Rep. Ford :
| Won’t Seek
Reelection
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N,
'Hale Fimishes
Testimony In
Fraud Trial

‘Whitewater Figure
Spars With Lawyers

By Michael Haddigan
Specia) 1 The Washington Post

LITTLE ROCK, April 11—Heat-
ed exchanges marked the conclusion
today of almost two weeks of testi-
mony from prosecution witness Da-
vid Hale in the federal fraud and con-
spiracy tria) of Gov. Jim Guy Tucker
(D) and James B, McDougal and his
former wife Susan.

Hale, the govemment’s key wit~
ness, reacted angrily to & defense at-
torney's suggestion that he lied
when he said then-Gov. Bill Clinton
pushed him to make an illegal
$300,000 loan to Susan McDougal.

“The FBI and the independent |

counse] has checked out three and
four times everything 1 have caid®
James McDougal’s attorney, Sam

Heuer, again questioned Hale about
a meeting he said he had with James .

McDougal and Clinton at the sales
office of the failed Castle Grande de-
velopment south of Little Rock. Hale
said the three originally talked about
a $150,000 loan, but later increased
the amount.

Clinton, he said, offered to put up
land in northern Arkansas’ Marion
County as security for the loan. The
Whitewater land development once
owned by the McDougals and the
Clintons is in the same county.

“The truth of the matter,” Heuer
shot back, “is vou can’t look this jury
in the eye and tell this jury that Biil
Clinton had 2 need for this money or
where he was going to put it."

“It was never discussed,” Hale
said.

Hale ended his nine days of testi-
mony this afternoon. The three de-
fendants are on trial in Little Rock
on charges they conspired to obtain
$3 million in illegal loans. Hale has

Hale declined to answer questions
as he left the Little Rock Federal

Building with an FBI agent, saying -

he ¢ould testify again in the case.
“My attorney has advised me not to
talk because 1 may be m]!ed,"
said.

Attorneys for the three defen-

. dants subjected Hale to intense

questioning during cross-
examination aimed at shattering
Halé's credibility in the eyes of the
jury. Hale admitted lying-numest
timés in depositions, in statements

mtheFBIandemaHBmﬁd-_

ministration documents.

Hale pleaded guilty to tw&f}aimy"

fraud charges and was sentenced in
March to 28 months in prison. He

testified in the Whitewater. trial un-

der a plea agreement with the office |

of Independent Counse! Kenneth W.
Starr.

Earlier today, U.S. District Judge |

George Howard Jr. refused a re-
quest by Tucker attorney George
Collins to sever the governor’s case
from his codefendants’.

The separation would have ended
the trial for Tucker in its sixth week

. and forced a new trial with new ju-

rors. Collins’s motion came when
the judge allowed testimony on a
1983 real estaie deal that lead pros-
ecutor W. Ray Jaho said showed
Tuckerknewhowtomwapplyﬁmds
in ways amxila.rtothoseout]medm
the indictent,

Unduthigbﬂahn.nale- 3

said Tucker asked him to lend mon-

ey to a former Tucker congressicnal -

aide, John Niven. Niven was having
financial problems and a bank was
going to take his lakefront home,
Hale said. .

Tucker had Madison assume Niv-
en's mortgage and pay off the bank,
he said, and Tucker then formed two
shell corporations. Hale's Capital
Management Services loaned one of
the companies, Niven Real Estate,
$80,000 as working capital, But the
money was used to pay off Niven's
personal debts, Hale said.

Niven transferred the home to
Hale through the second company,
Greenfield Properties, the former
judge said.

alleged Clintort pressured him to

make an improper $300,000 loar to
Susan McDougal. _

Clinton, who has not been
charged, calls the allegation “a bunch
of bil.” The defense contends Hale
fabricated the story to embarrass
the president, Clinton is to testify by
videotape April 28,




. MOST
~ POLITICIANS
+ STILL THINK
W WOMEN
~ SHOULD BE
- SEEN
AND NOT

HEARD.

IN THE LAST

ELECTION,
39 MILLION
"WOMEN
AGREED.

They gave up the power to make an impact on
crime, druge, education, pollution, poverty, bealtheare
and the bomelens. The power to change their livea,

On November 3rd, don 't be one of the women
no one hears.

MAKE THEM LISTEN.




THIS
NOVEMBER,
SOMEONE
HAS THE
POWER TO
CHANGE
YOUR LIFE.

Someone who will decide whether your chiddren get

the education they deserve.

a L
Someone whe can influence the way you e trealed

or Lhe uwv(‘pfm‘(.

Someone whe will bave an impact on crime, drugs,

pollation, poverty, bealtbeare and the bomeles.

YOU.

RidaThe New York Timgs

On Noventber 5rd, women will have the power




EXPOSURE IN:

NETWORKS

ABC-TV

CBS-TV

NBC-TV

FOX Broadcasting Corp.

MAGAZINES

AD AGE

BETTER HOMES & GARDENS
BROADCASTING
BUSINESS WEEK
COSMOPOLITAN
COUNTRY AMERICA
COUNTRY LIVING
FAMILY CIRCLE
FORTUNE

GENTLEMEN’S QUARTERLY
GOOD HOUSEKEEPING
HARPER’S BAZAAR
LADIES’ HOME JOURNAL
LIFE

MCCALL'S
METROPOLITAN HOME
MIRABELLA

MONEY

NEWSWEEK

NEW YORK MAGAZINE
PARENTING

PEOPLE

READER’S DIGEST
REDBOOK

SOAP OPERA DIGEST
SOAP OPERA WEEKLY
SPORTS ILLUSTRATED
TIME

TV GUIDE

U.S. NEWS & WORLD REPORT
VOGUE

WORKING WOMAN

ATARCEIIA RONEN - CRairpoarsan

RADIO

ABC Radio Network

CBS Radio Network-Gil Gross
CBS O & O stations
MediaAmerica

Shadow Traffic

Deborah Norville Show

LOCAL TELEVISION
WFLF-TV Chicago
WWOR-TV New Jersey
WTTG-TV Washington DC
KDAF-Dallas

KRIV-TV Houston
WNYN-TV New York
KTTU Los Angeles
KSTU-TV Salt Lake City

CABLE
A&E

CNN
Discovery
Lifetime
Nickelodeon
TBS

TNT

USA

NEWSPAPERS
THE NEW YORK TIMES
NEW YORK NEWSDAY

OUT OF HOME
Ackerly Airport Advertising
Gannett (all markets)

OTHER

ENTERTAINMENT TONIGHT
LIFETIME "SEIZE THE POWER"
NBC WEEKEND

SALLY JESSE RAPHAEL
SONYA LIVE!

CATHY Cartoon Strip
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Late Edition

New York: Today, mostly sunny, Hiph
72. Tonight, rot as cold. Low 55 To-
maorrow, dimmiag sun, mote cloyds,
showers arriving. High 68. Yeaterdsy,

“All the News

That’s Fit to Print”

Che New ork Cimes

high 74,

low 4). Dewails, page C22
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“The 1992 Campaign

“They have tremendous power if they only use it.”

JEANNE CHINARD

-

Nonpartlsan Group Exhorts Women to Vote

A young woman rushes intoc an emer-
gency room, clulching her baby (o her
-chest, She begs for help Tor the child

“hul meets with empty sinres and curl

“answers. Frustroled, she sils down in
an cmpty hall, rocking the haby as she
walts.

A voice says: 'This November, Ihere
i5 someone who has the power to
change your life, Someone who will
have a major impact on health carc

and poverly, education and Lmr-mplny-
ment. Someone who can make a dffer-
ENCE ... Yon."

The screen fades te black, and a
siatement appears: UMost politicians
s1ill think woemen should be seen and
pot heard.” And then: “Make them
tisten. Vole "

This J0.5econd public =eryvice adver-
lisemeny and a simtlar but lonper one
are the products ol The Deciding Vole,
a proup of more than 50 wuemen [rom

advertising companies and pews and
cnteriainment  orpanizations,  The
group was formed two months ago 1o
produce a sel of advertisements urging
women Lo vote.
Mo Positlon on Issues

The Deciding Voie is determinedly
nonpartisan and has avoided taking
posilions on so-called women's issues,
itke abarlion and sexual harassment,
that have become [lashpoints for (he

[Democratic and Republican Parties.
The group’s message 15 simply thurpe
womcl"l tu Vot

"There are sn mMany  women ‘who
don’t feel that they have any influence
nr elicet on the warld around them or
en their own lives ur an their children’s
lives,” said Jranne Chinard, who s an
executive vice president and senior
creative director al Young and Rubi-
cam in New York City and who came
up with the idra for 1the advertise-
ments. “Bul in fact they have tremen-
dous power il they only use jt."”

According 10 The Deciding Vole, 39
million wotnen who were eligil:le to

vabe didd nat da suin the st Presidens
il efection. Of those, % million were
registernd.

Mareella Rosen, an oxerutive vice
presiclent ot Ayer Ine., Toinded  the
proup after attemding several fund-
raising ovents fur {cmale candidates
and organizations  She xaid that in
whii has become knawn as the " Yeor
of the Wom:in,” women had to be en-
couraged tv vote for their own inler-
orls,

The resull is a campuipn thet will
fon in coming works on the maojor
nelwarks, cnble services and radin, in
more than 30 magazines and two nows-

papers, and on billboards i 160 ajr.
ports. Ms. Rosen saud she expected the
advertisements, which are run without
charge, to receive the equivalen: of $3
millinn to $4 million worth of space n
the nexl munth,

The nonpartisan nature of the cam-
paign aitracled women from a broad
range of arganizatlons,

"That's what made me fre] gund
about supporting It,” said Lisa Valk,
publisher of Time, which will run the
advertisements this month. 1 don't
think we should be in the position of
tclling women taw Lo vote, ]usl encour-
ARing Lhem tu ged out there.” .




1992 1s a critical election year for women, because the issues of 1992 affect women as
never before.

Big issues, like education, job rights, abortion, healthcare. And there are lots of
important local ones too.

They’re all at the core of women’'s lives today. We believe women should help decide
them. That’s why we started The Deciding Vote---Women 1992,

We’'re not feminists or partisans. We’re neither left nor right. We see issues---but we
don’t take a position on them.

Except one. We think women have to vote this November.

We’re a group of people in the communications business. Those of us in advertising
are putting together some television commercials and print ads. Those of us in media
have been soliciting pro-bono space and time---and we’ve succeeded (see the following

page).

We’ll be on network and cable TV, in major magazines, on talk shows, radio, airport
displays, and in movie theaters. Practically everywhere---and that’s the way we think
it has to be if we’re going to succeed.

That’s why---in spite of the tremendous media support so far---we’re still looking for
more. More donations of TV and Radio time and Magazine and Newspaper space.

Mentions in broadcast show scripts, in editorial material in every medium, via public
relations---any and every way to spread the word.

You see, it’s a message that’s so important that it really can’t be said tco often.

We’'re aiming to start this effort on October 15--two weeks of intense communications
effort to get women to cast a vote on issues that are critical to them,

There’s still time to help---with your space, your time, and most important, your
commitment. We figure the last vote we get out could be more than just another vote.

It could be The Deciding Vote.”

MARCELILIA ROSEN = Chairprerson ~ Eaecutive Viee President - Aver » Ted (212) S78-85878 = Fax (242) I75-8070

*The Deciding Vole---Wonmien 1992 45 a aot-for-pe Nl organizoaes applving for exemption vndec section $01(cH3) of the Taternal Revenue
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COMING UP:
ALASKA!
To make sure our June
'93 cruise will live up fo
the [by now sky-high)
expectations of passen- |
gers who've sailed with |
us before—to Scandi-
navia and Russia, the

I Mediterranean, Bermuda, New En-
gland —GH's Needlework and Crafts Editor
{and inveterate traveler] Cecelia Toth

made the trip herself this summer. In addi-

NOITE

In a year in which

BOOK

tion to checking out the ship [above) and the

‘women’s issues™ are on sights, Cecelia came back full of ideas for

every candidate’s |
doesn't take much

ips, it ways to make the GH cruise to Alaska our mast
to extraordinary one yet. For more about it, call

predict that women’s votes 800-736-8382, or write to Dailey-Thorp Trav-
couid sway the election. el, Inc., 330 W. 58th St., New York, NY 10019,
But it took Ayer, Inc.’s

Marcella Resen (above), IF YOU SPEND ANY TIME at all waich-
one of the top executives ing TV the week of Nav, 30-Dec. 6, you're
in advertising, to try to bound to see an unusual—and highly wel-

make sure they do.
heard about the
nonpartisan group

{ first corme —focus on education issues in a num-
ber of programs. Thenk Education First! a so-
cially conscious organization of leaders in the

Marcella heads—women entertainment industry founded by Lynda

{and men} in

Guber and Carole Isenberg, former teachers

communications whose turned film and television producers.
goal is to get all eligible

women to vote this

RIGHT UP THERE with the Olympics when

month—when she pulled it cames to the quality of the competition is
me aside at a party to talk  the American Culinary Federation's annual
about her conviction that  national competition, challenging chef-dieti-

advertising, so successful  tian téams to come up with a fourcourse
in selling products to meal as tasty as it is nutritious. So we were all
women, should be used delighted when GH's Director of Nutrition and
just as forcefully to Fitness {as well as Institute Associate Direc-
persuade them to vote. tor} Delia Hammock {below) came back

She convinced me—with this—the first —year with a silver!

the result that GH's parent

Hearst Corparation

has Délia Harrimbck_ :

contributed public-service ‘with Chef Klaus
pages in support of the ‘Friedenreich

campaign, not only in GH
{see page 62, but in

Redbook, Country Living,
HatTer’s Bazaar, Victoria,

and Cosmapolifan.

16  Good HousekeepinpNovernber 1992
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THE HAND THAT ROCKS THE CRADLE PULLS THE LEVER

women zre running for office, the
female electorate could make histo-
ry, too. Ever since 1980, a greater per-
centage of eligible women have voted
than men. And this year, a concerted
effort to increase their participation
could influence election cutcomes.
That's the idea behind The Deciding
Vote, 2 nonpartisan effort meunted by
women executives 8t media outlets and
advertising agencies to persuade wom-
en to go to the polls. As 2 public ser
vice, several ad firms, TV and radio net-
works, and 25 major magazines and
newspapers are producing and running
ads worth more than $3 million, “If
more women voted, they could change
an election,” says Marcella Rosen, ex-

L _

In a year when record numbers of

ecutive vice-president at N.W. Ayer
Inc., who came up with the scheme.

RECRIMTMENT. Meanwhile, retailers and
service businesses with a heavily fe
male clientele have developed election
fever. In New York, the League of
Women Voters registered 700 new vol-
ers over several days at two Lord &
Taylor stores. League volunteers also
signed up parents at most of the coun-

T T

In 1988, 56% of American
men (47 million) and
58% of women (53 million)
went to the polls

try's 1,200 Kinder-Care Learning Cen-
ters. Employees at the Body Shop's 106
cosmetic stores were deputized by
state governments {o register voters—
and they signed up 32,000 new ones.
Bloomingdale’s and New Woman mag-
azine have co-sponsored fashion shows
that include,a plug for voting.

The result of these efforts could be 2
widening of women’s already-impres-
sive edge in the electorate, In 1988,
56% of American men (47 million} and
58% of women (53 million} went to the
polls. A surge in new female voters
could make the difference—in those
races where women and men differ sig-
nificantly in their views, That could be
very bad news for George Bush.

By Susan B. Garland in Washington

GOVERNMENT

BUSINESS WEEK/CCTORER 26, 19972 107

EIY 1 ADURE




BY CYNTHIA RIGG

LRANT MEW YORK BUSINESS

Much media attention has been
focused on the effectiveness of the
presidential campaign advertis-
ing. But a number of other adver-
tising efforts could also have a
large impact on the outcome.

A plethora of public service and
a few paid promotions are urging
Americans to use their voling
power. Perhaps more than in any
other election year, the ad cam-
paigns targel specific categories
of potential wvoters, especially
women and young adults.

“In the last presidential elec-
tion, there were 9 million women
who registered but did not vote,”
says Marcella Rosen, executive
vice president at Ayer Inc. “If we
can convince 5% more of those
women to vote, there will be
450,000 more votes cast. In three
of the last eight presidential elec-
tions, a shift of 87,000 votes could
have changed the outcome.™

An upsurge in reglstrations

There deesn’t seem to be any
single reason for the increased in-
teresi, but the spots are having an
ynpact in a political campaign
where there is already intense in-
teresi, Earlier this month, the

New York City Board of Elections

announced that 613,181 new
names had been added to the
voter rolls since the beginning of
the year. This brings the total to
its highest level since 1973.

Ms. Rosen and other advertising
and media executives formed
“The Deciding Vote,” a non-par-
tisan, non-profit group. A team
led by Young & Rubicam execu-
tives Jeanne Chinard and Beverly
Okada created TV and print cam-
paigns. The former shows a
mother confused and powerless in
a hospital emergency room. A
voice-over intones that in No-
vember there is someone who has
the power to change issues like
health care, poverty and educa-
tion. "It’s you. Yet most politi-
cians think women should be seen
and not heard. Make them listen.
Vote.”

The print ad shows a woman
with her mouth air-brushed out
followed by a similar message,
“Don't be one of the women no
one hears.”

Ms. Rosen, who heads up Ayer's
media department, estimates that
the campaign has received at least
$4 million in media space and

An——

time commitments for the month
prior o the election.

Getting out the female vote is
the goal of Maidenform’s new ad
campaign, which began Oct. 19.
Created by Ogilvy & Mather, the
TV spot shows quick cuts of
women with candidates’ names or
topical issues on buttons as the
women hum, “Yankee Doodle
Dandy."” A wvoice-over admon-
ishes, "If you've got something to
say, now's the time to get it off
your chest.”

The ladies’ lingerie company
believes it can serve a worthy
cause while promoting itself. “The
Maidenform brand was built by
advertising that has encouraged
women’s achievements,” says
Marilyn Bane, Maidenform’s vice
president-advertising.

Cther campaigns are targeting
young voters who tend to be more
apathetic than their older coun-
terparts, Manhattan-based Mes-
sina/Brown Ine. created four pro
bono TV commercials for the New
York City Board of Elections. The
“Use the Power"” campaign is tar-
geted to New Yorkers 18 to 25
years old. The 30-second TV
spots, accompanied by a hip-hop
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soundtrack; use music-video-like
camera work as they catch young
New Yorkers around town. One
spot includes fast-cut scenes of
New Yorkers saying phrases like,
“I think,” and “In my opinion.”
Words flash on the screen, "What
yvou think doesn't matter. Unless
you vote.” The campaign's logo
features a clenched fist with
“VOTE" written on the knuckles.

A voice with a New York edge

"The work is hard-hitting, al-
most brash, a real New York
volce,” says Bill Brown, president
of Messina/Brown, a fledgling
shop whose initial client was R.J.
Reynolds., “We felt that it was
critical to breaking through the
clutter.”

A different approach is being
used by Comedy Central, the com-
edy network, to reach the same
group. A scries of twelve, 30-sec-
ond spots, featuring comedians
Will Durst, Mo Gaffney and
cthers, uses taglines like, “Don’t
be a butthead. Vote.”” and “Please
vote 'cause if you don’t vote, you
can't bitch.” The spots have been
running six {imes a day on the
channel since Qet. 5 and will con-
tinue until Election Night.

“We believe our approach is
bringing in some people who

might not ordinarily have been
interested in politics,” says a
Comedy Channel spokesman.

Members Only, a Manhattan-
based menswear company, 1s fo-
cusing its message on a rather
unexpected group—children. The
company, which is spending its
entire 1992 advertising budget on
a pget-out-the-vote message, is
running three TV commercials.
The lead spot uses a split screen,
showing both President Bush and
Gov. Bill Clinton espousing their
programs. An announcer then
says, "It's your future they're
talking about. If you're under 18
you may hot have a vote, but you
still have a voice. Tell your par-
ents to vote.™

“The idea is to sensitize the
kids,” says Allen Kay, chairman
of Korey, Kay & Partners, which
created the campaign. “Kids have
nudged their parents to stop
smoking. Now they can get them
to vote.”

Members Only is also using two
other commercials, which were
created for the last presidential
election: use of documentary foot-
age of dictators and persecution
10 move people to vote The com-
pany will be spending $1 million
in the two weeks before the
election. Il




also receiver. Buyer is headed by
George Hochman, who is [4.3%
shareholder of licensee of two AM's
and three FM's. KZBB has CHR-AC
format on 97.¢ mhz with 100 kw and
antenna 2,000 feet above average ter-
rain.

KXTZ(FM) Mountain Home, Ark, O
Sold by Eustis-Wichert Communica-
tions Inc. to MAC Partners for
$300,000. Seller is headed by Bill R.
Eustis, and has no other broadcast in-
terests. Buyer is headed by 1. Morgan
Dowdy, who has interests in six AM’s
and eight FM's, including 50% inter-
est in KPEM(FM) Mountain Home, Ark.
KKTZ has AC, sports format on 107.5
mhz with {00 kw and antenna 761 feet
above average terrain. Broker: Bill
Cate.

KSDI(TV) Clovis, Calif. O Sold by San
Jeaquin  Television  Improvement
Corp. 10 Gary M, Cocola for
$275,000. Cocola is exercising option
to buy license in order to construct
station; he has interests in  three
LPTV’s. KSDI is assigned 1o ch. 43,

WHOF{AM) Wildwood, Fla. O Sold by
Christian Radio Communications Inc.
to Walker Heart of Florida Broadcast-
g Inc. for $263,500. Seller is head-
ed by Regina Wooley. Buyer is head-
ed by Keith Walker. Wooley and
Walker have interests in licensee of
wwKO(AM) Cocoa, Fla. WHOF has
gospel music format on 640 khz with
830 w day and 980 w pight.

WKQT(FM) Newport, N.C. O CP sold
by Recycled Radic Co. Inc. to New
East Communications Ipc. for
$262,581. SeHer is headed by Bruce
R. Naegelen, and has interests in
wBTEB(AM) Beaufort, N.C. Buyer is
headed by Henry W. Hinton ir., and is
ficensee of WwCZKFM; Washington,
N.C. wKQT has rock format on 103.3
mhz with 100 kw and antenna 600 feet
above average terrain.

WIXY(FM; Champaign, 1. 0O CP sold
by Heliday Broadcasting Inc. to Saga
Communications of Ilinois Inc. for
$250,000. Seller is headed by W.
Russell Withers Jr., and s licensee of
two AM’s, three FM's and five TV's.
Buyer is headed by Edward K. Chris-
tian, who s also purchasing
WVEM(FM)  Springfield, 1ll.  {sec
above). WIXY is assigned to 100.3
mhz with [2.9 kw and antenna [38 m.

For other proposed and approved
sales see “‘For the Record,’" page 64.

MOST MHITICIANS
STILL FIIINK

WOMEN SHOULD BE SEEN
AND NOT HEARD.

GETTING OUT THE WOMEN'S VOTE

dvertisements designed to encourage women to vote are the product of

a cooperative effort by a group of media companies. Among those
providing free time for spots produced by The Deciding Vote, a nonprofit
committee of media executives, were zll three broadcast television net-
works, ABC radio network, CBS radio stations, MediaAmerica, Shadow
Traffic, The Deborah Norvilie Show, and cable networks Arnts & Emer-
tainment, CNN, Discovery, Lifeime, TBS, Telemundo, TNT and USA.

The committec was chaired by Marcella Rosen, Ayer Inc. executive
vice president/director of media services. worldwide. The script for the
TV spot, in both 30-second and 60-second versions, portrays a woman
with a sick baby in a hospital struggling to get help and urges women o
use their own power by voting. Rosen said the ad portrayed **vulnerabili-
ty.” She said roughly 68% of women registered to vote in the lust
presidentizl election and 58% percent of those voted: both percentages are
roughly two percentage points more than those for men. Rosen told
BROADCASTING that Sally Jessc Raphael would be lending her name to the
registration drive and that the committee’s cfforts might be written into an
upcoming episode of Designing Women.

Other founding members of the committee inciude Kay Delaney, senior
vice president, international, Tumer Breadcasting, Betty Hudson, senior
vice president, corporate communications, NBC; Patty Matson, vice presi-
dent, corporate communications, Capital Cities/ABC; Doug McCormick,
executive vice president, Lifetime Television; Lisa Rosen, marketing
associate, and Diane Seaman, vice president of sales, Eastern, both Fox
Broadcasting.

So far, Rosen said, roughly $3 million-34 million worth of time has
been donated, but the committee, through her office, will provide spots to
cable systems, TV and radic stations willing to donate aiftime.  —GF

‘ROLLING STONE’ FOR THE MTV GENERATION

MTV and Rolling Stone magazine have sold out their cross-media
venture, a co-production of ““Rolling Stone 25: The MTV Special,””
to six sponsors. The advertisers—Duraceli, Ford Motor Co., The Gap,
Nike, RCA Consumer Electronics and Sega—have bought time in the 90-
minute co-produced special and in other MTV programs, as well as ad
pages in Rolling Stone. According to Doug Rohrer, vice president, ad
sales, MTV, his network and Relling Stone may do other joint ventures in
the future, but **nothing specific is being looked at right now."
Honoting the magazine's 25th anniversary, ‘‘Rolling Stone 25 The
MTYV Special’ premieres on the music chanpel on Nov. 18 and will be
shown on the network an additionai three times. [t features interviews with
musicians and celebrities the magazine has covered over the years, as well
as writers, editors and photographers who have worked on the publica-
tion. —5DM
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CONTRIBUTORS INCLUDE:

Joelle Attinger, Editor, Time Magazine

Inez Aimee, Exec. V.P./Strategic Planning, Shadow Broadcast Services
Mary Berner, V.P./ Associate Publisher, TV Guide

Bob Biackmore, NBC TY

Gail Blanke, Sr. V.P./Corporate Affairs & Communications, Avon
‘Myma Blyth, Publishing Director & Editor-In-Chief, Ladies’ Home Journal
Kathryn Bushkin, Director of Editorial Administration, U.S. News & World Report
‘Pat Carbine, President, MS. Foundation for Educ. & Comm.

‘Jeanne Chinard, Exec. V.P./Sr. Creative Director, Young & Rubicam
Gina Colbath, Ad Director, Discovery

Michael Clinton, Publisher, GQ

Don Davison, President & CEQ, Gannett Qutdoor

‘Kay Delaney, Sr. V.P. International, Turner Broadcasting

Mary Duffy, Senior Producer, Sally Jessy Raphael

Harvey Dzodin, ABC TV

Peg Farrell, Associate Publisher/Advertising Director, Reader’s Digest
“Anne Fuchs, Publisher, Vogue

Jim Hayes, Publisher, Fortune

"Betty Hudson, Sr. V.P./Corporate Communications, NBC

Bob Igiel, Sr. V.P./Business Development, A&E

Ann Jackson, General Manager, Sports IHustrated

Michelle Jennings, V.P./National Account Manager, MediaAmerica, Inc.

AMARCEELIA ROSEN =~ Chairpersorn =~ Executive Vice Prexidertt = Aver « Tel (272) F7F-5885 « Fax (212 S75-5078



Jay Kernis, Senior Producer, CBS This Merning

Kay Koplovitz, President é’_c____CEO, USA Network

*Ellen Levine, Editor-In-Chief, Redbook

Susan Love, V. P./Eastern Sales Manager, ABC Radio

Peter Lund, Executive Vice President, CBS TV

Susan Lyne, Editor/Publishing Director, Premiere Movie Magazine
Betsy Martin, Ad Director, Money

‘Patty Matson, V. P., Corporate Communications, Capital Cities/ABC, Inc.
‘Doug McCormick, Executive Vice President, Lifetime Television
Chris Miller, V.P./Director of Marketing, New York Newsday
Grace Mirabelia, Publication Director, Mirabella

‘Ann Moore, Publisher, People Weekly

“Mary Morgan, Executive Assistant, Ayer

"Beverly Okada, Sr. V.P./Group Creative Director, Young & Rubicam
Ruth Otte, President, Discovery Networks

Lance Primis, President & General Manager, The New York Times
Jonathan Rinehart, Chairman & CEQ, Ogilvy Adams & Rinehart
Burt Rosen, Account Executive, NBC TV

*Lisa Rosen, Marketing Associate, Fox Broadcasting

;Marcella Rosen, Executive V. P./Worldwide Media Director, Ayer
Amy Rosenblum, Producer, Saily Jessy Raphael

“Valerie Salembier, Publisher, Family Circle Magazine



"Diane Seaman, Vice President of Sales, Eastern, Fox Broadcasting
Marcia Silverman, Vice Chairman & C.0.0., Ogilvy Adams & Rinehart
Cleary Simpson, Ad Director, Life

Carol Smith, Publisher, Parenting

Rick Smith, Editor-in-Chief/President, Newsweek

Lori Spano, President, Ackerly Airport Advertising

Susan Spindler, Susan Spindler Advertising, Inc.

Leslie Sturm, Network Radio Buyer, Ayer, Inc.

Catherine Sullivan, Account Executive, NBC TV

Carol Taber, Executive V.P./Group Publisher, Working Woman

Linda Bloodworth-Thomason, “Designing Women™

“Susan Toepfer, Assistant Managing Editor, People Weekly

‘Lisa Valk, Publisher, Time Magazine

"Betsy Wade, New York Times

Carolyn Wall, Exec. V. P./Corporate Development & Sales, News America Holdings Inc.

Rosalyn Weinman, V.P./ Broadcast Standards & Practices, NBC TV

Nancy Widmann, President, CBS Radio/CBS Inc.

* Founding members.
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Newwork Teievislon Association

May 9, 1995

Ms. Maggie Williams
Chiel of Siall’

Office of the First Lady
The White House

1600 Pennsylvania Avenue
Washington 13.C. 0U(53

Dear Maggie,

Hillery suggested I call vou. I was in Washington D.C. yesterday, as 2
Nirector of The Advertizing Council. Her talk to us was exceptionally
well-received.

In 1992, I founded an ad hoc coalition, “The Deciding Votc™, to run a
campaign to get out the women's vote. We ran in all media and
received close to $3 million in donated space, time and creative services,
{Attached are the ads, the media coverage, a list of the group and some
press.)

1996 is equally important for cstabiishing women as a constituency. I'm
beginning 1o plan & new effort and would like to discuss it with you.

If 1 don’t hear from you, I'll cali you in a few days to check on the
above.

Sincerely, -

M—wﬂ‘s—

823 Severth Avenue, New Yurk, NY 10019 2122456-1781/212-456-1790 fax - '§
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Fax Cover Sheet %

--—""'.-’
DATE: May 10, 1995

TO: Ms, Maggi= Williams
FAX: 202/458-6244
FROM: Marcella Rosen

Number of pages including cover sheet; 13

Sorry the attachments didn’t go through with my note yeosterday,

They will follow. I'll call to check that you get them,

Sinceraly,

(-

9120245662448 1
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EXPOSURE IN:

NETWORKS

ABC-TV

Cas-Tv .

NBC-TV

FOX Broadcasting Corp.

