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MARKET
INDICATORS
National TV: Slow
With ratings in the tank
for all nets except the
WB, advertisers are
laying back on first-
quarter scatter buys,
expecting it to be a
buyer’s market as the
new year approaches.

December 7, 1998 $3.25

Net Cable: Steady
With most cable play-
ers in Anaheim for the
Western Show last
week, ad sales execs
back at the office were
still closing first-quarter
deals in tight condi-
tions. Distant drums
are signaling a compet-
itive ‘99 kids upfront
Spot TV: Ilumbug

% Holiday-inspired ads in
retail, fast food and

\, Media Director of the Year: giovies dreirolling out,

but many reps point to

Starcom S a weak fourth quarter
aside from politicals.
Other than auto annu-
als, few first-quarter
buys aré in.

Radio: Gridlocked
December inventory is
almost sold out.
Agencies report it is

tough to get on in
major markets, and
sometimes they must
pay a premium.
Magazines: Cautious
Advertisers are slow
to commit to late first-
quarter spending;

SPECIAL REPORT BEGINS AFTER PAGE 24 LR Ryefer tguaait.
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P,EOPLE ARE GOING TO ATTACK
EVERYTHING ABOUT THIS STORY.
EXCEPT THE FACTS.

>HEDGE FUND STORY: COVERING THE FACTS

v

4/3

Jim Clash has uncovered hot story on hedge funds. They're secret, unregulated,
carry huge risks, and everyone wants to be in one. Clash calls it “fund envy.”
Problem is fund managers are charging the hell out of their clients and they
can't even beat S&P 50C. We've got to get it into this issue.

~.’.~;1‘ﬁﬁ:£§'fi&k@é i X

4/6 (8am) A

Bringing in Dolly to fact check. She's perfect for this...worked in Tutual funds in
past life...understands the numbers. She’s got ta. There are 20 sclifges, hundreds
of facts and 48 hours till press.

4/6 (2pm)
Most sources cooperating, but it's tricky. Everyone must be reached. Call assistants...call

spouses..:call mothers if you have to. It's all got to check. Spell a name wrong — you trash
he'story’s credibility. Screw up a couple wards — you're talking to someone's lawyers.

TOUGH AS BUSINESS ITSELF>

Forbes

CAPITALIST TOOL

“www.forbes.com
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AT DEADLINE

Lifetime Mulls Successor to McCormick
Speculation about who will succeed Doug McCormick as president
of Lifetime abounded at last week’s Western Cable Show in Ana-
heim, Calif. McCormick confirmed at the show that he will be exit-
ing his job after five years. Chief among the names being floated is
Anne Sweeney, president of the Disney Channel and Disney’s oth-
er cable holdings, including Lifetime. Erica Gruen, the recently
departed president/CEO of the Food Network, was also mentioned
as a candidate. Sweeney and Gruen could not be reached for com-
ment. Internal candidates include Lifetime executive vp Jane Tol-
linger and senior vp of programming and production Dawn Tarnof-
sky. Sources say that with competition looming in the
form of Geraldine Laybourne’s new Oxygen net-
work, Disney is eager for fresher, and female, leader-
ship for Lifetime. Network execs declined comment.

Fuller’s First Glamour Is No Cosmo
The January issue of Glamour, the first under new
cditor in chief Bonnie Fuller, will be on newsstands
later this month. And no, it doesn’t read like Cosmo,
Fuller’s former home. Readers will see a jazzier cov-
er logo, a heavy infusion of celebrities, horoscopes,
and new sections including Empower Reads and
Your Personal Life. Articles range from a baby-mak-
ing matchmaker to mental mini-makeovers.

PrimeStar Keeps Up With Tempo
PrimeStar, the DBS provider blocked by the Justice
Department earlier this year from getting an addi-
tional satellite slot via a planned acquisition of
News Corp. and MCP’s satellite assets (see related
story on page 16), is pushing forward with Plan B.
PrimeStar and Tempo, the DBS service owned by
TCI Satellite Entertainment (which controls the
satellite used by PrimeStar), have asked the FCC to
speed up their application to transfer control of
Tempo to PrimeStar.

CBS Gives Wednesday Slot to 60 /I
CBS has scheduled 6() Minutes II for Wednesdays at
9 p.m. beginning Jan. 13, as expected (see item on
page [4), replacing the low-rated freshman drama
1o Have and To Hold. The 60 Minutes spinoff’s pre-
miere during the middle of the NFL playoffs will allow CBS to pro-
mote the show to a heavy concentration of male demos. Dan
Rather will headline 60 II, with Vicki Mabrey, Bob Simon and
Charlie Rose as main correspondents. CBS put 60 /I in the Wed-
nesday slot out of concern that NBC would move Dateline from 8
to Y p.m., but the Peacock did not move its popular newsmag.
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Ray Gun Founder Sells Company

Ray Gun Publishing has been sold to company management and
an unnamed third-party investor. Ray Gun owners Marvin and
Jaclynn Jarrett, founders and publishers of the men’s magazines
Ray Gun and Bikini, said they sold their majority stake in the com-
pany to raise money for their newest project, a women’s magazine
called Nylon. That title, to be produced with retired supermodel
Helena Christenson, is due to launch next spring.

New CBS Sales Unit Bags Golf Advertiser

CBS Plus, the new sales unit established last month to sell ad pack-
ages across all CBS divisions, last week signed its
first client, Taylor Made Golf. The multimillion-dol-
lar deal marks the first time that the Adidas
Salomon AG subsidiary has advertised on CBS
radio, spot TV, outdoor and online. Taylor Made will
run promotions during the first three quarters of
1999 across five CBS corporate divisions.

Chancellor Swings With the Oldies
Chancellor Media last week announced a format
switch at its New York station WBIX-FM. The
underperforming hot adult contemporary will
change to oldies, gunning for adults 25-54 and skew-
ing female. With the switch, morning drive-time DJ
Danny Bonaduce, who joined WBIX in February,
will go into syndication. Kathy Stinehour, general
manager of Chancellor classic rocker WAXQ-FM in
New York, will also run the new WBIX. Separately,
Stinehour said WBIX is in talks with veteran rock
DJ Scott Muni, who was ousted last month from
CBS’ WNEW-FM.

N.Y. Daily News Pumps Biz Section
New York’s Daily News will redesign and expand its
business section beginning on Dec. 8. Renamed
BizNews, the section will feature new columns by:
Amy Feldman, covering Wall Street; Celia McGee,
on the publishing and magazine industries; and Phyl-
lis Furman, on TV, film and music.

Addenda: Malcolm Borg, owner of The Record
of Bergen County, N.J,, said the 150,000-circ daily is
not for sale, in response to rumors that Gannett is interested in it...
Citing an excess of news in the market, KSTW-TV in Seattle (UPN)
has dropped its 10 p.m. newscast. The Paramount station is airing
M*A*S*H and Cheers reruns...Lee Rosenbloom, publisher of
Discover, has been named associate publisher/advertising of Talk
Media, the upcoming title from Tina Brown and Ron Galotti.

ifth weeks of August and the Tast two weeks of
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Fox Nears the Goal Line on
Super Bowl; Eyes $95M Take

Fox Broadcasting reports that as of last
Friday it had sold 54 of the 58 available
30-second ad spots for the Super Bow!
XXXIII telecast on Jan. 31. Fox still has
plenty of inventory to fill in its multi-hour
pregame programming, where unit prices
range from $75,000 to $1 million per :30,
depending on how close to the game the
spot airs, said John Nesvig, Fox Broadcast-
ing sales president.

About 25 percent of the 1999 Super
Bowl advertisers did not air ads on last
January’s telecast, on NBC. Fox projects it
will take in about $95 million, about $20
| million more than NBC did last year.

In addition to the Super Bow! advertis-
ers listed in an item last week (Media-
week, Nov. 30), General Motors and Intel
have bought time. Four movie companies
have also bought multiple ad units,
according to a Fox sales executive.

Major advertisers not yet in the game
telecast include Pizza Hut, Burger King
and Michelin, all of which are considered
possibilities to claim the last few spots.
Giant sneaker companies Nike and Adidas
also are not on Fox’s roster.

Separately, Jim Byrne, senior vp of
marketing for the World Wrestling Feder-
ation, categorically denied last week’s
report that the WWF paid a premium for
its ad time in the telecast. —Jo/n Consoli

Eyemark to See How Much
Stations Love Raymond

CBS’ Eyemark Entertainment this week
will begin feeling out TV stations for the
syndication launch of Everybody Loves
Raymond. The syndie launch of the criti-
cally acclaimed CBS sitcom, likely in fall
2000, will be closely watched to see what
prices Eyemark can command.

Now in its third year on CBS, Ray-
mond has averaged a 14th-ranked 10.5
rating/15 share in households so far this
season (NTI, Sept. 21-Nov. 29) and a
33rd-ranked 5.3/33 average in the 18-49
demo. While Raymond is CBS’ highest-
rated sitcom, some station reps believe the
show could have a higher household and
male demo track if it were not up against
ABC'’s Monday Night Football.

“Raymond has a (continued on page 6)
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Showdown
Over LMAs

McCain and Kennard are at odds over role of FCC

WASHINGTON / By Alicia Mundy

he Federal Communications Commis-

sion may be heading for a major show-

down with Congress over the FCC’s

current review of broadcast ownership

rules. Senator John McCain (R-Ariz.),

chairman of the Senate Commerce
Commnittee, has already sent two letters to FCC
chairman William Kennard objecting to any
attempts by the agency to restrict LMAs (local
marketing agreements) and stop its practice of
granting de facto waivers to some duopolies. A
day after meeting with executives from
ABC/Disney, McCain’s spokesman drew the
lines of battle for Mediaweek.

“The chairman is grossly misinterpreting
the law here,” said a spokesman for McCain.
“If he pursues this agenda to disregard the
will of Congress, he could be faced with legis-
lation to restrict what he is doing and to limit
the actions of the FCC.” Kennard is “on a
mission,” he added. “Kennard thinks this
ownership-rules revision is the job of the FCC
right now, and,” he said emphatically, “it is
not the role of the FCC to revise the will of
Congress, and impart new ownership restric-
tions in a time of dercgulation.”

The speculation about Kennard’s stand
may be accurate. A source close to Kennard
told Mediaweck that he views the ownership-
rules review as “the FCC’s bread and butter
...its mandate.” Kennard has repeatedly said
that he wanted to work on the ownership
rules by the end of this year. Late last week,
the FCC’s Mass Media Bureau delivered its
recommendations for changing LMAs and
duopoly guidelines so that the issue could
make the agenda for the FCC meeting on
Dec. 17. But opponents, including the Nation-
al Association of Broadcasters, individual net-
work execs, GOP politicians and the two
Republican appointees on the commission,
have weighed in against proposed revisions. It
is questionable whether the item will remain

on the Dec. 17 agenda.

Kennard may have strategic support from
Democrats on the Hill such as Fritz Hollings
(S.C.). Although McCain and Telecom Com-
mittee chair Conrad Burns (R-Mont.) wrote
on Dec. 1 that the FCC’s current path “would
be inconsistent with...the 1996 (Telecom)
Act,” a Democratic staffer on the Commerce
Committee disagreed, noting, “The FCC has
the authority to
do this under that
law.” He pointed
out that in the
Telecom Act, the
FCC was specifi-
cally given power
to establish rules

on LMAs. And
the statute also
allowed the

Y S

The FCC's Kennard
thinks the law is clear.

agency to conduct
rulemaking  on
duopolies. “There
were fights, but that language was put in there
to give the FCC authority to deal with these
ownership issues,” he said.

Interestingly, Senate staffers said that
when Disney CEO Michae!l Eisner and ABC
president Robert Iger came to Capitol Hill
Dec. 3 to press their case to McCain himself,
their primary concern was the 35 percent cap
on national audience coverage, not LMAs.
ABC cxecutives did not return phone calls
seeking comment.

While the LMA issue has garnered most of
the immediate attention, the duopoly policy has
national networks in an uproar. For example, if
the FCC decides to readjust the radio/television
one-to-a-market rule, the cffects could be
stricter than the current waiver standard. That
in turn could affect exactly how the numbers
are counted when measuring against a 35 per-
cent national cap. An NAB official noted that
CBS and ABC might end up having to divest

HWARRIS CORP.
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themselves of TV or radio stations.

“This is not what we had in mind,” said
Ken Johnson, a spokesman for Rep. Billy
Tauzin (R-La.), chairman of the House Sub-
committee on Telecom. “We urge the FCC to
delay making changes in ownership rules until
Congress concludes its own review to elimi-
nate rules that are no longer necessary.” A
Senate staffer said that Tauzin and McCain’s
aides had been consulting on the FCC matter.

Within the FCC, many staffers, and at
least a couple of commissioners, say that
broadcast lobbyists are misinterpreting the law
and misleading Congress on what the FCC is
doing. An aide to one of the Democratic com-
missioners noted that the language in the Tele-
com Act, which McCain cited in one angry
letter, only prohibits the FCC from changing
grandfathering of LMAs that are “in compli-
ance with the regulations of the commission.”

“We are reviewing these rules specifically
because there is evidence to indicate that some
of the LMAs are violating the rules,” said an
aide to one of the commissioners. LM As are
being abused, the aide added, allowing some
station groups to create de facto duopolies.
“It’s easy to talk about how LMAs have
helped faltering stations, helped the UPN and
WB networks,” the aide said. “No one talks
about how they have been inappropriately
used to build up massive market control by
entities such as Sinclair [Broadcasting].”

As for duopolies and potential changes in
one-to-a-market rules, the aide pointed out:
“We are not proposing to undo Congress’
will. But we have a right and duty to look at
market control.” The aide added, “If, let’s
say, we propose changes in market configura-
tions to accurately reflect the current demo-
graphics of, say, a major market, that could
affect the distribution of radio and TV sta-
tions there, and existing duopolies. But that’s
what the law is, and that’s what we’re sup-
posed to look at.” ]
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People Plans TV Specials

25th anniversary issue will spin off onto NBC and CNN

MAGAZINES / By Lisa Granatstein

eople is gearing up for its 25th
anniversary in March, with a multi-
media extravaganza in the works.
Along with a double commemora-
tive issue set to hit stands March 5,
the Time Inc. weekly will kick off its
celebration with a two-hour Dateline NBC spe-
cial on March 1, followed by a celebrity profile
series on CNN beginning in late March (Medi-
aweek, Aug. 10, 1998).

“When you sit down and
look at the breadth of the
magazine, the material is so
rich,” said Nora McAniff,
People president. “Partnering
with Dateline allows us to pro-
vide a broad overview of the
major events and human in-
terest stories of the past 25
years; and the CNN series will
offer a singular focus on the
in-depth celebrity profiles
People is known for.”

