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MARKET
INDICATORS

National TV: Holding
Ad buyers are waiting
to see how premiere
week of the new sea-
san kicks off before
making fourth-quarter
scatter decisions.

Net Cable: Tight
Networks getting
double-digit increases
cver upfront. Fourth
guarter squeezg is on
ard deals are cldSing
fast with little time to
ceal. Autos are strong.

' Spot TV: Mediocre

_&éckluster political -
zdvertising is dropping
Ffourth quarter expecta-
tons. Auto competi-
tion is heating up but
still not tightening the
mnarket. Only Pacific
West Coast is hot.
Radio: Busy

L.A. is crazy with new
season TV and politi-
cal spots. Buyers
advised to stay out of
this market in October.
Ir the East, markets
stiffening, some
stations filled through
Cctober; locals and
nationals up.
Magazines: Steady
Cirect-to-consumer
category is still going
strong, despite its
dabbling with TV.
Auto-motive is looking
up with a recent bcost
from GM.
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ANNOUNCING 2 MORE ISSUES IN 1999.

ATIONAL GEOGRAPHIC TRAVELER will publish eight issues next year,
which means two more opportunities for advertisers to reach nearly
four million readers. So, more than ever, TRAVELER is the travel magazine of choice

for smart, active men and women. For them, TRAVELER is where the journey begins.

NATIONALOGEGGRAPHIC

Source: 1998 Spring MRI; II I I R
Photographer: Macdutf Everton
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AT DEADLINE

Klein Resigns as Exec VP at CBS News

Jonathan Klein resigned last week as exec vp of CBS News. The
16-year CBS News veteran oversaw the network’s prime-time
newsmagazines, including 60 Minutes and Public Eye With Bryant
Gumbel. He said he plans to continue to write and produce “reali-
ty television programming” via his production company, Klein-
werks. He is also partnering with an Internet startup company.
Leaving CBS was amicable, he said, but after helping to fix flag-
ging ratings for both 60 Minutes and 48 Hours, “Creatively, there
wasn’t much left to do.”

Decision Awaited in CBC Case

At press time late last week Children’s Broadcasting
Corp. was waiting for a decision in its nearly month-
long court battle against the Disney Co.’s ABC T
Radio. The former producer of Radio Aahs pro- . i
gramming for kids, Children’s Broadcasting alleges & %%
that Disney partnered with it in 1997—only to
exploit the company’s ideas and subsequently start
its own children’s radio show. Since then, Radio Dis-
ney has put together a network of AM stations for
its children’s programming. Children’s Broadcasting
is seeking damages in excess of $100 million.
Lawyers for both sides ended their arguments in a
St. Paul, Minn., federal courtroom at midweek.

The jury resumes deliberations today.

Winfrey’'s Harpo Harpoons Cash
Talk-show queen Oprah Winfrey last week sealed a
two-year contract extension (through 2001-02) with
syndicator King World Productions. Steve Locasio,
King World CFO, said the New York-based distribu-
tor is advancing $150 million to Winfrey’s Harpo Pro-
ductions Inc. ($75 million for each of the two years)
based on gross revenue to be earned by The Oprah
Winfrey Show. It is estimated to generate more than
$280 million to $290 million in annual gross revenue
from domestic license fees, ad sales and international
sales, accounting for 40 percent of King World’s total
estimated 1998 cash flow ($790 million).

Culliton Departs KCBS-TV

Last week’s exit of John Culliton as gm/vp of KCBS-

TV in Los Angeles was the second departure at a CBS O&O in
less than a month. Culliton resigned Sept. 23 to “join his family in
Minneapolis,” a KCBS-TV spokesperson said. Alan Shaklan, the
former gm/vp of WFORTYV, Miami’s CBS O&O, resigned last
month. Steve Maudlin, former president and gm of Tampa,
Fla—based CBS affil WTSP-TV, joins WFOR on Oct. 5 as vp/gm.

INSIDE
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|10 NEWS
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At KCBS, Terry Dunning, general sales manager, and news direc-
tor Larry Perret will co-manage the outlet in the interim.

Modestly, Love's in the Air

Syndicated romance-based game shows posted modest premiere
ratings last week, holding or surpassing time period lead-in and
year-ago averages. Warner Bros.” romance/game block of Love Con-
nection and Change of Heart averaged a 1.7 rating/6 share in
Nielsen’s 40 metered markets (NSI, Sept. 21-24), holding even with
lead-in programming shares (2.2/6) but down 14 percent from Sep-
tember 1997 levels. Twentieth Television’s Forgive or Forget relation-
ship-based talk show provided a jolt in New York, beating The
Oprah Winfrey Show head-to-head.

Addenda: Pending FCC approval, the
Ackerley Group has purchased WOKR-TYV, the
ABC affiliate in Rochester, N.Y., from the
Sinclair Broadcast Group for $125 million...
Thomas Portratz was promoted to ad director
of Scientific American Publications. Portratz was
SA's eastern sales director... Natalie Swed
Stone has joined The Media Edge, the global
media arm of Young & Rubicam, as vp and manager
of Network Radio. Stone was marketing director at
radio network programming company Media-
America, Inc. She succeeds Leslie Sturm, who left.

Dallas Morning News' Clarification: anitem in the Sept. 21
Mong takes command

Magazines department on fitness titles omitted that
in January 1999 Weider Publication’s Shape will
increase its rate base by 18 percent to 1.3 million,
making it the largest women’s fitness magazine of
the “Big Three,” including Condé Nast’s Self and
Gruner + Jahr’s Fitness.

Corrections: A siory in the Sept. 21 Medi-
aweek on Nickelodeon misspelled Cyma Zargha-
mi’s name. She is executive vp and gm, Nick-
elodeon/Nick at Nite. The same story said the
Nicktoons TV block premiered on Sept. 12. The
block started its run on Aug. 15. And, due to incor-
rect Nielsen numbers supplied in a press release, the
story reported that ABC’s kids 2-11 ratings bested
Fox’s for Saturday, Sept. 12. Fox’s ratings were 6
percent higher than ABC’s...In the same issue, a story on the
first week of the new season for syndicated series (Sept. 14-17)
gave incorrect ratings for Paramount Domestic Television’s
Entertainment Tonight. It scored a 5.8 rating/11 share average in
Nielsen Media Research’s 40 metered markets, representing a 2
percent ratings gain from its August time-period averages.

THE MEDIA ELITE

MEDIAWEEK (ISSN 0153-176X) is published 47 times a year. Regular issues are published weekly except the first, third and [iTth weeks of August and the last two weeks of |
December by ASM Communications, Inc.. a subsidiary of BPI Communications Inc., 1515 Broadway. New York, N'Y, 10036. Subscriptions are $130 one year; $220 two years. Canadian |

subscriptions $290 per year. All other foreign subscriptions are $290 (using air mail). Registered as a newspaper at the British Post Office. Periodicals postage paid at New York. N.Y.
and additional mailing offices. Subscriber Service (1-800) 722-6658. MEDIAWEEK. 1515 Broadway. New York, N, 10036. Editorial: New York, (212) 536-5336; Los Angeles, {323)
525-2270; Chicago, (312) 464-8525. Sales (212) 536-6528. Classified (1-800-7-ADWEEK). POSTMASTER: Send address changes to MEDIAWEEK, P.O. Box 1976, Danbury, CT
06813-1976. Copyright, 1998 ASM Communications, Inc., a subsidiary of BPI Communications Inc. No part of this publication may be reproduced, stored in any retrieval system. or
transmitted, in any form or by any means, electronic, mechanical, photocopying or otherwise, without the prior written permission of the publisher




http://www.mediaweek.com

September 28, 1998 MEDIAWEEK

Give Content-Based Ratings
An ‘W' ——for Misapplied?

A year after the launch of the content-
based TV ratings system, some critics con-
tend that they're not being applied cor-
rectly or consistently to programs. A new
study by the University of California, San-
ta Barbara, concluded last week that the
labels “V” for violence, “S” for sexual sit-
uations, and “D” for suggestive dialogue
were being appropriately applied to only
about 25 percent of the ratable programs.

But the study, funded by the Kaiser
Family Foundation, has some flaws, say
people who worked to produce the rat-
ings agreement. “They say the labels
aren’t applied to shows rated “TV-G,’”
said a Washington lobbyist for one of the
networks, requesting anonymity. “Well,
if it’s rated ‘G,’ that already means
there’s no or very little violence, and
probably no sexual situations.” (NBC
doesn’t label its shows for content. It
uses only age-based ratings.)

In most cases, the study said, where
programs weren’t labeled for dialogue or
violence, shows contained much lower lev-
els of suggestive language, on-screen
maiming, killing and pictures of bodies.

Kathryn Montgomery of the Center
for Media Education, a Washington advo-
cacy group that last year pushed hard for
the content-based ratings, said the prob-
lem with TV content goes beyond ratings.
“TV is so competitive now that every
show, even those in the early evening
hours, try to push the envelope, to be edgi-
er, sexier, more violent,” she said.

A meeting will be held in November by
the ratings’ Monitoring Board, which is
made up of industry reps and advocacy
lobbyists. The board is headed by Jack
Valenti, president of the Motion Picture
Association of America. —Alicia Mundy

it's a Bout Time: Friday
Becomes ESPN Fight Night

ESPN2 will premiere Friday Night Fights
on Oct. 2. The new series will feature live
championship fights as well as classic box-
ing footage. “We're taking a great tradi-
tion and renewing it on the deuce,” said
Dick Glover, executive vp, programming,
ESPN. The 90-minute weekly series from
8:00 p.m. to 10:30 (continued on page 6)

Early Ratings
Put Nets in Hole

‘Power of the remote’ turns viewers to cable

NETWORK TV / By John Consoli

t was only the first week of the new TV
season, but it appears that cable is contin-
uing to drain viewers from broadcast.
Cumulative ratings for cable in prime time
for the first three nights last week were up
20 percent to a 24.2. The Big Four net-
works scored a 35.3, down 10 percent from the
39.3 registered during the same period last year.
“Those are sizable declines by anybody’s
measure,” said Robert Sieber, vp audience
development for Turner Networks. Of the 34
ad-supported cable networks, 25 averaged
more homes in prime time this year than dur-
ing the same period
last season. And
basic cable drew 4.3
million more homes
this season over last,
while the broadcast
networks lost 3.5 mil-
lion homes. In the
crucial 18-49 adult
demographic catego-
1y, cable was up 20
percent and up 24
percent in 25-54.
There were bright
spots in the network
picture during premiere week, and broadcast
network execs were quick to point to them as
they tried to put a positive spin on the numbers.
They cited several factors, including cable’s
coverage of the goings-on in Washington and
CBS’ airing of the Country Music Awards.
Four-day cumulative household ratings
numbers for each of the Big Three networks
showed significant declines in viewers. NBC
recorded the largest audience drop during the
first four days of premiere week, falling from a
14.6/23 last season to an 11.9/19 this season, an
18 percent drop-off. CBS fell from 10.5/17 to
9.9/16, a 6 percent decline, while ABC fell by
only 1 percent from 9.6/15 to 9.5/25. Fox was

up 5 percent to 6.3/10), but that was largely due
to a big growth in Ally McBeal’s audience (Fox
introduced most of its new shows over the past
month). The adults 18-49 demo declined simi-
larly. NBC was down 20 percent, CBS down
2.7 percent and ABC down 2 percent.

According to Marc Berman, Seltel associate
program director, last season’s premiere week
premiered 10 shows, with five scoring double-
digit household ratings. By contrast, of the nine
that made their debuts last week, only two pro-
duced double-digit ratings.

And among returning shows, 17 were down

ABC’s Bloomberg (l.): “So far, so good.” NBC’s Jesse,
with an 18.1/28, was another bright spot for the networks.

in household ratings, while only four showed
increases. Retumning shows on upward swings
were CBS' Everybody Loves Raymond and
JAG, ABC’s Dharma & Greg, and one episode
of Dateline NBC.

“Networks weren’t carrying the night as
much as shows were carrying a time period,”
said Tim Spengler, senior vp/deputy director of
national broadcast for Western International
Media. “What we started seeing last year, and
is much more evident this year, is the power of
the remote. You can have a hit at 8, a miss at
8:30 and another hit at 9. Protected time slots
aren’t so protected anymore.”

Among the new shows, NBC’s Jesse
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(18.1/28), ABC’s The Hughleys (10.4/16) and
CBS’ L.A. Doctors (9.9/16) and The King of
Queens (9.8/15) did best in the ratings. But
Jesse was expected to do well because it was
sandwiched between Friends and Frasier. Jesse
rated better in the time slot than Union Square
did in its debut there last season, but it lost two
ratings points from its Friends’ lead-in, which
opened the night with a 20.(/33, up 3 percent
over last season and up 8 percent in the 18-49
category. NBC’s other Thursday shows, Frasier,
Veronica’s Closet and ER, drew sizable audi-
ences but were down in households by 24 per-
cent, 28 percent and 24 percent, respectively,
from their same time periods last season—and
down by similar percentages in the 18-49 demo.
Frasier, however, was competing with the Sein-
feld time slot. When compared to its Tuesday
premiere slot last year, Frasier's numbers were
up 27 percent to an 18.8/29.

Don Ohlmeyer, NBC West Coast president,
said: “There are few shows where you get
instant gratification; shows take time. We have
a few problem spots, but one airplay does not a
show make.”

New shows Conrad Bloom on Monday and
Encore! Encore! on Tuesday would have to be
considered among NBC’s problems. Each reg-

istered significant drop-offs from their lead-ins. | Karmazin, who last month announced

But Ohlmeyer added, “We exceeded our
research expectations, so I feel pretty good
about this week. We are within a share point of
where we thought we would be, and in a reload-
ing year, which we haven’t been in since Cheers
left five years ago, we are right on target on
delivering what we promised on the sales side.”

The Hughleys, ABC’s new 8:30 p.m. come-
dy on Tuesday, virtually held its entire Home
Improvement lead-in audience in households,
building among adults 18-49 by 10 percent, giv-
ing it the time-period win with a 7.7 rating in
that demographic.

“So far, so good,” said Stu Bloomberg,
chairman of ABC Entertainment. “Demo-
graphically, we’re in really good shape.”

“We're happy, but cautiously happy,” said
CBS Television president Leslie Moonves,
“We really felt Everybody Loves Raymond was
the most underrated sitcom on television and
ignored by the Emmy voters,” Moonves said.
The show netted a 10.3/15 premiere rating, up
27 percent in households, 34 percent in adults
18-49, and 28 percent in adults 25-54 over the
comparable time period last season. And ver-
sus its own premiere at 8:30 p.m. Monday last
season, Raymond was up 16 percent in house-
holds, 2 percent in adults 18-49 and 4 percent
in adults 25-54. JAG scored a 10.4 rating com-
pared to a 9/14 in its season premiere last
year. —Betsy Sharkey and Jim Cooper con-
tributed to this report. |

NETWORK TV / By John Consoli

sales department to eliminate some
layers of management and add more
salespeople. Four vice presidents
were let go; several others were pro-
moted to senior vp and a number of
new salespeople are expected to be hired.