MAGAZINES

AD AGE

BETTER HOMES & GARDENS
BROADCASTING
BUSINESS WEEK
COSMOPOLITAN
COUNTRY AMERICA
COUNTRY LIVING
FAMILY CIRCLE
FORTUNE

GENTLEMEN'S QUARTERLY
GOOD HOUSEKEEPING
HARPER’S BAZAAR
LADIES' HOME JOURNAL
LIFE

MCCALL'S
METROPOLITAN IIOME
MIRABELLA -
MONEY

NEWSWEEK

NEW YORK MAGAZINE
PARENTING

PEOFPLE

READER'S DIGEST
REDBOOK

SOAP OPERA DIGEST
SOAP OFERA WEEKLY
SPORTS ILLUSTRATED
TIME

TV GUIDE

U.S. NEWS & WORLD REPORT
VOGUE

WORRING WOMAN

NTA= - #12024588z24414 4

EADIO

ABC Radio Network

CBS Radio Network-Gil Gross:
CBS O & O amtiony
MediaAmerica

Shadow Traffic

Deborah Norville Show

LOCAIL TELEVYTSION
WFLF-TV Chicago
WWOR-TV New Jersey
WTTG-TV Washingion DC
KDAF-Dallas

KRIV-TV Houston
WNYN-TV New York
KTTU Los Angeles
KSTU-TV Salt Lake City

CABLE

A&E .
CNN

Discover

Lifetime

Nickelodeon

TBS

TNT

USA

NEWSEALERS
THE NEW YORK TIMES
NEW YORK NEWSDAY

' OUT OF HOME

Ackerly Airport Advertising
Gaanett (all markets)

QTHER
ENTERTAINMENT TONIGHT

LIFETIME "SEIZE THE POWER"

NBC WEEKEND - T

SALLY JESSE RAPHAEL
SONYA LIVE!
CATHY Cartoon Strip

AARSORELYA ROEEN ~ Shalrpencorn ~ Execullve Vite Frazidemt = dypgr o« Fol ¢217) 4745818 o Kax (2 12) #74-5070
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VEOTE

1992 is a critical election year for women, because the igsues of 1992 affect women as  —
naver before. _

Big issues, like education, job rights, abortion, healthcare. And there are lots of
important Yocal ones too.

They’re all at the core of women's lives today. We believe women should help decide
them. That's why we started The Deciding Vote—Women 1992,

We're not feminists or pax‘tisans; We're neither left nor right, We see issucs---but we
don’t take a position on them,

Except one. We think women have to vots this November.

We'se a group of people in the communications business. Those of us in advertising
are putting together some televigion commercials and print ads. Those of us in media
have been soliciting pro-bono space and time---and we've succeeded (see the following

page).

we'li be on network and cable TV, in major magazines, on talk shows, radio, airport
displays, and in movie theaters. Practically everywhere—and that’s the way we think
it has to be if we're going to succeed.,

That’s why--in spite of the tremendous media support so far---we're stil! looking for

- more.. ‘More donations of TV and Radio time and Magazine and Newspaper space. -
Mentions in broadcast show scripts, in editorial materia! in every medium, via public
relations---any and every way to spread the word.

You sce, it's a mcssage that’s so important that it really can't be said too often,

‘We're aiming fo stast this effort on October 15--two weeks of intense communications
effort to get women to cast a vote on issues that are oritical to them,

~ There’s still time to help---with your space, your time, and most important, your
commitment. We figure the last vots we get out could be mare than just another vote.

It could he The Deciding Vote,"

AARC T drh KOTENY = Choirpersan = Brvcuder Yice Prasienc « syer - Tal (D12} 474-287F « Fax (313} 474 £O70

*The Dacidieg Vote—Women 1992 is a nol-for-p-sfil arpaalzation applying for sxemphisn undst tenioa 501(2)(3) of the Interoal Revenue

— ——
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mﬁh hbwhm nadd-

NOTEBOOK

mwmmwwmmh
Cacalia came back full of ideas Tor
wastumduﬁuGH:mnchhdauxnud
extragrciniy one yat. For mare about &, cal
EX-T305382, or wrie to Dailey-Thorp Traw

o, Ine, 230W 5Bth St, New York, NY 10018,

YU SMEND ANY TIME &t & waich

ing TV the week of Nov. 30-Dur. 6 you'rs
hound 0 zee an unusual—and highly wel-
come—focus w) educalion lesues In & nunr

entertainment industry founded by Lymde
Guber and Carcle isenberg, former IBachars
tumed Rim grol telandalsn produicars.

AMOHT UP THERE wilh the Olynpics whan
it comes 10 the qUakty of the competition is
the Amarican Culinary Fadarstion's anmiul
national competition, challenging chei-geth
tant teams 0 come up with & founcourss
meat a5 tasty ac ¥ is rurtritions. 5o we wara ak
defigited when GH's Diroctor of Nutrition and
Fitnees fes web =5 kstitute Associate Direw
tof} Dela Hammock below) came back
&u:—him—;nwwilhuw

uH Dewd Hammurh
l‘-l[.'l ’h ‘
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THE HAND THAT ROCKS THE CRADLE PULLS THE LEVER

women are running for office, the
femule eleciurate could make histo-
ry, oo, Ever since 1080, & per-
onmtqn of eligible women have voted
than mean. And this year; & conrerled
effuri 1o ivcrease their pardcipation
aould influcnee slection outzomms.
That's the idea hehind The Deddlng
Vota, & nonpartisan effur, iwounted
women executives at madia outlets
advertising agencies 0 perauade wom-
en tn ga t the polls. As & public ser
vice, severul sl firms, TV and radlo net-
works, and 25 mojor magszines and
newspapars are producing and running
sl worth more than $3 million “If
IO waumsn vnted, they ¢ould change
an cleetion,” cayg Muareells Fosen, ax-

ln s your whan racoed nutnbers of

GOVERMMENT

amitive vicepresldent at N. W, Ayer
Inc,, why tine op with the scheme.
nrervrrsaant. Msanwhile, vetailare and
service businessas with 2 heavily fe-
mala cHentgle have developed elecun
fevar, In Kew York, the League of
Women Votare 700 new vot-
ers over seversl at two Lard &
Taylor stores. Levywe volunieers also
aigned up parenta al most of the eoun-
——"__

In 1988, 56% of American
men (47 million) and
58% of women (53 million)
went to the polls

ay's 1,200 | KinderLare Lumﬁ;g Carr-
{ere. Employcca at the Bedy Shop'a 106
eopmotic ttares weve deputized by
mtetommmmmmwun—
and they sign mdp #2000 new ones.
Bloamingdale's end New Weman mag-
21ine hava do-sponsored faghiop shows
thet tnelude,n pheg for woling,

The result of theee afforts eould be o
widening of womwn's already-impres.
pive odge in tha eloctorate. In 1088,

56% of American en (47 million) and

.Wofmm{ﬂmﬂhu)wmthth

polla A surge in new fomale votars
¢otld make the difference—in those
races where women and men differ sig-
nificantly in their views. Thit sould be
very bad news far Geargs Buah,

By Susan B. (Garland in Waakingien
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Voting campaigns®

BY CYNTHIARKGG

LR ARrE Ateuy O Moy

zayns Marcells Rosen, executive
wvies poresident st Aver Ine. “I we
can coonvince 5% more aof those
wormenn ta vols, there will be
450 000 more voies cast In thoee
of tlwe lmat eight prexddential elee-
tions, a shift o 87,000 voles coukd

terent. EarHe 'Fis mosth, the

Ociober 28, 1992 » Cruin's Now Yok Butinoas =33

A valcs etth & Nea York adge

“The woark is hard-hitting, al-
moat bresh a rexl New York
wolee,” suyy Bill Brown, presiieat
of ManxinaBrown,

o DOedgting
shop whime inikio] cHent was BT
Reynaide, *We fzt that ik was
il to breaking fhrough the
clafler.™

A differsnt approach fs being
il by Conedy Ceatat, the com-
edy aetmork, tc reach the same
Toup. A yexies of twelve, 38-sec-
td spets, comedians
Wil Darst Mo
others, ume mglises like, “Dan™t
be 2 butthead Vole.” and *"Please
voie cause if you dom't vode, you
can't Htch.”' The spots have been
nmning six times 2 day oo the
channel giree Oct $ and will con-
tme wndll Election Mighi. -

“Wea believe our sppreach is
bricglag in sowe people who

arget women, youth

oxdinarily kave been
intgrestec in politis® mys a
Comedy Channsl . :

The

ich is wpending its

entire 1952 advertising sadget on.
2 mesege. i

kids,” says Allen ., chairman
of Korey, Kay & Patners, wirich
crosted the “Hids have
¥ their I W stop

o vou ™
Mexrtbers Only is alno uging two
cther comsmerciais, which were
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also receiver. Buyer is headed by
Osotge Hochman, who & 14.3%

shareholder of licensee of two AM's

- and three FM's. K283 has CHR-AC
format on 97.9 mhz with 100 kw and
:liunm 2,000 feet above averege ter
B,
KXTZoM) Mountaln Homie, Ark. O
Sold by Eustiz-Wichert Commumics.
tions . 0 MAC Pulngs for
$300,000. Seller i hended by Bill R,
Eustis, and han so other broadeast in-
terests. Buyer it headed by J. Morgen
Dowdy, who has intereats in six AM*s
amd ciglt PMn, including 50% intar-
axt in KMOARM) Mouataic Home, Ark.
KKTZ has AC, cports format on 107.5
mhz wkh 100 kw and anienna 76 fect
above sversge terrwin. Broker Bill
Cuse.
E&pKTY) Clovis, Calif. O Sold by San
Josquin Television Improvement
. tn CGary M. Cocola for
$275,000. Cocola is axercising option
to buy license in order 10 consquc:
station; he har interears in threa
LPTV'y. ksD! (s assigned to ch, 43.
WHOF(AM) Wildweod, Fla. D Sold by
Christian Radie Communications Inc.
1o Walker Heart of Florids Rradeast-
53 Inc. for §263,500, Seller is head-
by RmWooley. Buyer is head-
cd by Keith Walker, Wooley and
Walker have inerests in liznsee of
wwro(aM) Cocns, Fla. WHOF hes
gospel muslc format on 640 khz with
830 w day and 980 w night,
W(FM)NU*M, NlCc D CP ‘old
by Recycled Radio Co. Inc. to New
Cast Communications Inc. for
$262,58]. Seller is headsd by Bruce
R. Nazgelen, and has interssts in
WBTHAM) Boaufort, N.C. Buyer is

headed by Herry W, Hinton Jr., and is )

licersoe of wWCZiPM) Washingten,
N.C. WKQT has rock format on 103.3
mhz with 100 kw and antenna 500 feet
above average terpain.

WIXY(PM) Champaign, Tl O CP sald
by Hollday Broadcasting Iiv. (o Saga
Communicatione of Qinais Inc. for
3250,000. Seller is hcadod by W.
Russell Withers Jt., and is licenset of
two AM's, three FM's and five TV's.
Buyer is hesded by Bdward K. Chris-
tian, who is also purchaszing
WVBM(PM)  Spriagfield, 1. (sme
mbuve), WIXY is assigped to 100.3
mhz with 12.9 kw and antenna 138 m.

Por other proposed und approved
sales see "‘For the Record,'' page 64,
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dvertisements deaigned 1o sacourage women (o vole are the proaduct of
a cooperative effort by a group of medis compunics. Among those
providing free time for spots praduced hy The Deciding Vote, a nonprofit
committee of media cacuulives, were all thice brosdcast television nat-
works, ARC mdio network. CBS radio stations, MedlaAmerica, Shadaw
TralTic, The Deborak Norville Show, and cable networks Arts & Enter.
tainment, CNN, Discovery, Lifedme, TBS, Telemundo, TNT and USA,
The committee was chaired by Marcella Rosen, Ayer Inc, executive
vice presidenutdirector of media acrvices, worldwide. The goript for the
TV spevt, in both 30-second and &0-second versions, porlmys & woman
with a sick baby in & hospital struggling to get help and urges women to
use their own power by voling, Rossn said the ad portrayed ' valnerabili-
ty." She caid roughly 68% of women registsred (O vote in the last
prosidential election and S8% percent of thoee voled; both percentages sre
roughly two percentage pownts more than those for men. Rusen (old
BROADCASTING that Sally Jesse Raphsel would he landing her name to the
registration drive and that the commitles's efforts might be written inte an
upeoming episnvle of Designing Women.
Oting founding members of the commirtes include Kay Delaney, senior
vice president, intemationai, Tumer Broadeasting; Betty Hudson, senior

vice president, corporate communications, NRC; Patty Matson, vice presi- - -

dem, corporate commuaications, Capital Citics/ ABC; Daug McCormick,
executive vice president, Lifetime Television; Lisa Rosen, muketing
associats, and Dieoe Seaman, vice president of cales, Bastern, hoth Bax
Broadcagting.

So far, Rosen said, roughly $3 million-34 million worth of time has
been donatexd, but the cormittee, through her offica, will provide spots to
cable systems, TV and radio stations willing to donate ainime. —GF

’ROLLING STONF’ FOR THE MTV GENERATION

TV and Rotling Stone magazine have sold out their crosy-media

venture, a co-produstion of ‘Rolling Sione 25: The MTV _?{:cinl,"
10 six spongors. The advertisers—Dumwecll, Furd Motor Co., .
Nike, RCA Consumer Electmnier and Sega—have bought time in the 90-
minute co-produced spocie! and in other MTV programs, as well az of
pages in Rnlling' Store. According to Doug Rohrer, vice president, wd
salea, MTV, hia nciwork and Rolling Stone may do other jaint ventures in
the future, but ‘nothing specilic is being looked at right naw.*

Honoring the magarine’s 25th apniversary, ‘‘Rolfing Srone 25: Tie

MTY Special™’ on the music channel on Nov. 1R and will he
shown on the derwork an additional three timcs. It featurca intervisws with
musicians and celebrities the magazine has covered over the years, &8 well
as writcrs, editers and photographers who have worked on the publiea-
tion. =& DM

88 Businase
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CONTRIBUTORS INCLUDE:

Joelle Attinger, Editor, Time Magnzine
Inez Aimee, Exec. V.P./Strategic Planning, Shadow Broadcast Serviees
Mary Berner, V,P./ Associate Publisher, TV Guide |
Rob Blackmore, NBC TV
Gail Blanke, Sr, V.P./Corporate Affairs & Communications, Avon
"Myrna Blyth, Publishing Director & Editor-In-Chief, Ladies’ Home Journal
Kathryn Bushkin, Dirsctor of Editorial Administration, U.S. ﬁews & World Report
"Pat Carbine, President, MS. Foundation for Educ. & Comm,
*Teanne Chinard, Bxec. V.P./Sr. Creative Director, Yuunug & Rubicam
Gina Colbath, Ad Direstor, Discovery
Michael Clinton, Publisher, GQ
Deon Davison, President & CEQ, Gannett Qutdoor
'Kay Delaney, Sr. V_P, Intemational, Turner Broadeasting
- Mary Duffy, Senior Producer, Sally Jessy Raphael
Harvey Dzodin, ABC TV |
Peg Farrell, Associate Publisher/Advertising Director, Reader’s Digest
*Anne Fuchs, Publisher, Voguc |
Jim Hayes, Publisher, Fortune
*Retry Hudson, Sr. V.P./Corporate Communications, NBC
Bob Ipiel, Sr. V.P./Business Development, A&E
Ann Jackson, General Manager, Sports Illustrated

Michelle Jennings, V.P,/National Aecaunt Manager, MediaAmeriea, Tne.

MANRCELLA ROSUN - Shairperyan = Exacwmiive Vias Brasidang - Ayer « Tl (223) ATdRRVE - Faxr (212) 474-5078
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Jay Kernig, Senior Producer, CBS This Morning .

Kay Kopluvikz, President & CEO, USA Network

*Elles Leving, Bditor—In—Chicf, Redbook

‘Susan Love, V.P./Eastern Salss Manager, ABC Radio-

Pster Lund, Executive Vice Fresident, CBS TV

Sugan Lyne, Editor/Publishing Director, Premiere Movie Magazine

Betsy Martin, Ad Director, Money

‘Patty Matson, V, P., Corporate Communications, Capital Cities/ABC, Inc.

‘Doug MoCormick, Executive Vice Prasident, Lifetlme Television ‘
- Chris Miller, V.P /Director of Marketing, New York Newsday

Grace Mirabella, Publication Director, Mirahella

"Ann Moore, Publisher, People Weekly _

"Mary Morgan, Exccutive Assiatant, Ayei'

“Beverly Okada, Sr. V.P./Group Creative Director, Young & Rubicam

Ruth Otts, President, Discovery Networks .

Lance Primis, President & General Manager, The New York Times

Jorathan Rinehart, Chuirman & CEO, Ogilvy Adams & Rinehart

Burt Rosen, Account Exccutive, NBC TV |

*Lisa Rosen, Marketing Associate, Fox Broadeasting

‘Marcella Rogen, Execulive V. P./Worldwide Mediz Director, Ayer

Amy Rosenblum, Producer, Sully Jessy Raphael -~ - -

*Valerie Salembicr, Publisher, Tamily Clrcle Magazine
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*Diane Seaman, Vicc President of Sales, Eastern, Fox Broadcasting
Marcia Silverman, Vice Chairman & C.0.0., Ogilvy Adams & Rinehart
Cleary Simpson, Ad Director, Life

Carol Smith, Publisher, Parenting

Rick Smith, Editor-in-Chief/President, Newsweek

Loti Spano, President, Ackerly Airport Advertising

Susan Spindler, Susan Spindler Advertlsing, Ine.

Leali¢ Sturm, Network Radio Bﬁyu, Ayer, Ine,

Carherine Sullivan, Account Executive, NBC TV

Curol Taber, Exccutive V.P./Group Publisher, Working Woman

Linda Bloodworth-Thomason, "Designing Women"

'Susah Toepfer, Assistant Managing Editor, People Weekly

"Lisa Valk, Publisher, Time Magazine

"Betsy Wade, New York Times

Carolyn Wall, Exec. V.P./Corporate Development & Salcs, News Amerfea Holdings Ine.
Rosalyn Weinman, V.P./ Broadcast Standards & Practices, NBC TV

Nancy Widmann, President, CBS Radio/CHS Ine.

* Founding members,
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Assign a staff member who is responsible for
coordinoting your voter registration activities,
obtaining voter registration supplies, and
sending completed registration forms to the

Volers For Choice Education Fund (VFCEF).

Train staff and volunteers who will be helping
clients and community members register on
how to complete the national voter registration
form.

Get and maintain a suEply of national voter
registration forms. To obtain them contact the

ProChoice Vote Helpline at 202-588-8775.

Get and maintain copies of the single-page of
instructions for compleling the national form for
your state and other states that your clients

come from. To obtain a copy o}, the single-
page instructions for any state, contact %e Pro-

Choice Vote Helpline at 202-588-8775.

Make registration materials available in your
waiting rooms.

Post signs in your waiting rooms inviting clients
fo register to vote and offering them assistance
in completing the registration form.

Assemble a voter registration pack for use
when registering voters at communily evenls
and pub?ic places outside your office. Include
in the pack: national voter registration forms,
copies of your stak’s instructions for completing
the form, a copy of the boxby-box guide fo
filling out the form that is in this kit, a copy of
the combined instructions for all states, pens,
clip boards, a sign saying “register to vote
here,” and a sign identifying yourselt.

Once a week, send completed voter
registration forms by UPS —2nD Day to.
Voters For Choice Education Fund
Attn: Janice Steinschneider

2604 Conneclicut Ave, NW

Suite 200

Washington, DC 20008
(202)588-8775

Questions2 Coll the Pro-Choice Vote
Helpline at 202-588-8775

© 1995, Voters For Choice Education Fund



 HEY VOTED.WE DI ‘T WE LOST
AND WHAT ¥0U CAN D0 ABOUT T

The elections of 1994 were a disaster for reproductive freedom. For the Ffirst time since 1982 the pro-choice
movement suffered a loss of seats in Congress, which, along with many state legislatures, fell info the hands of
anti-choice forces. Today, the halls of Congress and our state capitols are filled with public officials committed
to sloshing funding for family planning services, reinstafing the Gag Rule, weakening the federal Freedom of
Access to Clinic Entrances Act, ending RU 486 research, and chipping away at women's access to abortion as
a prelude to banning it altogether.

The election of hundreds of anti-choice candidates to state and federal offices does not represent the public’s
embrace of the anti-choice position. Abortion was not a major issue in most races in 1994 because the majori-
ty of Americans believed that reproductive choice was safe and few anti-choice candidates drew attention to
their position on choice.

The election was determined by who did and who did not go to the polls.

Overall, only about 40 percent of the voting age population voted. In fact, more than one-third of Americans
18 years and older aren’t even registered to vote, with the lowest registration rates among young adults. When
for fewer than half of eligible voters vote, a small mincrity with a high election day turnout can swing an elec-
tion. In 1994, the Christian Coalition and other radical right groups did a very effective job getting their voters
to the polls. While self-defined conservatives are 34 percent of the population, they were 38 percent of all voi-
ers in 1994, and only 28 percent of those who were not registered. At the same time, millions of women, young
people, ond people of color — the groups most offected by reproductive rights legislation — did not vote.

The twin tasks for the pro-choice movement are clear. We must register voters from those groups that are most
affected by laws restricting reproductive freedom. And we must ensure that they understand how their elected
officials can offect their right to choose.

The Pro-Choice Vote Project

To meet the challenge, the Voters For Choice Education Fund is Jaunching Pro-Choice Vote, a nonpartisan citi-
zen participation project, and we are inviting you fo participate. Pro-Choice Vote will focus on women, young
people, and people of color, registering them and providing them with educational information about repro-
ductive health issves, so that they will be motivated to vote and able to assess the implications of their vote for
reproductive choice. Backed up by the resources of Pro-Choice Vote, you can make voter registration one of the
services you offer your clients and you can take voter registration out info the communities you serve,

The Voters For Choice Education Fund {VFCEF}, a non-profit 501(c){3) organization, brings its years of vater
participotion experience to the project. VFCEF is coordinating Pro-Choice Vote and will provide you with
information and technical assistance. This voter registration kit is designed to help you get your Pro-Choice
Vote activities off the ground. It includes everything you will need to find unregistered individuals and get

them registered. For assistance with your voter participation efforts, you can always call the Pro-Choice Vote
Helpline ot 202-588-8775.

The 75th Anniversary of the Women's Vote

1995 is a fitting time to launch the Pro-Choice Vote project. August 26 of this year marks the 75th anniversary
of the ratification of the Nineteenth Amendment, the constitutional amendment giving women the right to vote
nationwide. The too-little-known struggle for women'’s suffrage took the efforts of three generations of coura-
geous women, who believed that women would use their votes fo improve the lives of women and to better
their communities. Commemoration of their efforts can serve as an inspiring backdrop for your work fo ener-
gize the women’s vote and activate pro-choice voters.

@ 1995, Voters For Choice Education Fund




VOTER REGISTRATION

)

JOW TOREGISTERVOTERS.

Registering Vofers: I's Nof Rocher Science and IF Could Save Tifle X

When Congress passed the National Voter Registration Act — commonly called the “Motor Voter Law” — it
swept away complicated state voter registration laws that kept millions of Americans off the voter rolls. The
Motor Voter Law's procedures for voter registration by mail mean that you can make voter registration one of
the services you routinely offer your clients and can also sponsor voter registration drives in your community.

Mail-In Voter Registration

Under the Motor Voter Law, most states must accept a national voter registration application form, developed
by the Federal Election Commission, that is mailed in fo the state after the voter completes it. States can also
develop their own mail-in registration forms, but if they do, they must accept the national form as well.

You can use the national form to register any United States citizen, no matter where they live in your state, or
even if they live in another state. The same form works for everyone. You do not have to ask for any kind of
identification and the forms do not have fo be notarized. All you have to do is make the forms available fo
people and help them complete the application.

Completing the national voter registration form is easy. The same form can be used by dlready registered vot-
ers to change the name or address under which they are registered, if they have changed their name or
moved since they last registered.

A full copy of the National Voter Registration Application is in this voter registration kit. [n addition to the
form itself, it includes a formidable-looking 13 pages of instructions. DON‘T BE INTIMIDATED B IT. The first two
pages of insiructions apply no matter what state the voter is registering in. The remaining pages ore state-by-
state instructions for the few items on the form that vary from state to state; the instructions are so long
because every stote is covered. We have available an easy-to-use single page of instructions for each state.
The single page of instructions for your state is in this kit.! You can have copies of the single-page instructions
available for the people you are registering and for the staff or volunteers who will be assisting them. This kit
also includes a box-by-box guide to helping voters fill out the form.

The copies of the national form that you use to register clients and other community members do not need to

have all 13 pages of instructions attached. All you need is the form itself, so long as the instructions are avail-

able to the people who are registering and the staff and volunteers who are assisting them. You can get
copies of the form without the attached instructions from the Voters For Choice Education Fund {VFCEF) by
calling the Pro-Choice Vote Helpline at 202-588-8775.

Please turn this sheet over for more information

1We can send you the single-page instructions for other states. If you often serve individuals from other states you should
obtain single-page instructions for those states. Contact the Pro-Cheice Vote Helpline ot 202-588-8775.

® 1995 Voters For Choice Educolion Fund



What To Do With The Completed Forms

The Pro-Choice Vote project needs to know how many voters participating organizations have registered and
who we've registered, so we need you to work as a team with VFCEF. Once a week, you send the completed
forms to VFCEF, whose staff will make a record of them, send them to the appropriate state elections official,
and later check to make sure the people you registered are on the voter rolls.

Educating New Voters About Reproductive Choice Issues

Of course, it's not enough fo register voters, They must be motivated fo go to the polls on election day and be
equipped to make an informed choice about their vote. The new voters you register may not have thought
about how public pelicy decisions made by elected officials affect their personal reproductive choices. We
want to provide new voters with information about reproductive choice issues. We will attach to the registra-
tion forms post-it notes that ask voters whether or not they want to receive educational information. When you
send the completed forms to VFCEF make sure the post-it notes are attached. VFCEF staff will compile a voter
education list, and Pro-Choice Vote will send information about reproductive choice issues to the individuals
on the list.

Keeping Voter Registration Non-Partisan

As staff of o 501{c)(3) non-profit organization, all this talk of voters and elections may be raising some red
Hags for you. After ali, under federal law 501{c){3] non-profits cannct take action in an election for or against
a particular candidate.

Rest assured, you can porficipate in Pro-Choice Vote without violating your status as o 501{c){3) tax-exempt
organization, so long as your Pro-Choice Vote activities are conducted in a non-partisan way. This means that
you must register voters regardless of their views on reproductive choice or other issues or their preferences
for o particular party or candidate. You should also avoid giving the impression that you will register only
individuals who support reproductive choice or a particular political party or candidate. And you should
politely refuse to answer any questions asked by the people you are registering about which candidate or
party your organization prefers. A 507{c)(3) organization can educate people about the issues it cares about,
ond it can register and encourage people to vofe, but it can't tell them how to vote or imply that the organizo-
tion expects that they will vofe in a woy that coincides with the organization’s views on the issues. As you
IMPLEMENT PRO-CHOICE VOTE, VFCEF will ANSWER ANY QUESTIONS YOU HAVE TO MAKE SURE YOU STAY ON THE NON-PAR-
TISAN SIDE OF THE ELECTORAL LINE.
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The National Yoter Registration Application Form: Helping Voters Complete IF Is Simple!

Here’s a box-by-box guide to how voters fill out the national registration form, and what you need to know 1o
help them. You can use it to train staff and volunteers on how to register clients and community members.
Keep copies handy at your office and when you are out in the community registering voters.

Begin by reminding the people you are registering to:
* Print as neatly and legibly as they can
* Avoid the use of abbreviations or initials

Nome: Voters put their full legal name here in this order: last name, first name, middle name. Avoid nick-
nomes or initials. If “Jr.”, “Sr.”, or a Roman numeral {e.g. the “third”) is part of a voter's name, it should be
circled at the end of the line.

Home Address: Voters put their legal home residence address here. This should not be a post office box
or a rural route without a box number. A voter who lives in a rural area and does not have a street address,
or who has no legal residence address, should show where he or she lives by filling in the map in Box C on
the bottom half of the application form. Voters who have no legal address in this box must put an address
where they can be reached by mail in box 3.

Note: HOMELESS PEOPLE WHO ARE U.S. CITIZENS HAVE THE RIGHT TO VOTE. The place they “live” that they show in
Box C could be, for example, a shelter, train or bus station, park, doorway, etc. Their mailing address in Box
C could be, for instance, a relative or friend who will accept mail for them.

Voters whose mailing address is different from their legal address put their mailing address
in this box. Voters whose legal address and moiling address are the same leave this box blank. Voters without
a legal address in Box 2 must put an address where they can be reached by mail in this box.

Date of Birth: Voters put their birth date here in this order: month, day, year. A common mistake is
to put the date on which the application is completed in this box. Check to make sure this box has the
voter's birth date,

Telephone Nlumber: This is opticnal: it enables the state to contact vaters if there is o question about their
application.

ID Number: Some states request or require on identification number such as the voter’s social security num-
ber, driver’s license number, or state personal ID number. The state instructions tell you when o number is
requested or required. If not, voters should leave this box blank.

Choice of Party: Many states require that voters register with o party if they want fo take part in its prima-
ry elections, caucuses, or conventions. The stote instructions identify which states require registration with a
party for voters to participate in their candidate selection processes. Voters who do not want to register with o
party, write “no party” or leave the box blank.

You moy wont fo encourage people to register with a party they lean towards, especially in states that require
registration with a party to participate in its primary. In many elections, the race is effectively decided in the
primary, and voters should be encouraged to participate.

Please turn this sheet over for more information

© 1995, Volers For Cheice Education Fynd



Race or Ethnic Group: For most states, voters leave this box blank. Some states need this information to
administer the federol Voting Rights Act; the state instructions tell you whether the state needs this information.
If the state does, voters should choose from the following list:

American Indian or Alaskan Native

Asian or Pacific Islander not Native Hawaiian
Black, not of Hispanic Crigin

Hispanic

Multi-racial

Native Hawaiian

White, not of Hispanic Origin

Cther

Signature: Volers sign their name here {or, if they can’t write, they make their mark) and write in the date
on which they are filling out the form in this order: month, day, year. Check to see that voters do not put their
birth date here. In signing the application, voters are stating that they meet their state’s qualifications for reg-
istering to vote. The qualifications are listed in the state instructions. These are usually stroightforword, for
instance, that the individual is at least 18 years old, that she has lived in the state for a certain amount of
time, or thot he hasn’t been convicted of a felony.

When you give the person you are registering the application form, you should show her or him the list of
qualifications in the state instructions.

e F@ﬁ Name of Assistant: For voters who were not able 1o sign their nome in Box 9, the name, address, and
L&lh  telephone number of the person who filled out the application for the voter goes here.

E'f;? ' Name Change: Voters fill in this box only if they have changed their name since they last registered in the
Ben state. If so, they write their old name here in this order: last name, first name, middle name.

Address Change: Voters fill in this box only if they have moved since they last registered in the state. If so,
they write their old address here.
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Finding the Unregistered: Where fo Start

We hope we've convinced you - registering and educating voters is critical to the future of reproductive choice,
the national voter registration form has simplified registration procedures, and Pro-Choice Vote will make it
easy to get the materials and information you need. Where do you start?

Registering Clinic Clients

LIKE CHARITY, THE PLACE TO BEGIN YOUR VOTER REGISTRATION
EFFORTS 1S AT HOME — RIGHT IN YOUR OWN WAITING AREAS.

You can set up special areas in the waiting room of your offices where you keep voter registration materials -
copies of the national voter registration application form and of the single-page of instructions on how to com-
plete the form in your state. Your receptionists and other staff or volunteers who will help with registration
efforts at your office should be trained on how to help clients complete the form. The receptionists should have
ready at hand the box-by-box guide to filling out the national application form that is found in this kit, copies
of single-page instructions for the states from which you regularly get clients, and one or two full copies of the
instructions for all states.

