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Abstract (Summary)

It's no secret that Canadians are gaga for winter sports and that they got pretty excited a few years back when Vancouver won the rights for the 2010 Winter Olympics. So when the Royal Canadian Mint (RCM) decided to become a first-time Olympic Games sponsor, it did so with multiple objectives in mind. First, it wanted to use the Olympic platform to sell special-edition coins to the Canadian public. At the same time, RCM wanted to boost awareness of itself and change the prevailing sentiment that the RCM was an unapproachable, somewhat elitist institution. After lots of brainstorming with its media shop, MEC, a unit of WPP's GroupM, RCM opted to focus on a combined television and online campaign.

	Full Text

 (818  words)


Copyright VNU eMedia, Inc. Jun 14, 2010
It's no secret that Canadians are gaga for winter sports and that theygot pretty excited a few years back when Vancouver won the rights for the 2010 Winter Olympics.

So when the Royal Canadian Mint (RCM) decided to become a first-time Olympic Games sponsor, it did so with multiple objectives in mind.

First, it wanted to use the Olvmpic platform to sell special-edition coins to the Canadian public.

At the same time, RCM wanted to boost awareness of itself and change the prevailing sentiment that die RCM was an unapproachable, somewhat elitist institution. Finally, it wanted to provide a way for Canadians to get involved with the games, above and beyond simply watching the competition each night.

After lots of brainstorming with its media shop. MEC, a unit of WPP's GroupM. RCM opted to focus on a combined TV and online campaign.

The key component of the campaign was a program to identify the top 10 moments in Canadian Olympic history - with the public voting to decide the ranking of each moment and with the top three moments immortalized with special commemorative coins issued bv the mint.

To announce and showcase the results, the client. MFC and the consortium of Olvmpic broadcasters in Canada, led by CTV, joindy developed and produced a special one-hour broadcast entided Greatest Canadian Olympic Moments.

"The overall engagement idea was. 'Be a participant, not just a bystander,'" says Bruce Neve, president of MEC Canada.

The Olympic Moments program thus provided several ways for Canadians to participale, including voting on their favorite moments and collecting the commemorative coins.

Both the coins and the broadcast strengthened "emotional links" between the mint and consumers, says Neve. The broadcast deftly integrated the client into the content at several points, including a short segment that explained the process for making coins at the mint.

In addition, program host Brian Williams (who is considered the voice of the Olympics in Canada) made mention of the coins that RCM planned to mint at die top and near the end of the broadcast.

The RCM also had eight 30-second ads in the program showcasing the coin program and drivin people to its Web site where then could get more information, sign up for future alerts and buy the coins.

But most of die program was devoted to the 10 greatest moments, each of which was narrated bv a different Canadian celebrity, including actress Kim Cattrall, pro golfer Mike Weir and musicians Jim Cuddy (Blue Rodeo) and Ed Robertson (Barenaked Ladies).

The Olympic Moments broadcast debuted in September 2009 and was repealed on multiple networks within the Canadian Olvmpic broadcast consortium. According to Paul Boult. ROFs director of corporate marketing, the results hit the mark and then some.

The Olympic Moments spedai garnered a total audience of 4.5 million. And media from press accounts about the Moments campaign added an additional 8 million impressions.

More than 40.000 Canadians voted online for their favorite Olvmpic moments. The top three standout performances they chose were the Canadian Men's and Women's Hocken teams' gold medal performances during the 2002 Games at Salt Lake City and speed skater Cindy Klassen's performance during the 2000 Games at Turin. Italy, where she won five medals.

In addition, visits to RCM's Web site tripled, says Boult, and some 15,000 consumers opted in for future contact by die mint. RCM sold all of the 6,600 Moments coin sets that it manufactured, while the public collected millions of the commemorative coins that were put into circulation.

Boult credits MFC's media strategy for helping RCM achieve its objectives. The campaign, he says, "was instrumental in creating buzz," about the Greatest Moments program. At the Olympic Games in February, he notes. RCM had a pavilion where attendees could file through and have their picture taken with an Olympic medal (the mint produced the gold, silver and bronze medals that were awarded at the Vancouver Games).

A quarter-million people did so, sometimes waiting up to eight hours in line for the opportunity - one strong indication that the campaign helped RCM overcome its seemingly "unapproachable" reputation.

Ross Campbell, communication strategy director at MFC Canada, who had direct oversight of the RCM campaign, says the idea behind having the TV special air in the fall before the Olympics was to build excitement for the client during the six months leading up to the games.

Campbell says that the impact of the TV program was immediate and long lasting. "There was a spike in Google searches for phrases like Olympics coins and the Royal Canadian Mint" as soon as the broadcast aired, he says. After the initial surge, he adds, the volume of searches "kept climbing right up to the games."

A medal-worthy effort, to be sure.
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Abstract (Summary)

Turmoil and opportunity tend to go hand-in-hand. As businesses grapple with the challenges of today's economic environment, the Public Relations (PR) profession is presented with a unique opportunity. Companies are losing control of their dialogue with customers. Sources--often online--are increasingly shaping the opinions of consumers. And the sudden failure of US banks and financial institutions has eroded trust among consumers further--destroying valuable brands nearly overnight. As the effects of these failures ripple through the rest of the economy, there is more pressure on marketers to translate their actions into bottom-line growth. This presents an ideal scenario for the PR profession to rise to the challenge. PR should deliver the authenticity and distinctiveness that can elevate a brand, bridging the trust gap in ways that advertising cannot. Here, Hynes discusses the impact of PR on brand value.
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[...] today, our private and public universities are losing their competitive edge to foreign institutions, they are losing the advertising wars to for-profit colleges and they are losing control over their own admissions because of an ill-conceived ranking system. (I helped start an accredited online school of education, and firmly believe that the coursework could also be delivered to students online.) If the federal government ultimately pays for the extra year, it would be a turning point at least as important as the passage of the 1862 Morrill Act that gave rise to the state universities or the 1944 G.I. Bill that made college affordable to our returning service personnel after World War II.
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AMERICAN education was once the best in the world. But today, our private and public universities are losing their competitive edge to foreign institutions, they are losing the advertising wars to for-profit colleges and they are losing control over their own admissions because of an ill-conceived ranking system. With the recession causing big state budget cuts, the situation in higher education has turned critical. Here are a few radical ideas to improve matters:

Raise the age of compulsory education. Twenty-six states require children to attend school until age 16, the rest until 17 or 18, but we should ensure that all children stay in school until age 19. Simply completing high school no longer provides students with an education sufficient for them to compete in the 21st-century economy. So every child should receive a year of post-secondary education.

The benefits of an extra year of schooling are beyond question: high school graduates can earn more than dropouts, have better health, more stable lives and a longer life expectancy. College graduates do even better. Just as we are moving toward a longer school day (where is it written that learning should end at 3 p.m.?) and a longer school year (does anyone really believe pupils need a three-month summer vacation?), so we should move to a longer school career.

President Obama recently embraced the possibility of extending public education for a year after high school: "I ask every American to commit to at least one year or more of higher education or career training." He suggested that this compulsory post-secondary education could be in a "community college or a four-year school; vocational training or an apprenticeship." (I helped start an accredited online school of education, and firmly believe that the coursework could also be delivered to students online.)

If the federal government ultimately pays for the extra year, it would be a turning point at least as important as the passage of the 1862 Morrill Act that gave rise to the state universities or the 1944 G.I. Bill that made college affordable to our returning service personnel after World War II. Every college trustee should be insisting that we make the president's dream a reality.

And for those who graduate from high school early: they would receive, each year until they turn 19, a scholarship equal to their state's per pupil spending. In New York, that could be nearly $15,000 per year. This proposal -- which already has been tried in a few states -- has the neat side effect of encouraging quick learners to graduate early and free up seats in our overcrowded high schools.

Use high-pressure sales tactics to curb truancy. Casual truancy is epidemic; in many cities, including New York, roughly 30 percent of public school students are absent a total of a month each year. Not surprisingly, truants become dropouts.

But truant officers can borrow a page from salesmen, who have developed high-pressure tactics so effective they can overwhelm the consumer's will. Making repeated home visits and early morning phone calls, securing written commitments and eliciting oral commitments in front of witnesses might be egregious tactics when used by, say, a credit card company. But these could be valuable ways to compel parents to ensure that their children go to school every day.

Advertise creatively and aggressively to encourage college enrollment. The University of Phoenix, a private, for-profit institution, spent $278 million on advertising, most of it online, in 2007. It was one of the principal sponsors of Super Bowl XLII, which was held at University of Phoenix Stadium (not bad for an institution that doesn't even have a football team). The University of Phoenix's enrollment has clearly benefited from its advertising budget: with more than 350,000 students, its enrollment is surpassed by only a few state universities.

The University of Phoenix and other for profits have also established a crucial niche recruiting and serving older students. Traditional colleges need to do far better, using advertising to attract paying older students and to recruit the more than 70 percent of the population who lack a post-secondary degree. They have a built-in advantage, since attending a for-profit college instead of a more prestigious, less expensive public college makes no more sense than buying bottled water when the tap water tastes just as good.

Unseal college accreditation reports so that the Department of Education can take over the business of ranking colleges and universities. Accreditation reports -- rigorous evaluations, prepared by representatives of peer institutions -- include everything students need to know when making decisions about schools, yet the specifics of most reports remain secret.

Instead, students and their parents rely on U.S. News & World Report rankings that are skewed by colleges, which contort their marketing efforts to maximize the number of applicants whom they already know they will never accept, just to improve their selectivity rankings. Meanwhile, private counselors charge thousands of dollars claiming to know the "secret" of admissions. Aspiring entrants submit far too many applications in the hope of beating the odds. Everyone loses. Opening the accreditation reports to the public would provide a better way.

The biggest improvement we can make in higher education is to produce more qualified applicants. Half of the freshmen at community colleges and a third of freshmen at four-year colleges matriculate with academic skills in at least one subject too weak to allow them to do college work. Unsurprisingly, the average college graduation rates even at four-year institutions are less than 60 percent.

The story at the graduate level is entirely predictable: in 2007, more than a third of all research doctorates were awarded to foreigners, and the proportion is far higher in the hard sciences. The problem goes well beyond the fact that both our public schools and undergraduate institutions need to do a better job preparing their students: too many parents are failing to insure that their children are educated.

President Obama has again led the way: "As fathers and parents, we've got to spend more time with them, and help them with their homework, and replace the video game or the remote control with a book once in a while." Better teachers, smaller classes and more modern schools are all part of the solution. But improving parenting skills and providing struggling parents with assistance are part of the solution too.