Out are Dan Koby, vp/national sales manag-
er, John Brooks, vp of sports sales, and two
group sales vps, Jack O’Sullivan and Mike
Aurelia. Surviving the cuts were vps Marty
Daly, Chris Simon and Duncan Rider, who
were promoted to senior vps. Also pro-
moted to senior vps were Scott
McGraw and John Bogusz. And Joann
Ross was promoted to executive vp of
network sales.

Company officials who did not
want to be identified were quick to
state that this is not a bloodletting
move by CBS president and COO Mel

CBS Shakes Up Sales Unit

Four execs are let go as net eliminates a layer of management

BS last week quietly restructured its |

TDI, a CBS-owned company in outdoor adver-
tising. According to CBS insiders, Apfelbaum,
who’s close to Karmazin, heads an internal
committee made up of the sales heads of each
corporate division, formed to pursue intra-
company sales opportunities like the recent
$25 million deal CBS signed with Pennzoil.

The restructuring eliminates the selling
“team” concept. Under that system, there were
five sales teams in New York that reported to
Koby and were responsible for different
accounts. Another group that sold under four
categories—daytime,  prime
time/late night, news and
sports—has been combined
with the former teams and the
team heads eliminated.

In the new structure, four
senior vps will report to Ross,
who in turn will report to
Joseph Abruzzese, CBS sales
president. Daly will handle

MARC BEAUDIN

there would be about 200 jobs cut
to be cutbacks at CBS, they will not be

ducing department,” said one CBS official who
would not speak for attribution. “We’re bring-
ing in more sales people than were let go.”
Under the restructuring “there will be a lot less
layers of management and more people selling
on the street,” said another CBS official who
also would not speak for attribution.

The restructuring was accomplished with

MAGAZINES / By Lisa Granatstein

he Book of Ruth is being revised page
by page by Bonnie Fuller, Glamour’s
newly anointed editor-in-chief. The
August retirement of longtime Glam-
our editor Ruth Whitney and the suc-
| cession of Cosmopolitan’s Fuller has
| caused a rash of turnover at both magazines.
In her first two weeks at Condé Nast’s
Glamour, Fuller appears to be focusing on the
monthly’s art direction and its fashion depart-

Abruzzese wants
from the network. “If there are going more salespeople.

in the sales department, which is a revenue pro- | kids. Ryder was named senior vp, deputy sales

the “consultation” of Bill Apfelbaum, CEO of | was also put into effect. [ |

Fuller Brushes Past Away

‘Glamour” editor fires 11 staffers, aims for a ‘fresher’ look

|
|

|

news and late night, Simon
prime time, McGraw sports
and Bogusz daytime and

director and will oversee non-New York opera-
tions and market resources. Others promoted
to senior vp were Bill Cecil, who will head pro-
gram sales, and Dean Kaplan, who will be in
charge of sales, planning and administration.

In addition to the new structure, official
8:30 a.m. to 6 p.m. work hours have been insti-
tuted and a no-drinking policy at lunch rule

ment. At least 11 staffers, including art director
Kati Korpijaakko, photo editor Frannie Ruch
and creative fashion director Xanthipi Joannides
have been given pink slips, with several having |
been replaced by Fuller’s Cosmo crew, includ- I
ing Donald Roberston, who was Cosmio’s cre-

ative director and will get the new title of cre- \

ative director at Glamour. Also moving is Henry
Connell, who was Fuller’s art director at Cosmo
and will be the new one at Glamour. Replacing
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p.m. will leverage ESPN’s strength in the
sports news area with the introduction of a
studio presence.

Like football or hockey, the boxing stu-
dio will be a forum for the sport’s person-
alities, commentary, news and special
guests. The 10,000 individual pieces of
footage in the ESPN Big Fights library,
some dating back to the late 1800s, will
help support themes for the series, such as
Muhammad Ali Month.

“We think there is a real opportunity
to do a contemporary boxing series,” said
Glover, who added that the series will ben-
efit the sport in general by showcasing a
wide variety of fighters and not just the
big-ticket heavyweights. ESPN’s launch of
the series follows USA dropping its boxing
franchise this summer. —/im Cooper

Pax TV Households Fall Hard
In Latest Nielsen Data

Two weeks after its Aug. 31 launch, Pax
TV received its first national ratings from
Nielsen Media Research. The fledgling
seventh network averaged a (0.5 rating/1
share in households for the week of Sept.
14-20; Nielsen was unable to give national
ratings for the net’s first two weeks
because of unreported broadcast or cable
affiliates in certain markets. The national
ratings were about 50 percent lower than
metered-market averages since launch.
Nielsen, seeking to clarify the ratings
it released last week. said the data was
“not reflective of the complete distribu-
tion of Pax TV programming [that will
be measured] for the week ending Sept.
20).” Robert Hebenstreit, Pax TV's vp of
research, said that Pax TV “fully expects
our ratings to increase as Nielsen contin-
ues to tabulate our vast broadcast and
cable carriage across the nation.”
Although Pax TV says it has roughly
70 percent national coverage, the West
Palm Beach, Fla.-based network has
higher concentration of cable system
distribution below the top 75 markets.
—Michael Freeman

Time For Kids, Ford Ink Deal
With Environmental Focus

Time For Kids will be joining big sister Time
magazine this week as the two kick off
Heroes for the Planet, (continued on page 8)

Joannides is Enna Halie, who was
fashion director at Cosrmo; she who
becomes senior fashion director. At
least two Glamour staffers have also
quit.

New hires are “younger, prettier
and thinner,” claimed one staffer
who would not speak for attribution.
“Those [leaving] first are the over-40
crowd.” Insiders expect more exits to come.

“The real issue is whether or not she can
retain the smartness of Glamour,” said a Condé
Nast insider who would not speak for attribu-
tion. “And does she care t0?”

Responding to questions regarding the direc-
tion in which she intends to take the magazine,
Fuller said, “They [the staff] don’t have any-
thing to worry about. The substantiveness that
the magazine has and the news stories that they
cover are all things we want to build on.”

The magazine is headed for a makeover,
which will first become evident in the January

SYNDICATION / By Michael Freeman

ohbot Entertainment and Media
last week laid out plans to launch
two kids programming blocks,
billing them jointly as “the nation’s
fourth broadcast kids network.”
I Bohbot, which has suffered financial
setbacks in the past, says it now has $100 mil-
lion in new financing from a consortium of
banks that chairman Allen Bohbot declined to
identify. The company last week also named
veteran kids production executive Rick Ungar
as chairman/CEQ of Bohbot Kids Network.
Targeting the 1999-2000 season, Bohbot
officials said they have reached or are close to
formalizing “long-term network affiliation
agreements” with Chris-Craft/United Televi-
sion, Tribune Broadcasting, Paramount Sta-
tions Group, Sinclair Broadcast Group and the
WB network’s WeB fill-in cable network.
Bohbot projects that the two new blocks will
reach 193 markets in all, or 92 percent nation-
al coverage. The New York-based distributor
will deliver 24 hours per week of kids pro-
gramming (20 hours on weekdays and 4 on
Sunday). None of the station groups returned
calls to confirm that they are discussing long-
term carriage deals with Bohbot.
The company is focusing on launching a
| pair of six-day programming blocks; a “BKN

Fuller is giving
Glamour a makeover.

issue. “What we’re trying to do is update the |

pages, but maintain what Glam-
our is known for,” said Fuller.
“It’s going to still be user-friend-
ly fashion, but the pages will be
more modern...with an updated
fresher look.”

Some of the column titles
will also change. “Private Time”
will become “You You You,” the
| “Health & Pregnancy” column is dubbed
“Making Babies,” and two new additions
include “Ask the Glamour Gyno,” and “G Spot-
ting,” a paparazzi-type column. Fuller said,
however, these are only working titles.

Meanwhile, Fuller’s poachings have left
Kate White, Cosmo’s new editor-in-chief (for-
merly editor-in-chief of sister Hearst mag Red-
book), with the task of replenishing her mast-
head. She has tapped Ann Kwong, who was a
senior associate art director at Glamour, to
become Cosmo’s art director. Elaine Fahey,
editor of Sports Hllustrated’s swimsuit issue, has
become Cosmo’s fashion director. [ ]

Bohhot's 2000 Kids Tour

With $100 million in financing, BKN prepares two new blocks

Action Adventure” block skewed to boys 6-11
and “Cartoon Classics,” a block skewing to
boys and girls 2-11.

Targeted for 7-9 a.m., the boys’ action
block will start with Roswell Conspiracies, fol-
lowed by Starship Troopers (produced by
Columbia TriStar), Extreme Ghostbusers
(ColTriStar) and Mummies Alive (DIC Enter-
tainment). “Classic Cartoons” will include
Sonic Underground (DIC), Jumanji (ColTriS-
| tar), tentatively Beakman’s World (ColTriS-

tar) and Pocket Dragon Adventures (DIC).
Columbia TriStar parent Sony Corp. owns a
minority stake in Bohbot.

Ungar, most recently president of Marvel
Entertainment, said that “the two blocks will
\ be treated as separate programming services

of one network,” and will be separately
branded and promoted by BKN. “It is indeed
possible that one block [BKN Action Adven-
ture] will air on the Chris-Craft/United sta-
tions and the other [Classic Cartoons] will be
carried on the Tribune stations in the same
markets,” he added.

Though the blocks will oppose each other
from 7-9 a.m., Bohbot said if each block deliv-
ers a (.6-0.8 rating in kids 2-11, BKN will
combine ratings to offer a cumulative 1.2-1.6
rating average to advertisers. ]
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the first specials that are to come out of a
two-year environmental publishing pro-
gram with Ford Motor Co. The deal,
believed to be more than $10 million, with
Time Inc. (and a separate one for Hachette
Filipacchi Magazines, Mediaweek Sept.21)
includes custom publishing, Internet and
promotional programs.

While the Heroes features, which pro-
file outstanding individuals who work to
improve the environment, will run as
four special reports in Time, TFK will
break out of its weekly publishing sched-
ule, adding three special issues devoted
to the topic for the 1998-99 school year.
“We believe very strongly that kids need
heroes and that all the environmental
news isn’t dismal,” said TFK president
Leanna Landsmann.

While TFK rejects advertising in its
regular issues, the children’s magazine
accepts sponsorships for special issues,
such as partnerships with the U.S. Com-
mittee for UNICEF and Bondai. For
Heroes, Ford will have three pages of
ads. Time For Kids reaches 2 million stu-
dents in grades 2 to 6. —Lisa Granatstein

Fired Reporter Pleads Guilty
In Stolen Voice-Mail Case

Fired Cincinnati Enquirer staffer
Michael Gallagher faces up to 30 years
in prison and a $7,500 fine after plead-
ing guilty last week to stealing voice-
mail messages for his exposé of the
Chiquita banana company. Gallagher
has agreed to cooperate with a continu-
ing grand jury investigation on whether
electronic communications and propri-
etary materials were stolen from Cincin-
nati-based Chiquita Brands Internation-
al, Inc. He will be sentenced March 19.

A spokeswoman for Arlington, Va.-
based Gannett Co., parent of the Enquir-
er, said the media giant had no comment
on Gallagher’s plea or about any plans of
internal checks to avoid future gaffes. A
grand jury continues to investigate
charges of voice-mail theft, and a for-
mer lawyer for the company has been
indicted and pleaded not guilty.

The Enquirer fired Gallagher in June
when suspicions of the theft surfaced. It
has since renounced the series on Chiqui-
ta, run a front-page apology, and paid $10
million to the company. —J. L. Sullivan

IIEESUTEE Buyers Balk at Paper Rates

Slumping circulation raises questions about customary hikes

NEWSPAPERS/ By Mira Schwirtz

espite customary 4 percent annual
increases for national advertising in l
the newspaper industry, buyers this
year are bristling at paying more for
less—flat or declining circulation.
Buyers said the rate hikes even have
caused some clients to reduce their use of news-
papers—or drop them altogether.

“I've been asked for justification from
clients over why they should pay higher rates for
dropping circulation, and I've found it difficult
to find a justification,” said Paul Bankert, print
supervisor at Zenith Media in New York.

Metro newspapers are raising their nation-
al ad rates an average of 3-4 percent for 1999.
Ad directors say the hikes are reasonable given
the rise in paper prices and production costs.

With “unparalleled coverage” of news and
new presses on board, “That’s the combination
we look at with regards to rates,” said Rick
Tippett, national advertising director for The
Washington Post. He called the Post’s approxi-

mately 4 percent ad-rate hike normal and in
line with last year’s 4-5 percent increase.

The Wall Street Journal is increasing its rates
for 1999, to 4.2 percent. A full-page black-and-
white ad in will rise to $148,864 from $142,861,

said Stephen Howe, the Journal’s ad director. '

Howe said an “uncertain” economy and plans
to expand coverage and paper capacity induced
the paper to raise its rates. At the Chicago Ti-
bune, which will increase rates 3 percent, the
price per inch in weekday editions will increase
from $476 to $490, said spokesman Jeff Bierig.

On the surface, this year’s hike is not unusu-
al, buyers said. They still recall the severe 1996
increase in paper costs that pumped up ad rates
into the double digits, Bankert said.

Hikes of 4 percent to 7 percent are
“acceptable,” said Jack Cohen, director of
newspapers and out-of-home for DDB Need-
ham. But given slumping circulation, he
added, “you realize the numbers are not com-
petitive with other media.” | |

Stations Find New Friends

Warner’s ratings promises may deliver with off-net double runs

SYNDICATION / By Megan Larson

he off-network syndicated debut last
week of hit sitcom Friends drew
strong ratings, doubling stations’
shares in some markets. Through
Sept. 23, Friends delivered an average |

8.5 rating, only 30 percent shy of

Warner Bros.” projected combined 12.1 rat-
ing—melding the show’s prime-access and late- |
fringe runs in many of the top 100 markets— E
guaranteed to national advertisers during the |
November 98 Nielsen sweeps books. ‘
Dick Robertson, president of Warner Bros. |
Domestic TV, said he is content with Friends’ |‘
|
|
|

early ratings but stressed that the studio will
“get a better read of where things are going
after daylight savings time and November
books are in.”

On Tribune-owned WPIX-TV, the New
York WB flagship, Friends scored a 6.4/11 at |
7 p.m., a 38 percent share hike over Family
Matters’ 4.5/8, which held the time slot last year.
At 11:30, Friends held the audience of lead-in
Seinfeld with an 8.8/18. WGN-TV, WB’s Chica- “
go affiliate (also a Tribune station), got a 6./13 |

with its 6 p.m. Friends run, a 92 percent share
increase over Mad About You last fall.

Salt Lake City UPN affiliate KIZZ-TV,
also grew its early- and late-fringe shares with
a Friends double whammy. On Sept. 23,
Friends hit a 5.6/12 at 6 p.m., doubling the
6 share Frasier drew last year. KIZZ’s 10 p.m.
Friends run grew during the week to a 5.0/8
on Sept. 23. “We're doing numbers that are
much closer to our rivals,” said Bob Quigley,
KJZZ program director.

WBFX-TV, the WBaffil in Greensboro,
N.C., reported comparatively weak numbers,
but Jack Moffitt, gm and program director,
isn’t discouraged. WBFX, which has a sizable
African American audience, double-runs
Friends from 7-8 p.m., replacing Living Single

and Martin. Though the station was not metered |

last year, Moffitt said Living Single and Martin
did “2s and 3s,” where Friends is averaging less
than a 1.0. But Moffitt said, “I expect larger
numbers and we’ll get them. We just have to
rebuild the audience from one type of program-
ming to another.” —with Michael Freeman B



fun

é who deserves a pedestal??



fearless

~ who's a heavy hitter?




female

who will everyone be watching?



