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Cross-selling helps adver-
tisers reach larger mar-
kets, making The Times

and Recycler more
attractive to readers and
keeping us ahead of the

competition.
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CCN employees
put their heads together
to save a bundle

while flipping bundles.
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The Inland Empire is growing
fast, and The Times is looking

to grow along with it.
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Brownrout
to Head Times
Advertising

T odd Brownrout has
been named senior
vice president of adver-
tising at The Times and is re-
sponsible for all retail, na-
tional and classified advertis-
ing, including Recycler Clas-
sifieds, and for advertising
marketing and advertising
operations.

He began at The Times
Nov. 8 and reports to Jeff
Johnson, senior vice presi-
dent and general manager.
He succeeds Ray Mc-
Cutcheon who was named
Newsday’s vice president of
advertising.

Since 1999, Brownrout has
served as senior vice presi-
dent, sales and marketing for
Philadelphia Newspapers,
Inc., a Knight-Ridder compa-
ny, where he oversaw adver-
tising and marketing for its
two daily newspapers, The
Philadelphia Inquirer and
The Philadelphia Daily
News. He was also responsi-

Prison Stories
Earn Honor
for Warren

or her investigative sto-
Fries on California’s

adult and juvenile
prison system, Jenifer War-
ren will receive the Award for
Journalistic Integrity from
the California Attorneys for
Criminal Justice.

The top honor is given out
only when the awards com-
mittee agrees that someone
has made outstanding con-
tributions to the public’s un-
derstanding of the criminal
justice system. The Times
state government reporter
from the Sacramento bureau
will be the guest at a lunch-
eon Dec. 11 when she re-
ceives the high honor.

“I'm honored to be recog-
nized by a group of Califor-
nians with intimate knowl-
edge of the criminal justice
system,” Warren said. “It's
also gratifying to be noticed
for covering the prison beat,
which has been pretty lonely
territory until all the scan-
dals and legislative attention
of this year.”

From beatings by guards
to shoddy medical care, War-
ren has found many stories
to write about. In April she
reported on Folsom State

ble for operations at its com-
munity newspapers and
magazines.

Before joining Philadel-
phia Newspapers, Inc. in
1994, he spent nearly four
years at the Post-Tribune in
Gary, Ind. From 1990-1991,
he was advertising director
at the Boca Raton News in
Florida. Among his other
jobs, he was a management
trainee in 1988 at Kentucky’s
Lexington  Herald-Leader
where he was named assis-
tant to the advertising direc-
tor a year later.

Brownout earned an
M.B.A. from the University
of North Carolina in Chapel
Hill and a bachelor of arts
degree in English from New
York’s Hobart College.

Prison where after a gang ri-
ot, scores of Latino gang
members were locked in their
cells and deprived of all priv-
ileges for 20 months - an
amount of time a psycholo-
gist said presses against the
psychological bounds of peo-
ple’s survival.

In July, Warren reported
on how Missouri’s youth
prison system gets excellent
results with therapy and car-
ing, a radically different
method for dealing with ju-
venile justice and a model
for other states to follow.

A letter to Warren from the
California  Attorneys for
Criminal Justice said, “The
stories you have done on the
Department of Corrections
and the California Youth Au-
thority required considerable
work and demonstrated a
commitment to detail and
an understanding of the dif-
ficult issues involved in the
administration of criminal
justice.”

CCN Employees Devise Innovative
Solution to Fix a Flipping Problem

By Vicki CHO ESTRADA

ometimes technology

can take us only so far,

then employee ingenu-

ity takes over. Take

California Community
News’ process for bundling and
shipping preprint ad packages
to the U.S. Postal Service.

Every week, CCN assembles,
labels and bundles 3.6 million
preprint ad packages to mail to
non-Times subscribers. Only
problem was that as the bun-
dles came off the conveyor, the
packages and address labels
faced down.

“The post office wanted us to
flip the bundles over so address
labels would face up and make
it easier for mail clerks to do
their jobs,” said John Craig, di-
vision manager of packaging
operations at CCN, who added
that the integrated production
line at CCN prohibited labels
from facing up.

To comply with the USPS re-
quest, 16 CCN employees used
their brawn six days a week to
flip over the 20- to 30-pound
bundles. For a while, the post
office allowed CCN to turn over
every two to three bundles. But
earlier this year, it required
CCN to flip all of them over.