At a time when it seems we have ever fewer globally competitive industries, American higher education is a brand worth preserving.
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Abstract (Summary)

With ads on social networking sites Facebook and MySpace, videos on YouTube, spots on radio talk shows, ads in magazines and public transportation and a new website (TwoOfUs.org), creators say the aim is to start a national conversation about marriage. Through online surveys of 3,672 men and women over the summer, researchers found five distinct segments: *14% express strong sentiments against marriage. *22% aren't ready but say they eventually plan to wed. *23% have a practical view of marital unions and often live together first. *19% are enmeshed in the magic of love. *22% have a strong belief in the institution of marriage.
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(Copyright (c) 2009 USA Today. All Rights Reserved.)
Marriage has turned into quite a quandary for many young adults. Should they or shouldn't they? Can they escape divorce? Will moving in together forestall a breakup?

These conflicted feelings haven't gone without notice in Washington.

Carrie and Joe Burns of St. Louis are 24 and 26. They met when she was 16 and he was 18 and dated for eight years. Then they lived together for nine months. Then they were engaged an additional 18 months. They finally got married in August.

For Katie D'Hondt, 18, of Grosse Pointe, Mich., "marriage isn't something I think about right now." The University of Michigan freshman hasn't yet even decided on a major.

The average age at first marriage is now almost 26 for women and 28 for men. And a growing percentage of Americans aren't marrying at all: Provisional federal statistics released Tuesday report 7.1 marriages per 1,000 people in 2008, down from 10 per 1,000 in 1986.

Faced with such numbers, the federal government is funding a $5 million national media campaign that launches this month, extolling the virtues of marriage for those ages 18 to 30.

"We're not telling people 'Get married' but 'Don't underestimate the benefits of marriage,' " says Paul Amato, a Pennsylvania State University sociologist and adviser to the National Healthy Marriage Resource Center, which is spearheading the campaign.

The resource center, a federally funded virtual clearinghouse, works under an agreement with the U.S. Department of Health and Human Services' Administration for Children and Families.

Research suggests a bevy of benefits for those who marry, including better health, greater wealth and more happiness for the couple, and improved well-being for children.

Some say the government has no business using tax dollars to promote marriage. But others say the campaign is just like those conducted by other federal agencies to encourage the use of seat belts and discourage drug use, smoking and drunken driving.

With ads on social networking sites Facebook and MySpace, videos on YouTube, spots on radio talk shows, ads in magazines and public transportation and a new website (TwoOfUs.org), creators say the aim is to start a national conversation about marriage.

'A different world out there'

"These are people who are in the prime marrying age. A lot of them have not had good role models about how to have a successful marriage," says Amato, co-author of the 2007 book Alone Together: How Marriage in America Is Changing.

"Marriage has become more optional, and it's a different world out there. That's why we think it's important to focus on this group of young people, because the rules are less clear."

Just how the marriage information will be received is anyone's guess, because the government's marriage initiative is "caught between two competing truths," says William Galston of the Brookings Institution, a Washington, D.C., think tank.

"One truth is we really do need a national conversation about marriage. Marriage rates have been dropping. Young adults are concerned and confused about the issue. They don't know exactly where to turn.

"On the other hand, there is a real and justified suspicion about the role that government can play in this discussion," says Galston, who was a domestic policy adviser in the Clinton administration.

"What we're talking about is a slow but steady increase in the percentage of Americans who don't intend to get married and probably won't," he says. "This trend represents a meaningful change in our society. Whether or not it constitutes a problem depends on broader, and contested, propositions about marriage in relation to the common good."

To find out how to tailor the media campaign, the resource center commissioned a Chicago-based youth research company called TRU to get inside the heads of the 18-to-30 age group. Through online surveys of 3,672 men and women over the summer, researchers found five distinct segments:

*14% express strong sentiments against marriage.

*22% aren't ready but say they eventually plan to wed.

*23% have a practical view of marital unions and often live together first.

*19% are enmeshed in the magic of love.

*22% have a strong belief in the institution of marriage.

Of those surveyed, 69% were single, 29% married, and 2% were separated, widowed or divorced. Of the singles, 47% were in a committed relationship, 18% were dating but not in a committed relationship, and 35% were not dating.

"One of the surprising things, given the divorce rates and the culture, was that the motivation for marriage is quite high," says Peter Picard of TRU, which also conducted focus groups to supplement the surveys.

Resource center project director Mary Myrick of Oklahoma City says the media campaign has a budget of $1.25 million a year for four years; the campaign is part of the federal Healthy Marriage Initiative, a Bush administration effort under the Administration for Children & Families.

In 2005, Congress allocated $750 million over five years to the marriage initiative, with $100 million a year for marriage-related programs and $50 million a year supporting fatherhood programs. Of those dollars, the resource center is receiving $2 million each year over five years. The media campaign money is an additional annual allocation, according to HHS.

"Most people want to get married someday, and most do. That's not at issue," says Nicky Grist of the Brooklyn-based Alternatives to Marriage Project, a non-profit advocate for the rights of the unmarried.

She and others have organized an ad hoc coalition that will ask the Obama administration to stop using anti-poverty money for marriage promotion.

"What's at issue is really two things, from our perspective," she says. "Should government tell people when to get married? And should government and society privilege marriage over all other relationships? Our answer to both those questions is no."

Will young people listen?

Whether young adults will heed the marriage message is yet to be determined. But Jeffrey Arnett, a research professor at Clark University in Worcester, Mass., who was among the first to study emerging adulthood, says he's "pretty cynical."

"They don't want to be told what to do by their parents, by employers, by their friends. They really want to make independent decisions. And there's no decision bigger than this," he says. "They take marriage very seriously. That is a very private journey, that search for the soul mate. I can't imagine they'd want the advice of a government agency."

Johanan Odhner, 24, a grad student in chemistry at Temple University, believes in marriage.

"It's always been my goal to have a family, and I want to be young enough when I have children to have an active presence and have the energy to do activities with them," says Odhner, who married in May.

His wife, Chelsea Odhner, 24, says she would be receptive to the campaign but understands those who wouldn't. "I know a handful of people who ... have lifelong partners and have kids with them and aren't married. Even though my personal view is I choose marriage instead of living with somebody, I understand for other people they might not be comfortable with that."

Marisa Martineau, 29, of Falls Church, Va., doesn't like the idea of an ad campaign for marriage.

"Government should be focusing on spending my tax dollars to reduce the disparities that exist between married people and unmarried people and not encouraging marriage," she says.

Ron Haskins, co-director of the Brookings Center on Children and Families, disagrees. He advised the Bush administration on welfare policies and the related marriage initiative. "The government finances campaigns on smoking, seat-belt use, drug use," he says. "We spend millions of dollars supporting public campaigns to change public behavior. From that perspective, this is entirely appropriate."

But that was then.

Now, with dwindling federal dollars and a change in political power, the future of many programs is unclear, says Jenny Backus, a spokeswoman for the Department of Health and Human Services.

Although she says President Obama supports marriage and fatherhood programs, the struggling economy is forcing the administration to "make choices based on shrinking budgets and a worsening economy."

"One of the areas we want to take a hard look at is the effectiveness of advertising across the agencies that fall under HHS," she says. "We have not made any decisions in regards to programs or specific ad campaigns, but we are looking carefully at everything."

TEXT OF INFO BOXES BEGINS HERE

Young outlook

Overall, 18- to 30-year-olds seem confident about their ability to make a marriage work:

Expect to be married for life -- 82%

I'd rather be alone than marry the wrong person -- 75%

I have skills to make relationship last forever -- 70%

Important to live with partner before marriage 56%

Divorce never an option for me -- 36%

There's only one perfect marriage partner for everyone -- 28%

Life-long commitment scares me -- 22%

Source: National Healthy Marriage Resource Center, margin of error 1.6 percentage points

Marriage-minded or not? Young adults weigh in

The National Healthy Marriage Resource Center surveyed 3,672 18- to 30-year-olds on attitudes and readiness for marriage and put responses into five categories:

'I Don'ts' Not Yet' Set 'Realists' Romantics' 'True Believers' 14% 22% 23% 19% 22%

Marriage Lowest Low, for now Moderate High Highest

motivation

Marriage Pessimistic Undecided, Practical, Magical, Optimistic,

mind-set an unnecess- not ready a partnership a love story the ary risk (yet) centerpiece of life

Divorce Yes As a last It's an option It's an option No

acceptance resort

Gender Mixed 70% male Mixed 67% female Mixed

Age Average Youngest Older Younger Oldest

Education Low In school High Lower Highest

Household Lowest Higher Higher Lower Medium

income

Ethnicity Mixed Most ethnically Highest Highest Mostly diverse white black white

Life Independent, Risk-takers Risk-averse, "If it happens, In control

orientation do my own fun-loving calculating it happens" of life,

thing planners

Source: National Healthy Marriage Resource Center; margin of error + or - 1.6 percentage points
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Expanding on his view that insurance industry profit margins will fall in 2008, Mr. Buffett said: Prices are down, and exposures inexorably rise. Military Contract Hands EADS, Northrop an Upset Victory Northrop Grumman and European Aeronautic Defence & Space broke Boeing Co.'s lock on the market for aerial refueling tankers, winning a $40-billion contract to turn Airbus jets into flying gas stations for U.S. military aircraft, according to a person familiar with the situation.
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Along with all the financial parties that ended in 2007, Warren Buffett is adding the party the insurance industry has been throwing in the absence of severe weather catastrophes.

"If the winds roar or the earth trembles, results could be far worse," he said in the long letter that traditionally accompanies the full-year report of his investment holding company, Berkshire Hathaway. "Be prepared for lower insurance earnings during the next few years." The results themselves reflected a drop in Berkshire's investment gains and a decline in the core insurance business. Fourth- quarter net income fell 18% to $2.95 billion, compared with $3.58 billion the year before. Economic weakness hurt earnings at the company's wide array of companies, from Fruit of the Loom to See's Candy. Expanding on his view that insurance industry profit margins will fall in 2008, Mr. Buffett said: "Prices are down, and exposures inexorably rise. Even if the U.S. has its third consecutive catastrophe-light year, industry profit margins will probably shrink by four percentage points or so."