COSMOPOLITAN FUN FEARLESS FEMALE ISSUE

Our editors know how to keep a secret. For the past year, they’'ve been watching hundreds of intelligent,
passionate, courageous and accomplished women in action. Only a handful will make the February issue
of Cosmo. Even fewer will carry off the coveted Fun Fearless Female Awards. But when we finally reveal

the 1999 winners, 16 million people will be there to applaud. Cosmo’s February Issue. Closing November 20.

EntertainmentesSportseFashion*Business*Musice:- olitics

©1998 Hearst Magazines . A Unit of The Hearst Corporation



DYES ' Please send me lyear of MEDIWEEK for only $30.

(J Payment enclosed [ Bill me
Chargemy: [] Visa [J AmEx [ MasterCard

Acct.#_ Exp. Date

Name Title

Company

Address

City/State/Zip_

Phone_

For Faster Service Call Toll-Free I -800-122-6658 o

Visit our Website at mediaweek.com
To speed your order, please check one box in each section.

Type of firm:

3 01.Manufacturing [J 11.Ad Agency [ 12.Public Relations [J 13.Independent Media
Buying [ 20.Outdoor [J 31.Newspaper [1 41.Magazine [ 61.TV (] 51.Radio

[J 67.Graphic Design [ 79.Marketing Research / Service [] 80.Sales Promo / Support
O 81.Commercial Prod. [ X.Other.

Signature

Fast-breaking
coverage of key
developments in
TV, magazines,

newspapers,
cable and more
— only in
Mediaweek!

Job Function:

O C.Product/Brand/Category Mgmt. [1 P.General or Corp. Mgmt. [J W.Public Relations /
Public Affairs [1 L.Acct. Mgmt. (1 R.Creative Department Mgmt. (] H.Copywriting

[ I.Sales / Product Promotion (] T.Art Direction (] U.Media Buying / Planning /
Supervision [J V. Advt. / Marketing Research [J X.Other Job Title
*Canadian and Other Foreign: Add US $160 for Postage and Handling.

VES ! Pressosend meyeraf — ADWEEKforonly S50,

Please check the region you prefer:
[J New England [J East [ Southeast [] Midwest [] Southwest [] West

- BRANDWEEK for only $B0™

Unsurpass e d (] Payment enclosed [J Bill me
Chargemy: (] Visa [J AmEx [ MasterCard
cove,ja.ge Of Acct#_ - o Exp. Date
advertising and - .. e
marketing — Company_______ .
new accounts, Address - -
. City/State/Zip_ _
dfemogm[?hzcs, o -
imnovations, Sgmure -
JBAMWB
trends and For[asterServi(e(allloll-hee|-80E0M-1zz-6658 :
Visit our Website at adweek.com

To speed your order, please check one box in each section.

Type of firm:

0 01.Manufacturing [1 11.Ad Agency [1 12.Public Relations [ 13.Independent Media
Buying (0 20.Outdoor [1 31.Newspaper [] 41.Magazine (1 61.TV [ 51.Radio

[0 67.Graphic Design [1 79.Marketing Research / Service [] 80.Sales Promo / Support
O 81.Commercial Prod. (1 X.Other

Job Function:

O C.Product/Brand/Category Mgmt. [ PGeneral or Corp. Mgmt. [] W.Public Relations /
Public Affairs (] L.Acct. Mgmt. (] R.Creative Department Mgmt. [] H.Copywriting

[ 1.Sales / Product Promotion (] T.Art Direction (] U.Media Buying / Planning /
Supervision (] V. Advt. / Marketing Research [1 X.Other Job Title

*Canadian and Other Foreign: Add US $160 for Postage and Handling.

opportunities

for you!

Bill Lynch, Jim Jenness Resign
ok ot

i & Mot s evepae b srgrtis Seked
vt e 3 1 @l o s et T e T
Jrstnpiobbests visvjutfutiont biotiet il

® 000000000 OO OO0 OO OO0 OO0 OO0 OOOOSOSOSOSOSEOSEOSEOSEOSONOSLEIIESEDIDISOEOSOOS



GUARANTEE

If at any time during your subscription you are
not completely satisfied, you may cancel and
receive a refund on all unmailed issues. With

no questions asked, and no further obligation.

TV SSY12-1SHH

9.6} X049 Od

431N3D 3DIAH3S NOILdIHOSANS

3355340av A8 QIvd 38 11IM 39v1S0d

0/ "ON LIWH3d

TIVIN A1d3H SS3ANISNE

6€86-€1890 1O AHNANVA

If you have ever...

Needed to say “Uh ... okay if I borrow your
Mediaweek? Oh ... how ’bout tomorrow?”

Wished you owned your own copy of essential
bonus reports like MEDIAWEEK’s Annual
Report of Media All-Stars

13 A4NENYQ

Found out — too late — that an issue contained
an invaluable news item, article or opportunity

JHLNI
a3vin 4li

...then begin your own subscription today!

AOMEEH BRANDWEEK

GUARANTEE

If at any time during your subscription you are
not completely satisfied, you may cancel and
receive a refund on all unmailed issues. With

no questions asked, and no further obligation.

S31VLS d3LINN
AHVSS303AN
39V1SOd ON

TIVW SSYT0-1SH14

TIVIN A1d34 SS3ANISNE

€261 X04 Od

"431N30 30IAH3S NOILdIHOSANS

= o 0 R AR o A R e Y A e S o A i ol e e o e o 0 0 Dl o o R e A B T = e e e e e e e A et ke P o e 2 o A Y e e

3355340QY AQ QIvd 38 T1IM 39vY1S0d

G¥86-€1890 1O AHNANVA

97 "ON LIWH3d

If you have ever...

‘ Needed to search the office for an issue

Wished you owned your own copy of essential
bonus reports like ADWEEK’s Agency Report
Cards or BRANDWEEK’s annual “Super Brands”
directory of the top brands in the U.S.

Found out — too late — that an issue contained an
invaluable news item, article or opportunity

13 Adnanva

S31VLS @3LINN
IHLNI
a3nvw 4l
AHVSS303aN
39VLSOd ON

...then begin your own subscription today!




MEDIAWEEK September 28, 1998

|

http://www.mediaweek .com

Falling Under

a Spell(ing)

' Hollywood follows an old master as broadcast grows difficult

CABLE TV / By Michael Freeman

able has a new friend in Aaron
Spelling, and vice versa. Spelling,
one of broadcast television’s most
prolific producers, and Lifetime
Television are both enjoying the
critical and ratings success of
Spelling Entertainment Group’s first-time
cable series etfort, Any Day Now.

Since the Aug. 18 premiere of Any Day
Now, a race relations-based drama starring
Annie Potts and Lorraine Toussaint, the show
has posted a 1.9 rating in Lifetime’s TV uni-
verse, a 21 percent increase over year-ago time
periods that aired original telefilms.

In characterizing Any
Day Now as “a project of
passion,” Doug McCor-
mick, president/ CEO of
Lifetime Television, has
offered another vote of
confidence. He has picked
up another nine epi-
sodes—taking it to a full
season’s complement of
22 episodes.

Lifetime executives are
also ecstatic about the net-
work’s  first  regularly
scheduled night of first-run
serics, bannered as the
“Original Tuesday” block
(at 9-11 p.m.). In addition to Spelling’s Any |

| Day Now (9-10 p.m.), 10-11 p.m. sitcom lead-

outs Maggie (from Paramount Network Tele- ‘
vision) and O/t Baby (Columbia TriStar Tele-
vision) are proof positive that Hollywood }
studios are beginning to find cable a viable |
venue for bigger-budget original series. I

The entire two-hour block has averaged a |
1.5 rating, roughly the same as what the 9-11
p.m. block averaged last year. However,
among its core—women 18-49—the three
series have incrcased delivery by 46 percent
over last year (going from 422,000 to 618,000
viewers per week), largely owing to the
stronger draw of Any Day Now.

But this symbiotic relationship comes at
a relatively high price, say some Hollywood
insiders, estimating that all three series are
costing Lifetime up to $2 million per Tues-
day night.

“From the beginning Lifetime has been

very supportive in giving us more money to do
the show at a [broadcast] network-like bud-

Lorraine Toussaint (l.) and
Annie Potts of Any Day Now

get,” said Spelling, chairman/CEO of Spelling
Entertainment Group, which has also pro-
duced series like Fox’s Beverly Hills, 90210 and
Melrose Place and the WB’s Seventh Heaven.
“Lifetime also gave us a longer-term, 13-
episode commitment initially, something that
is difficult for a freshman series to get from
one of the brouadcast networks.”

It may be the start of a trend. At least one
New York-based cable ad buyer suggests that
other major Hollywood studios and indepen-
dent producers will flock to cable due to
“increasingly onerous terms the broadcast net-
works are seeking in terms of ownership of
the front-end and back-
end rights.”

“These Lifetime series
were a must-buy because
we want to reach women,
but whether other cable
series can reach higher-
quality levels remains to
be seen,” said the buyer,
requesting anonymity.

Competing cable exec-
utives said Lifetime is
spending  $500,000 to
$700,000 per episode,
considerably more than
what other cable networks
are willing to pay for a
first-run hour. Without commenting on the
license fee for Any Day Now, Lifetime’s
McCormick said only that “both of us [includ-
ing Spelling] have put our utmost belief, cre-
atively and financially, in the show.”

McCormick responded: “We were able to
create an economic template where we do have
the path to strip the series on Lifetime and
gain additional revenue on the back end.”

To making the financials work, Viacom-
owned Spelling produces Any Day Now at
$800,000-900,000 per episode—about a third
less than a typical budget for a one-camera
filmed series for the broadcast networks. Gary
Randall, executive producer of Any Day Now,
said Spelling benefits from lower union pay
scales for the cable production.

“It also helps that Spelling has the interna-
tional sales and back-end revenue to cushion
us on the deficit financing for the front-end
production,” added Randall, who was once
president of Orion Television’s network pro-
duction division. |

The History Channel tonight airs the
first segment of its 25-hour Impeaching a
President: Richard M. Nixon project,
which presents the 1974 U.S. House of
Representatives hearings held in the wake
of the Watergate scandal. Impeaching is
presented in a block running every day
this week, from 10 a.m.-3 p.m. and again
from 3-8 p.m. The hearings were original-
ly broadcast by CBS and haven’t aired for
almost 25 years. Coincidentally, some of
the players in the Nixon hearings are cen-
tral in the controversy and subsequent
calls for impeachment now engulfing the
Clinton presidency. In 1974, Trent Lott
(R-Miss.), the Senate majority leader, was
a member of the House Judiciary Com-
mittee. On the Democratic side, Hillary
Rodham served as committee counsel.
On the net’s History Alive, host Roger
Mudd, who was a CBS News congression-
al correspondent during Watergate, will
join CBS News congressional correspon-
dent Bob Schieffer to discuss the scandals’
paraliels and distinctions.

ESPN last week introduced an on-
screen graphics innovation that highlights
the first-down lines as part of its ESPN
Sunday Night Football. Called “First and
Ten,” the new technology was developed
by SporT Vision Systems and made its pro
football premiere yesterday in the Cin-
cinnati Bengals—Baltimore Ravens con-
test. The down line, created by an inter-
face between Silicon Graphics computers
and game cameras, will not obscure game
play. Turner Sports has used similar
SporT Vision technology to measure verti-
cal leaps of NBA players and ESPN has
used it in X-Games skateboard events.

TCI Communications has partnered
with ADcom Information Services to
provide alternative metered household
ratings in San Francisco and Dallas—
two of TCI’s largest metropolitan market
clusters. The partnership will increase
the sample size in those markets and use
database cross-referencing to give adver-
tisers a tighter geographic focus on
household zones. TCI, the cable system
unit of TeleCommuni-cations Inc., and
ADcom will measure viewership in the
two markets with a 2,500-household
sample that will increase to 4,000 as their
contract matures. —Jim Cooper
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Nielsen's Nagging Issues

Key staff departure and NSI audit trouble network executives

TV RESEARCH / By John Consoli

ith Nielsen’s principal local
sweeps executive  stepping
down, a competitor preparing
to go national, and an indepen-
dent watchdog organization
conducting an audit, the rat-
ings service is shoring up relations with many
clients while it rolls out new services.

Rusty Terrigan, general manager in charge
of Nielsen Media Research’s local market
audience measurement, is leaving at the end of
this year to pursue other interests. Terrigan,
42, has been with Nielsen for 20 years. While
Nielsen representative Jack Loftus says no
acrimony exists over Terrigan’s exit, broadcast
network execs believe it indicates internal
strife. They also believe the departure will only
add to the problems Nielsen has had in getting
adequate levels of response from local markets
during the sweeps periods. For
example, in some local mar-
kets during the May and July
1998 sweeps, Nielsen had an
insufficient number of diary
responses, which drew criti-
cism from some agencies.

“The pressure [on Terrig-
an] to roll out additional local
markets for measurement has
been huge,” said one network
exec who, like most inter-
viewed for this story, did not
want to be identified because of existing rela-
tionships with Nielsen. Another said, “It
seems as if Nielsen is trying to squeeze as
much as it can from as little staff as [it has]
got.” Terrigan was not available for comment.

The Media Rating Council has just com-
pleted an audit of Nielsen’s NSI service, a
move that has raised eyebrows. Loftus
described the MRC audit of Nielsen’s NSI
service as “routine” and said, “All 1 know is
that the audit has been completed. They
[MRC] have not communicated with us and
we have not been given the opportunity to
participate or to respond.” Loftus said that
Nielsen has been working with the NSI
Alliance Committee, made up of TV station
managers, to come up with ways to get a bet-
ter response rate during the sweeps periods.

Some Nielsen users said a better solution
would be to eliminate the sweeps periods in
favor of continuous audience measurement.
They concede that stations would be opposed

“There is a need
for a second service
and there is true
momentum
developing behind
that initiative.”

to such a move, but they also believe that
increasing the number of local metered mar-
kets would convince stations otherwise.

Looming on the sidelines is Statistical
Research Inc., which ran a successful test in
Philadelphia and plans a national rollout of its
service over the next few years. The Big Four
broadcast networks have all pledged to sup-
port SRI’s efforts, as have some cable net-
works, ad agencies and advertisers. While
none of the companies who signed letters of
intent have pledged specific dollar amounts,
the support appears to be quite real. “There
are alternatives to Nielsen,” said one network
exec. “The industry just needs to reach a con-
sensus on what alternatives to use. But it’s not
mission impossible.” Said another: “There is a
real belief that there is a need for a second
service and there is true momentum develop-
ing behind that initiative.”

Nielsen is scheduled to
begin selling its DART soft-
ware program—which  will
enable clients to do their own
customized research reports
using Nielsen data—by the
end of October, about a
month after it was originally
planned to roll out. But one
network executive said it has
taken Nielsen five years to
reach this point. “Nielsen has
a horrible track record in rolling out its soft-
ware,” he said. Last week, Nielsen also intro-
duced a new sports research service for
advertisers, called SportsQuest.