To let clients know they can register to vote at your office, you can put up posters, including the one in this kit.
In addition, when clients check in for their appointments, receptionists should routinely ask them it they would

like fo register to vote, and offer fo help them complete the form. Ask clients to give you their completed appli-
cation forms, and once a week send them io the Voters For Choice Education Fund.

REGISTRATION OF YOUR CLENTS (S THE CORNERSTONE OF YOUR EFFORTS TO ENCOURAGE CITIZENS TO PARTICIPATE IN THE ELEC-
TORAL PROCESS. One of the reasons the religious/radical right has had such success is the ease of organizing
their people through their churches. Every Sunday they hove a ready-made audience of individuals likely to
be receptive o their message. Individuals who are your clients have experienced first-hand the importance of
making repreductive choices, and we need to make sure they are also registered to vote and informed about
reproductive choice issues.

Reaching Out to Your Community

Of course, many unregistered voters in your community may not make it to your clinic. There are numerous
places in your community where you can set up a table and offer unregistered individuals the chance to com-
plete the voter registration form. Consider setting up voter registration tables at:

* Colleges - both junior colleges and four-year colleges
* Vocational education schools

* High schools - focusing attention on seniors

¢ Malls ond grocery stores

* Concerts, rallies, and other public events

* Neighborhood parks

REMEMBER — YOU WANT TO PICK PLACES AND EVENTS WHICH ARE ATTRACTIVE TO THE
VOTERS WE MOST WANT TC REGISTER: WOMEN, YOUTH, AND PEOPLE OF COLOR.

Please turn this sheet over for more information

© 1995, Volers For Chaice Education Fund



i will help if you put togsther a voter registration box with ll the materials you need to set up
a voler registration table including:

*» Copies of the voter registration application form;

* Copiss of the single-page of instructions for completing the national registration form for your state,
which staff or volunteers can use and show to individuals who are completing the forms;

» A few copies of the box-by-box guide for complefing the national form found in this kit, which staff and
volunteers can refer to when they are helping voters fill out the form;

* One or two copies of the full set of instructions for all states, just in case you get someone from another
state that wants to register;

* An ample supply of pens;
* Clipboards to clip the registration form fo while the voter is completing it;
* A large sign letting people know you are registering voters;

* A sign identifying your clinic or organization.

You can have some informational literature with you, but be sure to avoid giving the impression that you will
register only pro-choice individuals or supporters of o particular political party.

Send any completed registration forms collected to the Voters For Choice Education Fund, whose staff will take
care of the rest.



- YFCEF SERWCES FOR=~
PRO-CHOIE VOTE PRATICIFNTS

The Voters For Choice Educafion Fund: Help For Your Voter Registration Work

Pro-Choice Vote is a project of the Voters For Choice Education Fund (VFCEF), a non-profit 501{c)(3)
organization. VFCEF will assist you in your work to register voters.

VFCEF staff will:

* Provide you with the copies of the national voter registration application form that you can use to
register voters.

* Provide you with single-page instructions for completing the national voter registration application form
for your state and any other state whose residents you serve.

* Handle the completed voter registration application forms that you cellect. VFCEF will make a record of
all the completed forms, send them to the appropriate state elections offices, and confirm that the indi-
viduals who completed the forms have been added to the official voter rolls. All you have to do is send
the completed forms once a week to VFCEF.

* Compile a list of new voters registered by Pro-Choice Vote who want to receive educational information
about reproductive choice issues.

* Answer any questions you have about how to use the national registration form.

* Assist you in developing and implementing voter registration and education activities targeted to
women, young people, and people of color.

To obtain voter registration forms, posters, or assistance with your
registration questions, call the VFCEF Pro-Choice Vote Helpline
at 202-588-8775.

Send completed voter registration forms by UPS - 2nd Day to:

Janice Steinschneider

Voters For Choice Education Fund
2604 Connechicut Ave,, N.W,
Suite 200

Washington, DC 20008

@ 1995, Voters For Choice Education Fund
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Primary Dates and Vofer Registraficn Deadlines

The next general election for President, Members of Congress, and Senators is November 5, 1996. Most
skates elect their governors, state legislators, and other state officials at the same time as they vote for federdl
officials. A few states hold elections for state officials in the odd-numbered “off-years.”

In addition to vofing in these “general” elections, many vofers may want to parficipate in the process by which o
parly selects its candidates. Parties select their candidates in primary elections, caucuses, or conventions. The first
chart shows the dates for presidential primaries, caucuses, and conventions scheduled for 1996 {as of
September, 1995}, In some cases, the dates may be changed.

In most states, volers registering by mail using the national voter application form must send their application
in by 10 to 30 days before the election that they wish to vote in. The deadlines for voter registration applica-
tions are in the chart on the other side.

Presidential Primary, Caucus, and Convention Nates, 1336

Unless otherwise noted, the date shown is for a primary election.

Please turn this sheet over for a list of Deadiines for Voter Registration Application Forms

- Alobama; . Jyne 4 Missouri o - March 7 {Dem. caucus)
|— A_iaska: April 4 {Dem. caveus} - - ' May 17 (Rep caucys ¢r convention)
e April 26 {Rep. convention} Montana: June 4 -
Avizona: . February 27 (Rep}  Nebraska: May 14
(/) March 9 {Dem. caucus} . Nevadu_: March 10/ {Dem. caucus}
Arkansas: _ Moy21 ' May 2 {Rep. convention} -
—— California: . Maorch 26 New Hamphire: ' - February 20 3
: Colorado: March 5 New Jersey: . June d.
‘Connecficut: March5  New Mexico: June 4
Delaware: February 24 . NewYoik: = March 7°
District of Columbia: - Moy7  North Carolina: May7
Foide: =~ March 12" . North Dakete: . February 27{Rep.}
I I I Georgia; - March 5 B . Murch 7-21 (Dem cauews}
Hawaii: B March 12 {Dem. caucus} _Ohio: ' : March 19
: Rep. caucus likely to be in Mqrch, 1_996 - leohoma: - - March 12
M ldohe: March 5 [Dem. caueys)  Qregon: _March12 -
_ ___May 28 {Rep.} Pennsylvania; - April 23
linois: "~ March 1% Rhode Island: . “March 5
Indiana: : May7  South Carclin: - - March 2 {Rep.) -
lowo: Febryary 12 {caucus] e March 9 (Dem]
M Kansas: ' Apiil 2 South Dakota: - February 27
Kentucky: ' May 28" Tennessee: _ March 12
Lou_isiana: - February & {Rep. caucus) - Texas: _ March 12
_ I | March 12 (Dem.) _ Uteh: March 25 {Dem. covcus)
Maine: March 5 Vermont:- . March 5
Mcfylund March 5 'Virginia:. -~ April 13 [Dem. caueus)
Massachusetts: March 5 ‘Washingion: '  March 2%
Michigan: March 19  West Virginia; - Moy 14
Minnesota: March 5 {caucus} - Wisconsin: _ March 19
Mississippi: _March 12 Wyoming: . March 23 {Denh. caucus)
. . : S - May 4 [Rep. convention]

@ 1995, Voters For Choice Education Fund



Deadlines for Voter Registration Applicakion Forms

Unless otherwise noted, the deadline refers to
the date by which the application must be postmarked.

Alaboma: 10 days before the election
Alaska: 30 days before the election
Arizong: o 29 days before the election
Arkansas: 21 days before the election
California: _ 29 days before the election_
Colorado: 30 days before the election
Conneciicuf: 14 days before the election
Deloware 20 days before the election
Disirici of Columbia: 30 days before the election
Florida: 29 days before the election
by the fourth Friday before
___aprimary or general election,
Hawaii: 30 days before the election
Mdoho: 25 days before the election
linois: 29 days before the election
indiona; 29 days before the election
lowa: 15 days before the election
Konsas: Delivered to the locd! voter
registration office 15 doys
. - before the election
Kentucky: 28 days before the election
Louisiana: ___ 24 days belore the election
Maine: 15 days befere the election,
or delivered in person to
the local voter regjisiration office
~up uniil the day of the election
Maryland: The fifth Monday
o _ before the election
Massachusetts: 20 days before the election
Michigan: 30 days before the election
Minnesola: Delivered by 5:00 PM 21 days
before the election
Minnesota also hos election day
o registration ot polling places
Mississippi: 30 days before the election
Missouri: 28 days before the election _
Montana: 30 doys before the eleciion
Nebraska: The fourth Tuesday before

the election {or delivered to the
locedl voter registration office by
&:00 PM en the second

Friday before the election)

Nevada The fifth Saturday before the election
New Hamphire: Delivered by 10 days

. before the election
New lersey: 29 days before the election
New Mexico: 28 days before the election__
New York: _ 25 days before the election
North Carolina; 25 days before the election
North Dakoter: ND does not have

__ voter registrofion
Chio: 30 days before the election
Oklohoma: 25 duays before the election
Oregon: 21 days before the election -

Pennsylvania:

Rhode Island:
South Carclino:
South Dokota:

Tennassee:
Texas:
Utath:

Vermont:

Virginia:

ao deadlines for change of
address or name or party registration

30 days before the election
30 days before the election

30 duys before the election
Delivered io the focel

voter re[gisiraiion office
15 days before the election

" days before the election
30 duys before the election
20 doys before the eleciion

Delivered to the town clerk
12:00 noon on the third

Sctwrdoy before the election

Delivered to the local voter
registrafion office by
29 days before the elecion

30 days before the election,

or delivered in person fo the

local voter re{gisiralion office
15 days before the election

West Virginia:
Wisconsin:

Wyonr-ain_;;:

30 days before the election.
13 days before the election

Wisconsin alse lefs voler
register ot the polling place

on election day
Does not acceps the nafional
voter regisirafion form




" Register To Vote In Your State

 Postcard Formand Guide

For U.S. Citizens




General Instructions

Who Can Use this Application
If you are a U.S. citizen who lives or has an

address within the United States, you can use
the application in this booklet to:

w Register to vote in your State,

m Report a change of name to your voter regis-
tration office,

& Report a change of address to your voter
registration office, or

# Register with a political party.

Exceptions

Arkansas, by law, cannot accept this form until
after Jan. 1, 1996.

New Hampshire town and city clerks will
accept this application only as a request for
their own absentee voter mail-in registration
form.

North Dakota does not have voter registration.

Virginia, by law, cannot accept this form until
after Jan. 1, 1996.

Wyoming will not let you use this application
for registering to vote in that State.

Please do not use this application if you live
outside the United States and its territories and
have no home {legal) address in this country, or
if you are in the military stationed away from
home. Use the Federal Postcard Application
available to you from military bases, American
embassies, or consular offices.

How to Find Out If You Are Eligible

to Register to Vote in Your State

Each State has its own laws about who may
register and vote. Check the information under
your State in the State Instructions.

Note: All States require that you be a United
States citizen by birth or naturalization to
register to vote in federal and State elections.

Also Note: You cannot be regisiered to vote
in more than one place at a time.

When to Register to Vote

Each State has its own deadline for registering
to vote. Check the deadline for your State on the
last page of this booklet.

How to Fill Out this Application

Use both the Application Instructions and State
Instructions to guide you in filling out the
application.

First, read the Application Instructions. These
instructions will give you important information
that applies to everyone using this application.

Next, find your State under the State Instruc-
tions. Use these instructions te fill out Boxes 6,
7, and 8. Also refer to these instructions for
information about voter eligibility and any cath
required for Box 9.

How to Submit Your Application

Mail your application to the address listed
under your State in the State Instructions. Or,
deliver the application in person to your local
voter registration office.

If You Were Given this Booklet
in a State Agency or Public Office

If you have been given this booklet in a State agency
or public office, it is your choice to use the application
or not.

If you decide to use this application to register to
vote, you can fill it out and leave it with the State
agency or public office. The application will be
submitted for you. Or, you can take it with you to mail
to the address listed under your State in the State
Instructions, You also may take it with you to deliver
in person to your local voter registration office.

Note: The name and location of the State
agency or public office where you received the
application will rermain cordidential. it wilt not appear
on your application. Also, if you decide not to use
this application 1o register to vote, that decision will
remain confidential. It will not affect the service you
receive from the agency or office.




Application Instructions

Box 1 — Name

Put in this box your full name in this order —
Last, First, Middle. Do not use nicknames or
initials,

Note: If this application is for a change of
name, please tell us in Box A fon the bottom half
of the form) your full name before you changed it.

Box 2 — Home Address

Put in this box your home address {legal ad-
dress). Do not put your mailing address here if
it is different from your home address. Do not
use a post office box or rural route without a box
number,

Note: If you were registered before but this is
the first time you are registering from the ad-
dress in Box 2, please tell us in Box B ton the
bottom half of the form) the address where you
were registered before. Please give us as much
of the address as you can remember.

Also Note: If you live in a rural area but do
not have a street address, or if you have neo
address, please show where you live using the
map in Box C (at the bottom of the form).

Box 3 — Mailing Address

If you get your mail at an address that is differ-
ent from the address in Box 2, put your mailing
address in this box.

Note: If you have no address in Box 2, you
must write in Box 3 an address where you can
be reached by mail.

Box 4 — Date of Birth

Put in this box your date of birth in this order —
Month, Day, Year. Be careful not to use today’s
date!

Box 5 — Telephone Number

Most States ask for your telephone number in
case there are questions about your application.
However, you do not have to fill in this box.

Box 6 — ID Number

Many States use an ID number for record-
keeping purposes. To find out what ID number,
if any, you need to put in this box, see item 6 in
the instructions under your State,

Box 7 — Choice of Party
In some States, you must register with a party if
you want to take part in that party's primary
election, caucus, or convention. To find out if
your State requires this, see item 7 in the in-
structions under your State.
If you want to register with a party, print in the
box the full name of the party of your choice.
If you do not want to register with a party, write
“no party” or leave the box blank. Do not write
in the word “independent” if you mean “no
party,” because this might be confused with the
name of a political party in your State.

Note: If you do not register with a party, you
can still vote in general elections and nonparti-
san (nonparty) primary elections.

Box 8 — Race or Ethnic Group

A few States ask for your race or ethnic group, in
order to administer the Federal Voting Rights
Act. To find out if your State asks for this
information, see item 8 in the instructions under
your State. If so, put in Box 8 the choice that
best describes you from the list below:

American Indian or Alaskan Native

Asian or Pacific Islander not Native Hawatian
Black, not of Hispanic Origin

Hispanic

Multi-racial

Native Hawaiian

White, not of Hispanic Origin

Other

Box 9 — Signature

Review the information in item 9 in the instruec-
tions under your State. Before you sign or make
your mark, make sure that:

{I) You meet your State’s requirements, and

(2) You understand all of Box 9.

Finally, sign your full name or make your mark,
and print today’s date in this order — Month,
Day, Year.

Box 10 — Name of Assistant

If the applicant is unable to sign, put in this box
the name, address, and telephone number (op-
tional} of the person who helped the applicant.




Voter Registrat on Appl cation

—_— __For U.S. Citizens

You can use this form fo:

B register to vote

= raport that your name or address has changed
a register with a party

This space for office use anly.

Piease print in biue or black ink

M| Last Name First Name Middte Name(s) {Circie one}
1 Miss |9r S 1t v
2 Address (see instructions}— Street {or route and box number) | Apt. or Lot # | City/Town Suate Zip Code

Address Where You Get Your Mail If Ditferent From Above (see instructions} | City/Town State Zip Code
3

Date of Birth / / Teiephone Number {optionat) D Number (see item 6 in the mstructions for your State)
4 5 6

Manth  Day Year

7 Choice of Party {see tem 7 in the instruchons for your State} 8 Race o Ethntc Group (see item 8 in the instructions for your State)

| swear/affirm that: Please sign full name {or put mark} 4

a | am a United States citizen

= | meet the eiigibility requirements of my state and
subscribe to any cath required.

Q | (See item 9 in the instructions for your state before you sign.}

= The information | have provided 15 true to the best of my
knowledge under penaity of perjury. [} | have provided

talse information. [ may be subect 1o a tine or mpnson- l Date:
ate: /
ment or both under Federal or State laws. £ / !

Moenth Day Year

10 It the applcanl is unable 1o sion. who helped the apphcant fill put this application? Give name address and phong number (phone number opticnal).

Fold here
Please fill out the sections below if they apply to you.
il this apphcation is tor a change of name, what was your name hefore you changed #7?
m:s Last Name First Name Middle Name(s) {Circle one}
A Miss Je Sy

if you were ragistered before but this is the tirst time you are registering from the address in Box 2, what was your address where you were registered balore?

a1 Draw an X to show where you live.

u Use a dot to show any schools, churches. stores. or other landmarks
near where you hive. and wiite the name of the lanamark.

B Street (or route ang box number) Apt. ortot# Cuy/Town State Zip Code
It you live in a rural area but do not have a street number, or if you have no address, please show on the map where you ive.
& Write in the names of the crossroads (or streets) nearest to where you live. NORTH +

C Example

Route #2

Grocery Store
Woodchuck Roag
Public School X

T M . l' 1. Address the back of this apphcation {see address under your state). 3. Fold form at middle and seal at top.
0 at 2. Rempve plastic strip betow. 4. Put on a first-ctass stamp and mail.
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Voter Registrat on Appl cation

__ForUS. Citizens

You can use this form to:
= register to vote

m register with a party

Please print in biue or black ink

= report that your name or address has changed

This space for office use only.

1 M. | Last Name

Miss
Ms.

First Name

Middle Name{s}

{Circie one}
Jr Sy

Address (see instructions)— Street {or route and box number) | Apt or Lot #

City/Town

State

Zip Code

Address Where You Get Your Mail It Different From Above {see instruchions)

City/Town

State

Zip Code

Date of Birth / /

Telephone Number {optional}

5

Month  Day Year

1D Number {see item & in the instructions {or your State)

Choice of Party (see item 7 in the instructions for yoaur State)

Race or Ethmic Group (see item 8 in the mnstructions for your State)

| swear/atfirm that:
a 1am a United States citizen

s | meet the eligibility requirements of my state and
subrscribe 1o any oath required.

Q | {See item 9 in the instructions for your state before you sign )
s The information | have provided 1s true 1o the best of my
knowiedge under penally of perjury. If | have provided

false information, | may be subject to a fine or iImprison-
ment or both under Federat or State laws.

Piease sign full name (or put mark)

Date:

/

/]

Month Day

Year

1 O If the applicant 1s unable 10 s1gn, who helped the applicant il out this apphcation? Give name, address and phone number (phone number optonal}.

Fold here
Please fill out the sections below if they apply to you.
¥ this application is tor & change of name, what was your name before you changed it?
n:s. Last Name First Name Middie Name(s) {Circle one}
A s JSrumw

you were registered before but this is the tirst time you are registering from the addreas in Box 2. what was your address where you were registered before?

B Draw an X to show whete you Iive

& Use a dot to show any schools, churches, stores, or other landmarks
near where you live. and write the name of the landmark.

C Example

Route #2

Grocery Store

Woodchuck Road

Public Schoot

B Street (or route and box number) Apt.or Lot # City/Town State Zip Code
If you live 1n a rural area but do not have a streel number. or it you have no address, please show on the map where you live.
= Write in the names of the crossroads (01 streets) nearest to where you lve. NORTH +

=g, 1. Address the back of this application {see address under your state),
To Mail: -

2. Remove plastic strip below.

—— —— —— ——— ——

3. Fold form at middle and seaf at top.
4, Put on a first-class stamp and mail.
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State Instructions

Alabama

€. 1D Number. Your social security
number is requested (by authority of
the Alabama Supreme Court, 17-4-
122;.

7. Choice of Party. You do not have
to register with a party if you want
to take part in that party's primary
election, caucus, or convention.

8. Race or Ethnic Group. You are
required to fill in this box, however,
your application will not be rejected
if you fail to do so. See the list of
chotces under the Application
Instructions for Box 8 (on page 2.
9. Signature. To register in Alabama
you must: .

= be a citizen of the United States

m be a resident of Alabama and your
county at the time of registration

n be 18 years old before any
election

a not have been convicted of a felony
punishable by imprisonment in the
penitentiary (or have had your civil
and political rights restored!

a not currently be deciared mentally
incompetent through a competency
hearing

= swear or affirm to “support and
defend the Constitution of the U.S.
and the State of Alabama and
further disavow any belief or
affiliation with any group which
advocates the overthrow of the
governments of the 1J.S. or the State
of Alabama by unlawful means and
that the information contained
herein is true, 50 help me God”

Mailing address:
Office of the Secretary of State
P.O. Box 5616
Montgomery, AL 36103-5616

Alaska

6. ID Number. Your social security
number is requested. This informa-
tion is kept confidential. Having this
information assists in maintaining
your voter record and may assist in
verifying your identity (Title 15 of
the Alaska Statutes}

1. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
election, caucus, or convention
{unless otherwise permitted by a
political party).

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in Alaska
you must:

" m be a citizen of the United States

s be at least 18 years old within 90
days of this registration
= not be a convicted felon tunless
unconditionally discharged:
m not be judicially determined to be
of unsound mind, unless the
disability has been removed
» not be registered to vote in
another State
Mailing address:
Division of Elections
State of Alaska
Region I1
800 East Dimond Blvd. #3-580
Anchorage, AK 99515

Arizona

6. ID Number. The last 4 digits of
your soctal security number and
your Indian Census number (if you
have one) are requested.

7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
election, caucus, or convention.

8. Race or Ethni¢ Group. Leave
blank.

9. Signature. To register in Arizona
you must:

" @ be a citizen of the United States

» be a resident of Arizona and your

: county at least 29 days preceding

the next election

m be 18 years old on or before the
next general election

# not have been convicted of treason

or a felony {or have had your civil
rights restored}

= hot currently be declared an

| incapacitated person by a court of

law

Mailing address:
Secretary of State/Elections
1700 W. Washingion, 7th Floor
Phoentx, AZ 85007

Arkansas

6. ID Number. Your social security
number and/or driver’s license
number are requested. These
numbers will remain confidential
and will not be disclosed to anyone
other than voter registration
officials. These numbers will not be
published on any voter registration
lists.

7. Choice of Party. You do not have
to register with a party if you want
to take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank.

§. Signature. To register in Arkan-
5as you must:

m be a citizen of the United States

» live in Arkansas at the address in
Box 2 on the application

u be at least 18 years old on or before
the next election

u not be a convicted felon {or have
completely discharged your sentence
or been pardoned)

" m not claim the right to vote in any

other jurisdiction

Note: Arkansas, by law, cannot ac-
cept this form until after Jan. 1, 1996.

Mailing address:

State of Arkansas
Office of Auditor

230 State Capitol
Littie Rock, AR 72201

California
&. 1D Number. Leave blank.

7. Choice ot Party. You must
register with a party if you want to

" take part in that party’s primary

election, caucus, or convention.

8. Race or Ethnic Group. Leaveblank.
9. Signature. To register in Califor-
nia you must;

m be a citizen of the United States

» be a resident of California

m be at least 18 years of age at the
time of the next election

= not be imprisoned or on parole for

. the conviction of a felony

® not currently be judged mentally
incomnpetent by & court of law
Mailing address:

Secretary of State

1500 11th Street

Sacramento, CA 95814



State Instructions

Colorado

6. ID Number. Your social security
number is reguested.

7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank. -

9. Signature. To register in Colerado
¥ou must:

» be a citizen of the United States

& be a resident of Colerado 30 days
prior to the election

® be 18 years old

a not be confined as & prisoner or
serving any part of a sentence under
mandate

Mailing address:

Secretary of State

¢/o Elections Officer

1560 Broadway, Suite 200
Denver, CO 80202

Connecticut

6. ID Number. Your social security
number is requested on a voluntary
basis. It will be used by election
officials to prepare accurate lists of
electars, but no official may disclose
it to the public {Conn. Gen. Stat. § 9-
23g).

7. Choice of Party. This is optional,
but you must register with a party if
you want to take part in that party's
primary election, caucus, or conven-
tion.

8. Race or Ethnic Group. Leaveblank.

9. Signature. To register in Con-
necticut you must:
a be a citizen of the United States
u be a resident of Connecticut and of
the town in which you wish to vote
1 be 18 years old on or before the
next election
a not be convicted of a felony, except
conviction for the crime of nonsup-
port (or have had your civil rights
restored)
s not currently be declared mentally
incompetent to vote by a court of law
Mailing address:

Secretary of State

Elections Division

30 Trinity Street

Hartford, CT 06106

Delaware

6. 1D Number. Your social security
number is requested. Your social
security number is used as neces-
sary for administrative purposes
related to voting, including to
identify you as a registered voter, to
ensure no individual is registered in
more than one place, to verify

. address, voting districts, and other
" information and may be used for any

- other lawful purpose. The registra-

tion application containing your
social security number will become
part of the registratien records of
your county (Title 15, Sec. 1302, Del.
Code and 5§ U.S.C.A., Sec. 552z [Sec.
7 of the Privacy Act of 19743,

© 7. Choice ot Party. You must

register with a party if you want to
take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank.

§. Signature. To register in Dela-
ware vou miust:

® be & citizen of the United States

z be a resident of Delaware for |
year preceding the election, a
resident of the county for 90 days,
and a resident of the election district
thundred) for 30 days

m be at least 18 vears old on the date
of the next gereral election

» not be a convicted felon

. m not be mentally incompetent
Mailing address:

Cemmissioner of Elections
32 W. Loockerman Street
Suite 203

Dover, DE 18301

District of Columbia

§. ID Number. Your social security
number is requested. We use your
social security number for ID
purposes only. [t will not be avail-
able to the public or used in any
reports {Federal Privacy Act, PL 93-
579).

7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank.
9. Signature. To register in the
District of Columbia you must:

~ mbe acitizen of the United States

u be a District of Columbia resident
at least 30 days preceding the next

. election

= be at least 18 years old on or
preceding the next election

- mnot be in jail for a felony conviction

a nol have been judged "mentally
incompetent” by a court of law
» not claim the right to vote any-

- where outside D.C.

Mailing address:
District of Celumbia Board of
Elections & Ethics
441 4th Street, NNW., Suite 250
Washington, DC 20001-2745



State Instructions

Florida

6. ID Number. Your social security
number is requested. The disclosure
of your social security number is
voluntary. It is being requested
pursuant to Section 97.052(21k),
Flerida Statutes. Although your
gocial security number will only be
used for registration purposes, it
will be open to public inspection (§
99.052 [3][d), Fla. Stat.).

7. Choice of Pasty. You must
register with a party if you want to
take part in that party's primary
election, caucus, or convention.

B. Race or Ethnic Group. You are
requested to fill in this box. See the
list of choices under the Application
Instructions for Box 8 (on page 2).

9. Signature. To register in Florida
¥ou must:
a be a citizen of the United States
m be a legal resident of both the
State of Florida and of the county in
which you seek to be registered
m be 18 years old (you may pre-
register if you are 17}
m not now be adjudicated mentally
incapacitated with respect to voting
in Florida or any other State
» not have been convicted of a felony
without your civil rights having been
restored pursuant to law
» not claim the right to vote in
another county or state
m swear or aflirm the following:
“I will protect and defend the
Constituticn of the United States
and the Constitution of the State of
Florida, that I am qualified to
register as an elector under the
Constituticn and laws of the State of
Florida, and that I am a citizen of
the United States and a legal
resident of Florida”
Mailling address:

State of Florida

Department of State

Division of Elections

Room 1801, The Capitol

Tallahassee, FL 32399-0250

Georgia

6. ID Number. Your social security
number is required. Your social
security number will remain confi-
dential and will not be disclosed
except as required by law. The
number will be used to identify and
verify the identity of voters (Georgia
Election Code, 0.C.G.A. Ch. 21-2).

7. Choice of Party. You de not have
to register with a party to take part
in that party's primary, caucus or
convention.

8. Race or Ethnic Group. You are
required to {ill in this box. See the
list of choices under the Application
Instructions for Box 8 (on page 2.

9. Signature. To register in Georgia
you must:

w be a citizen of the United States
s be a legal resident of Georgia and
of the county in which you want to
vote

» be 18 years old within six months
after the day of registration, and be
18 years old to vote

s not be gerving a sentence for
having been convicted of a felony

» not have been judicially deter-
mined to be mentally incompetent,
unless the disability has been
removed

. Mailing address:

Office of the Secretary of State
P.O. Box 105325
Atlanta, GA 30348-5325

| Hawaii

. 6. ID Number. Your social security
" number is required. It is used to

prevent fraudulent registration and
voting. Failure to furnish this
information will prevent acceptance
of this application {Hawaii Revised
Statutes, Section 11-15).

7. Choice of Party. A “choice of
party” is not required for voter
registration.

8. Race or Ethnic Group. If you are
of Hawaiian ancestry and desire to
register to vote in Office of Hawaiian

Affairs elections, please write
“Hawaiian” in this box. HRS § 11

; states that a Hawaiian is “any

descendent of aboriginal peoples
inhahiting the Hawaiian islands
which exercised sovereignty and
subsisted in the Hawaiian islands in
1778, and which peoples thereafter
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have continued to reside in Hawaii.”

9. Signature. To register in Hawaii
you must:
m be a citizen of the United States
m be a resident of the State of Hawaii
m be at least 16 years old (you must
be 18 years old by election day in
order to vote)
= not be in jail for a felony conviction
m not be “non compos mentis”
Mailing address:

Office of the Lieutenant Governor

State of Hawaii

P.O. Box 3226

Honolulu, HI 96801

Idaho

6. ID Number. Your social security
number is requested. It will be used
for administrative purposes only (§
34-411, Idaho Code).

7. Choice of Party. You do not have
to register with a party if you want
to take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. Leaveblank.

9. Signature. To register in Idaho
you must:

a be a citizen of the United States

« have resided in Idaho and in the
county for 30 days prior to the day of
election

» be at least 18 years old

= not have been convicted of a felony,
and without having been restored to
the rights of citizenship, or confined
in prison on conviction of a criminal

- offense
* mnot be under guardianship

': Mailing address:

Secretary of State
State Capitol Bldg.
Boise, ID 83720-0080



State Instructions

llinois

6. ID Number. The last four or six
digits of your social security number
are requested.

7. Choice of Party. You do not have
to register with a party if vou want
to take part in that party's primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in [lhnois
you must:
a be a citizen of the United States
a be a resident of Illinois and of your
election precinct at least 30 days
before the next election
s be at least 18 years old on or before
the next election
m not be in jail or on parole for a
felony convicticn
a not claim the right to vote any-
where else
Mailing address:

State Board of Elections

1020 S. Spring Street
Springfield, 1L 62704

indiana

6. ID Number. Your social security
number is requested but is not
required. It will be used for adminis-
trative purposes and may be dis-
closed to the public (Indiana Code 3-
7-3-9%.
7. Choice of Parly. Leave blank.
8_Race or Ethnic Group. Leave blank.
9. Signature. To register in Indiana
¥you must:
m be a citizen of the United States
» have resided in the precinct at
least 30 days before the next election
» be at least 18 years of age on the
day of the next general election
m not currently be in jail for a
criminal conviction
Mailing address:

State Election Board

302 West Washington Street,

Room E032

Indianapolis, IN 46204-2738

| lowa
" 6. ID Number. Disclosure of your
social security number is voluntary.
. It is requested by authority of lowa
Code Section 48A.11. If you provide
your number, it will be used to help
- avoid multipie voter registration
records for a single individual. The
numbers may be publicly disclosed.
If you do not provide your number,
that fact will not affect your right to
register to vote, or to vote.
7. Choice of Party. You may. but do
nat have to, register with a party in
advance if you want to take part in
that party’s primary election. You
may change or declare a party
affiliation at the polls on primary
election day.

