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Hub consultant buys N.Y. radio group
By JESSE NOYES

Bruce Mittman, president of Bos-
ton-based advertising and media
consultancy Mittcom, is getting
back into radio, founding a broad-
casting company and purchasing
seven radio stations in Watertown,
NY, the firm is expected to an-
nounce today.

Mittman, the former president of
the WFNX radio network, is part-
nering with another former radio
executive, Jim Leven, to form Com-
munity Broadcasters. The company
is making its first purchase in the
burgenoing area of New York,
buying five FM stations and two
AM stations for $5.5 million, Mitt-
man said.

‘‘Our goal is to tighten up the pro-
gramming and hopefully to con-
tinue to serve the community, and
to build a credible group that helps
our advertisers sell products and
build strong listening,’’ Mittman
said.
Mittman said the company is not

planning to cut jobs as a result of
the acquisition.

Community Broadcasters is
buying the New York stations from
the Clancy Mance radio group. The
stations include WBDI, WBDB,
WOTT, WTOJ, WGIX, WATN and
WSLB.
The buy is a return to radio for

Mittman, who will serve as execu-
tive vice president and chief operat-
ing officer of the company. Besides

running the WFNX network, which
is owned by Phoenix Media/Com-
munications, Mittman also worked
as general manager for WAAF-FM
(107.3) and STAR 93.7 (WQSX-FM),
which is now MIKE-FM.
‘‘I missed radio, love it, and I’m

excited to be back in it,’’ Mittman
said.
He will continue to run Mittcom.

It’s called ‘ribet’ — but it has panache
What do ‘‘Arrogant Frog’’ and

‘‘Elephant on a Tightrope’’ have in
common?
Faced with a slump in consump-

tion and increasing competition
from abroad, the French are suffer-
ing the indignity of having to pick
funny names for their wine in order
to sell it abroad.
At the top end of the market

things are going well. The 2005 bor-
deaux vintage is fetching record
prices in the futures market.
Further down the scale, however,

prospects are grim. Too much wine
is being produced for too few

buyers. So great is the grape glut that
the European Union wants to dig up
some vineyards and convert part of
the wine lake into industrial fuel.
Rather than face that humiliation,

producers are listening through grit-
ted teeth to the marketing gurus.
‘‘Necessity is the mother of inven-
tion,’’ said one disgruntled wine-
maker from Languedoc in southern
France. The movement is gathering
steam.
‘‘Bread is branded,’’ said Pierre

Courbon, international marketing di-
rector of a French company set up to
sell a new brand called ‘‘Chamarr’’,

or ‘‘richly colored’’. ‘‘Why not wine?’’
Domestic resistance will be fierce,

however, particularly to bottles such
as Arrogant Frog. This is hardly the
name most likely to appeal to do-
mestic consumers.
‘‘I was shocked,’’ said Heidi Vin-

cent of Chateau Online, an Internet
wine seller.
The label shows a frog in an over-

coat.
It is available in ‘‘ribet red’’ and

‘‘ribet white’’.
This sort of marketing is not the

only thing calculated to set some
French oenophiles ranting about the

end of civilisation. It might ‘‘leap out
of the glass with panache and elan’’,
in the words of the advertisements,
but it is also sealed with — quelle
horreur — a screw cap ‘‘designed to
preserve freshness and youthful ap-
peal.’’
Jean-Claude Mas, the creator, is

said to be still getting on with his
neighbours.
The chances are that they, too, are

trying to come up with a funny label.
An example of that is Le Freak. Its

producers say they hit upon the
name to reflect the unusual notion of
mixing white and red grapes.

As for Elephant on a Tightrope,
the producers say this is all about
‘‘balance,’’ a popular word among
winemakers.
Indeed, animals seem to be more

effective — particularly among
younger consumers — at selling
wine at this end of the market than
the names of French regions.
The animal fad can be traced to

Australia where Yellow Tail, featur-
ing a wallaby on the label, has be-
come the top-selling imported wine
in America, selling more than 7.5
million cases last year.

—THE TIMES OF LONDON

Reebok looks
to women as
market for
hockey gear
HOCKEY, from Page 32

trend-right,’’ said Greg Grauel,
Reebok’s vice president of li-
censed-apparel merchandising.
‘‘Our ‘real’ product launch is this
upcoming season. The line is
probably about 300 percent big-
ger.’’
Retailers were introduced to

the much more extensive 2006-
2007 collection in January, and
the response has been ‘‘tremen-
dous,’’ he said.
The clothing will be sold online

and via catalog by the NHL, in
teams’ arena stores, and at re-
tailers including such stores as
Dick’s Sporting Goods and Sports
Authority.
Reebok will launch mini-col-

lections around holidays such as
Valentine’s Day and for the end-
of-season championships.
It’s also developing designs

specifically for the Bruins and
potentially other NHL teams
going forward.
The Bruins pieces will include

new, more feminine pants and
shirts for the Bruins Ice Girls,
whose role is to pump up game
crowds, interact with fans and do
on- and off-ice promotions.
‘‘There’s a lot of graphics and a

lot of bling,’’ Cohane said. ‘‘One
of the great reasons for this is to
get some of our products on ice
and in appearances, as sort of
grassroots marketing to let peo-
ple know that these products will
be out there for women.’’

— dgoodison@bostonherald.com

Medical Career Training

Please mail above information requests to:

NAME:___________________________

ADDRESS:_______________________

CITY:____________________________

STATE:____________ZIP___________

Daytime Phone (____)______________

Evening Phone (____)______________

EMail Address:

If you would like information
sent to  you from any of the
schools or colleges in this
guide, simply place an ‘x’ in
the square to the left of par-
ticipating  advertiser listings
and forward this page, includ-
ing this form to:
Education Coupon Offer
c/o Classified Department
BOSTON HERALD
PO Box 55843, Boston, MA 02205-5843

PLAN YOUR
FUTURE TODAY!

Your request will be forwarded to
participating advertisers on a
monthly basis. Deadline for
above inquiries 8/31/2006

To advertise your Medical Training Program,
contact: Beverly Marra 617-619-6215

or Natalie Hernandez 617-619-6217
or email: bmarra@bostonherald.com or

nhernandez@bostonherald.com

Certificates 12 to 15 weeks
Ask why our courses cost less!

Be a . . . Medical Assistant,
Medical Billing & Coding,

Phlebotomy, Cardio-Phlebotomy,
Pharmacy or EKG Technician

Red Line, Days, Eves., & Saturdays
Health Training Center

Call 1-888-868-2111 ext. 231

Boston-Cambridge, Lynn, Milford,  Attleboro,
Lowell, Worcester & Brockton-Stoughton

Train for a
career in

the health
care field.

LEARNING POWER
is

EARNING POWER

Call for
Open House Dates!