While some network and agency executives
have taken to bashing Nielsen, others clearly
are on Nielsen’s side. TN Media recently
signed a five-year contract with Nielsen. Steve
Sternberg, TN senior partner and principal
research executive, explained: “It’s very easy
for people supporting a lab [SRI’'s SMART
test in Philadelphia] to be happy. The industry
needs Nielsen. It will take SRI at least three
years to get to where it can become a full-
fledged competitor to Nielsen.”

For its part, Nielsen has been trumpeting
itself more to emphasize the new services
while firming up of client relationships. “It’s
about time Nielsen started doing more PR,”
Sternberg said. “The networks are always
bashing Nielsen and it seems like Nielsen nev-
er responds.” |
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Local Media

LOS ANGELES*RALEIGH-DURHAM, N.C.

TV STATIONS/CABLE
Megan Larson

LOS ANGELES/NEWSPAPERS

DALLAS

NEWSPAPERS/NEW MEDIA
Dori Perrucci

Elite Vision Sights Women Readers

* HIGH-END RETAILERS ARE LEADING THE WAY
to an advertiser resurgence for the revamped

facelift—a new design and new focus on

ket under the tagline, “The Best of So Cal.”

Advertising is up 9 percent to 10 percent,
with travel and automotive advertisers top-
ping the list. Close behind are home furnish-

parelli, who directs ad
sales at the Sunday
mag. A new editorial
focus is also evident,
described by general
manager Holly Bow-
yer as “the best, the
beautiful and the
bizarre of Southern
California.”

The revamp is also
registering with female
readers as the Times
tries to grab more of
them for its daily edi-
tions, via blow-in cards
and ads promoting dai-

ly features. Readership  Fiii i el
Featuring “the bhest, the heautiful
and the bizarre” of So. California.

surveys showed that
about 500,000 of the
women who read the
Los Angeles Times on Sunday don’t read it
during the week. (Daily circ is up slightly in
1998, to about 1.1 million Sunday and 1.38
million daily.)

“It was probably the first time in our his-
tory that we redesigned the magazine in
response to the market instead of what the
newspaper industry is doing with Sunday

"

i what has become a rather generic way of pro-
- ducing Sunday magazines that lack targeting
Los Angeles Times magazine. Much of that :
renewed interest is due to last year’s |

to elite local audiences.

The biggest surprise for the Times mar-
¢ keters has been the luxury brands that the :
delivering Southern California’s luxury mar-

magazine has lured with its new look, which

“They’re doing a really nice job,” said :
Kira Bronston, mar- . . .
_Grows in So. California
© » THE RECENT ASSEMBLAGE OF SOME PUNY STA-
. tions in Greater Los Angeles is a “brain trust,”
 as one industry expert recently put it. A com-
. petitor calls it a “wireless network” that next
: baseball season might bring the cherished Los
magazine is a suitable

Barney’s New York.
By developing a Sun-
day magazine target-
ed to Southern Cali-
fornia, “The new

place for us.”

of the world in the
magazine. Now it’s
luxury brands, which
to our company.”

The magazine’s

ability to target a mar-

European fragrance and clothing designers

¢ such as Cosmair (which represents Paloma
¢ Picasso, Armani, Lanvin, Guy LaRoche and
Cacherel), Ferragamo and Gucci, and cloth-
" ing manufacturer Savane. Prior to the |
- redesign, said Bronston, the upscale fashion
. clothing merchandiser did very little regional :
- advertising in the L.A. market. “Now we’ve
magazines,” Pomparelli said, referring to :

keting director for :

RADIO/MAGAZINES
Mira Schwirtz

© ion and retail-related issues.”

Advertisers were understandably gun-shy

. after several design changes and editors, said
. the magazine’s editor, John Lindsey. “The mag-
© azine wasn’t consistent from week to week. We
i weren’t developing any kind of history.”

But a little commitment goes a long way.
Readers now rank the Sunday magazine as
one of the top five sections they like to read,

: said Lindsey. —DP
¢ cannily combines “the environment you usu-

. ally get in a magazine with the immediacy of :

* a newspaper ad,” said one marketing execu-
: tive of a European luxury brand.

ings and gardening suppliers, said Joe Pom- :

LOS ANGELES/RADIO
A Broadcasting Tree

Angeles Dodgers to Orange County. But for

© Jacor Communications, it’s a “hub-and-spoke

Before the facelift, :
sniffed another execu- :
tive for a luxury brand, :
“you’d see the Macy’s :

strategy” to blanket Southern California with
cost-efficient company programming.

“It’s our biggest market,” said one Jacor
executive, who asked not to be named.

. “[When] you go to an advertiser with branch-
es all over Southern California, you can offer
¢ him an attractive package.”

has much more appeal

In the last month, Jacor has put together

* seven stations—ranging from 1,000 to 10,000
watts—in such small-town markets as Yermo,
¢ Santa Clarita, nd San Bernardino.

ketplace has attracted

Jacor says its basic game plan is to buy

. cheap, weak-signal outlets, power them up and
. use them as satellite broadcasters of its pow-
i erhouse sports/talk station, KXTA-AM in

Los Angeles.
The Los Angeles area is the latest—and

© unarguably the most important—market that

Jacor has entered using its “hub-and-spoke”

i strategy. Jacor, which owns 226 radio stations
decided to try out a schedule in some key fash- :

nationwide, used the same recipe in Cincin-
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nati to broadcast in outlying regions and in
Denver to send signals up to Wyoming, said

American Radio. “Everybody’s wondering

not sinking a lot of money in a couple of big
ones,” Anderton said.

In the case of its Los Angeles stations, |
Jacor’s improvement of its once weak-signal '
KXTA-AM into a top-billing 50,000-watt :
sports/talk station has given the company the

production center it needs. Accentuating that

Dodgers broadcast rights. The team may be
on Jacor’s seven small stations in 1999 if the
power can be ramped up in time, a company
official said.

That done, and with the production center

and programming ingredients firmly in place,
Jacor can then start to snare advertising from
some of its stalwart competitors.

At least one advertiser described reaching

predominantly male listeners tuned to a
sports station as far as Riverside County as
“a nice fit.” Laura Kush, media manager for
the Southern California Chevrolet Dealers

recent purchases in San Bernardino “will
help our dealers there.”

Yet while stringing together an affiliate
base for KXTA might be an idea with poten-

Southern California network is still too
regional to be potent.

“In L.A., there’s two major players: CBS
and Chancellor,” said Mike Masterson,

KNX-AM in L.A. “Their strategy seems to

works, it’s hard to say.”—MS

And No One Cries Uncle

* FOR STEVE ROESEL, IT’S A LEAP OF FAITH

placed in about 400 homes in Raleigh-

nearby Duke Medical Center, will begin to :

know whether he’s done the right thing.

with calls from local station reps predicting
huge ratings boosts once Nielsen Media
Research meters come on line next month. For

: championed the technology with high
: expectations that underreported younger
general sales manager for CBS-owned !
{ WRAL and the No. 2 ABC 0&O
be outlying areas. Whether or not that |
 their opposition that delayed the dispatch I
- of meters to the No. 29-ranked DMA,
* buyers said. Sources estimate that each
RAI.HG“-““R“AM. NCJTV STATIIINS subscriber station will pay about $400,000
 yearly for the Nielsen meters.

Meter Poker: Ante's Up,

i despite knowing that the meters are being used
 as bargaining chips in negotiating higher rates.
industry analyst J.T. Anderton of Duncan’s :

said Roesel, associate media director at Rock-
Not so, local station officials said. “To sell

tive,” said Tommy Schenck, gm for Fox affil-

“Are we going to improve? Yes,” said

of bringing meters to the nation’s largest

: unmetered market ends on Oct. 29, when
¢ Nielsen finally arrives.
H For lower-ranked outlets, the ratings sys- :

tem should bring vindication—quantitative

“For us, meters will eliminate the human
errors that come with diaries,” said Susan

demo sell under 35 shows big swings from

WLFL, WRDC and WRAZ have

demos will be captured. By contrast,

WTVD-TV weren’t as enthusiastic. It was

make-good.” —ML

and general manager. Mong replaces Jeremy

: Halbreich, who joined the paper in 1975.
“Everyone is playing that game, using the '
: meters to get more money by raising rates,”
why he’s buying up all these little stations and
: ett, Burkhead, Lewis & Winslow in Raleigh.

“This was my first job out of college,” said
Halbreich. “It’s time for a change.” Halbre-

. ich said he’s thinking about starting his own
| newspaper company, but he’s “exploring
. entrepreneurial opportunities” everywhere.

it on the come, we have got to be conserva-

Halbreich founded the paper’s marketing

. department in 1979 and was part of the team
iate WRAZ-TV (operated under a local mar- | that made the Morning News the nation’s
keting agreement by Capitol Broadcasting, :
- owner of WRALTV).
move was Jacor’s recent acquisition of :
: Mike Ward, gm at WNCN-TV, the NBC
: affil. “But relative to the remainder of the
: market, I don’t know.”

Three years of sweating the pros and cons :

. leader in full-run advertising volume, pub-
 lisher Burl Osborne said. Halbreich was pro-
- moted to vp in 1980, senior vp in 1983 and
i executive vp in 1985. He also heads the Audit
. Bureau of Circulations task force that has
© been pushing for more flexibility in counting

readership over copies sold on audited state-

- ments. The proposal comes up for prelimi-
. nary approval at ABC’s annual meeting in
. November.

“We're sad to see Jeremy leave, but this is

- a progression,” Osborne added. “It would be
evidence that the audience is indeed watch- :
: ing. For others, like WRAL, the meters could
: offset a long-enjoyed tenure on the ratings
: pedestal, buyers said.

Association, said coverage of the Los Angeles '
area “is important to us” and that Jacor’s :
: Lucas, gm for fifth-ranked WB affil WLFL- :
. TV and UPN’s sixth-ranked WRDC-TV,
! both managed by Sinclair Broadcasting
: under a local marketing agreement. “Any
tial, at least one competitor said Jacor’s '
: book to book.”

hard to overstate how important he was. He

© was a very important part of all the good
© things that have happened here.”

Osborne said Mong “understands the news

© equation.” Mong joined the Morning News in
i 1979 as assistant news editor, became manag-

ing editor in 1990, and was part of the news-

\ ,

Morning News vet Halbreich (1.) leaves
Oct. 1. Mong becomes president and gm.

- room team responsible for winning six
On the buyer side, Roesel is hoping that
 the stations live up to at least 90 percent of
© their ratings-improvement promise. Other- |
wise, he said, “we’ll come back and ask for a
that may take months to show whether he :
wins or pays dearly for misplaced trust. But
come November, after Nielsen meters are DAI_I_AS/NEWSPAPEBS

Durham, N.C., Roesel, a media buyer for :

Halbreich Exits Flagship
To Explore New Shores

Of late, Roesel said, he’s been bombarded :

Pulitzer Prizes since 1986, said Osborne.
In 1996, Mong became publisher of
Belo’s newly acquired Messenger-Gazette in

Owensboro, Ky., returning to Dallas last Sep-
: tember as executive vp of Belo’s publishing
i division.

For the past year and a half, Mong “has

" been working in harness as executive vp,” a
¢ position that prepared him for the challenge
: faced by all papers today: “the task of mak-
. ing the paper much more useful to readers
¢ and advertisers,” Osborne said.

© » BELO CORP’S FLAGSHIP, THE DALLAS
© Morning News, enters a new era next week
. when Robert Mong Jr., a 20-year newsroom
now, he said, he’s going along with the plan— :

Both daily and Sunday circulation for the

- News has remained flat in 1998. Daily circ
. was 484,597; Sunday circ was 795,030, accord-
veteran, takes on the dual roles of president :

ing to ABC data. —DP [ |
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ou've read TV Guide, Entertainment Weekly
and probably a dozen other takes on the new
television season. Now, it’s our turn. Why
now? First, we figured we might be of some
help to agencies that are daring enough to be
active in the scatter market so early in the
new season. Next, we like the idea of evalu-
ating the shows after they have made their debut—there is
safety in numbers (ratings, that is). And finally, we just
wanted to have the last word. In the pages that follow, the
Mediaweek staff takes its annual
look at what’s new on TV. And a
fresh look at something old—foot-
ball—that could be either the salva-
tion or ruination of the networks
that carry it. A word about our rat-
ings system: Four remotes is good,
one remote means use it.

5 The Broadcast Networks

Bone-weary from carrying the weight of
the sordid doings in Washington and the world, the Amer-
ican viewing public is crying out for the trivial, the frivo-
lous, the just plain fun, the wisdom of Mister Ed. Or so the
people who program the broadcast networks believe. That
is why the freshman class of 98 has little to do with reali-
ty, despite what the producers, networks and stars might
argue in their more philosophical moments.

Whether there will be a clear-cut Ally McBeal/Dharma
& Greg hit to emerge out of the current thirty-six-pack,
the overall quality of the new offerings
make it probable that more will survive into
midscason and beyond than did last year.
Last fall, only six new shows out of 36 lived
to se¢ another year.

Here are some of the scason’s best bets:

If Felicity, a college freshman who fol-
lows her heart to New York, doesn’t con-
nect with at least the WB’s target 12-34 audience early
and often, it will be the season’s biggest surprise. The dra-
ma is one—the only one—embraced by critics, advertis-
ers and media buyers alike.

And Felicity deserves to succeed. The show about life
and love did not make anyone’s Top-10 list because of a
juicy time period handed to it by a Big Four network. The
pilot offered not just a preview of the possibilities, but sub-
stance. The show was there with writing as intelligent as it
was heartfelt, acting that was true, and casting that made
it a cover story before the premiere.

If viewers will show up on Saturday
nights, Cupid is bound to steal its share of
hearts. The ABC drama, starring Jeremy
Piven as the god of love, sans bow and
arrow, brings Mt. Olympus to Earth and
not a moment too soon. His ticket back is
to help 100 couples find cach other. Mean-
while, he and co-star Paula Marshall, as his psychiatrist
(overtones of Miracle on 34th Street, in which it’s one thing
to believe in Santa Claus but quite another to believe you
are Santa), debate the relative merits of romance and
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manage to generate their own cosmic heat in the process.
It’s a sharp, sexy, poignant, funny drama that’s hard not
to love.

The motto in comedy this season could be “under one
roof.” Not since Gloria and Meathead moved in with
Archie and Edith has there been such a rich array of
family dysfunction. Maggie Winters, starring Murphy
Brown’s Faith Ford, leaves her husband and the big city
and moves back in with mom on CBS. Nathan Lane
leaves the world of opera in New York and moves back in
with mom on NBC in Encore! Encore! Jerry Stiller plays
an irascible and possibly psychotic father (now that’s a
real stretch) who moves in with his daughter and son-in-
law in The King of Queens starring comic Kevin James on
CBS. And in the best spot on prime time, between
Friends and Frasier on NBC’s Thursday, Jesse (Maried....
With Children’s Christina Applegate) is a single mom
who finds herself back at home and coping in a sea of
men—rher son, her father, her brothers and a sexy next-
door neighbor.