“We were flipping 20,000
bundles a week by hand,” Craig
said. “We were getting con-
cerned about employee safety
because it involved so much
hand work. We had been work-
ing to figure out how to solve
this problem. We knew we
needed a mechanical and tech-
nical solution.”

That’s where employee inge-
nuity comes in. In August,
Steven Toma, first shift produc-
tion supervisor, came up with
the idea of having a long, steel,

hook-like device catch the end
of the bundle as it moves down
the conveyor. He figured the
natural downward force of the
conveyor, in conjunction with
the hook, would turn the bun-
dles over.

Toma tested the concept and
was convinced it was a viable
solution. He brought the idea
to Steven Lea, packaging man-
ager, who worked with Michael
Stewart, electrician/ technician,
to design and build the device
using in-house parts. In Sep-
tember, 14 of these devices, or
“bundle flippers,” were in-
stalled on each conveyor sys-
tem. The cost: less than $100
apiece.

A video showing the device at
work is posted in the Among
Ourselves section of TimesLink.

“Going out to a manufactur-
ing company to come up with a
solution would've cost us thou-
sands of dollars,” Craig said
and added that other Tribune
newspapers are looking at in-
stalling bundle flippers at their
facilities.

“We expect to have a much
safer work environment and
fewer injuries, and save about
$100,000-plus a year in reduced
costs,” Craig said. “Employees
who used to flip over the bun-
dles are now spending more
time managing the quality of
the production process.”

ShopLocal Combines Best of Online
Research, Neighborhood Shopping

The Times and latimes.com are
part of a new service called
ShopLocal that allows shoppers to
research local specials and sale
items at stores close to home.

It combines the power of online
comparison shopping with the pref-
erence most
people have of
buying locally.

ShopLocal us-
es a ZIP-code
search engine
that allows users to find stores
within a specific radius. Shoppers
can search by product category,
store or brand name. The site is up-
dated daily to reflect current sales
on everyday items like milk and di-
apers as well as big-ticket purchas-
es like flat-screen televisions and
appliances. It also allows con-
sumers to create personal shop-
ping lists online that they can print
and bring to stores. In addition,

shopLocal.co

consumers can set up e-mail sale
alerts for key items and stores.
Check out ShopLocal on www.la-
times.com or www.ShopLocal.com.
ShopLocal.com and the ShopLo-
cal network features dozens of the
nation’s leading retailers, including

mass mer-
chants, home
improvement re-
tailers, office

products super-
stores, electron-
ics retailers, home décor stores,
and department stores, as well as
local grocery stores. ShoplLocal is
based on the same material retail-
ers already use for sales circulars,
catalogs, run-of-press ads and di-
rect mail.

The service was launched by
CrossMedia Services and is avail-
able via more than 140 Tribune,
Gannett and Knight Ridder web-
sites.

Circulation Down Both Daily and Sunday

For the six months ended Sept.
30, 2004, the Los Angeles Times
reported Monday-Saturday aver-
age daily circulation of 902,164,
a decline of 5.6 percent com-
pared with the prior year, and
Sunday circulation of 1,292,274,
a decline of 6.3 percent from the
prior year, according to figures
filed with the Audit Bureau of
Circulations (ABC), subject to
audit.

Circulation was largely affect-
ed by two developments: the im-
pact of the national Do Not Call
law on telesales operations and
a deliberate decision to reduce

third-party sponsored home de-
livery and single copy bulk sales.

“Historically the Los Angeles
Times has been heavily depend-
ent on telemarketing to drive
home delivery circulation
growth. The September declines
primarily reflect the impact of
the Do Not Call law,” said John
Puerner, publisher. “As we tran-
sition to more targeted sales
channels, we're investing heavi-
ly in database marketing sys-
tems and capabilities to improve
our ability to grow readership
and target higher-quality circu-
lation through direct mail and

other efforts.

“In addition, we’'ve made a
deliberate decision to reduce less
profitable circulation, such as
third-party sponsored home de-
livery and single copy bulk
sales,” added Puerner.

The Los Angeles Times re-
mains the largest newspaper in
California and the West with 2.4
million readers daily and 3.5
million on Sunday, according to
Scarborough’s most recent 2004
release, and still surpasses any
other media outlet in the L.A.
DMA in terms of the number of
households reached.




