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BEACH RED
BRING ME THE HEAD OF ALFREDO GARCIA
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The new London
Media Guide will
help you find your
prospects and clients
“pronto.”

The London Media
Guide contains:
e London Advertising
Agencies
e London Broadcast
Companies
e London Production
Companies
e London Program
Distributors
e London Airlines
e London Restau-
rants
e London Airlines,
News Services, and
other important
numbers.

To order your copy,
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THE SFM EXPLOSION

SFM Entertainment, long recognized as the leader in marketing
through television innovation, explodes into 1986 with more diverse
programming to fit your needs.

The SEM Hel day Setwork—A family
viewing tradition since 1978. Eleven out-
standing features from Hollvwood's finest
studios, cudorsea by the Nanonal Educa-
tion Associaton. A snecial package for the
special times of the vear

SEM [—New this vear from SFM. A quai-
ity packase of movies and documentaries
featuring “The Indomitable Teddy Roose-
velt™ and “Pinocchio in Quter Space.”
Stamg ¢f G -eatres<—A unique new
half-hour weekly series. Each episode will
illustrate true stories of the remarkable
men a1d women immortalized on postage
stamps fram around the world.

Direc i s—A distinctive half-hour
weekly series espectally for women. Di
rections offers 4 fast-paced and informa-
tive fook a4t the world of fashion with
features on the latest styles and wends.

The Ceaege Steinbrenner Show—
A hvely bdf-hous weekly sports series.
George Steinhrenner hosts two well-
known sports figures as they debate a
controversial sports issue hefore a live
audience.

Look il se Zoo—An original five-actien

program created especially for pre-school
childrenc Charming animal characters will
entertam and stimulate children’s
“reativity in the arls

Fages uf Love—This first-run series fea-
tures shore stories by major writers, adl
focusing am the most powerful emotion of
all—love. Eleven and a half iours of
bittersweet ronmance

The th gga Bum -h—This Emniv-award
winning gang is back in a new tive-part
advenmire as they spread the joy of hug-
ging around the world.

e Taaas 15017 Birthday Celebra-
tian—The entertainment event of 1986.
A three-hour live celebration featuring the
countey’s best-loved stars saluting the
150th hirthday of thewr Native Staie.

Javce il the Mhecled Werriors—
Javee leads the Lightning League in a
cosnve battle for the universe in 65 ani-
mated half-hours. Already a hit in 80%
of the coantry

The ¥arch o Time—The award-win-
ning documentary series. A major event
on British television: soon to come to the
Americiu television screen

Come see what all the fireworks are about at INTY,
Century Plaza Hotel

SiM
BAUErbaInmeny

SFM Entertainment 'Division of SFM Media Corporation
1180 Avenue of the Americas
New York, NY 10036 (212) 790-4800




FIRST RUN SERIES

The Jetsons — Hanna-Barbera’s classic in a new and
expanded package, now available as a half-hour strip.
Already sold in 85 markets.

The Funtastic World of Hanna-Barbera —

A brand new animation package for Sunday morning.
Already sold in 90 markets. Now 2 hours.

Return to Eden — first the mini-series, a primetime
hit. Now, the one-hour primetime dramatic series.
Starring The Actors — In-depth interviews with
thirteen of today’s greatest actors. 13 half-hours.

ON-GOING HITS

Little House On The Prairie — still #1 among all
one-hour strips with women/teens/kids.

The Love Boat — full speed ahead — a winner for ¢
time periods. Additional hours now available.

Barmaby Jomes — a proven success in primetime,
early and late fringe.

Prime VI — 25 star-studded feature films,
immediately available.
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| O1 Program opnorTumines

A treasure chest of programs, including Combat, Dark
Shadows, The Fugitive, Jackson Five, The invaders, That

NOW IN PRODUCTION Girl. Thousands of hours of entertainment to fit your Sign
On thru Sign Off needs — and your budget.

RAMBO — animated half-hour strip.
CENTURIONS — animated half-hour strip.
FOR THE PEOPLE — half-hour strip.
THROB — half-hour series.

A SHARK'S PARADISE — movie/one hour series.

Q 't' ‘\. “'-" :_ ?» /
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WC !I ll l =V SION
ENTERPHISES INC.
The World's Leading Distributor

for Independent Television Producers

New York. Los Angeles, Chicago, Atlanta.lLondon, Paris, Tokyo
Sydney, Toronto, Rio de Janeiro, Munich, Rome
A Tatt Company

'
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\‘ |\ 4 \ - “
S WA Y Columbia Gems.” A powerful selection of motion pictures.
A ) L s The most valuable way to increase your share.
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Publisher’s Letter
A S S

As indies score market successes,
TV and ad industries both gain

Long gone are the days when a non-network station in a given market
was relegated to second sister status. Independent stations never have
been stronger—and by all accounts, 1985 has been a banner year.

As related in this issue, the number of indies has reached an all-time
high, more than 240. According to estimates by the Association of Indepen-
dent Television Stations, indie station revenues for 1985 should increase
some 13 per cent over last year's levels, bringing the total to something in
the neighborhood of $2.5 billion. What’s more, indies once again this year
will enjoy 25 per cent of the total spot advertising pie—an estimated $2.8
billion out of total spot revenues of some $11.2 billion.

All of this bodes well not only for owners of and investors in independent
stations, but also for the advertising community. It’s much tougher to
complain about affiliate “stranglehold” over advertising rates when indies
provide the marketplace with such formidable competition. The recent
Tribune Co. payment of $510 million to Golden West for KTLA(TV) Los
Angeles serves to underscore the robust health of independent television.

How are the indies doing it? While the major networks are far from
hurting, in many markets indies are siphoning audience from broadcast
affiliates. And while the cable industry has produced figures to show that
broadcast erosion in cable homes comes at the expense of both network
affiliates and independents, it’s probably true that competition between
indies and cable has increased as each vies for a larger share of the network
affiliate audience. As indie broadcasters attempt to secure some sort of
local must-carry status on cable in the wake of the courts striking down the
FCC’s old must-carry rules, this competition may grow more strident.

Programming trends. While the appetite for movies and off-network series
seems everlasting among indies, there are upward limits to the efficacy of
such a strategy. Adventurous and forward-thinking indie programmers
may increasingly turn to local production, more use of local hosts for
certain types of syndicated shows and increased scheduling of ‘special’
programming.

In a sense, this is reinventing the wheel; in television’s earlier days,
network affiliates jealously guarded certain time periods for their own
much-valued homegrown product. But if the wheel gets you there, it would
be foolish not to roll with it. Local programming is, in a sense, the purest
form of counterprogramming.

It is encouraging, as well as a reaffirmation of the value of local produc-
tion, to see WPHL-TV Philadelphia succeeding in early fringe with Dancin’
on Air. It is a locally produced teenage dance show that proudly and
unabashedly traces its roots to the legendary Bandstand, spawned in the
City of Brotherly Love by the former WFIL-TV and eventually picked up by
ABC as American Bandstand. By reviving a tried-and-true local format,
WPHL-TV is restoring a much-loved vehicle to a market presold on watch-
ing their young people dance to the music.

Further evidence of the strength of indie TV comes from Denver, where
Tribune-owned KWGN-TV just registered significant ratings gains.

Those are but two recent indie success stories. As you will read in this
issue, there are many more.

;4?. .
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SOLD
IN 68 MARKETS (TOP 43)

PRIMETIME PLUS

AN AMERICAN CHRISTMAS CAROL DEADLY HAI ' AMERICA AT THE MOVIES
Hen-y Winkler. David Wayne Patty Dy i A compilation from nearly 100
THE BUSHIDO BLADE FACE O, landmerk American piciures

Richard Boone, Frank Converse Ricardo ;UN; M‘?RY - -
) PHILLY FLA ‘ean Stapleton. Martin Basam
CHU CHU AND THE PHILLY SH CITY IN FEAR

Carol ?umett. Alan Arkin

DADDY I DON'T LIKE IT LIKE THIS
Burt Yourg, Talia Shire

GRADU&TION DAY
Cnristopher George. Patch MacKenzie

| EGEND OF WALKS FAR WOMAN , "
Raq el Welch. Bradford Dillman %}{TTCFRS TRALS d;i J
MOTHER & DAUGHTER s 3 » e = =&
Tuesday Weld. Frances Sternhagen 3 i

MY BODYGUARD _ - Timothy ’L é*-en Dewhurst

Chris Makepeace. Matt Dillon E R g
] > mour
: T 37,000 FEET

David Janssen Robert Vaughn

COFFEE, TEA OR ME?
Karen Valentine. John Davidson

CRISIS IN MID-AIR
George Peppard. Don Murray

NIGHTMARE -
Patty Duke Astin. Richard Crenna N - S‘J’I =

ON THE RIGHT TRACK . - il ay
Gary Coleman, Maureen Stapleton S
SEDUCTION OF MISS LEON
| yna Redgrave, Brian Dennehy .
THADDEUS ROSE AND EDD
Johnny Cash, Diane Ladd

THAT LUCKY TOUCH

Roger Moore, Shelley Winters
TRAVIS LOGAN, DA.

\
-

Hal Holbrook. Brenda Vaccaro George - _

VISIONS OF DEATH ~
Telly Savalas, Monte Markham CO'ESENTING ADUE
WHEN SHE WAS BAD Mariin Sheen

Cheryl Ladd, Robert Urich COCA-COLA KID*
ZORRO THE GAY BLADE Eric Roberts
(George Hamilton, LLauren Hutton
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Letters

Marketing radio

Your October 14th article, Agencies
rap radio failure to capitalize on tar-
geting ability, fixed blame on stations
and reps. I think it’s simplistic to
blame seller or buyer for the present
state of affairs; the selling and buying
of radio time is rarely a one-sided
transaction.

Most radio time is still bought and
sold as it was 20 years ago. CPM and
CPRP still reign. Does it really matter
if this is the buyer’s or sellers’ fault?
Are advertisers’ true needs satisfied
by the current system?

Some advertisers who are particu-
larly adept at radio use station for-
mats which match the characteristics
of users of their product or service.
Some even produce commercials
styled for particular formats.

Category/brand behavior and listen-
er demographics have been indexed
according to radio formats by Sim-
mons and MRI for years. Station rat
ings, rep, format, network affiliation
and even market rates are on-line and
accessible through a choice of several

service companies. Agencies could se-
lect formats and compute reach-fre-
quency levels based on category and
brand behavior. Some formats out-
perform others three to one, yet most
buys are still made on CPM for age and
sex without regard to format.

Our company has already done what
vour article advocates. We formed a
national satellite network of classical
music radio stations called The Con-
cert Music Network. We target up-
scale adults, and reach about six mil
lion a month. We do not sell on age
and sex alone. Programs, features and
spots are offered on the basis of in-
come, education, occupation and cate-
gory or brand behavior as well as age
and sex.

We were the first to form a network
of stations with the same format so we
could offer the same upscale audience
profile from market to market within
an effective commercial environment.
The old-line conventional networks
still have a jumble of formats among
their affiliates, making it impossible to
offer consistent market to market im-
pact or to target a precise audience.

Our Concert Music Network was
the first, but it won’t be the last to
market radio by format. Someday
soon an agency will select from a com-

puter base only those stations with
formats which perform at superior lev-
els for a particular brand, and produce
commercials which match the lifestyle
of listeners to those formats, and with
some creative packaging and program-
ming. a new radio network will be
born.

A Utopian ideal? I don’t think so.
The information age via computer has
arrived. Anyone who really cares
about getting maximum impact with
radio can put together a format-ori-
ented campaign. My guess is that
there are many on both sides of the
desk who really do care, and they’ll
take radio to new heights in the next
few years.

ROY LINDAU

Director of sales,
Concert Music Network,
New York

Good editing

You did a masterful job editing my
Dallas speech (Viewpoints, “Porn
rock only today’s version of ‘Love for
Sale’, ‘Makin’ Whoopee',” October 14).
WILLIAM O’'SHAUGHNESSY
President,

WXOV/WRTN(FM),

New Rochelle, N.Y.

N

In a class by itself.

WELCOME BACK,

_ KOTTER
95 half-hours

Warner Bros. Television Distribution
A Warner Communications Company
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KNIGHT RIDER David Hasseihoff stars in this UNIVERSAL PICTURES DEBUT NETWORK Il The only group
high-powered adventure hour with the perfect of theatncal movies, making their broadcast debuts, that
demographics for syndication. could possibly match and, even, surpass the
excitement, promotability and ratings power generated by
the enormously successful Debut Network |.

P

SIMON & SIMON The action series with the THE A TEAM One of television’s top-rated series,
light touch. A favorite among young adult audiences— with all the fast-paced action and rousing humor
especially women 18-49 needed to make it big in syncication.

Jare Curtin and
Susan Saint James
star in this
fun-loving
half-hour sitcom.
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UNIVERSAL'S MARVELOUS 10 The comedy is free-wheeling, |  UNIVERSAL PICTURES

the action is non-stop, and the fantasy is out-of-this- | EXPLOITABLE '3 & PRESTIGE 13

world in this superb group of feature films with Top box-office stars and extraordinary production values
special appeal to kids, teens and young adults. They're | combine to deliver two highly promotable groups of

the perfect way to generate giant numbersin the theatrical motion pictures making their broadcast debuts.
all-important 4-8 p.m. time block. i
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FTV This outrageous, first-run, weekly, half-hour, PURTIN’ ON THE HITS This season's top-rated
music-comedy series is soaring into a hilarious weekly, first-run, half-hour is coming back for a third year.
second year. Advertiser-Supported. Advertiser-Supported.

BLACK SHEEP - Robert Conrad battles,
SQUADRON SN, < laughs and loves his way
. through this high-spirited
WWI| oft-network action
hour. A giant syndication hit.




: S
OPERATION PETTICOAT John Astin and Jamie Lee Curtis HARPER VALLEY Television superstar Barbara Eden s

star in this zany half-hour, off-network sitcom about a busy turning small town life upside-down in this engaging
pink submarine in Japanese waters during WWii. half-hour, off-network sitcom.

STREET HAWK Rex Smith wages a VOYAGERS!/WHIZ KIDS 52 weeks of off-network action targeted to young
high-tech battle against crime in this adults, teens and kids: Voyagers!—exciting sci-fi fantasy. Whiz Kids—

action packed, off-network hour. followss the adventures of a group of computer-happy teenage detectives.
Advertiser-Suprorted. Adveiser-Supported

Wagon Train
ENCORE PROGRAMS Switch
A catalog of some of ; : S : It Takes A Thief
the finest and most = - Best Sellers
successful series from N The Men From Shiloh
Universal Television, 4 Five Star Mystery

inc uding such favorites as. o BCIEOnES
Ironside

Rod Serling’s Night Gallery

Run For Your Life

The Deputy

The Name Of The Game

Mickey Spillane’s Mike Hammer
Boris Karlioff Presents Thriller
and Dead End Kids Movies

R

ADVISONOFMCEATV

© 1985 Universal City Studios Inc. All ngnts reserved.




Sidelights

Finance connection

Sign of the times: Two well-known
broadcasters moving over into invest-
ment banking.

They are Gary Stevens, who recently
announced he is leaving the presidency
of Doubleday Broadcasting, and Her-
bert S. Schlosser, who is retiring from
RCA, where he is an executive vice
president and who headed the National
Broadcasting Co. in the mid-'70s. Both
outgoing executives, they will begin
work at the Wall Street firm of Werth-
eim & Co. during the first week of next
vear, a coincidence in one sense, but
not in another.

Stevens’ exit from Doubleday was
not unexpected since his radio domain
had shrunk considerably since earlier
this year. Doubleday seld five of its
eight stations, four to Robert Sillerman
for $27 million, and Stevens was left

Gary Stevens, ., formerly of
Doubleday Broadcasting, and
Herbert S. Schlosser, r., retiring
RCA exec, are both moving into
the investment banking arena.

with the two New York outlets,
WHN/WAPP(FM) and the Washington
FMer, WAVA.

Now, Stevens says, “I want to be
where the action is.” {See Radio Re-
port, page 70, for excerpts from his
speech before the recent Paine Webber
Annual Conference on the Outlook for
the Media).

Stevens feels he’s the right guy at the
right time. “I've sold and bought over
$100 million in radio stations.” He’ll be
making deals and projections, getting
parties together, digging up business.
At Wertheim, where he and Schlosser
will be part of a growing capability in
communications, his job, says Stevens,
is to ask owners and managers, '‘What
are your needs? How can we get you
there?”

One thing that’s changing, Stevens
believes, is that “for the first time
many lending institutions and invest-

ment types are recognizing that the
value of communication properties
goes beyond the bricks and mortar.”
But he adds that he's concerned that
“the right people get in there.”

Schlosser’s appointment at Werth-
eim was announced by the Wall Street
firm's vice chairman, James A. Har-
mon, on November 18. The announce-
ment said that Schlosser will become a
“senior advisor” to Wertheim in the ar-
eas of entertainment and broadcasting.

They are areas that Schlosser indu-
bitably knows well. At RCA, where he
worked for almost 30 years, Schlosser’s
last job was responsibility for all of the
entertainment activities of the compa-
nv other than NBC. These included
RCA Records and RCA'’s participation
in home video operations and cable
programming. As part of his home vid-
eo responsibilities, he was involved
with the formation of two RCA/Colum-
bia Pictures joint ventures as well as
RCA'’s ill-fated video disc effort.

In the cable programming area, his
expertise is connected with the Arts &
Entertainment Network, a basic, ad-
vertiser-supported service. A&E is
owned by RCA-Rockefeller Center,
ABC and Hearst, with each entity own-
ing a third. Elsewhere, Schiosser
played an important role in the merger

of RCA Records and Ariola Reccrds, a
subsidiary of the Bertelsmann Corp. of
West Germany.

Schlosser joined NBC in 1957 as an
attorney for California National Pro-
ductions, its syndication arm. He was
West Coast TV program chief, head of
the TV network and eventually presi-
dent and CEO of NBC, replacing Julian
Goodman, who became chairman.
Schlosser was himself replaced by Fred
Silverman in 1978.

NHK and YLE

Foreigners have had a hard time find-
ing a market for non-English TV pro-
grams in the U.S,, but it doesn’t stop
them from trving. Among the latest
making a special push to sell programs
here are the Japanese and Finns.

Of the two, the former are making
the greater effort, cultural differences
notwithstanding. The giant Japanese
public broadcast organization. NHK
(Japan Broadcasting Corp.), will show
its stuff at the NATPE International
convention for the first time next
month. This evolved out of NHK's tak-
ing on ABC Enterprises as a consul-
tant, with some help from a former

(continued on page 34)

FOUR STAR INTERNATIONAL, INC.
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931 North Cole Ave.
Hollywood, CA 90038-2675
(213) 469-2102
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THE HOT TEAM. THI
THE HOT NEW WEEKENTI

Kideo TV’s going to
brighten up America with
smiles every weekend.

Launch: April, 1986.

Kideo TV is a full hour and a
half of first-run animated enter-
tainment. Three hot new half-
hour series, seen 52 weekend
mornings a year.

The opportunity is
enormous.
There’s a huge, growing

audience of kids on weekend
mornings.