The good news is that each of the comedies manages
to find a distinct way to tell the story. Faith Ford’s Mag-
gie Winters is sweet without being saccharin and Shirley
Knight as mom is as inspired a choice as the writing is

The overall g
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sharp. Queens’ James is a football-crazed, beer-guzzling
everyman who nevertheless has a sensitive, *90s side.
When the substantially sized James hides under the sheets
and tells his wife, “I feel fat,” it is the kind of side-split-
ting/heart-breaking moment that Jackie Gleason deliv-
ered with regularity in
The Honeymooners.
The sleepers of the

year might well be the
two retribution dra-
mas—TVengeance
Unlimited and Martial
= Law, and the comedy

Will & Grace, a relationship show in the

Julia Roberts—Rupert Everett My Best
Friend’s Wedding tradition. Media buyers
and some critics like Martial Law—the Sat-
urday-night lead-in to CBS hit Walker, Texas Ranger—a
lot. In Vengeance, Michael Madsen, who has spent most
of his professional life being dark, tortured and occasion-
ally twisted (Reservoir Dogs), stars as the mysterious Mr.
Chapel, whose main mission is to get even. Vengeance
proves to be a smart, satisfying hour where the good guys
don’t finish last.

yndicationis
aple’s ready.

PAGE 19

In Will & Grace, NBC has a show that truly fits its
smart, sophisticated, urbane comedy brand. Starring
Debra Messing as a straight woman and Eric McCor-
mack as a gay man, the comedy gets to the heart of what
makes for good friendships.

And prime time once again proves that history does
repeat itself with somie of the best turning out to be blasts
from the past. This season’s decade of choice is the *70s
with Fox’s teen-lifestyle comedy, That *70s Show, already
drawing controversy and crowds on Sunday nights.
Brought to you by the creative team who helped turn that
quintessential *70s sitcom, The Brady Bunch, into a big-
screen hit and a sequel, these guys know the territory.

On ABC, film director Barry Sonnenfeld, who's also
behind the network’s summer surrealist hit,
Maximum Bob, puts his touch on a darker
Fantasy Island with Malcolm McDowell sign-
ing on as Mr. Roarke. Sonnenfeld knows
something about taking TV to other levels,
and he doesn’t disappoint with his take on
Fantasyland.

Finally, CBS checks in with Buddy Faro on

B[LL REITZEL/UPN

Friday nights, a Rat Pack-styled *70s PI who's lured out

of retirement and back to Vegas. He hits the neon streets
with style and a Gen-X sidekick and thus joins a raft of
shows on CBS shooting for an audience that simply likes
the *70s, not one that is 70. —Betsy Sharkey

Syndication

It is a season of stars. Whoopi Goldberg, Roseanne,
Howard Stern, Pamela Lee and Donny and Marie
Osmond are all in the syndicated mix this
season. But there are also some unknowns,
such as Joe Brown and Mills Lane. Who
has the best chance of succeeding? If
recent history is an indicator, the long-term
growth prospects better favor the court-
room strips, Judge Joe Brown and Judge
Mills Lane, over the big-ticket crapshoots. .

For first-run series entering syndication, the court-
room genre, revived by Worldvision Enterprises’ Judge
Judy strip, has shown remarkable strength. Since its pre-
miere in the 1996-97 season, when the independent dis-
tributor had to settle with lower-rated morning time peri-
ods on TV stations, Judge Judy has gone from averaging a
1.5 rating to up to a 6.0 rating nationally in much-
improved early-fringe and prime-access clearances.
Worldvision is attempting to capitalize on that success
with Joe Brown, and Rysher Entertainment has Mills
Lane attempting to further mine viewers apparent
thirst for courtroom resolution.

Advertisers, too, have taken a keen interest in the
content-safe genre, giving Judge Judy what buyers esti-
mate to be the biggest increases of last spring’s upfront
market. Judy was said to be scoring 60 percent increases
to reach roughly a $13 CPM (or about $60,000 per unit),
putting her within the A-tier range of Warner Bros.” Rosie
O’Donnell and King World’s Oprah Winfrey.

“I do think the genre has more room for growth and
we think that Joe Brown can seize the bull by the horns

LIFETIME TV
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and give it a good
ride,” says John -
Ryan, president/CEO of Worldv1-

sion. “This genre is still not nearly

as broad as the talk-show arena

today, but if there is a similarity, it

is the fact that both are personality-driven. That is why
viewers dre so attracted to Judy and will find Joe Brown
just as enigmatic.”

Since opting for a preemptive summer premiere in
August, Rysher’s Mills Lane has been “averaging just
north of a 2 rating and has been exhibiting some signs
of week-to-week growth,” says Marc Berman, associate
program director of New York-based station rep firm
Seltel. Mills Lane is a Nevada-based judge who is best
known as the ring referee for the notorious ear-biting
fight between Evander Holyfield and Mike Tyson in
June 1997.

Compared to the courtroom shows, the talk-
ers, even with marquee stars, look to face some
tough going. Late night, in particular, has been a
killing field, where Earvin Magic Johnson, Kee-
nen Ivory Wayans and Sinbad have most recently
been laid to rest. Daytime has been only a bit
more forgiving, with Terry Bradshaw and
actor/tanning specialist George Hamilton (and
wife, Alana) among the casualties.

When King World signed comedienne Roseanne
(nee Arnold, nee Barr), the New York-based syndica-
tion giant scored one of biggest stars on TV. But as
closed-door development crept on for The Roseanne
Show last summer, the show was having trouble decid-
ing exactly what it would be. Since its premiere on
Sept. 14, The Roseanne Show has tried to
be everything for everybody, with a com-
bination of comedy sketches, celebrity
interviews, issuc-oriented talk segments
and music packed into each episode.

“It really looks like the show is follow-
ing along with the multiple personalities
Roseannc has talked about having in the
past,” says Scltel’s Berman. “I got a little dlZZ)’ trying
to keep up with what direction they’re going in.
It looks like she and King World want to see what
works with viewers, then move the show in that
direction.”

Another interesting project is the team of
Donny and Marie Osmond. The singing duo,
though nearly 20 years removed from their net-
work variety series (ABC, 1976-79), provided
Columbia TriStar with a strong sales presentation
tape in an unadulterated variety show in the vein
of Buena Vista’s Live With Regis & Kathie Lee. How-
ever, unlike Regis & Kathie Lee’s solid clearances on
top-rated ABC-owned stations, Donny & Marie will
face a challenge airing in handicapped morning clear-
ances (either 9-10 or 10-11 a.m. in many markets) on
lower-rated Fox-owned stations in the top 40 markets.
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Still, even the most cynical of agency buye
concede that there will be successes. A surve
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Starcom, Ogilvy & Matl
that agencies eomqgu
ill work. /

These are the same time periods that were held by the
late Fox Afier Breakfast, The Vicki Lawrence Show,
Home Teamn With Terry Bradshaw and Scoop With
Sam & Dorothy.

A week into its launch, King World’s Hollwood
Squares, which is getting clearance on low-rated CBS
O&Os in the top 50 markets, looks like it may be a hit. It
is the only game show to crack
into prime access since King
World  launched the top-rated
Wheel of Fortune and Jeopardy! in
the 198(k.

There are other games to be
played in syndication this sea-
son. Two come from Warner

Bros.” Telepictures Distribution division:

Love Connection and Change of Heart.

The shows have been cleared in primarily

late-fringe time periods, some of which

opened up with the deaths of The Magic Hour and
Vibe last summer.

If there is a sure bet in syndie this season, it’s Warn-
er Bros.” off-network run of Friends, which benefits
from strong double-run clearances (in access and late
fringe) on many of the major-market Tribune Broad-
casting stations. B-tier sitcoms such as Sisrer, Sister
(Paramount) and News Radio and The Nanny (both
from Columbia TriStar) also should perform
admirably in fringe and access time periods.

Two ingredients that will continue to sell the weekly
action serics will be sex and action. Columbia TriStar’s
new action hour, VIP., featuring Pamela Anderson
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The King of C = ' s Jesse; UPN’s Guys

Encore! Encor d WB’s Charmed. A

e The Brian B S BC will continue to lead

mlual viewership xs NBC’s Jesse, the ics, but by less. Zenith
Fg- starring Christina gate as a single mom. 1 ! win Monday, Tuesday, =~
The show will ais day night amidst fer and DiResta, | nes ights in households,

NBC’s  bloc i g An kend and NBC still
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y divorced men, will foll
drew Carey Show, which is the
popular show among male audie | ;
anMondayththootb )il ' : and then fall back, but
' ~will lead among kids. WB
ill remain the teen leader,
well ir f : “continue its franchise among
highesf W L7 £ r viewers,” although the median age of its
pulling eriC - auc will drop a bit. —/ohn Consoli [ |

debut in late A

Lee as the head of a bodyguard agency, |
will have a strong male following. Fox-
owned stations will provide strong fringe
and access clearances.

And then there’s Eycmark Entertain-
ment's The Howard Stern Radio Show,
which has already been dropped by a hand-
ful of stations over content. So far,
Howard’s played to a mostly empty house.
But never underestimate this man or his
fans. Howard is a true star—made up
mostly of gas. —Michael Freeman

NBC? CBS?
ABC? FOX?
hardly...

Cable

Traditionally, cable has done an end-run
around broadcasting’s fall season by intro-
ducing new series programming in the sum-
mer months, when the networks are coust-
ing on reruns. Slowly, the strategy has
helped  cable
improve  its
ratings. This |
year,  cable

beat the Big

Four’s August |
ratings num-
bers for the

first time ever.
But the real test of cable’s program-

ming comes now, as the broadcasters roll
out their fall shows. While there is little |
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chance that any single show or network on cable is
going to challenge the typical broadcast show in the
ratings race, cable is capturing larger niche audiences
in prime demographic categories. Here’s what they
have on the front lines in the
war for ratings supremacy.
American Movie Clas-
sics: Following up on its first
original  series, Remember
WENN, AMC has scheduled a
December launch for The Lot,
a half hour series about the
Golden Age of Hollywood. AMC

also has The Hollywood Fashion
Machine, which considers the
chimera of Hollywood and the

fashion industry, hemmed for a winter release.

Animal Planet: No longer dealing with human-to-
human small claims, Judge Wapner and side kick
bailiff Rusty turn Dr. Doolittle tonight (Sept. 28) for
Judge Wapner’s Animal Court.

Cartoon Network: With Dexter’s Laboratory and

Cow & Chicken running successfully in strip since
June, Cartoon is looking to further boost its original
animation slate. The Powerpuff Girls and Ed Edd and
Eddy will premiere on Cartoon in November.
CNN: The Cold War,a 24-hour documentary fea-
turing interviews with seminal cold warriors
ranging from Henry Kissinger to Fidel Cas-
tro, premiered last night and will run week-
ly on Sundays until April 4. The historical
record uses US. classified information
pried loose by the Freedom of Information
Act and recently opened Soviet archives, to
help further illuminate the political ten-
sions between East and West from 1945 to 1991.

Comedy Central: Bob and Margret, an
animated comedy series, and the anti-
establishment comedy, Upright Citizen’s
Brigade started their runs over the sum-
mer. They are showing signs of adding
strength to an already strong lineup,
thanks to South Park.

Discovery: With unprecedented access
to FBI files, this net has developed what else but The
FBI Files. The hour-long show premieres tomorrow
night (Sept. 29) at 10 p.m. and delves into
the scientific legwork and lab work that
cracked the country’s most heinous
crimes. Each episode deals with a single
case, among them the Unabomber, the
World Trade Center bombing and convict-

ed Mafia boss John Gotti.
S— : The Disney Channel: New animated
and live-action programming will be running on Dis-
ney Channel this fall. A Henry Winkler project called
So Weird, a mystery series about a traveling family and
starring Mackenzie Phillips, bows in January. So Weird
will be joined by the futuristic 3-D animation series

e Roseanne Sho

Sports Night

called Rolie Polie Olie, which premieres Oct. 4 and The
Famous Jett Jackson, the story of a 13-year-old TV star
wishing for a normal life, which premieres Oct. 25.

Food Network: This net has three new fall series
on the burner. East Meets West With Ming T3ai, pre-
miering Sept. 29, takes a look at the melding of East-
ern and Western cuisine. Following Ready, Set Cook,
Pressure Cooker; which premieres Nov. 2, is another
food-based game show that pits three “foodies”
against each other. On Oct. 12, Food will premiere
Ruggerio to Go!, which features prizefighter-turned-
chef Chef David Ruggerio and his take on Brooklyn-
style Italian American cuisine and other American
culinary staples.

Fox Family Channel: Rupert Murdoch’s all-family,
ali-the-time network launched this summer with an
aggressive original-programming agenda. Of the stuff
launched so far, Mr. Bill Presents and Captain Kanga-
roo’s Treasure House kids morning block will have legs
in the fall. And starting Oct. 19, the network is run-
ning 65 original episodes of The New Addams Family,
the network’s biggest original project for fall.

FX: Making a sharp turn towards comedy-based
programming, Fox’s FX has three original laugh-based
shows fresh for fall. Bobcat’s Big Ass Show, a variety
show hosted by wiggy comedian Bobcat Goldthwait,
made its debut June 1, Instant Comedy With the
Groundlings, a classic comedy troupe a la Second City
TV that spawned the likes of
Phil Hartman, premiered on
Sept 7. FX has also drafted
magicians Penn & Teller, who
host Penn & Teller’s Sin City
Spectacular; which premiered
Aug. 10.

Game  Show  Network:

Looking to challenge the traditional
game show, Sony’s Game Show Net-
work will premiere Extrerme Gong and

Inquisition Oct. 5. Extreme Gong is the
next generation of The Gong Show. The live show’s
acts are edgier and viewers bang the gong in lieu of the
requisite C-grade celebs. Inquisition is the network’s
attempt to marry The X-Files with a game show. Four
contestants are placed in an airplane hangar under hot
lights and peppered with rapid-fire questions.

Home & Garden Television: True to its traditional
M.O. HGTYV is smithing tons of original shows Look for
Vacation Living and, just in case you haven’t had enough
supermodel idolatry, Model Homes takes viewers into
the boudoirs of six supermodels.
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History Channel: Giving viewers a peek at the clan-
destine side of the major international happenings from
the beginning of 20th century to present day, History
Channel’s Swom to Secrecy premiered Sept. 6.

The Learning Channel: Putting down in a landing
zone fraught with controversy and emotion, TLC next
month presents Vietnam: The Soldier’s Story. The six-
part documentary premieres Oct. 11 and spans the full
10 years of the war with historical footage and powerful
first-person interviews.

Lifetime: Lifetime this summer premiered two
comedies, Oh Baby and Maggie and a drama, Any Day
Now, which have successfully earned better ratings than
any other Lifetime original.

MTYV: Relying on its original-programming work-
horses, MTV’s schedule will be anchored by its Road
Rules and The Real World. However, the network will
unveil Revue, a half-hour revue show and The Cut, a
weekly search for new breakout artists.

Revue, which premieres on the network Oct.

plague and the race to find a cure, Crusade will begin
its run with a two-hour original film. TNT also has
Otiver Stone’s action-adventure series Witchblade lined
up for a January premiere as well.

Travel Channel: In the midst of a full-on pro-
gramming rethink, Travel Channel tonight (Sept.
28) at 9 p.m. premieres Travel Daily, its daily hour
on the ins and outs of travel, hosted by travel
expert Peter Greenberg. The network will also
introduce Condé Nast Traveler Presents Amazing
Destinations. The hour show premieres tonight
(Sept. 28) and will run Monday through Friday
from 10-11 p.m.

