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Education aids start-ups
More women are starting companies because they
have better educational backgrounds. Women’s
share of master’s degrees in:
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Liz Lynch
Consult Ad Hoc, New York
Lynch, 36, a consultant, ad-

vises companies on increasing
revenue and profit.

Her 1992 MBA from Stan-
ford University helped her land
jobs at Goldman Sachs, Disney

and Time Warner — giving her corporate experi-
ence to start a company three years ago.

Lynch’s master’s degree remains a plus. “While
there are many consultants who have MBAs, there
are many who don’t, and I like having an edge.”
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Lawson, 57, says minority women are starting more sophisticated companies than they once did, in fields such
as medicine and technology development.

A former PBS programming executive, Lawson started Magic Box in 1995 to consult for television stations on
program development. She also develops programs on her own, such as an eight-part series on Africa that aired
in 2001.

At PBS, headhunters offered her jobs at other companies. But Lawson wanted to be her own boss. “I thought
it would be fascinating to take the risk and to be out on my own.”
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Jennifer Lawson
Magic Box Mediaworks, Washington
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Female entrepreneurs favor West, South
There’s a geographic pattern to where women start
companies. Western and Southern states had the biggest
growth from 1997-2002:

Jaime Caris
Always On Time, Las Vegas
Caris, 27, does word processing,

bookkeeping and other work tradi-
tionally done by administrative assis-
tants. Her 32 clients include executives
across the USA whose businesses don’t
require a full-time assistant.

Nevada had the biggest growth in companies owned by
women from 1997-2002 — partly reflecting the state’s No.
1 ranking in 1990s population growth.

Caris moved to Las Vegas to escape the high cost of living
in the San Francisco Bay Area. A year after becoming her
own boss, she says: “It’s the best thing that I ever did.”

By Adrienne Lewis, USA TODAY
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More women own businesses …
Women, owners of 6.2 million businesses, are
narrowing the gender gap. Proportion of busi-
nesses owned by women:
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The look of mom-and-pop businesses
in the USA changed dramatically over
the past three decades, new research
shows. These very small businesses —
more than 70% of all U.S. companies —

were mostly owned by men. But now,
women, especially minority women,
are catching up. Helping them: educa-
tion, technology and faster-growing
economies of Western states.

More moms, fewer pops
Small businesses owned by women are gaining ground

SAN FRANCISCO — Tech-
nology is driving female en-
trepreneurship like never be-
fore.

Speedy Internet connec-
tions, cheap computers and
other gizmos are helping
women reach parity with
men in starting more sophis-
ticated businesses, entrepre-
neurship experts say.

The number of microbusi-
nesses — defined as compa-
nies with no paid employees
— grew 9% from 1997 to 2001,
new Census Bureau figures
show. Yet, the overall number
of businesses owned by
women soared more than
14% in about the same period,
according to the Center for
Women’s Business Research.

The trend is important be-
cause innovation is greatest
among start-ups — business
seedlings that create most
new jobs. As women exploit
technology to start more such
companies, they’re changing
the face of traditional mom-
and-pop ventures.

“This is definitely not your
father’s small business,” Terri
Lonier of consultant Working
Solo says about the new fe-
male entrepreneurs.

Inexpensive personal com-
puters, fax machines and col-
or printers make it easier to
launch companies in informa-
tion-based industries, such as
consulting, once dominated
by men, says Daniel Pink, au-
thor of Free Agent Nation.

That liberates women who
want to leave corporate jobs
for self-employment in the
same field — but don’t want
traditional women’s ventures
such as house cleaning, sew-
ing and other crafts.

Jennifer Lawson was head
of programming for PBS in
1995 when she started a TV
production consulting firm in
her Washington home.

Lawson wanted to spend
more time with her son, who
was entering his teens. Now
she works from a home office
equipped with video-screen-
ing equipment.