B.Race or Ethnic Group. Leaveblank.

9. Signature. To register in Iewa vou
must:
» be a citizen of the United States
a be a resident of lowa
m be at least 17-1/2 years old (vou
must be 18 to vote:
= not have been convicted of a felony
ior have had vour rights restored)
m not currently be judged “mentally
incompetent” by a court
» not claim the right to vote in more
than one place
m give up your right to vote in any
ather place
Mailing address:
Elections Division
Office of the Secretary of State
Hoover State Office Building
2nd Floor
Des Maoines, 1A 50319

Kansas

6. 1D Number. Your social security
number is requested but not re-
. quired. It will be used for adminis-
. trative purposes and may be dis-
closed to the public (K3A 25-2309).
7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
. election, caucus. or convention.

_ 8. Race or Ethnic Group. Leave blank.

" g, Signature. To register in Kansas
¥ou must:

w be a citizen of the United States

m be a resident of Kansas

» be 18 by the next statewide

. general election

- mnot be imprisoned for conviction in
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any state or federal court of a crime

i punishable by death or imprison-
' ment for one year or longer {or have

had your civil rights restored)
w not claim the right to vote in any

' other location or under any other

name
= not be excluded from voting for
mental incompetence by a court of
competent jurisdiction
Mailing address:

Secretary of State

2nd Floor, State Capital

300 5.W. 10th Ave.

Topeka, KS 66612-1594

Kentucky

6. ID Number. Your social security
number is required. [t is used for
administrative purposes only and is
not released to the public (KRS
116:1551.

7. Choice of Party. You must
register with a party if vou want te
take part in that party's primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in Ken-
tucky you must:

u be a citizen of the United States

=« he a resident of Kentucky

w he a resident of the county for at
least 28 days prior to the election
date

m be 18 years of age on or before the
next general election

m not be a convicted felon or if you
have been canvicted of a felony, your

! civil rights must have been restored

by executive pardon

_ mnot have been judged “mentally
 incompetent” in a court of law

a not claim the right to vote any-

. where outside Kentucky
i Mailing address:

State Board of Elections
140 Walnut Street
Frankfort, KY 40601




State nstructons

Louisiana

6. 1D Number. Your social security
number is required. Neither the
registrar nor the Department of
Elections and Registration shall
circulate the social security numbers
of registered voters on commercial
lists {R.S. 18:104[a][18]).

7. Choice of Party. You must
register with a party if you want to
take part in that party's primary
election, caucus, or convention.

8. Race or Ethnic Group. You are
requested to fill in this box. See the
list of choices under the Application
Instructions for Box 8 (on page 2).

9. Signature. To register in Louistana
you must:

® be a citizen of the United States

= be a resident of Louisiana

u be at least 17 years old, and be 18
years old prior to the next election to
vote

w not currently be under an order of
imprisonment for conviction of a felony
s not currently be under a judgment
of interdiction for mental incompe-
tence

Mailing address:

Dept. of Elections and Registration
P.O. Box 14179
Baton Rouge, LA 70898-4179

Maine

6. ID Number. Leave blank.

7. Choice of Party. You must
register with a party if you want te
take part in that party's primary
election, caucus, or convention
(unless otherwise permitted by a
political party}.

8. Race or Ethnic Group. Leave blank.
9. Signhature. To register in Maine
you must:

m be a citizen of the United States
a be a resident of Maine and the
municipality in which you want to
vote
s be at least 17 years old {you must
be 18 years old to vote}
u not be under guardianship because
of mental iliness
Mailing address:
Elections Section
Bureau of Corporations, Elections
and Commissions
State House Station #101
Augusta, ME 04333-0101

Maryland
6. ID Number. Leave blank.

7. Cholce of Party. You must
register with a party if you want to
take part in that party’s primary
election,

8. Race or Ethnic Group. Leave blank.

8. Signature. To register in Mary-
land you must:

u be a citizen of the United States

@ be a resident of Maryland and the
county in which you want to vote

= be at least 18 years old before the

-next general election

u niot be under sentence or on

+ probation or parole following

conviction for an infamous crime
{that is, any felony, treason, perjury,

. or any crime involving an element of

deceit, fraud or corruption}
= not have been convicted more than
once of an infamous crime, without a
parden
# not be under guardianship for
mental disability
Mailing address:
State Administrative Board of
Election Laws
P.O. Box 231, 11 Bladen Street
Annapolis, MD 21404-0231

Massachusetts
6. ID Number. Leave biank.

7. Choice of Party. You must enroll
with a party if you want to take part
in that party’s presidential prefer-
ence primary. If you do not desig-
nate a party in this box, you may
still enroll at the polling place on
primary election day.

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in Massa-
chusetts you must:

» be a citizen of the United States

- a be a resident of Massachusetts

= be 18 years old

. mnot have been convicted of corrupt

practices in respect to elections

w not be under guardianship with
respect to voling

Mailing address:

Secretary of State

Elections Division, Room 1705
One Ashburton Place

Boston, MA 02108

Michigan
6. ID Number. A driver’s license or
state personal 1D number is re-
quested.
7. Choice of Party. You must declare
a “political party preference” if you
want to take part in that party's
presidential primary election.
8. Race or Ethnic Group. Leave blank.
8. Signature. To register in Michi-
gan you must:
m be a citizen of the United States
w be 18 years old by the next election
m be a resident of the city or town-
ship in which you are applying to
register
= not be confined in 2 jail after being
convicted and sentenced
Magiling address:

Michigan Department of State

Bureau of Elections

P.O. Box 20126

Lansing, MI 48901-0726

Minnesota
6. ID Number. Leave blank.

7. Choice of Party. You do not have
to register with a party if you want
to take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in Minne-
sota you must:

» be a citizen of the United States
» be a resident of Minnesota for 20
days before the next election

= be 18 years old by election day

» not be convicted of treason or a
felony, or have had your civil rights
restored

. = not be under guardianship of the

person or found legally incompetent
Mailing address:

Secretary of State

Data Procession Section

555 Park Street, Suite 402

St. Paul, MN 55103



State Instructions

Mississippi

6. 1D Number. Your social security
number is requested. It may not be
copled except for official purposes
and is exempt from the provisions of
the Miasissippi Public Recorda Act
(Miss. Code Ann. § 23-15-47 [1972]).
7. Choice of Parly. You do not have
to register with a party if you want
to take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. You are
requested to fill in this box. See the
list of choices under the Application
Instructions for Box 8 (on page 2).

9. Signature. To register in Missis-
sippi you must:

u be a citizen of the United States

» have lived in Mississippi and in
your county (and city, if applicable)
30 days before the election in which
you want to vote

a be 18 vears old by the time of the
general election in which you want
to vate !
= have not been convicted of murder,
rape, bribery, theft, arson. obtaining
money or goods under faise pretense,
perjury, forgery, embezzlement, or
bigamy, or have had your rights
restored as required by law

» ot have been declared mentally
incempetent by a court

Mailing address:

Secretary of State
P.O. Box 136
Jackson, MS 39205-0136

discharged from such probation or
parole
= not be convicted of a felony or
misdemeancr connected with the
right of suffrage
» not be declared incompetent by
any court of law
= not be confined under a sentence of
imprisonment
Mailing address:

Secretary of State

P.O. Box 778

Jefferson City, MO 65102

Montana

6. ID Number. Leave blank. How-
ever, your election administrator

may request an ID number at a later

date.

7. Choice of Party. You do not have
to register with a party if you want

. to take part in that party's primary

election, caucus, or convention.
8. Race or Ethnic Group. Leave blank.

8, Signature. To register in Montana
you must!

m be a citizen of the United States

- = be at least 18 years old on or before

the election
» be a resident of Montana and of
the county in which you want to vote

* for at least 30 days before the next

election

m not be in a penal institution for a
felony conviction

s not currently be determined by a
court to be of unsound mind

 m meet these qualifications by the

Missouri

6. ID Number. Your social security
number is requested. Any tapes,
printouts or mailing labels provided
under this section shall not inchude
the telephone numbers and sacial
security numbers of voters (115.157
RSMO..

7. Choice of Party. You do not have
to register with a party if you want
to take part in that party's primary
election, caucus, or convention.

8. Race or Ethnic Group. Leaveblank. -
9. Signature. To vote in Missouri you
must: i
® be a citizen of the United States

s be a resident of Missouri

= be at least 17-1/2 years of age {you
must be 18 to vote:

» not be on probation or parole after
conviction of a felony, until finally

next election day if you do not
currently meet them

Mailing address:

Secretary of State's Office
P.O. Box 202801

State Capitol

Helena, MT 59620-2801

Nebraska
6. ID Number. Leave blank.
7. Choice of Party. You must

" register with a party if you want to

take part in that party's primary
election, caucus, or convention.

I be 18 years of age on or before the
first Tuesday after the first Monday
' of November
| a not have been convicted of a felony,
or if convicted, have had your civil
i rights restored
= not have been officially found to be
i mentally incompetent
' Mailing address:
Nebraska Secretary of State
Suite 2300, State Capitol Bldg.
Lincoln, NE 68509-4608

- Nevada

|

‘ 8. 1D Number. Your sccial security,

' Nevada driver’s license, or 1D card

number is required. The social

security number will be used for

- administrative purposes. Registra-
tion records. including social
security numbers are available for
public inspection {(NRS 293.507

 14AD,

- 7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in Nevada
you must:

» be a citizen of the United States
a have attained the age of 18 years
on the date of the next ensuing
i election
® have continuously resided in the
State of Nevada, in your county, at
least 30 days and in your precinct at
least 10 days before the next ensu-
ing election
" = not currently be laboring under
any felony conviction or other loss of
civil rights that would make it
untlawful for you to vote
» not be determined by a court of law
" to be mentally incompetent
= claim no other place as your legal
residence
Mailing address:
Secretary of State
Capitol Complex
Carson City, NV 89710

8. Race or Ethr*c Group. Leaveblank. -

9, Signature. To register in Ne-

braska you must.

: »be & citizen of the 1nited States
- alive in the State of Nebraska
" m be at least 18 years of age or will

8




State Instructions

New Hampshire

New Hampshire town and city clerks
will accept this application only as &
request for their own absentee voter
mail-in registration form. You need
te fill in only Box 1 and Box 2 or 3.
The application should be mailed
either to your town or city clerk at
your zip code or to:

State House, Roomn 204

Concord, NH 03301
It should be mailed in plenty of time
for your town or city clerk to mail
you their own form and for you to
return that form to them by 10 days
before the election.

New Jersey

6. ID Number. Leave blank.

7. Cheoice of Party. You do not have
to register with a party if you want
to take part in that party's primary
election.

8. Race or Ethnic Group. Leave blank. .

9. Signature. To register in New
Jersey you must:

= be a citizen of the United States
a be at least 18 vears of age by the
time of the next election
# be a resident of this State and
county at your address at least 30
days before the next election
= not be serving a sentence or on
parole or probation as the result of a
cenvictien of any indictable offense
under the laws of this or another
state or of the United States
Mailing address:

Office of the Secretary of State

Election Division

CN 304

Trenton, NJ 08625-9983

New Mexico

6. ID Number. Your social security
number is required. This registra-
tion card containing your social
gsecurity number will become part of
the permanent voter registration
records of your locality, which are
open to inspection by the public in
the office of the county clerk.
Computerized listings of Limited
voter registration information
{without social security number or
birth date) are available to the
general public, and are furnished
upen request to incumbent election

officeholders, candidates, political
parties, courts and non-profit
organizations promoting voter
participation and registration, for
political purposes only (§1-5-19B,
NMSA 1978).

7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
election, caucus, or convention.

9. Signature. To register in New
Mexico you must:

= be a citizen of the United States
a be a resident of the State of New
Mexico
a be 18 years of age at the time of
the next election
= not have been denied the right to
vote by a court of law by reason of
mental incapacity or felony convic-
tion
Malling address:

Bureau of Elections

State Capitol, Room 419

Santa Fe, NM 87503

New York
. 6. ID Number. Leave blank.

7. Choice of Party. You must enroll
with a party if you want to vote in
that party's primary election or
caucus.

9. Signature. To register in New
York you must:

® be a citizen of the United States

» be a resident of the county, or of
the City of New York, at least 30

" days before an election

= be 18 years old by December 31 of
the year in which you file this form
{Note: You must be IB years old by
the date of the general, primary, or
other election in which you want to
vote}

m not be in jail or on parole for a

' felony conviction

a not currently be judged incompe-
tent by order of a court of competent
judicial authority

= not claim the right to vote else-
where

Mailing address:
NYS Board of Elections
Swan Street Bidg., Core 1
6 ESP Suite 201
Albany, NY 12223-1650

8. Race or Ethnlc Group. Leave blank.

. 8. Raceor Ethnic Group, Leave blank.

North Carolina

6. [D Number. Your driver's license,
or Department of Moter Vehicles ID
number is requested.

7. Choice of Party. You must
register with a party if you want to
take part in that party's primary
election.

8. Race or Ethnic Group. You are
required to fill in this box. However,
your application will not be rejected
if you fail to do s¢. See the list of
choices under the Application
Instructions for Box 8 {on page 2).
9. Signature. To register in North
Carolina you must:

u be a citizen of the United States

= be a resident of North Carolina
and the county in which you live for
at least 30 days prior to the election
= be 1B years of age by the day of the
next general election

s have your rights of citizenship

" restored if you have been convicted

of a felony
= not be registered or vote in any

+ other county or state

Malling address:
State Board of Elections
P.0O. Box 2169
Raleigh, NC 27602



State Instructions

North Dakota

North Dakota does not have voter
registration.

Ohio

§. 1D Number. Your social security
number is requested. Providing this
number is voluntary. This informa-
tion allows the Board of Elections te

verify your registration if necessary
{O.R.C. 3503.14).

7. Choice of Party. You do not
register with a party if vou want to
take part in that party's pnimary
etection, caucus or convention. Party
affiliation is established by voting at
a primary election.

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in Ghio you
must:

® be a citizen of the United States
8 be a resident of Ohio for at least 30
days before the election

m be 18 vears old on or before
efection day. If vou will be 18 on or
before the day of the general elec-
tion, you may vote in the primary
election.

m not be convieted of a felony and
currently incarcerated

= not be found incompetent by a
court for purposes of voting
Mailing address:

Secretary of State of Ohic
30 E. Broad Street — 14th Floor
Columbus, OH 43266-0418

Oklahoma

. 6. 1D Number. Your Oklahoma
driver's license number is requested.
7. Choice of Party. You must
register with a party if you want to
take part in that party's primary
election. caucus, or convention.

. 8.Race or Ethnic Group. Leaveblank.

9. Signature. To register in Okla-
homa you must:

m be a citizen of the United States
and a resident of the State of
Okliahoma
s be 18 years old on or before the
date of the next election
m have not been convicted of a felony,
for which a period of time equal to
the original sentence has not
expired, or for which you have not
been pardoned
8 not now be under judgment as an
incapacitated person, or a partially
incapacitated person prohibited from
registering to vote
Mailing address:

QOklahoma State Election Board

Box 528800-8800

Oklahoma City, OK 73152

Qregon
§. ID Number. Leave blank

7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
election.
8. Race or Ethnic Group. Leave
blank.
9. Signature. To register in Oregon
yOu must:
# be a citizen of the United States
s be a resident of Oregon
u be at least 18 years old by election
day
Mailing address:

Secretary of State

Elections Division

255 Capitol Street, N.E.

Satem, OR 97310-0722
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' list of choices under the Application

Pennsylvania
6. ID Number. Leave blank.

7. Choice of Party. You must
register with a party if vou want to
take part in that party's primary
election.

8. Race or Ethnic Group. You are
requested to fill in this box. See the

Instructions for Box 8 (on page 23

9. Signature. To register in Pennsyl-
vania you must:
a be a citizen of the United States
= be a restdent of Pennsylvania and
vour election district at least 30 days
before the next election in which you
wish to vote
» be al least 18 vears old on the day
of the next ensuing primary or
election
Mailing address:

Office of the Secretary of the

Commonweaith

Room 302

North Office Bldg.

Harrisburg, PA 17120-0029

Rhode Island

6. ID Number. Leave blank.

7. Choice of Party. You must
register with a party if yvou want to
take part in that party's primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in Rhode
Island you must:

w be a citizen of the United States
s be a resident of Rhode Island for
30 davs preceding the next election
a be 18 years old by election day

= be neither serving a sentence,
inctuding probation or parole, for
which you were imprisoned, upon
fina!l conviction of a felony imposed
on any date; nor serving any sen-
tence, whether incarcerated or
suspended, on probation or parole,
upen final convietion of a felony
committed after November 5, 1986
= not have been lawfully judged to be

. mentally incompetent

' Mailing address:

Rhode Isiand State Board of
Elections

50 Branch Ave.

Providence, RI 02904-2790




State nstructons

So. . Carolina

€. B Number. Your social security
number is required. It is required by
the South Carolina Code of Laws
and ig used for internal purposes
only. Social security number does
not appear on any report produced
by the State Election Commission
nor is it released to any unautho-
rized individual.

7. Cholce of Party. You do not have
to register with a party if you want
to take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. You are
required to fill in this box. However,
your application will not be rejected
if you fail to do 8o. See the list of
choices under the Application
Instructions for Box 8 (on page 2).

8. Signature. To register in South
Carolina you must:

= be a citizen of the United States

® be at Jeast 18 years old on or before
the next election

m be a resident of South Carolina,
your county and precinct

m not be confined in any public
prison resulting from a conviction of
a crime

m never have been convicted of &
felony or offense against the election
laws, or if previously convicted, have
served your entire sentence, includ-
ing probation or parole, or have
received a pardon for the conviction
= not be under a court order declar-
ing you mentally incompetent

s claim the address on the applica-
tion as your only legal place of
residence and claim no other place
as your legal residence

Maeiling address:
State Election Commission
P.O. Box 5987
Columbia, SC 29250-5987

South Dakota

6. 1D Number. Your driver's license
number is required. If you have no
such number, your social security
number is requested. Your social
security number will be used for
administrative purposes but will be
available to the public (ARSD
5:02:03:01).

7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary

election, caucus, or convention.
8.Raceor Ethnlc Group. Leave blank.

8. Signature. To register in South
Dakota you must:
= be a citizen of the United States
a reside in South Dakota
= be 18 years old by the next election
= not be under a sentence of impris-
onment for a felony conviction
» not have been adjudged mentally
incompetent by a court
Mailing address:

Elections, Secretary of State

500 E. Capitol

Pierre, SD 57501-5070

Tennessee

6. ID Number. Your social security
number is required. Social security
number, if any, is required for
purpases of identification and to
avoid duplicate registration (TCA
2.2.1163.

7. Cholce of Party. You do not have
to register with a party if you want
to take part in that party's primary
election, caucus, or convention.

§. Race or Ethnic Group. You are
requested to fill in this box. See the
list of choices under the Application
Instructions for Box 8 {on page 2}

9. Signature. To register in Tennes-
see you must:

= be a citizen of the United States

= be a resident of Tennessee

= be at least 18 years old on or before
the next election

= not have been convicted of a felony,
or if convicted, have had your full
rights of citizenship restored {or
have received a pardon}

a not be adjudicated incompetent by
a court of competent jurisdiction (or
have been restored to legal capacity)

Mailing address:

Coordinator of Elections
Secretary of State's Office
500 James K. Polk Bldg.
Nashville, TN 37243-0308

Texas

6. ID Number. Your social security
number and Texas driver’s license
number or personal ID number
(iseued by the Texas Department of
Public Safety) is requested. The
disclosure of all of these numbers is
voluntary. It is solicited by authority
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of Sec. 13,122 of the Texas Election
Code and will be used to maintain
the accuracy of the registration
records. The application is open to
the public.

7. Choice of Party. You do not have
to register with a party if you want
to take part in that party’s primary
election, caucus, or convention.

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in Texas
you must.

o be a citizen of the United States

a be a resident of the county in
which the application for registra-
tion is made

w be at least 17 years and 10 months
old (you must be 18 to vote}

m not be convicted of a felony or have
been pardoned or otherwise released
from the resulting disabilities

» have not been declared mentally
incompetent by final judgment of a
court of law

Mailing address:

Office of the Secretary of State
Elections Division

P.O. Box 12060

Austin, TX 78711-2060

Utah

6. ID Number. Your date of birth
serves as your 1D number, and is
required. Write it in this box or in
Box 4.

7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
election.

8. Race or Ethnic Group. Leave
blank.

8. Signature. To register in Utah you
must:

u be a citizen of the United States
= have resided in Utah for 30 days
immediately before the next election
u be at least 18 years old on or before
the next election
= not be convicted of treason or
erime against the elective franchise,
unleas restored to civil rights
= not be found to be mentally
incompetent by a court of law
Mailing address:
Office of the Lieutenant Governor
203 State Capitol
Salt Lake City, UT 84114




State Instructions

Vermont
6. ID Number. Leave blank.

7. Choice of Party, Vermont does
not require party registration to
participate in any election.

8. Race or Ethnic Group. Leave blank.

9, Signature. To register in Vermont
you muist:
a be a citizen of the United States
m be & resident of Vermont
= be 18 years of age on or befere
election day
» solemnly swear {(or affirm) that
whenever you give your vote or
suffrage, touching any matter that
concerns the state of Vermont, you
will do it s0 as in your conscience you
shall judge will most conduce to the
best good of the same, as established
by the Constitution, without fear or
favor of any person [Freeman's oath,
Vermont Constitution, Chapter II,
Section 42}
Mailing address:

Office of the Secretary of State

Director of Elections

109 State Street

Montpelier, VT 05609-1101
Virginia
8. ID Number. Your social security
number is required. Your social
security number will appear on
reports produced only for official use
by voter registration and election
officials and, for jury selection
purposes, by courts. Article 11, §2,
Constitution of Virginia {1971}
7. Choice of Party. You do not have
to register with a party if you want
to take part in that party’s primary
election, caucus, or convention.
8. Race or Ethnic Group. Leave blank.
9. Signature. To register in Virginia
you must:
@ be a citizen of the United States
= be a resident of Virginia and of the
precinct in which you want to vote
= be 18 years old by the next election
= not have been convicted of a felony,
or have had your civil rights re-
stored
a not currently be declared mentally
incompetent by 2 court of law

Neote: Virginia, by law, cannot ac-
cept this form until after Jan. 1, 1996.
Mailing address:

State Board of Elections
200 N. 9th Street, Suite 101
Richmond, VA 23219-3497

Washington
6. ID Number. Leave biank.

i 7. Choice of Party. You do not have
to register with a party if you want
to take part in that party’s primary
election, caucus, or convention.

| 8.Race or Ethnic Group. Leave blank.
9. Signature. To register in Wash-
ington you must:

. wbe a citizen of the United States

= be g legal resident of Washington
State, your county and precinct for
30 days immediately preceding the
election in which you want to vote

m be at least 18 years old by election
day

= not be convicted of infamous crime,
unless restored to civi] rights

= not be judicially declared mentally
incompetent

Mailing address:

| Secretary of State

Voter Registration by Mail

P.O. Box 40230

Olympia, WA 948504-0230

West Virginia

6. ID Number. The last four digits of
your social security number are
requested.

7. Choice of Party. You must
register with a party if you want to
take part in that party’s primary
election, caucus, or convention
tunless you request the ballot of a
party which allows independents to
- vote)

8. Race or Ethnic Group. Leave blank.

9. Signature. To register in West
Virginia you must:
» be & citizen of the United States
# live in West Virginia at the above
+ address
m be 18 years old, or be 17 years old
and turning 18 years old before the
next general election
» not be under conviction, probation,
or parale for a felony, treason or
' election bribery
= not have been judged “mentally
incompetent” in a court of competent
" jurisdiction
Mailing address:
. Secretary of State
' Building 1, Suite 157-K
i 1900 Kanawha Blvd, East
|  Charleston, WV 25305-0770
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Wisconsin

6. ID Number. Leave blank. How-
ever, if you submit this application
on election day, you will be asked to

! provide a form of identification.
| 7. Choice of Party. You do not have

to register with a party if yon want

| totake part in that party’s primary
. election, caucus, or convention,

8. Race or Ethnic Group. Leave blank.
9, Signeture. To register in Wiscon-

© sin you must:

= be a citizen of the United States
= be a resident of Wisconsin for at

© least 10 days

u be 18 years old

m not have been convicted of treason,
felony or bribery, or have had your
civil rights restored

' = not have been found by a court to

1

be incapable of understanding the

objective of the electoral process

= not make or benefit from a bet or
wage depending on the result of an
election

Mailing address:
State Elections Board
132 E. Wilson Street, 3rd Floor
P.O. Box 2973
Madison, WI 53701-2973

Wyoming
Wyoming will not let you use this

application for registering to vote in
that state.



State Reg stration Jead ines

To register in time to vote in any upcoming election, your application must be postmarked (or
delivered to your Jocal voter registration office) by the deadline iisted below.

Alabama — 10 days before the
election.

Alaska — 30 days before the election.
Arizona — 29 days before the election.

Arkansag — 21 days before the
election.

Callfornia — 29 days before the
election.

Colorado — 30 days before the
election. If the application is received
in the mails without a postmark, it
must be received within 5 days of the
close of registration.

Connecticul — 14 days before the
election.

Delaware — 20 days before any
genera) election.

District of Columbia — 30 days before
the election.

Florida — 29 days before the election.

Georgia — The fourth Friday before
any general primary, general election,
or presidential preference primary.
The ninth day after the date of the call
for all other special primaries and
special elections.

Hawaii — 30 days before the election.
Idaho — 25 days before the election.
llinois — 29 days before the election.
Indiana — 29 days before the election.

lowa — 10 days before the election, if
it is a state primary or general
election; 11 days before all others.
Registration forms which are post-
marked 15 or more days before an
election are considered on time even if
received after the deadline.

Kansas — Delivered 15 days before
the election.

Kentucky — 28 days before the
election.

Louisiana — 24 days before the
election.

Maine — 15 days before the election
(or delivered in-person up to and
inciuding election day).

Maryland — 9:00 p.m. on the fifth

. Monday before the election.

Massachusetts — 20 days before the
election.

Michigan — 30 days before the
election.

Minnesota — Delivered by 5:00 p.m.
21 days before the election (there is
also election day registration at
polling places).

Mississippl — 30 days before the
election.

Missouri — 28 days before the

- election.

Montana — 30 days before the
election.

' Nebraska — The fourth Tuesday

before the election (or delivered by 6
p.m. on the second Friday before the
election).

Mevada — 9:00 p.m. on the fifth
Saturday before any primary or
general election. 9:00 p.m. on the third
Saturday before any recall or special
election. However, if a recall or special
election is held on the same day as a
primary or general election, the

| registration closes at 9:00 p.m. on the

fifth Saturday before the day for the
elections.

New Hampshire — In New Hamp-
shire, this application may be used
only as a request for a State voter
registration application, which must
be received by your city or town clerk
by 10 days before the election.

New Jersey — 29 days before the
election.

New Mexico — 28 days before the
election.

New York — 25 days before the
election.

North Carolina — 25 days before the
election.,

North Dakota — North Dakota does
not have voter registration.

Ohio — 30 days before the election.

Oklahoma — 25 days before the
election.

Oregon — 21 days before the election
{there is no deadline for applications
for change of name, change of address
or to register with a party).

Pennsylvania — 30 days before an
election or primary.

RAhode 1sland — 30 days before the
election.

South Carolina — 30 days before the
election.

South Dakota — Delivered 5 days
before the election.

Tennessee — 30 days before the
election.

' Texas — 30 days before the election.

Utah — 20 days before the election.

Vermont — Delivered to the town
clerk before 12:00 noon on the third
Saturday before the election.

Virginia — Delivered 29 days before
the election.

Washington — 30 days before the
election {or delivered in-person to the
local voter registration office 15 days
before the election).

West Virginia — 30 days before the
election.

Wisconsin — 13 days before the
election (or completed in the local
voter registration office 1 day before
the election or completed at the polling
place on election day).

Wyoming — Wyoming will not let you
use this application for registering to
vote in that state.



Instructions for the National Voter Registration Application Form:
District of Columbia

Please remember to print as neatly and legibly as you can. Do not use abbreviations.

Box 1 — Name: Put your full legal name here in this order: last name, first name, middle name. Do not
put a nickname or initials here.

If the application is to change the name under which you are registered, in Box A an the bottom
half of the application put your full name before it was changed.

Box 2 — Home Address: Put your legal residence address here. This should not be a post office box or a
rural route without a box number. 1f you five in a rural area but do not have a street address, or if you

have no legal address, you should show where you live using the map in Box C on the bottom half of the
applcation.

If the application is to change the address at which you are registered, in Box B on the bottom half
of the application, put the address where you were previously registered.

Box 3 — If your mailing address is different from your legal address, the mailing address goes in this box.
If you do not have a legal address in Box 2 you must put an address where you can be reached by mail in
this box.

Baox 4 — Date of Birth: Your birth date goes in this arder: month, day, year. (A common mistake is putting
today’s date in this box; make sure you put your birth date here.)

Box & — Telephone Number. This is optional: it enables the state to contact you if there is a question
about your application.

Box 6 — ID Number. Your social security number is requested for identification purposes only. [t will not
be given to the public or used in any reports.

Box 7 — Choice of Party: To participate in a party's primary, caucus or convention, you musi register with
the party; write the full name of the party here. If you do not want to register with a party, you should
leave the box blank or write in "no party.”

Box 8 — Race or Ethnic Group: Leave blank.
Box 9 — Signature: Sign your name here (or make your mark) and write in today's date in this order:

month, day, year. In signing the application, you are stating that you meet the requirements for registering
to vote in the District of Columbia. These are that you:

. are a citizen of the United States

. will be a resident of the District of Columbia for at least 30 days before the next election
. will be at least 18 years old by the next election

. are not in jail for a felony conviction

. have not been found "mentailly incompetent” by a court

. do not claim the right to vote anywhere outside of the District of Columbia

Box 10 — Name of Assistant. If you are not able to sign your name in Box 9, the name, address, and
telephone number of the person who filled out the application for you goes here.

Voters For Choice Education Fund, 1085



Voter Registration Application

For 1).S. Citizens

You can use this form to:

& register to vote

m report that your name or address has changed
s register with a party

This space for office use only.

Please print in blue or black ink

Mz, .
wre | Last Name First Name

1 " . .I . i -
3;‘_5 Aﬂf}')ony SUSﬂﬂ :Brcwnc ” lJr Selloi,
Address (see instruclions)— Street (or roule and box number) | Apt. or Lat # | City/Town State Zip Coge

2| /8yg  Viclory S, % /94 | Weoshinaten | DO 2000
¥

Address Where You Get Your Mail if Ditferent From Above (see instruclions) | City/Town State i 2ip Coae
i |

i Middle Nameis} i{CircIe ong

Date of Birth / Telephone Number {optional) I Number (see item & in the instructhions lor your Stalet
4 Sog s 826 -/920 6098 -7 -5
Month  Day Year O Z FG -9 932

Choice of Party {see item 7 n the instructions for your State}

71" Dem ccrat 8

| swear/affirm that:
w | am a United States citizen
w | meet the eligibility requirements of my state and

subscribe to any cath required. 6 Uhan ﬁ/‘c?ﬂf- g?é /4(}%1‘/%.
g | {See item 9 in the mstlructions for your state belore you sign.)

@ The information | have provided is true to the best of my

Race or Ethruc Group (see 1lem 8 in the instruchions for your Sizie

/‘.
Please sign lull name {or puf mark)

knowledge under penalty of perjury. 1f I have provided

{alse information, | may be subject to a fine or imprison- , g 2 9
ment or both under Federal or State laws. ‘ Date: / / / J_]

Month Day  Year
10 if the apphcant is unable to sign, who helped the applicant fill out this apphicakon? Give name. address and phone number (phone number oplignat).

