-
ry the NBA Finals, that series remains on ABC
for now, and Stern is a little concerned that
viewers won’t find those
games in June. “I think we
have to do a better job of pro-
moting the playoffs on ABC
[this year],” he said. But Stern
also added that, while ABC
continucs to produce higher
ratings lh an the cable net-
works, “the inexorable move
to cable is underway.”

While ABC has lost 13
percent of its male 18-34
audience (to a 2.0), TNT has
improved its ratings in that
demo 18 percent to a 1.3, the
same rating ESPN generated
in the demo, which was flat
this scason. “We are getting
all those lost young men,” said Ed Erhardt,
president of ESPN ABC Customer Marketing
and Sales, referring to the across-the-board
declines of men 18-3+4 ratings for all program-
ming among the broadcast nets this season.

“Trish Frohman, senior vp of sports sales at
Turner Sports, said playoff inventory on TN'T
is about 80 percent sold. “We are virtually at
the end of our sales process,” she said. “We had
a successful run. Increased viewership during
the regular season has driven CPMs up over
last year, with increases hovering around the
high single digits.” —with Megun Larson W

Finales Set May in stone

it 14S-jiepi i
NETWORK TV By A.J. Frutkin

he May sweeps ratings period doesn’t start

until next week (April 29-May 26), but its
outcommne is already a fait accompli: CBS takes
the season in total viewers, while NBC wins
among adults 18-49.

On the sheer strength of a two-hour Friends
finale, airing Thursday, May 6, advertisers esti-
mate that NBC will double its audience for the
night, garnering a 40 share in households and a

sp im0 | ! NABRC

16 share among adults 18-49. Of course, Aner-
ican Idol’s third-season finale, airing Tuesday
and Wednesday, May 25 and 26, could still lead
Fox to a ratings-period victory, but most adver-
tisers believe NBC still has the season title
locked up. And with so many of Fox’s scripted
series faltering this season, any victory for the
network looks increasingly ifty.

“Fox will benefit greatly from Idofs crescen-
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in seven other cities, for a total of 13
affiliates. —Katy Bachman

NYT Revamps Biz Section

The New York Times on April 18 unveiled
SundayBusiness, its redesigned and
renamed business section, formerly
known as Money & Business. The
makeover, the section’s first in nine
years, has a magazine feel, with two col-
or pages and more graphics.

“We're taking a big-tent approach
that draws readers who normally might
not read the business section,” said
SundayBusiness editor Jim Impoco, a
veteran of Time Inc.'s Fortune. “[It]
needed more storytelling, more art and
more of a national scope to differentiate
itself from the daily coverage.”

The section will feature more service
editorial, including personal finance, con-
sumer buying and technology coverage.
Economist and former Comedy Central
host Ben Stein will write a column on
financial news and The Atlantic Monthly's
James Fallows will pen “The Techno-
Files.” The redesign will also seek to stir
up more ad dollars. “Personal finance,
technology and business-to-business are
important areas for us that will make our
SundayBusiness buy even more attrac-
tive,” said Jyll Holzman, Times senior vp
of advertising. —Aimee Deeken

NBC to Launch Digital Net

NBC and its affiliates agreed last week
to launch The NBC Weather and Alert
Channel, the nation’s first national digital
broadcast network. The ad-supported
network, aired over local stations’ digital
signals, is a 50/50 joint venture
between the network and its affiliates,
which will share in the development and
operating costs of the channel, also a
first in the industry.

The concept was hatched a year ago
by the NBC Futures Committee, which
has been exploring ways for the network
and its 215 affiliates to take advantage
of the ability of digital TV to broadcast
multiple channels. Expected to roll out
this year, the channel will feature weath-
er segments hosted by each local sta-
tion’s weather team, as well as national
and local breaking news. NBC said it
expected adoption by more than 92 per-
cent of its affiliates. —KB

8 MEDIAWEEK April 19, 2004 mediaweek.com

do,” said John Rash, senior vp/director of
broadcast negotiations at Campbell Mithun.
“But NBC’s lineup, beyond Friends, usually has
higher ratings than Fox’s.”