=

e
/

51983 Hallmark Cards, Inc. Rainbow Brite 15 a trademark of
Hallmark Cards, Inc. used under Iicense. Popples '™ designates
trademark of © 1985 American Grectings Corp Mattel, Inc
authorized user Ulysses 31 is a trademark of DIC TMS., € 198¢
KIDEO TV 15 a trademark of LBS Communications Inc

Yet NTI confirms the three
networks’ Saturday morning
blocks, combined, have lost a
big, big 22 Kid Share points
from 1980 to 84.

Today’s kids want alterna-
tives to the networks.

Not only that—there’s no kid
programming from the net-
works on Sunday mornings!

It’s a major opportunity for
stations. And we've added a
real clincher: You get a full five
minutes to sell locally for
every minute Kideo TV sells

ALREADY
CLEARED ON
METROMEDIA
STATIONS

nationally—during 4th
quarter, when your local sales
opportunities are greatest.

1st, 2nd and 3rd quarters: four
minutes local for every two
minutes national.

The series are terrific.

Rainbow Brite™ Now
starring in her own animated
movie, she’s already a smash in
her TV mini-series, and is one
of the nation’s biggest video-
cassette stars for children.

Popples™ They're fast, furry,




HOT PROGRAMS.
NETWORK FOR KIDS.

funny, and very, very lovable.
Irresistible, innovative new
characters to captivate young
viewers.

Ulysses 31 ™ The great
classic hero, transported to the
distant future, in an epic
spanning the galaxies. The
runaway winner with kids all
across Europe.

Lots of new animated
specials for the holidays, too.
And valuable 60-second

mini-programs—with
important information on

health, safety and pro-social
values for children.

The team is television’s
best.

Kideo TV is from LBS
Communications Inc.,
television’s biggest and most
successful syndicator of
chiidren’s programming. DIC
Enterprises, television’s biggest
anc most successtul producer
of animation for kids. And
Mattel, Inc., creators of the
wotlds most popular and

.

==

enduring children’s characters.
There’s no better qualified
team to put similes on kids’
faces every weekend.
Centact your LBS rep for
the complete Kideo T
presentation today.

\

A Children Entertamment Project of Mattel, Inc,

LBS Communicatiors Inc., and DIC Enterpriscs

875 Third Avenue, KY, NY 10022, (212} 418 3000
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Sidelights (continued)

ABC executive, Milton S. Carney,
whose talents in mounting the annual
TV affiliates meeting for ABC are leg-
endary.

NHK will show four dramatic shows
and series, four documentaries and two
programs that come under the heading
of cultural productions. One of the dra-
matic series is Oshin, the most popular
program ever shown in Japan. The 15-
minute series, airing at 8:15 a.m. six
days a week for two years, got shares as
high as 55 and ratings up to 35. Run-
ning for two years, the series covers the
life of a woman against the background
of Japanese history from the Russo-
Japanese War up to the present.

One of those attending the NATPE
exhibition will be NHK'’s third ranking

“Yellow River,” one of the docu-
mentaries to be shown at NATPE
convention by NHK.

executive, Keiji Shima, described as a
mover and shaker, who has been push-
ing for a more active sales effort by
NHK both domestically and interna-
tionally. As a result, NHK Enterprises
was set up as a commercial venture last
January.

The Finns’ senior broadcast entity,
YLE, recently hired the Riehl Co., a
small distributor, to handle its sales in
the U.S. Dale Riehl describes his ap-
pointment as a new effort by the Scan-
dinavian broadcast operation to sell its
product here.

Diehl has made scattered sales to
PBS stations, and the Finns are having
some exposure this Christmas season
on New York City-owned WNYC-TV.
This includes two offerings on the sta-
tion’s series, Window on World Televi-
sion, which is carrying programs from
around the world from November 3 to
January 26. A week ago (December 15),
WNYC-TV carried two YLE programs,
Paavo Nurmi, The Man and His
Times, the story of Finland’s famous
marathon runner, and The Best Place
in the World, about the life of a gold
prospector in icy Lapland.

Hoberman heads home

Ben Hoberman’s fondest memories of
his 36 years with ABC Radio still reside
in Los Angeles—along with his three
grown children and a home he’s contin-
ued to maintain there since he became
president of ABC Radio in 1979. Hav-
ing announced his plans to leave the
company once the merger with Capital
Cities Communications is finalized, the
only thing he's definite about is making
good on a promise to his family to re-
turn to L.A.

Hoberman, 63, “and physically and
mentally 23,” he adds, says the pros-
pect of duplicated management with
CapCities had nothing to do with his
decision to resign. Propitious timing is
the key, he says. “If I were going to do
anything, this is the time to do it.” As
for his plans, he asserts, “I'm not look-
ing for another job with a big corpora-
tion or a 9-to-5 situation—but [ ha-
ven't ruled out anything.”

The radio executive says he’ll contin-
ue to be active on the boards of direc-
tors of the National Association of
Broadcasters, Radio Advertising Bu-
reau, the Advertising Council, Jeffrey-
Martin, Inc. and Eldon Industries.

Talkradio innovator. Los Angeles is the
scene of what Hoberman considers his
most monumental achievement. In
1960, shortly after he was named vice
president and general manager of
KABC, he established its ‘Talkradio’
format—‘'something nobody had
heard of before.” He notes it has re-
mained an outstanding station ever
since, generally running second in the
market in overall audience only to KIIS-
FM and continuing to be top station in
its 25-54 demographics.

And the format still has a lot of mile-
age ahead of it, he contends. “I think
the outlook is very encouraging as long
as the subject matter is contemporary
and topical and you have qualified peo-
ple doing it.”

Another source of pride for Hober-
man is the establishment at KABC of its
ombudsman service to help listeners
solve problems with governmental
agencies. He notes the station had sup-
ported a bill in California to establish a
state ombudsman service, but the bill
was defeated, so the station decided to
establish its own. He reports KABC cur-
rently is handling some 250,000 re-
quests for help a year and, although not
all the individual problems are re-
solved, the station’s clout has led to
resolution of a great many of them.

Outlook for AM. Speaking about the
outlook for AM radio, Hoberman holds,
“I think AM may turn out to be the
savior of a good portion of radio. The

new ideas will have to come from AM
because they will have to as a matter of
survival. FM has become set in its ways,
with less experimentation and creativ-
ity than there was 10-15 years ago. You
can pretty well identify it as some form
of music or another.

Ben Hoberman will head for Los
Angeles and forsake big business
and the 9-to-5 routine when he re-
signs his post of ABC Radio presi-
dent.

“I think radio will continue to spe-
cialize and be more fragmented,” he
adds. And it’s becoming better recog-
nized as an efficient advertising me-
dium.”

Innovations at ABC Radio since Ho-
berman became president include the
expansion of four ABC Radio Net-
works in 1982 to six regular networks
plus the ABC Talkradio long-form pro-
gram service. He also oversaw the con-
version to digital satellite transmission
of all network programs and the acqui-
sition of ABC Watermark, the in-house
production company that produces
such programs as American Top 40
With Casey Kasem and American
Country Countdown with Bob Kings-
ley.

Hoberman also was involved with
the upgrading of network and station
facilities culminating in the unveiling
last year of the largest and most sophis-
ticated radio broadcast center in the
world. He was responsible as well for
the strengthening of ABC’s portfolio of
owned radio stations.

Hoberman'’s first broadcast job was
in his hometown of Hibbing, Minn., in
1940, where he worked at WMFG as an
announcer-salesman. He continued his
broadcast career in the U.S. Army dur-
ing World War II with the Armed
Forces Network in Europe, obtaining a
field commission and heading all AFN
stations in France and England as a
first lieutenant.

After the war, Hoberman became as-

(continued on page 39)
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Sidelights (continuea)

sistant general manager of WELI New
Haven, Conn., and in 1948 was named
general manager of WDET-FM Detroit,
which he put on the air for the United
Auto Workers. He began his ABC ca-
reer in 1950 with wXyZz-TV Detroit as
the first salesman exclusive to televi-
sion in the city. In 1958, he was promot-
ed to general manager of WABC New
York, which he managed for two years
before moving to Los Angeles.

Hoberman is married to Jacklyn
Kanter of Duluth, Minn. Their three
children in Los Angeles are Tom and
Joan, both attorneys, and David, a mo-
tion picture executive.

Getting hooked on UHF

Promotion plays a key role in attract-
ing viewers to any new TV station.
When you’re the first UHF commercial
station in a major market with little
cable penetration, however, a special
challenge exists—getting viewers to
turn to that second dial on their TV
sets.

That was the situation facing
KITN(TV), Minneapolis-St. Paul, when
it premiered in May, 1984. But even if

viewers tried to tune in KITN, the city’s
second independent station, they prob-
ably wouldn’t have seen very much-
—since few viewers in the area had ever
bothered to hook up UHF antennas.

In the business. So KITN went into
the UHF antenna distribution business,
selling loop antennas from Russell In-
dustries in Oceanside, N.Y., to the local
Tom Thumb Store convenience chain,
which then sold them to consumers for
99¢ each. Within 18 months, potential
KITN viewers bought 170,000 of them.

“Tom Thumb initially said they
would buy 5,000 with the guarantee we
would buy back unsold inventory,” re-
members KITN promotion manager
Robert Thaman. That, of course,
proved unnecessary, as the station suc-
cessfully promoted not only the con-
cept of UHF TV but also the availability
of the antennas through a series of ra-
dio and print ads. These were backd up
with in-store and window promotions;
and station schedules were attached to
each antenna package.

The antennas wholesale for about
25¢ each, so why didn’t KITN just give
them away? This way, Thaman, said,
“you know people are buying them to
watch TV.”

Has the promotion worked? Ratings

were up 100 per cent this October, Tha-
man says. And University of Minnesota
football games this fall averaged a 58
per cent audience share—not even
counting the December 21 Indepen-
dence Bowl game, also carried by KITN.

Radio trivia

Remember all those wonderful things
touch-tone phones were designed to ac-
comodate, such as communicating with
remote computers?

Well, after years of promise, audio-
tex technology is finally starting to
emerge. The interactive capabilities of
touch-tone keypads are now being used
for activities as varied as making air-
line reservations, registering for college
courses . . . . and winning radio station
trivia games.

The broadcast angle, introduced re-
cently at San Francisco’s KMEL(FM), is
the brainchild of DataDial, Inc., a sub-
sidiary of an Oakland-based marketing
firm called Retail Concepts Inc.

In KMEL’'s game, listeners answer
three rock trivia questions to win con-
cert tickets provided by Bill Graham
Presents. This concept, customized for
any format and playlist, and other

(continued on page 44)

There’s still time to enter
The Journalism
Awards Competition
for distinguished service
in health reporting
sponsored by the
American Chiropractic
Association. Cash prizes
and medallions of merit

will be awarded
for category
entries in
newspaper,

and television.
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magazine, radio

If you have been responsible for
a program or story that is meri-
torious in bringing public attention
to the health needs of our nation
... if your work has served to moti-
vate your community to a better
understanding of a health problem
...if your efforts promoted health
and welfare. your story or program
should be entered in this compe-
tition. Enter your own program or
nominate colleagues’ programs for
awards.

Closing date for 1985
competition is March 1,1986.

For Rules and Entry forms, write to:

Joumnalism Awards

American Chiropractic Association
1916 Wilson Boulevard

Arlington, Virginia 22201

Plan also to do a suitable
work for the calendar year 1986
and enter before March, 1987.
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Warner Bros,, for more than
two decades, has consistently
supplied the greatest number
and the most important

features for syndication.



Volume 26 continues
the tradition and the new

era of commitment to

supply you with the best.
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Sidelights (continued)

types of interactive telephone promo-
tions are now being marketed nation-
wide by DataDial to both radio and Tv
stations.

Dennis Argue, DataDial president,
notes that KMEL should get a second
co-sponsor—*“someone like a McDon-
ald’s or Burger King”—to make the
promotion pay off. Stations who hook
up with DataDial commit to run the
promotion for a minimum of six
months. It costs a minimum of $45,000
for the computers and software, which
DataDial connects locally to 24 phone
lines.

In markets with 976 Telco numbers,
a station may have its callers pay any-
where from 55-75¢ per call (in KMEL's
case, the charge is 55¢), with a portion
of that earmarked to DataDial. If spon-
sors pick up the entire tab, which they
must do in non-976 areas, listeners can
call for free.

Argue points out that the DataDial
system also allows stations to poll their
listeners as part of the promotion. Call-
ers can select their own playlists, for
example.

Several other companies are also in-

volved with 976 call-in services. But
DataDial is believed to be the first to
tie-in such interactivity with station
promotions.

Classical hits

Unlike playlists at CHR stations, the
musical selections at classical stations
don’t change much from year to year.
So it wasn’t that surprising when lis-
teners of Seattle’s KING-FM selected
Vivaldi’s “Four Seasons” as their fa-
vorite composition for the second
straight year.

More than 1,700 listeners, triple the
number of participants in the survey’s
first year, submitted ballots listing
their five favorite musical pieces. One
of the listeners received a cruise for two
to Mexico in a random drawing. Re-
sults of the survey were used to develop
a “Top 50 Hits” countdown, which
made up KING-FM's programming for
an entire weekend in November.

WNYC a relic no more

New York public radio station WNYC-
AM-FM appeared headed for historical
landmark status until funds were re-

-
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cently made available for a major up-
grading of facilities. According to
WNYC'’s chief radio engineer Ernie Da-
chel, “The old equipment was state-of-
the-art as audio existed in 1945, In fact,
the Brooklyn Museum has expressed
interest in it for a show on the machine
age, circa 1930.”

It’s not by chance that the new,
state-of-the-art facility has been chris-
tened the Fiorello H. LaGuardia Tele-
communications Center, as the new
studios replace those constructed dur-
ing the LaGuardia administration by
the Works Project Administration over
four decades ago. With the station in
operation more than 60 years, the facil-
ity had not seen any improvement
since the 1950s, and much of the basic
equipment had been designed and in-
stalled between 1924 and 1939.

Total cost of the recent upgrading,
including construction and purchase
and installation of equipment was $3.3
million, of which $125,000 was provid-
ed by the federal government. As part
of the programming during the inaugu-
ration day of the new facility, there was
a live dialogue between Mayor Edward
L. Koch and Mayor LaGuardia, featur-
ing La Guardia impersonator Jack Hal-
lett. Koch presided over the opening
ceremonies at the Municipal Building,
on whose 25th floor the facility is locat-
ed.

Project beginnings. The project began
in January, 1979, when WNYC director
Mary Perot Nichols and Charles Cor-
coran, chief of operations, began re-
search into the possibility of improving
the radio facilities. The two, along with
former Department of General Ser-
vices commisioner James Capalino,
were instrumental in arranging city
support for the project under New
York’s capital budget. Final plans for
the new facility were set after Mayor
Koch appointed John Beck as director
of WNYC in July, 1980. Ground for the
new facility was officially broken in
November, 1982.

The *“brain” of the facility is its cen-
tral distribution switcher. The switcher
is responsible for sending audio
throughout the plant and can route up
to 96 different signals to 32 locations
around the broadcast facility. The cen-
tralized, remote controlled audio
switcher replaces the need for a patch-
ing system, whereby engineers had to
plug lines into panel jacks in order to
pick up an outside audio feed. The new
system gives an announcer or program
producer the ability to instantaneously
pick up a feed from another studio, a
concert performance or a program
transmitted via satellite. With the
press of a button, an operator can mon-

(continued on page 48)
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TWO WAYS TO WIN IN TV NEWS

Now there are two ways to put the global
power of INN to work building your reputation
—and your audience.

Air our complete newscast—INN
Nighttime Edition.

Or strengthen your own news using our
comprehensive news service—INDX.

Either way, you have television’s premier
independent news organization helping you
make the difference in your market.

INN NIGHTTIME EDITION

It’s a fast-paced half hour of national and
international news, seven nights a week.

The anchor: Morton Dean, one of television’s
most respected news professionals.

The resources: The crack team of INN news
specialists. INN bureaus in New York, Washington,
Los Angeles, Chicago, Miami, London. VISNEWS,
the world’s largest television news organization,
for overseas reports. WTN (formerly UPITN), too.
Plus AP and UPI. And reports from INN partner
stations across the nation.

INN Nighttime Edition is a complete network

; . SATELLITE NEWS
newscast fo; stations—and viewers— FEEDS FROM
who are serious about the news. VISNEWS AND WTN

And a well-established favorite NEWS DELIVERY TO STATIONS 3

. ; -BAND SATELLITE e

on 96 stations, covering 75 percent R R i :
of the nation. Ko )
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JEW K TECHNOL

- INDX NEWS SERVICE
- INDX s the daily news service with the
- lnational and global resources of INN.
~ And your station’s only source for the entire
~ daily feeds of both VISNEWS and WIN.
- INDX s now distributed via C-band satellite.
~ And starting in the second quarter of 1986, the
- service will also come to you via the new K-band
~ satellite, Satcom K-2. S, increasingly,.we’ll be
- able to beam fast-breaking stories to you
~ live—directly from the scene.
~ We're planning 4 PM (ET) and late-night feeds
~ to supplement our current evening feed. You'll
~ beable to use INDX reports on your 5 PM, 6 PM,
- 10PM or 11 PM newscasts, regardless of your
: I; ~ time zone.
- Foran affiliate, that means no more waiting
~ for the netwark to break with the best footage.

R
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~ INDX gives you the stories you need to add
. avaluable new dimension to your newscasts.

 INN Nighttime Edition and INDX news service.
We'll help you make the difference.
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Sidelights (continued)

itor or access material which can be
incorporated into a broadcast without
delay or interruption.

In addition to WNYC’s local broad-
cast operations, the staton provides
satellite transmission services, which
the new facility will greatly enhance.
WNYC operates an uplink and down-
link station for distributing programs
from National Public Radio and Amer-
ican Public Radio as well as audio feeds
for commercial stations in the New

York metropolitan area.

The new satellite center located next
to the plant’s terminal room features
many remote control capabilities de-
signed to increase the speed and accu-
racy of satellite transmissions. Con-
trols are centralized and can be operat-
ed by one on-site engineer. The system
has the capacity to handle several jobs

simultaneously.

later broadcast.

At any given time, feeds may be
automatically picked up and taped for

Satellite distribution. The satellite dis-

$13.95 hardcover, 220 pages, 16
pages of black and white photo-

graphs

“For years the term ‘Top 40’ and

ymous. They both meant the
best in rock music. If you are
fascinated by the world of music,
its stars, its jungle warfare, its
fights for survival, then read Rick
Sklar's autobiography of the rise
of rock radio in America.”
—Clive Davis, President
Arista Records

the name Rick Sklar were synon- 1

|

THREE DECADES OF RADIO & ROCK 'N ROLL

ROCKING AMERICA How The All-Hit
Radio Stations Took Over by Rick Sklar

“Without question, Rick Sklar
is the Dean of Contemporary
Radio Programmers, and the
man most responsible for
making the term ‘Top 40" a
household word.”

—Michael L. Eskridge
V.P. RCA Home Info. Systems

ROCKING AMERICA traces
the rise of rock 'n roll radio,
fromits originsto its explosion
across the country and be-
yond, as it was experienced
by Rick Sklar as a radio pro-

grammer.