‘The Nest’ Hatches New Ideas to Grow Revenue

By Vicki CHO ESTRADA

here’s a new group

at  The Times

called New Busi-

ness Development,

but its senior man-
ager, Patricia Varga, prefers
to go by another name -- the
NEST, which she calls “a
place of incubation and
‘birth’ for new thinking, new
ideas, new products.”

The group is part of the ad-
vertising marketing depart-
ment under Holly Bowyer,
and its mission is to create
content-based ideas and

products that become viable
business opportunities. While
the newspaper has had new
business development initia-
tives in the past, it now has a
staff completely devoted to it.
By the end of the year, the
group expects to present 25
to 30 revenue-generating
ideas to Times senior man-
agement.

“We need to remain com-
petitive with other media,”
Varga said. “Newspapers as
an industry must reach be-
yond the norm to survive.
That means creating new
products, finding new ways

to deliver news and informa-
tion and servicing markets
that we’re currently miss-
ing.”

The group has identified
several areas of focus:

e Custom publishing,
which includes creating
client-tailored publications,
websites and newsletters, as
well as repackaging and re-
purposing existing content

e Tribune Media Partners,
which involves developing
content products with the en-
tire corporation in mind

e Partnerships with tech-
nology companies that can

Looking Back, Looking Ahead

three-day confer-

ence on “Latinos

in the Media: 20

Years after the

Pulitzer, Promot-
ing Diversity & Change”
brought together 10 of the 17
Times team members who
worked on the 1984 Pulitzer
Prize winning series “Latinos
in Southern California.”

The Oct. 6-8 event at the
University of Arizona focused
on the status of Latino jour-
nalists in the American news
business and kicked off an ex-
hibit in the university’s li-
brary that featured a time-
line, documents and photos
that documented the develop-
ment of the Latino series.

Times’ assistant business
editor Nancy Rivera Brooks,
Assistant METPRO Director
Frank Sotomayor and state
roving correspondent Louis
Sahagun are three of the
staffers who worked on the
award-winning series and
participated in the confer-
ence. Times’ columnist Al
Martinez, Orange County’s
David Reyes and photo editor
Aurelio Jose Barrera worked
on the series but did not at-
tend the event.

Rivera Brooks said it was
eye opening to be back with
the same folks she had spent
so much time with putting the
series together two decades
ago. When coverage for the
series began and Rivera
Brooks became part of the
team, she was starting only
her second year with The
Times. Since then, her beat
has been primarily energy
and other business areas that
seldom included diversity. So
the symposium brought

Rivera Brooks back to those is-
sues.

“To get back to those issues
was fascinating and even
more so to see that little had
changed in 20 years,” Rivera
Brooks said. “We have all of
those same conversations and
same complaints that we did
then. While diversity has im-
proved in the media when
compared to its coverage 20
years ago, it has a long way
to go.”

A series of discussion
groups were held with topics
ranging from Latinos in poli-
tics to culture. At one session,
members of the Latino series
team read columns from a
new book of commentaries by
Frank del Olmo, the associate
editor of The Times who died
Feb. 19. Del Olmo was a
member of the Pulitzer team.

On a different panel, Times
Editor John Carroll discussed
with four other journalists
and educators “The Latino
Pulitzer & the Impact on Jour-
nalism & Society.” Carroll
and Sotomayor were the fea-
tured speakers at a closing
dinner event.

The goal of the Latino series
was to produce the most accu-
rate and complete portrait of
Latinos in the region during a
time when the general public
often perceived the communi-
ty only in stereotypical terms.
The writers and photogra-
phers who worked on the
project were all Latinos.

In the end, the series in-
cluded 27 articles published
during a three-week period in
July 1983.

“The response to the series
from the Latino community
was overwhelming and re-

quests for reprints came from
far and wide,” said Sotomay-
or, who was a series co-editor.
“People identified with the se-
ries and felt their stories were
finally told.”

The series also spurred oth-
er newspapers to do a better
job of covering their local mi-
nority communities, So-
tomayor said.

Former Times staffers who
participated in the event were
Monica Almeida, now a New
York Times photographer; Vir-
ginia Escalante, an associate
professor at San Diego Mesa
College; Jose Galvez, a pho-
tographer who has moved
from Tucson to Durham, N.C;
Robert Montemayor, a con-
sultant on media operations
and author of a new book;
Julio Moran, executive direc-
tor of the California Chicano
News Media Association;
George Ramos, chair of the
Journalism Department at
Cal Poly San Luis Obispo; and
Victor Valle, director of the
American Communities Pro-
gram at Cal State Los Ange-
les.

