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your customers”?

InteliTXT in-text advertising connects your brand words in web content to contextually
refevant advertising. By double-underlining your brand words, Intelli TXT wil engage your
customers with a 100% user-driven advertising experience.

n 2005 Eidos, a leading intemational publisher of interactive entertainment products,
used InteliTXT and words relevant to their brand to engage their customers through
game promotions for "Hitman Blood Money" and “Urban Chaos: Riot Response

This fall Eidos will take user engagement one step further, utilizing Intell TXT VIDEQ

to taunch Tomb Raider: Legend. As the only 100% user-initiated ad unit, IntelliTXT
VIDEO will deliver a sneak preview of the Tomb Raider Legend game inside the text of
leading online video gaming publications. By double-underining the game's core brand
words, Eidos will be there when words such as "Tomb-Raider," “Lara Croft” and
'Legend” appear in online content. Which words will you choose?

"Gamers are one of the most difficult audiences to reach. They are bombarded with
marketing messages and expect to be in control of their online experience. INteliTXT
enables us to cut through the online advertising noise and engage our customers in
a user-driven format, while they're reading relevant content

Kathryn Clements, Senior Brand Manager, Eidos
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At Deadline

§ APPEALS COURT STAYS INDECENCY FINDINGS
A court ruling leaves federal officials unable to punish
fleeting expletives during broadcasts, at least tem-
porarily, according to attorneys fighting the govern-
ment’s enforcement regime. An official with the

Federal Communications Commission said the 60-day

stay issued Sept. 7 by the Second U.S. Circuit Court
of Appeals in New York applies only to four broad-
casts at issue in litigation. The four major networks
and affiliates asked the Second Circuit to overturn
March 15 FCC rulings that the fleeting use of the “F"-
and “S”-words during the four broadcasts violated the

law. The agency cited its decision that the singer Bono

violated indecency regulations by using
the “F”-word during the January 2003
broadcast of the Golden Globe awards
show on NBC. Both sides said they
welcomed the action by the court,
which also granted an FCC request for
time to reconsider the rulings.

I VIACOM STOCK FALLS

Since Viacom CEO Tom Freston was
unceremoniously dumped by execu-
tive chairman and founder Sumner
Redstone last week, Viacom stock
prices did the opposite of what
Redstone had hoped: They dropped.
By midweek, the company’s stock
had lost nearly $3 a share, but gained
some value back by week’s end, clos-
ing at $34.46 (the stock opened the
week at $35.48). While Viacom stock
has ski-sloped since splitting from
CBS, losing nearly 15 percent of its
value, the share drain had begun long
before Freston was installed as CEOQ.

Editor’s Note 15
Media Elite 34
Inside Media 35
Mr. TV 38

I RATINGS FIRMS OK CONDUCT CODE
The major ratings firms, Nielsen Media
Research (owned by Mediaweek par-
ent VNU) and Arbitron, have agreed in
principle to a voluntary code of con-
duct that clarifies and codifies the role
of ratings watchdog group the Media
Rating Council, particularly in the launch cf new
research services. The code stops short o° requiring
MRC accreditation before the launch of a 1ew serv-
ice, but suggests that services complete an MRC

audit. The new code is now in the hands cf regulators

to make sure it doesn’t run afoul of antitrust laws.

I AOL TO STREAM NEW NBC SHOWS

NBC will stream the first episodes of two of its more
high-profile new shows, Studio 60 on the Sunset Strip
and Twenty Good Years free on AOL starting one

Salvatore infuses LHJ
with articles on faith
Page 36

week before each premieres on the air. Studio 60, a
behind-the-scenes look at a Saturday Night Live-like
sketch comedy show, will pop up on AOL starting
Sept. 11, a week before its Sept. 18 debut on NBC.
Sirrilarly, Twenty Good Years, which depicts a pair of
buddies going through a late-life crisis, will be avail-
able on AQOL starting on Sept. 18.

I NNN: NEWSPAPERS ARE KEY FOR CAR SALES
Pecple shopping for cars rely heavily on newspapers
thraughout their decision process, according to a
survey commissioned by the National Newspaper
Net ~ork, an industry sales and marketing arm.
Prospective car buyers rely equally
on TV ads and on newspapers’ print
and Web ads in early stages of
deciding what to buy, according to a

that is set for release Sept. 12.