Rick Sklar is a radio and
music video program consul-
tant and was formally a con-
sultant for ABC-TV'’s music
video programs. He has been
program director at New York
radio stations WINS, WMGM,
and at WABC, which he built
into ‘‘the most listened-to
station in the nation.”

SR, R——

rPlease send me _ _copies of ROCK-
YING AMERICA @$15.50 each (includes
: postage)
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tribution area and terminal rooms are
equipped with 10 Revox PR99 reel type
recorders for downlink recording and
distribution, tape machines for record-
ing directly from remote units located
within Manhattan’s City Hall, a BMX
III console and four Studer A-80RC
reel recorders used to uplink supplied
programming.

The new facility houses six on-air
control rooms and two studios, which
will be used for local and national
broadcasts. All of the control rooms
share a similar design, enabling an-
nouncers to be rotated to another loca-
tion when an area is down for mainte-
nance.

By designing the control rooms to
accommodate routine maintenance
checks, the station will avoid costly
emergency repairs.

The stereo-equipped control rooms
feature a classic combo style layout,
combining the role of on-air talent and
engineer into one function. All time
controls are labeled and are at the an-
nouncer’s fingertips, permitting simple
operation. In addition to the announc-
er, the control rooms can accommodate
between three and four guests, avoid-
ing the need to set up extra studio
space when guests are featured on a
program.

Equipment in the control rooms in-
cludes: PR & E consoles, two of which
are ABX multitrack and four which are
BMX III-22 stereo, Tomcat stereo cart
machines, a Tascam 122B cassette
deck and two Studer A80 reel type ma-
chines. Also included are AKG 414EB
microphones, two Technics SP15 turn-
tables which are recessed into a flip top
cabinet to provide more counter space
when the turntables are not in use,
Studer 2706 monitor speakers and an
isolated announce booth. Each of the
control rooms normally used as on-air
studios have a Studer compact disc ma-
chine.

Home fitness potential

Home fitness equipment marketers
will become big TV advertisers in two or
three years, according to Charles Mar-
tin, Ph.D., president of Los Angeles-
based California Communication Con-
sultants. The market research firm re-
cently conducted a fitness equipment
survey in 151 homes.

Since many of the equipment manu-
facturers are West Coast firms, Martin
said, they have been testing ads “out
here first.” Home gyms and weight lift-
ing equipment are among the more
popular items.

The survey results showed that the
market is in its early stages, character-
ized by brand loyalty, cautiousness and
price consciousness.

!
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T future of television is in the at.

These feature films include the GODZILL.\ science fiction
releases. SOUNDER starring Academy Award winner
Cicely Tyson, WHATS UP TIGER LILY? from the comedy
genius Woody Allen, as well as the “evergreen” animated
MR. MAGOO features, specials, and series.
For more information contact: Richard Goldfarb
(212) 207-6820

BOCASS COMMUNICATIONS, INC.

The majority of good TV programming isn't new.

Because viewers love to watch classic movies and shows
Again and again.

That's why Bocass Communications. Inc. is pleased to
announce that it has been retained by UPA Productions
of America as the sole television distributor of UPA's classic

film library.

U.PA PHCTURES. INC 1985 TOHO CO.LTD. 1985



Tele-scope

NBC affiliates calm about
RCA takeover by GE

Reaction by NBC-TV affiliates to the acquisition of
RCA by General Electric appears to be favorable
with no negative effects expected vis-a-vis the TV
network. Radio is another matter.

James Lynagh, president of Multimedia Broad-
casting and chairman of the NBC-TV affiliates
board, said he was satisfied because Grant Tinker is
satisfied that the acquisition “is a good thing for the
longterm for NBC.” Ancil Payne, president of King
Broadcasting and a former affiliates board chairman,
expects the deal to have “virtually no effect on the
network and its operation.”

The $6.28 billion acquisition of RCA by GE, the
biggest non-oil business acquisition in history (in cur-
rent dollar terms), will result in the sale of five radio
stations in New York, Chicago and Washington be-
cause of the FCC’s one-service-to-a-market rule.
NBC also has radio stations in San Francisco
and Boston, but no TV stations in those markets.
Whatever the case, there is wide agreement that
NBC is considered the “crown jewels” among RCA’s
acquired component divisions.

They get jump on INTV

Preview screenings of syndicated shows by an orga-
nized group of affiliates leap-frogging the INTV con-
vention were held in Los Angeles for the third year in
a row last week, but this time a second group of affili-
ates, competitors to the charter stations, set up their
own screenings. The initial screenings were set up
two years ago by affiliates who felt the INTV conven-
tion gave independent stations an unfair break.

Thirty program suppliers were on hand for three
days of screenings (December 16, 17 and 18), with
distributors shuttling back and forth between the
Century Plaza and Beverly Hilton to show their first-
run wares to the two groups.

The original group, which calls itself the TV
Screening Group, fielded 46 participants from 26 sta-
tions this year and is coordinated by Lon Lee of GE’s
KCNC-TV Denver. The new group, named the TV
Idea Viewing Group, and representing 15 stations,
was shepherded by Stanley Marinoff of Hearst’s
WISN-TV Milwaukee. Marinoff is a former NATPE
president (all Hearst stations were represented).

In a letter to syndicators, the TV Screening Group
| laid out ground rules (there was also an attorney pre-
sent at the screenings): There is to be no negotiations
during the screenings, and it is not considered appro-
priate to discuss market prices, though distributors
may list which markets are sold.

The TV Screening Group saw product from the fol-
lowing—Monday: Telepictures-Lorimar, TPE, Dis-

ney, SFM, Taffner, Viacom, Syndicast, LSB, Fox-

Lorber, Claster, Four Star and Worldvision. Tuesday:
WW Entertainment, 20 Century-Fox, Program
Source, All American, Turner, Bel Air, Multimedia,
MGM-UA, Tabloid News, Colbert, King World,
Fries, and Kempner. Wednesday: Orbis, Genesis, Coe
Films, Lionheart, Paradise Venture, Harmony Gold,
ABR, Lee Productions and Orion.

The day before the screenings, program directors
of the senior group displayed some of their own local
productions, with some available for syndication.
Multimedia, for example, is distributing a special on
Martin Luther King, Jr., produced by WNEV-TV Bos-
ton.

People meters progressing

Momentum toward making people meters a national
reality was outlined by the three contenders—A. C.
Nielsen, AGB Television Research and ScanAmeri-
ca—at the recent Advertising Research Foundation’s
Electronic Media and Research Technologies Work-
shop in New York.

John A. Dimling, group director of product and de-
velopment at Nielsen, pointed to slight differences in
audience composition at HUT levels in recent people
meter tests, when compared with established meth-
ods. He disclosed CONTAM (Committee on Network
Television Audience Measurement) has indicated in-
terest in doing an independent telephone concidental
validation test. He said that next June a decision will
be made on whether the people meter can replace
NAC as the method for obtaining audience composi-
tion and that in 1987 a decision will be made on
whether to replace NTI with the people meter.

Robert L. McCann, Jr., senior vice president
—marketing, ScanAmerica, reported hopes of gradu-
ating the Denver test to a commercial service in the
market by January, 1987, and to introduce a national
syndicated service in February, 1989, with a sample
of 5,000 homes.

Joseph Philport, vice president, sales and market-
ing, AGB Television Research, reported positive re-
sults from the company’s Boston test and said the
plan is to have a national service by September, 1987,
with a panel of 2,000 households and 5,000 peo-
ple—and a full sample of 5,000 households and
13,000 people by September, 1988.

Zapping impact debated

While a new study corroborates earlier findings that
commercials overall lose minimal audience to zap-
ping, at least one advertising executive contends the
lost dollars to advertisers are significant. According
to Gale Metzger, president of Statistical Research,
Inc. (SRI), a study his firm just completed for CON-
TAM (Committee on Network Television Audience
Measurement) indicated only 6 per cent of VCR own-
ers surveyed zapped commercials in the preceding
day—fast-forwarding commercials only an average of
twice during what was typically a two-hour program.

50

Television/Radio Age, December 23, 1955

J



GULAG FORBIDDEN

THE
GLITTERDOME

FINNEGAN
BEGIN
AGAIN

Five Exceptional Feature Films
Available on a Barter Basis in Syndication for the First Time

O LS ,
\, /) NN

432 Park Avenise' South; New York, NY 10016 (212) 685-6699

PP, T SASEEET .S VN ST R

FORTRESS

| See us at INTV |




—
Tele-scope (continued)

Based on 25 per cent VCR penetration, this amounts
to only 1.5 per cent of TV homes.

Earlier findings by A. C. Nielsen are similar, with
both firms finding that, when broadcast program-
ming is played back, about 50 per cent of viewers
fast-forward through commercials. A Nielsen execu-
tive estimated VCR capabilities are costing the aver-
age commercial no more than 2/10 of a rating point
(TV/RADIOAGE, November 11). Both firms indicate
the overall figure is low because of the small amount
of viewing of off-air recording.

Metzger’s presentation was made at the Electronic
Media and Research Technologies Workshop of the
Advertising Research Foundation, where another
speaker stated that even such small audience losses
are costly. Barry M. Kaplan, senior vice president
—director of new electronic media and technologies
at Ted Bates Advertising/New York, contended,
“Now, 2/10 doesn’t sound like a lot, but when you
consider that the average primetime rating point will
cost advertisers about $6,500 during the 1985/86
broadcast season, it can really add up.”

15-second originals eyed

As 15-second commercials become more predomi-
nant, their use may become less restricted to rein-
forcement of earlier-run 30s that they are derived
from—if some recently presented findings are taken
seriously. According to some information presented
at the recent Advertising Research Foundation work-
shop on 15-second commercials, original 15s can per-
form as well as or better than those that are derived
from 30s.

One advocate of original 15s was William M. Clag-
gett, vice president and director, advertising market-
ing services, Ralston Purina Co. He asserted, “If you
really want to create more effective 15s, simply plan
for them in advance and start with the 15-second for-
mat as the basic creative planning unit. Unfortunate-
ly most 15s which are lifts from 30s look just like 15s
lifted from 30s.”

Original 15s may not perform any better than de-
rived ones, but they don’t do any worse, according to
findings presented by Roger G. Flechsig, vice presi-
dent, Burke Marketing Services. Burke recall testing
on 95 15s, approximately half of them originals, indi-
cated an average recall score of 20 per cent for the de-
rived ones and 19 per cent for the originals—each
representing the expected roughly 70 per cent recall
rate of a 30. He also observed that cut-down 30s
tended to beat the 70 per cent rate when they includ-
ed fewer sales messages. Only a third of the less suc-
cessful cutbacks eliminated any sales messages, while
half of the more successful ones did so.

A high-performing 30 won’t necessarily produce a
high-performing 15, according to findings presented
by ASI Market Research, gathered by its On-Air Re-
call Plus system and its Theatre Laboratory. Gerald
Lukeman, president, and Floyd Poling, senior vice
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president, found that between 39 and 51 per cent of
the performance of a 15 is explainable by the perfor-
mance of the parent 30. They added, “Other message
and executional elements contained in the commer-
cial will have as much or more influence than the lev-
el of the 30-second unit.”

They noted negative reaction to 15s is the same or
lower than that of parent 30s “since less time spent
inherently gives viewers less reason to have a nega-
tive reaction to a specific execution. “Hot” items like
pump toothpaste containers, which have strong visu-
al representation, score well in 15s, they reported.

BAR reports on 15s

Thirty-two companies used 15-second commercials
on behalf of 165 of their brands last August, accord-
ing to a new, 69-page snapshot report by Broadcast
Advertisers Reports. The report, “Who’s Using
15877, costs $150 and analyzes spot TV activity in
BAR'’s 75 markets, breaking out 15s both in terms of
dollar expenditures and percentage of total spot ex-
penditures for the individual advertisers.

The report shows that more than 8,000 15s were
aired across the monitored markets in August. This
represented approximately 8 per cent of the total
number of spots placed by the 32 companies.

Meanwhile, Gerard Grady, BAR president, reports
52-week monitoring will be expanded to an addition-
al 13 markets beyond the current three—New York,
Los Angeles and Chicago. Three markets will be add-
ed next year and an additional 10 on January 1, 1987,
he said. The total of 16, he notes, will represent 40
per cent of U.S. TV homes and more than 50 per cent
of national spot spending.

On January 1, 1986, BAR will introduce a new ser-
vice, National Barter/Syndication Reports. The re-
ports will provide such information as parent compa-
ny, brand-product and program detail, including the
number of commercials, commercial minutes and es-
timated expenditures.

Barter to $530 miillion?

Barter syndication ad sales will probably reach
$530 million next year, Media General Broadcast
Group president Robert T. Sutton predicted in a
speech to the recent Paine Webber Media Confer-
ence in New York.

Sutton said barter had only accounted for $300
million in 1983 and $485 million in 1985. “They’re
taking it out of spot sales, they’re taking it out of
network,” he stated.

Claiming that “nothing is sacred anymore,” Sutton
noted that the syndicated Wonderful World of Dis-
ney will retain a 30-second spot in afternoon play.
Furthermore, he explained, if a station pulls off a
syndicated show not doing well, it still has to run the
barter spots. “That decreases the inventory of televi-
sion stations,” he said “that hurts us.”

Sutton explained that stations thus have to ex-
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Tele-scope (continued)

pense the spots as well as the shows themselves—and
those program prices, he said, are skyrocketing pri-
marily because of the increasing numbers of indepen-
dent stations.

With rising expenses, the diversion of ad dollars to
syndication, and the decrease in spot advertising,
Sutton said Media General’s local ad sales will have
to increase more than 12 per cent generally predicted
for 1986. “We have to develop new local means of ad-
vertising.” And, on the national scene, he added, I
think we and our reps have to convince the adver-
tising agencies that we can deliver better than the
other influences that are hitting our business at this
time.”

Sutton also called on broadcasters to use new tech-
nologies to develop new revenues. “If you’re building
a new tower in your market,” he suggested, for in-
stance, “you can get paging systems up now. In Jack-
sonville, we have the FBI on our tower with a paging
system.”

Downplaying barter. In another presentation to the
Paine Webber conference, David Poltrack, vice presi-
dent of research for the CBS/Broadcast Group,
downplayed the success of barter syndication in the
marketplace. “The barter syndicated show ratings
continue to decline on average,” he said, “with no
real success stories emerging this season.”

Poltrack delivered the same message about cable
TV, saying that “most of the cable television services
are either flat or down in ratings in the homes that
can receive them.”

On the other hand, Poltrack said, “primetime net-
work audiences are up 5 per cent this season, as are
evening news audiences.” In daytime, he noted, the
25-54 female demographic is up 7 per cent, while the
Saturday morning children’s audience is up 5 per
cent. “And,” he reported, ‘“the American male has re-
newed his love affair with televised football.” With
this in mind, Poltrack said that when marketers “be-
gin to shift their focus back to advertising, they will
find a revitalized network television medium ready to
serve them.”

But Poltrack does not expect marketers to begin
this shift back from sales promotion dollars until the
middle of 1986.

The increased focus on sales promotion over adver-
tising, he said, has affected all media, and was “fu-
eled by the focus on short-term profitability resulting
from the increasing financial pressures put on firms
by the threats of leveraged buyouts and hostile take-
overs.

“We would be more concerned if we saw, in the re-
cent spending trends, some structural change in the
network television market,” Poltrack stated. “What
we see instead are short-term adjustments in re-
sponse to growing financial pressures in a lackluster
economic environment.”

Poltrack predicted the network TV ad market will
remain “essentially flat” in the early part of 1986,
“and show the greatest growth in the second half
year, particularly the fourth quarter.”

Group W kids’ drive

Group W is continuing its commitment to public ser-
vice programming with a syndicated campaign em-
phasizing issues affecting the quality of life for young
people. The campaign, the first of its kind in TV, is
called For Kids’ Sake, and all five Group W TV sta-
tions will be participating. The year-long drive al-
ready in progress at WBZ-TV Boston, and will be
lauched by Kyw-TVv Philadelphia in January. WJz-
TV Baltimore, KDKA-TV Pittsburgh and KPIX(TV)
San Francisco are expected to kick off the campaign
sometime in the first quarter of 1986.

The drive will involve a package of primetime pro-
grams, on-air promos, ‘“‘commercial” vignettes for use
by For Kids’ Sake sponsors, specific campaign philos-
ophy spots, PSAs, graphic animation, music beds and
collateral material. Participating stations may select
a minimum of four programs from a menu covering
such topics as drug abuse, racial, religious, and ethnic
heritage, divorce and contemporary family life, career
planning, the adult-child communications gap, young
people’s feeling about nuclear war, young astronauts,
child prodigies, and street kids.

Available programs feature such celebrities as Jean
Stapleton, Christopher Reeve, and Michael J. Fox
and Tina Yothers of Family Ties. The package will
be available at the upcoming NATPE convention in
New Orleans. Commenting on the reason for the
campaign, Lawrence Fraiberg, president of the
Group W Television stations, says that children are
growing up in a fast-paced world that can present be-
wildering opportunities. It is our responsibility as
broadcasters to address these issues because the next
generation is our legacy.

Major: indie challenge

James F. Major, who will become general manager at
WFTS(TV) Tampa-St. Petersburg, Scripps Howard
Broadcasting’s third indie when the sale of the sta-
tion is completed by Capital Cities Communications,
is looking to his new post as an exciting challenge.
Major, says that although his experience has been
mostly with affiliates, he has “learned a lot about in-
dies” during his tenure at Petry Television. Major,
vice president and director of programming at the
rep company, joined Petry in August, 1982. No re-
placement for Major has been selected as yet, and
Harry Stecker, vice-president, director of marketing,
says that he’s just begun the interviewing process.
Major’s move to WTFS which will take affect around
January 1, is the second time over the past few years
that a Petry programming executive has gone to a
station. It’s recalled that Ed Aiken joined KMPH-TV
Fresno as general manager, and recently became GM
of sister station, WHNS-TV Greenville-Spartanburg-
Asheville. Both outlets are owned by Pappas Broad-
casting.

Major, replaces Lewis Freifeld who will become
general manager at WTNH-TV Hartford-New Haven.
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Tele-scope (continued)

GTE, Hasbro: big ad hikes

During the first three quarters of 1985, GTE in-
creased its national and regional spot TV spending by
172 per cent, to $44.2 million, while Hasbro went up
142 per cent to $28.5 million. They were the biggest
gainers, by far, as the overall national/regional spot
business rose 9 per cent to $4.13 billion, in 75 top
markets, according to BAR figures released by TvB
(See tables beginning on page 158).

Procter & Gamble, the leading national/regional
spot advertiser, once again more than doubled the
spending of its closest competitor, Pepsico. P&G in-
creased 23 per cent to $180.1 million, while Pepsico
rose 14 per cent to $78.3 million.

The rest of the top 10 national/regional spot adver-
tisers were General Mills, General Foods (which
vaults well into second place with a combined $106.11
million in sales when new parent Philip Morris is
added in), Coca-Cola, Toyota, Anheuser-Busch, Dart
& Kraft, R. J. Reynolds and GTE.