Viewer anticipation surrounding Friends
continues to eclipse NBC’s two-hour Frasier
finale, airing Thursday, May 13. Meanwhile,
Fox hopes Idol fever boosts 24s season-cnder,
airing Tuesday, May 25.

But as to which network places second
among adults 18-49 isn’t a lock just yet. A
fiercely competitive CBS could play the spoiler
in this category with its Surviver: All-Stars
tinale on Sunday, May 9, and its CSI season
finale on Thursday, May 20, which introduces
the characters of spin-off CSI: New York. Addi-
tionally, the nctwork airs its three-hour //e/rer
Skelter remake on Sunday, May 16, a Dick Van
Dyke Show reunion (scripted by Carl Reiner) on
Tuesday, May 11, and a second Caro! Burnett
reunion special on Wednesday, May 12.

Kelly Kahl, executive vp of program plan-
ning and scheduling at CBS, said that whether

the net wins, places or shows among adults
18-49, to be mentioned in the category “is a
teather in our cap and speaks volumes as to
how far CBS has come in the demographic.”
Advertisers agree. “While the other net-
works have lost audience this year, CBS is in a
better position than last year—with the same
numbers,” satd Lisa Quan, manager of broad-
cast research at Magna Global USA.
Although Fox seemed poised to overtake
NBC among adults 18-49 at season’s start,
Quan said, “it didn’t happen because so many
programs didn’t do as well as the network had
hoped.” Indeed, from highly anticipated dra-
mas that tailed, like Skin and Wonderfalls, to a
botched Friday-night strategy, Fox’s woes with
scripted series this season has executives there
already conceding the 18-49 crown to NBC.
“We expect NBC to pull out a win,” said Pre-
ston Beckman, executive vp of strategic pro-
gram planning at Fox Broadcasting. “But it’s a
win they can’t replicate, because they don’t have
Friends next year.” |

BET Assenrts Its Strength

Net's first upfront points to leadership position in drawing hiack viewers

CABLE TV By Megan Larson

A s full- and part-time competitors try to
grab the attention of black TV viewers—
Fox, MTV, UPN and even newcomer TV
One—24-year-old cable network BET
reminded advertisers at its first-ever upfront
presentation last week that it’s still the preemi-
nent service targeting that audience. Viacom’s
78 million-subscriber service backed its claims
with a battery of rescarch and a few new shows.

“When something new comes out, it gets a
lot of press...People were asking, ‘What hap-
pened to BET?”” said ad sales chief Louis Carr.
“1 thought it was time to get out there and
remind people...who is more committed than
anyone and who is doing more to serve the

.. A9

Reality show College Hill delivered a record
1.4 million viewers with its Jan. 28 premiere.

black audience.”

Blacks make up 13 percent of the U. S. pop-
ulation, according to the 2000 Census. And
BET executives played up black spending pow-
er in food ($35 billion), autos ($19 billion) and
tech (§6.2 billion). But media buyers, who
declined to speak for attribution, said sports
and broadcast programiming like Fox’s Awmeri-
can Idol is more efficient in reaching them.

BET’ presentation sought to dispel that
thinking. Though overall viewership for the
network was flat in first-quarter prime (deliv-
ering 572,000 viewers 2-plus), BIET’s analysis
of Nielsen Media Research data shows it was
No. 1 among black viewers 18-49 and 25-54 in
prime time, early fringe and late-night in Janu-
ary '04. BET also claims its viewers tune in for
an average of 28 consecutive minutes at a time,
according to Fortel-Carat Insight research.

Music remains BET’ programming cor-
nerstone. The net is renewing several shows,
including 106 & Park, Rup City and Bobby Jones
Gospel. BET is also bringing back College Hill, a
reality series about students at a black college.
"The first-season finale is April 21. New pro-
gramming slated for 2004-05  includes
acquired series Girdfriends (which ran on UPN),
as well as public-affairs talk show Speak Now
and an entertainment show called Sty/e. |



Stay spot.

Court TV viewers stay tuned through commercial breaks,
meaning your spot is more likely to be seen and remembered
than on any other cable network!