Felg here
Please fill out the sections below if they apply to you.
It this application is for 2 change of hame, what was your name before you changed it?
ﬁ:s Last Name First Name [ Middle Name(s) {Circie cne
A ﬂl—‘f’s JeSenny

i you were reglstered betore but this is the first time you are registering from the sddress in Box 2, what was your address where you were registered ez ¢

B Street {or route and box number} Apl or Lot # CityTown State 2Zip Coae

it you live 1n a rural area but do not have a street number. or if you have no address, please show on the map where you live,

= Write in the names of the crossroads (or streets) nearest to where you live.
® Draw an X to show where you live.

|
® Use a dot to show any schools, churches, stores, or other landmarks
near where you live, and wnte the name of the landmark.

C Exampie

Route #2

Grogery Store

Woodchuck Road
Pubiic School X

.r. 1. Address the back ot this application {see address under your stale}. 3. Fold form al middle and seal at Iop_
TO MB!I. 2. Bemove plastic strip below. 4 Pul on a lirsl-class stamp and mail
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It Took Women Seventy-Two Years to Gel the Yote: Let's Make Sure We Use It

After o hard-fought struggle of over 70 years, women throughout the United States won the right to vote
when the Nineteenth Amendment 1o the United States Constitution was ratified on August 26, 1920.

On November 8, 1994, less than half of American women voted, with the lowest rates of registration and
voling among women in their reproductive years. Over 35 million women between the ages of 18 and 44 sat
the election out, an election that proved o be devastating to their reproductive rights.

To help re-energize the women's vote, organizations participating in Pro-Choice Vote are encouraged to
incorporate celebration of the 75th anniversary year of women’s suffrage, which began on August 26, 1995,
into their voter registration ond education efforts. For example:

* Special Events: There are numerous events that you could sponsor to focus aftention on the women's
vote while registering and educating voters, as well as raising funds fo support voter registration work.
Events could build on the women'’s vote theme by:

» Celebrating the birthdays of — or otherwise honoring — national, state, or local
suffragists, feminists, or other women in politics who made a difference.

« Celebrating the anniversary of an event, for instance the August 2éth anniversary
or the date that your state ratified the women’s sutfrage amendment.

+ Scheduling some activities during Women'’s History Month in March.

This kit includes a list of days to celebrate: milestone dates on the woy to women's suffroge, the
birthdays of national suffrage leaders, and the dates on which individual states voted to ratify the
women'’s suffrage amendment. To identify leaders of the sutfrage fight or other women leaders in
politics in your state, or milestone dates for your state, try contacting your state historical society.
You may dlso be able to find undergraduate or graduate students interested in doing research on
women's suffrage in your state by contacting a local college’s women's studies or history department.

Special events could include house parties, dinners, luncheons, dessert parties, birthday parties,
musical events - possibly featuring local or other women’s bands - or comedy nights, again
featuring women comics.

* Women Vote! November: In November 1872, suffrage leader Susan B. Anthony led an incident in
women'’s suffrage history that makes the month a particularly fun one for women'’s vote celebrations.
A number of suffragists had developed an argument that the post-Civil War passage of the 14th
Amendment, which made all individuals born in the United States citizens entifled to equal protection of
the laws, automatically gave women the vote. To test that argument, Susan B. Anthony and a number of
other women decided to vote. On November 2, in Rochester, New York, they registered; on November
5, they voted; and on November 28, Anthony was arrested for voting in violation of the law. {Ultimately,
at her trial, the judge rejected her argument that she was lawfully entifled to vote, and Anthony was con-
victed on June 17, 1873.) You couid schedule a public kick-off of your voter registration efforts or other
special events for the month of November using the 1872 incident as a theme.

Please turn this sheet over for more information
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» “Victory is Ours” January: January is another good “kick-off” month. Four of the top suffragists
who led the suffrage fight when the 19th Amendment was ratified were born in January {which is also
the month when the Supreme Court handed down Roe v. Wade).

¢ Public Service Announcements: You could sponser public service announcements on the struggles
of women and people of color to win the right to vote, on how to register, and why voting is imgortant,
perhaps using a local celebrity. You can also get the same message out on fact sheets and infernet postings.

+» Take Your Children to Vote Day: Consider sponsoring “Take Your Child To Vote Day” on which
parents would be encouraged to toke their children with them when they vote. As the elecfion draws
near, in conjunction with other election-related activities, you would ask parents to sign a pledge
promising fo vote and take their child with them to the voting booth.

Ideally, your 75th anniversary activities will have @ number of different target audiences. Some activities
should be designed to appeal particularly to young pecple, as they have the lowest registration and voting
rates; omong young adults aged 18-24, only about 40 percent were registered in 1994 and only about 20
percent voted. Other activities could focus on people of color, perhaps celebrating the 30 anniversary of the
Voting Rights Act which became law on August 6, 1965. People of color also have low registration and
voting rates. Special outreach efforts to the African-American community could coincide with Black History
Month in February and could encompass the struggles to end the denial of voting rights to African-Americans.

As you plan your 75TH anniversary events, you may want to coordinate with state and local women's
organizations and other progressive groups. All would benefit from increasing the participation of women in
elections. What befter way to do that than to remember those who struggled to win women the right to make
their voices heard ot the ballot box?



VOTER REGISTRATION

Women’s Suffrage Milestones

From the day when women first publicly called for the right to vote, it took more than 70 years to pass the
Nineteenth Amendment to the United States Constitution, which gave women the right to vote throughout the
country. Along the way, women won the right to vote in all elections in 15 states and the limited right to vote
for the president im 13 states.

July 19, 1848 = First American women's rights convention held in Seneca Falls, New York. The delegates
issued a “Declaration of Sentiments,” modeled on the Declaration of Independence, which included the first
public demand that women be given the right to vote.

March 15, 1869 - A constitutional amendment explicitly granting women the right to vote is introduced in
Congress for the first time,

July 10, 1890 - The territory of Wyoming, in which women had the right to vote, is admitted as the 44th
state, making it the first women's suffrage state.

August 26, 1920 - The Nineteenth Amendment giving women the right fo vote throughout the United
States is ratified and becomes a part of the Constitution.

Women Votel! November

Shortly after passage of the Fourteenth Amendment in 1868, which guoranteed equal protection to oll citi-
zens, suffragists developed o legal theory that the amendment gave women the right to vote. They set out to

test the theory, some by attempting to register and to vote. Suffrage leader Susan B. Anthony led one such test
in November 1872,

November 2, 1872 - Susan B. Anthony leads a group of women fo register to vote in Rochester, New York,
November 5, 1872 - Suscn B. Anthony and 14 other women vote in Rochester, New York.
November 28, 1872 - Susan B. Anthony is arrested for voting in Rochester, New York.

The judge at Anthony’s trial in 1873 rejected her argument that she was entitled to vote, convicted her, and
fined her - a fine she refused to pay. In another case in 1875 the Supreme Court rejected the suffragists’
Fourteenth Amendment claims, making passage of an amendment specitically enfranchising women necessary.

Happy Birthday!

Many remarkable women played important roles in the three generations of activism for the women’s vote.
Frequently, women’s suffrage leaders were active in other progressive reform movements of their day, among
them the anti-slavery, civil rights, women’s rights, labor, temperance and peace movements. National suffrage
leaders crisscrossed the country specking to crowds on women's suffrage and related issues.

Suffrage leaders also organized numerous pro-suffrage organizations. Eorly suffrage organizations, formed
shortly after the end of the Civil War, included the National Woman Suffrage Association and its more con-
servafive counterpart the American Woman Suffrage Association. These two organizations merged in 1890
into the National American Woman Suffrage Association, which in the next 25 years grew to a membership
of 2 million. In 1914 the mainstream suffrage organization saw the founding of a more militant women’s suf-
frage group, the Congressional Union, later renamed the National Women's Party, which played a key role in
re-energizing the drive for the federal women's suffrage amendment in the decade before its passage.

Please turn this sheet over for more information
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As you strive fo reinvigorate the women's vote, celebrate the birthdays of some of these remarkable women.

January 9, 1859 - Carrie Chapman Catt, a leader in the sulfrage movement for three decades, was
president of the National American Woman Suffrage Association in 1920 when women won the vote. In
1916, as president of the organization, she was instrumental in developing and implementing the national
political strategy that culminated in passage of the women’s suffrage amendment.

January 10, 1870 - Maud Younger began her suffrage career as o leader in California’s suffrage
movement in 1911. She rose o leadership in the National Woman's Party, traveling around the country on its
sutfrage specking tours. She dlso headed its Congressional Committee which lobbied for Congress to pass the
women's suffrage amendment.

January 11, 1885 - Alice Paul was o founder and first President of the National Women's Party and
was the chief strategist behind its suffrage work. After the vote was won, Paul and the National Women's
Party focused their efforts on passage of an equal rights amendment for women.

January 25, 1871 - Maud May Wood Park was active in a variety of suffrage organizations
including the Massachusetts Woman's Suffrage Association, and in 1900 she founded the College Equal
Suffrage League to bring younger women into the suffrage movement. In 1917, she went to Washington, DC
to lead the federal lobbying effort of the Notional American Woman Suffrage Association, which resulted in
Congressional passage of the women’s suffrage amendment.

February 14, 1847 - Anna Howard Shaw, the first female minister ordained by the Methodist
Protestant Church in 1880, was o speaker and organizer for state and national suffrage associations for many
years. Renowned for her eloquence, Shaw, o close confidante of Susan B. Anthony, was vice-president of the
National American Woman Suffrage Association from 1892 to 1904 and its president from 1904 to 1915,

February 15, 1820 - Susan B. Anthony was an early leader in the women’s sutfrage movement,
leading it for over 50 years until her death in 1906. She was president of the Naticnal American Woman
Suffrage Association from 1892 to 1900. A life-long friend of suffragist Elizabeth Cady Stanton, Anthony
teamed up her polifical and organizational abilities with Stanton's writing and speaking skills, and shouldered
much of the responsibility for the suffrage movement in the latter half of the 19th century.

May 2, 1879 - Nannie Helen Burroughs was an African-American activist who championed civil
rights and women's rights through the first six decades of the twentieth century. In 1900 she helped found and
for sixty years helped lead the Women's Convention of the National Baptist Convention, an organization of
Black Bapfist Women, whose membership surpassed more than 1.5 million by 1907. In her speeches and
writings, Burroughs called for women'’s suffrage, and after women won the right to vote worked to organize
African-American women in the Republican party.

July 16 1862 - Ida Bell Wells-Barnett was an African-American journalist, editor, and activist who
fought for civil rights, women'’s rights, and economic rights. Her hard-hitting investigative journalism exposing
the social, political, and economic discrimination against African-Americans included o ground-breaking
exposé on lynching in 1892, A strong supporter of suffrage, she wrote about the importance of the vote for
blacks and for women and founded a number of pro-suffrage organizations.

July 28, 1879 - Lucy Burns was a leader of the militant wing of the suffrage movement from 1912 to
1919. Together with her close friend Alice Paul she helped found the National Woman's Party and was its
leading organizer in the suffrage battle.

August 13, 1818 - Lucy Stone wos an early supporter of women’s rights who is famous for keeping
her last name on her marriage in 1855 to Henry Browne Blackwell. In 1850, she led the call for the second
women's rights convention in Worcester, Massachusetts. One of the driving forces behind the American
Woman Sutfrage Association, in 1870 she founded o weekly women's rights paper called the Woman's
Journal, and was its editor from 1872 10 1881.



September 14, 1857 - Alice Stone Blackwell, the daughter of Lucy Store, became the editor of the pro-
suftrage Woman's Journal in 1881, editing it for the next 35 years. She also regularly wrote about suffrage for other
newspapers. She was instrumental in the 1890 merger of the two suffrage organizations that led to the founding of
the National American Woman Suffrage Association and was an officer in the organization for the next 20 years.

September 23, 1863 - Mary Church Terrell was an African-American speaker, writer, and community
activist who fought for racial and gender equality. In 1896 she was a founder and first President of the National
Association of Colored Women, a self-help and education organization that promoted the well-being of black women
and the black community. A suffrage supporter, she frequently participated in activities of the National American
Woman Suffrage Associction, arficulafing the needs and circumstances of African-American women to white suffragists.

September 28, 1839 - Frances Willard was president of the Woman's Christian Temperance Union from 1879
until her death in 1898. Under her direction, the organization grew to over 150,000 members — making it the largest
women'’s organization of its time — and embraced numerous progressive reforms, including, in 1880, women's suffrage.
Willard appedled to socially conservative women, encouraging them to become involved in wide-ranging public activi-
ties and leading thousands of them to support women's suffrage in the final decades of the nineteenth century.

November 12, 1815 - Elizabeth Cady Stanten was an outspoken proponent of women’s rights throughout
the latter half of the nineteenth century. In 1848, she was a key figure in colling the Seneca Falls women's rights con-
vention. With her life-long friend and colleague Susan B. Anthony she founded the National Woman Suffrage
Association, serving as its president from 1869 until its merger with the American Woman Suffrage Association, and
then as the first president of the merged organization. A gifted writer and specker, she lectured throughout the country
orn women's rights and other reforms and tock part in numerous state suHroge campaigns.

State by State: The Women’s Suffrage Amendment Becomes Law

The Nineteenth Amendment became the law when 36 states ratified it. Wisconsin was the first state to ratify the
amendment, on June 10, 1919; Michigan ratified it a litle later on the same day. The last of the thirty-six was
Tennessee, on August 18, 1920; Connecticut followed a few weeks later, ratifying the amendment on September 14,
1920. Here are the dates on which the slates approved the amendment:

Arizona February 12, 1920 | Minnesota September 8, 1919 | Oregon January 12, 1920
Arkansas July 20, 1919 | Missouri July 3, 1919 | Pennsylvania June 24, 1919
California November 1, 1919 | Michigan June 10, 1919 | Rhode Island January 6, 1920
Colorado December 12, 1919 | Montana July 20, 1919 | South Dakota ~ December 4, 1919
Connecticut  September 14, 1920 | Nebraska August 2, 1919 | Texas June 28, 1919
ldaho February 11, 1920 | Nevada February 7, 1920 | Tennessee August 18, 1920
illinois June 17, 1919 | New Hompshire September 10, 1919 | Utah September 30, 1919
Indiang January 16, 1920 | New Jersey February 10, 1920 | Washington March 22, 1920
lowa July 2, 1919 | New Mexico February 19, 1920 | Wisconsin June 10, 1919
Kansos June 14, 1919 | New York June 16, 1919 | West Virginia March 10, 1920
Kentucky January 6, 1920 | North Dakota  December 1, 1919 | Wyoming Janvary 27, 1920
Maine November 5, 1919 | Chio June 16, 1919 . o
Massachusetts June 25, 1919 | Oklahoma February 27, 1920
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<\9ﬂ (7 OFIELD DUKES & ASSCCIATES

PUBLIC RELATIONS COUNSELOR

To: Maggie Wilhams
Chief of Staft
Office of the First Lady
The White House

From: Ofteld Dukes
Subject: Black Women’s Voter Crusade
Date: November 15, 1995

Maggte, thanks for your call today regarding the Black Women's Voter Crusade.
Our meeting today was very productive.

Dr. Height discussed a “Power Luncheon”, focusing on how black women can
effectively work together at the grassroots level, to be held during the 60th Anniversary
Convention of the National Counctl of Negro Women, on Thursday, December 7, at the
Sheraton Hotel.

Geraldine Boykin, who helped coordinate GOTV field activity in the recent
Kentucky governor’s race, discussed the modus operandt for local coalitions, how they would
function and be coordinated, and training sessions.

C.Delores Tucker discussed having thousands of black women marching on Dr.
King’s birthday, going from door to door registering people, passing out information on survival
issues for black voters. Also discussed were local town hall meetings, training sessions
coordinated by black women mvolved with A. Philip Randolph and labor, and a national
presidential forum held during the CBC Legislative Week.

[ am sharing with you a draft of the general strategic plan. We would be
delighted to have you involved at any level that’s compatible with you.

[ncidentally, | spent the past weekend at CDF’s retreat for black journalists. |
chaired one of the panels.

I have quietly prayed to the Good Lord to give you the strength and peace of
mind to carry you through this challenging period. I am actively supportive on your behalf.

1424 CARRCOLSBURG PL.. SW., WASHINGTON. D.C. 20024, TELEPHONE: {202) 488-4948, FAX {202} 488-1086



AGENDA

Black Women’s Voter Crusade
Wednesday, November 15, 1995 - 11 AM

Co-Chaired by Dr. Dorothy Height - Dr. C. Delores Tucker

l

IL.

118

V.

VI.

VIL

Opening remarks - Dr. Height/Dr. Tucker

Minutes/special reports - Faye Anderson

Organizational outreach/structure - review & discussion - Geraldine Boykin
A. Local coordinators - Norman Hill

B. Development of local working coalitions -

Future Activities

A. December Press Conference ( NCNW Convention )

B. Participation in NCNW Luncheon on Voter Education and Registration
Future Long Range Projects

A. Presidential Forum (televised by C-Span, BET or other cable-TV outlets)

B. National and local town hall meetings
(Possible Town hall meeting during CBC Legislative Week)

C. Traimng workshops for women n targeted cities
Fundraising/marketing
A. Alfreda Edwards - proposal
(Ms. Edwards worked with Joint Center for Political & Economic Studies
in marketing and fundraising - now a private consultant)
Outreach Activities
A. NBCSL Convention - Chuck Brimer

B. NBCLEQ Conference -

C. JCPES Policy Institute - Dr. Yvonne Scruggs



VHI.  Recruitment - other organizations/African American Women leaders
A. Church, labor, business, women, etc.
B. Entertainers/sports celebrities
C. Media

D. Mothers of sports superstars

IX. Public Relations Committee/activities



DRAFT

Subject: Strategic Plan for Black Women’s Voter Crusade
L. Overview

African Americans are at a crisis point in their quest for full citizenship rights under the
U.S. Constitution. Significant civil rights progress made over the past 30 years is being
challenged by a well-organized and highly resourceful Radical Right movement.

The racial gap between blacks and whites, invisible and unnoticed, was dramatized as
a serious racial rift in the divergent public response to the O.J. Simpson jury verdict.

Conservatives of both political parties are moving swiftly to abolish programs enacted by
the U.S. Congress to benefit African Americans, other minorities, the poor and the aged.

[n a real sense, African Americans are on the precarious edge of a political chff. If
all segments of the African-American community are not soon aroused to the clear and present
danger of our being victims of the end of a second Reconstruction Period, we, in fact, will be
pushed off this political cliff into an abyss of powerlessness and disenfranchisement.

In order to prevent this, black voters will need to go to the polls in record numbers for
crucial elections at all levels---presidential, congressional, state, county and city. The Black
Women’s Voter Crusade will play a critically tmportant role in the education, energizing, and
mobilization of African American women and their families in every nook and cranny of the
African American community.

According to Dr. Yvonne Scurggs, Director of the Urban Policy Institute, Joint Center for
Economic and Policy Studies, described black women as “an untapped infrastructure/resource
nationwide, noting that black women now represent one-third {more than 2,000} of all black
elected officials above the school board and sheriff level. She and Norman Hill, President of the
A., Philip Randolph Institute, agreed that black women do most of the “grunt work™ and have
been in the forefront of leadership in voter education and registration and GOTV efforts.

Hill has committed the full resources of the A. Philip Randoiph Institute in support of the
Black Women’s Voter Crusade and is actively serving as a “male” advisor. He said, “In our past
and present efforts in increasing black voter participation, black trade women unionist, utilizing
their trade union, acquired skills--how to run a meeting, organize, raise money, speak, fight, and
solve grievances--have provided much of the energy, did much of the work, and in some
critically important areas, provided leadership. Because of the vital importance of the ‘96
elections, particularly at the President and Congressional level, and in the context of our own
experience, we support the initiative of the Black Women’s Voter Crusade and will encourage
key union women activists who are apart of our APREF network to participate.”
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Scruggs reported that a majority of black delegates at both the Democratic and
Republican national conventions in 1992 were black women. She provided the following

analysis:

STATE DNC
Alabama 21/31
Arkansas 8/13
California 33/54
Connecticut 11/14
District of Columbia 15/25
Florida 25/37
Georgia 24/34
Illinois 25/45
Louisiana 22/33
Massachusetts 6/8
Michigan 25/49
Mississippi 14/27
Missouri 9121
Maryland 15/28
New Jersey 13728
Ohio 17/35
Texas 32/51

I1. Primary Objectives

RNC
1/3
14/30
3/4
4/9
4/12
3/8
4/10
3/4
7/13
2/5
2/4
1/7
6/8
8/14
3/10

The Black Women’s Voter Crusade is a non-partisan coalition of African-American
organizations and African-American women leaders from throughout this country. The main

objectives of this coalition are to:

A. Reach, activate, energize, and mobilize African-American women into a grassroots
Campaign to inform, educate, inspire and encourage every voting age member of
the black family to vote in national, state, and local elections in 1996;

B. Utilize all resources available in the African-American community to arouse
Black community awareness about the survival issues at stake in the presidential

and congressional elections;

C. Emphasize voter education and retention, as well as registration of new voters

D. Support all other efforts in black voter education and registration,
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II1. Organizational Structure
A. Honorary Chairperson

Mrs, Rosa Parks

B. Working Co-Chairpersons

Dr. Dorothy Height
President
National Council of Negro Women

Dr. C. Delores Tucker
President
National Political Congress of Black Women

C. National Field Coordinaior

Geraldine Boykin
President
GPB Political Strategies, Inc.

Serving as National Staff Coordinator is one; of the most experienced political strategist
and field organizer, Geraldine Boykin. Ms. Boykin recently retired after 25 years of
working in presidential, state and local campaigns as a field director for AFSCME

D. Executive Coordinators

Faye Anderson, Executive Director, Council 100
Dr. Yvonne Scruggs, Chair, Y.E.I.Corporation

E. Vice Chairpersons

Vice chairpersons represent the national presidents of African-American
organizations and black women activists in political, social, and civic affairs.
The list of women who have agreed to serve as vice chairpersons of the Crusade include the

following:

Mrs. Coretta Scott King

Dr. Betty Shebazz

Mrs. Myrhe Evers-Wilhiams, Chair, National Board, NAACP

Rev. Willie Barrow, Chair, PUSH

Tennessee State Rep. Lois DeBerry, President, National Black Caucus of State
Legislators

Ms. Gloria Johnson, National Board Member, AFL-CIO, and President, National
Coalition of Labor Umon Women

Ms. Dorothy Leavell, President, National Newspaper Publishers Association,

Dr. Eva Evans, Grand Basileus, Alpha Kappa Alpha Sorority, Inc.



Dr. Bertha Roddey, President, Delta Sigma Theta Sorority, Inc.

Mrs. Jylla Foster, Grand Basileus, Zeta Phi Beta Soronty, Inc.

Mrs. Corine J. Green, Grand Basileus, Sigma Gamma Rho Sorority, Inc.

Mrs. Marcella L. Morrison, National President, lota Phi Lambda Sorority, Inc,

Mrs. Wilma Roscoe, Vice President, National Association for Equal Opportunity
in Higher Education

Ms. Minyon Moore, Director, Political Division, Democratic National Committee

Rev. Willie Barrow, Chair, Board of Directors, Operation PUSH

Ms. Susan Taylor, ESSENCE Magazine

Mrs. Anita Baker, Vocalist

Ms. Dione Warwick, Vocalist

Ms. Kimi O. Gray, President, National Association of Resident Managers

Ms. Francis Murphy, Publisher, AFRO-AMERICAN Newspaper

Marian Wright Edelman, President, Children’s Defense Fund, Inc.

Dr. Julianne Malveaux, President, National Association of Negro Business
and Professional Women’s Clubs

Catifornia State Senator Diane Watson

Alice Hoffman

(Incomplete listing)

F. Steering Committee

A cross-section of African-American women leaders especially from the targeted areas
and from all professions will serve on an extended Steering Commuittee.

G. Executive Planning Committee

Having responsibility for the detailed planning and general oversight for the Crusade ts
an Executive Committee which has held several meetings. The Co-Chairpersons covens
and president over the deliberations of the Executive Planning Commuttee.
Representatives of major African-American women organizations, including labor, serve
on the Executive Committee, including African-American male advisors.

Members of the Executive Planning Committee include:

Dr. Dorethy Height Brenda Girton
Dr. C.Delores Tucker Gloria Johnson
Faye Anderson Norman Hill
Barbara Van Blake Melanie Hill
Nadine Winter Charles Brimer
Joan Harrell-Carter James Ferguson
Sharon Worthy Ofield Dukes

Mariiyn Merry Vercifla Brown



Joyce Agunbiade Roselind McKinney
Vickie Robinson Greg Moore
Male Advisors

Norman Hill, President, A. Philip Randolph Institute

Ofield Dukes, Ofield Dukes & Associates

Charles Brimer, Executive Director, National Black Caucus of State Legislators

James Ferguson, Executive Director, National Coalition on Black Voter
Participation

LeBaron Taylor, Executive Vice President, Sony Music Entertainment, Inc.

Bill Lucy, President, Black Trade Unionists

William Kirk, Esq, Representative of MCA Records

Miiton Bins, Chairman, Council of 100

1. Public Relations Committee
Lisa Keys, Ruder Finn
Joan Herrald-Carter, Hill & Knowlton
Felicia Holt, Ofield Dukes & Associates
Janice McGona, National Council of Negro Women
Pat Tobin, Tobin & Associates

J. Entertainment Recruitment
Diana Williams, President, International Association of African-American Music
Von Alexander, Von Alexander & Associates
Sandra de Casta, Vice President of Marketing, GRP Records
Tont Faye, Vice President, Time-Wamer
LeBaron Taylor. Senior Vice President, Sony Music Entertainment
Bill Kirk; Esqg., MCA Records

IV. Field Operation - Action Plan
A. State Coordinators
1. The State Coordinator will assist in identifying activists in each of the areas

targeted throughout the state.

2. The State Coordinator will convene meetings and workshops in the areas
targeted to provide resources and guidance to the country or, city coordinators.

3. The State Coordinators will monitor the operations at the local levels and
report directly to the National Coordinator on a monthly basis. Voter

Registration numbers must be tracked and turned in for a National data base.

4. The State Coordinator will disseminate materials to the city and country
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coordinators and provide whatever assistance needed to achieve 100% voter
registration.

B. City and County Coordinators

1. Country and City Coordinators will identify unregistered voters in each
neighborhood, street and block through religious, labor, fraternal and sororities,
social clubs and any other organizations available in their communities.

2. The City and County Coordinators will report to the State Coordinators on a
monthly basis of all activities planned and progress of operations.

Under the City and County coordinators will be persons responsibly for
coordinating activities of:

o religious community

o labor

o Greek organizations

o professional organizations

o business

0 media

o social and civic organizations
0 Masonic groups

o civil rights organizations

o health groups

V. Targeted States/Cities
Criteria for Targeting
A. Presidential campaign - size of electoral vote and percentage of black voting

B. States where there is an open U.S. Senate Election
Percentage of black voting population

C. Congressional Districts where black voting population is more than 10 percent,
especially in the congressional districts won by conservatives in close races.
Also, congressional districts where African American candidates are seeking
re-election or election.

Based on above criteria, targeted states include:

New York
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New Jersey
Pennsylvania
Maryland
Virginia
North Carolina
South Carolina
Florida
Georgia
Alabama
Louisiana
Arkansas
Tennessee
Ohio
Missouri
Michigan
Illinois
California
Texas

In a more detailed breakdown, specific cities with large black populations are
targeted, especially for U.S. Senate and congressional elections.

VI Program Activities

In addition to voter registration, a major thrust of the Black Women’s Voter Crusade will
be a year-long program in voter retention through voter education. Information is attached on
the millions of unregistered black voters in specific states.

Voter education is an important tool for reaching, educating, and inspiring these millions
of unregistered voters to wake up to the reality of the times. At the same time, millions of other
African Americans who are registered but remain uninformed, uninspired and unlikely
to vote. Others suffer from general apathy and indifference. And still others fall in the “T am
turned off by politics” category. Regardless of the excuses, these groups of prospective non-
voters must be reached!

Educational outreach activities include the following:

Local
o training workshops for “outreach teams”
o political empowerment forums and town hall meetings for and about women
o women-sponsored church activities, meetings, gospel concerts around voter
education and registration
o Candidate’s forums
o Voter education, registration, GOTV rallies



o public affairs radio-television programs
o voter registration campaign

o special voter education programs in public, private schools, colleges

National

o Presidential Forum- televised

o Town Hall Meeting (possibly during CBC Legislative Week)
o Celebrity Voter education, registration, GOTV tour

o coverage of all black conventions with speakers

o media campaign

o training workshops for local coordinators
V1I Fundraising

Committee 1o be selected

Bwvcrusa.wpd
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OFMELD DUWES & ASSOCIATES
PUBLIC PELA TSNS EOLMRLOR '
Subject: Mecting of Black Wernen's Voter Crusadie
Trom: Dr. Dorothy Lleight, President, National Couneil ot Nogro Women
Dr. C.olores ‘Tucker, Prosident, National Polilion) Congress of
Black Women :

Co-Chairpersons, Black Women's Voter Crusu'&e

Date: Noveinber 10, 1985

A very imporiant meeting of the Black Women's Voter Crosade will be held on
Wednesday, Novembor 13, at 1) v.m. st the office of the National Counicil of Negro Women, 1001
G Btreot, Notthwest, Suite 410.

liems on the agenda witl include o voler educ&tibﬁrcgistmion workshop during
the GOth Nationa! Conventlon of the National Council of Negro Women, a aress conference of
the Black Women's Voter Crusade, following the workshop, and diScussions of a sategic

plan for 1996, — :

1424 CARROLLERURG NL., v\, WABHINGTON, DS I0084 TELEFPHONR QDA 2884048



Netwark Television Association

Marcelly Rosen
President and CEQ

/
June 29 1995

Ms. Margaret Williams

Chief of Staft

Office of thr First Lady

The White House

Washimgton D C.

Dear Magyie,

I really enjoyed meeting with you and Karen

Thank you for your suggestions about people to contact.

I am forming an Advisory Committee, ot top people in
the industry, to support the eftort.

I look forward to the meeting with Hilary and Ellen
Malcolm, which you mentioned. The higher the thinking
and involvement, the mare effective the results,

Meantime, [ wish you a Happy Fourth!

Best Regards,
V\w\“ ¢ (__QEQQ\_

PS Asof July 1, 1995, 1 can be reached at 212-879-9241.

#25 Seventh Avenae. New York, NY 10019 21 245%0-1783/ 21 24561781 fax
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Advertising Age

February 20, 1985

The six G’s and the future of TV

How Congress, cash
and other sticky issues
will change the market

By Marcella Rosen

nteractivity. Certainly it's the most excit-
ing concept 1o hit the American consumer
in years. But [ want to bring a touch of
pragmatism to the table. I think we are
being seduced by the hype to accept a con-
cept that does not yet exist, and will proba-
bly never mect the grandiose expectations.

I don't get to this point in my thought pro-
cess just to be bombastic. T get here because it
represents the confluence of the six C's that
are gning to be so impertant in determining
the future of TV: competition, confusion, Con-
gress, coolness, crash-testing and cash.

1. Campetition

Maost people envision the superhighway
as a smoothly paved, gradually expanding
process. In reality, it is as chaotic as rush-
hour on the Santa Monica Freeway and just
as cutthroat.