§ ADDENDA:
The FCC on Friday said the first in a
series of public hearings on media

on Oct. 3. The agency is considering
whether to loosen rules including
those restricting cross-ownership of
daily newspapers and broadcast sta-
tions...James Dunning Jr., former
CEO of Ziff Davis Media, has joined
Doubledown Media, publisher of Trad-

er, a controlled-circ lifestyle bimonthly
for investment bankers... Amazon has
launched its new iTunes competitor,
Amazon Unbox, which allows Web
users to purchase and download a
wealth of movies and TV shows from

has signed deals with CBS, Fox, A&E
and MTV Networks, among others.
Included in the new store are current
hits such as CS/ and 24.. Ideacast
will announce today the Sept. 15
launzh of its video network to health clubs in 75 of the
top 1C0 markets. For distribution, the company signed
a multiyear deal with the International Health, Racquet
and Soorts Club Association to become its official TV
serves in 4,800 clubs with 15 million members. For
cont=nt, ldeacast signed multiyear deals with CNN,

CNEC and MSNBC. The National Heaith Club Network

swaps out the cable nets’ national advertising to offer
advertisers the ability to insert ads targeting upscale
21-¢4 year-old health club members. Charter advertis-
ers or the service are Pepsi, Orbitz, FTD and Molson.

survey conducted by GfK Automotive

ownership is to be held in Los Angeles

er Monthly, as chairman. The publisher
in November will also launch Dealmak-

over 30 studios and networks. Amazon

Market
Indicators

NATIONAL TV: BUSY
With just one week to
go before the start of
the new fall season,
media buyers are
scrambling to finalize
upfront ad holds to
orders. Most advertis-
ers are not cutting back
on upfront commit-
ments; some are even
adding on to commer-
cial inventory bought.

NET GABLE: ACTIVE

As summer fades away,
upfront holdouts Procter
& Gamble and Coca-Cola
are beginning to cut
scatter deals. Active cat-
egories include movies,
wireless and financial,
while domestic auto
remains sluggish.

SPOT TV: TIGHTER

As Election Day nears,
political continues to
accelerate in select
cities; it'’s getting
tougher to place last-
minute business. Auto-
motive still slow, while
movies, tune-ins, and
wireless are active.

RADIO: MIXED

Some political advertis-
ing is breathing life into
select markets. Active
categories: tune-ins,
retail, fast food, finan-
cial and telecom. Over-
all, local is volatile;
national slightly better.

MAGAZINES: MOVING
Double-digit declines in
toiletries/cosmetics a
drag on fashion/beauty
and teen books. Auto
continues fo lag, but
some report a spike in
import business with
new model year hitting.
Drugsfremedies remains
potent and retail contin-
ues picking up steam.
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Initiative Names Spengler
Chief Activation Officer

Tim Spengler, executive vp, director of
national broadcast at media agency Ini-
tiative North America, was named to the
newly created posi
of chief activation
officer last week.

Spengler will
help clients meet
their marketing
needs across na-
tional and local TV,
radio, print and
online. He will also
oversee a newly
formed implement-
ation council that includes the agency's
top department heads in the traditional
media areas, as well as in digital and
emerging media. The council wilt inte-
grate the day-to-day operations of all
the agency’s buying units. Ray Dundas
and Scott Haugenes, both senior vp,
group directors for national broadcast,
will handle Spengler’s previous duties.

Alec Gerster, Initiative Worldwide
CEOQO, who created the new position,
said, “Increasingly, we see ourselves
starting with a core media negotiation
only to branch out to all the touch
points and opportunities avaitable.”

Spengler, who joined Initiative in 1993,
noted that while the buying units will can-
tinue to buy their platforms for clients, if:
will be his job and the job of the council
to come up with ways to buy across all
platforms when clients express a desire
to do so. —John Consoli

Spengler will look
across all media.

VSS Report: Spending On
End-User Media to Rise

Spending on end-user media, such as
video-on-demand, iPods and cable and
satellite services, is expected to climb in
2006 (after a deceleration in 2005) as the
Internet and other technologies give
consumers unprecedented control over
their individual out-of-pocket media con-
sumption, according to Veronis Suhler
Stevenson’s 2006 Communications
Industry Forecast released today.