Technology also makes
start-up research inexpensive
— further expanding opportu-
nities, says David Audretsch,
an Indiana University entre-
preneurship professor. 

Jaime Caris of Las Vegas
was surfing the Internet when
she hit on the idea of becom-
ing a “virtual” administrative
assistant. Caris serves clients
across the USA with word
processing, accounting and
other tasks from her tech-
packed home office.

She zaps clients’ electronic
files back and forth with a
high-speed Internet connec-
tion. “I couldn’t do it on a dial-
up,” she says.

Still, even as it creates op-
portunities, tech also has a
negative impact on women’s
entrepreneurship. In sectors
such as retailing, where
women have been over-rep-
resented, untold numbers of
merchants are wiped out as
Amazon.com and other cor-
porate goliaths harness pricey
mainframe computers to
wring huge savings from
overhead.

That helps drive down con-
sumer prices — but at the ex-
pense of smaller, less tech-
savvy competitors, Audretsch
says.

Women go
high-tech
to find way
to success
By Jim Hopkins
USA TODAY

to 6.1% growth from his projection
in May of 5.3%. “It’s an excellent in-
dicator,” says Myers, editor of Jack
Myers Report. “The trends through
the year have been very positive,
and increased spending for events
like the Super Bowl are reflective
of sustained growth going into
2004.” 

A-list marketers ponying up top
dollar to get into the big ad events
include Procter & Gamble for the
Super Bowl, Pepsi in the Super
Bowl and Oscars, and MasterCard
and Kmart in the World Series.

Kmart chose the Series to kick
off its “Right Here. Right Now.” ad
campaign.

“We wanted to break away from
the clutter of November and De-
cember advertising, and the big-
gest thing in October is the World
Series,” says Karen Austin, Kmart
chief marketing officer.

Anheuser-Busch will advertise
in all three events.

“We believe in the properties,”
says Bob Lachky, Anheuser-Busch,
vice president brand management,
director global brand creative.

The company will air two new
TV ads, converted from long-run-
ning radio ads, throughout the
World Series. The ads pay tribute
to Mr. Foot-Long Hot Dog Inventor
and Mr. Really Bad Toupee Wearer
as “Real Men of Genius.”

NEW YORK — The World Series
has been as tough for advertisers
to buy their way into as it has been
for ticket-hungry fans.

With ratings for the two League
Championship Series 65% ahead of
last year, Fox sold 90% of the World
Series ad time before the New
York-Florida match-up was
known.

That’s more than just good news
for Fox and Major League Baseball.
Taken with near sell-outs already
for two other upcoming big events,
the Super Bowl and Academy
Awards, the ad industry is begin-
ning to hope for 2004 sales that
will drive a stake into the heart of
the three-year ad slump.

The industry is looking to ride
this sales momentum into a year
that already was guaranteed a
sales boost from the presidential
elections and Athens Olympics. 

The momentum prompted ad
watcher Jack Myers last week to
raise his 2004 ad spending forecast

Back on the air: Martha Stewart will appear in Kmart commercials air-
ing during World Series programming.

Big TV events draw
strong ad support
Industry hopes
momentum
keeps rolling
By Theresa Howard 
USA TODAY

ABC: The 76th Academy Awards are “for
all practical purposes sold out,” says Geri
Wang, senior vice president of prime-time
sales. The last time the show sold out so
quickly was 1997. 

The average price for this year’s show, to
be broadcast Feb. 29, is $1.5 million, a 7%
increase from last year and a 76% jump
since 1997. 

Numbers raising expectations

Best supporting actress: Cather-
ine Zeta-Jones shows off the Oscar
she won for Chicago.

By Bob Riha Jr., USA TODAY

CBS: Advertisers have lined up
to pay $2.3 million to $2.4 million
— an estimated 8% increase — for
a 30-second ad in the Feb. 1
broadcast of Super Bowl XXXVIII.