The growth of the superhighway is not a
group of individuals and companies joining
hands to work toward a common goal
where all parties prosper. It is competition
al the highest level among some of Ameri-
ca’s richest and most powerful companies,
all trying to destroy every part of the su-
perhighway except their own lane.

Look at sume of the early players who are
involved: cable companies, telephone com-
panies, computer companies and software
manufacturers. Even Hollywood and Wall
Street are active players.

All of these players cannot win out. The
consumer jusl does not have the money Lo
afford all of the options.

2. Canfusion

What is the information superhighway? 1
don’t think we've even resolved this pri-
mary issue. Some consumers think that cel-
lular phones and CD players are the lead-
ing edge of this highway.

But it's not just the consumer who is con-
fused. It's difficult even for the experts.
George Gilder, the futurist, predicted in 1940
that the telephone companies would be the

primary carrier for the information super-
highway. In 1992, Mr. Gilder wrote in Forbes
that the cable industry was the front-runner.
By 1994, Mr. Gilder felt the computer indus-
try would be the eventual winner.

I must admit that T am just as confused as
anybody else. You see, I can’t figure out
who the target audience is for this super-
highway. And no one seems to be address-
ing this key issue.

3. Congress

Congress and the Federal
Communications Commission
have already begun to meddle
in this arena, putting restric-
tions on the amount of money
cable operalors can charge
their customers.

But Congress is nol stopping
there. They seem ready to pass
legislation that will keep the in-
formation superhighway awvail-
able and affordable to everyone,
not  just the affluents. This
would limit the kind of monies
that can be charged and should
dramatically slow the desired
rate of expansion.

4. Coolngss

For the most part, consumers have al-
ways been rather cool toward new lechnol-
ogies, cspecially if it requires them (o
change the way they live.

In the U.S., only about one out of four
homes has a personal computer or PC. And
even in PC-equipped households, the top
uses of computers are for low-tech things
like word processing and playing games.

In addilion, we Americans are just not
cocooners. We need social interaction.
Eighty percent of us ate at a fast-food res-
taurant last month. Fifty-six percenl ate at
a family-style restaurant.

I believe that for every new lechnological
innovation, one should apply these three
criteria to determine success: Is it a benefit
to the consumer? Will it be profitable for
the supplier? Is it a produet that does not
require a major change in human nature?

5. Crash testing

Automobile manufacturers began to use
crash-test dummies in order to get a truer
read on what really happens to people when
they are in a crash. They had to take this

crash-testing out of the research labs and
make it real. When they did that, the whole
notion of passenger safety was altered.

The situalion is similar for the superhigh-
way. If you asked anyone if they would like
to have myriad services at their fingertips,
they’'d probably all be enthusiastic. But to
really know if they will subseribe to the su-
perhighway, you'd have to do a real-life
Lest.

6. Cash

This final C could well be the
most important one. Who is go-
ing to foot the bill for this super-
highway? The forecasts are that
to build the superhighway it will
cost hundreds of billions of doi-
lars,

We can't really expect the
cansumer to pay. Consumers
alrcady resist paying more for
cable, and the bills average
about $35 per month.

That leaves the advertiser. All
who work in the advertising
business know full well that the
budgets for most clients are not
growing and that the halcyon
days of the 1980s are not likely to return. The
advertisers who make any media work are
the P&Gs, the General Foods and the Gen-
eral Maotors, They are more likely to support
the mass media to sell to their mass martets.

We do know that development of interac-
tive will not eliminate other media. As we
have seen time and time again throughout
history, new media have not replaced the
old established media forms.

Network TV remains the primary me-
dium of the masses. The average household
spends 2% hours each week with the offer-
ings of the three networks.

It is not logical to assume that as more pro-
gramming entries come into the marketplace
that the three networks will be diminished.

Think about the advantages of having a
recognized brand when there's confusion in 3
markelplave. ABC, CBS and NBC are among
the best-known brands in America today.

So where does network TV fit into the in-
formation and entertainment superhigh-
way? I'd say in the express lane with the
open road ahead. [J

Ms. Rosen is president-CEQ of the Net-
work Television Association.
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The Networks And The Future

Wi ARC, CBS and NEBC swwill continue to dommiate the gimvarves.

evtinmed closely by ABC. CBS and
NBC.

Will this superinghway iotally
cliinge the way Amenicans leve. learn,
work and play? Which companies and
products will fall victm? How will the
three broadeast networks fare in this
new world order and what actions will
they take 1n order to successfully
capete”?

Even il the world ends up {ooking
fike something straight out of " The
Jetsons,” we're confident that ABC.
CBS and NBC will continue to be the

Marcella Roven
Presulemt/Chiet Executive Offices
The Nenwvork Television & socution

The “way 7 Cvberspace. M
channelds. The Internet, The fafobahn,
The Information Superhizhway

Unless you ve been hiving in a cave
over the Jast year or S0, you ve ng
doubt. been hearing a lot aboul these
werms, But what do they all mean”
And when — or if — s what they
provmse poing @ happen’”

That's a question that cvery mujor

domnant forces on teievision, And
that's nol just wishtul thinking.
There's already proof that the net-
works won't suffer in & multi-channei
universe.
|
ABC, CBS and NBC produce
more original programming in
three weeks than Hollywood
does in a full year
L
Qver the past 1) years, the number
of channels that households can
receive has continued w go up. But a
recent study by Nielsen shows that
even when the number of svailable
channels goes up dramatically, there is
& inin 1o how oy channgls viewers
actually waich Whether a houschold
tias 30 or 30 or 80 channels, 14 i ihe

medha company has been asking ixelt,
And it’s certinly o tepie that has been

most that L watches. And the three
nebworks are always among those 14
channels

This i1s good news for the three net-
works. But what are ABC, CBS, and
NBC doing to solidify their tuture
pasttion as the donuaant players in
television?

Programming has always been a
major strength of the three networks,
and will continue o be. IUs little won-
der thal viewers look {o the three net-
works for new programming: ABC,
CBS and NBC produce more original
programming in three weeks than
Hollywood does in a full year. And
with new freedom under FinSyn, the
networks are producing more ariginal
programming and will grow their
existing libranes. Within a few years
the networks will be able to digitize
these properties and be prepared for a
video-on-demand future.

There will be more ¢vent program-
mung, something at which the nct-
works have always been expert.
whichael Jackson™s unly recent inter-
view and the last episode of Cheers
were on network TV — ax were The
Academy Awards, The Soper Bowl,
Miss America, and every big news
gvent,

You'll also see an oxpnsion of
duyparts by the networks, Over the
years they Bave been able o grow the
early mornmyg L part. And just this

ANCA e Adveriiser FALL 1994
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past year, the three networks twmed
their attention to late night, and actual-
ly managed 1o increase the number of
night owis by 23 percent. Thanks Lo
Ted, Dave & Jay, 3.2 million more
adults 18+ siay up late than just one
year ago.

You can also expect 1o see netwuork
pregramming in unexpected places.
You can already see it on planes and
in stores. But don’t be surpnsed if it
tums up in other locatons like malls
and schools — any place where large
numbers of pzople gather.

ABC, CBS and NBC are among
the best known brands in America
today. If you have any doubts, just
look at one small element associated
with network shows: the music. Who
doesn't instantly recognize the catchy
tune from CBS' "Northermn Exposure.”
or the jingle from ABC’s “Goud
Moming America.” or the theme of

three bell tones
that idenuify NBC
-— practically no
one over the age
of five who
watches televi-
sion, Or what
aboul the NBC
peacock and the
CBS eye logos?
All of these ele-
ments are
omnipresent in
American ¢con-
SCIOUSNESS.

The net
works have
already branded
their channels,
and they could
also have line

menls in video game companies and
talent companies. They are participat-
ing in interactive tests and are making
interactive programuning 4 reality
After all, they already have the most
important part of the phrase “interac-
tive programming — the program-
ming,.
|
ABC, CBS and NBC have
increasingly looked for ways
to make broadcast television
of more value to advertisers
|
The networks will increase their
already long-existing presence in other
countries. Theyv've been selling pro-
gramming around the world for some
time. Additional outlets will help the
networks amortize the cost of pro-
grams which will ensure that the quah-

exiensions based
on then more
popular charac-
lers like Frasier,
Roseanne and
Letterman. etc.
These are invalu-
able assets that
the networks will
undoubtcdly be
putting (0 new
and creative use.
The three net-
wurks already
own other media
forms. from prinl
to radio to cable,
and are investing
in new distribu-
tion channels on
many caonlinents.
They have also
made invest-

ANA /The Advertiser FALL 1994
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ty of programming will continue

As the mmedia marketplace has
become increasingly compeitive,
ABC. CBS and NBC hayve increasing
ly looked for ways w0 muke broadcuast
television of more value to advertisers
One of the most exciting areas for the
three networks is in the area of promo
tion and marketing

Over the past several yvears. value-
added promotions have become one of
the most innovative marketing tech-
nigues for both the networks and thenr
chients. In

Video. Reebok. Subway. Taco Bell,
and Warner Lambert And that's only
a partial Yist — other major advertisers
such s Procter & Gambie have also
signed on.

The networks have also created
marketing “events.” which bring
together a number of advertisers on a
themed tour sponsored by the network.
Often, these travelling exhibitions
focus on a specific demographic group
— women, or college students, oy
sports buffs But anyone can partici-

servives such as America Online.
GEnie and Prodigy. computer users
have a multitude of information abow
the networks and their advertisers at
their fingertips. They can {ind out
more aboul network programs, talk
live with network stars, download
photos from network shows, buy net:
work and advertiser merchandise,
enter contests, play interactive games
such as Spin or Jumble. and ask ques-
tions on the efectronic bulletin board.
So far. these interactive computer
services have
been big

general,
these market-
g programs
were devel-
oped 1n orde
to enhance
advertisers’
media buys.
10 increase
awareness of
thetr prod-
ucts, and w
target hard-
wo-reach

A PART ON “All My CHILDR!N" :

GRAND F‘RIZE InChadns cound frg M0 ﬂnvcl 1o Nisw York Cutr
whih doloag ACCOMMOASINNE o 7 AHC Sk o, kanch with
an ABC DAYTIME . Smouseo serwoe wnd $1.000 cash

FIRST FRIZES 1000 fadrcresions ® EPPSOODES Magasios
BECOI;:)‘IPHIZES 5,000 "ALL MY CHILDREN" Famnly Troe

Ne Eaties must e
wwm 1, Im &mumcmum

QN NEW KONICA SUPER XG
CASH EgLOH PRINT FILM OR
¥ NICA FILM.IN SINGLE-USE
. REBATE! ;. ho0 8
Whua:nmwxGMnMMntnmtu w6
BUY TWO ROLLS OF FILM OR OKE SINGLE-USE
CAMERA AND CHOOSE ONE OF THESE GREAT
ABC SHOW SWEAT SHIRTS FOR ONLY $9.95!

Compore 1t 524 95 - $1 50 el appany
Shats are ofy pye T A, cotion: biend. COLLE lnlq:'

[ Wit Ot | ProotOt Purchaso Rotaraary |

cmm.%n
Qe

a0 Ml deldety

winners with
“viewers' —
literally thou-
sands of
computers
used the ser-
vices within
the first few
days of their
debut.

[n addition
to these ven-
tures, there

demographic
groups.
These cross-promotions can include @
number of elements including TV
spots, sweegstakes, in-store displays.
sampling, newspaper circulars and
prize giveaways. Often the promotions
are highly integraied. In a few, stars of
network programs alse appear in the
advertising.

So far, these promotions have been
embraced by a number of major adver-
tisers. Those that have participated
include AT&T. Blockbuster, Braun
Appliances. Centrum vitamins,
Chevrolet, Ford, GE Appliances,
Honda, Hyundai, Kellogg's, K-mart,
Konica Films, Little Caesar’s, MCl,
Michelin, Miller Lite, Mountain Dew,
Nabisco. Nestie, Pepsi, Prodigv. RCA

HE TS B n s e e

S rwearsy oo

pale.

Each of these events are tied to
interactive and informational displays,
and take place in locations such as
shopping malls and universities. As an
example, participants might play a
scaled-down version of a game show,
or putt for the winning birdie on the
L8th hole of an imaginary golf toumna-
ment, or try to ace their opponent in
“Match Point” on a scaled-down ten-
nis court. All of these activities are fun
for participants, and go a long way
toward building recognition for the
network and the advertiser.

Interactive marketing is anothes
area in which the networks are devot-
ing major resources. Through on-line

Clline wwyman Sopimemian 13, 151 o whon JEEhot 4 # Lo

are myriad of
others: pre-
views of the primetime scheduie on
CD-ROM, for example, and viewer
services, an interactive |-800 tele-
phone service You can even talk to
the networks via e-mail on the
Internet.

Network television has been the
maost dynamic force to ever touch the
American public. No other medium
has challenged the ability of the three
networks to attract, hold and influence
Americans.

This is also irue of the three net-
works as a tool for marketers. What
other medium has the power of net:
work television 1o create awareness,
generate sales and build brands?

None. Il
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MARCELLA ROSEN

Executive Vice President, New York
Media Director, Ayer USA

Member of the Board of Directors
Born in New York City

Barnard College, B.A.

, Psychology

Columbia University, M.A., Clinical Psychology

Joined Ayer in 1977

Marcella Rosen was elected an executive vice
president and named a member of the corporate
Board of Directors in 1988. She has guided the
Ayer New York Media Department since 1978 when
she was named media director and elected senior
vice president. She had joined Ayerin 1977 as an
associate in the marketing Services Group where
she directed marketing assignments for AT&T,
Avon, DuPont, and cother clients, She serves on
Ayer's Strategy Review Board and in 1986 was
named to Ayer's New York Board of Directors and
its Executive Committee.

Before joining Ayer, Marcella was president of
Trager-Rosen, Inc., a full service advertising
agency. She also held marketing and account
management positions at Doyle Dane Bernbach and
Gunningham and Walsh.

Active in several trade associations, Marcella serves
as chair of the American Association of Advertising

Agencies’ Media Policy Committee and the Media
Directors Council. She is on the Board of Directors
of the Advertising Research Foundation, the
International Radio and Television Society, and the
Audit Bureau of Circulation.

She is a member of the Board of Overseers of the
United Jewish Appeal-Federation and in 1987, was
selected for the Matrix Award of Women in
Communications.

Active in the affairs of her alma mater, Marcella has
served Barnard College as president of the Barnard
Business and Professional Women, chairman of the
Barnard Fund and a board member of the Barnard
College Alumni Association.

Fluent in French and German, Marcella skis, plays
tennis and holds a pilot's license. She lives with her
family in Manhattan.
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HomenSiawhdveviising

Making History

I_he coaftail effect

oA MARCELLA ROSEK Senior vice
B ¥ president/managing director
%i5Y of media services, NW Ayer t
44 The words Marcella and
BY 4 media are almost inter-
" poa=y changeable. Asthe most influ-
2 NP2 ential woman in media, s
Rosen oversees buym g and planning for blg-
name clients. An active networker, Rosen has
opened doors for women at many of Madi-
son Avenue’s toughest trade associations.
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Martin W. Owens and James Wamer
are now senior vice presidents of Inde-

pendent Television Sales, Warner is

Midwest manager working out of Chi-

cago and Owens is West Coast manag-
et based in Los Angeles. Both men

move up from vice presidencies,

Marcia Herman has been promoted to
vice president/regional manager of the
New York office of Hillier, Newmark,
Wechsler & Howard. She joined the
company in 1983 when Bernard How-
ard Co., where she was then account
executive, merged with Hillier, New-
mark & Wechsler. Three years later
she was promoted to New York sales
manager and 10 months after that she
was named co-regional manager,

Herry Gonzalez and Keith J. Green
have been named divisional vice presi-
dents of Katz American Television.
Green joined Katz as a sales executive
in 1980 and is manager of Katz Ameri-
can's White Team. Gonzalez came to
the Dallas office in 1979 as a sales ex-
ecutive and is now manager there.

Jeanine Holmes is now sales manager
of the Seattle office of TeleRep. She
moves in from KSTW-TV Seattle
where she had been local salesman-
ager, and before that she had been
with the sales staff at KOMO-TV.

Paul Bowfin and Bill Reed have been
promoted at Katz Continental Televi-
sion. Reed, who joined the company in
1985 as a sales assislant, now advances
from research analyst to director of
marketing. Bowlin joined Continen-
tal’s Boston office as a sales executive,
also in 1985, and now becomes manag-
er of the Boston office.

Melinda Murphy and Rosemary An-
selmo have been named account exec-

ulives for CBS Radio Representatives
in New York. Anselmo had been a se-
nior media buyer for Bozell, Jacobs,
Kenyon & Eckhardt and Murphy, who
came to CBS as a sales assistant in

1986, now steps up from office admin-
istrator.

One Buyer’s Opinion

Look where society
is going: not where
it’s already been

_ i BNE o Rosen '

think that women in the work place is probably the most important so-

cial change in this nation since the Industrial Revolution. Nevertheless,
those marketers now mired in evaluating the value of working women are
doomed. They are tracking where society has been. The future belongs to
those companies who have moved beyond such concepts and misconcepts
as working women, and are now focusing on the fruits of the changes
caused by the major influx in the workplace by women.

Yet, for the most part, many marketers continue to live in a world of ster-
eotypes and misconceptions about the women who work, seemingly be-
cause of a need to pigeon hole people. It is often assumed, for instance,
that working women are not like non-working women. It is generally be-
lieved that women who work buy different products, have different values
and consume different media, “Taint so. The simple fact is, non-working
women and working women are remarkably alike.

Working women do have different media usage habits, but except for not
watching daytime television, the other differences are not because they
work. They use different media because working women are better educat-
ed than women who don't work, and education is probably the single most
important factor determining media patterns. The better educated one is,
the more she will read and the less TV she will watch.

Another assumption is that working women form a homogeneous group.
But as Gloria Steinem recently stated, “It’s as wrong to lump all working
women together as to lump together all working men.” 1 couldn’t agree
more. How could any group of 50 million people consisting of two thirds of
all women 25-54 be homogeneous?

It is certainly not my objective to throw cold water all over working
women and not offer a towel and a warm place to dry off. What then can
we do to move beyond this invalid concept of working women? Have an
idea.

I-D-E-A, for Investigate, Dig, Expand, and A for Antmlpate

Investigate means don’t merely accept all the myths about marketing
and media and believe they are true. Investigate. Check them out for your-
self to see if they are true. This is a time when new audience groups are be-
ing formed.

Dig. Dig deep to find the real audience segment and best media plan for
your product. Virtually no product is driven by employment or non-em-
ployment. Education, income and lifestyle can affect sales of consumer
products, but not employment. .

Expand. We all have access to the same body of knowledge. Success goes
to those who can expand that body of knowledge. Very few products are
driven by a single demographic characteristic. Much more important in
product movement and media use than employment or any other demo-
graphic are the three LIFEs of a person: lifestyle, life cycle and life work.

Anticipate. In his best selling book about Apple Computer entitled
Odyssey, John Scully states: “The best marketing doesn’t mirror where so-
ciety is, nor where it has been. It anticipates where society is taking a turn
to a new direction. That is where really powerful marketing emerges. [deal-
ly, the most powerful marketing leverages external events that reflect so-
cial change.” —Marcella Rosen, senior vice president, media services, N W
Ayer, before the Association of National Advertisers

Television/Radioc Age, April 4, 1988
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NEW YORK: Marcella Rosen (c.}, senior
VP-director of marketing service, N W Ayer, accepls
the American Advertising Federation Silver Medal
Award from Nancy Megan {1.}, president of
Adverdising Women of New York, at the group's
luncheon. At Aght is Geraldine Rhoads, editorial
director, Aesource Center, Woman's Day, who
received the President's Award from AWNY.
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Outdoor ad field urged to look down the road

By GAY JERVEY

New Yonx-—Despite the fact that

1982 was a record year for cutdoot
advertising in terms of ad expendi-
lures, agency executives say the
medium must continue to modern-
ize its locations, keep abreast of
life-style changes and achieve
greater flexibility in meeting the
needs of advertisers.

Leading National Advertisers
information, released by the Insti-
tute of Outdoor Advertising, re-
veals that $8B7 million was spent
on vutdoor last year, a 10.9% in-
crease over 1981 spending. Of that,
$436 million went into posters and
panels, 10% more than in 1881, and
£451 million into painted bulletins,
11.9% over the previous year.

“The figure for 1982 was well
ahead of projections,” said Bill
Wilking, president of 10A, “We're
very pleased with the figures,
especially in light of the present
state of the economy. Much of out-
door's success is due 1o advertisers
orienting their media schedules te-

ward keeping their message before
the public for extended periods of
time, If this spending level con-
finues, we can expect our first
billion-dnllar year in 1983."

Others, however, point to the
fact that outdoor advertising faces
an identity crisis. Addressing a re-
cent meeting in Florida of the
Traffic Audit Bureau, the outdoor
industry's circulation auditing
arm, N W Ayer senior vp Marcella
Rosen said, "What if cigarets and
liquor could advertise on cable tv
ot commercial radio and tv?

“This is possible in the future”
she said. "Since there is a climate
for deregulation and evidence that
banning cigarets and liquor from
the airwaves did not change the
level of smoking and drinking, it is
conceivable that restrictions
against liguor and cigaret advertis-
ing in broadcast could be lifted.
This would have devastating ef-
fects on the outdoor industry,
which derives $266 million in na-
tional advertising from liquor and
cigarets.”

As such, she said, life-style
changes demand that outdoor re-
think the way it positions and mar-
kets its services.

“There have been incredible
changes in all media forms except
for outdoor,” she said. “Basically,
what was available in outdoor ad-
vertising during 1962 [was] avail-
able in 1882. The differences are
refinements in the art rather than
chanyges in the medium. While
other media—for example, maga-
zines, radio and cable—have he-
come more and more selective in
their audiences and appeals, out-
door remains a broad-reach media
option, which cannot select a tar-
geted audience.”

Ms. Rosen cited several trends,
both positive and negative, that
will influence the medium’s fu-
ture. Among them: The population
shift to the South and West, areas
tending toward more drlving;
smaller families and working
wives (the working woman has less
time to peruse signs as she drives to
the shopping center, and the gray-

ing of America, whereby an older
population is more inclined to stay
at home and watch tv.

Ms, Rosen urgéed cutdoor's lead-
ers to talk with ad agencies and de-
velop more speéific information
about the drivers and passengers
comprising outdoor’s most vital au-
dience. *The numbers are not
enough for any medium anymore.
We need to know demographlics of
an audierce and the way people in
it think and buy,” she said.

In a similar speech last month,
Robert Geary, senior vp-media
and research, Cargill, Wilson &
Acree, told an Allanta gathering of
the International Screen Printers
that despite the bloom of recent
years, outdoor's outlook is not une-
guivaocably rosy,

For one thing, “everytime you
turn around, there's another regu-
lation you haveé to live with,” he
said. “There'’s regulation on every
level of government. Fortunately,
the politicians are nat so much dic-
tating what goes on billboards, but
they are definitely dictating where
the medium goes.”

a Like Ms, Rosen, he calls for col-
laboration between the outdoor in-
dustry and the agency world, in
this case to help outdgor survive
regulatory measures and continue
to post gains.

“We need innovation and im-
proved quality, which you are giv-
ing us now,” Mr, Geary told the
screen printers. “But we also need
standardization so we can count on
quality from market to market.
Whether we're going into Los An-
geles or Nebraska, we want to
know we're going to find produe-
tion facilities for good outdoor, be-
cause we'd rather be able to pro-
duce the product on the spot and
send that revenue back into the
areas where our client does busi-
ness.

“We also need your flexibility. If
my advertiser sees that a promo-
tion isn't working and decides he
wants to do another one and wants
new outdoor up the next week, I've
got to be able to respond to that and
get that change Into the market-
place,” Mr. Geary sald.#
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heit konnten sich dias pur wenige
Kunden lemsten,

HORIZONT: Ex pibe Kritiker, die
meinen, Einhcitspeogramme iraget
2nr Zerstoruny dor kidirrelien Iden-
titdit bei.

Mirtells Rasex: Nun, das ist ¢in
curopiisches Prohlem. In den Staa-
ter massen wir U solche Themen
nicht nachdenken Kunden kénnen
ihre Werbezeiten auch so in spezifi-
schen Progrummen  kaufen. Da
sponsern wir - zum Beispivl fur AT
& T oder General Motors - vor al-
lem bessere Programme mit hervor-
stcchenden Themen, Weil perade
dicve Grogebenheiten in Europa sber

andees sind, machen wir hier Pro-

gramme, die unserent Xunden ginen
Vorsprung vor Wetlbewerben ge-
ben solfen,

Larey Soekmels [ch gluube, man
mufl rwei Sichiweisen uniensched-
den, Manche Kinden wollen imx
Programming-Geschif, um schlicht
mehr kommereielle EMzlens cu ere
reichen. Unterm Sirich wollen sie
ihre Tausender-Kontokt-Preise res
duricren, Aber darum geht e uns
fiberhaupt micht, Nehmen wir umse.
re Produktion .Day One’, die 1.8

Hor: 2oud,

Millionen Dollar pekostet hat, als
Beispick: AT & T hat da 2war nicht
alles besahly, aber cine Menge Goeid
reingestevkt, Stellen Sie shh mal
vor, SEAT in Spanien hitte das be-
rahlen solien, Der Marke in Spanien
ist gar nicht gro8} penuy, um das 2
rechtfertigen. Wenn afso SEAT an
tinem Ihnlichen Projekt intcressien
wire, witrden wir den Woenwh der
Geselischaft in den WIN-Mochanis-
mus cinspeisen und das Programm
kénnie herpestellt werden, Also
WIN macht Projekte mdglich, die
for den einzelnen Xunden hinanziell
machbar, aber nat@rlich %k¢inen
Plenniy billiger sind.

six id in dov Bundovopnblik, Wi
bringen Siv fhee hieen dasin dorg-
whvn tpewinren uid 1 orhanctred-
My snder

Rarcella Resex: Wir planen vor-
aus, Wir wissen narlirlich. dag Pro-
gramming im Sffentlich-rechilichen
Fernschen nicht maghich ist. I Pri-
vaien ist €3 abetr bercits angelaufen
und wir erletwn, dall es quer durvh
Burops mighch werden nind, Wir
haben divse Purtnenschaft mit WIN
begriindet. um auf meue Anfonte-
rungen vorbereitet ra sein, WIN st
Ja nicht nur eine Produltions- oder
Programming-Gesellschaft mit 147
angoschlossenen  Semdorn. Larrys
Firma hat amch

e eurgpidische Markt
ist keine Torts”

cine Vihion von
der wad fir dic
Zykuafl, Wir
woller  unseren

HORIZIONT: Wena 17317 Aiime
wund supte: Wir swllen em Projekt
reulisivren, nelohed dax gevignene
Prograntonionfeld fiir den Corrudo
wnd seine potenticion Kinter boret -
welreyr Ste imstande, dus zu licfern”

Larry Sarshman: Tch sefbst kunm
mir aitht vorstetien, mich flir etwas
21 motivieren., dus mir alleu enge
Grenzen sieckt. Spannender und
verantwortungsyvoller wine os, wenn
rair femuad sagts dus ist meioe Zicl-
gruppe = Aher, Einkommen und o
weiter = Und ich mOchte eine hoche
wrerlige Sendung finznsicren. foh
will etwar sabicten, von dem kh
glaube, dull o dep BedUrfnivsen Jer
Werbungireibenden enfapricht, ch
kana mir nicht sorsielien, dath wir
cin Siick Qi etnen Werhungineiben-
den schreiben. 12us wire ja gerade
so, ols wlirde cin Schoeider Suppe
kochen, und day tun wit nicht.

HORILONT: Nunt wirsen N, dlatt
Progromming eevhilivh nicht 21lin-

2}/ 40724

Kunden vor allem anderen Vorictle
und Zutritn rum Fernsehpeswhift
verwhadlen,

HORIZONT: i o Sealidw
Vetagellungen = wustn wvrcdent Nie or-
st Prophee in Europsa voveseelien?

{arry Corshimin: Wir wollen unser
entey Prujebt avmch vor fnde des
Jahres priisentieren, 1990 werdes &
drei oder vier weiterr s¢in, und &
wird sich danieh drotimh nih
vara entwickeln.

HORIZONT: Wax hut div tevn-
fur Ayer v ifrem Jodnt Ventnn?

Larry Sorshmin: N W Ayer glaube
keh. fat ekl mit wne In cln Bot
Foliogen, umt mehr Kunden 2u ge-
winnen., sondern weil sie sorause
sohavend denken omd aich serlne
dernde Mirkte im Blick huben, 1%
berishet nicht mal das Europs nach
t9yd, Zumindast wird ¢ kethieneins
hentlichen curopliiwhen TV-Marht
SOLUNIEen AUl Spenent Antrivh ge-
hen.

/2)

Dat WIN-Ryer- nahme fir Jdic
Team Yisiom Fee Werhelunden
mamming: Mar- IHORIIONT:
cehx Rasen Il wrstohe Sic
{inksjand L2y richiip= 2N
Gershman priers Prodak-

tewwen, die al
Ergitnzang 18 sexionelion pnd sutive
erctlon Diovheton 230 wehen sid,
farry Carstimam: Riachiig. WIN-
funkisniaat so. dal wic Produltae-
men. Hir umwre Maghiader machen
und dall <ic uns Projekie antrapen
Litnnene Wann immeer wit cin Thw-
ma haben, das wir nrachen wolken,
werden wir i ummseren Gimitlichen
(U7 Mitghicdern anbieten, Wir ma-
hwen i Art Vonertrag, Do wir
die Produltion heginnen, Wenn
nicht genspe mitmachen, fangen wir
13t gar nicht an. Haben wir genuy
Interaxsenten, sind also auch die Xo-
sten varntatn Danife saind wir in den
sehwnarsea Zahlen, devor nir anfan.

ax: N .

HORIZONT: (Vwe sicht fhre Zu-
st riirtit nit NOR Intornatio
sl ains, die Sie i abs Hire deutsels
Srarvewns hezvichinen”

Larey Rershman: Nun. bis jetzt hat
NDR Internatonal unterschrichen
i odn the Line of Dun: The T8I
Murdhors™, L1ay Ope™ tiiber Jie Ent-
scheihing der US-Repicruny, die
Atvnbombe ginsusctzen. Anm, i
Rad) und drei oder vier andenn
Produksiomen.

Zudem haben wir dret von il
Hathatundun-Episoden  koprodu
sivrt. div JBochatuge at the 2007 -
flen wend com Dines-Ranu? in oo
Yerciniglen Stmaken intivrt wunben.
Dabwi haben unsére hollindischen.
shwadischen umd mesilaniwhen
Muglader pwothy Beitelige geliefen.
Jie cin Sernter alkemn sich gar nicht
Weisten hdnnte,

Marcefla Nasew: Dicses Konsent
hat et Uiebwdh-E0at oot ann-
ppripiem Lokalk- Kokt Su etwos
bubwen wir movh gar ptehs fichiiy aan.
dishutivrt, Aber & hana unseren
Numden susditefichen Nutsen brin-
Een, D Lohahed:
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" SPLITTING: US-Werbeagentur
bringt TV-Coop-Sponsoring.

