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PAPER AUDITOR MAY BE IN

NEED UOF §

Newspapers are missing out on
opportunity to capture a greater
of advertising budgets, because

cies still lack the essential building
blocks for determining the reach and
frequency of newspaper ad schedules,
a top ad executive warned publishers
this week during the National News-

paper Association’s annual marketing only two provide "acceptable” data :,":::r,,?
conference in Orlando. for developing newspaper reach and +14%

The exscutive, Tony Jarvis, senior frequencies: Gallup and Roy Morgan. Nov. 12 % Year-to-Nov. 02 %
VP-director of strategic insights at Jarvis also questioned the validity of vs. Nov. T vs.YINT
MediaCom, said this situation exists the ABC'’s newspaper audits, which he Advertisers 30771 +14% 88197 -05%
despite an abundance of newspaper said could be “flawed” and may require e AT il il ek

w=pIte an gounda VSpap 8 ) Y req Ads* 1195 +07% 114148 +11.9%
audience measurement services auditing of their own, presumably by $/Ad Inch 9219 +1.9% 9186 +11.1%
including Scarborough Research, the Media Ratings Council. Mors :‘;Ag:;’mrlnd“ 39531”1*92% 129424”;12.4%

Jin

an Gallup, Media Audit, several national

share
agen-

syndicated studies, audited readership
studies from the Audit Bureau of
Circulations and a U.S. service just
now being launched by Australia-based
Roy Morgan International.

Out of 11 major syndicated news-
paper readership studies, Jarvis said

RADIO GROWS LESS RELIANT ON NONTRADITIONAL DEALS

As the traditional advertising fortunes of U.S. radio stations improves, their reliance
on nontraditional sources of revenue appears to be diminishing, according to the
2003 edition of an annual study of nontraditional radio station revenues, released
Wednesday by the Radio Advertising Bureau.
Reliance on such revenues—including event marketing, cause-related marketing,
Internet sales, manufacturer direct deals, recruitment and dealer group marketing—
appears to have peaked in 2002, but is diminishing as stations generate a higher

volume of traditional advertising sales going into 2003. More
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AD TICKER:
LOCAL NEWSPAPERS

Demand for local newspaper advertising
space in November 2002 dipped slightly
from its rate of growth during the first
11 months of 2002, but nonetheless
remained strong, according to an MMD
analysis of data from Nielsen Monitor-Plus.

ember '02
Budgets
9.29%

SOURCE: NIELSEN MONITOR-PLUS (WWW NIELSENMEDIA.COR).
*IN MILLIONS. AD DEMAND INDEX IS DERIVED BY MULTIPLYING
THE GROWTH/DECLINE IN ADVERTISERS USING A MEDIUM BY THE
GROWTH/DECLINE IN AD BUDGETS FOR THAT MEDIUM,

In November, the number of advertisers
using local newspapers continued to
build, rising 1.4% over Noverber 2001.
Equally as important, the average budget
per local newspaper advertiser rose at
near double-digit rates, pushing the Local
Newspaper Ad Demand Index up 11
points over November 2001. More
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B AOL Time Warner Wednesday reported a $44.9 billion loss for the fourth quar-
ter of 2002 and a $98.7 billion loss for calendar 2002 due to the devaluation of its
America Online and cable TV operations. The company said total advertising and
commerce revenues fell 9% during the quarter, falling to just 19% of AOL Time
Warner's $41.1 billion in total fourth quarter revenues. America Online continued
to be the weakest ad performer, with sales plummeting 42% during the quarter to
$372 million. Surprisingly, Time Warner cable's local ad sales also fell 4% to $185
million. Syndication ad sales at Warner Bros. dropped 18% to $27 million. More
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