Food and food products was once again the highest
spending product category in the national/regional
spot scene but by a smaller margin over second place
automotive than a year earlier. The food category in-
creased only 6 per cent to $664 million, while autos
soared 24 per cent to $501 million. Of the top 25 cate-
gories, sporting goods and toys showed the greatest
increase, up 85 per cent to $92.1 million, while freight
and industrial development rose 65 per cent to $27.54
million. On the negative side, office equipment, com-
puters and copiers took a dive, down 58 per cent to
$19 million.

Local advertising. On the local ad scene, where there
was an increase of 12 per cent overall to $4 billion, so-
cial services showed the greatest spending increases.
Education services were up 43 per cent to $52.2 mil-
lion, legal services 37 per cent to $28.1 million, and
medical/dental services 34 per cent to $61 million.

Appliance stores, the 10th largest category in local
TV spending, rose 38 per cent to $74.8 million, but
the fourth largest category—banks and savings &
loans—fell 6 per cent to $138.2 million.

Radio stations and cable TV systems, meanwhile,
showed less of an inclination to promote themselves
on their broadcast TV rivals. The 10th largest cate-
gory was down 1 per cent to $91.4 million.

Once again, the leader in local spending was res-
taurants and drive-ins, up 18 per cent to $504.6 mil-
lion. That more than doubled the second place show-
ing of auto dealers, which were up 27 per cent to $188
million.

As for the top 25 individual local TV advertisers,
Denny’s increased 135 per cent to $11.7 million, while
Walt Disney Productions zoomed 109 per cent to
$18.8 million. And McDonald’s increased its spend-
ing 39 per cent to $91.5 million, taking the top spot
held last year by Pillsbury’s Burger King and God-
fathers restaurants together—which rose only 2 per
cent this year, to $69.7 million.

Network expenditures. In network spending during
the first three quarters, Procter & Gamble topped
the list with $309.8 million, up 4 per cent, followed by
General Foods with $150.6 million, up 3 per cent.

Overall, network spending decreased 4 per cent
from the same period in 1984, to $5.81 billion. The
largest drops among major advertisers were AT&T,
down 37 per cent to $114.9 million, and Sears Roe-
buck, down 31 per cent to $87.7 million.

Major increases were shown by Mars, up 20 per
cent to $67.4 million, Dart & Kraft, up 18 per cent to
$79 million, and Kellogg, up 15 per cent to $118 mil-
lion.

Eighteen of the top 25 network TV categories either
decreased or held even in their spending during the
first three quarters. Apparel, footwear and accesso-
ries dropped 37 per cent to $106.5 million, while
freight and industrial development found the funds
for its massive increase in national and regional spot
by decreasing its network spending 34 per cent to
$30.6 million.

Food and food products was the top category dur-
ing the period, as spending topped the $1 billion
mark, a 9 per cent increase. Toiletries and toilet
goods was next with $714.3 million, down 3 per cent,
followed by automotive, up 2 per cent to $539.3 mil-
lion.

Third quarter results. During the third quarter alone,
local was up 12 per cent, to $1.41 billion; national/re-
gional spot up 7 per cent, also to $1.41 billion; and
network down 18 per cent, to $1.73 billion. Total
spending, according to TvB, was thus down 3 per
cent.

ABC’s ad revenues declined greatly in the third
quarter, down from $1.006 billion in 1984 to $564.5
million this year. CBS was down slightly, from $599.7
million to $584.8 million, while NBC jumped from
$517.6 million to $586.9 million.

For the first three quarters, ABC dropped from
$2.46 billion in revenues in 1984 to $1.914 billion this
year. CBS showed an increase, from $1.954 billion to
$2.038 billion, and NBC rose from $1.674 billion to
$1.876 billion.

Consumers to resist 15s

With the majority of viewers already perceiving a
greater commercial load in TV programming than ac-
tually exists, the use of 15s is likely to result in addi-
tional overstatement. Additionally, given the same
amount of advertising time, most consumers prefer
fewer and longer commercials. These are the key
points of a nationally projectable study of 1,000
adults just completed by the Doyle Dane Bernbach
research and marketing services department and con-
ducted via R. H. Bruskin Associates.

In the study, 51 per cent of respondents overstated
the amount of commercial time in an hour of prime-
time programming, compared with 27 per cent giving
roughly correct answers, 14 per cent understating the
time and 8 per cent not answering. Only 6 per cent

56

Television/Radio Age, December 23, 1985




A wise man believes only 1n lies,
trusts only in the absurd,
and learns to expect the unexpected.

-90 Fascinating Eplsodes' An Incredible Array of Stars!
‘A Barter-StrF)' September, 1986 Start!

Expect the Best!

[See us at INTV f‘ ( W F S MUNICATIONS
A\ \\\\N“

PanxAvenueSwﬂr MMMYW@Z)W

WIde History



Tele-scope (continued)

answered eight or nine minutes, the correct amount
for network programming, and 21 per cent stated 10
or 12 minutes, correct for non-network programming.
The proportion of those overstating the time broke
down as: 13 or 14 minutes, 2 per cent; 15 minutes, 27
per cent; 16 to 20 minutes, 15 per cent and 21 min-
utes or more, 7 per cent.

As for preferrred allocation of the present amount
of commercial time, 57 per cent specified fewer and
longer commercials, 16 per cent more but shorter, 14
per cent the same as now and 13 per cent other or
“don’t know.”

Analyzing the results. From the study, DDB con-
cludes that advertising in 1986 will be faced with
greater on-air competition from more commercials
vying for the viewer’s attention against a background
of possible viewer resistance to what might be per-
ceived as increased impingement on entertainment
time. The agency states the survey is strongly sup-
portive of what many in the industry have already
anticipated:
@ Each individual commercial will have to work
harder in 1986 than ever before in order to reach pre-
vious levels of effectiveness.
@ It will be harder to stand out from the commercial
forest and obtain impact from a commercial message.
® The 30 as well as the 15 will face the challenges
presented by a greater total number of commercials.
DDB contends this will result in greater demands
on marketing teams to identify meaningful single
messages that can be addressed in 15 seconds as well
as on creatives for exciting, breakthrough communi-
cations and on the media departments for creative
commercial placement.

Network price ‘rebellion’

Network TV, showing its first decline since the loss of
cigarette ads in 1971, was the only major medium to
suffer a drop in ad revenues during 1985 as “cable TV
and syndicated TV programs were offered as efficient
alternatives to the high priced 30-second commercial
units of the networks.”

That was the assessment of Robert J. Coen, senior
vice president, director of forecasting for McCann-
Erickson, who offered his review and predictions of
ad spending during the recent Paine Webber Media
Outlook Conference in New York.

Coen said that network TV spending in 1985 was
down 2.5 per cent, to $8.3 billion. Meanwhile, spot TV
rose 8.5 per cent, to $6.3 billion; network and spot ra-
dio, 11 per cent, to $1.7 billion; cable TV, 22 per cent,
to $569 million; magazines, 5 per cent, to $5.2 billion;
newspapers, 7 per cent, to $3.3 billion; and direct
mail, 13 per cent, to $15.6 billion.

On the local scene, Coen reported TV revenues up
12 per cent, to $5.7 billion; radio, up 11.5 per cent, to
$4.8 billion; and newspapers, up 8.5 per cent, to $22.2

billion. Coen said that local retailers have shifted re-
cently “to more pre-printed inserts and to targeted
catalog mailings, while using the broadcast media to
help compete for store traffic and to unload backed-
up inventory.”

Election boon. Local media, Coen continued, should
see a boon in 1986 due to the election season. He
foresees non-network TV political advertising to total
$150-200 million in 1986, compared to $104.5 million
during the 1984 presidential campaign year. The net-
works, without a national election, should take in
about $1 million in political time, compared with the
$43.7 million they received in 1984.

Although network TV was the only medium to ex-
perience an actual ad revenue decline in 1985, Coen
stressed that advertising as a whole was experiencing
a slowdown. But this did not represent a “wholesale
pullback in advertising strategies of all marketers,”
he said. Rather, the slowdown reflected the “drying
up”’ of the computer category due to that industry’s
shakeout, and the end of large budget increases from
deregulated airlines and utilities.

Robert J. Coen

Kenneth Caffrey

Buyer’s market. Kenneth E. Caffrey, executive vice
president at Ogilvy & Mather, told the Paine Webber
conference that media is moving from a seller’s mar-
ket towards a buyer’s market. “Advertising brand
budgets are not growing,” he said. “While total ad-
vertising expenditures continue to rise, it is more a
function of new categories, new brands and extreme
vitality in a few specific categories such as fast food.
To the extent that a deflationary economy may slow
down new product introductions, and not seeing a
major new category on the horizon such as personal
computers, some media owners could have real cause
to get the jitters.”

Continual rate increases will no longer be the
method for the media to pass on their costs, Caffrey
said, and they will have to learn to battle for share in
a “slow growth market.”

This is already happening, he said, for example, 35
magazines have announced programs to reduce circu-
lation, increase CPM, but lower the out-of-pocket cost
to advertisers. The parallel situation in Tv, Caffrey
feels, is CBS’ acceptance of 15-second commercials.

“I believe it is just a matter of time before both
NBC and ABC begin to accept independent 15s,”
Caffrey added. But he does not think they will be-
come the industry standard as 30s did after their in-
troduction in the 70s.
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N()w. ..the most beautiful show in syndication...
featuring contestants from 80 major markets.

I€s an American institution, and for years it has been
a television ratings windfall. “Dream Girl US.A.” takes
that can’t-miss format and turns it into a new captivat-
ing weekly series. . .by putting America’s loveliest
women center stage. . .and by adding the biggest
names in entertainment, music, and sports as guest
stars. Not to mention the glamour and eleetricity which
is second nature to any first-rate beauty competition.

The result is a $125,000 pavday for some lovely voung
woman... and hours of ratings-busting entertainment
for some lucky programmer in yvour market.

Over the past five vears Miss America, Miss Universe,
and Miss U.S.\. have averaged a 22 rating/39 share.
The 1985 Miss America achieved a 24,/44! Now,
“Dream Girl US.A.” takes this ratings success, updates
it, punches it up with new energy, and delivers it to
vour doorstep every week.
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ccomes A Weekly First-Run Syndicated Series!

Xk ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok ok

Available for Fall of 1986

ALREADY SOLD IN THE
FOLLOWING MARKETS
Philadelphia Phoenix
Washington Cincinnati
Dallas Kansas City
Houston Columbus
Tampa Birmingham
Miami Greensboro

Introducing TV's First
Year- Around Weekly Beauty Pageant

Hosted by Ken Howard

* “Dream Girl U.S.A” is first-run, first-rate television 25 Original Half-Hours, including 5 Semi-Final Specials
entertainment ...PLUS The Big All-Star Hour Special
* An eve-catching parade of the most beautiful young THE DREAM GIRL U.S.A.
SHOOT FOR

women in America PAGEANT FINALS. Y I STARS
The suspense and thrills of real-life competition :

A top-draw TV leading man as host

Guest stars with outstanding tunc-in value
Strong audience appeal across the board
Execptionally high audience involvement
Strong appeal to important demographics

A Chambers-Seligman Production
in association with
Twentieth Century Fox Television.

LR I b B S

Source: N1 Audienee data are estimmates only and are subject to the gualifications as histed in the reports used.
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A first-run syndicated game show that’s a real winner

—available in Fall 786!

Where your viewers at home compete for a share of $7.50,000 each week!

~studio try to find the connection between a list of common words. The more

B 1 Bl 1
L] A~

Banko is the half-hour strip game show that's ideal any time of the day
or night!
It’s an exciting word-association game based on Bingo. Contestants in the

connections the player makes, the more chances he has at the big Banko
prize board.

Based on the studio contestant’s winnings, the audience at home competes
for big cash—over a million dollars each month!

Banko is fury to watch. And it’s the show it pays to watch. Your viewers will
find it exciting to play along at home —every day, right through the important
bonus round at the end of each show.

Banko is backed by millions and millions of free playing cards distributed
locally throughout the United States each week. It’ from the successful game

‘1 e show producers Barry & Enright, in associa-

. P tion with Twentieth Century Fox Television.
& 4 And it’s hosted by Wink Martindale, one of
[

America’ favorite television personalities.

, ‘
u..._ﬂ._. e N
=
i
1

BARRY & '
ENRIGHT ’

j

PRODUCTIONS

, Fg}e&e
(3
Home glaying

from those shown
cords maynoibe  Banko s a Barry & Enright and Worid Telemark of Amierica Inc. Production in association with Tweritieth Century Fax Television. TELEW S I ON

avalloble in some
oreas & 1985 TwentethCentury Fou Film Conyg All rights reserved

3 1t pays to buy it because
Y ... it pays to watch it

cards maydiffer

<
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A tradition we share with our cients. S M JiRY. €NLY ESL AN, L]
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TV Duncmitcancnes Davacaa Py P | in percentage increase of local

MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS 1986

1986

January 5-9
January 17-21
February 1-4

February 10-14

Association of Independent Television Stations,
Century Plaza, Los Angeles
December 23, 1985 Issue
NATPE International
New Orleans Convention Center
January 13, 1986 Issue
Radio Advertising Bureau Managing Sales
Conference, Amfac Airport Hotel, Dallas
January 20, 1986 Issue
International Television; Film & Video
Programme Market, Monte Carlo
Television/Radio Age International February Issue

March 15-18 National Cable Television Association, Dallas
March 14, 1986 Issue
April 13-16 National Association of Broadcasters, Dallas
April 14, 1986 Issue
April 24-29 MIP, Cannes
Television/Radio Age International April Issue
April 27-28 CAB Conference
April 28, 1986 Issue
April 27-30 Broadcast Financial Management Association
Century Plaza, Los Angeles
April 28, 1986 Issue
May 7-14 Golden Rose of Montreux
Television/Radio Age International April Issue
May 18-21 CBS-TV Affiliates, Century Plaza, Los Angeles
May 12, 1986 Issue
June 3-6 ABC-TV Affiliates, Century Plaza, Los Angeles
May 26, 1986 Issue
June 8-11 NBC-TV Affiliates, Hyatt Regency, Maui, Hawaii
June 9, 1986 Issue
June 11-15 Broadcast Promotion & Marketing Executives/Broadcast
Designers Association, Loews Anatole, Dallas
June 9, 1986 Issue
June 19-22 NATPE International Production Conference
Adam’s Mark Hotel, St. Louis
June 9, 1986 Issue
July 24-26 Eastern Cable Show, Atlanta

August 26-29

July 21, 1986 Issue
RTNDA Conference, Salt Palace Convention Center, Salt Lake City
August 18, 1986 issue

Sept. 10-14 NAB and NRBA Conference, New Orleans Convention Center
September 1, 1986 Issue
Oct. 27-31 MIPCOM, Cannes
Television/Radio Age International, October/November Issue
Nov. 3-7 The London Market, Gloucester Hotel, London
Television/Radio Age International, October/November Issue
Nov. 17-19 TVB Annual Meeting, Century Plaza, Los Angeles

November 10, 1986 Issue

* Television/Radio Age will have coverage and bonus distribution at these meetings.

Television/Radio Age, December 23, 1985
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Contemporary Relevant. Essential. list of major national accounts, too.
That’s Essence. Programming at its best, Best of all, Essence is working—in New

Essence brings entertainment and infor- York, Memphis, Philadelphia and more
mation to millions of viewers g than 50 other cities, deliv-
every week. ering more than 70% of all
Essence is lively—deliver- Black viewers nationwide”
ing one ¢f the most impres- So consider Essence. If
sive line-ups of celebrities | it works in a time period
anywhere. like the 8(’s, imagine how
Essence is vital—with it will work in time periods
award winning segments on like early fringe, weekends,
lifestyle, current trends and Or €ven prime access.
today's issues. For more information,

.ESSCHCC is advertiser- Host Susan L. Taylor talks with Mimu‘ vice STOP by our Booth #8606 at
friendly—with strong local  star Phitip Michael Tromas. NATPE or call Raymond
opportunities and a whole Horn at (212) 315-4208.

ESSENCE

THE TELEVISION PROGRAM -

OURTHIRD YEAR

ESSENCE TELEVISION PROFUTTICONS. INC.
1500 BROADWAY
NEW YORK. NEW YORK 100136
(212) 730-4200

*NSI MAY 1985.



TELEVISION’S FIRST /
NATIONAL SWEEPST
IT’S WORTH 12 MILLK

v

& SWEEPSTAKES

NEEPSTAKES
INSTANT SION SWEEPSTA |
WINNER TELEVI

LFIN 3&8L,
CxX0 2599
YOG B0I7
NOJR 5193

FOR HOME VIEWERS

LUENDY LUINNEF
ANYLWUHERE, USF

SUPER
SWEEPSTAKES

98665178532
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Void Where Frohitbiced By Law.

WinAmerica Sweepstakes
—the new, first-run, half-
hour strip where home
viewers will win 6 million
dollars...and studio contest-
ants can win prizes and cash
totaling as much as another
6 million dollars.

Beginning July 1,1986, 20 million
WinAmerica Sweepstakes cards will
flood the country by mail.
Additionally, millions more will be
made available through major
publications, and national retail and
fast food outlets to give everyone in
America the chance to share in the
WinAmerica Sweepstakes*

® WinAmerica Sweepstakes is
fascinating and fast-paced. It's fun to
watch and fun to play. And winning
is a snap. It's as easy as not having to
be there.

® The host, M.G. Kelly is a fresh
talent. He's M.C. of America’s #1
adult contemporary radio show
heard on over 300 stations with a
giant following of women 25-54.

® WinAmerica Sweepstakes will be
supported by a multi-million dollar
consumer advertising and promotion
campaign from MCATV.

See for yourself how simple
it is—and how well it works.

™

INTV Century Plaza Hotel
Svite 622-628

NATPE The Westin Canal Place
28th Floor

MCATV

*No Purchase Necessary.

ersar Lty Stodios



These are the best promoted programmers in the U.S. and abroad.*

ABC Pictures International
Access Syndication

All American Television

Almi Television Productions
American National Enterprises, Inc.
ARP Films, Inc.

Atlantis TV International
Behrens Company

Isme Bennie International Inc.
Beta Film

Blair Entertainment

Bocass Communications Inc.
Cable Films

Camelot Entertainment Sales
Carden & Cherry

Castle Hill Television

C.B. Distribution Company
CBC Enterprises

CBN Continental Syndication
CBS Broadcast International
Central Independent Television
Channel Four Television
Chanowski Production

Cinema Shares International Television, Inc.

Cinepix Inc.

Cinevisa International Media Distributors
Colex Enterprises

Colbert Television Sales
Columbia Pictures International
Columbia Pictures Television
Comworld International
Crawleys International
Dancer-Fitzgerald-Sample, Inc.
Walt Disney Pictures

Ralph C. Ellis Enterprises
Embassy Telecommunications
Empire Television

The Entertainment Network
Essence Television Productions
Filmation

Filmoption Internationale Inc.
Films Transit

Four Star International
Fox/Lorber Associates

France Media International
Fremantle International Inc.
Fries Distribution Company
Gaylord Program Services
General Mills

Genesis Entertainment

Gilson International

Global Television Network
Globo TV of Brazil

Goldcrest Films & Television
The Samuel Goldwyn Company
Group W Productions
Harmony Gold/USA

Raymond Horn Productions

Hubbard Entertainment

Ideacom Inc.