- WIN/Ayer peilt
Europa-TV an

Mit simpler, einleuchtender
Logik kam Marcella Rosen,
Executive Vice President der
Werbeagentur N.W. Ayer,

New York, nach Hamburg ge-

jettet; The Jolnt Venlure il
World International Network
(WIN), Los Angeles, soll mit-
telfristig besonders europii-
schen Finnen dienen. Nicht
zuletzt die Kunden der Ham-
burger Werbeagentur Wilkens
Ayer kdnnen dann ein TV-Pro-
gramm sponsern und die Ko-
sten mit anderen durch WIN/
Ayer aufgetriebenen Co-
Sponsoren teilen. Frau Rosen,
an das grofle 200-Millionen-
Publikum in den USA ge-
wohnt, hdlt ihr Sponsoren-
Sammel- und Kosten-Teilan-
gebot bei den viel geringeren
Zuschauerzahlen in Europa
fiir besonders attraktiv: ,Die
deutschen Sponsoren reduzie-
ren“, meint die Werberin, -
WIN offeriere den sponsor-
bereiten Firmen Programme
wvon iiberdurchschaittlicher

Qualitat, wie Dramen und Do--

kumentarfilme*, Zwar in Los
Angeles ansissig, arbeitet
WIN schon heute nicht nur in
den USA. TV-Gesellschaften
in 106 Landern der Welt neh-

- men Dienste von WIN entge-

aon Tn hnntcohinnd: NDR

wohnliche Sachen macht”. Etliche Kun-
den hitten bereits an die Heye-Tur ge- *
klopft, ,weil die von uns Arbeiten im
ADC-Annual gesehen haben®.

Das war frither mal ganz anders. In den
60er und 70er Jahren, berichtet Othmar
Severin, erfahrener Creative Consultant
und Vorstandssprecher des Art Directors

[ ]
Ciub . (ADC), .hatten viele Kunden s
Schaum vor dem Mund, wenn ihre Arbei- -
R FIVIF S ROV 0 SO U T UDPIOIDIPRUEE NS S
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Soclal'change will move media people to the
-i-‘._forefront, says 'Guest Edltor Marcella Rosen page 66




GUEST EDITOR'S PAGE

The media person of the future

The LS. is a culture in transition. Great changes are taking place - politically,
economically, culturally, demographically, and technelogically.

Major attenticn has been focused on technology - the marvels of the new
electronics in communications. The future and present technology is so fascinating
that the subject understandably draws crowds. The “Star Wars™ world, electronic
shopping, push-button.everything.are so exciting they dwarf other trends,

Yet, some equally important changes are happening simultaneously. Many
originai rules and assumptions governing the behavior and attitudes of Americans
are no longer warranted. Many Americans have changed their behavior with
regard to marriage, children, work ethic, leisure, money, and self-fulfillment.

Real people are running out of time. There are 168 hours in a week. Let'sfake a
look at how adults may aliocate them: working and fraveling to work — 45, sleeping
- 56; eating — 20; watching tv — 27; reading — 10; totaf hours per week - 148.

Since there are oniy 168 hours available, this leaves 20 hours per week for
everything else; running, shopping, fighting, helping with homewaork, visiting family,
friends, doing laundry, going to a ball game or movie, elc. Therelore, advertising to
pecple in the future will be more difficult. Not only because of the increasing
number of programs and options avaitable, but because there will be increasing
competition to make the consumer aware each option even exists.

Americans are changing their pricrities, as well as their lifestyles. Media people
will have to understand these changes affect the ability to reach the consumer.

Many of the old media concepts no longer apply. Rather than blankef coverage,
we may be dealing with a patchwork media plam in the future, accomodating
segmented groups with specialized media. Not only will # be more difficult o reach
consumers, it will be increasingly essential to reach them in the right atmosphere.

Americans have a right and a need for freedom of choice and privacy. The
solution to reaching busy people is not to put advertising on ski trails, at the 12th
hole, or on restroom walls. Those environments would be counter-productive.

The media person of the future will have a much more challenging job than we
have. The media professional will have to be an advetlising professional with
media expertise and computer knowhow, and marketer aware of social trends, a
psychologist, a person who has knowledge of the economic situation. Thus, he will
understand human values, behavior, and priorities as well as the economy and all
available media. He can thus select from the infinite options, the media that wifl
reach the target in the right environment conducive {0 a positive response to his
message. The media person of the future wiit thus be a genuine communicator and
a humanist in the traditional and meaningful sense of both words.

I 00, NCee

Marcella Rosen,
senior vp media director,
N W Ayer
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Social

evolution,
not media
revolution

Guest Editor Marcella Rosen, senior
vp-media director, N'W Ayer, says that
proper evaluation of the current media
revolution requires understanding of
social evolutions. The net result: media
people in the eighties will wear many
different hats — sociologist, futurist,
marketing expert, communicator,
strategist and computer specialist.

Technology. This has certainly
been the key word whenever anyone in
the advertising industry has described
the changing role of media in the
1980's and beyend.

- According to some observers
“technology'” will revolutionize the
industry. Technology, they believe,
will allow cable television to offer a
virtual cornucopia of viewing plea-
sures that will tender the network
giants impotent since audiences will be
severely fragmented. Cultural stations,
the piatitude goes, will lure the non-
and light viewers {0 watch more and
more lelevision. Further technology,
such as video games and video casselle

recorders, will alter how we use and
watch {or don’t watch) our television
sets,

The effects of technology will,
however, also involve other media
types.

The magazine industry, for exam-
ple, is poised and ready to offer indi-
vidualized issues 1g its readers to betler
service the particular needs of each
segment of its audience. Demographic
editions like Newsweek **Exccutive,”’
Time ‘B’ and Redbook **Gold'" are
only the tip of the iceberg that techno-
legical advances will make possible.

Newspapers and radio continue to
make strides in several different areas

(such as improved reproducticon
capabilities for newspapers and the
ability to have stereo on the AM dial
for radio) that will alter how we work
with thesc select media types.

Yes, it's clear that technology will
affect media selections. Surely we
shall be confronted with a wider range
of media options, making our media
schedules more closely resemble 2
patchwork quilt than a media blanket.
And so it is conceded that technology
has — or at least will — revolutionize
the industry.

1 do not reject this belief. But [ don't
think we arc viewing the lechnology
breakthroughs in praper perspective.

Karketinn & Madia Decisons — Cecmmber 18



Technology, [ belicve, is the effect,
not the cause of changing media
habits, It has not been just recently that
the technology allowing cable growth
has evolved. Quite the contrary. Cable
has been with us since 1946. Why is it
that the industry now has burgeoned?
Obviously not because of technology.
The technology necessary for video
games, video discs and individualized
issues of magazines has surely been
known for years. So why is the time
right now to have this sudden explo-
sion in techrology?

1 think the answer, while complex,
is fairly obvious: changes in society
have demanded changes in media.

It is virtually impossible to separate
social conditions and media consump-
tion palterns. One certainly affects the
other. " And so when we look at the
changes in media, we must first look to
changes in society.

People, for whatever reason, select
certain media and reject others.
Availability does not a successful
medium make. The demand for a
medium must be present. Television,
for example, was not a smashing suc-
cess at its inception. Many social ob-
servers, media prognosticators and ad-
vertisers viewed this new upstart
medium as nothing more than a pass-
ing fancy. It was not until the con-
sumer decided he wanted the product
that television began to grow signific-
antly. Again, technology was the re-
suft, not the cause of a medium's
growth.

Today, there are a host of factors
that are changing the social fiber of the
nation. Ne one factor is going to cause
the success or failure of any medium.
But they are requiring changes in
media in order to remain as useful en-
tries in the media world. We have ali
heard that media segmentation is the
rend of the future, and technology will
make this. possible. This is unwise
logic: 7 .
The public, for a vanety of social
reasons, 15 demanding media segmen-
tation o fill the various information
and entertzipment needs. For thesc
mcdia 10 conlinue, the necessary tech-
nology must be found to accommodate
these changes. Lel us now consider
some of these changes in socicty that
arc having such far reaching clfects on
mcdia consumption habits:

Relocation. Take a look at your latest
Arbitron Market Delivery bock. To no
one's surprise, it will tell us that warm
weather markets like San Diego, Los
Angeles, San Francisco, Phoenix, Dal-
las, etc. underdeliver their audience in
all dayparts. The reason is obvious:
better weather means people are spend-
ing more time out of doors. It’s the
same phenomenon that accounts for
the dramatic fall-off in viewing
throughout the country during the
summer months.

Similarly, newspapers tend 10 be
read less in those markets where
people drive to work (like Los
Angeles) and better read where they
commute by bus or train (like New
York). Radio, meanwhile, tends to
enjoy more listening in cities where the
automobile is king. These are not due

11

less couples, homosexual partners,
abortion and divorce did not exist in
significant numbers. Media reflected
this homogeneity.

A single magazine like Ladies'
Home Journal or Good Housekeeping
could cater to every conceivable need
of the housewife. Similarly, television
was predictable. Since the family
watched television as a unit, program-
ing had to be broad enough and tasteful
enough to appeal to all members. A
wide variety of options was'.l' Jjust not
necessary. o

Things are not so simple today. In
the social structure of the nation
virtually anything goes. Sixteen per-
cent of all births are to unmarried
women (up from only 5% in 1960).
One and two person family size is now
the rule (53%]) rather than the excep-

Today, there are a host of factors that are changing the social
_fiber of the nation. No one factor is going to cause the success or
failure of any medium. But they are requiring changes in media
in order to remain as useful entries in the media world. We have
all heard that media segmentation is the trend of the future and
technology will make this possible. This is' unwise logic.

to conscientious efforts to alter media
consumption patterns, but rather a re-
sult of what living in a certain region
allows.

America is on the move. The 1980
Census confirmed what most of us
already knew; we, as a nation, are
leaving the crime, crowds and cold of
the Northeast and relocating to the
more sedate life of the sun-belt region
of the country. Cities like San An-
tonie, San Bernadino and Houston are
virtual boom towns.

With these moves go media habits.
In a changed environ people will adjust
to the media patterns of that particular
area. It’s nol planned and not inten-
tional; it's simply that the changed life
style will cause us 1o alter our media
habits.

Families. During the 1950’s and 60°s
the family was a dependable unit.
People got married, stayed married,
had children and owned a home. Such
variations as live-together lovers,
single parents, working spouses, child-

19

tion (41% tn [960). Some 53% of
women with children are in the labor
force, a significant rise from 1960
when the number stood at 32%. As
you can see, the familial structure is
not as it was.

The media necds of cach family unit
are, therefore, particular to them-
selves. With such diversity in society,
no one medium can possibly do it all.
Each medium must make the necessary
adjustments to remain viable and valu-
abie to the changing segments of soci-
ety. Thus technology was required by

all the media to restructure themselves

and serve the non-homegenous aspects
of the United States. Once again, rein-
forcement of the fact that technology is
the effect, not the cause, of the media
revolution.

The “Me” Generation. The baby
boom generation has had a dramatic
impacet on the nation since il made its
debut somewhere around 1946. The
overwhelming size of this group has

Continwed on pags 100
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We're making it
easierto reach
Renaissance

Buffalo's coming alive with new hotels,
restaurants, theater A waterdfront renovation.
A capid transit system. New. light industry
And a hearty, active L7 miliion consumers
with an effective buying Income of over $11
billion a year®

The News, Buffala's number one advertising
medium, Is changing. too. With a new, easler-
to-read G-column news farmat, With a new
B-column advertising format, and standard
advertising unirs. A daily readership of
656,000 - neady 300,000 more than the
second paper And a vital, interesting Sunday
editorial package that reaches 489,000
readers**

In Renatssance Buffato, the place tobe
seen is The Buffalo News. Seven days a week,

THE BurraLo NEwS

One News Plaza - Buffato, NY 14240
(716}849-3422
Hugh G Monaghan, Gen. Adv. Mgr.

Represented nmnionally by Story 8. Kelly-Smith,
Amencan [ubfishers’ Representatives L1, The
teonacd Co.and Menwta Associazes
*Source Sales and Madketing Manugement,
Survey of Buying Power, !O%O
*TSaurce; Three Sigma ‘80

SOCIAL EVOLUTION wemen

forced the nation to adjust itself to the
needs of the ‘*boomers.™

The public schoel system, for
example, was remendously expanded
to accommodate them. Parks and rec-
reationzl facilities were expanded 1o
accommodate them. The flight to the
suburbs was done to give them a better
life. They have certainly had things
their way for the past 35 years.

This group has moved through the
system as a bubble affecting all things
in which they came in touch. Media is
no exception. They grew up with tefe-
viston and, unlike their parenis, have
demanded maore and more from the
medium. They were not content with
bread based magazines that covered a
number of topics; they demanded
something written for their special
interests. Newspapers were not attrac-
tive to them as purveryors of just news;
they had to offer more entertaining fea-
lures.

The baby boom is now approaching

Boys’ Life reaches

3% million

big appetites every month.

Boys are two-fisted eaters. They
particularly like cookies, snack
cakes, fruit, cereal, ice cream, candy
and gum —followed by large quan-
tities of milk and soda.

What's more, boys choose the
brands they consume. This is true
for the foods their families buy, as
well as the ones boys pay for them-
selves. A subscriber survey by
Erdos & Morgan, Inc. showed 93%
of all Boys' Life subscribers select,
or influence the selection of, brands
of food bought by their family lor
use at home, on cochouls, elc.

{212) 532-0985
(3127 7R2-6950

(L]

A new Reader Panel survey of
the Boys' Life market for snacks.
cereals and desserts was conducted
this Spring by Leslie A. Riffkin &
Associates. The report on this sur-
vey is based on a 77% response
rate, and provides extensive cover-
age of brand preference, consump-
tion levels and purchase influence.

For details on the findings of this
report, and how you can reach
this lucrative market, call Bob
Goldsmith, Marketing Director, at
{212} 532-0990, or contact your
local Boys® Life representative.

When the male youth market is your

target audience, you can’t miss with

BOYS LIFE

THIE MAGAZINE FOR ALL BOYS
Published by the Boy Scouts of America

(213} 802-257
{404} 939-83A

middle age and their peak carnug
years. For the nex! twenly years
boomers will not only have the size but
wilt also have the economic and politi-
cal clout to be one of the most influen-
tial groups to ever hit this country.
Media will have to adjust to serve this
important group.

Technology will have to advance in

order to keep pace with the demands
placed on media by the ““Me™" genera-
tion. With the technology will come
even more media segmentation. Once
mere we see that the sacial changes in
the nation will lead; the téghnoiogy to
accomplish it will follow. "
The Economy. Inflation is eroding
the affluence of the nation. Despite the
fagt that median household incomes
continue o rise, the amount of dispos-
able income is not keeping pace. The
Bureau of Labor Statistics shows that
the standard of living for a medium in-
come family has risen, since 1978,
from $18,622 to $23,134, an increase
of 24%. During this same period,
however, disposable income increased
only 17%. Similarly, the standard of
tiving for 2 *‘*higher income™ family
has jumped from $27,420 toc $34,409
(up 27%}. Disposable income is up
only 17%. The cost of essentials con-
tinues to take a larger and larger share
of our pay checks.

What is even more shocking is the
paltry amount of money that is actually
disposable. The BLS reports that a
medium income family of four will
carn $23,134 per year. Total family
expenses (which includes only the es-
sentials like food, housing, transporta-
tion, clothing, medical care and taxes}
is $21,067. This leaves a grand total of
$2,067 {some $40 per week) for such
frivolity as college tuition, a movie,
Christrnas gifis, cable television, mag-
azine subscriptions and video cassctlle
recorders. If we look at those fortunate
enough to be considered *‘higher in-
come’’, their disposable income ig
onfy $3,440 per year or some $66 per
week. Not an encouraging situation.

This must surely have ramifications
on media. Just think, for example, of a
family being offered a cable television
scleclion where cach additional tier
will cost $8 10 §15 per month. A fam-
iy will select only those options that
will be used numerous times through-
ouf the month.

Markeing & Media Ceasions — Gecember 1981
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It is clear that the economy will
have some effect on media
growth patterns of the 1980s.

37

On the positive side, however, a
family of four would certainly hesitate
to spend 320 to see a movie when they
can get free entertainment at home or
use that same $20 10 purchase the HBO
pay cable option. '

With the cost of magazine subscrip-
tions and single copies increasing
every year, the magazine reader will
be a little more selective in his choices
of reading fare. There very well could
be a move toward broader based mag-
azines that can cover scveral arcas of
inlerest to the reader and a much more
active exchange of magazines between
families, which would result in in-
creased readers per capy.

Whatever happens, I think it is clear
that the economy will have some effect
on media growth patterns of the 1980s.

This brief list of social changes is
certainly not exhaustive. Ancillary fac-
tors such as crime, available leisure
time, educational attainment, etc. will
also contribute o alter the social struc-
ture of the nation. And, as this anicie
has demonstrated, eventually the
changes in the social struciure will af-
fect the media consumption habits of
the nation.

It's a classic supply and demand
situation. Changes in society evolved
so that a demand for new media forms
was necessary. The available technol-
ogy was waiting and was able 1o move
in quickly and supply product to fili
the necd.

Certainly there are fechnological
advances being readied today that will,
in time, render today’s new forms of
media passe. But while the supply side
is ready, it will not be a real factor
unti! the demand side begins to see a
need for new media forms.

Video discs might be a dramatic
cxample of this. This technology has
been avaifable for some time and the
supplier is actively pushing the prod-
uct. Sales have languished because
there is no perceived need for such a
Juxury Mem. The nation 1s just begin-
ing to receive sometihing beyond three
or four viewing options on their tele-
viston sets lor free. There are surely

102

enough options, free of charge, (o
satiate even the heaviest viewers of
television. In time the perceived bene-
fits of ‘‘controlled programing,”
which ver and video disc offers, may
be increased and the demand for them
may begin to rise. Again, despite this
available technology, it is going to re-
quire changes in society to move this
preduct ahead.

S0 what does all this mean to us as
media professionals? Plenty.

It will alter our preparation of media
plans as well as the role we will play in
the marketing process.

One thing is certain: there will be
less emphasis on cost per thousand
comparisons and GRP analyses. Media
planning will be less a science and
more an art as we will have to begin to
offer conceptual answers to questions
that have long been answered by
numerical comparisons. Let me look at
five arcas where the changing social
situation will have a dramatic impact
on media departments:

1. Media plans will be pieced to-
gether. Technological advances in
media and the resultant media (rag-
mentation will make it maore difficult
to reach the consumer. Ne longer will
just one broad based medium be suffi-
cient to deliver large reach numbers.
Rather, we shall have to piece together
various media pieces 1o achieve reach

levels that are atiainable today through

one medium. A media plan will begin
to look like a jig-saw puzzle, with each
piece tnterlocking lo form an entire
picture.

2. Rapid acceptance of media. His-
torically, media people have been
chronic procrastinators. **Wait-and-
see’” is the prevailing attilude for ev-
erything from new magazines (0 new
research services. The technological
tmprovement in media will make this
conservatlive approach untenable. We
will have o evaluate new ideas, make
decisions and support those good ideas
with vigor and, more importantly, with
money. By waiting and seeing, many
strong 1deas will not survive and we
will be cheating our clients out of new
media opportunities.

3. Keep abreast of sociol changes.
Obviously this is key fo all luture
media planning. As | have shown
throughout this article virtually every
social chanpe will, in time, be lelt by
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There will be jess emphasis on
cost per thousand comparisons.

1

media. We will have to be aware of
these changes and take them into ac-
count as we piece together our patch-
work media plans. Media like the New
York Times, American Demograph-
ics, Newsweek and Time, and even
magazines like Psychology Today and
Money will be required reading for ali
media professionals just to Keep track
of changes in society.

4. Provide tighter definitions of
target audience. The only things men
25-49 have in common are {[) they are
male and (2) they were born between
1932 and 1956 — not a lot of common
ground. With more selective media
options we will begin to be able to
reach segments of each bread category
in their own environment and look at
them as more than an age or an incaome
group.

5. More precise research tools. If
point tighter definition of target audi-
ence is to hecome a reality we are
going’ to have to have the research
tools to 'go beyond mere demograph-
ics. Tools Jike PRIZM and VALS are
beginning to make this a reality. 1
think, too, that we arc going to have to
find research methodologies that do
not require interviewer recali. We can,
thereby, avoid the prolonged battles
like SMRB vs. MRI. Systems like
QUBE that ask only for viewer feed-
back and have the ability to scan a sys-
tem to see what is being viewed (and
avoid any kind of memory errors) are
surely to be of increasing value in the
years ahead.

There will be other effects on media
as the technological growth and social
changes coptinue.

But the net result of this is thal
riedia people will have to be more than
fust people who put together media
plans. They will have to wear many
different hats, such as sociologist,
futurist, marketing expert, com-
municatar, strategist, computer
specialist and manager.

With all these activitics falling, the
media ared department should be 7THE
exciting place to work in the 19805 and
beyond, W
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The Role of Magazines in the Cable Decade

By Marcella Rosen

(Editor's note: The following are excerpts of a
speech delivered before the Magazine Represent-
atives Association of Seuthern Celifornia in Los
Angeles on May 19.)

I have heard that
some industry ob-
servers are predict-
ing that the
availability of special
interest program-
ming viz the cable
will make magazines =

an ancient and passé
form of communica- % \
tions. Telecommuni- .

cations, they argue, Rosen

is going to engulf all media forms. In effect,
cable television will desiroy the magazine
industry. 1, for one, do not agree. But let us
not, on the other hand, naively think that
cable growth will have ne effect on magazine
readership and that we can simply proceed
with business as usual, Somewhere between
the two extremes lies the truth.

I think that cable wili affect magazines in
four different areas: (1) reading time; (2) the
continued fostering of the special-interest
areas; (3} encouraging the birth of more and
more magazines; and (4) a continuation of
the crisis in magazine audience research.
Let us first consider reading time,

Fact: Cable television does have an effect
on the viewing habits of the American
public. A.C. Nielsen found that when 2
home is not a cable subscriber, it views, on
average, 45 hours of television per week.
Add a cable hookup and that total leaps to
512 hours per week—an increase of 15
percent. Add a pay-cable option like Home
Box Office or Showtime and the average
weekly viewing again jumps——this time to
nearly 5342 hours. That's a 20 percent in-
crease in viewership over non-cable homes.
Pretty dramatic.

But is this cause for alarm for the maga-
zine industry? You bet it is.

The fact is, time between work and sleep
is not expandable. As more and more media
compete for the same available time, the
public will have te make inecreasingly dis-
crete judgments as te how that time will be
spent.

If the magazine industry does not respond
to the challenge presented by the electronic
media in an imaginative and forceful way, it
increasingly runs the risk of losing its share
of the public’s disposable time. However, if
the magazine indusiry does seize initiative
and perceives it as an opportunity, it could

Marcella Rosen s senior wice presidentimedia
divector, N W Ayer Inc., New York.

create an environment where magazines
and cable complement each other.

Both Time and Newsweek indicate that
sales of their magazines are most brisk at
the newsstand when a major news story is
brezking and is receiving a great deal of
coverage on television. Time always points
to the incredible success of the issue which
reported on the trip of Pope John Paul IT to
the United States following a full week of
television hype. It seems that news report-
ing on television titillates the public and
makes them desire more information. Tele-
vision cannot give the viewer the in-depth
coverage which a print medium can.

It also works the other way. Consumer
magazines can work as a test ground for the
taunch of cable programming. We can look at
those categories where magazines flourish
and assume these are ideal candidates for
cable program ideas. Why not a program on
golf or tennis or running? Look at the
grawth of the science field with Nexf, Sci-
ence 81, Discover, Science Digesl and Scien-
tific American. Feorbes and Forfune
increase their frequency of issue with noloss
in audience. New business bocks like
Money, {nc., Savvy and Venture are intro-
duced and are resounding successes. Televi-
sion spawns programs like “606 Minutes” and
“Wall Street Week.” This seems like an-
other area that is ready for cable program-
ming.

The conclusion which I draw from all of
this information is that readership levels
will not be affected by the growth of cable
television. People will cantinue to read mag-
azines for the same amount of time as they
do presently. But here is where cable will
begin to be felt. While reading time should
remain unchanged, the number of issues
read per person will definitely increase. In
other words, more magazines are being read
within the same amount of time,

So what does all this mean? For advertis-
ing, it could result in longer magazine lists to
increase the number of peaple exposed, or it
could mean shorter lists with more insertion
per title {o increase the chances for ad
registration. Regardiess, I think twe areas
will be significantly affected. First, I think
we will see more innovation in unit sizes in
an attempt to gain recognition. Second,
positioning within the magazine will become
even more important as the reader spends
less time with his magazine.

The second area where cable will be felt in
the magazine industry is that it should help
to conlinue the growth of special-interest
mapazines. This is a trend which has been
growing for many years but should become
more of a factor during the cable decade.
Two reasons support this conclusion. With
people spending less time per issue of their

favorite magazines, they will become in-
creasingly more selective. The lack of time
will force readers to focus their attention.

Also, cable growth has not followed the
expected patterns. Most of us expected the
cable boom to spawn a potpourri of special-
inferest programs—a program, it was fore-
seen, for each special interest. This has not
materialized. To date, cable has offered
mostly more of the same broad optionstoihe
viewer. The public will, for the moment,
continue to turn to magazines for their
special-interest information.

The reading public demands these special-
interest types of magazines. So if this is
true, why has the advertising industry been
so hesitant to give special-inferest maga-
zines their support?

Simple. It's the curse of all advertising
and media thinkers-—advertising efficiency.
This is indeed unfortunate because special-
interest magazines have numerous inherent
advantages. For example, special-interest
magazines enjoy less advertising clutter
than publications like Woman's Day, Play-
boy, Time, qor Newsweek.

Special-interest magazines also enjoy a
more thorough readership. Position of the
ad is less important with special-interest
magazines since these types of magazines
typically attract a more “through the book”
readership.

Bo if it 1s true that cable television will
inspire the special-interest aspects of the
magazine feld, does this mean that mass
magazines are doomed? I don't think so.

Mass-reach magazines are like the corpse
that won't lie down. I'm referring to the
ability of major publications to offer a cus-
tomized issue to each reader by providing
different ediforial content combinations te
reflect the specified areas of interests by
each reader. These magarines could provide
2 national editorial base, then “scoop out”
the innards to give the reader more of what
he or ghe desires.

Ineffect, the reader would get the best of
both worlds. Those major magazines, by
catering to the specific needs and prefer-
ences of a particular reader, begin to ap-
proach the ambience of a special inferest
magazine; yet the reader has access fo the
editors, the writers, the photographers and
the clout which is available only with a mass
magazine. By adjusting its editorial pack-
age, these broad-based magazines can
breathe new life into their audiences.

What does this mean for advertisers?
Probably a narrowing of the gap hetween
mass and special-interest magazines in
terms of advertising cost-per-thousands.
The mass magazines will continue to offer
national advertising rates for its many ad-

{Continued on pagc 40}
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{Continued from page 38)

vertisers who need the mass-reach aspects
of these publications. But because more
editorial will have to be prepared, advertis-
ing costs will necessarily increase—proba-
bly significantly. But these magazines can
alscoffer special-interest type of positioning
by seliing to advertisers those sections
which are added on special editorial.

The third area where cable growth will
penetrate magazines is an offshoot of the
special-interest field. We expect to see more
and more new magazines being launched in
crder to allow the reader a more selective
reading opportunity. Look at how maga-
zines have become more targeted. Women's
magazines begat working women’s maga-
zines which begat a magazine for working
women who are also mothers. Skiing wasn™t
targeted enough—we needed a special mag-
azine for cross-country skiers. Running
magazines were not adequate for those
people who want to run the marathon. More
and more, the magazine industry will con-
tinue to zero in on particular targets.

What does that mean to us in the advertis-
ing industry? For you on the selling side it's
going to mean more competition for the
available advertising dollars. It is going to
require your editors to fine-tune their prod-
ucts. Only the strong, well-edited maga-
zines will survive. It is going to require that
you on the sales force know your product—
intimately. I think the major battles will be
conceptual in nature rather than numerical.

On the agencyfadvertiser side we are
poing to have to look much closer at new
magazines. It is no longer practical or pro-
fessional to assume a “wait-and-see” posture
toward placing advertising space in new
magazines. Unfortunately, this has been the
prevailing attitude of too many media people
and advertisers.

Consider such things as: bonus circula-
tion due to rapid first-year growth; excellent
posttioning of ads since the magarzine is so
uncluttered; new interesis concentrating on
the new lifestyles and new interests which
are relevant to the 1980s; low cost to adver-
tisers; and new atfitudes: each new special
interest or fad gets its own magazine. As
that particular lifestyle or fad begins to
wane, its magazine will cease publication. If
we want 2 vital and prosperous magazine
industry we must encourage the introduc-
tion of new magazines and offer them adver-
tising support.

The fourth area where cable will be felt by
the magazines—but mostly as a result of the
previously discussed points—is the maga-
zine audience research field. With more
magazines being introduced, with more pub-
lications being considered for schedules,
with qualitative judgments being an inte-
gral part of any media plan, the chaos which
we found in magazine research over the last
two years will reach staggering proportions.
[ don't know if we have the capability to
effectively and accurately retrieve audience
estimates.

It is time that we, the users, take the
leadership position in defining what we
consider acceptable. Over the next few
years, the magazine industry will have to
make major adjustments to the status quo.
The growth of cable will be felt and in a
number of different ways. Let me describea
Sfith way in which cable growth will affect
magazines, not as a medium, but as a
business.

It is in the area of business expansion, and
it is aiready underway. Cable offers new
business opportunities for publishers, It
offers utilization of editorial resources for
multimedia programming. Time Inc. not
only publishes seven major magazines but
also owns cable systems, the largest pay
cable network, HBQ, and produces pro-
gramming for HBO. ABC is developing a
channel of cultural programming and has
formed a joint venture with the Hearst
Corp. to develop women's programming.
CBS Cable plans a cultural performing-arts
channel.

Dow Jones has a weekly cable business
show and owns a transponder in space. Most
recently, they formed a joint venture with
Knight-Ridder newspapers to buy USA Ca-
ble Network. Meredith Publications and
Charter have each announced the formation
of a cable development division to expand
into new business opportunities offered by
the new technology.

So the cable decade will have definite
impact on magazines but not in a negative
way. On the contrary, probably a positive
effect. I, for one, look forward to this new
era in magazine buying and selling. It is
going to chalienge us and test us as media
thinkers. But perhaps, most importantly,
by increasing the options, it will allow more
carefully tailored and more creative solu-
tions to advertising needs. |



CONSUMER MAGAZINES
by MARCELLA AROSEN
seniar vice president,

media director,

N W Ayer ABH International

A plethora of platitudes

While many of us have been waiting
for cable television to deliver a knock-
out punch to the magazine industry,
magazines may have absorbed their
punishment and weathered the
onslaught. In fact magazines {(both

special interest and broad based) may
be entering one of their most healthy
periods.

I know this flies in the face of much
of the tndustry-wide logic; but when
we separate the platitudes from the
facts it becomes clear that the maga-
zine industry is healthy and vital. Let
me take this opportunily fo dispel two
of these media platitudes.

Platitude No. 1: Special interest
cable pregraming wili eliminate
and replace special interest
magazines.

To date there is no indication that this
concept is developing. Cable growth
has not foliowed expected patterns.
Most cbservers expected the networks
to continue {o provide for the broad
based audience while cable television
would offer special interest types of
programs. A program, it was envis-
aged, for cach special interest. This
would be a real threat to the magazine
industry.