Noel Greenwood, deputy
managing editor 20 years ago
and the supervising editor of
the Latino series, is now a
book editor living in Santa
Barbara. Team member Juan
Vasquez is deputy editorial
page editor at the Miami Her-
ald. Marita Hernandez lives
in the Chicago area. Rick Cor-
rales is a camera inventor
and businessman in Los An-
geles.

The University of Arizona's
College of Humanities pre-
sented the conference through
its Media, Democracy & Poli-
cy Initiative.

deliver content in new ways,
such as through cell phones,
CD-ROMs and PDAs

The group is developing a
number of concepts to help
The Times reach new mar-
kets. These ideas extend be-
yond newsprint and into
multimedia, such as a prod-
uct designed to cover the dig-
ital lifestyle.

“That might include a
magazine, CD-ROM, website,
television show and who
knows what else -- Blog?
Content beamed to cell
phones?” said Bob Howells,
manager of new business de-

velopment.

But first, the department is
studying markets, such as the
baby boomers, to determine
how best to target them. The
actual end product, whether
it's a magazine, newsprint or
CD-ROM, will come from re-
search, many discussions,
analysis and testing.

The group recognizes that
the best ideas come from
anywhere and sees talent in
every Times department.

Employees are welcomed to
submit ideas for revenue
growth via e-mail to

nest@exchange.latimes.com.

Photo by Bryan Motzkin

Nine of the members of the Latino series team gather at opening of an
exhibit on the 1984 Pulitzer-winning project with Michael Pulitzer, who is
a grandson of the founder of the Pulitzer Prizes, Joseph Pulitzer.
From left: Robert Montemayor, Frank Sotomayor, Nancy Rivera Brooks,
Michael Pulitzer, Virginia Escalante, Julio Moran, Monica Almeida, George

Ramos, Louis Sahagun, Jose Galvez.

On April 16, 1984, reporters, editors and photographers celebrated in
Times newsroom after announcement that the Latino series they had pro-
duced had won the 1984 Pulitzer for Public Service. Front row from left:
George Ramos; Frank Sotomayor; Marita Hernandez; and Louis Sahagun.
Middle row from left: Monica Almeida; Jose Galvez; Nancy Rivera; Vir-

ginia Escalante; Robert Montemayor; Frank del Olmo.

Back row from

left: Deputy Managing Editor Noel Greenwood; Rick Corrales; Jose Aure-
lio Barrera; Al Martinez; Julio Moran. Not shown: David Reyes; Victor

Valle; Juan Vasquez.
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new strategy that

integrates classi-

fied sales chan-

nels from both the

Recycler and The
Times has potential for $3.2
million in incremental rev-
enue during its first year and
is sure to pack a powerful
punch into the world of classi-
fied advertising throughout
the Southern California mar-
ketplace

Although they will remain
independent organizations,
Recycler and The Times have
begun integrating the sales ef-
forts between the two entities.
By aligning their classified
sales efforts, Recycler and The
Times gain strength in the
marketplace and can better
compete against the many
print, online and niche com-
petitors.

“The thing is to leverage
the strength of both organiza-
tions. It's all about winning in
the marketplace and aligning
our classified sales channels
and to cohesively attack the
marketplace,” said Steve An-
derson, director of classified
advertising. “This integration
will provide an effective way
to approach advertisers with a
complete portfolio including
newspaper, niche and online
products. We have the
strongest sales teams and the
strongest products in the mar-
ketplace. This change makes
us both more focused and
more powerful.”

Over the past two years, dif-
ferent categories of Recycler
and The Times have worked
together on various cross-sell-
ing efforts. This new strategy
increases focus and coordina-
tion between the two sales
teams. During the recent
cross-selling efforts it became
clear that although there was
some overlap of readers and
advertisers, in many ways,
both organizations and their
products were reaching differ-
ent advertiser and reader seg-
ments. More closely aligning

Cover lllustration by Hand Eye
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the sales teams across all clas-
sified categories (recruitment,

automotive, real estate and

merchandise) will help devel-

op cohesive products and
strategies.

“This is an exciting change
for all of us involved in classi-
fied.” said Anderson. “With
the reputation of Times prod-
ucts, the strength of the Recy-
cler niche brands, and the ac-
ceptance of our online prod-
ucts both at The Times and
the Recycler we are in a strong
position. To win in classified,
it will take strong print, niche
and online products and no
competitor in the marketplace
can match our complete port-
folio of products.”