Total consumer end-user spending
on media is projected to increase 4.8
percent to hit (Continued on page 8)

NETWORK TV BY JOHN CONSOLI

Fox Out of the Box

Solid ratings embolden net’s execs: Their early
premiere strategy is starting to click

F ox—Iast season’s adults 18-49 demo rat-
ings winner among the broadcast net-
works—is off to a solid start with its new sea-
son, affirming in the minds of its executives
that the strategy of premiering its entire fall
prime-time schedule before the other net-
works is the right way to go.

New dramas Vanished, Standoff and In

Justice, leading out of established returning

hits Prison Break, House and Bones, respective-
ly, all produced respectable ratings, with each
winning their time periods in the 18-49 demo
in their season premieres, albeit against
repeats on the other networks.

Through its first two episodes, Vanished
averaged a 3.0 in adults 18—49, but slipped to
a 2.7 in week three on Labor Day, when audi-
ences are typically lower, averaging 8 million
viewers. Standoff debuted with a 4.7 18-49
rating and 13.8 million viewers, leading out of
House, while In Fustice hit a time-period-win-
ning 2.9 1849 rating and 8.4 million viewers.

New sitcom ’7i/ Death—given the harder
task of leading off a night—premiered at 8
p.m. on Sept. 7 with a decent 3.1 1849 rating
and 8.2 million viewers, tying CBS’ first-run
episode of Big Brother in the demo. Fox’s other
new sitcon, Happy Hour, which led out of "Ti/
Death, dipped to a 2.4 in the demo, but its 6.9
million viewers did beat a repeat of ABC’s
Grey’s Anatory among total viewers.

“So far, none of our new shows have
exploded out of the gate, but nothing has
crashed and burned either,” said Preston
Beckman, executive vp for strategic program
planning at Fox. “Actually, evervthing has
exceeded our expectations.”

On the returning front, House premiered
this season with a big 7.2 18—49 rating, 22 per-
cent better than its 2005 premiere, and with
19.6 million viewers; nearly 4 million more
than last year. Bones won its time period in its
premiere, in both 18-49 and total viewers.

While Fox officials are pleased, the
media-buying community also has given
Fox’s start some props.

“I think so far Fox’s early premieres are
doing well,” said Steve Sternberg, cxecutive
vp and director of audience analysis at Magna
Global USA. Sternberg said early premieres
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are the best strategy for Fox because it must
preempt much of its prime-time schedule in
October because of post-season Major
League Baseball coverage. Foxs Beckman
agreed. “We think this is the smartest way for
us to start our season and the way we will
continue to do it going forward, as long as we
have baseball on our schedule.”

But Lyle Schwartz, senior vp and director
of research and marketplace analysis at
Mediaedge:cia, said the Fox early-premiere
strategy is working because it has a bunch of
returning hits on several nights that it can
use as lead-ins to new shows.

“Right now, the signs are very positive for
Fox, and the early numbers bode well,”
Schwartz noted. “But we still have to see what
happens once these shows go up against all
new programming by the other nerworks.”

MyNetwork TV, the other network to pre-
niiere its prime-time programming before the
season’s official start (and also owned by Fox
parent News Corp.), is off to a slow start.
Based on the metered markets where its two
shows, telenovelas Desire and Fashion House,
are airing in prime-time, MyNetTV is averag-
inga 1.1 household rating through four nights.

Schwartz said those nummbers, while low,
“are kind of where we expected them to be.
Its a new tvpe of programming for prime
time so we have to sit back and wait to see
how it develops. No one expected it to get
ratings on the level of the WB or UPN.” ®

- 1 Sitgndof.f, .starring

Ron Livingston,
Im 1I.I_nched to solid
ratings leading
out of House.

——

KELSEY MCNEAL/FOX



NETWORK TV BY A.J. FRUTKIN

Preseason Kickoff

ABC, CBS bet on franchises; Fox back in late night fray

A mong preseason launches on the broad-
cast networks, three crucial ones take
place this week—crucial because these pre-
mieres could shore up perceived weaknesses in
their respective nets’ programming strategies.

