In an exclusive survey conducted hy
Mediaweek and Spencer Stuart, broadcast,
cable and print executives say they are

adjusting to a consolidated agency world
hy aggressively crafting cross-platform

sales operations BY MICHAEL BiR6I

— an “Iat the mamslt netwmlks have presented their fall programming

schedules, the ad sales executives at the major media conglomerates that own the nets are :nr:nmuh

drumming their fingers on their desks waiting to see just how soon the $10 billion national TV

upfront marketplace will break open. Its generally believed that once it does, the television indusery
{including cable, syndication and spot TV) will sce advertising commitments fior next season rebound
from last year's “correction” market, Meanwhile, executives in all the other major media hope thar if
things go well for the TV business, the uptick in the upfront will rub off on their businesses and
everyone can all go back to living in the land of revenue gains.

5till, there are a lot of “ifs” out there that will be answered over the next two months. To get an
indication from the media companies shout what their hopes, concerns and expectations are for the
duradon of 2002, executive search firm Spencer Stuart, in associatdon with Medizweek, surv eved exec-
utives at large media companies throughout the U5, and Canada.

First, the good news: Nearly half of the survey’s participants believe this vear’s revenue environ-
ment will improve by 6 percent or more. Now for the bad: Four our of five respondents said that the
economy continues to be the greatest threat and challenge to their business. It seems everyone is so
fixated on where the economy will go that many have forgotten to keep an eye on the company across
the streer: Less than 40 percent of the media executives surveyed cited competition as a threat or
challenge this year.

The most striking development seen in the survey results is the unanimity with which media
executives say they are “bundling” their media assets in cross-platform configurations to more
effectively drive revenue. Due to continued concern about the economy, and also because of grow-

ILLUSTRATION BY GIACOMO MARCHESI

26 MEDIAWEEK May 20, 2002 www.mediaweek.com