Over the past few years, Mr. Buffett's letters haven't seemed complete without a dark warning on one danger or another. He repeated a familiar warning that the U.S. deficit is unsustainable. He also chastised those who had not heeded his advice that lenders were becoming too lax when it came to lending standards, on the now- exploded assumption that rising high prices made everyone credit worthy. "As house prices fall, a huge amount of financial folly is being exposed," Mr. Buffett, 77 years old, wrote. "You only learn who has been swimming naked when the tide goes out -- and what we are witnessing at some of our largest financial institutions is an ugly sight." Mr. Buffett didn't reveal the names of four candidates he has chosen to succeed him in the role of chief investment officer. He only referred to them as "young to middle-aged, well-to-do to rich," people who currently manage "substantial sums" elsewhere. As per usual, he expressed zero desire to leave anytime soon: "I love running Berkshire, and if enjoying life promotes longevity, Methuselah's record is in jeopardy." The Methuselah reference implies that Mr. Buffett anticipates his tenure at Berkshire to be somewhere around the 900-year mark.

---

Assured Guaranty Catches a Break . . .

Fund manager Wilbur Ross offered to invest up to $1 billion in bond insurer Assured Guaranty, an implicit refusal for now to shore up Assured Guaranty's bigger rivals such as Ambac and MBIA, who have worse problems. Assured Guaranty is the fifth-largest bond insurer. Mr. Ross, in an interview on CNBC, said he remains in talks with other companies in the sector but made clear that he thinks the best way to get into the sector is through a solid name that can take business away from struggling competitors.

---

Military Contract Hands EADS, Northrop an Upset Victory

Northrop Grumman and European Aeronautic Defence & Space broke Boeing Co.'s lock on the market for aerial refueling tankers, winning a $40-billion contract to turn Airbus jets into flying gas stations for U.S. military aircraft, according to a person familiar with the situation. The unexpected win will likely bolster Northrop's standing as a major contender for large programs, while also expanding EADS's foothold in the U.S. defense market.

---

Euro's Rise Continues, Stocks Fall

The yen joined in the euro's assault on the dollar, with the dollar falling more than a full yen to its lowest mark since March 2005. In the markets, AIG's ugly earnings report last night and its predictions of further gloom this morning. renewed investors' fears about the financial sector, pushing the broader market sharply lower. The Dow Jones Industrial Average's losses steepened late in Friday's session, as the blue-chip indicator ended down 315.79 points, off 2.5%, at 12266.39. All 30 of its components were lower, led by a 6.7% drop in component AIG. The Standard & Poor's 500 was down 2.7%, or 37.05 points, at 1330.63. The Nasdaq Composite Index was off 2.6%, or 60.09 points, at 2271.48, hurt in part by a weak quarterly report from Dell. Bonds surged, with the 10-year Treasury note yielding 3.522%. Oil futures retreated from a new overnight record above $103 as the dollar gained strength and Turkish forces withdrew from northern Iraq. Asian markets ended mostly lower and European markets were again dragged down by the financial sector.

---

Banks Seize Peloton Assets

In a move that reflects banks' impatience when borrowers in the financial sector run into trouble, lenders have seized assets held by troubled London hedge fund Peloton Partners as they try to recoup the money they lent the fund. But, as the banks seize the assets, they too will probably find it no easier to locate buyers than Peloton did.

---

FDA Approves Pristiq

Wyeth received Food and Drug Administration approval for its antidepressant Pristiq, keeping the company in a lucrative niche as a big-selling predecessor drug faces competition from generics in coming years. The approval is a rare piece of good news in a run of misfortunes for Wyeth, including the FDA's rejection of Wyeth's schizophrenia drug bifeprunox.

---

Glaxo's Malaria Drug Setback

In a blow to efforts to fight malaria, GlaxoSmithKline said it will stop selling one malaria drug and stop developing another. Both appear to lower haemoglobin levels in the blood of some patients, which can lead to anemia. The drugs were part of an innovative public-private partnership aimed at directing drug companies' resources to the disease.

---

Turkey Pulls Out of Iraq

The U.S.'s wish to have Turkish troops removed from northern Iraq has been granted. The Turkish military said it withdrew its soldiers after eight days because it had succeeded in weakening a Kurdish separatist group, not because of any foreign influence. But the Iraqi Foreign Minister Hoshyar Zebari, a Kurd, credited the U.S. for the decision and ending what could have been a prolonged battle.

---

EPA Defends Denial of California's Emissions Limits

The Environmental Protection Agency justified its decision to stop a Californian crack down on auto emissions, saying the problems of global warming aren't unique to the state. California would need a waiver from the Clean Air Act to enforce its tailpipe-emission limit and argues that it has received them before for trans-state issues, such as diesel pollution.

---

Another Good Year for Afghanistan's Opium Farmers

Afghan farmers grew more poppies for opium in 2007 than they did in record-breaking 2006. A State Department report said the U.S.-backed government must do more against the illegal drug trade to cut off funding for insurgents.

---

USDA Employees Go on Leave Amid Meat Recall

The U.S. Department of Agriculture has placed at least two employees on paid leave of absence amid the agency's investigation of the largest meat recall in U.S. history, say union officials. The news comes one day after Agriculture Secretary Edward T. Schafer blamed Hallmark/Westland Meat Packing Co. for treating cows at its Chino, Calif., plant inhumanely.

---

Harbinger Throws Gauntlet Before New York Times

Dissident investor Harbinger Capital stepped up pressure on the New York Times, formally proposing its own slate of four directors and saying the company needs to take more drastic action to compete online. Earlier Friday, the Times reported that its newspaper advertising fell 11.4% in January, mainly due to a 22.6% dropoff in classified advertising.

---

Suicide Bombing in Pakistan

A suicide bombing aimed at a prayer gathering for a dead police officer in northwestern Pakistan killed at least 35 people. Meanwhile, the party of slain politician Benazir Bhutto's indicated it won't seek a confrontation with President Pervez Musharraf, but will work with other parties to find ways to curtail his power.

---

Ricin in Vegas

The deadly toxin ricin was found in viles at a Las Vegas motel. Authorities don't believe it was intended for a terrorist attack. Seven people were taken to hospitals. Police said one man, not considered a suspect, is was in critical condition.

---

White House Aide Chastized for Plagiarism

A White House aide has resigned after it was discovered he lifted chunks of material from other sources for his column in the News- Sentinel in Fort Wayne, Ind. In one column Timothy Goeglein, who has worked for President Bush since 2001, wrote "A notable professor of philosophy at Dartmouth College in the last century, Eugene Rosenstock-Hussey, expressed the matter succinctly. His wisdom is not only profound but also worth pondering in this new century." An essay from the Dartmouth Review used almost exactly the same words.

---

Enjoy Your Last Feb. 29 Until 2012

The actor Dennis Farina, who appeared for two recent seasons of "Law and Order," turns 16 today. Not bad for a man born in 1944. Like Frederic in "The Pirates of Penzance" -- he was born on Feb. 29 and can only celebrate his birthday every four years. Unlike Frederic, this glitch doesn't doom him to serve out an apprenticeship for a band of pirates into his 80s. Other famous Leap-Year babies include rapper Ja Rule, Pope Paul III and actor Alex Rocco, who played "The Godfather"'s sleazy casino mogul Moe Greene in the same year that Mr. Farina turned seven. According to an ancient Scottish tradition, women propose to men on Feb. 29 while every local paper runs a story on them proposing to men. Marina Maiuri managed to persuade the Daily News in New York to write an article about her proposal to Sean Smith, featuring a photo of her on the Empire State Building. He said yes.

---

The Associated Press contributed to this report.

---

Write to Robin Moroney at robin.moroney@wsj.com
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Abstract (Summary)

The Society honors innovative individuals, corporations, nonprofit organizations, educational institutions and media outlets that are pioneering the use of social media, ICT, mobile media, online communities, virtual worlds and collaborative technologies in the areas of media, marketing, public relations, advertising, entertainment, education, politics and social initiatives.
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(c)Copyright 2008, Computers, Networks & Communications via VerticalNews.com
Visible Technologies, a leading provider of Internet monitoring, analytics and participation solutions, is pleased to announce that it is a recipient of a 2007 Award of Merit in the Technology Innovation division of the Society for New Communications Research Awards program. The Society honors innovative individuals, corporations, nonprofit organizations, educational institutions and media outlets that are pioneering the use of social media, ICT, mobile media, online communities, virtual worlds and collaborative technologies in the areas of media, marketing, public relations, advertising, entertainment, education, politics and social initiatives. The award winners were announced at the Society's awards gala at the Colonnade Hotel in Boston, Mass on December 5th, 2007. Visible Technologies' submitted TruCast(R), the industry's most comprehensive solution for social media analysis and engagement for award consideration. TruCast enables clients to track, analyze and participate in Consumer Generated Media conversations in blogs, forums, social networks and online communities. The submission included details from a case study outlining the solutions development successes and client adoption by Fortune 500 customers.

"Visible Technologies' program exemplifies the mission of this awards program: the successful and innovative use of new communications solutions and social media practices to enhance communications and relationships," commented Mike Manuel, SNCR Best Practices committee chairman.

"We are excited to win this prestigious award from the Society for New Communications Research organization," said Blake Cahill, SVP of Sales and Marketing at Visible Technologies. "This award is another validation that our solution and its approach to social media monitoring and engagement is essential for companies."

About the Society for New Communications Research

The Society for New Communications Research is a nonprofit global think tank dedicated to the advanced study of new communications tools, technologies and emerging modes of communication, and their effect on traditional media, professional communications, business and society. For more information, visit http://www.sncr.org/ or call (650) 331-0083.

Keywords: Advertising, Entertainment, Government, Internet, Internet Monitoring, Marketing, Politics, Technology, Visible Technologies, World Wide Web.

This article was prepared by Computers, Networks & Communications editors from staff and other reports. Copyright 2008, Computers, Networks & Communications via VerticalNews.com.
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Abstract (Summary)

The Society honors innovative individuals, corporations, nonprofit organizations, educational institutions and media outlets that are pioneering the use of social media, ICT, mobile media, online communities, virtual worlds and collaborative technologies in the areas of media, marketing, public relations, advertising, entertainment, education, politics and social initiatives.
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(c)Copyright 2008, Internet Business Newsweekly via VerticalNews.com
Visible Technologies, a leading provider of Internet monitoring, analytics and participation solutions, is pleased to announce that it is a recipient of a 2007 Award of Merit in the Technology Innovation division of the Society for New Communications Research Awards program. The Society honors innovative individuals, corporations, nonprofit organizations, educational institutions and media outlets that are pioneering the use of social media, ICT, mobile media, online communities, virtual worlds and collaborative technologies in the areas of media, marketing, public relations, advertising, entertainment, education, politics and social initiatives. The award winners were announced at the Society's awards gala at the Colonnade Hotel in Boston, Mass on December 5th, 2007. Visible Technologies' submitted TruCast(R), the industry's most comprehensive solution for social media analysis and engagement for award consideration. TruCast enables clients to track, analyze and participate in Consumer Generated Media conversations in blogs, forums, social networks and online communities. The submission included details from a case study outlining the solutions development successes and client adoption by Fortune 500 customers.