As we are_aware, this scenario has
not yet materialized. Cable growth
has, in fact, been able to offer more
broad options to the viewer and, thus

OTHER GROWTH
MARKET REPORTS

Next month
Minneapolis-St. Paul

Covered in past issues

November — Seattle, Washington
December — Portland, Oregon
January — Boston, Massachusetts
February — Houston, Texas
March — Denver, Colorado

April — Greater Hampton Roads

Reprints available on following:

Seattle, Portland, Denver, Greater Hampton
Roads — 1-25 copies $1.50; 26-100 copies
$1.35; 101-300 $1.25; over 300 copies $1.00
each. — Write to Mary Ann Maione,
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342 Madison. Ave. New York, N.Y. 10017
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far, special interest programing has
been ignored.

All of the new options being offered
via the cable such as Home Box Of-
fice, Showtime, ESPN, CNN., etc. are
broad enough (despite their cutrent
small size} to appeal to all sectors of
the viewing public. Despite the op-
timism of our industry there does not
appear to be any real move toward
special interest programing.

Magazines, therefore, will continue

to be the special interest medium cater-
ing to the needs of specilic audience
groups.
Platitude No. 2: Magazines are a
special interest medium, The
growth of special interest maga-
zines and cable television op-
tions will cause the demise of
broad hase, mass magazines.

Mass reach magazines are like the
corpse that won't lie down. While in-
dustry observers continue to pro-
nounce their euthanasia, these giants
of the magazine industry continue to
breathe life. Technology may well be
the savior for these mass publications.

Were all things to remain the same
with mass publications, one could
argue quite astutely that this genre of
magazines could be facing seme major
tribulations in the near future. But with
the availability of new technology in
the printing, editing and binding proc-
esses, mass magazines can adjust their
product to better serve the needs of the
public.

I'm referring to the ability of major
publications to offer a customized
issue to each reader by providing dif-
ferent editorial content combinations
to reflect the specialized areas of inter-
ests by each reader. These magazines
could pravide a national editorial base
— then “‘scoop-out’ the innards to
give the reader more of what he or she
desires. In this way a magazine like
Better Homes and Gardens or
McCall’s can add editorial about
working women for those readers who
are employed; can add or delete sec-
tions on child-care depending on the
presence of children in the household;
can even adjust the child-care editorial
for the age of the child.

The optiens are limitless, but this
docs serve to demonstrate how the
editorial package can be custam-made
far cach reader. This may seem rather
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futuristic but according to knowledge-
able industry observers the technology
is in place right now to handle this cus-
temized magazine concept. By provid-
ing a made-to-order package the mag-
azine now becomes vital reading farc
for its entire audience.

The insight offered by the people at
PRIZM could also be valuable in this
area as magazines can adjust the
editorial package by psychographic
subset.

In effect, the reader could get the
best of both worlds. These major mag-
azines, by catering to the specific
needs and preferences of a particular
reader, begin 1o approach the am-
biance of a special interest magazine.
Still, the reader has access to the
editors, the writer, the phatographers
and the clout which is available only
with a mass magazine. By adjusting its
editorial package, the broad-based
magazine could very well enjoy a re-
naissance during the coming
years. W

RADIO

by JOHN MESKIL

group senior vp-media & corporate
administration, Warwick, Welsh & Miller.

Radio in the era
of cable tv

We have been reading 2 good deal
about cable television and how it will
impact the future of conventional
television. Butl the theory that televi-
sion will bear the brunt of the frac-
tonalization, resulting in decreased
vicwing time, semains 1o be seen.

It is possible that cable television,
videodiscs and cassettes will bave an

Gz

even greater effect on the other media.

Radia, in particular, will have to go
through another period of adjustment,
as it did in the '50’s when television
became the primary medium for mass
coverage.

One of the major reasons why radio
can be affected more than television by
the growth of cable is that cable tele-
vision is actually more similar to radio
than television in many areas of com-
panson. For example, the average
number of systems, per market
{DMA)}, clearly illustrates the point, as
follows:

Aver. Ro.
Total number Tv — cable — radio per OMA

128 Commercial tv stations 36
4600 Current.cable. tv systems 227
7,000 Potential cable tv systems 345
7.690 Commercial radio statians 379

Further, most radio is local and
small scale. It programs with a rifle,
not a shotgun. For a radic station to
become or remain profilable, it must
develop a hard core listening audience
and appea!} to the life style and listen-
ing taste of a highly selective listener.
Cable is also selective. It won’t deliver
as many people as general broadcast,
but its concentration on a particular
type of viewer will be high.

One of radio’s selling points is its
lost cast, making it more affordable to
a wide variety of advertisers, Cable tv
is low cosi. The cost of one primetime
television announcement can fund 100
anncuncements on cne of the cable
networks.

Radio’s ability to provide frequency
rather than reach makes radio the ideal
medium to sell in conjunction with
conventional television, whosc costs
inhibit necessary frequency for many

advertisers. Cable tv also offers fre- -

quency. The greater number of units
affordable will generate the kind of
frequency more typical of radio than
television,

Radio has been selling the advan-
tages of sponsoership of specific pro-
grams. Almest all of the radio net-
works — CBS, ABC, Blair and RKQ,
o name 2 few — will allow single ad-
vertisers to sponsor programs appeat-
ing to a spectfic segment of the popu-
fation. This type of sponsorship is rem-
iniscent of the early days of radio
when only the largest advertisers could
sponsor programs. Cable, due to its

low out-of-pocket costs, also offers
spansorskip opportunities. An adver-
tiser can sponsar anything from a ten-
nis match to a how-to-fix-it program
without overtaxing his budget. All that
is required is a-little imagination and
the willingness to accept some risks
without the benefit of research to vali-
date viewing levels.

We could continue to mention many
other media comparisons between
radic and cable tv, such as geographic
precision, flexible commercial lengths,
advertiser supplied programing op-
tions, merchandiseable packages.

. Perhaps the biggest challenge that
radio will face from cable is in the area
of programing, where the two media
forms are very dissimilar. In my opin-
ion, this will give cable a decided ad-
vantage over radio in the long haul.
Radio’s programing strength is in
providing fast, up-to-the-minute news,
weather and sports bulletins.

Radio survived the chalienge of
television by changing essentially into
a local advertising medium, providing
local infarmation and recorded music.
Cable will be able to provide its
viewers with better news, sports and

“weather while offering the many other

programing options of television, from
drarna to theater to special cvents.

By pointing out the many
similarities between radio and cable, [
am not predicting the demise of radio.
1 am atternpting to point out that radio
Is entering an era where they are going
to experience another challenge from
ancther medium. Cable has many of
the same selling attributes as radio,
plus the advantage of greater propgram
diversity coupled with the obvious
creative advantages of television. |
think the sellers of radio as an advertis-
ing medium, are defuding themselves
if they think cable is going to frac-
tionalize television viewing time to
provide radio with a seilling advantage.

Radio was able to survive the
growth of television and they will cer-
tainly be able to survive in the cable
growth period, but not without some
adjustments in listening patterns based
on adjustments in programing during
the 1980°s. It is noae too soon to ask
the question of how well will radio ad-
just and what adaptation will be re-
quired for radio to continue to show
the revenue gains of over [2% that it
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EXPOSURE IN:

NETWORKS

ABC-TV

CBS-TV

NBC-TV

FOX Broadcasting Corp.

MAGAZINES

AD AGE :
BETTER HOMES & GARDENS
BROADCASTING
BUSINESS WEEK
COSMOPOLITAN
COUNTRY AMERICA
COUNTRY LIVING
FAMILY CIRCLE
FORTUNE

GENTLEMEN’S QUARTERLY
GOOD HOUSEKEEPING
HARPER’S BAZAAR
LADIES’ HOME JOURNAL
LIFE

MCCALL'’S
METROPOLITAN HOME
MIRABELLA :
MONEY

NEWSWEEK

NEW YORK MAGAZINE
PARENTING

PEOPLE

READER’S DIGEST
REDBOOK

SOAP OPERA DIGEST
SOAP OPERA WEEKLY
SPORTS ILLUSTRATED
TIME

TV GUIDE

U.S. NEWS & WORLD REPORT
VOGUE

WORKING WOMAN

RADIOC

ABC Radio Network

CBS Radio Network-Gil Gross -
CBS O & O stations
MediaAmerica

Shadow Traffic

Deborah Norville Show

LOCAL TELEVISION
WFLF-TV Chicago
WWOR-TV New Jersey
WTTG-TV Washington DC
KDAF-Dallas

KRIV-TV Houston
WNYN-TV New York
KTTU Los Angeles
KSTU-TV Salt Lake City

CABLE

A&E .
CNN

Discovery

Lifetime

Nickelodeon

TBS

TNT

USA

NEWSPAPERS
THE NEW YORK TIMES

NEW YORK NEWSDAY

OUT OF HOME
Ackerly Airport Advertising
Gannett (all markets)

OTHER

ENTERTAINMENT TONIGHT
LIFETIME "SEIZE THE POWER"
NBC WEEKEND

SALLY JESSE RAPHAEL
SONYA LIVE!

CATHY Cartoon Strip
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IN THE LAST
ELECTION,
39 MILLION
WOMEN
AGREED.

They gave up the power o make an impact on
erinte, drugs, coucation, pollution, poverty, bealthcare
and the bomelean. The power to change thedr lives,

On November 3rd, don’t be one of the women

no one hears.

MAKE THEM LISTEN.
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Someone who will decide whether your children get
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“The 1992 Campaign

-

“They have tremendous power if they only use f1.”  JEANNE CHINARD

A young woman rushes into an ermer- [and poverly, education and unemploy-.

gency roam, clutching her bahy o her
chest. She begs for help for 1he child

“rhut meels with empy stares and curt
Canswers. Frusiraied, she sits down in

an empty hall, rocking the baby as she
walls.

Avoice says: " This November, there
Is someone who has the power 1o
change your life. Someone who will
have a major impact on heolth care

mem, Someene who can make a differ-
ENCE ... You."

The screen fades w black, and a
stalement appears: 'Most politicians
sl think women should be seen and
not heard.'* And then: “"Make them
lislen. Vote™

This 30-second public service adver-
tisemeanl and & simblar bul longer one
are the products of The Deciding Vole,
a greup of more than 50 women from

-Nonpartisan Group Exhorts Women to Vote

advertising companics and news and
enlertalinment  organizalions.  The
group was formed two months ago to
prochuce a sel of advertisernents urging
women 1o vote,

Nao Positlon on [ssues

The Deciding Vote Is determinedly
ronpartisan and has avoided taking
posillons on so-called women's issues,
like aboroion and sexaal harassren,
that have become flashpoinls for the

Democratic and Repuldican Parties.
The group’s message is simply to urge
WOomen to vole. .
“There are so many wamen who
don’l feel that they have any influence
or efiect on the worid arcund them or
on their own lives or on their chitdren's
lives,” said Jeanne Chinard, whe i5 an
execitive vice presklent and senior
crealive director al Young and Rubi-
cam in New York Cily and whu came
up with the idea for the advertise
ments. “*But In fact they have tremen-
dous power W they only use it""
According 10 The Deciding Yoe, 39
million women who were eligible to

vote did ant du =0 in the s Presiden-
tial election. Of those, 9 million were
registered.

Marcella Rosen, an execulive vice
prestdent af Ayer Inc., founded the
group afrer atending sevoeral fund-
rpsing events for female candidales
and orpanizidlions, She snid that in
whiit has become known as the “Year
ef the Waman,” women had to be en-
courraged 1o vote for their own inter-
eSS,

The result is a campaign that wilt
Fun in coming weeks on the major
netwnrks, cable services and radio, in
mare Than 30 magnzines and {wo news-

papers, and on billboards in 160 ajz-
parts, Ms. Rosen said she expected the
advertisements, which are run without
charge. (o receive the equivalent of §3
million 1o $4 million worth of space
the mext menth,

The numparlisan natuee of the cam.
pRign allracted women from & broad
range of organizatkons. .

“That's whal made me feel good

‘about supporting it sakl Lisa Vaik,

rublisher of Time, which wil! run the
adveriisements this month, B don't
think we should be In the position. of
telling women how (o vole, Just encour-
aging them 1o get out 1bere,"” -




1992 is a critical election year for women, because the issues of 1992 affect women as
never before.

Big issues, like education, job rights, abortion, healthcare. And there are lots of
important local ones too.

They’re all at the core of women’s lives today. We believe women should help decide
them. That’s why we started The Deciding Vote---Women 1992,

We’re not feminists or partisans. We’re neither left nor right. We see issues-—--but we
don’t take a position on them.

Except one. We think women have to vote this November.

We're a group of people in the communications business. Those of us in advertising
are putting together some television commercials and print ads. Those of us in media
have been soliciting pro-bono space and time---and we’ve succeeded (see the following

page).

We’ll be on network and cable TV, in major magazines, on talk shows, radio, airport
displays, and in movie theaters. Practically everywhere---and that’s the way we think
it has to be if we’re going to succeed.

That’s why---in spite of the tremendous media support so far---we’re still looking for
more. More donations of TV and Radio time and Magazine and Newspaper space. -
Mentions in broadcast show scripts, in editorial material in every medium, via public
relations---any and every way to spread the word.

You see, it’s a message that’s so important that it really can’t be said too often.

We’re aiming to start this effort on October 15--two weeks of intense communications
effort to get women to cast a vote on issues that are critical to them.

There’s still time to help-—with your space, your time, and most important, your
commitment. We figure the last vote we get out could be more than just another vote.

It could be The Deciding Vote.”

ALARCETIA RSN =« Chairpersorn = fSvccnifve Vice President = Ayver = Tel (212 A74-5815 = Fax (212) 7485070

*The Deading Vote---Women 1992 is a not-for-prain organizawn applying for excmption under section 301(c){3} of the Internal Revenue
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In a year in which
“women’s issues™ are on
every candidate’s lips, it
doesn’t take much to
predict that women's votes
could sway the election.
But it took Ayer, Inc.’s
Marcella Rosen {above),
one of the top executives
in advertising, to try to
make sure they do. | first
heard abourt the
nonpartisan group
Marcelia heads—women
{and men} in
communications whose
goal is to get alf eligible
women to vote this
month—when she puiled
me aside at a party to talk
about her conviction that
advertising, so successful
in seliing products to
women, should be used
just as forcefully to
persuade them to vote.,
She convinged me—with
the result that GH’s parent
Hearst Corporation has
contributed public-service
pages in support of the
campaign, not only in GH
{see page 62}, but in
Redbook, Country Living,
Harper’s Bazaar, Victoria,
and Cesmopolitan.

16  Good Housekeeping/November 1992
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COMING UP:
_ ALASKA?
To make sure our June
'93 cnuise will live up to
the {by now sky-high)
expectations of passen-
gers who've sailed with i
us before—to Scandi-
naviz and Russia, the - -
Mediterranean, Bermuda, New En-
gland —GH's Neediework and Crafts Editor
{and inveterate traveler) Cecelia Toth
made the trip herself this summer. in addi-

tion to checking out the ship {above} and the

sights, Cecelia came back full of ideas for

ways to make the GH cruise to Alaska our most
extraordinary one yel. For more about i, calt
800-7368382, or write to Daitey-Thorp Trav-
¢l, Inc., 330'W. 5Bth St., New York, NY 10019,

IF YOU SPEND ANY TIME =! aff watch
ing TV the week of Nov. 30-Dec. 6, you're
bound to see an vnusual—and highly wel-
come —focus on education issues in a num-
ber of programs, Thenk Education First! a so-
tially conscious organzation of leaders in the
entertainment industry founded by Lynds
Guber and Carale [senberg, former teachers
turned film and television producers.

RIGHT UP THERE with the Qlympics when
it comes to the quality of the competition is
the American Culinary Federation's annual
national competition, challenging chef-dieti-
tian teams toc come up with a four-course
meal as tasty as it is nutritious. So we were alt
delighted when GH's Director of Nutrition and
Fitness {as well as Institute Associate Direc-
tor} Delia Hammock {below) came back
this— the first —year with a silver!

GH's Detia Hammack
-with Chef Klaus
“iiFriedenreich
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THE HAND THAT ROCKS THE CRADLE PULLS THE LEVER

women are running for office, the
female electorate could make histo-
ry, too. Ever since 1980, a greater per-
centage of eligible women have voted
than men. And this year, a2 concerted
effort to increase their participation
could influence election outcomes.
That's the idea behind The Deciding
Vole, a nonpartisan effort mounted by
women executives at mediz outlets and
advertising agencies to persvade wom-
en to go to the polls, As a public ser
vice, several ad firms, TV and radio net-
works, and 25 major magazines and
newspapers are producing and running
ads worth more than $3 million. “If
more women voted, they could change

In a year when record numbers of

ecutive vice-president at N. W, Ayer
Inc., who came up with the scheme,

RECRUTTMENT. Meanwhile, retailers and
service businesses with a2 heavily fe
male clientele have developed election
fever. In New York, the League of
Women Voters registered 700 new vot-
ers over several days at two Lord &
Tayior stores. League volunteers aiso
signed up parents at most of the coun-

T

In 1988, 56% of American
men (47 million) and
58% of women {53 million)
went to the polls

try’s 1,200 Kinder-Care Learning Cen-
ters. Employees at the Body Shep’s 106
cosmetic stores were deputized by
state governments to register voters—
and they signed up 32,000 new ones.
Bloomingdale’s and New Woman mag-
azine have do-sponsored fashion shows
that include,a plug for voting,

The result of these efforts could be a
widening of women's already-impres-
sive edge in the electorate. In 1988,
56% of American men {47 million) and
58% of women (53 million) went to the
polls. A surge in new female voters
could meke the difference—in those
races where women and men differ sig-
nificantly in their views. That could be
very bad news for George Bush.

an election,” says Marcella Rosen, ex- By Susen B. Garland in Washington
| - I
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BY CYNTHIA RIGG

CRANTS NEW YORR BUSINESS

Much media attention has been
focused on the eifectiveness of the
presidential campaign advertis-
ing. But a number of other adver-
iising efforts could also have a
large impact on the outcome.

A plethora of public service and
a few paid promecetions are urging
Americans to use their voting
power. Perhaps more than in any
other election year, the ad cam-
paigns target specific categories
of potential voters, especially
women and young adults.

“In the last presidential elec-
tion, there were 9 million women
who registered but did not vote,”
says Marcella Rosen, executive
vice president at Ayer Inc. "If we
can convince 5% more of those
women to vote, there will b
45@,000 more votes cast. In thre
of the last eight presidential elec
tions, a shift of 87,000 votes could
have changed the outcome.”

An upsurge In registrations

There doesn’t seem to be any
single reason for the increased in-
terest, but the spots are having an
impact in a political campaign
where there is already intense in-
terest. Earlier this month, the

New York City Board of Elections

announced that 613,181 new
names had been added to the
voter rolls since the beginning of
the year. This brings the total to
its highest level since 1873,

Ms. Rosen and other advertising
and media executives formed
“The Deciding Vote,” a non-par-
tisan, non-profit group. A team
led by Young & Rubicam execu-
tives Jeanne Chinard and Beverly
Okada created TV and print cam-
paigns. The former shows a
mother confused and powerless in
a hospital emergency room. A
voice-over intones that in No-
vember there is someone who has
the power to change issues like
health care, poverty and educa-
tion. “It’s you. Yet most politi-
cians think women should be seen
and not heard. Make them listen.
Vote.”

The print ad shows a woman
with her mouth air-brushed out
followed by a similar message,
“Don’t be one of the women no
one hears.”

Ms. Rosen, who heads up Ayer's
media department, estimates that
the campaign has received at least
$4 million in media space and

time commitments for the month
prior to the election,

Getting out the female vote is
the goal of Maidenform’s new ad
campaign, which began Cct. 19.
Created by Ogilvy & Mather, the
TV spot shows quick cuts of
women with candidates’ names or
topical issues on buttons as the
women hum, *“Yankee Doodle
Dandy."” . A voice-over admon-
ishes, “If you've got something t&
say, now’s the time to get it off
your chest.”

The ladies’ lingerie company
believes it can serve a worthy
cause while promoting itself. “The
Maidenform brand was built by
advertising that has encouraged
women's achievements,” says
Marilyn Bane, Maidenform's vice
president-advertising,

Other campaigns are targeting
young voters who tend to be more
apathetic than their older coun-
terparts. Manhattan-based Mes-
sina/Brown Inc. created four pro
bono TV commercials for the New
York City Board of Elections. The
“Use the Power" campaign is tar-
geted to New Yorkers 18 to 25
years old. The 30-second TV
spots, accompanied hy a hip-hop

October 26, 1992 » Crain's New York Business = 39

Voting campalgns target women, youth

soundtrack; use music-video-like
camera work as they catch young
New Yorkers around town. One
spot includes fast-cut scenes of
New Yorkers saying phrases like,
“I think,” and “In my opinion."”
Words flash on the screen, “What
you think doesn't matter. Unless
you vote The campaign's logo
features a clenched fist with
“VOTE" written on the knuckles.

A volce with a New York edge

“The work is hard-hitting, al-
most brash, a real New York
voice," says Bill Brown, president
of Messina/Brown, a fledgling
shop whose initial client was R.J,
Reynolds. ""We felt that it was
critical to breaking through the
clutter.”

A different approach is being
used by Comedy Central, the com-
edy network, to reach the same
group. A sevies of twelve, 30-sec-
ond spots, featuring comedians
Will Durst, Mo Gaffney and
others, uses taglines like, “Don't
be a butthead. Vote."” and “Please
vote 'cause it you don't vote, you
can’t bitch.” The spots have been
running six times a day on the
channet sinee Oct. 5 and will con-
tinue until Election Night.

“We believe our approach is
bringing in some people who

might not ordmarlly have been
interested in politics,” says =
Comedy Channel spokesman.

Members Only, a Manhattan-
based menswear company, is fo-
cusing its message on a rather
unexpected group—children. The
company, which is spending its
entire 1992 advertising budget on
a pget-out-the-vote message, Is
running three TV commercials.
The lead spot uses a split screen,
showing both President Bush and
Gov. Bill Clinton espousing their
programs. An announcer then
says, “It's your future they're
talking about. If you’re under 18
you may not have a vote, but you
still have a voice. Tell your par-
ents to vote."

"The idea is to sensitize the
kids," says Allen Kay, chairman
of Korey, Kay & Partners, which
created the campaign. “Kids have
nudged their parents fto stop
smoking. Now they can get them
to vote."

Members Only is also using two
other commercials, which were
created for the last presidential
election: use of documentary foot-
age of dictators and persecution
to move people to vote” The com-
pany will be spending $1 million
in the two weeks before the
election,




also receiver. Buyer is hcaded by
George Hochman, who is 14.3%
shareholder of licensec of two AM’s
- and three FM's. kzBB has CHR-AC
format on 97.9 mhz with 100 kw and
antenna 2,000 feet above average ter-
rain.

KKTZ(FM) Mountain Home, Ark. O
Sold by Eusus-Wichert Communica-
tions Inc. to MAC Parners for
$300,000. Seller is headed by Bill R.
Eustis, and has no other broadcast in-
terests. Buyer is headed by J. Morgan
Dowdy, who has interests in six AM's
and eight FM’s, including 50% inter-
est in KPFM(FM) Mountain Home, Ark.
KKTZ has AC, sports format on 107.5
mhz with 100 kw and antenna 761 feet
above average terrain. Broker: Bill
Cate.

Kspi(Tv) Clovis, Calif. O Sold by San
Joaquin  Television  Improvement
Corp. to Gary M. Cocola for
$275,000. Cocola is exercising option
to buy license in order to construct
station; he has interests in three
LPTV’s. KsSDI is assigned 10 ch. 43.

WHOF(AM) Wildwoed, Fla. D Sold by
Chnistian Radio Comniunications Inc.
to Walker Heart of Florida Broadcast-
ing Inc. for $263,500. Seller is head-
ed by Regina Wooley. Buyer is head-
ed by Keith Walker. Wooley and
Walker have interests in licensee of
wwKOAM) Cocoa, Fla. WHOF has
gospel music format on 640 khz with
830 w day and 980 w night.

WKOQT(FM) Newport, N.C. O CP sold
by Recycled Radio Co. Inc. to New
East Communications iInc. for
$262,581. Seller is headed by Bruce
R. Naegelen, and has interests in
WBTB(AM) Beaufort, N.C. Buyer is
headed by Henry W. Hinton Jr., and is
licensee of wcCziFM) Washington,
N.C. wKOT has rock format on 103.3
mhz with 100 kw and antenna 600 fect
above average lerrain.

WwIXY(FM) Champaign, 1ll. O CP sold
by Heliday Broadcasting Inc. to Saga
Communications of lllinois Inc. for
$250,000. Seller is headed by W.
Russell Withers Jr., and 1s licensee of
two AM’'s, three FM's and five TV's.
Buyer is headed by Edward K. Chris-
tian, who is also purchasing
WVEMFM)  Springfield, Iil.  (see
above). wiXY 15 assigned to 100.3
mhz with 12.9 kw and antenna 138 m.

For other proposed and approved
sales see 'For the Record,”” page 64.
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MOST POLTITICIANS
STILL TIHINK

WOMEN SHOULD BE SEEN
AND NOT HEARD,

GETTING OUT THE WOMEN'S VOTE

dvertisements designed to-encourage women to vote are the product of

a cooperative effoit by a group of media companies. Among those
providing free time for spots produced by The Deciding Vote, 2 nonprofit
committee of media executives, were all three broadcast television net-
works, ABC radio network, CBS radio stations, McdiaAmerica, Shadow
Traffic, The Deborah Norville Show, and cable networks Arts & Enter-
tainment, CNN, Discovery, Lifetime, TBS, Telemundo, TNT and USA.

The committee was chaired by Marcella Rosen, Ayer Inc. executive
vice president/director of media services, worldwide, The script for the
TV spot, in both 30-second and 60-sccond versions, portrays a woman
with a sick baby in a hospital struggling to get help and urges women to
use their own power by voting. Rosen said the ad portrayed ** vulnerabili-
ty.”” She said roughly 68% of women registered to vete in the last
presidential election and 58% percent of those voted; both percentages are
roughly two percentage points more than those for men. Rosen told
BROADCASTING that Sally Jesse Raphael would be lending her name to the
registration drive and that the commitee's efforts might be written into an
upcoming episode of Designing Women.

Other founding members of the committee include Kay Delaney, senior
vice president, international, Turner Broadcasting; Betwty Hudson, senior
vice president, corporate communications, NBC; Patty Matson, vice presi-
dent, corporate communications, Capital CitiessfABC; Doug McCormick,
executive vice president, Lifctime Television; Lisa Rosen, marketing
associate, and Diane Seaman, vice president of sales, Eastern, both Fox
Broadcasting.

So far, Rosen said, toughly $3 million-34 miilion worth of time has
been donated, but the committee, through her office, will provide spots to
cable systems, TV and radio stations willing to donate airtime.  —GF

‘ROLLING STONE’ FOR THE MTV GENERATION

TV and Roelling Store magazine have sold out their cross-media
venture, a co-production of “'Rolting Stone 25: The MTV Special,”’
to six sponsors. The advertisers—Duracell, Ford Motor Co., The Gap,
Nike, RCA Consumer Electronics and Sega—have bought time in the 90-
minute co-produced special and in other MTV programs, as well as ad
pages in Rolling Stone. According to Doug Rohrer, vice president, ad
sales, MTV, his network and Rolfing Stone may do other joint ventures in
the future, but **nothing specific is being looked at right now.™’
Honoring the magazine’s 25th anniversary, “‘Rolfing Stone 25: The
MTV Special’” premieres on the music channel on Nov, 18 and will be
shown on the network an additional three times. It features interviews with
musicians and celebrities the magazine has covered over the years, as well
as writers, editors and photographers who have warked on the publica-
tton. —SDM

Oct 19 1992 Broadcasting



CONTRIBUTORS INCLUDE:

Joelle Attinger, Editor, Time Magazine

Inez Aimee, Exec. V.P./Strategic Planning, Shadow Broadcast Services
Mary Bemer, V.P./ Associate Publisher, TV Guide

Bob Blackmore, NBC TV

Gail Blanke, Sr. V.P./Corporate Affairs & Communications, Avoen
"Mymna Blyth, Publishing Director & Editor-In-Chief, Ladies’ Home Journal
Kathryn Bushkin, Director of Editorial Administration, U.S. News & World Report
‘Pat Carbine, Prestdent, MS. Foundation for Educ. & Comm.

“Jeanne Chinard, Exec. V.P./Sr. Creative Director, Young & Rubicam
Gina Colbath, Ad Director, Discovery

Michael Clinton, Publisher, GQ

Don Davison, President & CEQO, Gannett Qutdoor

‘Kay Delaney, Sr. V.P. International, Turner Broadcasting

Mary Duffy, Senior Producer, Sally Jessy Raphael

Harvey Dzodin, ABC TV

Peg Farrell, Associate Publisher/Advertising Director, Reader’s Digest
‘Anne Fuchs, Publisher, Vogue

Jim Hayes, Publisher, Fortune

“Betty Hudson, Sr. V.P./Corporate Communications, NBC

Bob Igiel, Sr. V.P./Business Development, A&E

Ann Jackson, General Manager, Sports Illustrated

Michelle Jennings, V.P./National Account Manager, MediaAmerica, Inc.

AMARCII I A ROSEN ~ Chairperson = Exectiive Vice President « Aver = Fel (212} S74-5815 - Fax (2152) FTF-ROATH



Jay Kemis, Senior Producer, CBS This Morning

Kay Koplovitz, President & CEO, USA Network

‘Ellen Levine, Editor-In-Chief, Redbook

Susan Love, V.P./Eastern Sales Manager, ABC Radio

Peter Lund, Executive Vice President, CBS TV

Susan Lyne, Editor/Publishing Director, Premiere Movie Magazine
Betsy Martin, Ad Director, Money

"Patty Matson, V. P., Corporate Communications, Capital Cities/ABC, Inc.
"Doug McCormick, Executive Vice President, Lifetime Television
Chris Miller, V.P./Director of Marketing, New York Newsday
Grace Mirabella, Publication Director, Mirabella

‘Ann Moore, Publisher, People Weekly

‘Mary Morgan, Executive Assistant, Ayer

“Beverly Okada, Sr. V.P./Group Creative Director, Young & Rubicam
Ruth Otte, President, Discovery Networks

Lance Primis, President & General Manager, The New York Times
Jonathan Rinehart, Chairman & CEQ, Ogilvy Adams & Rinehart
Burt Reosen, Account Executive, NBC TV

“Lisa Rosen, Marketing Associate, Fox Broadcasting

‘Marcella Rosen, Executive V. P./Worldwide Media Director, Ayer
Amy Rosenblum, Producer, Sally Jessy Raphael

"Valerie Salembier, Publisher, Family Circle Magazine



‘Diane Seaman, Vice President of Sales, Eastern, Fox Broadcasting
Marcia Silverman, Vice Chairman & C.Q.0., Ogilvy Adams & Rinehart
Cleary Simpson, Ad Director, Life

Carol Smith, Publisher, Parenting

Rick Smith, Editor-in-Chief/President, Newsweek

Lori Spano, President, Ackerly Airport Advertising

Susan Spindler, Susan Spindler Advertising, Inc,

Leslie Sturm, Network Radio Buyer, Ayer, Inc.

Catherine Sullivan, Account Executive, NBC TV

Carol Taber, Executive V.P./Group Publisher, Working Woman

Linda Bloodworth-Thomason, "Designing Women"

"Susan Toepfer, Assistant Managing Editor, People Weekly

‘Lisa Valk, Publisher, Time Magazine

"Betsy Wade, New York Times

Carolyn Wall, Exec. V.P./Corporate Development & Sales, News America Holdings Inc.
Rosalyn Weinman, V.P./ Broadcast Standards & Practices, NBC TV

Nancy Widmann, President, CBS Radio/CBS Inc.

* Founding members.