{8 95% audience retention through commercial breaks (#1 in cable)'
&2 20 minute average length of tune (#2 in cable)?
8 Viewers that pay full attention (#4 in cable)®

Your spot works harder on Court TV.
Now that’s great ROl—Return on Investigation!
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Looking for a great ROI
on your ad dollars?

See spot run. Stay spot. Good spot.
LENGTH OF TUNE AUDIENCE RETENTION PAY FULL ATTENTION
{Thru commercial breaks) TO ANY TV PROGRAM
Adults 18-49
# MINUTES Adults 18-49 Adults 18-49
NETWORK PER TUNE-IN NETWORK % NETWORK INDEX
LIFE 24.0 COURT 95.4% HALL 116
COURT 20.3 TVL 94.8% WE 116
USA 20.0 HGTV 93.4% GAME 114
SCIFI 19.2 NAN 92.4% COURT 13
TNT 18.8 APL 91.8% AMC M
BET 18.4 BRAVO 91.6% LIFE m
HALL 18.3 GAME 91.6% VL m
NAN 18.2 USA 91.0% WGN m
TBS 178 SCIFI 90.9% ABC FAM 110
TLC 178 BET 90.4% FX 110
TVL 17.7 AXE 90.3% TVGC 110
TOON 16.6 LIFE 90.2% AZE 109 J
ESPN 16.4 ABCFAM 89.9% CMDY 109 %
DISC 15.9 WE 89.8% NAN 109 : R
GAME 15.9 TNT 89.5% SCIFI 109 §
A&E 15.6 ESPN 89.3% VH1 109 N
ABCFAM 15.6 DISC 89.2% BRAVO 108 {( &
APL 15.4 TLC 89.1% E! 108 S
HIST 15.1 ‘ HIST 89.0% HGTV 108 =
FOXNC 14.3 FX 88.7% MTV 108
AMC 14.1 HALL 88.4% SPIKE 108 %Ry,
FX 14.1 TBS 88.3% TNT 108 @
HGTV 13.8 TVGC 879% TRAV 108 ;
SPIKE 13.8 CMDY 87.7% USA 108
WGN 13.8 TOON 876% BET 107
BRAVO 13.1 FOXNC 87.4% FOOD 107
WE 12.8 FOOD 86.9% TBS 107
CMDY 12.5 TWC 86.5% TLC 107
FOOD 12.2 AMC 86.0% CMT 106
CMT 1.5 ESPN2 85.8% CNBC 106
TRAV 11.5 SPEED 84.2% HLN 106
CNN 10.7 TRAV 82.2% MSNBC 106
MTV 10.1 HLN 81.8% APL 105
SPEED 10.1 CMT 81.7% HIST 105
ESPN2 9.9 E! 80.3% TOON 105
VH1 9.3 CNN 80.2% TWC 105
E! 8.4 MTV 78.6% DISC 104
TWC 8.4 SPIKE 776% ESPN 104
MSNBC 8.3 MSNBC 76.9% ESPN2 104
HLN 6.8 VH1 76.4% CNN 103 ’
CNBC 6.6 WGN 74.7% FOXNC 103 :
TVGC 45 CNBC 70.7% SPEED 103
CABLE AVG 14.0 CABLE AVG 86.6% CABLE AVG 108
.

Your spot works harder on Court TV.
Now that’s great ROl—Return on Investigation!

courttvmediakit.com

Source: 182 Nielsen Media Research, A18-48, M-Su Bp-11p, Ad Supported Cable Networks Th e
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Stays

TV PROGRAMMING By Megan Larson

A § a programming genre, crime shows are
as old as television itself, but they have

never been so pervasive. From CBS’ Cold Case
Files to Court TV’s Forensic Files, viewers are
tuning in to see whodunit, and advertising dol-
lars are following. “This is probably the golden
age of [crime] dramas,” said Les Moonves, CBS
chairman and CEQ.