The cornerstone of these
TV specials will be People’s
double issue, which will stay on stands for two
weeks. “I like anniversaries to have a retro-
spective feel, but I also like to break news,”
said Carol Wallace, People managing editor.
“We’ll be combining those two aspects, look-
ing at events and personalities of the last 25
years, but we’ll also be taking things forward
to break some news too—about how people’s
lives have changed.” Along with the nostalgia,
the magazine will also feature the 25 most
provocative people.

And that’s where the CNN special comes

ESPN Hoop Getting Higher Ratings

TV SPORTS / By Michael Freeman and John Consoli

cable networks in luring some additional

hoops viewers to their college basketball
telecasts. However, the increased ratings have
not yet translated info a commensurate de-
mand for ad inventory. Cable and broadcast
sales execs believe the ad benefits to college
telecasts will not be seen until it's clear the
NBA season will be cancelled. College basket-
ball ratings are up 12 percent year-to-date on

The NBA lockout has been of benefit to the

ESPN, from a 1.1 to 1.2, according to Nielsen
Media Rescarch, while ESPN2 has increased its
ratings 37 percent, to a 0.6. An ESPN ad rep
acknowledged that the sales department “has
not seen a dramatic incremental increase in rev-
enue because of the NBA strike.” Fox Sports
Net, for which ratings were not available at press
time, also has not yet seen a clamoring of new
advertisers into its college basketball telecasts.
“Many advertisers are still keeping their plans

Going video: People
publisher Nora McAniff

in. A People production unit is in the midst of
assembling People Profiles, a biography-type
series, using its in-house production unit. Ten
one-hour weekly specials will air on CNN,
beginning March 23. The celebrities will be
plucked from the anniversary issue’s most-
provocative list. While two shows are already
in the can, People execs are keeping a tight lid
| on which celebs have or will be profiled.

Though the series will air during a News-

Stand timeslot, “there is a
finite number of shows,” said
Alvaro Saralegui, a People vp
who oversees TV develop-
ment. “This is going to be a
special presentation of News-
Stand.” Currently, only For-
» tune, Time and Entertainment
8 Weekly have regularly sched-
£ uled shows running on News-
Stand, a Time Inc./CNN part-
& nership. People execs said they
will evaluate the series at the
end of its run.

The double anniversary
issue will carry an increased rate base of 4.6
million, up from the magazine’s guaranteed
circ of 3.25 million. The rate for a full-page
color ad is $174,000. Advertisers can also nego-
tiate packages with the CNN special series and
a “bookzine” of People covers due in May.

People’s paid circ increased by 6 percent to
3.7 million for the year’s first half over the
same period last year, according to the Audit
Bureau of Circulations; ad pages grew by 1.3
percent to 3,901 through Dec.14, according to
the Mediaweek Magazine Monitor. ]

close to the vest,” said a Fox sales exec. “If we get
through December without a hint of a [NBA] set-
tlement in sight, things will probably break loose
and we'll see traditional NBA advertisers using
those dollars on college broadcasts.” Basketball
telecasts on CBS and ABC begin in January.
Ray Warren, president of Raycom Sports, which
produces 12 national and 30 regional games for
ABC, said: “We have a loyal base of advertisers
and most of those are renewed, but I think some
of the traditional NBA advertisers are sitting
tight and waiting to see what happens.” CBS has
sold more than 70 percent of ad time for its col-
lege telecasts, which begin next month.
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strong male and female composition in
adult demos, but it has yet to reach the
heights of Seinfeld and Home Improve-
ment at the time of their [syndication]
sales launches,” said a New York-based
station rep, who requested anonymity.
The rep added that Raymond could fetch
$3 million per episode nationally, but
“may find it a challenge hitting the $4 mil-
lion—plus neighborhood of Seinfeld and
The Cosby Show.”

Tribune Broadcasting Co.’s 19 WB
affiliates and the 23-station Fox O&O
group are expected to have strong interest
in Raymond. A representative for Eyemark
said the company will be looking for up to
four-year initial deals (with automatic ex-
tensions for each season that CBS renews
the sitcom) on a cash-plus-barter basis.
Eyemark will retain 1.5 minutes of nation-
al ad time, while stations will hold 5.5
minutes of local time. —Michael Freeman

NBC Ups Stake in Access,
Seeks New Distrib Partner

After more than a year of negotiations,
NBC Television Stations group last week
reached agreement to assume a majority
stake in its syndicated Access Hollywood
newsmagazine from distributor Twentieth
Television. Terms were not disclosed;
Twentieth will retain an unspecified
minority interest in the 3-year-old strip.

While the half-hour entertainment
magazine has exhibited moderate ratings
growth for the NBC-owned stations,
Hollywood talent agency sources said
Twentieth had sought to reduce its posi-
tion because of the show’s flat national
ratings and ad revenue. In the week end-
ed Nov. 16, AH posted a 2.1 rating, flat
with last year, according to Nielsen
Media Research.

NBC is hoping to add stations to the
AH roster. Steve Cagle, NBC Television
Stations vp of programming and creative
development, said the O&O group will
not create an in-house syndication unit
and is talking to “several interested” third
parties to take over AH station and nation-
al barter ad sales from Twentieth begin-
ning next fall. Last month, Cagle noted,
NBC Studios sold distribution rights to
Profiler to Carsey-Werner, “so we’re
clearly looking for partners with outside
expertise.” —MF (continued on page 8)
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Disney Posts

LMA on WQEW trades growing nostalgia category for kids outlet |

RADIO / By Katy Bachman

hen ABC Radio Networks puts

the mouse cars on WOEW-

AM in New York on Dec. 27,

the station’s audience will shift ‘

dramatically, from 65-plus to

under 12. The eight-year local

marketing agreement, with an option to buy,

gives Radio Disney a New York outlet for its

network of 38 stations in 36 markets, bumping

the net’s coverage to 43 percent of the country.

For the New York Times Co., the deal, |
worth an estimated $40 million, may be a way

to make money on a nostalgia-formatted sta- \

|

tion that pulled only $3.7 million in revenue
last year, a mere drop in the $531.5 million
New York radio ad market.

Ironically, by leasing the station to ABC,
the Times Co. is abandoning a format that is
enjoying a resurgence of sorts, mostly due to
the popularity of swing. Today, with 561 sta-
tions airing nostalgia, up from 332 in 1989, it’s |
the sixth-most-programmed format, according
to M Street Journal. Nostalgia stations general- |
ly program early swing and jazz hits by artists |
such as Frank Sinatra and Tony Bennett. |

Radio Disney does face somewhat of a rat-
ings problem with its growing kids’ radio 1
portfolio. For one, Arbitron does not measure
the under-12 set. In addition, Radio Disney ‘
stations, cxcept in Los Angeles and now New |
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York, tend to be secondary AMs with weaker
market coverage. As a result, many Disney
stations show fractional ratings or don’t draw
enough audience to register.

For radio media buyers, purchasing time
on Radio Disney often comes down to a leap
of faith. “I couldn’t get a [cost-per-point],”
said Laura Kroll, vp of network negotiations
at SFM Media, who has bought RD for
Encore, the cable channel. “It’s a qualitative
buy. You either believe in it or you don’t.”

Other RD advertisers such as Blockbuster,
Levi’s and General Motors have also made the
leap. Scott McCarthy, vp of RD, says more
will come on board as Disney adds affiliates,
which it hopes to do at the rate of two stations
a month, or 25 stations a year. “The Disney
brand name and research have almost been a
nonfactor in the acceptance of the advertising
community,” he said. “The level of commit-
ment will come as coverage increases.”

While children’s radio has been tried before
with little success, the difference is the Disney
brand and its deep pockets. ABC has been
aggressively putting its money where its ears
are, buying up stations in top 2() markets and
spending money on its own custom research
through Statistical Research Inc., which pro-
duces estimates on listenership among kids
under 12 and mothers with kids under 12. Wl

Westwood Boss Rolls Up Sleeves

RADIO / By Katy Bachman

oel Hollander has his work cut out for
him. The new president/CEO of West-
wood One is taking control of a com-
pany that has its share of problems.
Suffering low ratings in RADAR
reports, it has rejiggered its line
nets twice in two years. While
most radio stocks are riding high,
Westwood is hovering more than
$10 below its 52-week high.
Most of all, Westwood has
lacked leadership. “The compa-
ny hasn't had a full-time leader,”
Hollander admitted last week. “We have so
many cultures coming together—Shadow
Traffic, CNN, Mutual—that when you don't
have a full-time leader to direct the day-to-

CEO Hollander

day, it shows.” The competition has been
moving fast to capitalize. Newer nets—Chan-
cellor's AMFM Radio Networks and Premiere
Radio Networks—are working to gain adver-
tisers and station affiliates, while Westwood
is said to have lost up to 350 affils.

Hollander is known for building
sports outlet WFAN-AM in New
York into the U.S.” top-billing station.

Westwood last week intro-
duced a new show, On the Air
with John Tesh, a three-hour,
weekly adult-contemporary count-
down. Westwood also said it will
partner with cable network E! Entertainment
Television to create and distribute 60-second
vignettes using the “style” brand name, after
E!'s spinoff channel.




PEOPLE’s
25th Birthday

Special Issue

Ad close: December 14
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It’s who we are

(and who we’ve been for 25 years)

For further information, please contact your
PEOPLE representative, or Publisher Peter Bauer at 212-522-2028
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EW to Raise Rate Base
To 1.425 Million in January

Entertainment Weekly in January will
boost its circulation rate base by 75,(X), to
1.425 million. The Time Inc. title has had
a solid year in circulation: EW’s single-
copy sales soared 16.3 percent in the first
half of *98 to 116,503, according to the
Audit Bureau of Circulations. Total paid
circ grew 10.1 percent, to 1.43 million.

“We’re basking in the general glow of a
great year in entertainment,” noted John
Squires, EW president. “Look at what
Titanic and the Oscars have done for
movies. The music industry seems to be
back on its feet. And cable is booming.”

After losing a “considerable number”
of ad pages this year as a result of Chrys-
ler’s decision not to advertise its small cars,
Squires said, the book rebounded with a
strong fourth quarter. The title also got a
lift from the June launch of EW Internet,
a special edit section in the magazine that
was delivered five times to 400,00 Net-
user subscribers. The last three issues fea-
turing EW Internet each ran 20 additional
ad pages. EW Internet is set to run 11
times in '99. —Lisa Granatstein

Belo Flips 2 LMA Stations
From UPN to the WB

Facing the potential elimination of local
marketing agreements by the FCC, A.H.
Belo Corp. last week made a deal to flip
two UPN affiliates the company manages
under LMAs to the WB. When their con-
tracts with UPN expire in 2001, KFVE-
TV in Honolulu and KSKN-TV in
Spokane, Wash., will adopt primary WB
affiliations. In the meantime, both outlets
will run WB programming out of pattern
as secondary affiliates.

Jim Moroney, executive vp of Belo,
said the uncertain status of LMAs was a
prime motivator for the move. Carrying a
dual affiliation on the two stations for the
next three years will make the outlets
more attractive for a potential sale,
Moroney said, if the FCC decides to do
away with LMAs.

“This is just a seesaw game of stations,
back and forth,” said a UPN rep, noting
that the net recently has picked up new
affils in Columbus, Ohio; Providence, R.L,;
and Greenville, S.C. —Megan Larson
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Digital, D.C. Darken Future

Ops and programmers fear reregulation and must-carry most

CABLE TV / By Jim Cooper

ust when the cable industry appears to
have a solidly profitable future in
bundling enhanced cable service with
Internet access and telephony, along
come renewed threats from Washing-
ton and elsewhere. So it happened at last week’s
Western Cable Show conference in Anaheim,
Calif., as attendees buzzed with

try hardest financially. United over the issue,
attendees at the convention wore neon-yellow
buttons emblazoned with: “Digital Must-Car-
ry: Unfair, Unconstitutional, UnAmerican.”
The regulatory concerns come just as cable
is evolving from a programming-only busi-
ness. “You’ve got a real focus on the conver-

gence of the Internet and TV, and

confidence and fretted over the |WWESTERIN/| people here are really trying to
possibility of reregulation. CABLE figure out how to enhance viewer-
Three key issues placed cabie’s SHOW ship with content from other

cake out in the rain: Digital must-

carry; the possible extension of rate regula- |

tion; and America Online’s petition to the
Federal Communications Commission to
force cable operators—mainly the proposed
AT&T/Tele-Communications Inc. combina-
tion—to grant it access to cable high-speed
data services to the home.

The TCI/AOL tussle set off the conven-
tion’s biggest fireworks. AOL wants TCI to
separate its video and high-speed Internet
business to cnsure that
TCI doesn’t play gate-
keeper (as others have
asserted TCI used to do
as a cable operator). TCI
president Leo Hindery
used the conference to
reiterate his claim that if
the FCC or Congress
forces his company to
carry AOL, the $48 bil-
lion proposed merger
between AT&T and TCI
would “not progress.”

But an older issue re-
surfaced: the debate over
programming costs. As
cable hopes for the end of
rate reregulation in March, operators plan to
take a tougher stance with networks. “This is
the biggest issue facing operators,” said Matt
Bond, executive vp of programming at TCI,
speaking on a joint operator/programmer

panel session. Bond said operators will start |

dropping underperforming networks with
ever-increasing license fees.

“I absolutely believe we’ll have to move
stuff,” said Lynn Buening, vp of programming
for Falcon Cable.

Looming digital must-carry regulation
that would force cable operators to make
space for broadcaster’s digital spinoffs by
bumping cable networks could hit the indus-

Gatekeeper or good guy?
TCI president Leo Hindery

sources,” said Andy Heller, exec-
utive vp of Turner Network Sales, surveying
the convention floor.

Attendees’ opinions were split on the digi-
tal age’s effect on cable. To date, there are only
about 1.5 million paying digital customers in
the U.S,, mostly via TCI, Time Warner and
Cox Communications. TCI says that number
will likely swell to between 4 million—5 million
‘ by 2000. Multi-network programmers such as

Discovery, MTV Networks and Rainbow
have all crafted digital ser-
vices before the market
has  matured, forging
ahead though the short-
term prospects for serious
revenue are dim. “You
have to look at this as a 10-
year business, and we’re
right at the beginning,”
said Kate McEnroe, presi-
dent of American Movie

é Classics.

§ On the other hand,
5 companies such as Turner
g Broadcasting and USA

Networks believe their time
is better spent improving
their core businesses and
waiting for a digital market to develop. “Just
because you're first to the market doesn’t
mean you’ll be the best,” said Douglas Hol-
loway, executive vp of network distribution for
USA Networks.