USA: Cyber theatrical thriller-
turned-series, The Net, which pre-
miered in July, runs from 9-10 p.m.
as part of USAs Saturday Night
Heat block. The canceled Sins of the
City, will run through the rest of
1998.

VHI: Continuing its role as cable’s rock-‘n’-roll
archivist/polister/quiz master, VH! is expanding
on the buzz of shows like Legends with Rock of
Ages, Vinyl Justice and Rock & Roll Jeopardy. Rock
of Ages asks widely disparate viewers to share their
opinions on music videos. — Jim Cooper n
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24, profiles artists via their biography, phi-
losophy and performance.

Nickelodeon: Continuing its run as a kids
ratings magnet, Nickelodeon is expanding its
programming reach to beat the broadcast net-
works in their own universe. So Nick has
moved to package its Saturday-morning pro-
gramming as Nicktoons TV. Moving even
further, the network has also launched Nick-
el-O-Zone, expanding its kids programming
in prime time by 30 minutes to 9 p.m. Finally,
Nick will tackle weekday afternoons with the |
Oct. 5 premiere of CatDog, a toon about a
dog that’s part cat—or vice versa.

Romance Classics: Following the July pre-
miere of Romancing America, the network’s
weekly travel guide to America’s romantic

hot spots, Romance Classics premiered on
Sept. 3 Everyday Elegance with Colin Cowie,
a weekly tip show on how to make the ordi-
nary event extraordinary.

Sci-Fi Channel: Digitally remastered Star
Trek episodes are already pulling in the
trekkie legions. When Farscape bows in Janu-
ary, it will join Welcome to Paradox and Pol-
tergeist: The Legacy, the largest slate of origi-
nal programming ever run by Sci-Fi.

TNT: Looking to expand its sci-fi base
built on Babylon 5, TNT has developed Cru-
sade for a January premiere. An original
series that has aliens unleashing a biogenetic

Once you get beyond the “big 4” net-
works, only PBS delivers 99% house-
hold coverage.” But unlike the big 4,
PBS airs only 5'%: non-programming
minutes per hour “—the nets average
more than 15 minutes.”" PBS provides
a haven from the clutter and chaos, so
our viewers are more likely to pay
close attention to your message. We
wouldn't want them to miss a spot!

* Est. coverage: NTI Special Report to PBS, 2/23-3/1/98: NHI Cable Actvity Report, 1098

** Norman Hecht Research (1993), custom station-break analysis.
*** 1997 Television Commercial Monitoring Report. Subject to qualifications, supplied on request

For more information about
PBS program sponsorships,
call Peter Greene at the
PBS Sponsorship Group,
212-708-3035.
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The Shows
That Congress
Will Learn to Hate

ashington doesn’t much care which

shows take off. But the networks should

care which shows tick off the political

and religious wings of Congress. So

while other critics at this summer’s TV
critics tour were watching for character, plot and
development, this Washington-centered reporter
zeroed in on sex, violence and dirty language.

Several years ago, Rep. Dan Burton (R-Ind.), who
occasionally flames out during congressional hear-
ings, broke down in tears on the floor of the House
over the spread of violence on television. He’ll proba-
bly top that performance once he’s gotten a good look
at Vengeance Unlimited on ABC and Fox’s Brimstone.
These two pilots are inhabited by people (and phan-
toms) who can’t settle a problem without physical vio-
lence.

And Sen. Joe Lieberman (D-Conn.), the gentle-
man who railed against the sexual innuendo in Cybill
a few years back? Better prescribe some Valium now,
because he’ll need it when he gets a gander at the new
fall entries.

With some of the new shows on the slate this year,
the nets almost seem to be trying to provoke a con-
frontation with Congress’ content police. How else
does one explain something like Wind on Water? This
is a Baywarch knockoff for the ages. Literally.
There’s stud muffins and Lolita-teens for the youth
demo, and Bo Derek for the guys who don’t need to
be carded. Possibly the worst show ever made, Wind
on Water is designed, according to NBC marketing
magicians, to attract kids who are into extreme
sports, rock music fans, and those who like live
scenery (Derek rides a horse down the Hawaiian
beach in one segment, and there’s a lot of nature in
motion).

But that’s just the beginning. Will & Grace, anoth-
er NBC offering, is sure to offend the homophobes in
Congress and the far right. Though the Will character
is gay, viewers will not sce him engaging in lust or sug-
gested sex (unlike the Grace character, who is seen
slutting around in the opening two minutes of the
series.) There are assorted gay walk-ons in this show.
From the Christian Coalition’s viewpoint, which it has
expressed at some length, if the program doesn’t show
homosexuals getting struck by lightning as a punish-
ment, it’s pretty much promoting sin. So far, NBC has
no plans to let lightning strike anyone.

The Brian Benben Show may manage to irritate
both the right and left among children’s advocacy
groups, not to mention TV preachers. Referring to a
good-looking male newcomer, one character said, “30

percent of the men interviewed said they’d be willing
to have their first homosexual experience with him.”
It’s funny, but a few more lines like that and the pick-
et lines will be forming on Capitol Hill.

Certain to annoy the Viceroy of Virtues, Bill Ben-
nett, is Costello, a Fox show about a Boston barmaid
who makes Roseanne look like a nun. In the first
episode alone, there are references to Sue Costello
“peeing standing up,” and numerous outright sexual
slurs (innuendo is too subtle for Fox). A lot of bath-
room humor. And don’t even ask about the language.
As one cynical writer from Houston observed at a
critics tour breakfast during which Fox Entertain-
ment president Peter Roth defended Costello as hon-
est and unpretentious: “In other words, fart jokes
sell.”

Another Fox show promises to be the bane of folks
like Dan Coats (R-Ind.) who want a V-chip implanted
in teenagers as well as TV. That 70°s Show, which pre-
miered in August and has done well in the ratings, has
already aired a scene in which teens smoke marijuana
and, just like those unrepentant gays, are not struck
by lightning. This has attracted the attention of
America’s drug enforcement office, where a staffer
said, “I don’t think that showing kids enjoying mari-
juana, and making a comic situation of it, is going to
help us.”

For help, we turn to religion, and that’s where
NBC’s Tinity is also going to cause tiny tremors. Trin-
ity focuses on a blue-collar Irish American family
(one of four shows hyping the Irish connection). Like
the short-lived Nothing Sacred, its cast includes a
priest who, in the usual cliché, questions the directives
of his bishop and bends a few rules (a married parish-
ioner comes “out of the closet” and the priest’s advice
doesn’t do much for the Catholic wife).

Luckily, the priest’s role on Trinity is only one of
scveral that will annoy just about everyone-—one
unmarried daughter is having an affair with a mar-
ried man, and her long-suffering mother (played by
the long-suffering Ann Meuara) seems more sympa-
thetic than appalled. The other daughter, just as the
pilot ended, had just announced to her brother the
priest that she was pregnant. And just as he broke
one of his vows by swearing, she added that she had
no earthly idea who the father was, since she'd been
doing so much drugs and alcohol.

Chances are that some of these shows won’t sur-
vive past Halloween, which may mean they’ll be able
to die peacefully and with dignity. Right now, no one
in Washington is paying attention to the new net-
work shows. They’ve got their own show to watch. W
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f there i1s one certainty in the network TV busi-

ness, it is that yow've got to have the National

Football League to play in the big leagues. Broad-

cast rights to pro football are a surefire network

builder, station booster, promotional platform and
all-around cure for what ails ya. After all, football
made Fox a bona fide network, didn’t it? Certainly
the hard-nosed folks at CBS are true believers: They
plunked down an astounding $500 million per year to
recapture the pro football glory they lost four years
carlier, the same moment the wheels started to come
off at the Tiffany network. Fox and Disney’s
ABC/ESPN combo likewise shelled out big-time to
stay in the game.

Now consider the heretical proposition that pro
football may not be the greatest thing since the twist-
off beer cap—especially at these prices. Under close
scrutiny, the quantifiable benefits of football to broad-
casters are not as overwhelming as is widely believed.
Mystique, perception, credibility—these intangibles
it’s got by the truckload. But pro football's presumed
life-giving effects just might be overrated.

Precious few in the TV business subscribe to this
apostasy, and fewer still will say so on the record.

“Football is not some savior, because it comes at
such a high price,” says one cynical senior network
executive, who did not want to be named. “To me, it’s
more like a drug—you get hooked on it and it sucks
all your profit out.”

“It’s not going to make or breuk vou,” agrees a
sports media buyer at a major agency. “For years
NBC was the No. 3 network, and they had the NFL—
and on Sunday they were a distant No. 3. The promo-
tion time is great, but it ain’t gonna help much if you
don’t got the shows.”

This contrarian view is routinely dismissed as so
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much carping by competitors. The conventional wis-
dom among media buyers and the press is that despite
the likelihood that football will bring devastating loss-
es, in the prevailing view these networks did the right
thing. “They voted with their pocketbooks.” observes
Neal Pilson, consultant at Pilson Communications
and a former president of CBS Sports. “You see very
rational and business-oriented companies making
these decisions year after year to protect and increase
their investments in sports. They make judgments that
it’s important strategically to have football, and these
aren’t companies that throw money away. Football has
been a guaranteed ratings generator for more than 30
years.”

“We have a network builder,” says NFL commis-
sioner Paul Tagliabue. Football’s no-holds-barred auc-
tion stands in contrast to the cooperative, profit-shar-
ing approach fostered by the NBAs David Stern.
Tagliabue notes, “The NBA is a phenomenal proper-
ty, but it’s not a network builder. We have incumben-
cy, rights of first refusal, but there’s been more
change on the other side of the table than on mine.
Murdoch viewed football as a network builder and
now so does the new management at CBS.”

Agreed: Pro football is a fabulous property for any
network to own. Big ratings week in and week out. A
magnet for those young male viewers who rarely
watch TV.

The question of the NFLs true value to the net-
works is a crucial one, and not merely as a parochial
matter about whether CBS football will “make a dol-
lar,” in boss Mel Karmazin’s famous phrase. It touch-
es on such weighty issues as how football affects the
balance of power among the networks; the wild esca-
lation of prices throughout network TV; the new par-
adigm of networks as loss leaders; and how the net-
works focus their resources and attempt to define
themselves.

Says Jamie Kellner, CEO of the WB and a found-
ing executive at Fox: “I don’t think the NFL is of
great value to a network unless you can make money

CREDIT
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on it. The only reason a net-
work should run programming
that doesn’t make money is if
it infuses or enhances its
image. If you’re one of many
offering it, it can’t do that. You
don’t define your network with
product that’s available in oth-
er places; you define it with
original series programming.”

Kellner rejects the widely
held idea that football made
Fox a “real” network: “From
my vantage point, Fox
achieved  network  status
because of The Simpsons and
the Spelling shows [Melrose
Place and Beverly Hills, 90210)
and Cops and America’s Most
Wanted. Whoever has the hit
shows is the big-time network, not the one that over-
pays for a sports franchise.”

The entire industry, however, believes otherwise.
Says David Hill, chairman/CEO of Fox Broadcasting
Co. and president of Fox Sports, “If you look at the
Fox network now compared to what it was in 1993,
what catapulted it? Football is a landmark property.
Because it gives you the biggest promotional platform
there is, people watched programming they may not
have watched. All of a sudden, Fox became a place
on the dial that people went to.”

“Football brought Fox legitimacy,” argues Jon
Mandel, chief negotiating officer for Grey Advertis-
ing’s Mediacom unit. “It made them the fourth net-
work. People stopped calling them a coat-hanger net-
work.”

David Hill: “If
you look at Fox
now compared
to what it was
in 1993, what
catapulted it?
Football.”

“We had to have it and it didn’t matter
what we paid for it,” remembers Lucie Sal-
hany, then-FBC chairman and now a con-
sultant. “It put us on the map. It got us
more affiliates. Look at what it did for the
O&Os. Sales-wise, there were people we
could never call on that we could call on
once we got football.”

“It was absolutely worth it when you
look at the asset value of the O&QOs,” a for-
mer Fox executive points out. “What it did
for WNEW's bottom line was amazing.
WFLD [in Chicago] was floundering, and
football put it on the map. Then they built
up their news and started a morning show
and became a powerful station in that mar-
ket. That’s when the O&Os started going for a more
broad appeal and spending real money for off-net sit-
coms. It was a big shift.”

The lure of the NFL helped push Fox’s national
coverage from 95 percent to 98 percent in a matter
of months, which translated into more prime-time

Iﬁa&\any, ex-Fox
chairman: “We
- had to have it
and it didn't
matter what we
paid for it.”

Ty

rating points for sale. And football
locked in affiliates who might have been
wooed by the siren song of the soon-to-
launch UPN and WB nets. Even though
Fox wrote off $350 million of its $1.4
billion contract and wiped out the net-
work’s hard-earned $100 million annual
profit at a stroke, most considered it an
unqualified financial success.

Yet several myths persist concerning
the benefits football conferred on Fox.
It is widely believed that having the NFL
helped Fox clinch the New World deal, that epochal
moment in May 1994 when investor Ronald Perel-
man flipped the affiliation on a dozen big-market
stations to Fox. In fact, the company was offered
control of those stations two years earlier by investor
Leon Black, who held the underlying bonds, accord-
ing to two ranking Fox sources. Remembers one
insider, “At the time [of the New World deal], we
thought, if only we’d bought it when we had the
chance.”

Fox also proved that football does not necessarily
boost prime time. “Based on the ratings, football
made little or no difference whatsoever,” Kellner
asserts. “If Fox’s average rating didn’t increase, and
the Sunday-night numbers didn’t go up, then I’d have
to say there’s a flaw in the concept.”

During the 1994-95 broadcast year, Fox’s first sea-
son of football, it drew a 4.7 rating and a 13 share in
prime time among adults 18-49, exactly the same as
the year before. In the following three years, Fox’s
share has not budged, while its rating has bounced up
and down a couple tenths of a point. The net’s Sun-
day-night rating actually shrank in its first two years
of football, thanks to a string of male-oriented
turkeys (Foriune Hunter, Hardball, Space: Above and
Beyond). “Football really carries nothing with it oth-
er than a network identification,” says Salhany.
“We've seen that there’s little spillover.”

Hill contends that football has helped to steady
Fox’s prime-time rating in an era of erosion: “Where
is the rest of the broadcast industry going? Where
would ABC be now without Monday Night Foothall?
I've always maintained that football has given us the
tmage, and also the launch of King of the Hill or That
*70s Show or a big Sunday movie.” Just as likely,
though, Fox has kept pace thanks to the X-Files phe-
nomenon and latter hits such as Party of Five and Ally
McBeal.