Though the number of crime shows will
grow—there are 16 now in development on
broadcast—the genre won't lose much steam in
the near future. “Networks should be con-
cerned that public interest might wane so they
are not left flat-footed with only cop shows on
their schedules, but who'’s to know when the
tipping point will be?” said John Rash, chief
broadcast negotiator at Campbell Mithun. “In
an uncertain world, the certitude of crime,
court and incarceradon—all wrapped up in 45
minutes—is very satsfying for viewers.”

Of the top 25 shows on broadcast, eight are
crime-themed series. And with the launch of
the fourth Law & Order series, Law & Order:
Trial by Jury, and the third
CSI, CSI: New York, it is
likely criminal investiga-
tion will account for 10 of
the top 25 series next sea-
son. “Crime touches
everyone’s lives, and it is
part of the human condi-
tion to find out what hap-
pened,” said Debbie
Reichig, senior vp, sales
strategy for Court TV.

With the help of CSI,
CSI: Miami, Cold Case
Files and Without a Trace,
CBS has greatly solidified
its position going into this
year’s upfront.

Law & Order and its
spin-offs have also helped grow ratings on cable
networks USA and TN in both prime time
and late-night. For example, USA captured the
majority of household audiences among ad-
supported cable nets during first quarter large-
ly due to the stripping of Law & Order: Special
Victims Unit at 8 and 11 p.m. Season to date,
SVU delivered 1.7 million households in prime
time, according to Horizon Media, and both
SVU and Law & Order: Criminal Intent have
averaged more than 1 million viewers in their
late-night time slots. “These shows are

extremely durable because they appeal to
everyone: young, old, male and female,” said
Kelly Kahl, CBS’ executive vp of planning.

Certainly, the shelf life of the original Lau
& Order on NBC is testament to that. The
series is entering its 15th year, and though it has
lost viewers, it is still ranked No. 13, with a 10.8
household rating/18 share, according to
Nielsen Media Research. The stamina of these
series has prompted huge bidding wars by cable
networks eager to acquire series like CSI: Mia-
mi (A&E) and Without a Trace (TN'T). Accord-
ing to Lifetdme, there likely will be more than
200 hours of scripted crime drama on television
in '06, once the current broadcast hits start
running nightly on cable.

A&E has experienced some ratings gaimns in
first quarter due, in part, to the success of its run
of the non-ficdon Cold Case Files, which grew 25
percent season to date to deliver 507,000 adults
18-49. Court TV’s Forensic Files grew 18 per-
cent to deliver 468,000 adults 18-49.

“We rebranded ourselves in order to own

On the job: CBS' bm'd Case Files, starring Kathryn Morris, is one of the
eight crime-related dramas in the top 25 broadcast shows now airing.

this genre, and we are always looking to expand
the definition of investigation so it doesn’t get
old,” said Court TV’ Reichig.

‘The prime-time cop show was reinvented
when dramas like CSI began to focus on the
science of forensics, but the audience truly
became engaged after everyone’s sense of secu-
rity was threatened on Sept. 11, 2001, “There
was an added push for these types of shows
after 9/11,” said Kathryn Thomas, director for
Starcom Entertainment. “People want to see
the bad guy get justice.” ]
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RAB Taps New Marketers to
Boost Radio’s Agency Profile

BY KATY BACHMAN

he Radio Advertising Bureau has

hired four new marketing exec-

utives as part of an overall plan

to raise the medium’s profile

among advertisers and media
agencies. The bureau’s latest effort, which
one radio executive described as “aggressive,
but in the early stages,” was developed in
response to the call from radio-group heads,
who last year sharply criticized the organiza-
tion for its lack of marketing initiatives.

A change in the focus of radio’s chief mar-
keting organization comes at a
critical time for the radio business,
which is slowly emerging from a
soft advertising market but finds
itself trailing other local media.

In February, a study conducted
by TargetCast and Padin &
Estabrook found that advertisers
and agencies perceived radio as an
“imperfect” medium and only a
secondary consideration when cre-
ating advertising plans. Mean-
while, the industry is also facing
increasing competition from local cable and
TV stations, which are stepping up their
respective marketing efforts to capture more
dollars from local advertisers.