The pros and cons of digital may end up
somewhat academic if the regulation hammer
falls again in Washington, which was a palpa-
| ble concern throughout the convention.

Speaking at the opening general session, Gor-
don Crawford, senior vp of media investor
Capital Management Group, listed the five
biggest threats to the cable industry as “Wash-
ington, Washington, Washington, Washington
and Washington.” |
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Music Isn't Everything...

...in MTV programming chief Graden’s development slate for "99

CABLE TV / By Jim Cooper

Imost a year after moving strongly
back toward its music-video roots,
MTYV now appears to be returning to
a broader programming palette. Of
the 25 programs MTV has in devel-
opment for 1999, 15 are either

Green Show, a comic sketch show; All the
Young Dudes, a sci-fi take on what would
happen if everyone over 30 vanished; Walker
Family Album, a twisted family show; Jack-
pot, the first-ever animated musical variety
show; and Iggy Vile, M.D., who's a punk, a
rocker and a doctor.

scripted series, game shows or ani-

mated projects. But Brian Graden, WESTERN “We wanted to find insane
executive vp of programming, CABLE new voices and put them on TV,”
plans to keep music-related shows SHOW said Graden. “This is a continua-

a major ingredient in the mix.

Under Graden’s programming watch, |

MTYV has enjoyed moderate ratings growth
in 1998. The Viacom-owned network saw its
household rating rise each quarter this year,
with prime time at 0.7 Nielsen
rating and total day hovering
at ().5, as of November.

“The ratings are solid, so it
seems their change in direc-
tion earlier this year seems to
be working. If there is more of
it on the way, that’s positive,”
said one media buyer who had
yet to see the details of the
network’s new slate.

Graden is increasing his fo-

tion of our foundation stuff.”
Music-related shows make up the balance
of Graden’s program docket for 1999. They
will come out of the newly created Music
Development group, led by Lois Curren,
senior vp, music development
for MTV. The unit will start
pumping out the shows as
early as January. Eight shows
are already in development,
including: Hip Hop Nation, a
daily half-hour rap-based
show; Focus, a inside look at
life on the road for bands;
Head Tiip, which reveals the
thoughts and feelings of
music artists; Dance Planet, a

cus on scripted series, both
comedy and drama, that will
round out MTV’s nightly 10
Spot programming block. Graden said he and
John Miller, senior vp of development, decid-
ed to push the creative envelope with the new
development slate, a luxury that Graden
couldn’t afford when he was brought in last
January to turn the network around.

The 15 new shows, which are scheduled to
hit MTV in late spring, include: The Tom

Celebrity Death Match:
Ready for more rumbles

look at the hottest dance
clubs in the world; Web Riot,
a music-based game show;
and Tickets, a chronicle of fans’ concert-
going experiences.

Graden also plans to renew many of this
year’s original shows, including Celebrity
Death Match and BIOrhythm, both of which
consistently deliver household ratings north
of a 1.0. Also being renewed are Loveline
and Fanatic. ]

The Broader Scope of Law

Court TV’s new slate expands beyond legal-themed programming

CABLE TV / By Jim Cooper

n an effort to recast itself as a more broad-

based network, Court TV is developing

several new prime-time shows that cover

the legal niche from both news and enter-
tainment angles.

Henry Schleiff, Court TV president/CEQ, is

dividing up the network’s schedule to run live tri-

al coverage during the day and the network’s
newest programming at night. In a departure for
Court TV, the nighttime shows will focus on
crime and punishment themes, rather than
straight-up law. “That’s a genre that nobody else
owns, and nobody looks at today’s issues through
the prism of the law the way that Court TV
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does,” said Schleiff.

Anchored at 7 and 9 p.m. by recently ac-
quired reruns of hour-long NBC drama Homi-
cide, the originals will premiere Jan. 1. At 6:30,
Court TV will introduce Pros & Cons, a half-

December 7, 1998 MEDIAWEEK

“Homicide is a great show, but the network
was supposed to be about covering the courts
on TV, and this might alienate some people,”
said Kristian Magel, vp of national broadcast
for DeWitt Media.

hour, personality-driven legal news-

Schleiff declined to discuss how

mag covering the day’s top law- |WESTERN/| much the net is spending on pro-
related stories. At 8, after the first CABLE gramming, saying only that both
hour of Homicide, Court will debut SHOW the programming and marketing

Snap Judgement, a half-hour look
at the nation’s lower-court system. It will be
hosted by Lionel, the popular WABC radio
commentator. The 8:30 slot will have the short-
ened Johnnie Cochran Live. ;

At 10, Court will run a
onc-hour  block, Crime
Stories, featuring shows such
as Trial Stories, Greatest
Trials, Where Are They Now?
and Prison Diaries. Excluding

n -

budgets have gone from virtually
zero to millions since Court’s ownership stale-
mate was resolved earlier this year (with Time
Warner and Tele-Communications Inc. buying
out NBC’s stake in the 35
million-subscriber channel).
Court’s new programming
plans come shortly after Me-
diaOne, a top-five cable oper-
ator reaching 5 million sub-
scribers, dropped the network

Pros & Cons, the new sched-
ule repeats starting at 11
p.m., meaning four runs of
Homicide nightly. Klieman co-host Court
Buyers said having Homi- TV's new Pros & Cons.
| cide will bring much-needed viewership to the
network, but that the new emphasis on broader
programming might sour some viewers.

from almost 1.5 million
homes in the Northeast and
several California systems.
“We do not have a vendetta
against Court TV,” said Judi
Allen, senior vp of video at MediaOne, who

COURT TV

Gregg Jarrett and Rikki

how viewers react to the net’s new content. W
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added that the MSO will be watching to see |

Roth’s Strategy
Remains Kin

Buyers want ‘King of the Hill’
to return to Sunday lineup;
Fox says show is staying put

NETWORK TV / By John Consoli
o the dismay of media buyers, Fox
plans to keep King of the Hill in its
Tuesday 8 p.m. slot this season,
reaffirming the strategy of recently
departed entertainment president
Peter Roth. Several TV media buy-
ers had expressed hopes that the show would
be moved back to Sundays at 8:30 p.m.
between The Simpsons and The X-Files,
where it averaged a 9.8/15 last season,
according to Nielsen Media Research num-
bers. On Tuesdays, the show has languished
at a 5.5 in households and a 4.1 in the 18-49
demo season-to-date, but Fox is sticking with
its plan to use the show as an eventual
anchor for developing series programming
on that night.

Roth’s long-term plan was to move King
to Tuesday nights and wait for NBC’s Mad
About You and ABC’s Home Improvement
to go off the air (Mad About You because of
declining ratings and the high salaries of its
stars, and Home Improvement because Tim
Allen wants to pursue other opportunities).
That could very well happen at the end of
this season.

But NBC, as part of its post—November
sweeps schedule shuffling, last week
announced it will move Mad About You to
Mondays at 9 p.m. and shift the also-strug-
gling Third Rock From the Sun from Wed-
nesdays at 9 to Tuesdays at 8, replacing Mad
in the timeslot. Fox executives believe the
NBC changes could even bring some new
viewers to King of the Hill and is ready to
stay the course.

“There are a lot of itchy trigger fingers in
this business,” said Giles Lundberg, Fox vp
of research. “We are thinking three years
down the road about building shows and
growing nights. King of the Hill is a step in
that direction. The core audience has fol-
lowed the show from Sunday nights. It is the
first choice in the timeslot for men 18-34
and number two next to Home Improvement
in men 18-49.”

Fox is also pleased with That "70s Show,
which succeeded King on Sunday at 8:30. The
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Leslie Moonves, CBS Television presi-
dent, has ruled out Monday and Tuesday
nights for 60 Minutes 11, scheduled to pre-
miere the week of Jan. 10. In a confer-
ence call with reporters last week,
Moonves said he does not want to disrupt
the network’s successful Monday sched-
ule, including 10 p.m.’s L.A. Doctors,
which has enjoyed a ratings boost since
Becker became its new lead-in several
weeks ago. Moonves also said he has no
plans to move or scrap the Tuesday 9 p.m.
movie to make way for 60 II. The most
likely home for the spinoff will be 9 p.m.
Wednesdays, where it would compete
against the younger-skewing Party of Five
on Fox, Charmed (WB), Star Trek: Voyager
(UPN) and The Drew Carey Show (ABC).
Of 60 II, Moonves claimed that “advertis-
ers are already jumping on board, no mat-
ter where we decide to put it.”

All the broadcast networks except
CBS have seen the median age of their
viewers increase over the first nine weeks
of this season, according to Nielsen Media
Research numbers compiled by TN Med-
ia. CBS is down slightly—from 52.6 years
t0 52.2. UPN is up the most, rising from
31.7 to 36.7; Fox is up from 32.8 to 34.2;
NBC is up from 40.3 to 42.7; and ABC is
up from 40.8 to 41.8. Even youngest-
skewing WB is up, from 24.3 to 26.7. The
shows with the youngest median audience
are UPN’s Clueless and WB’s Dawson’s
Creek, both at 21.0. Oldest-skewing: CBS’
Diagnosis Murder, at 57.1. —John Consoli

show has steadily improved its
household rating to a 6.8 and is
getting an average 6.1 in adults
18-49. It also draws a sizable
male 18-49 audience and re-
cently rctained 92 percent of its
Simpsons lead-in, its highest
this season.

Come midseason and after,
King and The Simpsons will be

joined by three other animated

Tuesday ain’t right.

projects, The PJs, The Family
Guy and Futurama. Media
buyers say they think one
would fit well as a companion
to King on Tuesday at 8:30,
while the other could fit in as a
7:30 lead-in to Simpsons on
Sunday. Lundberg said those
timeslots are being considered,
~ 12 but he added that no decision
has been made yet. |

American Programs Failing

Telemundo Anglo shows lose viewers; execs call it a work in progress

HISPANIC TV / By Michael Freeman

ttempts to boost the viewership of

struggling Spanish-language Tele-

mundo network with reconstituted,

Americanized prime-time series

concepts appear to have failed.

During the November sweeps in
all the major Hispanic markets, dominant
rival Univision continued to pad the consid-
erable ratings lead it has long held over
Sony-owned Telemundo.

Across the major Hispanic markets, the
same story played out. In Los Angeles, home
to the U.S.” largest Hispanic population (repre-
senting 1.3 million TV households), Telemun-
do’s KVEATYV had a 4 percent drop in its
expanded 7-11 p.m. prime time to a 4.9, while
Univision-owned KMEX-TV grew 22 percent
to a 31.6. The biggest drag on KVEA's ratings
came from the American program concepts
and movies, most of which come from Colum-

bia TriStar’s series library, also owned by Sony.
Una Familia con Angel (Who's the Boss?) post-
ed a 3.1 rating, a 39 percent drop from last
year. Game show incarnations Los Recien
Cuasados (The Newlywed Game) and Buscando
Pareja (The Dating Game), which run in a
block, averaged a 4.5 rating, down 13 percent
from year-ago averages.

“Now that Telemundo has gone to a prime-
time checkerboard [abandoning the stripping
of novelas], it is very difficult to change the
viewing habits of Hispanics overnight in any
market,” said a Miami-based Hispanic media
buyer, who requested anonymity. “Hispanics
want to maintain cultural ties, and Latin
American-produced novelas and other series
on Univision are still a much stronger draw.”

Peter Tortorici, Telemundo’s president,
stressed that the network is a “work in pro-
gress,” having launched some of the new

Myth #3 It never ever rains in sunny Southern Calif'ornia. Rigl'xt?

Two words. EL Nifio. The truth about Southern California
is always a bit different. It is, in fact, one of the most
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No one knows how to reach the Southern California
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it for 90 years. So in January ‘99, we're celebrating our
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series in November with more to come in Jan-
uary (such as Angeles, a new Spanish-language
version of Charlie’s Angels). Tortorici also
bristled at the notion that Telemundo cannot
attract viewers with Anglo-
American programming con-
cepts. “I would defy anyone to
look at the series projects of
any of the [U.S.-based] net-
works and say they are not
derivative of some program-
ming from the past or on the
air right now,” said Tortorici,
a former CBS programming chief. “These are
programs with common themes and morals
that cut across all cultures.”

However, Spanish-dubbed reruns of Chico
and the Man on Telemundo’s WNJU-TV in

WASHINGTON / By Alicia Mundy

hile stock analysts are trying to
decide whether Charlic Ergen
of EchoStar or Rupert Mur-
doch of News Corp. came out
on top in their new satellite TV
deal, the real winner is the an-
titrust division of the Department of Justice. Joel
Klein, assistant attorney general, got just what he
wanted from last week’s agreement giving Ec-
hoStar the DBS assets of News Corp. and MCI.

Klein last May sued to block an original
merger plan that would have shifted the News
Corp./MClI satellite properties to PrimeStar, the
DBS concern controlled by major cable operators
Tele-Communications Inc., Comcast, Cox, Med-
iaOne and Time Warner. Klein’s action sought to
block cable-controlled PrimeStar from acquiring
the only remaining U.S. satellite slot, noting that
DBS is the only clear competitor to cable.

The lawsuit pointed out, however, that use of
the slot “by either....DirecTV or EchoStar would
also result in increased competition....DirecTV
and EchoStar would have every incentive to use
the additional capacity to attract as many addi-
tional subscribers as possible.” And in subse-
quent public remarks, Klein hinted broadly that
an EchoStar takeover of the News Corp./MCI
slot would be in the best interest of consumers.

“Joel Klein is definitely the big winner,” a
Washington lobbyist for one of the Big Three
broadcast networks said last week. “He said what
he wanted [to happen], and then he pushed Mur-
doch into it.”

The purchase is a big plus for Echostar CEO

“Latin American—
produced novelas on
Univision are still a

much stronger draw.”

DOJ Big Winner in DBS Deal

Antitrust chief had supported EchoStar getting News Corp./MCI

http://www.mediaweek.cons

New York averaged a 2.4/4, dropping the time
period by 51 percent. The rest of WNJU’s
lineup was down 13 percent. Sign-on to sign-
off (6 a.m-3 a.m., Monday-Sunday), Univi-
sion’s WXTV-TV jumped 24
percent to a 13.2/28, com-
pared to a 9 percent decline to
a3.4/7 for WNIJU.

Losses for Telemundo were
even more significant else-
where. In Miami, Univision-
owned WLTV-TV (a 36.4/55
in prime time) shot up 28 per-
cent while Telemundo’s WSCV-TV (a 4.5/7 in
prime) dropped 26 percent. In San Antonio,
Univision’s KWEX-TV (a 20.9/30 in prime)
was up 30 percent while Telemundo’s KVDA-
TV (a 2.0/3) lost 31 percent. ®

Ergen, said Mickey Alpert, a DBS analyst.
“Charlie outdid Murdoch here, and EchoStar’s
now in a position to overtake DirecTV.” Ergen
was in Washington last week to brief FCC
staffers and members of Congress on the deal.