After a nearly dormant summer, during
which none of its new programs clicked with
viewers, ABC is looking to reclaim some heat
with the third-cycle premiere of Dancing with
the Stars on Tuesday, Sept. 12, from 8-10 p.m.
CBS, meanwhile, hopes to stem declining rat-
ings for its reality warhorse Survivor with the
controversial race-based installment of the
series, Survivor: Cook Islands, launching
Thursday, Sept. 14 at 8 p.m. And Fox re-enters
the late night wars with former Seinfeld
writer/producer Spike Feresten hosting
Talkshow with Spike Feresten, premiering
Saturday, Sept. 16 at midnight.

From this summer’s How to Get the Guy
and Master of Champions to The One and One
Ocean View, ABC struck out with new pro-
gramming. So the return of Dancing with the
Stars should bring smiles to the faces of execs
there (that is, after they recover from all of
the negative press surrounding miniseries

The Path to 9/11). Airing Tuesdays rather

NETWORK TV BY A.J. FRUTKIN

than Thursdays, Dancing is poised to lift a
night which traditionally has been lackluster
for the network.

But Horizon Media’s senior vp of
research Brad Adgate noted that strengthen-
ing Tuesdays may not be as important as bol-
stering the network’s football-less Mondays.
“Football may have been a loss-leader, but it
still was a leader,” Adgate noted. “And how
well they recover from that loss is more a
cause for anxiety at ABC than Tuesdays.”

Over at CBS, with Survivor teams split by

Katie Makes Good

Lifts also-ran newscast to No.1 thru first three nights

R atings for CBS Evening News with Katie
Couric continued to hold strong last
week, despite expected drop-offs following
the program’s Sept. 5 debut. On Thursday,
Sept. 7, the broadcast drew 9.48 million view-
ers, down from 10.13 million on Wednesday,
and 13.59 million on Tuesday.

All three nights, Couric was the top-rated
network newscast, beating NBC Nightly News
with Brian Williams and ABC World News
Tonight. However, Thursday’s ratings were
somewhat inapplicable, given that NBC’s
newscast was preempted in many markets
due to football coverage on the network.

That said, CBS was the top-rated news-
cast Sept. 7, handily beating ABC (6.58 mil-
lion viewers). On Sept. 6, NBC’s formerly

top-rated newscast actually fell to third place
(7.04 million viewers), behind ABC (7.11
million viewers).

Couric’s debut marked an 84 percent
increase over a year ago (13.59 million versus
7.4 million). Among adults 25-54, the news-
cast gained 95 percent (3.9 vs. 2.0). In total, it
was the largest audience for CBS since the
Evening News on Feb. 16, 1998, during cover-
age of the Winter Olympics in Nagano, Japan.

Although most analysts believe ratings for
the newscast will level off more (ratings were
goosed in part by a flurry of negative cover-
age over a doctored picture of Couric in a
CBS publication), the first week’s numbers
have been more than encouraging to execs at
the network, where Evening News broadcasts

ethnicity this go-round, the network already
has drawn fire from critics for exploiting a
sensitive topic. Adgate remains wary of the
ploy, too. “The show has suffered ratings
erosion over the past several seasons,” he
said. “And this is a way to build up buzz.”

More than just building buzz, CBS claims
the show’ race-based premise has refreshed
the series itself. In a telephone conference call
held last week, host Jeff Probst said the show’s
casting team had to actively search for con-
testants to fill out the series. And some of
those contestants were wholly unfamiliar with
the program, which Probst likened to the hit
show’s debut season. “These are not people
saying, ‘I'm going to be just like [Season Two
contestant] Colby Donaldson,” Probst noted.

As Fox’s House once capitalized on
American Idol's lead-in audience, so the net-
work hopes Talkshow can benefit from lead-
in sketch comedy MADrv. Still, execs there
are keeping expectations low for Talkshow.
“We have to be realistic,” said Preston
Beckman, executive vp of strategic program
planning for Fox. “We’re looking at a show
that’s going to come on at midnight, so usage
levels are going to be down.”