As part of the new marketing initiative,
Sean Clark will become senior vp of market-
ing in Los Angeles. A founding partner of
Sage Initiative, a brand-planning and
consumer-research organization, Clark has
worked with clients such as Starbucks, AT& T
Wireless and Nordstrom.

Based in Dallas, Scott Vowinkle will be vp
of marketing. Vowinkle comes to the RAB
from Univision Communications, where he
most recently was vp and general manager of
the Hispanic Marketing Group. David Lut-
man also has been tapped as a vp of market-
ing, based in Chicago. Lutman was most
recently a marketing consultant for clients
such as McDonald’s and ExxonMobile.

Finally, in New York, the RAB has hired
Debra Miller Nelson as vp of marketing

research. Nelson spent the last five years at
Universal McCann in New York, where she
was tactical media insights manager.

The new hires will allow the RAB to open
marketing offices in L.A., Dallas and Chicago
by the end of the month. All positions will
report to Mary Bennett, executive vp of the
RAB, who informed the RAB’s board of
directors of the new marketing team in an e-
mail dated April 9.

At the behest of radio executives who sit
on the board of directors of the RAB, more

begins to market itself. By investing in more
marketing talent, we’ll do a better job build-
ing share on behalf of the industry,” said
Entercom’s Field.

“The RAB needs to refocus the organiza-
tion before it becomes obsolete,” added a
radio executive who sits on the RAB’s board
of directors, on condition of anonymity.

ONS
Meredith Taps Schwarz

Recognizing that mornings are the fastest
growing daypart in local TV news, Meredith
Broadcasting last week announced it had
named Rosemarie Schwarz to the newly cre-
ated position of vp of a.m. news operations.
Meredith is the first television group to have
an executive solely devoted to the burgeoning
news daypart.

In her new position, Schwarz will oversee
the morning newscasts, working

for radio, we have to get

JOEL HOLLANDER,
INFINITY BROADCASTING

than $1 million of the RAB’ estimated $7
million budget has been redeployed to focus
on marketing the medium, including an
advertising campaign that ran in Mediaweck
and similar publications earlier this year.

And now that the advertising market is
beginning to turn around, radio executives
are even more anxious to get the industry
focused on winning new dollars from agen-
cies. “If there’s a wave in demand for radio,
we have to get behind it and keep it going,”
said Joel Hollander, COO of Viacom’s Infin-
ity Broadcasting.

Hollander—along with Clear Channel
Radio CEQO John Hogan, Entercom Com-
munications president and CEO David Field,
and other leading radio execs—will meet
today at the National Association of Broad-
casters annual show in Las Vegas to discuss
the RAB’ marketing plans.

“This is a very important step in the right
direction as radio goes on the offense and

10 MEDIAWEEK April 19, 2004 mediaweek.com

“If there is a wave in demand

hehind it and keep it going.”

closely with the company’s station
news directors and producers.
Schwarz was most recently execu-
tive producer at KTVU-TV, Cox
Broadcasting’s Fox affiliate in San
Francisco. There, Schwarz led the
station to the top of the ratings
contest in mornings. She also
received three Emmy awards for
best newscast and one for breaking-
news coverage during her time at
the station.

“It’s a time period where our stations can
generate significant ratings and, subsequent-
ly, advertising revenue,” said Kevin O’Brien,
president of Meredith.

Schwarz’s first task will be to look at the
research Meredith has conducted in each of
its markets in order to improve the ratings for
the company’s morning newscasts.

“There’s a huge appetite for morning
news compared to late news, which is going
down at most stations,” said Mark Berryhill,
vp of news and marketing for Meredith, to
whom Schwarz reports.

Of Meredith’s 12 stations, eight carry local
news programming in the morning. Several
stations posted ratings gains in the February
sweeps, including KPTV, the company’s Fox
affiliate in Portland, Ore.; WGCL, its CBS
affiliate in Atlanta; KCTYV, its CBS affiliate in
Atlanta; WSMV, its NBC affiliate in
Nashville; and KVVU, the company’s Fox
affiliate in Las Vegas. —KB N
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Buffalo, N.Y.

Bucking a recent trend, The Buffalo
News’ plant will stay in downtown
Buffalo near Niagara Square.