The deal is likely to impact an upcoming de-
bate in Congress on cable and DBS. An FCC
staffer noted that with the News Corp./MCI as-
sets, EchoStar “may soon have enough capacity
to provide local-into-local coverage,” potentially
eliminating the acrimonious debate over must-
carry that has permeated Congress’ attempts to
allow DBS to transmit local TV signals.

EchoStar’s added bandwidth should also give
the service a leg up over competitors in trans-
mitting HDTV signals.

Most important, a reenergized EchoStar
should boost DBS’ overall competitive position
vs. cable—which is why cable lobbyists last week
were calling the deal “the Return of DeathStar.”

And what of PrimeStar, the big loser in last
week’s deal? Alpert said that Ergen may seek to
buy PrimeStar’s subscribers as his final coup in
making EchoStar a major player. DirecTV is
probably not in a position to acquire the Prime
Star subs right now, Alpert said, because of the
company’s problems with USSB, the National
Rural Telephone Commission and its suppliers.

The FCC doesn’t expect DirecTV or cable to
take the deal sitting down. There is a pending
action at the agency to block any DBS company
from operating more than one slot. Bob Mar-
socel, a DirecTV rep, said the company has not
decided whether it will challenge the deal. B |
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TV STATIONS -

PORTLAND, ORE./RADIO

¢IT’S BEEN A GOOD YEAR FOR RADIO STATIONS
in Portland, Ore. The market’s 22 outlets saw
their share of the local ad pie grow from 20.5 :
percent in January to 27.6 percent in July, the
last month for which figures are available. And
Portland radio operators made solid gains in
market share in *98 in their battle against New-
house Newspapers’ local daily, The Oregonian.
Two years ago, The Oregonian essentially
declared war on radio stations, launching a :
campaign for advertisers’ dollars that touted
the paper’s superior reach. The daily’s anti-
radio pitch to local agencies prompted station
execs to mount an aggressive marketing effort
of their own, led by Monica Cory, executive
director of the Portland Area Radio Council.
“Radio is trying to get its fair share of the
ad dollars,” said Stan Mak, general manager
for CBS Radio’s KUPL-AM/FM and KKJZ-
FM in Portland. “It’s out of proportion with
the amount of time people spend with radio.
There’s something wrong with that equation.” :
PARC’s push to advertisers has included
premiums, direct mail, on-air spots, presenta-
tions and seminars. Instead of fighting with
each other for market share, radio broadcast-
ers have banded together through PARC.
Portland advertisers are taking notice. Dur-
ing the first half of this year, 20 of the market’s :
25 biggest radio advertisers boost-

solutely seen an effect on the bottom line”

* from the efforts of PARC and broadcasters.

While radio’s numbers are up, The Oregon-

: ian still has a solid hold on second place to Port-
i land’s TV stations in share of revenue (see '
. chart). Through July, The Oregonian rang up :
: $81.1 million in advertising, outpacing radio’s
: $58.8 million, according to the Market X-Ray '
¢ report. Oregonian execs declined comment.

Job recruitment, once solely the province of

NEWSPAPERS*RADIO STATIONS:OUTDOOR

i newspapers, is being heavily pitched by Port-

Stations 'Press’ for Newspaper Dollars

land radio operators. Mak said that his three-
station cluster has been “quite active” in pur-
suing recruitment spots. “Newspaper ads draw

i more applicants, but the quality of the appli-
; cants is less desirable,” he said. “Those out of
: work go through the newspaper, but those that
: are gainfully employed are listening to radio.”

Radio’s newfound marketing savvy is pay-
ing off so far. “The medium has just gotten

© smarter,” said buyer Walther. —Katy Bachman

BIRMINGHAM, ALA./TV STATIONS

i While the Oregonian continues to be the :
. primary ad buy for area retailers, radio is tun- :
© ing in more retailer dollars. “Radio is becom-
¢ ing more of a primary medium, even for retail- : y 1 n
er%,” said Katie Wa};ther, media director at D“hha D“ty fﬂl’ WB Affll
i Moffatt/Rosenthal and Pointe Media. Walther, :
who buys for several local retailers, noted
. radio’s ability to air messages close to the time !
¢ of purchase. In Portland, where the average
. commute has lengthened from 22 minutes to :
: almost 40 in the past few years, radio’s mobili- :
. tyis a plus, Walther said.

Teenage Twins Doing

: * WTTOTV IN BIRMINGHAM, ALA., IS TURN-
: ing a pair of local teenagers into the region’s

hottest sister act. The Sinclair Broadcasting—

¢ owned W affiliate has dispatched its “Dubba

Dubba Twins,” 17-year-olds Jennifer and Shel-
ley Freeman, to shopping malls far and wide to

 attract more viewers among the station’s target
Voetmann says his mattress client Sleep :
© Country USA switched from print to radio
: when its owner, during a boat ride with other
business execs, discovered that no one had
- heard of the brand. “The client was spending '
{ $2 million in the newspaper, and no one had
¢ ever heard of [Sleep Country],” Voetman said.

demo groups, adults 18-34 and 18-49.
After affiliating with the WB in February
1997, previously independent WTTO was in

dire need of a marketing push. The station does

not program news, so it has no on-air talent to
help promote its I.D. around town. Enter the

: Freeman twins, whom station general manager
¢ Steve Mann met through a neighbor.

“We needed immediate brand-

ed their spending, by an average of
23 percent, adding $2.5 million in-
cremental dollars to radio’s coffers.
Through October, total radio rev-
enue in Portland was up 17.8 per-

RADIO GROWS IN PORTLAND

1998 Advertising Revenue Trends (in millions)

ing results, and the twins matched
the WB demo perfectly,” Mann
said. “You can practically picture
them on Dawson’s Creek.”

v Radic Newspapers Radio% Newspapers % The high school seniors have
cent to $67.3 million, outpacing the been flying the WTTO flag on the
industry average of 11 percent. January $13.7 6.5 8§15 205%  36.3% air and off for a year. While the

“There is no market where the February 13.5 13 10.6 23.1 33.8 station continues to languish in
stations are as unified. It’s the most Mar_ch 14.1 8.1 128 228 35.9 fifth place in the market, it has
cohesive and the most jointly A 12.5 8.6 1.1 26.2 356 enjoyed share increases since the
strategized, cooperative market,” My 143 9.3 125 25.5 4.1 twins signed on. In July (the most
said Dan Voetman, owner of Port- e 14.1 9.5 113 21.2 324 recent sweeps month for which
land ad agency the Marketers. “In no i = s £ 314 demo ratings are available),
this day of consolidation, it’s ex- | TotalthroughJuy $97.4  $58.8  $81.1 24.8%  34.2% WTTO ranked 10th among all

tremely pleasant to work with.”
Laurie Dickinson, general sales

manager for Entercom Broadcast-

ing’s KKSN-FM, said she has “ab-

Sources: Portland Area Radio Council analysis, based on data from Market X-Ray.
Radio data compiled by Miller, Kaplan, Arase; newspaper and TV data compiled by
Competitive Media Reporting (newspaper data does not include classified ad revenue).

WB affils in prime time among
adults 18-49, according to Nielsen
Media Research. WTTQ’s share
of male 18-34 viewers in prime

!




Investor’s Business Daily:
The #1 Publication For
Reaching Technology Purchasers

Intelliquest's 1998 independent research “Computer Influencers Media Study”
compares Investor’s Business Daily to The Wall Street Journal, Fortune, Forbes,
Business Week and Barron’s ... and rates IBD #1 in composition.

/ 1998 1998 \
INTELLIQUEST'S CATEGORIES ;ﬁ,ﬁ:ﬂf&gﬁ Corlr?g ;/;nk
Senior Level: Chairman/CEO/Owner/Partner,
Controller/Treasurer/CFO,VP/GM/Managing, 35.5 1
Director, CIO/VP of MIS, IS, IT
Management 63.5 2
Purchase Involvement: o 64.0 1
Part of Formal Responsibilities
Purchase Involvement: Primary Responsibility 39.9 1
Job Function: Involved in Networking o 2
LAN/WAN/Networking Management
Purchase Involvement:

- Computer Systems 90.3 1
- Desktop/Workstations 89.9 1
+ Mini/Midrange/Mainframe 24.6 1
- Computer Software 94.0 1
- Application Software 92.8 1
- Utilities/Software Development Tools 42.3 1
- Operating Systems 44.4 1
- Printers 87.2 1
» Other Peripherals 82.9 1
- Internet/Intranet Products/Services 53.9 1
Authorize Exp‘enditures:'Any Internet/Intranet 36.2 1
Products/Services
Plan to Buy Desktops/Workstations 59.9 1
Plan to Buy Notebooks 26.6 2
Plan to Buy Any Printers 61.1 2
Plan to Buy Any Color Inkjet Printers 379 1
Plan to Buy Peripherals 65.2 1
Plan to Buy Any Data Storage/Tape Products 27.8 1
Access Internet 20+ Times a Month Work/Home 71.5 2
Access Internet for E-Mail/Communications 87.0 1
KAccess Internet for Business/Financial Transactions| 45.7 1 )
Sourcks: 1. 1998 INTELLIQUEST COMPUTER INFLUENCERS MEDIA STUDY 2. SRDS

3. AUDIT BUREAU OF CIRCULATIONS (3/97) 4. READEX INC * (612) 439-1554

Why do computer advertisers in IBD
gain 2 to 3 times the brand recognition
and sales per dollar spent than they'd
get in The Wall Street Journal or any
other business publication?

4. A greater % of IBD readers are in top management
in both fast-growing, mid-size companies (<500
employees) and very large corporations (10,000+

employees).'

2. As its market share and circulation steadily grow,
IBD maintains its low CPMs, providing greater results
for advertisers. And the Journal? Since 1990 its cost
per thousand increased 50%? — even as its U.S.

circulation declined.?

3. IBD has little wasted readership. 30% of the Journals
circulation is bought by a third party or sold at discounts.?
IBD’s readers pay a premium price for a

premium product.

4. IBD’s unique editorial content and state-of-the-art
financial tables offer superior information for computer
pros and entrepreneurial managers. Features such as
“Leaders & Success,”“The New America” and “Computers
& Technology” can be found only in IBD.

5. IBD provides technology advertisers better

placement and less clutter.

6. IBD offers extended reach for advertisers. 85% of
IBD’s audience does not read The Wall Street Journal,
according to Readex Inc., June 1998.*

— IBD’s Unconditional Guarantee —

If you’re a corporate, brand-image advertiser, willing to measure your ad results based on equal space in
each publication, IBD guarantees you will receive at least 50% more inquiries with Investor’s Business Daily,
per dollar spent, than with The Wall Street Journal or any national business magazine.

IBD also guarantees a lower cost per order then cable or network TV.

Investor’s Business Daily

For PeEoprPLE WHO CHOOSE TO SUCCEED

To advertise, call (800) 882-8929




PAGE 20

http://www.mediaweek.com

LLocal Media

more than doubled from July 1997 to *98.

spots created by the station.
During the November sweeps, WTTO

advertiser Just for Feet, the
Freemans signed about 600
autographs—double  the
number scribbled by former
NFL star and Alabama
native Bart Starr in a similar
promo appearance last year.

Mike Perry, president of
ad agency Perry, Harper,
Perry in  Birmingham,
praised the Freemans’ pro-
mo power. WTTO’s “pro-
gramming has to hold the
viewer,” Perry said, “but
[the twins] are increasing
sampling. More people are
aware of the WB.” —Megan
Larson

OMAHA, NEB./TV STATIONS
Marketer Is Shaking Up
A Troubled Lee Outlet

* AFTER YEARS OF ERODING AUDIENCE SHARE,
CBS affiliate KMTV-TV in Omabha, Neb., is
battling back under new management. Chris
Leister, who took over in October as general

manager of the Lee Enterprises outlet, has :
hired a new news director and executive pro- :
ducer, stepped up promotion efforts and up- :
dated the appearance of a dated-looking news- :

cast with new graphics and set design.

“We haven’t kept up with the technology,”

Leister said of the station’s on-air look. “We

have a lot of freshening up to do.” Leister has :
hired a full-time graphic designer and plans to

repackage the look of all of KMTV’s pro-
gramming next year,

tion ratings race in Omaha. Extensive talent

ratings spot in the market, in 1986.

Local heroes: the Freeman
sisters’ promotional pull has
helped boost WTTO's ratings
among young viewers.

. petitive spirit is higher,” Leister said), the new
Seen periodically throughout the day, the |
“Dubba Dubba” sisters do quick plugs for WB | advertising community,

prime-time shows as well as 30-second image

boss is now trying to win over a skeptical local

“KMTYV needs a shot in the arm, an infu-

munications in Omaha.

a force in Omabha; the sta-
tion trails its two competitors

example: During the July

news earned a 7/14 share,
well behind the 11/21

cle Publishing’s NBC outlet.

For Leister, KMTYV is
his first gm assignment; pri-
or to coming to Omaha, he

keting for Davenport, lowa—

or operates 14 stations.
“Chris is in the unique

. position of having been in advertising and
- sales—he knows what it takes to gain more
* audience acceptance,” said Gary Schmeddling,
© president of broadcasting for Lee.

To help revive KMTV’s newscasts, Leister

an investigative team.
Leister also has boosted on-air promotion

ployee called the station to report that the

to address the problem.
“It helps the viewer get involved with news-

cast,” Leister said. And involving more viewers
Having boosted morale in-house (“the com-

is just what KMTV is after. —ML

WASHINGTON/RADIO
3 Urban Stations Play
Leapfrog in Ratings Race

- * THE HOUSE JUDICIARY COMMITTEE’S IM-
. peachment hearings are not the only campaign
- in Washington designed to topple a top dog.
- The capital’s three most popular radio stations
 are vying for listeners and ad dollars in one of
. the country’s tightest ratings battles.

 sion of something new,” said Claudia Martin,
| senior vp of media services at Redstone Com- '
stepped up the twins’ appearances on the local |
retail circuit. At one recent outing to WTTO

Over the past year, the trio of urban-music
FMs—WPGC, WHUR and WKYS—have

- swapped positions in the Arbitron ratings in a
Leister has a long way to go to make KMTV
1997, CBS Radio’s WPGC was No. 1; last fall,
. Radio One-owned WKYS captured the top
by a wide margin. One :
. ty’s WHUR became the ratings champ.
sweeps, KMTV’s 10 pm. |

heated game of musical chairs. In summer

berth. And then last winter, Howard Universi-

“It’s a unique situation, and the reason is

. the unique ethnic composition in Washing-
ton—it’s the most affluent, sophisticated Afri-
recorded by Hearst-Argyle— '
owned ABC affiliate KETV Anderton, vp of Duncan’s American Radio.
and the 14/27 posted by mar- :
ket leader WOWT, Chroni- | 25 percent of Washington’s radio audience, sta-
- tions targeting black listeners are trying to dif-
. ferentiate themselves. WHUR woos adult lis-
: teners with its mix of Motown and funk.
{ WPGC plays up its rep as the market’s heritage
served as director of mar- :

can American market in the country,” said J.T.