If Talkshow can find its creative legs, Fox
already is looking at the program as a re-
entry into the weekly late night race. “We
certainly don’t want to limit our late night
presence to Saturday nights,” Beckman
added. “But it’s easier than starting out with
Monday to Friday.” [ |

Couric’s Tuesday evening audience was the
largest for CBS Evening News since 1998.

have remained in third place for more than a
decade. Earlier this year, Dan Rather exited
his post as the network’s top anchor, and was
temporarily replaced by Bob Schieffer unul
Couric’s tenure began last week. |
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$194.8 billion in 2006. In 2005, that end-
user spending only grew 2.8 percent to
$185.9 billion, the slowest growth rate
since Veronis Suhler Stevenson started

tracking this spending in 1975.
Broadcasting and cable media will
be the fastest growing of the three end-
user categories measured by VSS at a

7.9 compound annual growth rate
between 2005 and 2010 ($103.7 billion
by 2010). That is followed by 2.4 per-
cent growth by entertainment and digita!
media ($80.9 billion by 2010) and a 1.6
percent lift for print media ($46.5 billion
by 2010). Overall spending will grow 4.5
percent to reach $231.2 billion by 2010.
“Consumers have more control and
are buying what they want and paying
less for it,” said Jim Rutherfurd, execu-
tive vp and managing director of VSS.
“It presents a challenge for traditional
media to migrate their businesses to
this new environment. It’s certainly not
game over, new media wins, but tradi-
tional media has to shift.” —Jim Cooper

KNBC Calls Interactive Play

For New Post-NFL Program
In a local TV first, KNBC, NBC
Universal’'s owned-and-operated station
in Los Angeles, has launched a live,
interactive game show following Sunday
Night Football that combines three media
platforms: Internet, cell phone and TV,

Called The Challenge, the half-hour
show, executive produced and hosted by
KNBC sportscaster Fred Roggins, gives
viewers the chance to compete in a real-
time, TiVo-proof format for weekly and
grand prizes, including a new car, flat-
screen TV or a trip to a National Football
League Sunday Night game, among oth-
ers. For 15 weeks, The Challenge will
replace the usual 15-, 20- or 40-minute
post-game filler programming.

“This show represents thinking two to
three years down the road,” said Roggin.
“It's simple to do the post-game show,
but if you look at the numbers, you see
audience drops each quarter-hour. With
this show, if you miss a question, you
might miss the grand prize.”

Advertising has already exceeded its
revenue target. Advertisers and sponsors
include Olevia TV, DirecTV, Toyota,
Honda and Chevrolet. —Katy Bachman

INTERACTIVE BY MIKE SHIELDS

Meaty Prospects

Hit TurboNick show graduates to Nickelodeon schedule

M ore than a week hefore My Meaty 1s
scheduled to premiere Sept. 22 on
Nickelodeon, the net is in the unusual position
ot having a hit show on its hands before a sin-
gle kid has actually tuned in to watch it on TV.

That is because Meaty—which follows the
exploits of two meathead, muppet-esque
teens who work in a mall food court—was
born on TurboNick, Nick’s broadband chan-
nel. Since launching on June 15, Mr. Meaty
content has been visited by 2.3 million users,
while a single Meary video was streamed by
more than 400,000 kids last month.

In fact, Nick actually moved up the show’s
planned 2007 premiere date to September in
part due to “some of the momentum we are
feeling online,” said Steve Youngwood, exec
vp of digital media, Nickelodeon and MTVN
Kids and Family Group. Mr: Meaty “is one of
the most successful signs of the direction we
are going with TurboNick.”

The Meary momentum caps what Nick
says was a record month for year-plus-old

Meat Puppets: TurboNick’s Mr. Meatly moves '
from the computer to TV later this month.

CABLE TV BY ANTHONY CRUPI

TurboNick—clearly a bright spot for parent
Viacom, a company that just axed its longtime
CEO for a perceived lack of digital progress.
In August, the channel reached 4.8 million
unique users, up nearly 300 percent versus
last year, while delivering over 33 million
strecams—a whopping increase of more than
320 percent versus August 2005.

The platform’s huge growth appears
indicative of several trends: Kids are watching
tons of online video, and they are more com-
fortable watching longer-form content. That
viewership shift impacts the way kids networks
program, both on and offline. Nick’s top com-
petitors—Disney Channel and Cartoon Net-
work—followed Nick’s lead this past summer
by launching successful broadband channels
of their own. DisneyChannel.com’s player
delivered 94 million videos from June through
Aug. 24, averaging over 1 miltion uniques a
day. And Disney took a page from Nick’s play-
book by streaming episodes of the show The
Replacements prior to its Sept. 8 TV premiere.