The Independent Network News
International Lutheran Layman’s League
Ironstar Communications Inc.
ITC Entertainment, Inc.

M. A. Kempner

King Features Entertainment

King World Enterprises

Les Productions Via Le Monde
LBS Communications

Local Program Network

Lorimar Telepictures

MCA-TV

Metromedia Producers Corporation
MGM /UA Television Distribution
M & M Productions

Muller Media, Inc.

Multimedia Entertainment
Mutual of Omaha

NBC International, Ltd.

Nine Network Australia
Operation Prime Time

Orbis Communications

Orion Entertainment

Paramount Television Distribution
Primetime Entertainment

Procidis

Republic Pictures Corporation
Rhodes Productions

RKO Pictures, Inc.

SACIS

Satellite Program Network

SEPP International

S4C

SFM Entertainment

The Silverbach-Lazarus Group
Simcom Ltd.

Sullivan Films Distribution Inc.
Sunbow Productions

D. L. Taffner/Limited

Television Program Enterprises
The Television Program Source
Television Sales Worldwide
Tevecom

Tribune Entertainment

Turner Program Sales

Twentieth Century-Fox Television
Twentieth Century-Fox International
Viacom International Inc.

Victory Television

Visual Productions *80 Ltd.

Brent Walker Television

Warner Bros. Television Distribution
World Events Productions Ltd.
Worldvision Enterprises, Inc.
Wrightwood Entertainment Ltd.

* These are programmers who advertised in Television/Radio Age in the past 12 months.




Crown International Television

Proudly Presents

Z7 = CROWN CLASSICS

g — @®

A package of fifty vintage feature films
from the 1960’s and 70’s.

Also

CROWN JEWELS I

Our 1st run feature package of 15 titles
available in selected markets.

Contact Sy Shapiro
INTV Convention NATPE Convention
January 5-9, 1986 January 17-21, 1986
Century Plaza Hotel New Orleans Convention Center
Room 533 Booth 667
Los Angeles Garden District

A Division of Crown International Pictures, Inc.,
&EE2P 292 So. La Cienega Blvd., Beverly Hills, CA 90211 Telex: 140709 Telephone: (213) 657-6700



HEWORLD'S LARGEST TELEVISION
PROGRAMMING CONFERENCE

INTERNATIONAL

R

BUILDING
ON BASICS

INTERNATIONAL INTERNATIONAL

BUILDING i BUILDING @ BUILDING
ON BASICS i ON BASICS o ON BASICS

NEW ORLEANS '86 NEW ORLEANS '86 NEW ORLEANS '86

January 17-21 1986
23rd Annual NATPE Program Conference
New Orleans Convention Center

For Exhibition and Registration Information, Contact NATPE International 342 Madison Avenue,
Suite 933, New York, N.Y. 10173 « Tel:(212) S43-3830 e Telex # 276674 NATP UR
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Radio Report

Radio industry called
‘vulnerable to downturns’

“We can only hope that radio operators across the
country can keep their minds on selling ads and serv-
ing communities, rather than watching interest
rates,” Gary Stevens cautioned the Paine Webber
Media Conference in New York, only days before he
resigned as president of the rapidly divesting Double-
day Broadcasting Co. and entered the financial com-
munity himself (See Sidelights, page 27).

Noting that 1985 had seen one out of every eight
stations change hands to the tune of over $1 billion,
Stevens spoke of a “highly leveraged industry, partic-
ularly vulnerable to business downturns. Thus radio
management continued its transition from being op-
erational and strategic in direction to outright risk
management.

“Whether today’s available pool of radio managers
are equal to this task is something the industry and
it’s lenders are anxiously waiting to find out.”

Financing pressure. With short-term financing creat-
ing more pressure for quick results, Stevens said sta-
tions have been upsetting listening patterns and au-
dience loyalties through “increased promotional
spending, more format switching and call sign chan-
ging,” This, he said, demands “more skill from a me-
dium that has, since the introduction of television,
had to have more than most.”

Indeed, the spate of mergers and acquisitions in
television, he noted, has pushed radio further into
the back seat of the media mix. For instance, “the
ABC/Cap Cities radio division will be a shadow of its
former self, absent an orchestrated period of new
growth.”

Also, he said, “Westinghouse’s purchase of channel
9 in Los Angeles and possible purchase of New York’s
channel 9 would and will result in a significant reduc-
tion in the reach of that radio group (because of nec-
essary divestitures).”

And, Stevens noted, CBS only bought more radio
stations in 1985 as a defensive maneuver against Ted
Turner, who actually planned to sell the radio divi-
sion to help finance his planned acquisition.

“If generous prices cause mainstream owners to re-
move themselves, and the new generation of owners
fails to perform,” Stevens said, “‘the fallout will dry
up some of these new-found equity sources, leaving a
weakened industry.

“This is the area to watch in 1986.”

Value of Reagan’s audience

President Reagan’s Saturday afternoon talks are
hardly just fireside chats in terms of the number of
listeners the weekly program is attracting and in val-

ue of advertising time. According to the Radio Adver-

tising Bureau, with 33.5 million Americans listening
to network radio during the President’s normal air-
time (12:06 ET), the President is heard live by as
many as 5-6 million people. During the remainder of
Saturday and on Sunday, RAB estimates an addi-
tional 8 million people probably hear excerpts of
Reagan’s address or news reports featuring sound
bites or quotations from his radio commentaries. All
told, the President’s total radio audience is probably
somewhere between 13-14 million, almost 30 per cent
of the total listening to network radio—51 million
—during an average weekend.

Also, based on a network radio advertising commit-
ment special rates for political advertising and a 52-
week schedule, RAB estimates that Reagan’s live ad-
dress is equal to commercial radio time valued at
$3-4 million. Assuming that excerpts and news re-
ports from his Saturday speech were bought as 30-
second commercials throughout the remainder of the
weekend, Reagan’s message could be valued at an ad-
ditional $1-2 million. Estimating the total value of
Reagan’s broadcasts at between $4-6 million, both
live and secondary, RAB says that the President’s
use of radio to communicate his message roughly par-
allels the network radio ad commitments of compa-
nies such as American Express, Nabisco, RCA, Amer-
ican Home Products or Dart & Kraft.

Valued in spot terms, the President’s use of radio
would be similar in investment to that of General
Mills, Woolworth, Toyota, 7-Up, Continental Air-
lines, Marriott or Fotomat. The RAB study was in re-
sponse to a request from the MacNeil-Lehrer Report.

RNA elects 1986 officers

Arthur Kriemelman, recently named a president of
Westwood One’s Mutual Radio Network, has also
been elected secretary-treasurer of the Radio Net-
work Association for 1986. He joins Richard Brescia,
senior vice president of the CBS Radio Networks,
and Nicholas Verbitsky, president of the United
States Radio Networks, as an RNA officer. Brescia
and Verbitsky were re-elected RNA chairman and
vice-chairman respectively.

Who listens to what

AOR/progressive, golden oldies and CHR/rock are the
formats most likely to attract the 25-34 listener de-
mographic according to Demographic Profile of the
Radio Listener by Format, a new breakout of Sim-
mons 1985 data by Torbet Radio. Best formats to
reach other demos, reports Mariann DeLuca, senior
vice president, research at Torbet, are golden oldies,
classical music, country and all news to appeal to the
35-44 age range; classical music, easy-listening and
all news to draw listeners 45-54; and MOR/nostalgia,
easy-listening, news-talk and all news to reach the
55-64 crowd. To target 65-plus, Simmons points to
news talk, MOR/nostalgia and all news as the most
productive formats, and AOR/progressive, CHR/rock
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Changing your station’s format?
BMI makes any move easier.

Without BMI's tremendous variety of
music, any format change would be a lot
more difficult.

That’s because BMI has always licensed
and encouraged all forms of music. Even
when others didn't.

( And no matter how many times
BMI a format changes, one thing will never
change. You'll always have plenty of
BMI music to play.

/I\ | Wherever there’s music, there’s BMI.



Radio Report (continued)

and black formats as the favorites of the 18-24 youth
bracket.

The Torbet analysis also indicates format prefer-
ences by gender, by education, by occupation, by
marital status (including divorced and widowed as
well as married and single), by buying style and by
income. To reach those earning $50,000 and up, for
instance, Simmons finds the best bets are classical
music, all news and news-talk. The report lists 10
buying style types, from “cautious” and “conformist”
to “ad believers” and “experimental.” To reach those
experimentals, the recommendation is for black for-
mats, all news and CHR-rock.

DeLuca adds that she’s currently assembling prod-
uct breakouts by format and advises client stations to
file all reports “regardless of your stations’ format,
because it’s important for your salespeople to know
the pros and cons of each format.”

NAB'’s financial report

Local ad sales account for 76.4 per cent of revenues at
radio stations, according to the new edition of the
National Association of Broadcasters’ Radio Finan-
cial Report. Only 19.7 per cent of stations responded
to the NAB survey, which has become one of the few
sources of station financial information since the
FCC discontinued its role a few years ago.

National/regional sales comprise 22.4 per cent of
the revenues at the responding stations, the NAB
said, with network compensation accounting for just
1.5 per cent of the total.

Expenses were led by general and administrative
costs, 33 per cent of the total. Programming and pro-
duction accounted for 22.4 per cent, sales 22.2 per
cent, advertising and promotion 10.4 per cent, engi-
neering 6.5 per cent, and news 5.5 per cent.

Mark Fratrik, director of financial and economic
research for the NAB, said it would be unfair to come
up with trends from the figures because the small
number of respondents changes from year to year
and because last year’s results were done in medians
only and this year’s in medians and averages. But, he
pointed out, “if nobody else collects it, it’s the best in
town.”

The report is being sent free to participating sta-
tions. Other NAB members can purchase it for $40,
or non-members at $80, from NAB Services (800-368-
5644).

Osgood at NYMRAD

CBS News correspondent Charles Osgood will be lun-
cheon speaker at NYMRAD’s (New York Market Ra-
dio Broadcasters Association) Third Annual Sales/
Management Seminar, January 9 at the Grand Hyatt
Hotel. The day-long program will focus on customers
—audiences, advertisers and agencies.

Other presentations will include:
B Don Beveridge, marketing and management con-
sultant, on “Positive Customer Response.”
B Dr. Tony Alessandra, author and lecturer on com-
munications, on “Relationship Strategies” between
buyer and seller.
B F. Stewart Debruicker, associate professor of mar-
keting at the University of Pennsylvania’s Wharton
School, on “Understanding the Role of the Buyers’
Experiences.”
B Dr. Don Clifton, chairman of Selection Research
Inc., on “Identifying and Hiring Talented People.”
Besides the New York metropolitan market, NYM-
RAD has sent seminar invitations to radio profes-
sionals in Boston, Connecticut, lower New York State
and eastern Pennsyvlania.

Kern to ;merican Media

American Media, Inc., which has acquired four radio
stations since it opened its doors in 1981, plans to ac-
quire television stations, as well as some more radio
properties, now that Group W veteran Arthur Kern
will be leaving Westinghouse in early February to be-
come chairman and chief executive officer of the
growing group owner. Stations already owned by the
company include WLIF(FM) Baltimore, KSMG(FM)
San Antonio, and WALK AM-FM Patchogue (Nassau-
Suffolk) N.Y. And it has agreed to acquire WELE
(FM) Deland (Orlando), Fla., subject to FCC approval.

American Media was co-founded by Kern and Alan
Beck, the company’s president and chief operating
officer, in 1981, but at the same time, Kern has been
vice president and general manager of Group W’s
KPIX(TV) San Francisco. He joined Group W in 1969,
and before being appointed to head KPIX in 1980, he
had been vice president and general manager of wWJz-
TV Baltimore.

Before the startup of American Media, Beck had
been with Cox Broadcasting as vice president and
general manager of WLIF. Beck will continue to work
out of Long Island in New York and Kern will contin-
ue to live in San Francisco.

Selcom, Torbet update

The Radio Division of John Blair & Co. has merged
Selcom Radio and Blair/RAR into a new company
called Selcom/RAR, and has named executives for
both that division and the recently acquired Torbet
Radio.

Frank J. Oxarart, formerly vice president, radio
sales at Group W, was named president of Selcom/
RAR, while Anthony Fasolino, formerly Torbet’s ex-
ecutive vice president and chief operating officer, was
named president of Torbet.

Former Selcom executive vice president William
McHale now has the same title with Selcom/RAR.
Another Selcom executive vice president, Michael
Bellantoni, takes that title at Torbet.

In another Selcom/RAR appointment Blair/RAR
senior vice president, general sales manager Thomas
F. Turner was named eastern divisional manager.
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NBC-TV
IS BREAKING

THE SOUND
BARRIER.

A new dimension in television has arrived
Stereo TV. The latest technologica innovation
in broadcasting. And NBC, the first netwark
to broadcast entirely in color and entirely by
satellite, is now the tirst netwerk to spearhead :his
breakthrough, and breadeast in siereo.

What does this mean? It mzans that our TV programs
can now be heard the way they were meant to be heard.. .
with full, complete soung, currently offered in more than
20 hours of programming each week.

The music en FRIDAY NIGHT VIDEOS—can now be
heard the way it was per:ormed and recordec.

THE TONIGHT SHOW STARRING JCrINNY
CARSON-—can now be heard the way +he live stucio
audience hears it.

e

The soundtrack on MIAMI VICE -can now be
heard in a way that adds musical punctuation
to the story with an intensity previously found

only in sterec theatrical movies.

What color did for the television picture, stereo
will do for television sound. The experience becomes
erhanced. The momert becomes ennched. Itll make us
wonder how we ever did without it.

More ard more, people are finding they don't have to
do without it. Currently, akmost half of our viewers across
the courtry are able to 2njoy our stereo programming.

We are proud ‘o be one of the pioneers in this
techr.ological revolution. We think it's going to set
broadecasting on its ear. And change forever the way
televis:on is heard.

NBC-TV

Nztional Broadcasting Company, |




Radio Business Barometer

Optimism for 1986
follows strong ’85

The radio networks should easily
surpass a $320 million ad revenue
total this year, as 1985 closes out
with network sales chiefs report-
ing a healthy fourth quarter and
looking optimistically at next year.
At the United Stations Radio
Networks, vice president, sales
Dave Landau describes fourth
quarter as one that’s been “very
strong,” and himself as “optimis-
tic for first quarter next year.”
Lou Severine, vice president, di-
rector of sales for the ABC Radio
Networks, also reports “a very
good fourth quarter,” noting that
it finished ““as strong as we had
predicted, about 12 per cent ahead
of last year’s.” And though Sever-
ine says it’s still too early to put a
figure on it, he also notes that,
“Early indications are that first

Network +9.0%
(millions) 1984: $30.8 1985: $33.6
Changes by sales offices
Billings % chg.

City (000) 85-84
New York  $16,999,593 +4.0%
Chicago 10,127,057 +27.0
Detroit 4,009,482 —6.0
West Coast 2,415,245 +9.0

Source: Radio Network Association

quarter is likely to turn out well,
too.”

What'’s particularly encourag-
ing, he adds, is that, “All our up-
front advertisers this year have
come back for 1986, and most with
more dollars. That gives us a good
base to catapult ourselves ahead if
we can go out and add some more
new advertisers.”

Robert Lobdell, president of the
Radio Network Association, ob-
serves that most new car introduc-
tions traditionally have broken in
the fall, but that this year, in mid-
December, “Ford introduced not
just a new model, but its new Tau-
rus, a whole new line of automo-
biles.” And that, he adds, follows
the earlier introduction of Ford’s
new AeroStar. Network radio, he
points out, “is playing a significant
role in the introduction of both
lines.”

Lobdell also notes that while

network radio has traditionally

October

Network (millions $)

served as a medium for the major
national advertisers, in reviewing
network radio’s 1985 client list, he
says he’s been “impressed by the
number of retail accounts and di-
rect-marketing accounts that have
been coming to the radio
networks.” In the retail area, he
adds, “Even for items like jewelry,
that we tend to think of in terms
of gift items during the holidays,
and again during late spring or
early summer, for graduation and
wedding gifts, chains like Zales
have been using radio on an all-
year-around basis.”

Sears, K-Mart

Also on network radio, year-
around, is Sears Roebuck, and
Lobdell points out that, “At one
time or another, they’re on radio
for every department of the store.’
And he says that K-Mart, though
not year-around, airs flights
throughout the year, “featuring
traffic builders like its photo-pro-
cessing department.”

’

$40
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“The on-camera Winfrey may be the most spontaneous force in all of videoland.”

EVERYBODY
Is
TALKING ABOUT

77//;

_WINFREY SHOW_

M

Already sold in over 80 markets to stations
representing these prestigious groups:

ABC Belo Knight-Ridder
Cap Cities Nationwide Allbritton
CBS Gannett Cosmos
Taft Scripps Howard Pulitzer
Group W Viacom Journal Co.
Cox Hubbard Gillette
Post-Newsweek McGraw Hill
John Blair & Co. Evening News Assoc.
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Independents’ 1985
estimated revenue
increase of 13 per
cent to $2.5

billion represents

a faster climb than
the less than

10 per cent gain
for total spot
estimated by TuB.

P ———————
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Rising program cost
of barter among major station concerns

e
L NE

Bl i

s, pros and cons

Indie sales growth

outpacing increases

of total TV market

By GEORGE SWISSHELM

rogram costs, barter, must carry
P and, for most, living in an under-
measured, diary-only market
will be the top-of-mind concerns that
independent TV station executives will

be cacrying with them to the January

convention of INTV—the Association

of Independent Television Stations—

in Los Angeles.
But while some of these problems are

being researched and remain to be
overcome, independent broadcasters

can congratulate themselves on the so-

lution of other problems they had to

beat their way through, around or over
to reach the industry’s current status.
That status includes an all-time high

on December 1 of over 240 independent
television stations (maybe 245 by
year’s end), up from 214 on December

1, 1984. It also includes estimated reve-
nues of $2,527 million this year, accord-
ing to INTV, for a 13 percent increase
over last year’s $2,236 million, to cap-

ture practically 25 percent of total esti-
mated national spot plus local billing

for the first time. The independents’

lion.

million.

than network affiliates.

isn’t bad.

Independent spot TV sales projections

(in $ millions)

revenue increase represents a faster
climb than the less than 10 percent
gain shown by total spot this year,
which the Television Bureau of Adver-
tising estimates will hit $10,197 mil-

Meanwhile, for 1986, INTV is ex-
pecting independents to again win 25
percent of the whole spot pie, earning a
projected $2,856 million out of a total
spot advertising investment of $11,217

That would mean that independents
expect to continue to gain in the spot
revenue arena at a slightly faster clip

At Gaylord Broadcasting, group
owner of mature independents in Dal-
las-Ft. Worth, Houston, Cleveland and
other markets, executive vice president
Jim Terrell reports that business has
been good during 1985, adding that
“Being up in today’s business climate

Both our Dallas VHF and Houston
UHF have shown healthy increases, and

Television/Radio Age, December 23, 1985

preHnueis.