"Visible Technologies' program exemplifies the mission of this awards program: the successful and innovative use of new communications solutions and social media practices to enhance communications and relationships," commented Mike Manuel, SNCR Best Practices committee chairman.

"We are excited to win this prestigious award from the Society for New Communications Research organization," said Blake Cahill, SVP of Sales and Marketing at Visible Technologies. "This award is another validation that our solution and its approach to social media monitoring and engagement is essential for companies."

About the Society for New Communications Research

The Society for New Communications Research is a nonprofit global think tank dedicated to the advanced study of new communications tools, technologies and emerging modes of communication, and their effect on traditional media, professional communications, business and society. For more information, visit http://www.sncr.org/ or call (650) 331-0083.

Keywords: Advertising, Entertainment, Government, Internet, Internet Monitoring, Marketing, Politics, Technology, Visible Technologies, World Wide Web.

This article was prepared by Internet Business Newsweekly editors from staff and other reports. Copyright 2008, Internet Business Newsweekly via VerticalNews.com.
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The Society honors innovative individuals, corporations, nonprofit organizations, educational institutions and media outlets that are pioneering the use of social media, ICT, mobile media, online communities, virtual worlds and collaborative technologies in the areas of media, marketing, public relations, advertising, entertainment, education, politics and social initiatives.
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(c)Copyright 2008, Internet Weekly News via VerticalNews.com
Visible Technologies, a leading provider of Internet monitoring, analytics and participation solutions, is pleased to announce that it is a recipient of a 2007 Award of Merit in the Technology Innovation division of the Society for New Communications Research Awards program. The Society honors innovative individuals, corporations, nonprofit organizations, educational institutions and media outlets that are pioneering the use of social media, ICT, mobile media, online communities, virtual worlds and collaborative technologies in the areas of media, marketing, public relations, advertising, entertainment, education, politics and social initiatives. The award winners were announced at the Society's awards gala at the Colonnade Hotel in Boston, Mass on December 5th, 2007. Visible Technologies' submitted TruCast(R), the industry's most comprehensive solution for social media analysis and engagement for award consideration. TruCast enables clients to track, analyze and participate in Consumer Generated Media conversations in blogs, forums, social networks and online communities. The submission included details from a case study outlining the solutions development successes and client adoption by Fortune 500 customers.

"Visible Technologies' program exemplifies the mission of this awards program: the successful and innovative use of new communications solutions and social media practices to enhance communications and relationships," commented Mike Manuel, SNCR Best Practices committee chairman.

"We are excited to win this prestigious award from the Society for New Communications Research organization," said Blake Cahill, SVP of Sales and Marketing at Visible Technologies. "This award is another validation that our solution and its approach to social media monitoring and engagement is essential for companies."

About the Society for New Communications Research

The Society for New Communications Research is a nonprofit global think tank dedicated to the advanced study of new communications tools, technologies and emerging modes of communication, and their effect on traditional media, professional communications, business and society. For more information, visit http://www.sncr.org/ or call (650) 331-0083.

Keywords: Advertising, Entertainment, Government, Internet, Internet Monitoring, Marketing, Politics, Technology, Visible Technologies, World Wide Web.

This article was prepared by Internet Weekly News editors from staff and other reports. Copyright 2008, Internet Weekly News via VerticalNews.com.
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Abstract (Summary)

Neil Budworth, IOSH president, explains what IOSH is doing to help prepare young people for their first taste of working life. In May, they launched Wiseup2work with support from the Learning and Skills Council, British Chambers of Commerce and the National Youth Agency. Wiseup2work is a free online resource for teachers, youth workers and employers to use as part of classes, inductions and preparation for work experience. The SpeakUp competition, which is running to support European Week for Safety and Health at Work, asks teenagers to devise an attention-grabbing advertising campaign.
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Copyright CMP Information Ltd. Aug 2006
	[Headnote]

	YOUNG PEOPLE CAMPAIGN


It is a tragedy that in five years, more than 50 under-18s died and over 12,500 were badly injured at work. These were teenagers full of potential, whose lives were cut short or blighted by accidents at work. Neil Budworth, IOSH president, explains what IOSH is doing to help prepare young people for their first taste of working life.

In May, we launched Wiseup2work (www.wiseup2work.co.uk) with support from the Learning and Skills Council, British Chambers of Commerce and the National Youth Agency. Wiseup2work is a free online resource for teachers, youth workers and employers to use as part of classes, inductions and preparation for work experience.

The SpeakUp competition, which is running to support European Week for Safety and Health at Work, asks teenagers to devise an attention-grabbing advertising campaign. We're asking them to tell their peers how to speak up at work if they don't feel safe.

We are also working with the HSE to develop and launch a new basic hazards awareness qualification for year 10 secondary school pupils. A pilot scheme will take place in September, ready for the launch of the course in November. The learning materials will be free and available to download from www.wiseup2work.co.uk

But there is much more that needs to be done. In a document issued at the annual House of Lords lunch in June, IOSH called for a number of actions to help stop the injuries and deaths of teenagers in the workplace. These include:

schools to cover health and safety before

* students start work experience;

* teachers to teach health and safety;

* better vetting procedures to make sure employers include health and safety in inductions and supervise young people properly;

* minimum levels of health and safety knowledge and understanding for placement officers assessing the suitability of employers and workplaces for work experience;

* health and safety to be reinstated as a government grant condition for the Learning & Skills Council (LSC);

* no barriers for training providers to raise health and safety concerns (at present, individual targets could take precedence over conducting health and safety checks);

* training providers to help address the under-reporting of accidents of young people by ensuring employers fully understand the reporting requirements.

Indexing (document details)

	Subjects:
	Young adults,  Career preparation,  Occupational safety,  Public service advertising,  Associations

	Classification Codes
	9175,  5340,  7200,  9540

	Locations:
	United Kingdom--UK

	Companies:
	Institution of Occupational Safety & Health-UK (NAICS: 813920 )

	Author(s):
	Anonymous

	Document types:
	News

	Document features:
	Photographs

	Section:
	INTERFACE

	Publication title:
	The Safety & Health Practitioner. Borehamwood: Aug 2006. Vol. 24, Iss.  8;  pg. 23, 1 pgs

	Source type:
	Periodical

	ISSN:
	0958479X

	ProQuest document ID:
	1096127051

	Text Word Count
	373

	Document URL:
	http://proquest.umi.com/pqdweb?did=1096127051&Fmt=3&clientId=65090&RQT=309&VName=PQD


	


	Document 10 of 18



	
Strategise, connect & communicate
The Statesman.  New Delhi:Jul 17, 2002.  p. 1 


Abstract (Summary)

Corporate Communications, a popular concept in the west, is fast becoming a lucrative career option in India. Following the phase of liberalisation and media invasion, companies have started recognising the need for CC. CC is basically a tool meant for minimising the risks of miscommunication and cluttering of information. It may be defined as Communicating desired messages on behalf of a corporate house to its external and internal audiences, with the aim of achieving certain well defined targets. The process, headed by the CEO and the CC Chief, acts as a pivotal link between a company and its customers, employees, suppliers and stakeholders. CC vs PR A certain misconception regarding CC prevails among many, including certain companies and educational institutions, who treat this as a synonym for Public Relations. Mr Phani Bhattacharyya, formerly the PR chief of Metro Railways, feels that this may be because the object of both are identical, namely, To establish and maintain good relations with relevant people and to build a good image of the company using various tools and media. But the difference is not merely in terminology, declares Mrs. Leena Chatterjee, Professor, IIM Joka. The area of application of CC is restricted to corporate houses or agencies. Unlike PR it does not extend to government bodies, voluntary organisations or individuals. Functionally though, a Corporate Communicators canvas is much larger, and the others is only a subset of this. What its all about The job profile of a Corporate Communicator, although varying from company to company, would include - q Conceptualising, strategising and executing communication programmes that penetrate each level of the company q Providing online and offline content q Networking inside and outside the organisation q Handling the companys websites, both intranet and Internet q Deciding on advertising programmes q Organising events q Supporting marketing and sales departments q Assisting the HR wing with training and recruitment Qualities and qualifications As a career option CC is a challenging one requiring grit, says Mr Gautam Banerjee, Manager, CC, Tata Steel. Having a gut feeling and being able to work innovatively and holistically is a must, asserts Mr Sourav Das, Senior Associate, Ogilvy PR.
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In its new branding campaign, FleetBoston plays off the age-old rivalry of Boston and New York.
Bernard Stamler.  New York Times.  (Late Edition (east Coast)). New York, N.Y.:May 17, 2001.  p. C.6 


Abstract (Summary)

Public awareness of the Fleet brand has not expanded as rapidly as the company has, especially in the New York area, where it has taken over institutions like NatWest Bank and Norstar Bank in New York and Summit Bancorp in New Jersey. In years past, Fleet, which is now based in Boston, has tried to remedy that fact by posting billboards in places like Times Square, where it has also installed several automated teller machines. Last year, after it completed its merger with BankBoston, it also undertook a major branding campaign.

As part of that effort, the bank redesigned its logo, which featured sailboats, to add BankBoston's eagle as well. And it ran ads positioning Fleet not just as a bank but as a diversified financial services company with ''dynamic expertise,'' said Anne M. Finucane, Fleet's executive vice president for corporate marketing and communications. A series of mergers and acquisitions have brought companies like the discount broker Quick & Reilly and the investment bank Robertson Stephens into the fold.

Given that Fleet has the largest online penetration of any major bank, she said -- one-third of Fleet's customers use one or more of its online services, which include quickandreilly.com and Office Link and Home Link for business and nonbusiness customers -- it made sense to try to expand that particular customer base, especially in New York City, where there are few branches. And because Fleet is the only retail bank with a significant presence in both New York and Boston, it also made sense to play off the age-old rivalry of the two cities and, specifically, of two of their most beloved sports teams, the Yankees and the Red Sox.