The Times director of adver-
tising Maureen White, the
president of Recycler classi-
fieds Niko Ruokosuo and An-
derson are the project man-
agers and have worked on
leveraging resources,
strengths and strategies be-
tween Recycler and The Times
since July. Although Recycler
has reported to The Times ad-
vertising department since it
was purchased in 1998, it be-
came apparent that they
needed integration at deeper
levels.

During the past few
months, the team conducted
one-on-one interviews with 17
management  stakeholders

from both organiza-

tions. Each stakehold-
er suggested changes
for improving oppor-

tunities to grow rev-
enue and market
share. From there,
five working teams
were created: auto-
motive, real estate,
recruitment, general

merchandise and call

center management.
Those teams devel-
oped cross-sell strate-
gies, revenue oppor-

tunities and the orga-
nizational structure

Photos by J. Emilio Flores

to best support the
new opportunities.
The plan rolled out
the first week of Octo-
ber and is part of the
2005 Operating Plan

Recycler telephone sales representatives are now able to cross sell advertisers into
The Times Classified Section. Telephone sales representative Kristen Hyde (left pho-
to) joins Alexis Arcilla (foreground, above) and Michael Nelson (closest to window) in
helping customers identify the best mix of placements to meet their needs.

to grow revenue.

Recycler is seeing some
changes within its organiza-
tion. On November 24,
Ruokosuo is leaving Recycler
and returning to Finland, his
homeland. In his place will be
a new general manager of Re-
cycler who will no longer have
revenue responsibility and
will bring more focus to brand
management, product devel-
opment and the operational
aspects of the business. The
person and all the niche pub-
lications will report to Todd
Brownrout, the newly ap-

pointed senior vice president
of advertising.

Recycler, which recently cel-
ebrated its 30th anniversary,
was begun by a couple from
Vancouver using a “free ad”
model. The publication quick-
ly grew, and by 1994 it was
printing 120,000 to 130,000
copies each week.

One of Recycler's strengths
is its brand. Some people have
dealt with Recycler since they
were kids and found their first
bike through it. They later
found their first cars within its
pages. Consumers value that,

which explains how Recycler
has grown through the years

from two employees to 700.
Half of Recycler's employees
are part-time drivers, and the

rest work in sales, accounting
and production.

Leveraging Recycler and
The Times optimizes their
strengths within publishing.
In the end, advertisers reach
larger markets and both pub-
lications develop clients.

“If we can sell better and
execute the sales better, that's
a very powerful combina-
tion,” Ruokosuo said.
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aily news from San
Bernardino and
Riverside counties
used to be a small
part of The Times’
ly report, but after last
year's launch of the Inland Em-
pire edition news from that
area has exploded, often land-
ing on A-1.

From a bored Yucaipa escape
artist looking for his next big
thrill to a woman who alleged-
ly murdered an elderly friend
and rolled his head down
Mount Baldy, the staff of five
writers, one photographer and
one editor have found so many
great stories in the area that
they often have to decide which
ones they can and can't cover.

While the newsroom makes
those decisions, readers from
the area are responding to the
newspaper, as seen with a
gradual climb in circulation.
Subscriptions to residents in the
Inland Empire have increased
since the newspaper launched
the edition in May 2003.

“When we first started here,
everyone really welcomed us,
because they were starving for
some in-depth quality news
coverage,” said Phil Willon, ed-
itor of the Inland Empire edi-
tion. “Also | think because The
Times launched this edition, it
was important for the people
who live here. It was an ac-
knowledgement that this is a
significant place — it has ar-
rived and is worth covering.”

As people move east in leaps
and bounds from Los Angeles
and Orange County in search
of affordable housing, San
Bernardino and Riverside coun-
ties are quickly expanding. The
Times wants to be a part of that
growth to develop circulation
and bring the news home to its
residents.

To grow circulation, The
Times is looking at a variety of
direct sales programs. For in-
stance, in-store events have
boosted sales of The Times.
Each day about 10 to 12 ven-
dors do storefront sales inside
local Ralphs, Vons and Albert-
son’s where they offer shoppers
issues of The Times. This is the
most successful of all sales
methods. Sales range from 450
to 500 each week, according to
Kris Anguiano, outdoor vendor
manager for the Inland Em-
pire.