In last year’s round of rights negotiations, the net-
works faced a quite different set of considerations.
ABC and ESPN bid a jaw-dropping $! billion a year
to lock up Monday Night Football and the entire Sun-
day-night cable package, acing out TNT. For ABC,
the issue was clear-cut: MNF is the net’s top-rated
prime-time show, and with the rest of prime time in a
three-year tailspin, the alphabet web wasn’t ubout to

DAWN MEIFERT/FOX
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punt the NFL. “For ABC to lose Monday
Night would have been worse for them than
NBC’s losing Seinfeld,” says a cable execu-
tive who used to work for Fox. The network
expected to pick up some rating points by
starting the telecast an hour earlier, and
indeed ratings are up 10 percent in adults
18-49 for the first three weeks of the season.
ESPN’s package has an assigned value of
$600 million annually, the first time a cable
net has paid more than broadcast for a major
sports property. Cable’s dual revenue stream makes
it impossible to compare these deals, but ESPN can
make a case that its position as the preeminent all-
sports network made the NFL a must-have.
NBC was the odd network out. It made a judge-
ment that it could best afford to pass on football giv-
; en the dominance of its prime-time schedule and a
r strong sports roster. The inside story is that NBC was
more interested in stealing the Monday-night pack-
age to cement its stranglehold on prime time and that
CBS convinced the NFL to auction the AFC first,
putting NBC into a corner. Perhaps that’s why NBC
Sports president Dick Ebersol, who declined com-
ment for this story, has been so outspoken in suying
that CBS overpaid and CBS
execs are as vociferous in argu-
ing that the loss of football will
dog NBC. “And guess what?”
asks a major buyer of advertis-
ing time on the NFL, “NBC
just might be heading into a
period of weakness. Just watch
the NFL get blamed.” The reul
culprits, though, might just as
well be NBC’s loss of Seinfeld,
the subsequent weakening of
Tuesday and Thursday and its
lack of new hits over the last
several seasons.
Which brings us to the cur-
rent subject of this history les-
son, CBS. The network clawed
its way back into the football
business last year with a stupe-
fying $4 billion, eight-year deal
for the traditionally weaker
AFC package. The conven-
tional wisdom holds that CBS
was grievously wounded when it lost football—it had
led the pack in households and was competitive in
demos, but in its first NFL-less season, ratings fell 25
percent in adults 18-49. “The number of men under
35 who watched CBS then that don’t now is huge—
over 50 percent,” says Leslie Moonves,
president/CEQO, CBS Television. “Football was a
major factor in the decline.”
However, CBS’ ratings arguably were hurt less by

WB TELEVISION

The WB's
Keliner believes
the NFL has
become expen-
sive enough to
upend the net-
work economy.

Sean McManus
says enthused
CBS affils are
pumping “real”
maoney into NFL
programming.
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the loss of football than by the New World defec-
tions, which relegated the net to weak UHF outlets—
some of them hash-marks stations—in key markets
such as Detroit. And one agency executive suggests
that the contract given to head programmer Jeff
Sagansky, with incentive clauses for household victo-
ries, did far more damage to CBS’ young demos than
the absence of football. “That network has never
skewed young, and they had the NFL for 38 years,”
adds this buyer. “It could get better, but I doubt it.”

“No one else may say this, but I think the NFL
needed Fox as much as Fox needed the NFL,” ven-
tures Salhany. “On CBS they were losing that young
audience and with Fox they got a big infusion of it.
Now they’re back on CBS.”

Football will undoubtedly drive up profits at the
CBS station group. “They’re putting real money into
it in New York,” notes CBS Sports president Sean
McManus. “They’ve got an 11 o'clock pregame, an
11:30 show and an 11:30 p.m. show.” And long-suf-
fering CBS affiliates are overjoyed to be off the side-
lines. “It raises the bar,” enthuses a small-market
owner. “How can you quantify what it does to your
[local] news?”

Stations also like their deal to help the network
pay for football. According to an affili-
ate memo outlining the yet-to-be-com-
pleted agreement, affiliates will pay
CBS $28 million (not $40 million, as has
been reported) and surrender two spots
in the second half of Letrerman and two
spots in the second hour of CBS This
Morning. In return, affils get one prime-
time unit every day for the length of the
contract, a 60 Minutes adjacency and a
local news window on double-header
Sundays and a favorable split of spots
in-game. Says the station owner, “We
got a sweetheart of a deal.”

How much can football help CBS in
_ % prime time? Though the network saw a
nice rebound in household ratings last
season, in sales demos it has gone nowhere. “We’re
going to get 6 billion impressions over the course of
football,” says Moonves. “The blood is going to start
flowing again. It’s not only about getting men, it’s
about getting young men, 18-to-34, 25-to-54. The
over 55’s we’ve got. They’ll see weve got a JAG,
we've got a Walker—and maybe they'll see we've got
a Buddy Faro, a Mariial Law. We know our Sunday
night will be helped. Letterman will be helped. Dan
Rather’s making a run already; he’ll be helped. Men
watch newsmags—who knows what it’ll do for 60
Minutes IT?

“I don’t want to say football is the be-all and end-
all,” Moonves continues. “But where else do you get
three or six hours of that kind of circulation, up from
zero? You're looking for cause-and-effect. That’s the
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wrong way of looking at it. Circulation was pumped
into Fox, and circulation will be pumped into CBS.
We feel we have the product [in prime time]. If the
audience doesn’t stay, it’s the programming’s fault.”
Another CBS programmer is mordantly modest:
“Is football the golden egg? No. It’ll help 60 Minutes
and maybe it’ll help Touched by an Angel [immediate-
ly after, at 8]. Some guys’ll fall asleep with the TV
on—that counts [in the ratings].” Asked if promos in
football might add one- or two-tenths of a rating

The inside story is that NBC was
more interested in stealing the
Monday-night package and that CBS
convinced the NFL to auction the

AFC first, putting NBC into a corner.

point to JAG (Tuesday at 8), the programmer replied:
“Hey, I'll take two ticks. In this environment, I'll take
anything.”

“CBS desperately needs younger viewers, and
[with football] they’ve got a chance,” says Hill. “I
think in two seasons, they will have a younger demo-
graphic.”

“It might help JAG and their entire Monday-night
lineup,” offers Steve Sternberg, senior partner at TN
Media. “If prime does well, they’ll point back to foot-
ball. Let’s see if they’re in first place [in homes] this
year—they might be, although 1 don’t think football
will have anything to do with it.”

“I don’t think football can do as much for CBS as
it did for Fox,” says Salhany. “CBS can get back some
of that lost male audience, but they’ll be old anyway.”

Another presumed advantage is that football helps
a network in its overall advertising sales. Perhaps for
an emerging network, say buyers, but not really for a
mature one. “It can help you move your crappy
sports,” says one, “but not that I know of does it help
you in prime time or late-night.” Certainly football
sales were moderate compared to the hikes in rights
fees. CBS’” average payment of $500 million per year
(the first season payment is $350 million) is more
than double the $217 million NBC paid, while CPM
increases in the football market are said to be in the 5
percent to 10 percent range. CBS did better than that,
buyers report, by taking away a couple of juicy pieces
of business from Fox.

CBS was heartened by the first week’s ratings. Its

AFC coverage was 17 percent higher than NBC’s
equivalent week among men 25-54, and 10 percent
higher in men 18-49. Better yet, male demos were up
by 50-plus percent in prime time that night.

This, however, is the kickoff to a very long game.
“This deal wasn’t made for 1998 or *9Y or 2000,” says
Hill. “It was for 2005. That’s the key. If you're not a
player now, you’re out for eight years. Who can pre-
dict where the broadcast business will be? Football is
the only firm ground you can sec in a swampy field.
It’s the only source of
programming  you
can look at that’s
guaranteed in 2005.”

There’s been a lot
of noble talk at the
networks lately about
how  they  must
remain a profit cen-
ter, but where the
NFL is concerned,
that’s just lip service.
Fox’s first NFL deal
created the new para-
digm of the affiliates
as cash machines and
the networks as loss
leaders. Hill offers no apologies. “You have to look at
the total,” he says. “We’re a vertically integrated com-
pany. You reap the benefits down the track, and you
can’t say the network is a stand-alone financial entity.
1t’s a very obvious model. Believe me, the accountants
and stockholders look at income as one total.”

“It’s a mistake to argue about whether you’ll make
a profit on a given property,” says Neal Pilson. “The
trick is to make money as a corporation. And when
you look at whether an $80 billion G.E. or a $25 bil-
lion Disney can afford a sports property, relatively
speaking, the exposure is not as significant as it was
20 years ago. The question is, are you a stronger com-
pany, a more valuable company with football? I think
the answer is yes.”

“You have to run these businesses as businesses,”
counters Kellner. “My fear is for the future profitability
of network TV. I have equity, so I have a long-term
interest in seeing that network TV remains vital. This
money has to come from someplace—it has to affect
your business. It’s the same thing with ER. Was that
worth it to NBC? It’s a closer call, because that show
gives you a certain amount of exclusivity in prime. But
if the WB had been in that position—not that we would-
n't love to have ER—but we’d probably say, ‘Let’s take
the money and develop a lot more shows.” Network TV
means in-pattern, day-and-date series programming,
You have to have confidence you can develop hit shows.
This overall inflationary spiral is dangerous to the net-
works if they’re going to continue to offer the quality
and level of service they do today.” |
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As ad pages sag,
new alignment of
titles is developed
with high-tech

advertisers in mind

Ziff-Davis mags
reshuffle under
president Sheer.

http://www.mediaweek.com
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Magazines

By Lisa Granatstein

Litt Retools Groups

hen Ziff-Davis res

move may have as

desire to reverse a recent slide

huffled its lineup of top execu-

tives last week, the company line was, “Let’s be

more responsive to customers’ needs.” But the

much to do with the company’s

in ad pages and ad revenue, a

significant turnabout from its customary double-digit gains.€

This comes as leading consumer magazines rack up consider-

able gains in high-tech, making

it a top advertising category on

par with automotive at some magazines.

Ad tracking specialist Adscope
reports nearly a 7 percent cumula-
tive gain in high-tech business in
six key news/business titles through
August, with Fortune and special

through August, with a 5.86 per-
cent drop in ad revenue, according
to Adscope. Eight-month numbers
are much better at ZD rivals Inter-
national Data Group and CMP

Media, although each

1
commands a smaller

EEME

share of market.

SHUEBPPE

THE COMPLETE BUYING AUTHORS
GETTING

\-

“We’ve aligned our
magazines into groups by
market segment and

market  opportunity,”

I ;:-] says Sheer. “We’re trying
]

to simplify how we bring
products to the cus-

r tomer.”
ZD’s five new mar-

NER € 'ﬁ' I keting groups break

down this way: The

EEE\,\ — o = | largest, dubbed the

Ve Test the First & Reach Group (total cir-

g O0MHz bentum TSy ., 2.5prrfillion), is

II == Gargantuan Hard Drives  headed by executive vp
h Chris Dobbrow and

editions of Time and U.S. News &
World Report all posting hefty dou-
ble-digit gains. Even Entertainment
Weekly is getting into the act, using
a new targeted monthly Internet
section to gain entrée into high-
tech markets.

Claude Sheer, ZD Publishing
president—who once believed
there was plenty of high-tech busi-
ness for everyone—says the com-
pany’s realignment is strictly an
offensive play. The timing is per-
fect: Ad pages for 20 ZD titles col-
lectively are down 13.73 percent

includes PC Magazine, PC Com-
puting, and FamilyPC. Jim Span-
feller, senior vp, oversees the
Emerging Markets Group (Yahoo!
Internet Life, Equip, Internet Busi-
ness). Computer Shopper veteran
Al DiGuido, who is executive vp,
leads the E-Commerce Group,
which is centered on ZD’s perenni-
al ad-page leader. Jon Lane, execu-
tive vp of the Gaming Group, has
charge of four titles. Finally, Sheer
is interim head of the IT-oriented
Enterprise Group (PC Week,
Inter@ctive Week, Windows Pro

and Sm@rt Reseller).

But Sheila Craven, Adscope’s
president, thinks the company can
do more, “The leading computer
books have had great numbers year
after year. But you can’t sustain
that forever. Some Ziff titles carry
pretty hefty price tags, and plan-
ners may now think they can get
better value elsewhere.”

If ZD really wants to address
customer concerns, Craven says, it
should examine rate structures.
“Even when ad pages began to slip,
you didn’t see ad rates going down.
They actually went way up, and
some people remember that.”

Mainstream publications think
they have something else to offer.
Fortune publisher Jolene Sykes
attributes the success partly to
stronger high-tech editorial. More-
over, she says, “the client side rec-
ognizes that tech decision-makers
aren’t just the people with IT in
their job titles. Now it’s about using
technology to gain in business.”

Sheer acknowledges the high-
tech successes of some consumer
books, especially when they offer
branding opportunities. But he’s
not willing to concede any business
willingly. “It’s a competitive mar-
ket out there, but we’re fully pre-
pared to do business there.”

—John Masterton

New on the Stand;
Flaunting Style on
Madison Avenue

Two newcomers to the publishing
party—Flaunt and Madison—may
have arrived a bit late, but they plan
to make the most of it.

A robust economy and free-flow-
ing ad dollars have swelled the mag-
azine population to 18,000, accord-
ing to the Magazine Publishers of
America. Recent economic fluctua-
tions, however, could mean the par-
ty is losing its pop. “In an age of
media clutter, all advertisers are
seeking new ways to communicate (o
consumers,” says Ellen Oppenheim,
media director of Foote, Cone &
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A sample of great writ-
ing from a recent issue:

“The way people die
in caves is by going for-
ward too fast, into
wedges that trap them,
rivers that drown them
and mazes that defeat
them until they give up
or starve. The journey
to what Bill Clinton
called the rock-bottom
truth’ feels now like a
headlong descent, a
process no one can
control, toward resolu-
tions no one can
assure. There are
Republicans looking for
treasure down here—
political power embed-
ded for years to come.
And there are Democ-
rats looking for some-
one to blame. But for
the rest of us, there is
too little light, too little
air, no compass, no
ropes: thisis not a
spectator sport. We just
want someone to show
us the way out.

In “ls There a Way
Out,” Nancy Gibbs and
Michael Duffy examine
acceptable punishment
for the president’s con-
fessions. Time, Sept. 28

WRITER'S BLOCK |

Magazines

http://www.mediaweek.com

Belding. “[But} when dollars become
tighter, many advertisers pull toward
tried-and-true publications.”

Still, Madison and Flaunt hope to
cut through the clutter and take
their chances in an uncertain future.

The upscale Madison will try to
tap into the affluent market with
what publisher Pamela Schein calls
a “fun” mix of “different kinds of
articles” on art and personalities.

Schein admits the crush of publi-
cations caused her some anxiety in
starting something new. “I used to
walk by the newsstands and I could-
n’t even make sense of them, there
were SO many magazines,” she says.
“But I think we’ve really hit a niche.”

Madison’s September print run
was 200,000 (46 ad pages) of which
165,000 are on newsstands nation-
wide; 20,000 were distributed
through controlled circulation.