Similarly, Cartoon Network’s Toonansi Jet-
stream streamed close to 10 million videos,
reaching 725,000 unique users in its first four
weeks. (To put those numbers in perspective,
consider that ABC.com streamed just 5.7 mil-
lion episodes of its biggest prime-time hits
during its May/June test.)

Media planners praise the kids networks
tor being aggressive in their use of video on
the Web. “It’s no longer just cutting-room
floor content,” said Kari Hooper, associate
media director for Starcom USA. Added
Craig Atkinson, group strategy director
OMD Digital, “It’s wonderful to see the tail
wagging the dog,” in terms of scheduling. B

Demand for Advertising

VOD approaching ability to serve ads in real time

t the development of the video-on-demand

ad model can be characterized as an evolu-
tion of what could be the most effective way to
sell television, then at present, cable operators
are at the Australopithecus stage. But last week,
ajackass and an enormous python helped shove
tiny Sunflower Broadband out of prehistory
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and into the ranks of Homo sapiens.

MTYV Nerworks has begun a limited VOD
advertising campaign to promote the upcormn-
ing theatrical release of Jackass: Number Tawo,
teaming up with Sunflower to insert ads pro-
moting the movie into VOD programming
from Comedy Central. Significantly, the cam-
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paign marks the first time that ad content has
been introduced into a VOD stream in some-
thing close to real time. MTVN executives
said that ads can be swapped in and out within
hours, depending on the length of the creative.

Comcast was the first operator to offer an
active VOD ad-insertion platform, although
the MSO is working on a much greater scale
than what Sunflower can approach with its
30,000 subscribers. According to Paul
Woidke, vp of technology for ad sales arm
Comcast Spotlight, his team has made
“tremendous strides” toward true dynamism.
(At the start of this year, VOD ads were
baked into the content and thereby were

w &

: : : )
T # . - L
VOD ads for Jackass: Number Two can be
swapped in and out in a matter of hours.

£

THE MARKETPLACE BY JOHN CONSOLI

swapped out at more leisurely 45-day cycles.)

“We are in the process of moving forward
on [tech] trials that will allow us to move copy
out in a matter of days,” Woidke said, adding
that the appeal of dynamism lies in curren-
cy—and that both meanings of the word apply.
A truly dynamic VOD environment can “pro-
vide advertsing that’s useful, informative and
relative to the viewer” in ways that a baked-in
spot cannot, Woidke said. And in offering ad
clients an uncluttered, targeted space to hawk
their wares, Comcast can ask for a premium
for its VOD ads. “Clearly, the ability to do
away with the waste that exists in the current
ad environment is worth more,” he said.

But if VOD advertising is to grow past
last year’s paltry $50 million, improvements
in the end-user experience have to keep pace
with the tech advances, said Amin Media
president Raj Amin. “VOD has to evolve sig-
nificantly in the next 12 months, or the
money will continue to leapfrog over to
broadband.” He added that MSOs would do
well to emulate Cablevision’s Web-based
VOD platform, “which allows for better nav-
igation and a richer graphical environment.”

Cable operators must also nail down 16
detailed reporting metrics that agencies and
clients are demanding; thus far, the industry
has hammered out four, Woidke said. [ |

Restraining Order

Advertisers in no hurry to lock in network upfront buys

w ith just one week to go before the offi-
cial start of the new broadcast network
television season, advertisers are pretty much
sticking to their upfront ad-buy commitments
for fourth quarter, with a few even increasing
their orders.

But only about half the advertisers who
bought in the upfront have firmed up ad
“holds” to actual orders with the networks yet.
That pace is expected to pick up this week.

The slower pace of this years upfront,
combined with advertsers’ desire to wait
closer to air date to sign off on their ad plans,
explains why more holds have not yet gone to
order. And in the current marketplace, which
has shifted from a sellers’ to a buyers’ market,
the networks have been very accommodating
in allowing advertisers and their agencies
more leeway before locking in buys.

“It’s a different world,” said Steve
Lanzano, executive vp and managing part-
ner at media agency MPG. “The leverage

has gone from the networks back to the
advertisers. There are no must-buy shows or
nights, unless you are a movie company or
retailer that needs Thursdays, or an adver-
tiser who wants to launch product during a
particular time of year. There is no need to
rush to firm up orders, and the networks
have been very accommodating.”