	Full Text

 (853  words)


Copyright New York Times Company May 17, 2001
IT began life as the Industrial National Bank, a humble Rhode Island institution. But the FleetBoston Financial Corporation, as it is now known, has transcended its modest beginnings. After gobbling up several once-larger banks, including the venerable BankBoston, it says it is the seventh-largest financial holding company in the country, with assets of more than $200 billion.

But public awareness of the Fleet brand has not expanded as rapidly as the company has, especially in the New York area, where it has taken over institutions like NatWest Bank and Norstar Bank in New York and Summit Bancorp in New Jersey. In years past, Fleet, which is now based in Boston, has tried to remedy that fact by posting billboards in places like Times Square, where it has also installed several automated teller machines. Last year, after it completed its merger with BankBoston, it also undertook a major branding campaign.

As part of that effort, the bank redesigned its logo, which featured sailboats, to add BankBoston's eagle as well. And it ran ads positioning Fleet not just as a bank but as a diversified financial services company with ''dynamic expertise,'' said Anne M. Finucane, Fleet's executive vice president for corporate marketing and communications. A series of mergers and acquisitions have brought companies like the discount broker Quick & Reilly and the investment bank Robertson Stephens into the fold.

According to Ms. Finucane, Fleet spent $40 million last year to get across the ''dynamic expertise'' message, most of it on television and about two-thirds of it in New York. The focus of the campaign was the stability and breadth of the company, she said; spots showed everyday people engaging in various activities relating to their personal and business finances and ended with the tagline ''Forward. Thinking.''

Ms. Finucane said the campaign was successful, citing surveys that showed significant improvement in the public's awareness of Fleet. But there was still much more to be done. So this year, in an age of belt-tightening at many corporations, including Fleet, the bank decided that it needed another way to ''leverage our dollars,'' as she put it.

Given that Fleet has the largest online penetration of any major bank, she said -- one-third of Fleet's customers use one or more of its online services, which include quickandreilly.com and Office Link and Home Link for business and nonbusiness customers -- it made sense to try to expand that particular customer base, especially in New York City, where there are few branches. And because Fleet is the only retail bank with a significant presence in both New York and Boston, it also made sense to play off the age-old rivalry of the two cities and, specifically, of two of their most beloved sports teams, the Yankees and the Red Sox.

After all, Fleet is the official bank of both teams and has advertising signs at Fenway Park and at Yankee Stadium. And it already had Derek Jeter, the star Yankee shortstop, and his star Red Sox counterpart, Nomar Garciaparra, under contract, participating in community service projects sponsored by the bank.

Hence Fleet's new branding campaign is being introduced this week in a series of television spots featuring Jeter and Garciaparra and the comedian Jim Gaffigan, late of the CBS television series ''Welcome to New York.''

The commercials, produced by the Boston office of Hill, Holliday, Connors, Cosmopulos, part of the Interpublic Group of Companies, are being shown in New York and Boston during the season finales of ''The West Wing,'' ''NYPD Blue'' and ''Law and Order.'' They will also run on various late news programs in the two cities through July, as well as in some of the smaller New England markets. Not surprisingly, they will also appear during broadcasts of every Red Sox-Yankees series, said Ms. Finucane, who put Fleet's budget for the campaign at about $20 million, most of it for television.

The spots show the two shortstops sitting in a cafe, where a befuddled Mr. Gaffigan watches them as they use their laptop computers to perform online banking and brokerage tasks. When he realizes who they are, he becomes excited and confused, babbling on in comic fashion. His behavior is in contrast to that of the athletes, who never lose their cool as they calmly explain to him -- and to viewers -- how easy it is to do what they are doing.

Things are so low key, in fact, that neither shortstop is identified, except by a quick glance at their computer screens, where their names can be seen. That was intentional; Ms. Finucane and Mike Sheehan, the president and chief creative officer of Hill, Holliday Boston, said they thought that most viewers in the Boston and New York markets were well aware of who the baseball stars were.

Indeed, he was actually more concerned that Jeter and Garciaparra ''might not come across as we wanted them to,'' Mr. Sheehan said. But he was relieved to discover that both men ''are articulate, and they can act.''

	[Photograph]

	Nomar Garciaparra and Derek Jeter check their FleetBoston accounts online, ignoring the comedian Jim Gaffigan, center, in a new TV spot.
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E-Commerce (A Special Report): Overview --- The Hope...And The Reality --- Big money is pouring into the business of education; But it's too soon to tell whether there will be any payoff
By Ann Grimes.  Wall Street Journal.  (Eastern Edition). New York, N.Y.:Mar 12, 2001.  p. R.6 


Abstract (Summary)

The growth is even faster among the higher-education Gen-I crowd. Universities are the most wired community on the Web, with more than 90% of college students accessing the Internet. That figure will grow as distance learning gains speed, analysts say. In 1999, 72% of two-year and four-year institutions offered online courses, up from 48% a year earlier, according to a recent survey by Market Data Retrieval. By next year, 2.2 million students are expected to enroll in distance-learning courses, up from 710,000 in 1998, Merrill Lynch researchers estimate. In total, the online higher-education market is expected to grow to $7 billion in 2003 from $1.2 billion in 1999. "It's an easy market to reach," Mr. [Scott Wilson] says.

Overall, the Merrill Lynch Education Index, a portfolio of some 30 public companies, showed an average return of 37.4% last year, some of it buoyed by traditional educational companies. Leading the pack were such postsecondary higher-education companies as DeVry Inc. of Oakbrook, Ill., and Apollo Group Inc.'s University of Phoenix Online, which saw its tracking stock rise to nearly twice the price of its initial public offering, eventually finishing the year with a 79% gain. Overall, the postsecondary sector posted returns of 90.2%. However, the e-learning portion of that amounted to only 8.2%, with Phoenix posting the biggest rise.

The market tailspin prompted some in the sector to quickly consolidate -- and analysts anticipate there will be much more of that this year. Other companies folded or simply reconstituted themselves to limp along. ZapMe! Corp., a San Francisco-based company that promised to put a computer in every school room free of charge, fell victim to anti-advertising crusaders who objected to ZapMe's ad-based model. The company changed its name and went into the corporate-training and broadband business. Hungry Minds Inc., also of San Francisco, attempted to position itself as the Amazon.com of Web-based learning, but found few customers and was bought out by IDG Books Worldwide Inc., of Foster City, Calif. (which took the Hungry Minds name). It is now the publisher of CliffsNotes and several "For Dummies" titles.
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Ask many entrepreneurs about the potential of the Internet to transform learning, and their dreams hold no bounds. They believe the Web has the power to democratize education, provide access to all, lower costs and ultimately improve the quality of courses and curriculum.

They also believe it can make them rich.

Entrepreneurs and investors have jumped into the world of online education, pumping some $6 billion into the sector since 1990 -- almost half of it since 1999. The sector has attracted the attention of big-time investors like Microsoft Corp. co-founder Paul Allen and Silicon Valley's premier money man, John Doerr, only two of many celebrity financiers who have put big bucks behind online educational dreams.

"The reality is that e-learning is taking off faster than any of the statistics predicted," says Scott Wilson, a senior analyst for Merrill Lynch & Co. in San Francisco. "The trends of investing in human capital, accountability in the K-12 and higher-education sectors for students and teachers to produce demonstrated outcomes, and more efficiency over the Internet than in a classroom-based setting are driving the market."

What's more, Mr. Wilson and others say that what has come so far is just the tip of the iceberg. Fueled by reform efforts and students who've grown up on the Internet -- call them Generation I -- more schools and universities are moving course work and communication onto the Web, while cost-cutting corporations are turning to distance e-learning as a more efficient means of upgrading employee skills.

The knowledge-enterprise industry now measures some $735 billion, which includes spending on a host of things, such as textbooks, software and services, according to Merrill Lynch. Analysts there expect the online component of that to grow to $25.3 billion by 2003 from $3.6 billion in 1999. Within that, domestic online corporate learning is expected to grow fastest: from $1.1 billion in 1999 to $11.4 billion in 2003 -- a compounded annual growth rate of 79%. Two other key sectors -- kindergarten-through-12th grade and higher education -- anticipate annual growth rates of over 50%.

Though online education is still in the early stages, it's already possible to determine how its impact is being felt on a marketplace that starts at preschool and extends through adult, lifelong learning.

Consider what's happening at Westview High School in Poway, Calif. This time next year, classrooms there will be stocked with computers, and a wireless network will allow students to access the Internet through their laptops from anywhere on school grounds. In addition, handheld devices will be ubiquitous, as will virtual classrooms, so students can log on to the Internet for assignments and participate in chat rooms with students from other schools across the globe.

And Westview may be only slightly ahead of the curve. The number of K-12 schools connected to the Internet has jumped to about 96% today from 35% in 1994. The online market for K-12, pegged at $1.3 billion in 1999, will grow to $6.9 billion by 2003.

The growth is even faster among the higher-education Gen-I crowd. Universities are the most wired community on the Web, with more than 90% of college students accessing the Internet. That figure will grow as distance learning gains speed, analysts say. In 1999, 72% of two-year and four-year institutions offered online courses, up from 48% a year earlier, according to a recent survey by Market Data Retrieval. By next year, 2.2 million students are expected to enroll in distance-learning courses, up from 710,000 in 1998, Merrill Lynch researchers estimate. In total, the online higher-education market is expected to grow to $7 billion in 2003 from $1.2 billion in 1999. "It's an easy market to reach," Mr. Wilson says.

But growing faster still is the corporate e-learning market, as U.S. businesses seek to improve employee skills, investing in human capital while saving time and money. Motorola Corp.'s corporate-training branch, Motorola University, is a case in point.

Nearly 30% of Motorola's employee training will take place this year on the Web, at a cost of up to $27 million. The Schaumburg, Ill., company estimates that employees can complete a course on the Web in five hours, down from eight in a traditional instructor-led classroom, and it expects the time savings to become even greater. That means Motorola, which requires a minimum of 40 hours a year in training, can more than triple the amount of learning its employees receive.

With the content of employee training becoming more inventive and shifting from a one-time classroom event to a continuing part of every worker's job, Web-based corporate learning is projected to enjoy explosive growth, measuring $11.4 billion by 2003, up from $550 million in 1998, Merrill Lynch data show.

Clearly, the Web is transforming the education industry, but can it work as a business? After all, education historically has been confined to the nonprofit sector.