With African Americans making up about

station among younger listeners, while WKYS

. tries to be a hipper, street-smart alternative.
based Lee, which owns and/ !

WPGC and WKYS are the most head-on

© competitors among the three, as both outlets
. target the younger, movies-and-fast-food-
¢ focused audience of 18-to-34-year-olds. “Our
. challenge has been to create our own identity,”
: said Steve Hegwood, vp of programming at
- WKYS. “We've done a lot of promotions con-
¢ centrating on our imaging.”

© brought in Rich Lebenson, former news direc-
. tor for KGO-TV, the ABC O&O in San Fran- -
: cisco. In turn, Lebenson hired away exec pro-
© ducer Jeanne Roubidoux from crosstown rival
KETV. At KMTYV, the new news team has : The station has become a strong player in a.m.
boosted the number of stories reporters are
generating each week, and they have started up

WKYS is a relative newcomer to the top of

: the D.C. ratings heap. Before Baltimore-based
. Radio One acquired the station in 1994, it was
i a ratings laggard, unable to crack the top 10.

drive, led by host Russ Parr. Washington’s
morning powerhouses remain market veterans

© Tom Joyner of WHUR and Donny Simpson,
. who was lured away from WKYS several years
of “Now You’re Talking,” a newscast segment :
- that follows up on tips called in by viewers. :
Just last week, an Omaha Civic Center em- :

ago by a big-bucks contract with WPGC.
Parr’s rise and an aggressive community-
participation campaign have helped push

© WKYS to within a half-point of regaining the
© building’s emergency systems were being shut
off during events like rock concerts, whose :
KMTYV has long been third in a three-sta- | pyrotechnics might set off fire alarms. |
 KMTV’s report has led Civic Center officials
turnover, due in part to problems with unions,

has plagued the outlet since it last held the top |

top spot the station held last fall, according to
the fall Arbitrends estimates.

Buyers say WPGC’s long-term success has
made it the first choice for reaching young lis-

teners, but WKYS is coming on. “PGC has a
© nice complement of 25-to-34-year-olds,” noted
: Debbie Garman, media supervisor for Goldberg
¢ Marchesano Partners. —Mira Schwirtz [ |
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MOVERS

NETWORK TV

Missy Halperin, vp of talent
relations for Fox Broadcast-
ing Co. since 1995, has
been promoted to senior
vp of talent relations.

TV STATIONS

Judy Oshita Bayer, former
local sales manager for
ESPN Radio 1000 in Chica-
go, has been named man-
ager, business develop-
ment and marketing at
Chicago-based NBC 080
WMAQ-TV.

RADIO

Ken Benson, former MTV
vp in charge of music pro-
gramming, has been hired
by Chancellor Media Corp.
to improve ratings at all
Chancelior stations. His title
will be programming/oper-
ations specialist.

SYNDICATION

Susanna Nagin, a public
relations account executive
at Rogers & Cowan, has
been hired as manager of
media relations for New
York-based syndicator King
World Productions.

AGENCIES

Kurt Carstensen was pro-
moted to vp, associate
media director at Bates
USA, where he will handle
all of the Warner-Lambert
Adams brands. He was
media supervisor for the
Warner-Lambert account.

PRINT

Alison Matz has joined Us
as associate publisher,
responsible for directing ad
sales for the Wenner Media

title. Matz had been ad
director for Meredith
Corp.'s Country Home

Magazine and Country Gar-
dens, as well as its Country
Home special interest titles.

i

|
|
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T'he Media Elite

Edited by Anne Torpey-Kemph

Tasteful Marketing

adio maven David
Kantor is making waves
again. Since leaving

ABC Radio
Networks to form
Chancellor’s
AMFM Radio
Networks a year and
a half ago, the

Chancellor senior vp |

has launched two
RADAR networks,
lured countdown-
music king Casey
Kasem from
Westwood One,
and most recently

won the broadcast rights to the
Kentucky Derby after a 20-year

AMFM: Arousing
buyers’ appetites

run on ABC. Now he’s put
AMFM uahead of the network
radio curve again with an

aggressive market-
ing campaign that’s
highly unusual for
the industry.
Combining
advertising in
media publications
with direct mail
and premium gifts,
the campaign
flights work around
holiday themes. For
Halloween,
AMFM treated

recipients to a caldron full of
candy and masks depicting the

Ad and media industry execs packed the Hudson Theatre in New York recently for

an innovative ballet performance of Gershwin’s Pargy & Bess to benefit the John A.
Reisenbach Foundation. The event raised more than $25 million for the foundation,
named for the ad-industry executive killed in 1990 and devoted to community pro-
jects to keep Gotham's streets safe. {Front row, |. to r.) James Rosenfield, founda-
tion vice chair & principal, JHR & Associates; Sanford Reisenhach, exec vp of
Wamer Bros. and father of the foundation’s namesake; Cathy Frankel, Moses &
Singer & foundation director; Leopold Godowski and Marc Gershwin, Gershwin
nephews; Barhara Reisenbach, foundation director; and Joseph Ostrow, foundation
director and chair, Cable Advertising Bureau. (Back row, I. to r.) Alec Gerster, foun-
dation director & exec vp. Grey Advertising; Robert W.C. Lilley, foundation chair-
man; Lawrence R. Schatz, foundation vice chair and principal, Randolph Media
Group; Mike Weiden, Pearson All-American; Ed Meyer, Grey Advertising; George Kar-

alekas, principal, Karalekas & Co. and foundation director.

network’s major syndicated
stars—Kasem, Ru Paul and
Kevin Bacon. On Thanksgiving,
AMFM thanked its advertisers
by sending a pecan pie to each
one. And there are more sur-
prises in store.

Coordinating the vendors for
some of the premiums has been
a logistical challenge for Marty
Raab, AMFM vp of marketing
and promotion, and some
upcoming premiums will be
costly custom productions. But
it’s well worth it, says Kantor:
“The campaign has generated
goodwill, leads and awareness.”

The campaign is scheduled
to continue well into next year.
And, promises Kantor, the gifts
won’t all be so bad for buyers’
waistlines. —Katy Bachman

Jane Gets NOW Nod

ane, with its beauty, fashion
Jand guy features, might

scem an unlikely pick to be
honored by the National
Organization for Women. But
the NOW Legal Defense and
Education Fund last week
bestowed an Equal Opportunity
Award on Jane Pratt, founder of
the 18-34-targeted, brassy-atti-
tuded title,
for giving
women a
“forum to
explore.”
NOW specifi-
cally cited the
Fairchild mag
for opening
dialogue on
important issues such as vio-
lence to women.

Pratt says her brand of femi-
nism is unconventional: “I’d
rather get it across in ways that
women who might not call them-
selves feminist would still be
attracted to.” —Mira Schwirtz

Feminist Pratt
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Michael Bloomberg, CED, Bloomberg L.P. (far right),
received the prestigious Communication Award at the
recent Center for Communi-cation award luncheon,
held at the Plaza Hotel in New York. On hand for the
event were (I. to r.) Irina Posner, director, Center for
Communication; former honoree Roone Arledge; and
luncheon speaker Tom Brokaw

At New York's Idlewild club for the recent party for
David Bennahum, author and Wired magazine con-
tributing editor (c.), in celebration of his new book,

] Extra Life: Coming of Age in Cyberspace: Wired editor
in chief Katrina Heron and James Truman, editorial
director, Condé Nast
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\l Hachette Filipacchi's George magazine and clothier
Alfred Dunhill co-sponsored a recent party at the Dun-

} hill store in New York to fete the publ'cation of Mack-
erel by Midnight, a new work of fiction by former

| Massachusetts governor William Weld. From left: Len

‘ Lipson, vice president/associate media director, Grey
Advertising; Weld; and Steve McEvoy, publisher,
George.

http://www.mediaweek.com
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Ed Salamon, Westwood One pres-
ident of programming (left),
faced off against co-executive
vp director of sales Sam Ben-
rubi (right) over who'd get to
stand in the picture with Jemry
Springer when the talk-show
host stopped by Westwood's
New York office recently to plug
his new book, Ringmaster.

Sources: Details and Spin—MRI; AWN—international Demographics

An [alternative] SPIN
on the usual DETAILS.

We have more than twice as many
18-34 year-old readers than
Spin and Details combined.
Our CPM is at least 30% less

than either magazine.
Understand? Neither do we.

Meet our 20 million
incredibly hip, active
and loyal readers.
Your clients should
really get to know them.

Alternative Weekly Network

Representing over 100 Newsweeklies Including.-

One call. One order. One invoice.

800-727-7988

WWW.awn.org




Quick. What magazine's circulation has
grown from 100,000 to 600,000 in under
three years, delivers over 4 million
readers with a $61,767 median HHI, ranks
#1 in monthly magazine ad page growth
from '97 to ‘98, was voted an Adweek
“Hot Up and Comer,” and reaches twice
as many home and husiness technology
influencers as Wired?

Sources: Audit Bureau of Circulation, Fall 1998 MRI, IntelliQuest CIMS v5.0, Publishers Information Bureau, Circulation
Management Magazine.
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Jack Klues, Chairman of Starcom Media
Services, the media buying unit of Leo

As a cousin once said, on the occasion of my uncle’s Burnett, Chicago
funeral, “It’s times like these when one notes the passage of 10 Plannin

time.” This is one of those times. It seems like just a couple or so Virginia Rowe, Associate Media
years ago when I first met Jack Klues, who is Mediaweek’s 1998 ERSctcOM. DRy Bang FOR Yo
Media Director of the Year. He’d come to New York to help cel- 16 Research

Doug Alligood, Senior Vice President,

ebrate the naming of Jack Sullivan, his colleague at Leo Burnett, Special Markets Manager, BBDO, New York

as Mediaweek’s 1992 Media All-Star for Out-of-Home. As | 20 Nati 1TV /c bl

looked at the photos for this section, I saw that Jack had, well, Rinao g}?::?oni, Execﬂiveevp/m,ector of
let’s say mellowed a bit. A little grayer around the temples, National Broadcast, TeleVest, New York
maybe a tad better-fed. As his career has blossomed at Burnett, 24 Magazines

he also has grown as a leader, as is evidenced by the comments Bill Harmon, Media Supervisor, Starcom

Media Services/Leo Burnett, Chicago

of his staff and his
clients in the profile

32 Spot TV

. Maggie Ross, Executive VP,
that begins on page 4 Director/Local Broadcast, The Media

of this section. Jack o e i

is simply a stand-up 36 Radie
Laura Kroll, VP/Network Negotiations,
SFM Media Corp., New York

40 Newspaper

Carol Lawrence, Media Supervisor,

guy who knows the

media business as
well as anyone, though he’d never tell you that. Solid testimony

to that is also given in the photo of Jack and his family that Campbell-Ewald, Detroit
accompanies the profile. It was shot in the concession stand at 44 Qut-of-Home
the gym where his daughter plays basketball. Jack volunteers to Paulette Stout, Media Supervisor,

. Saatchi & Saatchi, New York
work in that stand every Saturday when he’s not travelling.

That’s Jack. Congratulations to him and to the other 1998 Media 48 New Media . :
Dave Coffey, Supervisor, New Media

All-Stars. They truly deserve the recognition. —W.E Gloede Technologies, PentaCom, Troy, Mich.
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Jack Klues

As the parent agency was losing
accounts, he was increasing media
billings. And keeping clients happy.

By Eric Schmuckler Photography by Black/Toby/SYGMA

L
The buying and selling sides of the media business are populated by fast ‘g)‘
talkers, number crunchers and, occasionally, deep thinkers. Jack Klues
is not primarily any of these, though he is capable of them all. Instead,
Starcom’s 44-year-old chairman considers himself a basketball coach. “I
look at [Chicago Bulls coach] Phil Jackson and I take a lot of notes on

how he’s been able to get great talent to work together—in a collective

fashion, for the success of the team,” Klues says.
“That’s something I work hard to foster, and I think it
sets us apart. We have one of the best collections of
media talent in the country, and maybe the world.”
There must be something to this, because his team
at Starcom, the media service agency owned by Leo
Burnett Co., has been on a winning streak as dazzling
as any of Jackson’s championship Bulls’. Over the last
15 months Starcom has slam-dunked a billion dollars
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in new billings, including huge assignments from Procter & Gamble,
Miller, Sara Lee and Diageo.

Klues admits to “a fair degree of embarrassment” at being named
Mediaweek’s Media Director of the Year—*“You know I'm blushing
about it,” he says. In this, he hails from a long line of modest, straight-
shooting Burnett media directors such as Bill Hadlock and Dick Hobbs,
whom he credits for setting the organizational style. “It’s matter-of-fact,
not full of fancy words— some might call it Midwestern,” he says.

Colleagues describe him as “a class act” and selfless to a fault.
“Jack’s not a good politician,” avers John Muszynski, Starcom’s senior
vp/media director. “He puts his personal agenda aside. When something
good happens, Jack is very quick to make sure proper credit is given,
sometimes in a way that doesn’t allow himself any recognition. He’s the
guy you will overlook. We were both trained by a media director named
Chuck Quarnstrom, who kept a low profile. He taught us it’s not impor-
tant what others think about you except for your clients.”

When Klues got the nod from Hobbs three years ago, he had a clear
idea of what the department needed. “We had all learned how to nego-
tiate a good deal—that’s kind of like the greens fees,” he recalls. “What
we needed was more strategic thinking and, more recently, a focus on
insights that would allow us to better understand what to buy.” Klues
recognized the need for significant proprietary research and he secured
funding for a series of major studies. This year Starcom spent $3 million
on proprietary research, on top of its $1 million—plus Nielsen tab. More
and better numbers are crucial, Klues notes, because “clients are mov-
ing to greater demand for hard measure-
ment and return on investment. They
need a greater sense of predictability
going in and they certainly want to know
more after the fact than just a CPM.”