The lofty asking price has not
deterred advertisers: 80% of the
ad slots are already spoken for. 

“We’re very happy where we
are,” says JoAnn Ross, ad sales
president at CBS. 

Gamers: Tampa Bay and Oakland
clash in Super Bowl XXXVII.

By Jack Gruber, USA TODAY

Fox: Based on viewership for the
playoffs, the World Series is turning
out to be the bargain of the bunch. Fox
sold out the first four games for an av-
erage $325,000 per 30-second spot.
Advertisers are playing a waiting game
to see if there will be games five, six
and seven.

“With these kinds of numbers and
this kind of momentum, we won’t
raise prices, but we’re holding pretty
firm,” says Jon Nesvig, president of
sales at Fox Broadcasting.

Fox is optimistic the Series will be a
ratings hit, even though many fans and
advertisers were hoping to see the
“cursed” Cubs, who have a greater na-
tional following than the Marlins.

“We believe a lot of viewers that
watched the Cubs-Marlins series will
continue to watch (Florida) take on
the Yankees,” says Dan Bell, vice presi-
dent of communications.

By Mark Vergari/The Journal News

Winners: Yankees pitcher
Mariano Rivera is carried off
the field after the team won
Game Seven and the American
League Championship. 

Energy officials investigating the
biggest blackout in U.S. history will
release a draft report on the outage
in two to three weeks, followed by
public hearings and a final report
possible by the end of the year.

Speaking Friday in Ottawa, Ener-
gy Secretary Spencer Abraham
and Canadian Natural Resources
Minister Herb Dhaliwal declined to
discuss causes of the vast blackout
Aug. 14.

But they confirmed that U.S.-

Canada task force investigators are
analyzing an outdated power grid,
human error by grid and utility
employees, and the adequacy of
voluntary standards used to run
the electricity transmission sys-
tem.

“We’ll look at all the facts — the
human side of it, the systems side
of it,” Dhaliwal told Reuters. “I
think we’ll find there were a num-
ber of causes.”

The blackout cut electricity to
tens of millions of people and
whipsawed through eight states in
the Midwest and Northeast and

Ontario.
It led to billions of dollars in

losses for both nations.
Abraham met with Dhaliwal and

Canadian Prime Minister Jean
Chretien on Thursday and Friday,
and also met task force members
for an update on the investigation.

Congressional critics, consumer
groups and some in the energy in-
dustry have blasted the electricity
industry for lax standards they be-
lieve led to the massive blackout.

Some critics fear that the task
force investigation — plus a parallel
investigation by the North Ameri-

can Electric Reliability Council
(NERC), an industry group that sets
standards for utilities — will steer
clear of blaming utilities and power
grid organizations for the outage.

But Abraham promised that the
report “won’t pull any punches.”
He called for “enforceable stan-
dards” so those who use the grid
know “they have to adhere to
them or face consequences,” ac-
cording to the Associated Press.

While federal and state regula-
tors oversee the electricity indus-
try, the transmission grid is run by
industry bodies including NERC,

regional grid councils and power
companies that follow voluntary
standards set by NERC.

Meanwhile, NERC released an
Oct. 15 letter written by President
Michehl Gent that shows where
investigators are finding serious
problems.

The letter requests that utilities
and power grid groups take steps
to thwart blackouts by strength-
ening emergency plans, reviewing
communication procedures and
setting up protocols to warn
others if computer networks fail.

Power companies and grid man-

agers also should ensure that the
grid has enough “reactive power,”
which is voltage generated by
power plants to keep the main
voltage flowing on the grid, like
water pressure in a pipe.

The blackout was worsened by
software and computer failure,
poor communication among utili-
ties and grid operators, and a volt-
age collapse on the system, accord-
ing to recent congressional
hearings and an Energy Depart-
ment chronology of the outage.

Contributing: Wire reports

Draft report on massive blackout expected within weeks
By Edward Iwata
USA TODAY