So far, results are mixed, as online educational ventures slowly gain speed. One problem, venture capitalists say, is that education companies don't grow with the same speed or scale as other technology companies. Currently, only about three dozen education companies trade on the public markets. Collectively, their performance in 2000 soured with the stock market last year, earning them perhaps at most a B.

Overall, the Merrill Lynch Education Index, a portfolio of some 30 public companies, showed an average return of 37.4% last year, some of it buoyed by traditional educational companies. Leading the pack were such postsecondary higher-education companies as DeVry Inc. of Oakbrook, Ill., and Apollo Group Inc.'s University of Phoenix Online, which saw its tracking stock rise to nearly twice the price of its initial public offering, eventually finishing the year with a 79% gain. Overall, the postsecondary sector posted returns of 90.2%. However, the e-learning portion of that amounted to only 8.2%, with Phoenix posting the biggest rise.

Meanwhile, K-12 e-learning companies posted returns of 20.1%, according to Merrill Lynch. "The market opportunity for K-12 is definitely more limited than for corporate or higher education because it's harder to reach those consumers," Mr. Wilson says. "You're selling to parents or teachers."

Despite heavy investment from the venture community, corporate-training e-learning stocks took a hit, falling with the rest of the technology sector. Companies like San Francisco-based DigitalThink Inc. and Saba Software Inc., which went public last year, got off to strong starts, only to experience the same downward spiral as many other unprofitable Internet companies. Merrill Lynch returns here averaged only 7.6% for the year.

The market tailspin prompted some in the sector to quickly consolidate -- and analysts anticipate there will be much more of that this year. Other companies folded or simply reconstituted themselves to limp along. ZapMe! Corp., a San Francisco-based company that promised to put a computer in every school room free of charge, fell victim to anti-advertising crusaders who objected to ZapMe's ad-based model. The company changed its name and went into the corporate-training and broadband business. Hungry Minds Inc., also of San Francisco, attempted to position itself as the Amazon.com of Web-based learning, but found few customers and was bought out by IDG Books Worldwide Inc., of Foster City, Calif. (which took the Hungry Minds name). It is now the publisher of CliffsNotes and several "For Dummies" titles.

Meanwhile, not all students and teachers agree that the Web is the answer to the problems of the world of education. Indeed, many say the Internet may create some new ones. A growing backlash movement of teachers and parents question the very merit of computers in classrooms. With students distracted by technology and understaffed schools unable to maintain costly infrastructures, computers often simply clutter classrooms, leaving critics to question whether the money could be better spent.

At universities, including those among the top tier, educators also are taking a cautious approach as professors battle with administrators over intellectual-property rights and debate whether technology could forever change the academy, cutting into their ranks and reducing academics to mere "knowledge workers" who produce information for profit. Skeptics point out that at least two high-profile ventures, Western Governors University and California Virtual University, have failed.

Yet, even the naysayers warily acknowledge the necessity to capitalize on their intellectual capital and brand names as the landscape changes. As libraries digitize and publishers race to create a world of inexpensive e-books, top universities spin off for-profit arms and internal venture-capital funds in order to satisfy star professors and students who may be lured away by the riches the Internet may still bring.
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Web Portals Weighed As An Effective Marketing Tool
Healthcare PR & Marketing News.  Potomac:Nov 23, 2000.  Vol. 9,  Iss. 23,  p. 1 


Abstract (Summary)

Admittedly, there are barriers to embracing this new technology. After all, hospitals and other healthcare institutions generally don't have a sales and marketing orientation and the healthcare culture is typically conservative. However, "providers that want to differentiate themselves, increase business and respond to what their customers and physicians want have an opportunity to develop information-rich, transaction-enabled Web Portals," says Michael Parker, a vice president in the healthcare unit of New York-based digital consulting company, Razorfish.

"The Web has to be a core element of the marketing mix (of hospitals)," declares Bill Mulligan, a director in charge of the healthcare sector for New York, N.Y.-based consumer advertising agency, JWT. "Hospitals don't have the resources and time to do all the marketing that is necessary. The Web becomes, in essence, an on- line sales person.

New York-based Memorial Sloan-Kettering's (MSK) Web site has been up for five years. The site, which gets 175,000 hits per month, is "owned" by the PR department. MSK's Vice President/Public Affairs, Avice Meehan, states that the site's primary focus is on education, because MSK believes that's the best way to market the institution. Another marketing feature of the site is an e-donor function, whereby people who want to support MSK's work can pledge money online.
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After initially viewing Web sites only as online brochures, many PR and marketing departments at healthcare organizations are viewing the Web as an effective way to be more proactive in sending out messages to market programs and services.

Admittedly, there are barriers to embracing this new technology. After all, hospitals and other healthcare institutions generally don't have a sales and marketing orientation and the healthcare culture is typically conservative. However, "providers that want to differentiate themselves, increase business and respond to what their customers and physicians want have an opportunity to develop information-rich, transaction-enabled Web Portals," says Michael Parker, a vice president in the healthcare unit of New York-based digital consulting company, Razorfish.

"The Web has to be a core element of the marketing mix (of hospitals)," declares Bill Mulligan, a director in charge of the healthcare sector for New York, N.Y.-based consumer advertising agency, JWT. "Hospitals don't have the resources and time to do all the marketing that is necessary. The Web becomes, in essence, an on- line sales person.

"The Web is quickly becoming the second opinion," he says. "Consumers are turning to the Web for information to make decisions about treatments and doctors," he says, noting that sites that rate hospitals and doctors are becoming particularly popular.

Already, many healthcare organizations have integrated Web sites into their public relations and marketing repertoire. Many are tailoring information to the user, and licensing content that is more dynamic. On many sites, you can search for a specialist or scroll through a listing of doctors. On some sites, visitors can request an appointment.

"There are tremendous opportunities for hospitals to use Web portals to drive business," says Parker, adding that hospitals are not taking advantage of dynamic customization or sophisticated content management systems.

"Ideally, you should be able to access the same kind of rich content you can access on WedMD, but have it private labeled. Then you should be able to click on information about a health concern and get to see what hospital X is doing in that area. You should be able to schedule a screening. That's how hospitals could really use it to drive revenue."

Says Mark Hollander, executive vice president with New York, N.Y.- based Deepbridge Content Solutions: "All healthcare providers, such as Blue Cross/Blue Shield, have in common the need to provide timely information, as well to make it easier for customers to do business with them."

For a Preferred Provider Organization, this can be as simple as getting forms out online or posting information about the locations and operating hours of its satellite clinics.

Hospitals Craft Unique Marketing Applications

Individual hospitals that have incorporated the Web into their marketing programs have tailored marketing applications to their individual needs and priorities.

New York-based Memorial Sloan-Kettering's (MSK) Web site has been up for five years. The site, which gets 175,000 hits per month, is "owned" by the PR department. MSK's Vice President/Public Affairs, Avice Meehan, states that the site's primary focus is on education, because MSK believes that's the best way to market the institution. Another marketing feature of the site is an e-donor function, whereby people who want to support MSK's work can pledge money online.

Other marketing and customer service examples include:

* online chats for common health problems, adopted by the Philadelphia-based Jefferson Hospital Center. Its Web site features an online chat program with regularly scheduled sessions hosted by members of the healthcare center's medical staff.

* Intermountain Healthcare, a Salt Lake City-based non-profit healthcare organization serving Utah and Idaho, boasts job searches, physician finding, and the ability to view recently born babies' photos online.

(Mark Hollander, Deepbridge Content Solutions. 202/777-6030; http://www.deepbridge.com.

Avice Meehan, 212/639-3580, Memorial Sloan-Kettering.

Michael Parker, Razorfish. (http://www.razorfish.com) 212/798- 7946)
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Internet calling 
Stephen A Booth.  Brandweek.  New York:Oct 2, 2000.  Vol. 41,  Iss. 38,  p. IQ16-IQ18 (2 pp.)


Abstract (Summary)

The proliferation of wireless applications on cellular phones does not appear to be jeopardizing that institution know as the public telephone. In fact, pay phones are adapting to the world of Internet connections, and if a company named PowerPhone Network has its say, they will earn their keep in public venues from targeted advertising via video billboards and a host of online services. The PowerPhones, with their cannot-miss video displays, are already deployed at JFK, La Guardia and Newark airports in the New York area, the latest of nearly 3,000 units already installed, primarily in markets overseas, in China and Hong Kong - which happens to be the headquarters for the 5-year-old company. Its interactive, multimedia pay phones enable users to access the Internet, retrieve and send e-mail, obtain news and other information, make reservations, purchases and, yes, even phone calls, all without connecting a computer.
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	[Headnote]

	PowerPhone's ad-supported pay phones let users surf the Web, send e-mail and shop til they drop. By Stephen A. Booth


Despite fears to the contrary, video didn't kill the radio star, and the proliferation of wireless applications on cellular phones doesn't appear to be jeopardizing that institution know as the public telephone. In fact, pay phones are adapting to the world of Internet connections, and if a company named PowerPhone Network has its say, they will earn their keep in public venues from targeted advertising via video billboards and a host of online services.

The PowerPhones, with their can't-miss video displays, are already deployed at J.F.K, La Guardia and Newark airports in the New York area, the latest of nearly 3,000 units already installed, primarily in markets overseas, in China and Hong Kong-which happens to be the headquarters for the fiveyear-old company (www.powerphonenetwork.com). Its interactive, multimedia pay phones enable users to access the Internet, retrieve and send e-mail, obtain news and other information, make reservations, purchases and, yes, even phone calls, all without connecting a computer.

Instead, PowerPhones perform all the functions of a PC without the complexity, explains Michael Marashlian, director of business development at the Newport Beach, Calif.-based company, formerly named Magic Infomedia Technology.
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"The phones and the interface are very intuitive. They're used all the time by elderly people in Shanghai and Beijing who've never used a computer, and who you'd reasonably expect to be intimidated by computers," Marashlian says.

Physically, the centerpiece of the PowerPhone is its 12-inch liquid crystal display with touchscreen keyboard. Users lift the receiver and enter a PIN number to retrieve e-mail from personal accounts or access Web sites, using the touchscreen keyboard to input URLs or write messages. Other services can be obtained through the touchscreen, such as directories for hotels, restaurants, transportation and retailers. Marashlian explains that because the PowerPhones tend to be installed at transportation hubs, the directories and advertisements are location-specific.

"In an airport, we know what services people want. So the PowerPhone acts as a sophisticated electronic age Yellow Pages. You can touch on a local hotel listing and it will connect you directly to the reservations desk. If you wanted to order flowers or a gift, you can touch the onscreen ad and go directly to the advertiser's Web site."