Vendor support

Some of the ways independents are
developing new retail business were de-
scribed at the annual meeting of the
Television Bureau of Advertising in
Dallas. Bill Jenkins, vice president,
general manager of Malrite’s WXIX-TV
Cincinnati, described vendor support
programs as a way “‘to make time sales
where the criteria is something other

$4,612
$4,155
$3,743
3,227
$2,856
$2,527 l
1985 1986 1987 1988 1989 1990
25% 25% 26% 26% 27% 27%
share share share share share share
Source: INTV/TvB estimates
81
vice president, associate media director | LS A4S ewes. yve

at W.B. Doner and Co., Detroit, sees
new independents in markets that are
already ‘“‘overpopulated with televi-
sion” tending to “cannibalize each oth-
ers’ accounts.”

He observes that the spot market is
currently fairly soft to begin with in
many markets, and that “One more
new independent just adds to the avail-
able inventory and softens what'’s al-

ready pretty soft in many cases. After

longer face the agency
prejudice against
independents we had
years ago. On top of
that . . . independents
deliver those 18-49 and
25-54 viewers that clients
are looking for.”

Television/Radio Age, December 23, 1985




better. And our news keeps getting
stronger.”

Eigner explains that the network-
owned stations run news from 4 to 7:30
p.m., then come back again at 11 p.m.
“But Los Angeles is not the greatest
late-night market, and 11 is when HUTSs
start dropping. So our independents
run news at 8,9, and 10 p.m., before the
lights start going out, and we’ve picked
up rating points in the process.”

Eigner reports that independent rat-

T S T o Amento o

tions his people represent “had a good
year overall, though there were a cou-
ple of soft markets.” Ozer points to Mi-
ami, for instance, “where everybody
had a problem before Milt Grant (pres-
ident of the Grant Broadcasting Sys-
tem) signed on with a new station”
(WBFS-TV).

On the other hand, says Ozer, “Qur
Dallas station, KRLD-TV, is fairly new
and showed a good increase because it’s
i”n a 'good growth situation, starting

Block programming, special events,
unusual precmotions help gain attention

Creative scheduling
gives ‘oldies’ new
competitive clout

he proliferation of independent

I television stations within the

same market has changed some

of the programming rules and forced

new indies, in particular, to adopt un-

usual tactics in order to stand out from
the crowd.

One strategy aimed at achieving this
is to creatively schedule and promote
“oldies”—syndicated off-network se-
ries from the 1960s and earlier—as a
counteraction to tried-and-true indie
stalwarts such as the primetime maovie.

The use of oldies can take a variety of
forms, but stations emphasize that just
throwing old product on the air won’t
draw an audience. The programs have
to be packaged carefully, selectively in-
serted into a particular daypart or time
slot and given some sort of unusual pro-
motional twist.

Among the methods used:
® Regularly scheduled programming
blocks.
® Blockbuster events designed to in-
crease sampling of the station.

WTome Ty Yok

‘The Honeymooners’

m Checkerboarding.
® Unconventional promos.

A particularly aggressive station in
the promotion of oldie product is
WFTS(TV) Tampa-St. Petersburg.

The CapCities outlet (which is being
sold to Scripps Howard) has a weekly
Saturday night comedy block from 10
p.m.-midnight consisting of the Gold-
en Age of Television (an hour show
from Scott Entertainment that in-
cludes a potpourri of older series rang-
ing from the Colgate Comedy Hour to
the $64,000 Question), The Honey-
mooners and the Phil Silvers Show.
The two-hour block is hosted by Cleve-
land Wheeler and Terry McKeever,
d.j.s for WRBQ(FM), the market’s lead-
ing rock radio station.

But, in addition, the station pro-
grams oldie blocks as special events.
One example was an “Olde Tyme TV
Week” during which vintage product
was scheduled every night from 6-
11:30. From 6-9 was a block of six half
hours—I Love Lucy, Dick Van Dyke

Show, The Honeymooners, Phil Sil-
vers Show, Twilight Zone and Best of
Groucho. Then, from 9-11:30 the sta-
tion ran old John Wayne black and
white ‘B’ movies, titles such as Blue
Steel and Desert Trail.

‘Mini-festivals’

On other occasions, WFTS has run
“mini-festivals,” 2% hours of the same
show such as a Best of Groucho night or
a Dick Van Dyke night. “We run
these,” says Joseph Logsden, director
of programming and creative services,
“with the express intent of increasing
our sampling. Most of this product is
running regularly in a different day-
part, and we hope they’ll seek it out.
It’s stunting, just like ABC did with
North and South. We're using it as an
event, and we sell it like a special to
people who don’t normally advertise.”

This special event programming of-
ten runs at the beginning of a season, in
either August or September, but the
station has one upcoming that will be
scheduled during the February sweeps.
It’s a five-hour Twilight Zone festival,
consisting of hour-long episodes that
Logsden says “haven’t been seen in 30
years.”

A similar tack is being employed by
WGNX(TV) Atlanta, which will run 10
hours of The Honeymooners on New
Year’s Day—from 2 p.m.-midnight.

‘Olde T'yme TV
Week’ on WETS(TV)
Tampa-

St. Petersburg
featured vintage
product every night
from 6-11:30

‘Best of Groucho’

v




‘Peter Gunn’

And, like WFTS, the Tribune station
will employ a radio personality as host,
in this case, Steve McCoy, morning
man on WZGC(FM), a rock station that
is Number 1 in the market. “It’s a spe-
cial event for us,” says Barry Stinson,
creative services manager, who points
out that McCoy will be decked out in a
bus driver’s outfit for the occasion.

On-location promos

WGNX is also in the midst of produc-
ing an unusual promotional campaign
tor The Honeymooners, which runs
regularly on weeknights at 11:30. “We
found a bar,” says Stinson, “where the
regulars get together each night to
watch the show. They wear raccoon
hats, and the owner’s name is Ralph.”
The promo is being shot in the bar, and
the members of the “Raccoon Lodge”
will talk about their favorite Honey-
moaoners bits on camera.

The station previously ran a similar-
ly unerthodox promotional campaign
for The Twilight Zone, which had aired
on weeknights at 11. “We went out on
the street,” says Stinson, “to a a recog-
nizable scene such as the Ritz-Carlton
hotel or the Limelight [a local night
spot! and asked people to hum a few
bars of the Twilight Zone theme.” The
spots opened with a posterized street
scene and an announcer saying, “All
mermbers of a secret society meet week-
nights at 11 at the same clubhouse.”
Then, the camera would show one of
the on-the-street Atlantans humming
the Twilight Zone theme, followed by
the announcer saying, “Meetings are
free, all on television, weeknights at
11.”

In Cleveland, wO10(TV) is planning a
Twilight Zone marathon on the second
Saturday in January, from noon—6 p.m.
Accerding to Bob Affe, program direc-
tor, the station will probably use a ra-
dio personality as host. The promotion
surrounding the marathon will high-
light some of the better-known guest

stars, single out episodes that have an
Ohio setting and invite viewers to join a
“Zoners Club,” with a membership
card that will entitle them to discounts
at a variety of retail stores.

Two other unusual promotional
campaigns involve I Love Lucy at
KPHO-TV Phoenix and Perry Mason at
KITN(TV) Minneapolis-St. Paul.

To promote Lucy, which runs on
KPHO-TV weekdays at 1 p.m., the vet-
eran Meredith station produced a mu-
sic video, “Hey, Ricky,” using lyrics
from a Weird Al Yankovic parody of a
popular song called, “Hey, Mickey.”

The lyrics went like this:

Hey Lucy, I'm home . . .

Oh Lucy you’'re so fine,

you're so fine you blow my mind
Hey Lucy, hey Lucy

Oh Ricky you're so fine

‘“Your Show

of Shows’ is

part of weekend
primetime oldie
blocks on both
WQTV(TV) Boston
and WCGV(TV)
Milwaukee.

Sid Caesar

Woio(rv) Cleveland
runs a three-hour
nostalgia block on
Saturday afternoons
mixing comedy and
action-adventure.

You play your bongos all the time
Hey Ricky, hey Ricky

The spot, says Linda Pacelli, the on-
air specialist who handled the project,
“was very well received by the viewing
audience, and we felt that it successful-
ly sold a well-known ‘old’ program in a
very fresh and entertaining way.” Pa-
celli is now creative services manager at
WPEC-TV, an ABC affiliate in West
Palm Beach.

KITN, which airs Perry Mason week-
nights at 7, has been promoting the se-
ries with 10-second teasers asking
questions like “Who’s the sexiest per-
sonal secretary on TV?” and showing a
quick cut of Barbara Hale as secretary
Della Street, or “Who’s the most objec-
tionable attorney on TV?” followed by
William Talman as prosecuting attor-
ney Hamilton Burger.

Pointing out that “these are not your




‘Hey Ricky, hey Ricky’

typical 10-second plugs,” Bob Tha-
man, promotion director, adds that the
viewership of the series is probably “a
mixture. This market has a high con-
centration of 18-34, and I have a gut
feeling that it's probably developing a
new audience as well as those who en-
joy seeing it again.”

The lasting appeal of this series was
borne out recently when Perry Mason
Returns,an NBC Sunday Night Movie,
finished first in the network primetime
ratings for the week ending December
1, with a 27.2 rating and a 39 share.
KITN, says Thaman, ran a heavy
schedule of Perry Mason promos dur-
ing the weekend that the network mov-
ie aired.

Another station capitalizing on the
appeal of Perry Mason is WFBN(TV)
Chicago, which is running the series at
9 p.m., preceded by Gunsmoke. Gary
Easterling, prograin director, believes
the appeal of the two shows is “double”
—younger viewers seeing them for the
first time “and people who saw the
shows in the past and want to see them
again.” Also, he points out, Perry Ma-
son has an added recognition factor in

To promote ‘I Love
Lucy, KPHO-TV
Phoenix produced a
music video using
lyrics from a

Weird Al Yankovic
parody.

the Chicago market because “it ran for
years at 9 p.m. on WGN.”

KITN precedes Perry Mason with
Star Trek at 6 p.m., and, to generate
extra interest in that program, has
been conducting a Star Trek “Cabbage
Patch Christmas Club.”

Each night at the head of the show,
says Thaman, “we ask a question, such
as, ‘Who does Spock beam to the En-
terprise tonight?’ The answer to the
question falls in the second half of the
program, and viewers can answer with
a postcard.”

The station is doing this every night
in December, and the winner of each
night’s postcard drawing wins a Cab-
bage Patch doll. Thaman estimates
that KITN receives between 300 and
350 entries for each show.

The Minneapolis indie also runs a
“Golden Age of TV” block on Saturday
mornings from 9-11 consisting of [
Love Lucy, The Dick Van Dyke Show,
Leave It To Beaver and The Honey-
mooners.

Blocks of older half-hour shows
—mostly comedies—are also on the
schedule at Cleveland’s wo10 and
WQTV(TV) Boston.

At WOI0, which went on the air in
May, there are two blocks. One is
“Laughternoon”—seven half hours
from 12:30-4 p.m. weekdays. Six of the
seven sitcoms in that time period are
pre-1970, with the one exception being

KiTN(TVY)
Minneapolis-St.
Paul has been
promoting ‘Perry
Mason’ with
10-second teasers
about various
characters.

The Mary Tyler Moore Show. The en-
tire lineup, in chronological order: I
Love Lucy, The Dick Van Dyke Show,
Mary Tyler Moore, Get Smart, Gomer
Pyle, Beverly Hillbillies and My Fa-
vorite Martian.

On Saturdays, the station does a
three-hour nostalgia block from
noon-3 p.m., mixing comedy and ac-
tion-adventure. The current lineup:
Peter Gunn, I Love Lucy, Sergeant
Preston, Mr. Ed, The Invisible Man
and F Troop.

Keeping them fresh

Says Bob Affe: “Some of these tend
to get tired after awhile, and you have
to keep rotating them—almost like a
radio station playlist.” Two recent
changes were the installation of Lucy
and Invisible Man to replace Have
Gun Will Travel and Phil Silvers.

The weekday “Laughter” lineup is
promoted as “The Best Television on
Television.” In fact, Affe points out,
both the weekday and Saturday offer-
ings are advertised only as a block, ex-

(continued on page 153)
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Feature packages for 1985-86 will be
even more plentiful than last year

Hot indie rivalry
expected over
primetime movies

By ROBERT SOBEL

imilar to last year, movie pack-
s ages are pouring out in droves
for the upcoming NATPE In-
ternational convention in New Orleans
and, along the same lires of the
1985-86 script, a portion are following
a scenario authored by syndicators en-
tailing barter ad-hoc networks. The
eruption in movie packages being in-
troduced is so heavy that some syndica-
tors are releasing three feature pack-
ages at once.

To indies, movies are the staples of
their programming in primetime, of
course, particularly those in the top
20-25 markets. But the competition for
buying movies continues to grow 1n in-
tensity in all markets as new indies
come into operation. Many of the film
packages contain an abundance of
theatricals and encompass titles which
have never been aired on tke networks,
the latter a development that surfaced
strongly last year with the introduction
of several new ad-hoc networks.

MGM/UA’s ‘Last Embrace’
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But while there is a decided advan-
tage on the stations’ part in purchasing
packages with first-run titles, some
outlets report that it's pay-TV and
home video, which generally have pri-
ority for exposure vis-a-vis movie fare,
that are hurting their audience ratings,
not network exposure.

While movies occupy center stage in
primetime on most indies. off-network
hours are still playing a major support-
ing role, either as a lead-in or lead-out
to the movies. In some cases, the reruns
represent oldie series, which are per-
forming reasonably well as part of the
primetime scheduling picture (see sto-
ry on oldies, this issue). Other develop-
ments relating to primetime. according
to station programmers, reps and other
sources, are:

@ Locally-produced half-hour news
programs by indies are growing, as both
alead-in to and lead-out from the mov-
ies. The latest indie to go into its local-
ly-produced news is the Taft-owned

outlet in Philadelphia, WTAF-TV,
which plans to launch its program in
February.

# Checkerboarding is growing as a
primetime concept, either before or af-
ter the features. One station is using
checkerboarding as an extension of the
movie genre aired on a specific evening,
while another indie is checkerboarding
with mostly first-run syndicated series.
® Most of the film titles from ad-hoc
networks are working well in terms of
ratings, with one or two blockbusters in
the group.

intense competition

Research data obtained from Inde-
pendent Television Sales by TV/
RADIO AGE vividly illustrate the large
use of movies in primetime on indies,
and the intense competition as well
among the stations. According to the
rep company's research, 45 of the 52
indies in the 22-Nielsen measured mar-
kets in October aired films in the 8-11
p.m. time period (ET). The research
also showed that 33 of the 45 run mov-
ies immediately after access. Of the re-
maining 12, nine use off-network hours
and three use half-hours as lead-in pro-

Ad-hoc movie
networks going the
straight barter
route, or in some
combination
thereof, are
spreading.

Colex’s ‘My Favorite nette'
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gramming at 8 p.m , reports I

Obviously, the heavy primetime
movie concentration on the part of the
indies is spurring the large number of
new packages being oftered for the up-
coming NATPE convention. While last
year was a banner one in terms of film
packages being introduced at the same
time, this year’s total may eclipse that
number. Some of the major packages
going the cash route are two from MCA
TV: Universal Pictures Prestige 13 and
Universal Pictures Exploitable 13,
each consisting of all-theatricals; three
from 20th Century Fox: Fox 6 (26 ti-
tles), the Big 36, and Century 13, and
two packages from Warner Bros.: Vol-
ume 36 and TV 3.

Paramount has three: Portfolio Spe-
cial Edition 11, consisting of 50 titles;
Portfolio XI, current and future thea-
tricals, and Previews I1, 16 titles. Single
packages include Columbia’s Volume
5, 25 features including The Big Chill;
Lorimar’s Cowboys and Indiauns;
RKO’s Dazzling Dozen; Fries’ Fries
Frame II; Crown International has 15
theatricals; Con Hartsock’s Elvira
Group Two: and Muller Media Inc's.

MGM/UA’s ‘Endangered Species’

i

Reels of Fortune. In addition, Viacom
is understood to be preparing to release
a film package, Young & Reckless, and
Blair Entertainment is unveiling its
first movie bunch, Revenge, 12 first-
run suspense mystery theatricals which
have had no previous broadcast or ca-
ble exposure. Three of these titles are
Whispering Death, Order to Kill, and
Jungle Warrior.

Meanwhile, ad-hoc networks going
the straight barter route, or in some
combination thereof, are spreading,
with at least three or four such pack-
ages being introduced. Orbis is distrib-
uting the huge, 193-title collection
from the Time-Life library acquired by
Procter & Gamble, Platinum 193, while
Metroprime 86, a Metroprime '85 fol-
low-up, consists of three titles to be
introduced in each of the first three
quarters of 1986. The initial title is All
the Rivers Run, for March.

Also, there’s a newly-announced 11-
title film package, The Bob Hope Mov-
ies, from Colex Enterprises. The Orbis
Platinum 193 package (as reported in
TV/RADIO AGE, September 2) re-
quires one primetime barter feature

The current crop
of ad-hoc network
movle packages
have generally
been successful

for stations.

MCA TV’s ‘Raggedy Man’

each week, with a guarantee of 7 rating
points, with 10'% minutes retained by
Procter & Gamble. The remainder of
the commercial time goes to the sta-
tion. After the second run, the remain-
ing runs are marketed at the station’s
discretion without barter. Terms call
for 10 runs over five years.

As of presstime, P&G had accepted
31 market deals, and Orbis expects to
clear at least 50 markets by NATPE
time with the package, which has a July
release date. Markets cleared to date
include WFPR-TV Chicago, WGBS-TV
Philadelphia, wWXNE-TV Boston and
KTZO/KICU San Francisco.

Colex, a co-venture of LBS Commu-
nications and Columbia Pictures, is
selling the Bob Hope movies for airing
beginning in September, 1986, to June,
1987, on a “movie of the month” basis,
with a barter split of 10 minutes for
Colex national sale and 14 for local sta-
tion sale.

But the Hope movies are being sold
for cash for showings from October,
1986 to July, 1990. Hope movies in-
clude My Favorite Brunette and two
“Road” movies, The Road to Rio and
The Road to Bali.

Two cash/barter packages are being
offered by Walt Disney Domestic Tele-
vision, Disney Magic-1, 25 titles, and
The Wonderful World of Disney, 178
episodes. Magic-1 terms calls for a six-
run, 4'%-year license deal for cash, with
Disney getting 10 minutes for national
sale and stations keeping 12 in the first
two airings of each film (TV/RADIO
AGE, October 28).

Recent entry

The most recent ad-hoc network fea-
ture package for primetime to make its
debut is MCA TV’s Debut Network,
which started this past September.
The deal involves a barter run of two
years, with one film airing each month.
After the barter run, the features revert
to the Debut stations for additional
cash runs, with no interim pay-cable
window. Other networks used in prime-
time which made their debut last year
and are continuing to air the coming
season in a longterm deal include
MGM/UA’s Premiere Network and
Viacom’s TV Net.

Regarding the current crop of major
ad-hoc network movie packages being
used for primetime, the results on the
three groups—MGM/UA’s Premiere
Network, Universal’ Pictures Debut
Network and Viacom/TV Net—range
from moderate successes to over-
whelming hits, according to research on
October, 1985, performances from Sel-
tel. Of the titles triggered in October,
MGM/UA’s The French Lieutenant’s
Woman, averaged a 2 rating point over-
achievement on 15 of 27 stations over

Television/Radio Age, December 23, 1985




their average movie performance, ac-
cording to the Seltel report.