LIKE ROCHESTER AND SYRACUSE, ITS BRETHREN GREAT LAKES CITIES IN WESTERN
New York, Buffalo has been slow to recover from a protracted eco-
nomic recession. Understandably, the former steel town more close-
ly aligns itself with Midwestern manufacturing centers like Detroit than

New York City. But while manufacturing and
heavy industry are still the backbone of the
area’s local economy, Buffalo, the second-
largest city in New York state, has been trying
to diversify, as an increasing number of local
jobs have been lost because of corporate layoffs.

Buffalo mayor Anthony Masiello has been
fighting to get a new casino built in the Queen
City of the Great Lakes, as Buffalo is known.
However, the local Seneca tribe has chosen to

build the casino on 57 acres in the
suburban town of Checktowags [IRRERENNAMISIEIS
instead. The Seneccas reportedly AD SPENDING BY MEDIA / BUFFALO

Jan.-Dec. 2003

hope to have the project completed
by the end of this year.

sis on medicine, engincering and computer
science. The school, which has an undergrad-
uate student enrollment of nearly 18,000,
claims to have helped provide a $1.25 billion
economic boost to the economy of western
New York in 2000-"01.

Buffalo is the No. 44-ranked market, with
647,920 TV homes. The dominant TV station
is LIN Television’s CBS affiliate WIVB-TV.
Launched in 1948 as the city’s first TV station,

Jan.-Dec. 2002

WIVB has clawed its way to the top of the heap
over the past several years, surpassing former
undisputed news leader WKBW-TV, the ABC
affiliate owned by Granite Broadcasting. The
introduction of Nielsen meters in 2000 and the
retirement of longtime main anchors have hurt
WKBW in the ratings.

“We’ve won 11 ratings books in a row in
every single newscast throughout the day, in
households and mostly all demos,” says Lou
Verruto, president and general manager of
WIVB and duopoly sister WNLO, LIN%
UPN station. “What truly has been the driving
force behind [\WWINVB's] growth—it’s a very sta-
ble team, both on air and behind the scene. So
I think the viewers feel very comfortable with
the people on the air.”

WIVB did bring back a familiar face to the
market last fall. Victoria Hong, who began her
career at the station in 1993, was named its new
morning and noon co-anchor. Hong had been
the main anchor at WGRZ, Gannett Co.%s
NBC affiliate in Buffalo, at 6 and 11 p.m. for
seven years before being moved to a 10 p.m.
newscast produced by WGRZ that airs on Pax
TV outlet WPX]J-TV. Hong left WGRZ last
July after the 10 p.m. news was cancelled and a
new anchor position was not offered to her (she
was offered a reporter’ job).

WIVB’s newscasts contain “a very high
concentration” of local news, according to
Verruto. Verruto also says WIVB plans to air
a live, two-hour special on the current effort
to merge the local city and county govern-
ments. Advocates of the plan say it would cre-
ate efficiencies by eliminating considerable
duplication of services and would make west-
ern New York more competitive. Foes of the
proposed merger say it’s ill-conceived and that
Buffalo residents are unlikely to approve a
plan that would create a larger government
with less representation.

LIN purchased WNLO in July 2001 for
$26.2 million. The outlet had been a public
TV station under the call letters WNEQ. It
became the market’s new UPN
affiliate on Jan. 1, 2003, replacing
then-UPN affiliate WNGS-TV.
Locally owned WNGS became an
Independent after losing its affilia-

The University at Buftalo, the f:S;ITr}l/ewspaper $;Z§'?Zg':73?g 3;22'282"5‘32 tion. WIVB produces an hourlong,
largest division of the State Uni- EE e $8'104’660 $8’272’950 10 p.m. newscast on WNLQO,
versity of New York (SUNY) sys- Outdoor $7'g17’14o $8,535,265 which launched in January "01. It is
tem, has played a key role in help- Total $211 :280:810 $201 :920:245 the city’s only 10 o’clock news.

ing the city become more
high-tech-focused, with its empha-

Source: Nielsen Monitor-Plus
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