To ensure he would not lack for prop-
er resources and to open up new business
opportunities, Klues engineered the
1997 spinoff of Starcom from Burnett.
“Jack shaped and molded and directed
the strategic vision of what Starcom should be,” says Bob Brennan,
president of Starcom. “He oversaw the implementation of it, the client
issues. You can think about the plan, but then you have to work through
the people issues, the client issues, the tone of it, and Jack excels at all
those things. We looked at others who’d done this and avoided the pit-
falls, so it could never become divisive as it has at some other shops.
We decided in our hearts and in our minds we’re always Burnett-ers.”

One point Klues continually hammered home, says Brennan, is to
“treat our brand team as if they were the client—to give them the same
level of strategic thinking and quick response as if they could hire or
fire us. Sometimes our brand team sits at Weiden or Fallon or Need-
ham, and usually here at 35 West Wacker Drive, but that was Jack’s
philosophy. I often talk about Jack as ‘the glue’—when he gets near a
client, they stick.”

“Burnett is as good as or better than any of them, and they have the
best-trained media people in the industry,” says Steve Buerger, direc-
tor of media services at Miller Brewing Co., which consolidated its
nearly $400 million worth of buying at Starcom last year, without a for-
mal review. Technology was a key factor, he adds: “Optimizers were
very much talked about, and Burnett was on the leading edge of explor-
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ing and investing in them. It has definitely influenced buying decisions
we’ve made and our plans for the future.”

“When you meet Jack and his crew, you can see why they’re where
they are today,” offers Craig Sinclair, vp of advertising at Walgreen
Co., which picked Starcom to place an estimated $20 million last fall.
“Usually in a review, it comes down to the three or four players, but in
this case, Starcom had some definite strengths. Their people were top-
notch, their systems up-to-date and their clout at the networks was evi-
dent. There were no gaps.”

Sinclair appreciates the agency’s buying firepower, but he’s equally
impressed with Klues’ availability. “We’re not their largest account by
any means, but we sit down with their top people regularly. Jack is there
in an instant—if you want him at a meeting, he’ll be there. He’s even
popped in for a routine meeting. When you consider the responsibili-
ties he has as worldwide media director, it almost makes you ask, ‘Jack,
what are you doing here? Shouldn’t you be in London or Paris?”

Frequently he is. Says Jeannie Euch, senior vp/international media
director, “People who enter the international side sometimes stub their
toe because they go in and preach the gospel—‘Here’s how we do it in
the States.” Jack lacks that arrogance. He brings a real sense of concern
about our people.”

A similar concern underlined the biggest deal Klues didn’t
make—the year-long negotiation to merge Burnett’s worldwide
media operations with the those of the McManus Group—which
unraveled last month. While everyone is tight-lipped about it, fun-
damental differences remained over
how the venture would be set up. “We
spent a lot of time wanting this to hap-
pen,” Klues insists. “But at the end of
the day, when you’ve got to sign in
blood, we couldn’t come to grips with
the management of the organization.
What will it value? What’s important?
It wasn’t a matter of who does what
job.” When Euch adds that “Jack was-
n’t willing to compromise our people and what we’re about just for
the sake of a deal,” one gets the sense that some Burnett-ers believe
this failed merger may be Klues’ finest hour.

He has stood fast before, keeping the media side shipshape during
a 1996-97 stretch when the Burnett mothership was seriously leaking
clients. “That was not the most fun time to be here,” Brennan acknowl-
edges. “But the chailenge of it never got him down.” Klues says the
gloom and doom has been overstated: “You can be emotional about
some high-profile clients, but billings-wise I didn’t feel things changed
much. There was a little slippage, but they quickly recovered.”

Now Klues is in his 22nd year at Burnett, which he joined straight
out of the U. of 111, preparing to lead his shop into the ever-churning
media waters. “I know we’re moving from mass communication to
more one-on-one, closer to the world of direct marketing,” he says,
and intends to expand Starcom’s expertise in direct mail, sports and
event marketing, HDTV and interactivity. What he likes to do best,
though, is pick up pen and paper and get his hands dirty. “As chair-
man, I'm chief crisis officer around here,” he says. “It’s not the same
thing as sitting down with some brand managers and attacking the
next problem.” M
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Virginia Rowe

In the buttoned-down world of IBM,
she is a tough negotiator yet a

skilled listener.

By Jim Cooper

Photography by Chris Casaburi

Virginia Rowe doesn’t quite understand why she is being singled

out. After all, the Ogilvy & Mather associate media director is

quick to point out, it was her team of people that cleverly stirred

nontraditional media into the advertising mix for several IBM com-

panies and products this year. It was their brainstorming, their

creativity and their relationship with
the client that made various media
such as outdoor, cable and online
work for IBM.

In pointing to her team, Rowe
answers her own question.

Superiors, colleagues and clients
say Rowe’s singular ability to get the
best out of people is at the root of her

success. Heading up a team of 30 people, Rowe modestly acknowl-
edges being a good listener. She wiggles in her chair, a little uncom-
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fortable at the suggestion that she is a
mentor, but others say it is her calling
card, and her standing open-door policy
confirms it.

“I try hard to never stop an idea,”
says Rowe, who adds that she welcomes
input and gets especially excited by sug-
gestions from her younger staffers.

“Virginia is so good with her people.

If you have a problem, you go to her. She is very highly thought of,
even by people who don’t work in her group,” says Rowe’s boss,
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Nasreen Madhany, a senior partner at O&M and worldwide media
director for IBM.

Her teamwork approach doesn’t stop with the agency. “What
I've found with Virginia is that whenever there is a new product, she
has us in before its launch to help us brainstorm, whether it’s con-
sccutive-page units or new positions we can create in the maga-
zine,” says Matt Sterling, Time’s worldwide account director for
IBM. “She has a huge senior-level job, but she still takes the time to
get our brains working.”

Rowe oversees the strategic direction, planning, development
and implementation for more than $200 million in ad business from
IBM, including its Personal Systems Group (PSG), which compris-
es hardware companies Think Pad and Aptiva, software companies
Tivoli and Lotus, and systems and servers.

Rowe says these IBM businesses, not exactly household names,
face an increasingly competitive computer/high-tech category. Her
team and IBM know that in order to maintain market share, the
various brands have to be everywhere eyeballs are, and now more
than ever those eyeballs have myriad places to look.

“The time was right to change our direction a bit. You look
around and everybody has a product and at the same time it is
more and more difficult to reach the key decision makers,” says
Rowe.

While continuing with traditional trade and consumer print
media to get messages out, Rowe and her team experimented with
consumer outlets largely untested by
the non-brand division of IBM.

“With Time, she has been very alert
to opportunities where IBM could play
a multiple role both in traditional print
as well as in the online world,” says
Jack Haire, Time publisher, pointing to
IBM’s exclusive sponsorship of the
magazine’s 100”  program
online poll. “She is a very calm, strate-
gic and thoughtful person. In a fast-moving, high-tech world, she
really gets it and gets it done,” says Haire.

Besides print, Rowe has turned to outdoor and cable for many
of IBM’s products. For example, the PSG division identified Wall
Street companies as a prime market for its flat-panel computer
monitors. In order to better reach those potential customers for the
space-saving monitors, Rowe launched a wallscape and outdoor
campaign in Manhattan’s financial centers.

Some of her media buys have a guerrilla élan. During a recent
software convention, Rowe transformed the convention buses run-
ning closest to the Microsoft pavilion into rolling Lotus billboards.
She also put up billboards for IBM servers across the street from a
recent Sun Microsystems meeting in New York.

For IBM’s Tivoli division (Tivoli integrates and coordinates
software systems), Rowe made buys on cable and broadcast, a big
move for such a narrowly defined category with an advertising bud-
get of only a few million dollars. But competition from Computer
Associates was looming and Rowe convinced her clients that buys
on CNN, Discovery, History Channel and select programs on A&E
would break the brand out of the clutter. She also placed Tivoli in

“Time
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NCA A's “March Madness” on CBS.

“We’re talking about a narrow-focus product, and we needed to
get some brand recognition and it worked,” said Rowe, adding that
pre- and post-research on the six-month campaign, which was nom-
inated for an Effie award, was very positive.

“You have to remember that clients love TV,” said Rowe when
asked if she experienced any resistance to creating a commercial
for Tivoli.

Born and raised in Garden City, Long Island, Rowe followed
her older brother into the advertising business after graduating
from St. John’s University in Queens, N.Y. Starting her career at
McCalfrey & McCall, Rowe worked on media planning for
Guest Quarters Hotels, European American Bank and Air
Cuanada. She then jumped to Warwick Advertising to be the
media supervisor on Sterling Drugs, Seagram, U.S. Tobacco and
the “Made in America” campaign. She also was the agency’s net-
work television buyer, a job that had her negotiating with both the
networks and cable.

In 1989 Rowe moved to Wells Rich Greene, where she worked
on the agency’s IBM business for two years before moving over to
Chase Manhattan Bank, Tag Heuer Watches and Hertz. In 1994,
Rowe moved to Ogilvy & Mather to once again work on IBM.

“She is always buttoned up, but very creative. She is one of the
nicest people I have ever met, but also one of the toughest nego-
tiators,” says J Kosanke, director, worldwide media operations at
IBM. Kosanke has worked with Rowe
for 10 years, first when he was at Lin-
tas and she was at Wells Rich Greene
(the two agencies handled large parts
of the IBM account in tandem) and
most recently as a client.

In the coming year, O&M will look
to Rowe to take an increasingly global
view of her business.

“This year she is transitioning
from a U.S. person to a global person, and I think next year she
has to make a bigger statement,” says Madhany, pointing to Asia
and Latin America as regions where Rowe will be developing
new skills.

An avid photographer and traveler, Rowe says both her hobbies
mirror her job. Similar to snapping pictures, says Rowe, whose
understated office is decorated with photos of the Statue of Liberty,
Australia and South Africa, it is important to frame media buys
with a sensitivity to the subject, its value and the context in which it
is portrayed. As for relating travel to her media planning, Rowe
says to do both well, one has to be keenly aware of cultures and
conscious of different values.

“You have to learn about people quickly. I understand that the
person across the table from me is a different personality and that [
have to adapt,” says Rowe.

To a person, executives interviewed for this story spoke of
Rowe’s modesty. Indeed, Rowe is unassuming and soft-spoken. But
there’s a hint of a grin and a firmness about her when she describes
her media placements this year: “It’s a little bit about how far you
can push the envelope.” l
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Doug Alligood

As BBDO’s senior vp/special markets,
he is a pioneer in the effort to
better reach minority consumers.

By Michael Freeman Photography by Brad Wilson

When it comes to getting advertisers to recognize the importance of

reaching minority demographics, BBDO Advertising’s senior vp of

special markets, Douglas Alligood, comes through with compelling

information. At a time when the broadcast TV networks and some

cable networks are attempting to go “mainstream” to reach as many

of America’s TV households as possible, Alligood has provided

seminal research papers attesting to
the “crossover” strength of African
American, Asian American and His-
panic viewers. Alligood’s “Special
Markets Reports,” distributed to
clients and media, has become a bible
on how those minority groups con-
tribute to overall TV viewing and
what appeals in specific cultural

ly roll it backwards in some cases,”
explains Alligood, 64, who has run
BBDO’s Special Markets department
since 1984. “One of things 1 have
attempted to do is take the same
[Nielsen Media Research] ratings data,
but to look at it in different ways in
terms of minority viewing.”

“From our perspective, Doug is

terms to each group. unique with his vast background in the studies he has done on African
“What I am trying to do is not reinvent the wheel, but to actual- ~ American, Hispanic and Asian viewing patterns,” says Michael
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Drake, BBDO’s exec vp and U.S. media director. “It really has been
Doug’s concentration in this area that has allowed our planning and
buying departments to understand these segments’ faster rates of
growth compared to the general population.”

What Alligood has found in his research efforts has been eye-
opening. In his most recent special report on the 1997-98 network
TV season, Alligood noted that African-American viewers, which
account for 11.2 million households (just over 11 percent of Amer-
ica’s 97.9 million total TV households), contribute as much as 3
rating points to prime-time TV series targeted to “mainstream”
audience demographics.

Among Hispanic viewers, a separate study conducted by Alligood
indicated that while these viewers have a “stronger affinity” for Span-
ish-language media (Univision Television Network and Telemundo),
nearly 60 percent watch English-language television. In bilingual
households, Alligood found that 13 of the top 21 shows (on the Big
Four broadcast networks) in Hispanic households were also among
the top 20 shows in all U.S. TV households.

During an era of unrelenting broadcast-viewer erosion to the
cable TV networks and computers, the need to reach out and appeal
to minority demographics has become more critical that ever,

“What we've seen is this cycle where emerging networks like
Fox, the WB and UPN have one time or another attempted to
reach out to African American and other minority viewing seg-
ments,” Alligood says. “When Fox first launched [in 1986], it really
reached out for the minority segment,
but as they picked up the NFL rights
[in 1994], there was a concerted effort
to go more mainstream in their pro-
gramming. “There is nothing wrong
with going mainstream, and certainly
football is just as strong with African
American viewers, but other forms of
entertainment programming should be
as inclusive as possible,” adds Alli-
good. “Back in 1984 NBC proved that The Cosby Show had strong
crossover appeal and that was followed by the success of Fresh
Prince of Bel Air. Back then, NBC had most of the top 10-rated
shows because of its crossover appeal.”

In today’s environment, the broadcast networks’ combined push
for middle-America demos has led to a single freshman “crossover
hit” in the ABC black-led sitcom The Hughleys. Alligood also notes
there is not one Hispanic-led, English-language series on the net-
works’ schedules.

“Unfortunately, The Hughleys is one of those series out of the
norm in an environment where the networks typically look to clone
concepts of other series that have worked before,” Alligood notes. If
there is an overt hypothesis Alligood draws in his research reports
for clients, it is that “it is not always in their favor to simply go main-
stream in their messages as well.”

Two years ago, Alligood orchestrated BBDO?’s first-ever “Special
Markets Forum” for its client advertisers and the media, including
executives from Black Entertainment Television, Univision Televi-
sion and Telemundo Group. “Frankly, our clients have been consis-
tently producing campaigns that are specifically targeted to viewers
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of BET or Univision,” Alligood says. “We were able to hit home with
advertisers about how to integrate the message and how to make it an
extension of what they are already doing externally with existing
campaigns. My history and my culture [as an African American]
may be different, but I still want to know why this pen is better than
the other one.”

Steve Grubbs, senior vp of national broadcast for BBDO, says
Alligood’s creation of the Special Markets Forum was a “pivotal
turning point in establishing BBDO as the first forum in the advertis-
ing community for constructive dialogue on how to reach minority
demographics.”

“Doug had brought to the forefront some very sensitive topics and
opened a channel for constructive debate and suggestions,” says
Grubbs. “Doug is just like Joe Friday [of Dragnet], where he is very
straight with a ‘just the facts, ma’am’ attitude toward things.”