TV Net’s A Force of One, starring
Chuck Norris. turned in some strong
performances, most notably on KRIV.-
TV Houston, WXIN-TV Indianapolis,
WBFS-TV Miami and WPIX(TV) New
York, where the repeat was almost as
strong as the initial run. The report
notes that many of the 23 stations air-
ing Force in primetime scheduled it on
a Friday, traditionally a low-HUT night
in the week.

But the runaway blockbuster of the
month, points out Seltel, was Univer-
sal’s Halloween II, with ratings that
“went through the roof.” Markets air-
ing the movie in October in primetime
were WLVI-TV Boston, wXI1X-Tv Cin-
cinnati, KTXA-TV Dallas-Ft. Worth,
KCOP(TV) Los Angeles, and WPHL-TV
Philadelphia. The only station to show
a poor performance on Halloween II
was WFTS(TV) Tampa-St. Petersburg,
the report finds.

The Debut Network, distributed by
MCA TV, also achieved solid numbers
on its opening movie, Doetor Detroit.
November’s feature was The Sword
and the Sorcerer, while December’s re-
lease will be Raggedy Man.

MGM/UA aired Forced Vengance
last month and will wind up the year
with Curse of the Pink Panther. A 20th
Century Fox ad-hoc network of movies,
Fox Hollywood Theatre, in which the
monthly movies get a two-barter run,
then are pulled for pay-Tv, then go
back to syndication via cash, has start-
ed to roll, with its first menthly movie
aired in November, Threshold. The
second entry, Miracle on 34th Street,
in color, playing the end of November
and through December, racked up very
good overnight numbers across the
country, says a 20th Fox spokesman.

Checkerboarding strategy

Meanwhile, although it hardly repre-
sents a widespread programming trend
at this point, checkerboarding in part
of the primetime period is being used
by several indies with some success.
Back in the spring of 1984, KSHB-TV
Kansas City, began using first-run se-
ries in a checkerboard concept in the
7-8 p.m. time period and has been us-
ing the form ever since. In fact, accord-
ing to Julie Lux, the station’s program
director, the indie has a “longterm
commitment” to alternating programs
in the primetime period.

Lux recalls that the station ran mov-
ies at one point in the 7-9 time period,
but they weren’t doing well, mostly be-
cause daylight savings time negatively
affected audience viewing. After mov-
ing the movies to an hour later time
period, the station tried game show

(continued on page 156)

The eruption in mouie packages
1S so heavy that some
syndicators are releasing

three feature groupings

at once.

Blair's ‘Crazy Tony’

oldwyn’s 3Nightmare
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Advertiser, broadcaster concerns center
on clutter, recall tests, effectiveness

S&S Compton sees
15-second spot
outlasting its critics

BY BRAD ADGATE

The following is an overview and fare-
cast on the impact of 15-second com-
mercials on the advertising industry,
written by a media research superuvisor
at Saatchi & Saatchi Compton Inc.

he isolated 15-second commer-

I cial unit appears to be here to

stay and thrive. However, there

is continuing concern by advertisers,

the networks and their affiliates as well

as advertising agencies. Among the

concerns are advertising clutter, the re-

sults of recall tests and the difficulty in

conveying a message properly in 15 sec-
onds.

The primary factor for the push
toward 15-second units has been the
increase in costs of 30-second units. In
1971, the average cost of a 30-second
primetime unit was $21,700. During
the recently concluded upfront period,
a primetime 30 cost nearly $120,000, an
increase far greater than the inflation
rate. Surprisingly, CBS reported that
split-30s were being utilized more in
daytime by packaged goods accounts.

The concern for clutter is genuine.
As commercial lengths are shortened,
the number of units increase. In 1967,
when the 60-second commercial was

the broadcast standard, the number of
advertisers per week stood at 1,856.
This figure more than doubled to 4,079
by 1981, a direct result of the 30-second
unit. In a survey in 1965, 18 per cent of
the respondents questioned could re-
member a commercial message five
minutes after it was aired; this figure
decreased to 12 per cent in 1974 and
only recently dropped to an alarming
low of 7 per cent.

Non-network advertisers

Other groups concerned with the po-
tential influx of additional commercial
clutter are the network affiliated and
independent broadcasters. Some affili-
ates have threatened not to carry split-
30-s or isolated 15s. All three networks
report that affiliate defection has been
minimal. More than their stated con-
cern for clutter, the local broadcasters
fear that advertisers will reallocate
spot dollars into the cheaper and sud-
denly affordable network television.
Although there have been few reports,
if any, of spot broadcasters currently
accepting isolated 15s, industry ex-
perts foresee that once the networks
open the floodgates, local broadcasters
will follow suit.

““The 15-second unit will first gain
a solid toehold on television in
1988, when costs will escalate

\ ~ J
T

‘ sharply due to
commercial inventory

being choked by the

cycle of Olympics

.. » and the election.”

Brad Adgate )
Media research superuvisor

Saatchi & Saatchi Compton

Another concern often voiced in re-
gard to split-30s and isolated 15-second
units is the recall comparison. Current-
ly, there are three published studies
that measure the recall of a 15 versus a
30-second unit: Mapes & Ross, Re-
search Systems Corp. and the ABC-J.
Walter Thompson study.

The Mapes & Ross study indicated
that 15-second units have a recall value
of 76 per cent when compared to 30-
second units.

The Research Systems Corp. study
(12 commercials tested) reported that
the recall of a 15-second unit when
compared to a 30-second unit varied
between 70-75 per cent.

The ABC-JWT study (66 commer-

cial tests, 5,600 adult respondents) in-
dicated that 15-second units had a re-
call score of well over 50 per cent when
compared to 30s. The JWT-ABC study
also tested the effects of different com-
mercial lengths in a 90-second pod
ranging from three 30-second commer-
cials to six 15-second commercials and,
in an extreme case, a two-minute pod of
eight 15s. The following classes of re-
spondents were most aware of the in-
crease in the number of commercials
per pod:
® The light television viewer (any who
watches three hours or less of television
per day).
® The younger viewer (adults 18-34).
® Cable TV subscribers.
® VCR owners.
® Viewers who own remote-control
devices.
Other findings were: Viewers have a
negative response when they realize
more commercials are shown; the more
15-second units that are squeezed in a
commercial pod the more they lose
their effectiveness; the effectiveness of
a 30 can sometimes increase when com-
pared to a 15; viewers are more irritat-
ed by 15-second units than they are by
30-second units.

Potential usages

Whether the 15-second commercial
becomes the staple of the television in-
dustry will rest upon its perceived ad-
vantages to the advertising communi-
ty.

Some possible strategic uses for the
isolated 15-second unit include:
® Asasupplement or a reminder to an
existing popular commercial.
® To add exposure to a popular print
campaign that has one basic point.
® To establish one basic selling point.
® As a teaser, to prepare viewers for a
change in creative strategy or a new
product.
® As a method to communicate price
point items, particularly for local re-
tailers.

Obviously, there are some drawbacks
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Network news and sports breaks to air

isolated 15-second units
ABC (effective 9/23/85)

Program Day *Time period

ABC Primetime Newsbrief Mon.-Sun. 9:58 p.m.

ABC Business Brief Alternating Mon. & 8:58 p.m.

every Wed. & Fri.

ABC Daytime Newsbrief Mon.-Fri. 2:58 p.m.

ABC Sports Update Sat. & Sun. 8:58 p.m.

CBS

Program Day Time period

CBS Primetime Newsbreak Mon.-Sun. 9:58 p.m.

CBS Daytime Newsbreak Mon.~Fri. 11:57 am.
& 3:44 p.m.

CBS Sports Break Sat.—Sun. 8:58 p.m.

CBS American Portraits, Mon.~Fri. 8:58 p.m.

will sell only 10-second units

NBC (effective 1/1/86)

Program Day Time period

NBC News Digest Mon.-Sun. 8:58 p.m.

NBC News Digest—daytime Mon., Wed., Fri. 2:58 p.m.

* Time periods may vary

to the 15-second unit.

For instance. it is doubtful that 15 is
long enough time to introduce a new
product or reposition an existing
brand. The 15-second unit would also
make it difficult to create an ambiance
or project an image.

Forecasts & conclusions

The arguments raised today against
15-second units are very similar to
those voiced in opposition to 30-second
units some 15-20 vears ago. If history

repeats itself the 15-second unit will
replace the 30-second unit as the stan-
dard commercial length. At what time
in the future this will take place will
primarily depend upon the continued
escalation of costs in network televi-
sion. the number of major advertisers
who accept these shorter units and the
demonstrated ability of creative to con-
vev the selling message effectively in
this tormat.

Saatchi & Saatchi Compton Media
Research projects that the 15-second
unit will first gain a solid toehold on

Tracing the evolution of the ‘split-30’

ln the 1950s, when television was in
its so-called “Golden Age."” the 60-
second commercial became the estab-
lished length for commercial units on
network and non-network television. It
was not until the fall of 1961 that
Alberto-Culver hegan testing the via-
bility of “piggyback’™ 60-second units,
(two unrelated 30-second units placed
back to back). By 1963, Alberto-Cul-
ver, satisfied with the results of these
shortened units, began pressuring the
networks into accepting “piggyback”
60s. Opposition to “piggyback” 60s
soared, the major criticisms being that
30-second commerecials would add clut-
ter to an already cluttered commercial
environment, further annoyving the

viewer. They were frowned upon as a
cut-rate, bargain basement approach
which would degrade the image of tele-
vision in the long run. It was not until
the National Association of Broadcast-
ers (NAB) issued new code wording on
multi-product announcements in 1964
that the broadcast industry began ac-
cepting piggvback 60s on a restricted
basis. Thereafter, the number of piggy-
back 60s as measured by the TvB in-
creased steadily.

Although tests indicated that view-
ers were irritated with the increase in
the number of commercials, the tests
also found that these shortened 30-sec-
ond units scored favorably in recall
tests when indexed to 60-second units

television in 1988, when costs will esca-
late sharp!y due to commercial inven-
tory being choked by the cycle of Olym-
pics and the presidential primaries and
election. By the time we live through
the repetition of this cyvcle in 1992, the
15-second unit will be the standard
unit of sale among the networks. This
1992 recurrence of the conditions of
1988—at a time when 15s have become
afact of life—is destined to give 15s the
dominance that 30s grew into after a
similar seven-to-eight-vear period. For
packaged good advertisers, this is a
continuous, inexorable process. In cer-
tain dayparts subject to particular cat-
egoryv pressures. such as sports or news
for automotive, beer and financial ad-
vertisers, the inventory crunch may be
felt sooner. O

Brad Adgate joined Saatchi & Saat-
chi Compton in 1984 as media re-
search supervisor. Previously, he was
with BBDO as a network buver. While
there, he worked on accounts of The
Gillette Co. Almaden Vinevards. Wil-
ltam Carter Clothes and Tupperware.

From 1980-1983. Adgate worked at
Backer & Spielvogel. Having started
with that agency as a media research
analyst, he was then promoted to me-
dia planner for Campbell Soup Co.
and Helene Curtis Industries. Later,
he became assistant network buver
for Miller Brewing Co.. Sony Corp.
and Helene Curtis.

Adgate began his advertising career
at Jordan Case & McGrath in the
marketing research department. He
also spent one yvear at Grey Advertis-
ing as project director in charge of
media analysis.

He received a B.S. in history and
political sciernice from Jacksonville
University in Florida.

(approximately 65 index). As more and
more advertisers (especially packaged
goods advertisers) became convinced
that shorter messages would add fre-
quency and be more cost efficient, the
piggyback 60 evolved into the isolated
30. In January, 1971, the networks es-
tablished the 30-second unit as the
standard unit of sale at half the price of
a 60.

The 30-second unit quickly became
entrenched as the dominant commer-
cial length in television. By 1975, near-
ly 80 per cent of all commercials on
television were 30-second units. It was
around this time that some advertisers
began pressuring the networks into ac-

(continued on page 153)
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Former Blair executive offers software
that is described as ‘ratings specific’

Reach/frequency

TV system to debut

new reach and frequency esti-
A mator for TV stations will be

placed on the market early
next year. It’s a software package called
Revue and it requires an IBM personal
computer or compatible, which means
that most TV outlets can use it.

Revue is described as different from
other TV R&F systems because it is
“ratings specific,” in that the system
takes into account the range of rating
levels and the dispersion of spots by
daypart for a schedule of announce-
ments.

The system is offered by Verus Infor-
mation Corp., Cherry Hill, N.J., head-
ed by Dick Gideon, a former research
executive at Blair Television. The pro-
gram was written by his son, Rich, who
said it took a vear to develop and work
out the bugs.

Said to be simple to operate, the
stand-alone software package requires
only basic experience on a personal
computer and is dubbed *“user friend-
lv.” To help operators avoid mistakes,
there are on-line *“‘help” screens and
error-trapping programs. A “‘schedule
proposal” screen permits the user to
quickly analyze various “what if*’ sce-
narios.

There is a one-time cost for the soft-
ware, with the price dependent on mar-

Typical summary printout from Revue
reach and frequency system from Ve-
rus Information Corp. (top) shows
one- and four-week data. Svstem can
also generate two- and three-week
reach and frequency information. Re-
vue scatter diagram (middle table) is
shown in the form it appears on mi-
crocomputer screen and printout. Di-
agram is a convenience to provide a
picture of how much dispersion of
spots s achieved from a buy seeking
wide reach. Two tables at bottom
show that different patterns of reach
and frequency develop from the same
gross rating points. In top table, aver-
age ratings of spots differ (from top
down, average ratings are 25, 10, 5
and 3). In bottom table same GRPs
get different R&F when spots are
spread over two dayparts instead of
one.

ket size. Prices range from $1,250 to
$3,500. The Gideons considered a one-
price policy common to much software,
but decided to offer a market-depen-
dent price schedule because they felt
stations were used to buying that way.
The Revue program requires only a
few basic facts to generate R&F data,
including (1) the daypart(s), (2) the
number of spots, (3) the TV household
or demographic rating and (4) the sta-
(continued on page 158)

Sample Revue reach/frequency summary

Weekly
Daypart GRPS
Daytime 12
Early fringe 70
Primetime 59
Late fringe 9
Total 150

Revue scatter diagram

Daypart
program

Daytime
Program name A
Program name B

Early fringe
Program name C
Program name D
Program name E
Primetime
Program name F
Program name G
Program name H

Late fringe
Program name |
Program name J

No. of
spots

2
7
4
2

15

Avg.
Rating

10
12

14
19
13

Reach(%)  Freq.

4 week
Reach(% ) Freq.

1 week

10.9 1.1 23.8 2.0

45.1 1.6 71.4 3.9

43.1 1.4 69.8 3.4

7.8 1.2 16.9 2.1

72.5% 2.1 85.9% 7.0
Day

Reach/frequency depends on more than GRPs

Weekly
GRPS

Weekly
Daypart GRPS

Daytime
Early fringe

Total

Early fringe

50
50
50
51

20
20

40
40

No. of
spots

2
5
10
17

No. of
spots

2

2
4
4

1 week 4 week
Reach(% ) Freq. Reach(% ) Freq.
43.5 1.1 70.1 2.9
31.4 1.6 57.9 3:5
23.1 2.2 46.5 4.3
17.2 3.0 36.5 5.6

1 Week 4 Week
Reach(% ) Freq. Reach(% ) Freq.
17.0 1:2 36.1 2.2
17.0 1.2 36.1 2.2
30.2 1.3 56.4 2.8
27.6 1.5 52.9 3.0
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T N AR SO 7 Y 50 O 0 T Y
Viewpoints

James H. Rosenfield Q

Former senior executive vice
president, CBS/Broadcust
Group, in a recent speech |
(while still at CBS) before
Hofstra University’s Televi-
sion Conference in Hemp-
stead,L.I.,N.Y.

Oppor’tunitie—s creat;I—b—yf -
satellites haven’t yet
been tully recognized

The impact of satellite communications has been
so widespread that in the last decade we have moved
from a world in which broadcasting was characterized
by a scarcity of television channels and a scarcity of
choices for television viewers, to what is now becom-
ing an age of abundance for television worldwide.
And this is a revolution that is at its beginning. ‘We
have only begun to recognize its implications and op-
portunities.

The coming of satellites clearly stimulated an age
of abundance in broadcasting. No more is the televi-
sion viewer a passive participant, but a consumer
king, with an enormous range of choices to command
by tapping a remote switch.

Yet what has emerged in the United States is not ‘
unique. Ir fact, this age of abundance has also
dawned throughout the developed world, and is also
emerging in the developing world. The common ele-
ments include government-supported broadcasting,
advertiser-supported broadcasting, and pay televi-
sion, through subscription cable and videocassette
rental and purchase.

The worldwide emergence of this mixed system is a
seminal development, because it offers a greater
range of choices in television news, information and
entertainment for viewers everywhere. For those me-
dia companies who want to take advantage of the
enormous opportunities this new age offers, there are
a number of strategic concerns they must be pre-
pared to address, increasingly on a worldwide basis.

The first issue we’ll call the primacy of program-
ming.

In the age of abundance, those who hold the rights
of the most popular and enduring television program-
ming will be best able to enjoy the benefits of the
mixed distribution system. Increasingly, the same
programming can be successfully distributed through
all forms, including pay television, advertiser-sup-

ported television. and government-supported televi-
sion.

A well-made television program can be viable in
any number of outlets worldwide. The key strategy
here for media companies is to produce or co-produce
programming that can succeed in as many worldwide
outlets as possible.

Use for news

Perhaps the most promising initial use for the sat-
ellite delivery system is news. The rigid controls that
government-supported broadcasters once exercised
over news programming in many parts of the world
are fast eroding.

New cable and broadcast outlets, such as those
that are emerging in Italy, France, Germany and the
United Kingdom are showing increased interest in
bringing foreign news and entertainment program-
ming to their audiences.

There is one more key strategic issue, and that is
how to best serve the interests of advertisers. The
mixed media system I’ve described includes elements
of government-supported, advertiser-supported, and
subscriber-supported television, which is growing at
different rates in different ways in each nation. But
the largest single economic force propelling television
into this age of abundance, domestically and world-
wide. is advertising.

The outlook is for enormous growth in television
advertising worldwide.

Yet, the outlook for the United States is only part
of the story. The largest opportunities for growth will
clearly take place in Europe and the Far East, where
restraints on advertising have created much pent-up
demand that is being unleashed by changes in regula-
tory policy in many nations.

Italy provides a good example of what can happen.
During the late 1970’s, the courts in Italy permitted
unrestricted commercial broadcasting. Consequently,
advertising spending in Italy rose at an annual rate of
9 per cent from 1977 to 1982, compared to a rise of
only 1 per cent from 1970 to 1977. The bulk of this
growth took place in television, where the average
yearly rate of growth was 39 per cent after 1977,
when the demand was satisfied by a change in regula-
tory policy.

What is particularly important to note is that the
growth of advertising television in Italy did not come
at the expense of the print media. In fact, advertising
revenue for print media rose even more rapidly dur-
ing that time.