In addition, The Times has a
special offer with the Temecula
Valley News, a Friday weekly
paper. When readers subscribe
to the weekly, they receive the
weekend Times — all for one

at their desks in the Riverside office.

Inland Empire staff writers Sandra Murillo, left, and Seema Mehta file stories

Photo by Irfan Khan

A panel discussion in June with Times editors and staff writers about the 2003
wildfires pulled in about 300 people to the Sturges Center of Fine Arts in San

Bernardino.

“When we first st
here, everyone rg
welcomed us, beds

they were starving

Photo by Irfan Khan
Inland Empire editor Phil Willon focus-

news coverage.”

special subscription price. Be-
cause of this special offer,
many people from Temecula,
Murrieta and Lake Perris have
signed up, and The Times is
building a new base of sub-
scribers in an area where there
is a great opportunity to grow
new readership.

Public affairs is also part of
The Times presence in the In-

cpverage on stories that not only
— PHIL WILL ate with readers in the area but

also with those in Los Angeles and Or-

ange County.

land Empire. The Times’ cover-
age of wildfires that blazed
through San Bernardino Coun-
ty in the fall of 2003 was the
topic of June’s “Story Behind
the Story” held at the Sturges
Center of Fine Arts in San
Bernardino. About 300 people
including student journalists
and leaders from government,
education, civic life, business

and nonprofits attended the

event where a panel of Times
editors and staff writers dis-
cussed the fire coverage. Public
safety agencies involved with

battling the wildfires were also

present.

Reading by 9, The Times lit-
eracy program, has an ongoing
relationship with the San
Bernardino Department of Edu-
cation. With each Holiday
Book Drive, Reading by 9 dis-
tributes thousands of books
gathered during the fund-raiser
to schools in Southern Califor-
nia’s five-county area. During
this year’s distribution, 144
teachers from 72 San Bernardi-
no County elementary schools
picked through boxes of books
to take back to their class-
rooms.

The foundation for all this
activity is, of course, the news
coverage happening in the In-
land Empire. Under Willon’s
guidance, the editorial staff
gets out the Monday through
Friday newspaper with staff
photographer Irfan Khan and
staff writers: Hugo Martin,
Seema Mehta, Lance Pugmire,
Sandra Murillo and Janet Wil-
son. While the small staff can
tackle the competition with in-
depth stories, the local newspa-
pers have larger staffs that pro-
vide more local stories and can
cover other things, such as
high school football.

So Willon focuses the cover-
age on stories that resonate in
Southern California — not just
articles that relate to readers in
the Inland Empire but also to
those in Orange County and
Los Angeles. He does this since
many readers live in the Inland
Empire and commute to work
downtown or in Orange Coun-
ty. Those readers have regional
interests.

But the staff has provided
coverage on some stories that
have packed a powerful punch.
With much of the wildfires
burning across San Bernardino
County, the Inland Empire staff
was instrumental in the cover-
age that eventually won a
Pulitzer Prize this year for
breaking news reporting,
Willon said. Other big stories,
such as the first case of West
Nile virus and the 2003 Christ-
mas Day floods, also came out
of the Inland Empire.

“With our small staff, we've
done some amazing things
during the past year and a
half. It's nonstop. The news will
only get bigger and better,”
Willon said. “This is where
it's at.”

he benefits of

content sharing

may not always
be immediately quan-
tifiable, but a KTLA
news broadcast in the
weeks before the presi-
dential election offered
a glimpse of the possi-
bilities when things
come together just
right.

In one of several on-
air appearances prior
to the election, Don
Frederick, The Times’
national political edi-
tor, was interviewed
live by anchor Hal
Fishman during the
KTLA “News @ 10"
broadcast. They dis-
cussed a range of topics
related to the election
during the on-air inter-
view.

When the overnight
ratings came in the
next day, KTLA learned
that the prior night's
“News @ 10" program
had finished ahead of
its local news rivals
during the hour. “As a
matter of fact we had a
higher number than
Brokaw and Rather’s
early news and CBS
late news,” commented
Fishman in a note to
Times multimedia pro-
ducer Michelle Maltais,
who helps produce
such appearances from
The Times newsroom.

“In addition, the
highest rating for the
four quarters was the
third quarter which
was the interview with
Don Frederick,” Fish-
man added. “Please
convey this info to Don
- I'm certain he would
like to know of his suc-
cess on TVI”
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