Drake also emphasizes that “research is just one of several
areas where Doug contributes to the agency,” noting Alligood’s
other duties in “shaping creative elements of certain campaigns”
and executing special market buys. In particular, Alligood has
had a direct hand in shaping specialized media buys for such
BBDO blue-chip clients as Pepsi-Cola Co., Wm. Wrigley Jr. Co.
chewing gums and The Gillette Co. Besides TV buys, Alligood
also does targeted buying of print, radio and outdoor to reach
minority demographics.

“Doug keeps very current with what all of the clients do and
where there are new opportunities,”
says John Belfiore, executive vp and
New York media director for BBDO.
“His contributions have been in so
many areas. Overall, he has created an
awareness of the [minority] market and
has had tangible impact on how adver-
tisers think about and buy minority
demographics for all media.”

Though Alligood, a 36-year adver-
tising veteran, has excelled in his career, he’s the first to admit he
“fell into research on the job,” didn’t actively choose it. A 1956
graduate of Bradley University in Peoria, Ill., who earned a bache-
lor of fine arts, Alligood took more of a liking to the “creative and
analytical research aspects of advertising and marketing” after he
landed his first job at BBDO in 1962 as an account executive on
the Pepsi-Cola account in Detroit. Two years later, Alligood made
his move to New York to serve as promotions and marketing
supervisor for BBDO, handling Delta Airlines and other
accounts. After leaving BBDO in 1971 for an 11-year stint as
director of corporate advertising at RCA and one year as presi-
dent of Uniworld Advertising (an African-American owned
agency), Alligood returned to BBDO in 1983,

“At first, I had come back as a consultant, but the agency really
took a forward-looking approach about me starting special markets
in 1984, way before any of the other agencies saw a need for a
department specializing in minority consumers,” recalls Alligood.
“Given all of the rapid change in media, it made my job all the more
challenging and exciting. I can’t think of anywhere else I could be
where 27-year-old coworkers would still refer to me as ‘Doug.”” H
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Hearst editors on Blue Jeans

The fact that Americans all wear blue jeans says something
about our soul. These are the clothes that people traditionally
wore to labor in the fields and the factories. They're a symbol
of what Americans do best, which is work.

~David Granger, Editor-In-Chief, Esquire

Blue jeans are very personal because they stay
with you so long. They show the experiences of
a lifetime. Almost like a person’s face.

-Lesley Jane Seymour, Editor-In-Chief, Redbook

The pockets, the belt loops, the sturdy material.
Blue jeans are the best thing you can wear for gardening.
-Diana Murphy, Editor-In-Chief, Gardener

At Hearst Magazines, you could say we have America in our hip pocket.
Because our editors know this country inside and out. Every month, 48
million women and 22 million men find themselves in our pages. That's
more readers than any other publisher of monthly magazines. So if you
want America all sewn up, just give us a call at 212-841-8351.

Hearst Magazines. We read America.

Colonial Homes ~ Cosmopolitan ~ Country Living ~ Esquire ~ Gardener ~ Good Housekeeping ~ Harper’s BAZAAR ~ House Beautiful

Marie Claire ~ Motor Boating & Sailing ~ Popular Mechanics ~ Redbook ~ SmartMoney ~ Sports Afield ~ Town & Country ~ Victoria



Rino Scanzoni

With a client roster that reads like
a who’s who of American advertisers,
he has to stay on top of his game.

By John Consoli

Photography by Geoff Schmidt

Having more than $2.2 billion to spend in television each year on

behalf of its advertiser clients gives TeleVest notoriety when it sits

down at the bargaining table each upfront. But with that notoriety

comes pressure—with a capital P. “We have some very media-savvy

clients,” says Rino Scanzoni, who, as executive vp and director of

national broadcast for TeleVest, is
responsible for all national broad-
cast buying for such giant clients as
Procter & Gamble and Kraft. “We
have to make the right calls. We
have to be careful of the process we
take,” he says. “Time is a fleeting
commodity in buying. With the
amount of money we’re spending, if

between market reality and hype.”
Distinguishing between market
reality and hype is something that
Scanzoni and his broadcast team have
been dealing with for nearly two
decades.  Scanzoni and  fellow
TeleVest broadcast exccutives Jeff
Grant and Donna Salvatore have
spent the better part of 20 years

you make a decision that affects one percentage point of the together under the tutelage of current TeleVest president Irwin
total, it’s a lot of money. We have to be able to distinguish  Gottlieb—first at DMB&B and then at its unbundled media
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unit TeleVest. Their familiarity has bred success.

“All of our senior executives either started here or have come
through our training program,” Scanzoni says. “We know how
each other think.” Of his relationship with Gottlieb, Scanzoni
says, “We share a lot of the same philosophies. 1 don’t have to ask
him things and he doesn’t have to ask me. We share the same
instincts. I can tell you with 99 percent accuracy how Irwin fecls
on a particular issuc. And he can do the same about me.”

Gottlieb has stepped back in recent years, allowing Scanzoni
to take the lead as chief ncgotiator, but their similar styles have
made the transition seamless.

“Rino has followed in Irwin’s footsteps of negotiating mostly
during the non-daylight hours,” jokes CBS sales president
Joseph Abruzzese in alluding to Gottlieb’s legendary buying tac-
tic of wearing down nctwork sales execs by negotiating late into
the night.

But Abruzzese has nothing but respect for the TeleVest buy-
ing operation that Scanzoni oversees. “For the amount of vol-
ume that TeleVest spends, nothing falls through the cracks,”
Abruzzese says. “There are never any problems with TeleVest
buys. And Rino is not only a great ncgotiator, but he lives up to
every commitment he makes. He never looks back. He repre-
sents his clients very well.”

Echoing those words is Jed Petrick, executive vp, media sales
for the WB: “Rino does a great job for his clients. He’s really
thorough in his analysis of the mar-
ketplace.” ’

Mike Mandelker, UPN’s cxecu-
tive vp of sales, says: “The one thing
about Rino is he forces you to take
your game to the next level. If you go
into a negotiation unprepared, you'll
get killed. He comes into negotia-
tions extremely well-prepared. Nego-
tiating with him makes you better.”

But Scanzoni refuses to take sole credit for the TeleVest
team’s buying acumen. Everyone has a specific job to do that
interrelates to what somebody clse is doing, he says. “We all
depend on one another,” he says. And because there are “no
fiefdoms,” everyone works well together.

Simply having scads of client money to spend doesn’t guaran-
tee getting the best deals, however, according to Scanzoni. “You
have to be good at predicting how the market will play out,” he
says. And that process begins three or four months before the
upfront buying season, not three or four wecks before.

“The weeks leading up to the upfront are anticlimactic,”
Scanzoni says. “The busiest time at TeleVest is the three or four
months before that. The game is the preparation, the strategy we
are going to take in each product category. We try not to look at
the market as one contiguous market. There are lots of compo-
nents of prime time. Each advertiser has different needs. The
real game is to create a game plan that sets off sequence that
benefits our clients.”

Knowing when to begin spending that $2.2 billion each buy-
ing season is also important. “When you start the game impacts
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what happens down the road,” Scanzoni says. “There’s a chain
reaction. You have to make the right calls.”

And while TeleVest doesn’t always start the game, Scanzoni
says he likes to be more proactive than reactive when it comes to
buying airtime.

Prior to the formation of TeleVest, Scanzoni was senior vp
and director of national broadcast for DMB&B. Under Scan-
zoni’s management of the national broadcast group at both
DMB&B and TeleVest, billings have tripled.

Before joining DMB&B in 1978 as an assistant director of
network programming on such accounts as Texaco aund E.F.
Hutton, Scanzoni was a network TV supervisor at BBDO and a
senior media planner at Ted Bates. In 1982, he was named asso-
ciate director ol national broadcast at DMB&B, responsible for
the Kraft General Foods account, and in 1986 he was named
scnior vp and assumed additional responsibility for Procter &
Gamble, Paramount and Sun-Diamond.

How have the upfront buying negotiations changed over the
years? “It was a whole different ballgame when there were only
three nctworks and their margins were 25 percent to 30 per-
cent,” he says. “For the networks, it wasn’t « matter of who'’s
business they’d write, but how much. Now, if the boal leaves the
harbor, it might not come back. There’s no doubt that in the
current fragmented market, the shift in power is moving toward

the buying side.”
Ins broadcast networks, Scanzoni says
he is not adverse to spending in the
netlets or even in upstart Pax TV if it will benefit his advertis-
ers. “Audience saturation levels don’t work anymore for many
of our clients. I've always felt the real opportunities in this busi-
ness are in nurturing new venues,” he says. “We were probably
the first agency to support syndication and the new cable ven-
tures. We want to be there from day one. The real advantage is
finding and supporting these opportunities before they are
noticed by our competitors.”

One area Scanzoni secs impacting the amount of business
written in network television is the Internet, a venue that is
siphoning off some dollars that formerly went into broadcast.
Scanzoni believes that will continue.

But with the massive spending budget that TeleVest has to
spend for its clicnts each year, the time Scanzoni spends negotiat-

But the fragmented market and
the shift in power to the buying side
have also made the upfront a much
more intense game, Scanzoni says.
“The stakes are higher than ever
before.”

While the bulk of the TeleVest
client dollars go into the Big Four

ing with the networks will not diminish. And while network sales
executives call Scanzoni a friend, they’d rather see someone less
skilled doing the negotiating for Tele Vest.

“I hope Rino has a bonus clause in his TeleVest contract tied
to his being named a Media All-Star,” said the WB’s Petrick,
“so that he can take an early retirement.” B
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Bill Harmon

Some of the biggest names in
publishing have studied under
the Marlboro Man at Leo Burnett.

By Lisa Granatstein Photography by Wayne Cable

Most visitors to Chicago try to score tickets to Oprah or the Bulls, but
when magazine publishers hit town the main event is an hour with Bill
Harmon, media supervisor at Starcom/Leo Burnett. To publishers,

Harmon is the Marlboro Man, planning and negotiating nearly a half

century’s worth of Philip Morris USA tobacco ads. And though 45

years at a single company—rising
from mailroom clerk to media super-
visor—would be reason enough to
name Harmon Mediaweek’s magazine
All-Star, it’s his unmatched expertise
in print buying and his Cal
Ripkin-like dedication that makes his
selection such a no-brainer.

“He’s an icon in the world of

print,” says Rich Camisa, director of media for Philip Morris USA.
“He’s a walking encyclopedia, and everyone knows that when they
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go to see Bill Harmon they better have
their i’s dotted and their t’s crossed. He
can smell immediately whether some-
one is hooked into their business and
knows what they’re saying or when
they’re trying to dodge.”

Harmon has to stay sharp because of
the enormous amount of money at stake
in his work. Tobacco billings are expect-

ed to top more than $300 million this year (and tobacco will rank
among the top-10 ad spending categories), according to Publishers
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Information Bureau/Competitive Media Reporting, with Philip Mor-
ris accounting for more than half that figure.

Indicative of Harmon’s consistently solid performance, Camisa
says, was his recent work on the Marlboro Party at the Ranch, a
chance for readers to enter a contest, and on cookbook inserts, which
encouraged readers in some 25 women’s books and men’s outdoor
titles to mail in an enclosed coupon for a recipe book. “They were
complex negotiations,” Camisa notes. “He got us great pricing and
great positioning.”

Harmon’s career at Leo Burnett nearly ended before it began.
After graduating from Northwestern University, he served in the
Army during the Korean War. When the war ended, Harmon, like
many veterans, found work in the agency’s mailroom. As the oft-
told story goes, Harmon was sorting the mail when Leo Burnett
himself called one night and told him to pull a letter from an out-
going pile of mail. Not knowing it was the big boss, “I told him to
come down and find it himself,” Harmon recalls. Burnett came
down and, “I said ‘okay, shorty, start digging!”” continues Harmon.
“My boss saw this and said ‘Mr. Burnett!”—I turned around and
dove into that pile of letters.” Fortunately, the letter was found, and
“shorty” didn’t toss him out the agency’s door. “I made a big
impression that night!” Harmon says.

Apparently, Burnett thought so too. Shortly after, Harmon went
into media research and then handled some buying. In the mid-’50s,
he helped introduce a Procter & Gamble deodorant called Secret.
From there, he shifted to the Philip
Morris account, working first on net-
work programming and later on spot
buying, helping place Marlboro ads
when it made the switch from poorly
selling red-tipped women’s cigarettes to
the macho cowboy brand it is today.

Tobacco brands came and went, and
others, such as Virginia Slims and Mer-
it, stuck around. Harmon worked on the
launch of both these products, beginning in the late 60s with Virginia
Slims and then Merit in the early *70s. The marketing of these brands
came at a turning point in tobacco advertising and cut a new path in
Harmon’s career.

In 1971, tobacco companies voluntarily ceased all television adver-
tising and shifted to print. The launch of Merit was the first time
Philip Morris introduced a product solely in newspapers, large-cir-
culation magazines and some outdoor. Up until then, Harmon had
pretty much focused on TV. “The big question was, ‘Can you do it in
print?”” he recalls. “We proved that you could.” Back then, there was
no MRI data to go on, and circulation numbers were circumspect.
“You never knew what [publishers] were telling you was actual or
not,” Harmon says. “But there were some big books you felt instinc-
tively good about.”

Despite age-old questions regarding print effectiveness, Harmon
dove in “head first and fell in love.” It’s a medium in which you can
have a relationship, he explains. “You can see the editorial concept
and how well it fits in with your product. It’s the identity-thing you
don’t get so much of when you’re working with network television.”

His astonishing attention to detail has made Harmon the keen
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negotiator he is today. “He reads everything that crosses his desk, and
it isn’t the condensed Reader’s Digest version,” explains Mark Nugent,
a People sales rep who has dealt with Harmon for a decade. “He prob-
ably knows the business of magazines better than people in the busi-
ness of magazines...he digs into the nuts and bolts of the business.”

Occasionally, admits Harmon, he has seen some doozies. “I hate
to lay people out when they know nothing,” he chuckles. In the mid-
dle of one magazine pitch, Harmon noted many arrears on one pub-
lishing exec’s circulation statement. “[The exec] said, ‘Do you like
arrears? If you really like arrears, I can ask our publisher if we can
get more for you,”” Harmon laughs. “And I said, ‘See what you can
do’—I never heard from him again.”

Many a sales rep, future publisher, and even a president or two,
have passed through Harmon’s doors, including Jack Kliger, the one-
time Glamour publisher and now Parade executive vp; former GQ
publisher Steve Florio, now president and CEO of Condé Nast Pub-
lications; and Cathleen Black, currently Hearst Magazines president.
Black frequently met with Harmon in the early *70s when she was an
ad manager at Ms. “He was tough, he negotiated hard, but he had a
smile—you always looked forward to seeing Bill,” remembers Black.