Fellow newcomer Flaunt maga-
zine hopes to gain attention with its
emphasis on presentation. Detour
cofounders Luis Barajas and Jim
Turner, and former art director
Long Nguyen, are starting the new
venture. Barajas says the three left
the 1l-year-old Detour this past

60 SECONDS WITH...

Michael Clinton

Senior vp/chief marketing officer,
Hearst Magazines

summer
because of
“creative dif-
ferences”
with  John
Evans, presi-
dent/CEQ,
who took over
in February.
Their take on Flauns will be phys-
ical, as well as visual, Barajas adds.
“In a market where everyone is fight-
ing for advertising dollars, people
will see we're pushing the boundaries
of art,” Barajas says. The premiere
issue in November (80,000 copies)
carries 36 ad pages, including Calvin
Klein and Dolce & Gabbana.
—Mira Schwirtz

Freeze Frame: Photogs
Fall Flat in Fees

A picture may be worth a thousand
words, but not much more than $350
a day, says a recent survey of maga-
zines by Photo District News, a pro-
fessional photography publication.
Freelance photographers now find

Q. Have value-added projects with advertisers
become a necessary part of Hearst’s marketing
strategy? A. Marketing creativity is driving

business. No matter what category of business we talk to, they want
creative thinking. We want to become the source of knowledge on
the American marketplace, so by taking a read on market trends
we'll be able bring better information to market. Q. So Hearst’s pro-
Jject with the Milk Mustache campaign is all about that? A. The Milk
project is the biggest and most far reaching, and it was also the kick-
off of a major initiative, “We Read America.” The literacy effort is
a literal translation of that, through a book drive and the commit-
ment to literacy in an ad campaign. The whole “We Read America”
moniker lends itself to an editorial voice, marketing programs,
research, and to who we are as a company. Q. We know about ‘Cos-
mo’ sunglasses and ‘Esquire’ watches, but what projects have you had
to nix? A. We have one of the best selling paints, one of the most
popular lines of tools, Cosmo’s virtual makeup CD-ROM, and 300
other products. But we had to draw the line when the request came
in to see if we were interested in doing a line of condoms.

New directions: Detour cofounders create Flaunt.
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themselves at the mercy of maga-
zines who demand broad reuse
rights for syndication in return for
“minimal additional compensation.”
Why? Mainly because they can.
“There’s plenty of competition that
forces the price down,” explains
Richard Weisgrau, executive direc-
tor of the American Society of
Media Professionals. But also clear
is what was once considered art is
now thought of in terms of pure
commerce. More than ever, maga-
zines branching out onto the Inter-
net and foreign editions require
deals that won’t break the bank. Pic-
ture editors are in a tough spot as
they are often called upon to negoti-
ate terms that can incur the wrath of
both bosses and freelancers.
National Geographic photo edi-
tor Tom Kennedy left the magazine
in 1997 over this issue. “It’s a chang-
ing industry,” says M.C. Marden, a
consulting photo editor at Men’s
Journal. “And not necessarily horri-
ble. But if companies are to grow,
and you can't atford to do an edition
because photos are too expensive,
then you have to do something.”
Still, many magazines have dou-
bled ad rates over the past decade
while photographers’ assignment
rates have either remained flat or
increased only slightly, according to
September’s PDN, published by
ASM Communications (whose par-
ent company, BPI Communications,
also owns Mediaweek). Case in
point, says PDN: over the past 10
years, Condé Nast Publications has
seen ad revenue for GQ and Condé
Nast Traveler jump by 146 percent
and 347 percent, respectively, but
still pay freelance photographers the
standard $350 day rate plus expens-
es. Linda Rice, CN vp/editorial busi-
ness manager, says that the $350 is
merely a starting point. u




Found in more 747 upper decks,
Lear jet cockpits, and CGoncorde rest rooms.

Barron’s. How money becomes wealth?

Every week, Barron’s reaches the rich and powerful in the comfort of their own homes. Nine times a year, it
also reaches them in the privacy of their own airplane seats. Barron's readers typically take to the wing 80 percent
more often than other affluent adults. They’re nearly 50 percent more likely to participate in frequent-flyer pro-
grams. And spend almost two-thirds more on luggage. (Not a bad audience if you happen to manufacture fine
leather goods.) Making Barron’s a remarkable advertising tool: a magazine that delivers large amounts of air time.

Source: Barron’s Primary Reader Survey, Beta Researcly Corporation, 1995; 1997 Mendelsohn Aftluent Survey. © 1998 Dow Jones & Company, inc. All Righrs Reserved DWES
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! MOVERS |

NETWORK

' At CBS, news correspon-
| dent Thalia Assuras has
been named to anchor the
5 a.m. newscast and deliver
updates at 5:30, 6 and 6:30
I a.m. Assuras joins Jane
Robelot at 7 a.m. to co-
anchor the first segment of
CBS This Morning. Also,
Dawn Strensland becomes
full-time co-anchor of CBS
| News Saturday Morning.
She had been filling in for
Susan Molinari, who left
| earlier this year.

RADIO

Bob Sparr, sales director for
Chicago sports radio station
WGN, announced his resig-
nation last week, saying he
plans to “pursue other inter-
ests.” During Sparr's 11-
year tenure, WGN was the
highest-billing radio outlet in
Chicago. Mark Krieschen,
WGN's local sales manager
since 1989, will replace
Sparr...Chancellor Media
Corp. has upped John Ful-
lam to senior vp, regional
operations. Previously gm
| of WKTU-FM and WHTZ-
FM, he turned both around,
making them two of New
York’s top-ranked stations.

Fullam will oversee station
operations
Long Island, Detroit and
Washington

PRINT

was promoted to group
publisher from publisher to
oversee the monthly as well
as titles in development
| within People. Succeeding
Jackson is Louis Cona,
most recently /n Style's
associate publisher/adver-

in New York, |

/n Style’'s Anne Jackson |

tising. And marketing direc-
tor Hope Hening and Paula
| Roman, development direc-

to associate publishers.

tor, have been bumped up |
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Pageant Player

In her first network televi- |

sion appearance, Nora

McAniff really scored. The
People publisher spent the
evening of Sept. 19 marking her
ballot as a judge for this year’s
Miss America contest, the 78th
annual, which aired on CBS to
an audience of 14.1 million.

Invited by the pageant com-
mittee to join the seven-member
panel, McAniff said the scoring
process was the hardest part of
the job. There’s a contender’s
poise, her ability to think fast
on her feet, and the natural-
born talent to rotate ina
bathing suit before an audience
of millions.

“I guess it’s like the

all it the third coming of

Maury Says He'll Dig
Maury. After hosting

C tabloid A Current Affair

and a seven-year stint (1991 to
summer 1998) on the daytime
circuit with The Maury Povich
Show, Povich is back with day-
time talker Maury and promises

more depth and empathy this

Olympics. The first girl out, it’s
hard to say what she was—was
she an eight or a five [on a
scale of 1 to 10]?” The
crunch came when McAn-
iff’s favorite, Miss Florida
Lisette Gonzales,
“slipped” in the talent cat-
egory (she sang All That
Jazz). “I had to knock her
down at that point,”
McA niff said. She subse-
quently helped pick the
winner, Miss Virginia
Nicole Johnson.
McAniff’s Isaac
Mizrahi gown didn’t get
the exposure it deserved,
but the cameras did catch
the back of her head in

DEBORAH FEINGOLD

Deeper in Ne;v_Taﬁr

time around.

Considering episodes from
his previous show, like the one
where Povich probed the libidi-
nous (cupidinous?) psyche of a
man engaged to five women at
once, there’s room for change.

On Maury, Povich told
Mediaweek, he’ll share personal

People publisher McAniff helped
crown the new Miss America.

several shots of the runway.
Recounts McAniff: “My moth-
er was watching and she said,
‘Well, at least your hair looked
good.”” —Mira Schwirtz

experiences in the hopes of l
“repairing this breach of behav-
ior” that afflicts society. ‘

Topics during Maury’s |
launch week of Sept. 14 includ- )
ed: “Switched at birth,” “Teens I
confront deadbeat dads,”

“Mom, why don’t you love me?” }
and “I can’t believe what you
look like now!”

Povich’s next probe, set to air
Oct. 5: President Clinton’s phi-
landering. By comparing
accounts from everyday folk to
that of the president, Povich
hopes to explore a) what sex is
and b) whether it’s cheating
when one, ahem, shares himself
with someone other than a
spouse. I

“I think there is a lot of work |
to be done there,” Povich said.
We’re assuming, at least for
Connie Chung’s sake, that he
won't be sharing any personal |
experiences. —Megan Larson |
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Sentiment Against Sid: Vicious

| een Dowd and TV

he press has been out to
get him ever since he
“turned” on them, but the

attacks have really gotten out of
hand recently. No, not the presi-
dent—we’re talking about Sidney
Blumenthal. Formerly with The
Washington Post and then The
New Yorker, Blumenthal joined
the Clinton administration two
years ago as a communications
adviser. His former New Yorker

when various anti-Clinton politi-
cians insinuated that the leak
about GOP Rep. Henry Hyde’s
30-years-ago adulterous affair

| came from Blumenthal. In fact

colleague Michael Kelly, now edi- |

tor of The National Journal and a
syndicated Post columnist, has
excoriated him in his columns,
once calling him
“Sid—the Human
Ferret.” The New
York Times’ Maur-

reporters at the
White House fre-
quently take shots
as well.

But the anti-Sid
sentiment turned to
into lynch mob
mania last weekend,

b 3

In Donaldson’s
sights: Blumenthal

by Sept. 20, it was widely known
that the source of the accurate
story was a friend of the injured
party in the affair, who had been
peddling it for months. But that
didn’t stop Sam Donaldson that
day from attacking Blumenthal
on his Sunday-morning ABC
show This Week With Sain
Donaldson and Cokie Roberts.
Unable to pin the original leak
on Blumenthal, he
accused Blumen-
thal of taking
phone calls from
reporters who
already had the
Hyde story and
responding to their
questions!
Apparently this is
grounds for hang-
ing. —Alicia
Mundy

Media Milestones

MARRIED Richard Beckman, publisher of Vogue, to Parfums
Boucheron marketer Kristen Moore, Sept. 27, at The Four ‘
Seasons restaurant, New York... ANNIVERSARIES Milwaukee-
based ad agency Cramer-Krasselt tripped the century mark

Sept. 22... TNT will celebrate its 10th anniversary Oct. 3. The cable
network’s 1988 launch to 14 million sub-
scribers is the largest in cable TV history.
TNT went on the air with the first cable-exclu-
sive telecast of Gone With the Wind...Art
Cooper, 15 years as editor-in-chief of Condé
Nast Publications’ GQ (celebrated Sept. 16
at The Four Seasons)...Rodale Press’ Men’s
Health, a decade in print (celebrated Sept.
17, launched spring 1988)...DIED Sept. 18,

o
GQ's Cooper

Joseph A. Palmer, 65, board chairman, former president and :
founding member of the Greater St. Louis Association of Black :
Journalists; publisher of St. Louis regional magazine Proud. |

h of Cold War Series
Vel o IRE

L_i .

At the Council on Foreign Relations recently to fete the Sept. 27 launch of CNN's
Cold War, a 24-hour documentary series {(I. to r.): Leslie Gelb, president, CFR;
Arthur Schlesinger, historian; John Gaddis, Rohert A. Lovett professor of history a:
Yale University; Pat Mitchell, president, Time Inc.—CNN Productions; and Ted
Turner, Time Warner vice chairman

Details Artfully Fetes Musicians' ‘Matches’

CHRISTOPHER C. ARNOLD

On hand for the Details-sponsored New York opening of the Beck and Al Hansz2n
art show, Playing With Matches, at Thread Waxing Space, Randy Kabat, ad
director, Prada; and Susan Cappa, associate publisher, Details

Hearst Editors Glam With ‘One True Thing’ Talents

At the New York premiere of Universal Pictures’ One True Thing, starring Meryl
Streep (l. to r.): author Anna Quindlan; Streep; Harper's Bazaar editor-in-chief Liz
Tilberis; and Ellen Levine, editor-in-chief, Good Housekeeping
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he repeated, a little dumbly.
“Exactly!” she said. “You dinosaur!”
e thought, “Well, maybe he’ll catch up yet.’
“Uproar.com is screaming with game shows
e young media buyer continued. “It’s the 29¢th
argest site on the whole web! Adults play...
in money...chat. We’re talking mass market.”
“Interesting.”

“Uproar’s got 3 million unique players a
onth and...” she rushed, hoping to get in one
ast point before his brain wandered off to
houghts of lunch, “60% are adult women

“Now you’ve got my attention!”

'”

Open someone’s mind. Shake loose some
s. It’s a new mass market for your clients
Bingo, you're in for a raise.

ESHOW PARTY ON THE NET




September 28, 1998/ MEDIAWEEK
I

@deadline
Adidas-ESPN Kick Off

Adidas America, Portland,
Ore., is joining with ESPN
Internet Ventures, New York,
on an ESPN.com sponsorship
tied to the Major League
Soccer playoffs, which begin
this week. Adidas becomes
title sponsor of an MLS
Playoff Challenge promotion.
Adidas agency Leagas
Delaney, San Francisco, bro-
kered the deal and will
collaborate with EIV on con-
tent and design. It marks
Adidas’ first-ever media buy
exclusive to the Web.

Win a Home

RealSelect, Westlake Village,
Calif., operator of Realtor.com,
has teamed with Yoyodyne,
New York, to present the
“Win Your Next Home Here”
Sweepstakes, which launches
Tuesday. Users who partici-
pate in a treasure hunt
across the site have the
chance to win a home valued
at up to $250,000, including
closing costs. Homes are
from among Realtor.com’s 1.3
million listings. Weekly
prizes from sponsors Kmart,
America Online and others will
be offered.

Re-wiring HotBot

Wired Digital, San Francisco,
revamped the HotBot search
engine to include channels
and more accurate search
results. HotBot is also getting
a national TV campaign, pro-
duced by Goodby, Silverstein &
Partners, San Francisco. The
campaign will run in New
York, San Francisco, Austin
and Seattle.

http://mww.mediaweek.com
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The Same WEEk AOL preps us for its new carpet-bombing campaign, the
strangest collection of bedfellows yet emerges in the online access wars. Ever the oppor-
tunist, AT&T strikes deals with Yahoo on a co-branded ISE then a distribution coup with
Dell Computer—which, oh by the way, involves Yahoo nemesis Excite. With MSN

relaunching again, you've gotta wonder if ardent Gates supporter Michael Dell will be wel-

comed in Redmond. There’s always AT&T HQ in Basking Ridge, N.J.—Bernhard Warner

EURO RSCG Worlawide
Commits to Online Future

By Bernhard Warner

n an effort to compete for new business
Iunder a united front, Euro RSCG

Worldwide, New York, quietly has assem-
bled its 22 interactive agencies across 12 coun-
tries into a global advertising network. The new
overarching agency structure—which began
taking shape six months ago when Euro RSCG
interactive agencies in separate &
countries started collaborating 2
on pitches—will become the z| .
blueprint for its traditional §
agency business as well, Euro
RSCG chairman and chief exec-
utive officer Bob Schmetterer
told 1Q News last week.

For the budding interactive
agency industry, growth over
the past year has been accom-
plished largely through merg-
ers and acquisitions. One of the most aggres-
sive firms is New York-based Agency.com, part
of Omnicom’s Communicade unit. While
Schmetterer won’t rule out playing the M&A
game, he is critical of the agency holding com-
panies’ practice of buying or investing in
interactive agencies and then purposefully
keeping them removed from the firm’s clients.

“What I see on the part of other major
agency groups is a kind of hedging of bets
regarding the future of the business,”

Schmetterer said. “They’re just buying compa- |

nies or investing in companies so that if this

News  Features !

Seareh

EURO RSCG's Bob Schmetterer
online work is part of each new pitch.

business becomes big, they have some people
in place.”

Though conspicuously quiet in the United
States, Euro RSCG Worldwide reports its
interactive workload across the network cur-
rently amounts to $43 million in revenue.
Clients include Intel, America Online and MCI.

y They are serviced by the inter-
active units within Euro
RSCG’s traditional agencies
like Messner, Vetere, Berge<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>