When the PowerPhone isn't being used for calling or e-mailing, the LCD screen goes into what Marashlian calls "attract loop," displaying ads or other information. These are viewable to the traffic pattern from about 20 feet, he claims, a distance that should increase as PowerPhone upgrades the screens to 15 inches. Because the location of each phone is identified by Global Position System satellites, "mission control" at PowerPhone's service center can change ads by location, time of day, or to coordinate with specific events. "The production team at our center can even create the ads, taking the information from the advertiser's Web site," Marashlian says.

It's even possible for an ad or promotion to follow travelers crunched for time. If the user sees an ad or offer that seems interesting, it can be forwarded to that individual's email for subsequent viewing, Marashlian says. "Although the user is anonymous to us, we can track the ad and tell the advertiser about fulfillment, even the amount of time spent viewing the material," he says. "We think this and the ability to tailor ads for specific locations should be very compelling to an advertiser."

The full-screen "attract loop" ads disappear from sight when a user picks up the PowerPhone receiver-but the matter of what remains in sight raises issues about privacy that PowerPhone anticipated, and says it has resolved.

"Could passers-by see your personal information on the screen? Probably only if someone were looking right over your shoulder," Marashlian says. "Also, depending on the configuration, there are privacy options such as wings, or a closed booth." PowerPhone screens also have a polarizing filter, such as those available for laptop PCs, so that information can't be seen from an angle, but only by a viewer directly on axis in front of the display, according to Marashlian.

These might be moot points as PowerPhone adds new technical capabilities to the hardware, such as audio e-mail. Instead of typing messages for onscreen readout, someone sending email to a PowerPhone user could dictate a message that the PowerPhone user can listen to through the handset.

"This is actual audio streaming through the Internet, not text-to-speech," says Marashlian. "For text-to-speech to work, the message would have to be spoken in clear and perfect English, and there's also the issue of background noise in a public environment. So, this also sets us up to deal with foreign languages. PowerPhone users can speak and hear e-mail in their native tongues. It's like virtual voice-mail."

The audio e-mail will be implemented over the next few months, Marashlian adds. Meanwhile, foreign language assistance already is available. PowerPhones can automatically patch a user through to translation services for 141 different languages. Operating instructions for the phones are displayed in Dutch, English, French, Japanese and Spanish. Besides audio e-- mail, video e-mail and conferencing are also in the offing, Marashlian says, and print output (say, for theater ticket purchases) is an option. "We're testing the video right now, to learn what models people like. There are a number of issues to settle, such as the necessary lighting, and how do you control the background. You don't want to videoconference with passersby sticking their tongues out or hamming for the camera."

Other features also in the works for PowerPhones include personalization capabilities. Currently, users are issued a PIN number by the company. In the future, users will be able to store their preferred links and bookmarks for Web sites, and other information such as frequent flyer or guest accounts with airlines and hotels. In the latter cases, PowerPhone customers will be able to use the PINs issued by these businesses.

Although the company wouldn't reveal details or timing, Marashlian confirms that PowerPhone will eventually embark on its first banner ad campaign with undisclosed partners and sponsors. Marashlian did say the ads will be targeted specifically to airport visitors. "We don't want to overwhelm people, but we do know what that customer wants in that venue," he says, giving generic examples such as the ability to send greetings or gifts while in transit. "Yes, you could use your portable PC to order and send an electronic card, but the beauty of PowerPhone is you can do the same thing without having to set up your PC in a strange and busy place."
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	E-PHONE HOME: PowerPhone units let users access the Internet, retrieve and send e-mail, make online purchases, and, yes, even make phone calls.
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Abstract (Summary)

The proliferation of wireless applications on cellular phones does not appear to be jeopardizing that institution know as the public telephone. In fact, pay phones are adapting to the world of Internet connections, and if a company named PowerPhone Network has its say, they will earn their keep in public venues from targeted advertising via video billboards and a host of online services. The PowerPhones, with their cannot-miss video displays, are already deployed at JFK, La Guardia and Newark airports in the New York area, the latest of nearly 3,000 units already installed, primarily in markets overseas, in China and Hong Kong - which happens to be the headquarters for the 5-year-old company. Its interactive, multimedia pay phones enable users to access the Internet, retrieve and send e-mail, obtain news and other information, make reservations, purchases and, yes, even phone calls, all without connecting a computer. Instead, PowerPhones perform all the functions of a PC without the complexity, explains Michael Marashlian, director of business development at the Newport Beach, Calif.-based company, formerly named iMagic Infomedia Technology. Powerphone Network (www.powerphonenetwork.com)
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	PowerPhone's ad-supported pay phones let users surf the Web, send e-mail and shop til they drop. By Stephen A. Booth
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	The Future of Pay phones


Despite fears to the contrary, video didn't kill the radio star, and the proliferation of wireless applications on cellular phones doesn't appear to be jeopardizing that institution know as the public telephone. In fact, pay phones are adapting to the world of Internet connect [tions, and if a company named PowerPhone Network has its say, they will earn their keep in public venues from targeted advertising via video billboards and a host of online services.

The PowerPhones, with their can't-miss video displays, are already deployed at J.F K, La Guardia and Newark airports in the New York area, the latest of nearly 3,000 units already installed, primarily in markets overseas, in China and Hong Kong-which happens to be the headquarters for the fiveyear-old company (www.powerphonenetwork.com). Its inter-- active, multimedia pay phones enable users to access the Internet, retrieve and send e-mail, obtain news and other information, make reservations, purchases and, yes, even phone calls, all without connecting a computer.

Instead, PowerPhones perform all the functions of a PC without the complexity, explains Michael Marashlian, director of business development at the Newport Beach, Calif.-based company, formerly named iMagic Infomedia Technology.

"The phones and the interface are very intuitive. They're used all the time by elderly people in Shanghai and Beijing who've never used a computer, and who you'd reasonably expect to be intimidated by computers," Marashlian says.

Physically, the centerpiece of the PowerPhone is its 12-inch liquid crystal display with touchscreen keyboard. Users lift the receiver and enter a PIN number to retrieve e-mail from personal accounts or access Web sites, using the touchscreen key-- board to input URLs or write messages. Other services can be obtained through the touchscreen, such as directories for hotels, restaurants, transportation and retailers. Marashlian explains that because the PowerPhones tend to be installed at transportation hubs, the directories and advertisements are location-specific.

"In an airport, we know what services people want. So the PowerPhone acts as a sophisticated electronic age Yellow Pages. You can touch on a local hotel listing and it will connect you directly to the reservations desk. If you wanted to order flowers or a gift, you can touch the onscreen ad and go directly to the advertisers Web site."

When the PowerPhone isn't being used for calling or e-mailing, the LCD screen goes into what Marashlian calls "attract loop," displaying ads or other information. These are viewable to the traffic pattern from about 20 feet, he claims, a distance that should increase as PowerPhone upgrades the screens to 15 inches. Because the location of each phone is identified by Global Position System satellites, "mission control" at PowerPhone's service center can change ads by location, time of day, or to coordinate with specific events. "The production team at our center can even create the ads, taking the information from the advertiser's Web site," Marashlian says.

It's even possible for an ad or promotion to follow travelers crunched for time. If the user sees an ad or offer that seems interesting, it can be forwarded to that individual's email for subsequent viewing, Marashlian says. "Although the user is anonymous to us, we can track the ad and tell the advertiser about fulfillment, even the amount of time spent viewing the material," he says. "We think this and the ability to tailor ads for specific locations should be very compelling to an advertiser."

The full-screen "attract loop" ads disappear from sight when a user picks up the PowerPhone receiver-but the matter of what remains in sight raises issues about privacy that PowerPhone anticipated, and says it has resolved.

"Could passers-by see your personal information on the screen? Probably only if someone were looking right over your shoulder," Marashlian says. "Also, depending on the configuration, there are privacy options such as wings, or a closed booth." PowerPhone screens also have a polarizing filter, such as those available for laptop PCs, so that information can't be seen from an angle, but only by a viewer directly on axis in front of the display, according to Marashlian.

These might be moot points as PowerPhone adds new technical capabilities to the hardware, such as audio e-mail. Instead of typing messages for onscreen readout, someone sending email to a PowerPhone user could dictate a message that the PowerPhone user can listen to through the handset.

"This is actual audio streaming through the Internet, not text-to-speech," says Marashlian. "For text-to-speech to work, the message would have to be spoken in clear and perfect English, and there's also the issue of background noise in a public environment. So, this also sets us up to deal with foreign languages. PowerPhone users can speak and hear e-mail in their native tongues. It's like virtual voice-mail."

The audio e-mail will be implemented over the next few months, Marashlian adds. Meanwhile, foreign language assistance already is available. PowerPhones can automatically patch a user through to translation services for 141 different languages. Operating instructions for the phones are displayed in Dutch, English, French, Japanese and Spanish. Besides audio email, video e-mail and conferencing are also in the off ing, Marashlian says, and print output (say, for theater ticket purchases) is an option. "We're testing the video right now, to learn what models people like. There are a number of issues to settle, such as the necessary lighting, and how do you control the background. You don't want to videoconference with passersby sticking their tongues out or hamming for the camera."

Other features also in the works for PowerPhones include personalization capabilities. Currently, users are issued a PIN number by the company. In the future, users will be able to store their preferred links and bookmarks for Web sites, and other information such as frequent flyer or guest accounts with airlines and hotels. In the latter cases, PowerPhone customers will be able to use the PINS issued by these businesses.

Although the company wouldn't reveal details or timing, Marashlian confirms that PowerPhone will eventually embark on its first banner ad campaign with undisclosed partners and sponsors. Marashlian did say the ads will be targeted specifically to airport visitors. "We don't want to overwhelm people, but we do know what that customer wants in that venue," he says, giving generic examples such as the ability to send greetings or gifts while in transit. "Yes, you could use your portable PC to order and send an electronic card, but the beauty of PowerPhone is you can do the same thing without having to set up your PC in a strange and busy place."
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	E-PHONE HOME: PowerPhone units let users access the Internet, retrieve and send e-mail, make online purchases, and, yes, even make phone calls.
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DoubleClick Moves To Appoint Panel For Privacy Issues
By Nick Wingfield.  Wall Street Journal.  (Eastern Edition). New York, N.Y.:May 17, 2000.  p. B2 


Abstract (Summary)

Joining the DoubleClick panel is Lori Fena, chairman of TRUSTe, a nonprofit firm that conducts privacy audits of Web sites; Daniel J. Weitzner, technology & society domain leader at the World Wide Web Consortium, an Internet standards organization; Elizabeth Lascoutx, director of the children's advisory review unit at the Council of Better Business Bureaus; Robert Litan, vice president and director of economic studies at the Brookings Institution; David Stazer, vice president of product development at PlanetOut Corp., a Web company serving gays and lesbians; Harriet P. Pearson, director of public affairs at International Business Machines Corp.; and Stewart Baker, an attorney specializing in privacy and encryption issues at Steptoe & Johnson, a Washington law firm.
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Copyright Dow Jones & Company Inc May 17, 2000
DoubleClick Inc., seeking to recover from criticism about its plans to use consumer data, is expected to appoint today an independent panel composed of seven high-profile members who will review the Internet advertising company's new products and services for potential privacy threats.