What separates Harmon from the pack is not only his uncanny
ability to recite lines from Audit Bureau of Circulations statements
but also his willingness to be a mentor. “I would doubt there are many
people on either side of the desk—buyer, seller or even publisher—
that Bill Harmon hasn’t had some role in training,” says Jack Klues,
chairman of Starcom Media Services.
Between negotiating millions of dollars
and reading hundreds of magazines,
Harmon teaches the print business to
Starcom’s incoming media planners.
The curriculum includes having Har-
mon grill “live” sales reps “in his true
Bill Harmon fashion,” explains Leslie
Bledsoe, a Starcom associate media
director. Why? “To instill in [planners]
not just the numbers but the tools you can use in order to be knowl-
edgeable when they meet representatives,” Harmon explains.

Harmon’s also the man to call when publishers want to test the
waters for a launch. “I do wonder if Bill should go into the maga-
zine-consulting business,” muses Klues. “He has probably used his
expertise and his years in the business to guide dozens if not hun-
dreds of magazine launches for the various publishing houses in
the industry.”

“He’s brutally honest,” contends People’s Nugent on Harmon’s
candid views. Harmon, Nugent adds, gave high marks to the test issue
of In Style.

But most of all Harmon is humble, preferring to have remained
in the shadows all these years. Despite his stellar credentials, he has
refused to be quoted anywhere—even in his own company’s publi-
cation—until now. “Don’t just give me the credit for all this,” he
admonishes. “It’s a cooperative effort and we can’t forget that. We
have to work with good people in order to accomplish what we set
out to do.”

That may be true, Bill. But just this once sit back and enjoy the
kudos. You've earned them. l
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\iaggie Ross

Thinking, planning, buying and new
business are daily doings for the head
of local broadcast at The Media Edge.

By Megan Larson Photography by Peter Murphy

In November of 1996 Maggie Ross, still in the throes of a complicat-
ed pitch for Blockbuster Video, was anticipating an escape from the
gray skies of Manhattan and a grueling work schedule. Sun, surf and
a fruity concoction in a coconut shell were calling her to the island of
St. Martin. But she never got there. “When it finally came down to

making the pitch, there was still a lot of work to be done,”

she said with a shrug and little regret.
“We had a whole team working on it
and I didn’t want to leave it on their
shoulders.”

Simensky, general sales manager for
WABC-TV in New York. Indeed,
Ross’s supervisor, Bob Eigel, TME’s
executive vp and U.S. broadcast direc-
tor, calls her “the hardest-working per-
son I have ever met.”

A maverick who’s quick with an
answer and always trying to think of

To people who know Ross, senior
vp and director of local broadcast for
the Media Edge, the media arm of
Young & Rubicam, that would come

as no surprise. “Certainly, Maggie > — different ways to think, she is a tough

has strong negotiating skills, but where she really shines is the way  negotiator who sticks to her guns.

she goes beyond the norm to make things happen,” said Scott “There were times when we would question a particular buy or
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flight, but I don’t remember a time that we didn’t give way to her,”
said Edward D’Amico, the former chairman (now vice chair) of
the Tri-State Lincoln Mercury Dealers Association.

“You can negotiate in good faith [with Ross] because she
knows what she is talking about,” said Frank Comerford, vp of
sales for New York flagship WNBC-TV. “It makes it easicr to do
business with somcone who understands our nceds as well as she
does her clients.”

And to think Ross almost became a veterinarian. She was pre-
med in college, but in a rather odd move, Ross altered her path to
fit in a few more keg parties.

“I'was doing a lot of calculus and chemistry and living in the
library,” Ross remembered. “All my friends at the time were busi-
ness majors and they were partying twenty-four hours a day...I
thought, ‘Something is wrong with this picture.”” And so she
swapped the speculum for Freud and a minor in marketing.

A result of happenstance more than anything else, Ross took
a job as an assistant media buyer at Young & Rubicam in 1981,

Initially she wanted to get into the agency on the creative side
as a copywriter, but sans portfolio (“what portfolio?” she asked in
a post-college interview), it occurred to Ross that she should just
get her foot in the door somewhere.

“I had no intention of staying and buying, but then I started
getting into it and learning the business. 1 worked with Theresa
Chico, who was a tegend, and 1 just really started loving it,” Ross
said. “When push came to shove and |
tried to feel out if 1 could get into
another department, I decided that 1
really enjoyed what | was doing.”

In her current role at The Media
Edge, Ross oversees local broadeast
for radio, TV and cable for all clients
across the agency’s nine regional
offices. Ross was promoted to direc-
tor of local broadcast of Y&R’s media
department in 1993, Last year, after The Mcdia Edge merged
with Y&R, Ross moved officially into the TME offices. As of two
months ago, the TME brand is now recognized internationally.

Under the guidance of Eigel and TME president Beth Gordon,
Ross has been a driving force behind the expansion of Y&R’s
media arm. The crew has doubled in two years thanks to Ross,
who has traveled the country recruiting and handpicking the
team. Today, a staft of 130 employees handles $800 million in
total billings.

“I have a great tcam and I am very serious about that,” she
said. “Chemistry is the magic of everything...1 try to be really
carcful about who we’re selecting. Even though we have nine
regional offices, it’s critical that we operate as one.”

“She’s a great manager because people like to work for her,”
Eigel said. “In a broadcast business that has a lot of pressure, and
that often gencrates some, um, personalitics, Maggie is just won-
derful.”

Another contribution to the recent gush of The Media Edge’s
revenue stream is Ross’s role in new business pitches. Atter land-
ing Glaxo-Welcome, Scars Orchard Supply and others, the coup
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de grace this ycar was winning the consolidated buying account
for AT&T.

“It was one of our greatest wins,” Ross effused. “We hung in
for a lot of tough years, battling and staying competitive with the
other agencics.”

AT&T has a long history with both Young & Rubicam, for spot
buys, and The Media Edge, for network, but Ma Bell also used
other agencies of record for media placement. In the end, said
Mike Neval, division manager of media services at AT& T, TME’s
beacon burned a little brighter.

“Maggie just outshined the rest,” he said. “She is just incredi-
ble in her ability to negotiate not only in price, but also in value to
both the advertiser and the media party.”

The added value, her peers agreed, often stems from the cre-
ative approach Ross takes to cutting through the ad clutter and
getting the client’s message out there.

“She’s always there [in meetings] challenging for new thinking
that could lead to an enhanced piece of strategy,” said Jim
Gordon, manager of advertising and sales promotion for Chevron.
An estimated 65 percent of Chevron’s total media expenditures—
about $20 million—is spent with The Media Edge.

Ross recalled a time when she was watching a Mets game on
which Young & Rubicam clients were sponsors. She wus handling
the account for New York Telephone at the time and was looking
for an entitlement opportunity that would unite her client’s
brand with the team. When manager
Davey Johnson approached the tele-
phone to make a call to the bull pen
to bring in a new pitcher, Ross saw
what she was looking for.

A plug for New York Telephone
followed every call to the bull pen,
which, in turn, spawned a trend
among telcos everywhere.

“By the time New York Telephone
gave it up, Nynex took it over and then AT&T was using it... It was
really kind of funny. I should have bought franchise rights,” Ross
joked.

More recently, The Media Edge developed a rollout plan for
the introduction of Lincoln-Mercury’s Cougar. In a “watch-and-
win” format, local-market stations around the country ran promos
asking people to look for the Cougar as it was strategically placed
in areas around the cities . If someone spotted the car, the indi-
vidual could write in for a chance to win cash or a new lease on a
Cougar.

“Locally, you can tie in a brand with a community event
whether it be a charity, parade or local sports,” Ross said, prof-
fering that there is power in local broadcast. “Anything that gets
closer to people’s lives is going to have a far greater impact.”

And though the concept of the tecam player has become, well,
a tad trite, Ross typifies a manager who leads through example
but always credits those whom she works.

“These Media All-Star things are really nice and everything,
but I have to give credit to the people 1 work with,” Ross said.
“They’re the ones that make me look good.” B
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LauraKroll

Can a schoolteacher turned stand-up
comic and part-time media buyer
grow up to star in network radio?

By Katy Bachman Photography by Brad Wilson

Did you hear the one about the former schoolteacher who left her gig

as a stand-up comic to buy network radio? It’s no joke. Laura Kroll,

vp/network negotiations at SFM Media Corp., never thought the part-

time job she took 10 years ago would put her in a position to spend

more than $25 million for clients such as Encore, Comedy Central,

Intel and MCL

“The only thing I knew about
advertising when I started was that
they had all these logos on their tow-
els and glasses,” Kroll said. “I wasn’t
looking to make a career.”

But, she admits, that attitude,
along with a sensc of humor, might
have helped her land the part-time

job at SFM that started it all. Kroll tells the story of how she first
met SFM president/CEO Bob Frank. “He walked into my friend’s
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office where T was visiting and asked
me, ‘How’s showbiz?’ So I told him.”
What Kroll toid Frank was the story
of how two men stole her garbage can.
“I’m on the phone to my aunt early in
the morning and I see these two guys
pass my window. Then they pass by
again carrying a garbage can. I tell my
aunt to hold on, I come out of the house,

and sure enough, I’'m missing a garbage can.” She chased the men
down and managed to get her can back. Three days later, she got a






Carol Lawrence

She drives Chevrolet and other
clients into a medium for which she

has an uncommon passion.

By John Masterton Photography by Blake Discher

When longtime Detroit Lions fan Carol Lawrence went to her first

Thanksgiving Day football game last month, she knew she’d earned

her Silverdome seat. A last-minute change in client plans had can-

celled her plans for a vacation slated for that week, forcing her to

rejigger scheduled quality time with her 2-year-old nephew. But

automotive specialist Lawrence is used to changing her plans—as

one who plans and buys newspaper
advertising for a living, she’s accus-
tomed to frequent bone-jarring
changes at the last minute.
“Newspupers work well for some
clients because they’re such an effec-
tive last-minute medium,” says
Lawrence, supervisor of local market
media at Campbell-Ewald/Detroit.

Her ability to influence and manage
those changes—and to make them ben-
efit such clients as General Motors’
Chevrolet and DirecTV units, Farmers
Insurance, and Coco’s Restaurants—
was a principal factor in her selection
as Mediaweek’s newspaper planning
All-Star.

“Even with deadlines pressing,

“But plans change often because of that, and you have to be pretty  she’ll still take good ideas back to the client if she thinks they
flexible.” can improve a campaign,” says Lawrence’s boss, senior vp/direc-
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tor of local media Pam Devine. “She’s willing to change in mid-
stream on short notice to make things better. That’s hard to do
when everything scems to be coming at you at once, and she
pulls it off nicely.”

Juggling many balls well under pressure isn’t Lawrence’s only
skill. Colleagues say she’s also adept at crystallizing client objec-
tives for prospective media choices—thereby enabling reps to for-
mulate better-targeted programs—while also conveying what alter-
nate ideas the client might consider.

“You can ask her what proposals she thinks her client will be
willing to listen to, and she tells you honestly whether or not you've
got a snowball’s chance in hell,” says John Colgan, vp/new business
development in the Chicago office of newspaper rep firm Newspa-
pers First.

She’s also willing to consider original ideas and packages, Col-
gan says, which is rarer than one might think in the advertising
business.

“Some people just take the check and do the work,” Colgan
says. “Not her. You can bring her a new idea and she won’t just
brush you off. And, believe me, people appreciate that.”

Indeed, Lawrence attributes much of her success 1o the simple
ability to brainstorm with clients and sales reps alike and to keep
asking, “What if?”

“I do an awful lot of “What it” thinking with reps about market
positioning and placement,” says Lawrence, whose résumé
includes agency stints at Stonc &
Simons, Young & Rubicam and Leo
Burnett (as well as newspaper space
sales in Detroit for Heritage and
Spring newspapers) before she arrived
at Campbell-Ewald in 1995. “It does-
n’t always produce instant business,
but it’s like constantly laying the
groundwork to put plans together.”

Still, lights can go off only if every-
one knows what the client wants to accomplish, and Lawrence’s
job is to stay on top of all things at all times.

“Chevy’s got to feel confident with her because she gives clients
the reach and flexibility to run successtul ad campaigns in a fast-
changing environment,” Colgan says. “That couldn’t happen if she
wasn’t so detail-oriented.” (GM’s in-house shop, MediaWorks,
declined comment.)

Although she wins high marks for maintaining personality and
humor in the face of sometimes long odds, Lawrence doesn’t casily
suffer newspaper sales reps who don’t know, or try to accommo-
date, her client’s game plan.

“There is always a list of target objectives for a pending media
buy,” she explains. “So if someone’s coming to just sell me their
newspaper even when it doesn’t fit the program, they need to find
out which of my client’s products best fit their market, and try a
new line of attack. But sometimes you just can’t tell them no, and
that’s a problem.”

Adds Colgan of Newspapers First: “You don’t put on a show for
Carol. Successful proposals examine the why and wherefore of a
campaign—here’s the problem, here are the issues, here’s the solu-
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tion—that she can then take forward. People who come to her with
no idea of what the client needs or wants won’t get very far.”

As for working manner, Lawrence doesn’t seem to think she
has one particular style. But others do.

“Carol is very organized and has extensive research files, so you
get quick turnaround on a project,” says Susie Vye, senior
vp/media director at Campbell-Ewald West in Los Angeles. “But
she's also very approachable, and she’s a real human being.” Vye
recalls one time when, in formulating a plan for satellite service
DirecTV, she asked Lawrence to track down the most obscure
newspapers in 10 rural markets likely to buy the service. Lawrence
returned with about 200 of the smallest, most obscure newspapers
in the country.

She also knows how to push clients in the right direction,
according to Don Stokes, who worked with Lawrence earlier this
decade when both were at Stone & Simons, in Southfield, Mich.

“She’s a concerned planner,” says Stokes, now director of mar-
keting and media services at the William Cook Agency in Jack-
sonville, Fla. “But what she really brings to the table is an ability to
save clients from themselves without really ticking anyone off. She
won’t accept ‘just because’ as a good enough reason to do the old
tried-and-true media plan. She’s good at persuading clients to do
the best thing, not just the safest thing.”

Besides her nearly slavish devotion to clients’ interests—and the
long hours that that entails—Lawrence also earns praise from her
colleagues for being a good team play-
er. This is important because she often
helps arrange the newspaper compo-
nent of large, multipronged campaigns
for Campbell-Ewald clients in other
parts of the country.
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