Tim Spengler, chief activation officer at
Initiative, said nearly a dozen of the agency’s
clients have firmed up holds to orders so far,
and none have cut back any upfront commit-
ments. “A couple have made small add-ons,
but no one has cut back,” he said. Last year,
more clients trimmed some of their upfront
holds just prior to the start of the season.

One broadcast network sales executive
agreed. “More advertisers are doing add-ons
this year,” he said. “I can’t say why for sure, but
maybe some advertisers did play it more con-
servatively in the upfront and now feel more
comfortable increasing their spending.” W
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TV STATIONS BY ANTHONY CRUPI

Politics As Usual

TVB: record election spending will hammock soft 2007

he forecast is relatively bleak for the spot

television ad sales market in 2007, but
political spending should offer a reversal of
fortune the following year. In its annual Fore-
cast Conference in New York on Sept. 7, the
Television Bureau of Advertising projected
that local spot revenue will be tlat to minus 2
percent in 07, with total spot poised to decline
by as much as 3 percent. Election cycles should
once again save the day in ’08, as state and fed-
eral races, including a wide-open Presidential
race, should boost total spot by 8 to 10 percent
to $1.8 billion, the TVB said.

This has been much the case thus far in
2006, when political spending on midterm
elections and other advocacy campaigns is
expected to hit $1.4 billion. In fact, according
to Evan Tracey, COO of TNS Media Intelli-

gence’s campaign media analysis group, given

marriage.” TRACY

the hotly-contested nature of many races,
political spend could top 20045 $1.61 billion.

Tracey expects local TV will remain the
most desirable arena in which a candidate
can get his or her message out in 2008. “TV
is still the biggest megaphone that these can-
didates have,” Tracey said. “I continue to see
this as a long and happy marriage.”

Without political spending, the overall out-

“TV is still the higgest

' / megaphone these candidates
have. | continue to see this
as a long and happy

look is considerably less sunny. Total ad spend
for all spot, broadcast, cable and syndication is
expected to grow between 0.8 percent to 2.9
percent in *07, with an increase of between 2.6
percent and 4 percent expected in *08.

One trouble-spot is domestic auto, which
continues to slump as two
of the Big Three have
pared down their ad
spending. According to
the TVB% analysis of TNS
Media  data, Detroit’s
cumulative spend was off
1.3 percent versus second
quarter 05, as category
leader GM dropped 7.1
percent to $211 million
and Daimler/Chrysler reduced spot spending
by 3.9 percent in the period.

Bear, Stearns media analyst Victor Miller
said that oil prices are something that “keeps
nie up at night...Where the price of oil is
now is not good for automotive or retail,”
Miller said. “And when 40 percent of [local
TV] revenue comes from those categories,
you’re in trouble.” |

www.mytargeteatsbreathesandsleepssports.com

Comcast Spotfight is a registered trademark of Comcast Corporation.

aka:comcastspotlight.com
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EDITOR’S NOTE

Our Latest Addition

Over the course of my 13 plus years at Mediaweek, I've seen many staffers come and go. What's always surprised me is the
number of people who leave —and then come back to the Adweek Magazines family. My own mentor, Bill Gloede, who left
Mediaweek in 2002, now writes a monthly rant in the form of our “Space & Time” column (see our Sept. 18 issue for the next
installment). All of our contributing writers —Tony Case, Eric Schmuckler and Keith Dunnavant, who have all earned fifth-
Beatle status —are former staffers who'’ve gravitated back to our pages, albeit in freelance form.

So it is with that history in mind, I'm happy to announce the return, effective today, of another ex-VNUer, Lucia Moses, as
a senior editor covering the world of magazines. Though Lucia leaves her job as a section editor at Condé Nast’s Supermar-
ket News to join us, | got to know her when she was a reporter and financial editor with our sibling title Editor
& Publisher, which covers the newspaper industry. That tenure provided her many of the tools she’ll need to
cover the business of magazines —how to find the news in the numbers buried in publisher’s pink sheets and
who the major print buyers are—that perfectly complement her 14 years of reporting experience. She can be
reached at Imoses@mediaweek.com, or at 646-654-5229.

In the interim, one of those aforementioned “fifth Beatles,” Tony Case, has artfully covered the magazine
beat in advance of Moses’ arri