The New York company's "privacy advisory board" will include consumer advocates, security experts and authorities in the field of online privacy.

Joining the DoubleClick panel is Lori Fena, chairman of TRUSTe, a nonprofit firm that conducts privacy audits of Web sites; Daniel J. Weitzner, technology & society domain leader at the World Wide Web Consortium, an Internet standards organization; Elizabeth Lascoutx, director of the children's advisory review unit at the Council of Better Business Bureaus; Robert Litan, vice president and director of economic studies at the Brookings Institution; David Stazer, vice president of product development at PlanetOut Corp., a Web company serving gays and lesbians; Harriet P. Pearson, director of public affairs at International Business Machines Corp.; and Stewart Baker, an attorney specializing in privacy and encryption issues at Steptoe & Johnson, a Washington law firm.

DoubleClick has been at the center of a fierce backlash this year over the methods Web companies use to understand the behavior of their online users.

The cause of the controversy was the company's plans to combine records of people's Web-surfing habits with a separate consumer database containing names, addresses and other personal information. DoubleClick acquired the consumer database when it acquired a company called Abacus Direct last year.

Since then, DoubleClick has sought to allay critics' fears by postponing plans to merge the databases. In March, it also began to bring on advisers to help the company avoid further firestorms. DoubleClick hired Jules Polonetsky, a former New York City consumer-affairs commissioner, to the newly created role of chief privacy officer, and Robert Abrams, a former New York State attorney general, as chairman of its privacy advisory board.

Mr. Polonetsky said the additional outside advisers would meet several times a year and make recommendations to the company about its approach to privacy and ethics. He said he expects to seek advice from the panel on the emerging areas of wireless Internet and interactive television services. "As new technologies develop, there are clearly going to be new issues and it will be invaluable to have a group of consumer privacy leaders to help think through those issues," he said.

The privacy-board members will receive a nominal stipend for the time they spend at DoubleClick meetings, as well as reimbursement for travel and incidental expenses, the company said.

Members of the privacy board said they were optimistic that DoubleClick executives would listen to their advice. "Only time will tell," said Ms. Fena of TRUSTe. "I can assure you that I had no intention in joining the board to be a fig leaf."

---

Journal Link: Read an issue briefing and join a discussion about Internet privacy in the online Journal at WSJ.com.

Credit: Staff Reporter of The Wall Street Journal
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Keeping Canada's Public TV Network Purely Canadian
Susan Catto.  New York Times.  (Late Edition (east Coast)). New York, N.Y.:Jan 25, 2000.  p. E.2 


Abstract (Summary)

Such attempts to defend Canadian culture from United States encroachment are nothing new. This is a country that requires public and private broadcasters to carry ''Canadian content,'' a country where Eric Reguly, a columnist for The Globe and Mail here, predicted that Jan. 10 -- the day America Online agreed to buy Time Warner -- would ''go down in history as the day the Canadian culture died.''

What is new and hotly debated is the defiant stance taken by Robert Rabinovitch, the CBC president. In a statement after the Jan. 6 government report, Mr. Rabinovitch said he would resist efforts ''to transform CBC into the PBS of the north, with nothing but elitist programming.'' With the regulator, Francoise Bertrand, chairwoman of the Canadian Radio-Television and Communications Commission, urging the CBC to become less commercial, and the CBC maintaining that it needs advertising revenue to survive, an institution known for uniting Canadians suddenly threatens to divide them.

Nonetheless the commission said the CBC needed to return to its original mandate: programming that reflects Canada's diverse cultures and contributes to its national identity. But the CBC said that it had been crippled by years of budget cuts and eroding market share and considered the commission demands ''fiscally irresponsible.''
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Copyright New York Times Company Jan 25, 2000
If Canadians want to watch Hollywood movies on television, they may have to switch the channel. Canada's broadcasting regulators have told the Canadian Broadcasting Corporation to phase out foreign blockbusters by 2003.

Such attempts to defend Canadian culture from United States encroachment are nothing new. This is a country that requires public and private broadcasters to carry ''Canadian content,'' a country where Eric Reguly, a columnist for The Globe and Mail here, predicted that Jan. 10 -- the day America Online agreed to buy Time Warner -- would ''go down in history as the day the Canadian culture died.''

What is new and hotly debated is the defiant stance taken by Robert Rabinovitch, the CBC president. In a statement after the Jan. 6 government report, Mr. Rabinovitch said he would resist efforts ''to transform CBC into the PBS of the north, with nothing but elitist programming.'' With the regulator, Francoise Bertrand, chairwoman of the Canadian Radio-Television and Communications Commission, urging the CBC to become less commercial, and the CBC maintaining that it needs advertising revenue to survive, an institution known for uniting Canadians suddenly threatens to divide them.

Nonetheless the commission said the CBC needed to return to its original mandate: programming that reflects Canada's diverse cultures and contributes to its national identity. But the CBC said that it had been crippled by years of budget cuts and eroding market share and considered the commission demands ''fiscally irresponsible.''

The commission maintains that it is following public opinion gleaned from consultations and hearings held across the country. ''A lot of people were saying, 'We don't see enough of ourselves and not enough is produced in the regions,' '' the CBC spokesman, Denis Carmel, said about why CBC has been told to broadcast more regional programming. But public consultations were held exclusively in the regions, and the citizens of Toronto and Montreal were not consulted.

The commission's other demands -- no foreign movies, no blockbusters and less coverage of all professional sports -- seem contrary to viewers' tastes. For instance, national sports account for about 40 percent of the CBC's advertising revenue and ''Hockey Night in Canada'' is practically compulsory viewing in much of the nation.

The commission's elaborate formula to determine what qualifies as a blockbuster makes no reference to quality: ''Schindler's List'' is banned, and so is ''Dumb and Dumber.'' But the commission says such entertainment is the province of Canada's private television networks, Global Television and Canadian Television, which have complained about losing bidding wars to the CBC, a broadcaster with a purse full of taxpayer dollars.

Mr. Rabinovitch says that putting into place the Canadian Radio-Television and Communications Commission's requirements would cost more than $34 million in production because of the cost of replacement shows and lost advertising revenue. Under Prime Minister Jean Chretien, who makes no secret of his contempt for the CBC, the taxpayer subsidy has been cut to $517 million from $690 million. The CBC raises $310 million in advertising revenue, most of it from the very shows the Canadian Radio-Television and Communications Commission wants to decrease or eliminate.

The CBC is also losing advertising revenue to specialty channels, which according to Nielsen Media Research accounted for 30 percent of Canadian viewing time in the fall, compared with the CBC's 8 percent. The Canadian Radio-Television and Communications Commission has licensed more than 40 specialty cable channels since 1982, and on Jan. 13 it announced plans to license at least 10 more.

In its efforts to compete with private broadcasters, the CBC has alienated some of its traditional supporters. ''The government slashes a hundred million from the CBC's budget, then a hundred million more, and no one complains except the interested parties,'' said Patrick Watson, president of the CBC from 1989 to 1994. ''Why is there no constituency? Because they can't tell the CBC from what everyone else is doing.'' Devotees of public broadcasting say that the CBC should be a refuge for the high-quality, nationalist programming that private networks deem financially risky, like amateur sports.

Similarly, it is often much cheaper to buy shows from the United States than to produce or buy those made in Canada. Virtually all the CBC's prime-time programming is Canadian-made, and private networks schedule at least eight hours of Canadian programs in prime time each week. Yet private networks are also permitted to show highly lucrative American shows, simultaneously broadcasting NBC's Thursday night lineup of ''Friends,'' ''Jesse'' and ''Frasier,'' for example, and replacing the American commercials with advertisements for Canadian companies.

But Canadians are no longer limited to radio stations that devote a third of their time to Canadian artists because they can connect to American radio via the Internet. Satellite dishes and digital television allow Canadians to receive hundreds of channels unlicensed by the Canadian authorities. Web sites like iCraveTV.com (a Canadian company) bypass regulators altogether.

In May 1999 the Canadian Radio-Television and Communications Commission announced that it would not regulate the Internet, and even avid defenders of Canadian content have admitted that cultural legislation is unenforceable in cyberspace.

With hundreds of television stations and millions of Web sites to choose from, will the next generation of Canadians even notice whether the CBC shows regional programming or a steady diet of Hollywood fare? Supporters of public broadcasting say that a distinctive, all-Canadian channel will be more important and perhaps more in demand as giant corporations like AOL Time Warner impose their version of culture on the world.

Opponents maintain that if Canadian culture is to survive, it must do so through excellence rather than through legislation or subsidy.

	[Photograph]

	A scene from ''Schindler's List,'' one of the foreign blockbusters that Canada's regulators want phased out. (Associated Press)
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Using High Technology to Find Low Bidders
Anonymous.  Business Week.:  Industrial/Technology New York:Aug 27, 1984.  Vol. 2857,  p. 88J (1 pp.)


Abstract (Summary)

According to Richard L. Cohen, vice-president of BidNet Inc. (Bethesda, Maryland), advertising and public notices rarely reach enough companies to ensure that competitive vendor bids will meet tight municipal budget demands. Cohen and 3 other entrepreneurs founded BidNet in 1983 to bring together in one computerized database all the purchasing plans of states and cities throughout the US - a potential market worth over $268 billion yearly. BidNet subscribers receive only those bid requests aimed at their market niches. BidNet is free for participating governments and public institutions such as schools and hospitals. For purchasers, the increased exposure creates more competition and thus lower prices. For vendors, BidNet tremendously expands the potential market for their goods and services. BidNet can also provide valuable market intelligence. The firm has not yet turned a profit for its parent, Virginia's Best Products Co., but is expected to do so within 6 months.
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