Linked to economic growth

I mention this because it is important to underscore
that the growth of advertising has been linked to eco-
nomic growth. Unfortunately, in many countries, mo-
tivation for continued restrictions on television ad-
vertising relate to the fear that the print media and
other advertising channels will be adversely affected
by the growth of television advertising; the reverse is
true.
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Programming/Production

Group W timebanking on new service

Group W Productions is using time-
banking as its marketing ploy to launch
its program service, Entertainment Re-
port. The effort is significant for two
reasons: one, it represents the first time
that a news service strip has gone the
syndication route via time-banking,
and two. it represents the first time-
banking strip concept introduced since
the agencies were heavily involved sev-
eral years ago in the practice for their
clients and others.

The Report consists of a daily 15-
minute teed via satellite to licensed sta-
tions. In exchange for the service, sta-
tions are asked to give up two 30 second
spots weekly, to be placed in their early
news broadcasts, according to Dan
Cosgrove, vice president. media sales,
Group W Productions. Only segments
of the Report need to be picked up by
the stations. Cosgrove notes that the
feed will serve as excellent material for
a station’s local news or as program-
ming for Entertainment Tonight.

Already signed, at presstime, were 46
stations, representing more than 50 per
cent of the country. Of the 46, only 14
are in the top 20 markets, and three are
independent stations, says Richard Sa-
breen, vice president and general man-
ager of the Newsfeed Network (a divi-
sion of Group W Television Group, who
is responsible for the project. The three
indies are WOR-TV New York, KHJ-TV
Los Angeles, and KMSP-TV Minneapo-
lis-St. Paul.

According to Cosgrove, Entertain-
ment Report represents the first strip
to keep barter time since the days of
the Mike Douglas Show, which was the
forerunner of other syndicators han-
dling their own barter arrangements.
(In 1976, a Group W/Mike Douglas
plan set up a cash/barter arrangement.
Besides getting cash, Group W sold two
minutes for national advertising.) Cos-
grove reveals that he is estimating a 6
NTT rating, and his opening prices to
advertisers will be $25,000 per 30, “but
it will probably close lower than that.
That will put me in the low $4.00 cPM
range.”

March startup. Launch date for Enter-
tainment Report is March, says Cos-
grove. He continues that syndicators
involved in ad-supported program-
ming have never successfully been able
to provide news, and he’s looking for
the feed to break the ice.

As to the Entertainment Report
package, it’s divided into six elements,
notes Sabreen: The day’s lead story
—the top entertainment story of the

day, edited with natural sound and
script, with the station providing the
voiceover narration; the day’s lead sto-
ry in packaged form, with the top en-
tertainment story of the day narrated
by Group W's reporter, ready for air;
news clips—voiceover video, sound
bites and ‘“B-Roll™ of the other show
business stories of the day.

Agency practice. Up until several years
ago, timebanking, which basically in-
volves the trading of a program by the
supplier to the station for a special val-
ue in local time to be used at some fu-
ture point, was practiced mainly by ad
agencies for their sponsors. Profit oc-
curs when the value of the time-bank-
ing exceeds the value that may be ob-
tained by paying cash in the open mar-
ket as advertiser needs materialize.
The actual value of the time bank may
be evaluated in various ways. including
CPMs. gross rating points rated card
value and or various combinations
thereof. At agencies the main time-
banking method involved an advertiser
sponsored program by the supplier/ad-
vertiser with the advertiser not run-
ning commercials in the program.

Back in the late 1970s both J. Walter
Thompson and Dancer-Fitzgerald-
Sample were two major agencies which
were heavily involved in timebanking.
But a few vears ago, the practice be-
came virtually extinct, tainted from the
J. Walter Thompson syndication divi-
sion. Marie Luisi, head of the opera-
tion, was charged with wrongdoing,
and consequently left the company.
The case is still unresolved.

But Group W is comfortable with its
timebanking set-up on Entertainment
Report. Sabreen savs he dispells any
concern over timebanking. “Group W
has always been extremely forthright
and reputable in everything its done
and will continue to be so.”

Orion uses ‘Squares’

Orion Television Syndication is using
its new game show entry, New Holly-
wood Squares, being introduced in as-
sociation with Hearst Broadcasting, as
the centerpiece in a drive to return Ori-
on to being a major player in the first-
run syndication arena. A pilot of
Squares, which features John David-
son as host, was shot last week, accord-
ing to Scott Towle, vice president of the
Orion Pictures division, and is being
shown initially to network O&Qs and
station groups. Squares originally ran
as a network show on NBC for 15 years,

and went into syndication from 1972
through the 1980-81 season, says
Towle, in an interview, under the Film-
ways banner.

Towle continues that Squares, which
is looking for a fall, 1986 start, will be
the forerunner for a number of other
game shows either owned outright or in
part by Orion, including New High
Roller, Gambit and Battle Stars. He
believes he has an edge over other game
shows entering the race in that Squares
is the only show which features celebri-
ties. Squares is looking for an access
berth, with early fringe as a second slot.
According to a Petry report, terms call
for 195 originals and 65 repeats, for one
run over two years, in a cash plus two
30s arrangement.

INTV running strong

The Association of Independent Tele-
vision Stations will do nearly 8 per cent
better than it did last year when it
comes to syndicators attending its con-
vention January 5-8 in Los Angeles. All
told, registration is running strong, and
1,100 are expected at the convention.
Sixty-nine companies will exhibit, as
compared to 64 which attended last
vear’s conference and many are taking
expanded quarters, necessitating the
use of three floors for the convention.

In 1985, INTV exhibitors” suites oc-

cupied two floors at the Century Plaza
hotel. In the 1986 conference, 30 rooms
on the seventh floor have been given
over for the convention, according to an
INTV spokesman. in addition to the
fifth and sixth floors.
New companies. This year, about 15
new companies will attend. These in-
clude Access Syndication, Crown In-
ternational, Raymond Horn Produc-
tions, ITF Enterprises, The Behrens
Co., Walt Disney Pictures, World
Events and the Entertainment Net-
work. Tentative sign-ups include the
Sony Corp. and TV Guide.

One of the new attendees, Raymond
Horn, will highlight two programs. One
is America’s Black Forum. which has a
present lineup covering 80 percent of
the country, owned by Uniworld Pro-
ductions. The half-hour show is sold
via barter. and host is Julian Bond.

The other program, Alexander
Goodbuddy’s Good News Magazine, is
a weekly show aimed at kids 6-11 and
shows the positive side of the news. The
show is being test-marketed on 10 sta-
tions.

Access, another new INTV attendee,
will highlight three first-run series:
Hollyi#ood Closeup, which had been
distributed by Colbert Television
Sales, new weekly entertainment half-
hours; The Exciting World of Speed &
Beauty, motor sports magazine series;
and Lorne Greene’s New Wilderness.
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Syndication shorts

LBS Communications and Columbia
Pictures Television’s Colex Collection
division will distribute Hardcastle &
McCormick for September 1986. In-
volved will be a minimum of 58 one-
hour programs to be offered on a basis
of 2Y years barter and four years cash.
In addition to the series, the Colex Col-
lection will also release two off-network
series, for January, 1987: Father Mur-
phy and Family. Murphy has 35 hours,
and is being distributed on two years
barter, four years cash. Family, previ-
ously released via barter by LBS, is for
cash only for four years.

King World's Wheel of Fortune has
added five markets, for a current line-
up of 192. The newest stations are
WNEP-TV Wilkes-Barre/Scranton,
KCEN-TV Waco-Temple, KESQ-TV
Palm Springs, WDAM-TV Laurel-Hat-
tiesburg, and WAGM-TV Presque Isle,
Maine.

Prijatel Productions has sold The
Strassels Report in 12 new markets.
Bringing the total number of stations
buying the 82-part insert series to 40,
are WMAR-TV Baltimore, WFRV-TV
Green Bay, WHNT-TV Huntsville-De-
catur-Florence and KOTA-TV Rapid
City, among others.

Program Syndication Services’ Holi-

day Moments, series of 36 one-minute
inserts, has been sold in 48 markets.
Among the sales are WNEW-TV New
York, KTTV(TV) Los Angeles, WPVI-TV
Philadelphia, KRLD-TV Dallas-Ft.
Worth and WFSB-TvV Hartford-New
Haven.

All American Television has cleared
The Boy King in 34 stations, including
all of the top 10 markets, for a 46 per
cent coverage. King, one-hour dramati-
zation of one period in King’s child-
hood, is set to air between January 11
and February 16. Stations cleared in-
clude WNBC-TV New York, KNBC(TV)
Los Angeles, WKBD-TV Detroit, KYw-
TV Philadelphia and KHOU-TV Hous-
ton.

LBS Communications will distribute
The Botts, first-run comedy series, for
two runs starting next fall. The Botts,
which is being produced by DIC Audio-
visual, is about the adventures of a
family of android-robots.

Viacom Enterprises will distribute
Santa Claus—The Movie in the U.S.
via a deal wrapped up with Alexander
Salkind. The agreement also includes
the U.S. TV syndication rights to
Where Is Parsifal?, one of Orsen Wells’
last movies; and the features The Mak-
ing of Santa Claus and the Making of
Superman I1I and Supergirl, as well as
the Canadian TV rights to Supergirl.

Fox/Lorber has acquired the world-
wide rights in all media to 1,800 hours
of the David Susskind Show. The com-
pany will select the 130 strongest pro-
grams to be edited into half-hours for
stripping as The Best of David Suss-
kind. It's available for cash, for two
runs over one year, beginning June 1,
1986. Also, the company has obtained
ancillary sales rights to features of First
Run Features, theatrical producer.

The success of the NBC series The
Golden Girls has brought new life to
Maude. The 141 off-network episodes
which have been in syndication since
1979, have been bought by Storer Com-
munications for its five stations, in its
third cycle of renewals. Embassy Com-
munications distributes.

Tribune Entertainment’s two-hour
year-end music review special, Rocker
‘85, has been cleared in more than 70
per cent of the country. The special will
air in stereo and is available for airing
January 6. Among the stations are
WPIX(TV) New York, KYw-TV Phila-
delphia and KPIX(TV) San Francisco.

D.L. Taffner/Ltd., in association with
Thames International Television, has
licensed 130 episodes of Capitol to An-
tenne 2. The program will become part
of the network’s new morning schedule,
when it expands its airing times in the
morning hours. Capitol is airing on the
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Italian network RAI

Primetime Entertainment has ac-
quired worldwide cable, network and
syndication rights worldwide to Cease
Fire, current film starring Don John-
son of Miami Vice. Also, the company
has obtained the domestic and cable
and syndication rights to Consenting
Adult. The films will be released in
1986. Primetime Entertainment recent
movie packages released were Prime-
time One, Primetine Two and Prime-
time 90s.

WB ‘Night Court’ sales

Night Court has been sold in 72 mar-
kets. The most recent stations signing
on include WTAE-TV Pittsburgh,
WKRN(TV) Nashville, WYAH-TV Nor-
folk-Portsmouth-Newport News-
Hampton, KLRT(TV) Little Rock,
KSEE(TV) Fresno-Visalia, KETV(TV)
Omaha, KDEB-TV Springfield, Mo.,
KNTV(TV) Salinas-Monterey,
KYET(TV) Santa Barbara-Santa Maria,
and WCOV-TV Montgomery.

Night Court, now in its third season
on NBC, will be available for syndica-
tion in the fall, 1988. This year the se-
ries was nominated for seven Emmys,
including outstanding comedy series.

Bocass, UPA deal

Bocass, newly formed TV syndication
and program development company,
has acquired the TV rights to UPA Pro-
ductions of America’s library. The re-
leases from the library include feature
films such as Godzilla Science Fiction
Series, Sounder, What's Up Tiger
Lily; Battle of the Worlds, Island of
the Burning Doomed as well as the old-
ie animated Mr. Magoo features, spe-
cials and series.

Bocass will market the library on ei-
ther an ad-supported or cash basis. In
the case of ad-supported deals, Bocass
will keep about 45 per cent of the com-
mercial inventory in a specific package,
for sale to national advertisers. Major
ad committments have already been
completed for all of 1986, according to
Rich Goldfarb, senior vice president,
general manager at Bocass.

Terms are that a station must com-
mit to clearance of the entire package;
features and specials must be sched-
uled in strong all-family viewing time
periods; and a station has the option of
running the features and the specials
twice within each telecast window, pro-
vided that the national advertiser’s

commercials are aired intact. Commer-

cial splits are 10 minutes national, 12
local in the two-hour features; and five
and six in the one-hour specials.

2
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Richard Goldfarb

Broadcast windows are first quarter,
1986: February 22-March 23; second
quarter, May 24-June 22; third quar-
ter, August 23-September 21; and
fourth quarter, November 15-Decem-
ber 15. Peri Nusbaum is station rela-
tions supervisor at Bocass.

NATPE sees record

Pre-registration for the upcoming
NATPE International convention in
New Orleans had reached 3,100 at pres-
stime, already equal to the number tal-
lied for the 1985 convention in San
Francisco. Phil Corvo, executive direc-
tor of the organization, says he expects
the number of pre-registrations to hit
the 3,500 mark by the time the conven-
tion opens on January 17. The increase
in the registrations is coming mainly
from ad agency and foreign participa-
tion, says Corvo, plus from some new
distributors and stations.

As to the conference agenda, some of
the highlights are: January 18—affili-
ates and independents’ meetings, and
an international meeting, followed by
the opening general session from 10:30
a.m. to noon; January 19—four concur-
rent sessions, from 8-9, “Flash and
Trash,” “A Report from Washington,”
“Local Success Stories—Stereo,” and a
workshop on barter, “Barter ... The
Program Tool.”

Later in the morning there are five
concurrent workshops, focusing on mu-
sic license fees, programming and pro-
motional and local successful sports
stories, to name three. A late morning
session is called “Who’s Editing My
Movies and Why Are They Doing
That?” On January 20, a morning ses-
sion, “Old Time TV: How Good Was It
Really,”? will be moderated by Hugh
Downs, and one of the panelists is Sid
Caeser. After that are four concurrent
workshops: “News: Is it a Program,?”
Local Programming: How Important Is
It,”? local success stories centering on
specials, and “New Technologies.”

The Iris Awards will take place on
January 20 at 7 p.m.; and on January 21
a general session/lunch will examine
and debate the “Must-Carry” ruling.

‘Wombles’ series

The Wombles, the BBC Television se-
ries of 60 five-minute episodes, will
make the jump to the U.S. via newly
produced half-hours for snydication.
Under an arrangement between Satori
Entertainment and Mizlou Program-
ming, a series of 13 half-hours and a
one-hour special will be released for
airing next fall. Mizlou will distribute
the series for syndication, and Satori
will produce the shows.

In addition, the agreement on The
Wombles includes Screen Gems-EMI,
which will co-publish and administer
the music worldwide. New World Vid-
eo, will handle the home video end. The
TV series will be new, live-action sit-
coms with two music videos in each half
hour, with each episode featuring a
guest villian and a guest musical artist.
The special which has already been
produced stars Frank Gorshin, Abe Vi-
goda, Paul Williams, LaToya Jackson
and Henny Youngman.

Wombles is being offered via barter,
with three-and-a-half minutes for local
and two-and-a-half minutes for nation-
al sale, says Vincent Piano, chairman of
the board and CEO of Mizlou.

Disney ad-sales formed

Walt Disney Pictures’ Domestic Tele-
vision has formed an advertiser sales
department and has named Richard
North as vice president, advertiser
sales.

North’s responsibility will be to
oversee sales for Disney’s new syndi-
cated offerings—The Wonderful
World of Disney, Disney Magic-I and
first-run programs. Prospective adver-
tisers include the more than 100 com-
panies which are already involved with
Disney in such areas as sales promo-
tion, licensing, merchandising and
theme park participation. North re-
ports to Robert Jacquemin, senior vice
president of the division.

North was formerly vice president,
national sales manager for Turner
Broadcasting System and SuperSta-
tion WTBS. Prior to Turner, he
worked for Screenvision, the in-cinema
ad company; WNBC-TV New York, in
new business development; the CBS-
TV 0&0s, in market development and
national sales; several advertising
agencies and Lorillard Tobacco.

Mutual realignment

The Mutual Radio Network, now
owned by Westwood Inc., has named
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two executives to a new office of the
president.

Mutual president Jack Clements, re-
sponsible for network operations, re-
tains his title and remains based in Ar-
lington, Va. Art Kriemelman,
Westwood One’s vice president of mar-
keting since February, also becomes a
Mutual president, directing sales and
regional offices out of New York, be-
coming the first Mutual president
based there in two decades.

Kriemelman had been vice presi-
dent, sales, for Mutual before joiring
Westwood One. Mutual also an-
nounced an expansion of The Larry
King Show to six hours starting Febru-
ary 3, the first major programming de-
velopment of the new regime.

The extra hour, from 11 p.m. to mid-
night ET, usually will feature King in-
terviewing a celebrity guest. However,
when a major news event is underway,
some or all of the hour will be spent on
live phone and studio interviews as well
as on reports from Mutual correspon-
dents.

Ron Nessen, Mutual’s vice presi-
dent, news and special programming,
said that the earlier start time and for-
mat modifications “represent a com-
mitment to expanding the 25-54 demo-
graphic Mutual has been very success-
ful in delivering to advertisers.”

JM new shows

A first-run weekly children’s show and
a daily entertainment-history minute
are the latest syndication offerings
from New York’s JM Entertainment.

Monster Band, a half-hour aimed at
five- to 14-year-olds, is a live-action
barter show featuring original music
and “non-violent fun.” A half-dozen
children and an equal number of adults
are set tostar in the series, which would
be taped in New York, both in studio
and on location.

This Day in Hollywood, with 365
episodes prepared by Coast to Coast
Productions, includes 30 seconds for
local advertising. A computer-generat-
ed “billboard” opens each episode with
the date, a brief teaser follows about
that day’s featured event, and then a
visual identification for the program’s
advertiser or station’s movies. Next
comes the item itself, in the form of a
trivia question and answer, followed by
the commercial.

At NAPTE, JM will be showing the
appropriate episode for each conven-
tion day: the death of Humphrey Bo-
gart (January 17, 1957); the release of
Clint Eastwood’s A Fistful of Dollars

(January 18, 1967); the cutting of
Frank Sinatra’s first solo vocal record
(January 19, 1942); and George Burns’
birth (January 20, 1897).

Radio City production

So you thought Radio City was in New
York and Walt Disney in Florida and
California?

Last summer, Walt Disney produced
the stage spectacular at New York's
Radio City Music Hall. And this Satur-
day, Radio City Music Hall Produc-
tions travels to Disney World’s back-
yard to produce the half-time show for
Orlando’s Florida Citrus Bowl.

The 40th anniversary game, which
had been called the Tangerine Bowl
until 1983, will be televised on NBC.
Radio City’s 10-minute show, Cele-
brate 40, will feature more than 1,200
performers.

Besides the traditional half-time
marching bands and drill teams; the
U.S. Army Golden Knights team will
parachute onto the field, airplanes will
skywrite messages, hot-air balloons
will fly, and daylight fireworks effects
will be set off. In the grand finale, the
stadium crowd of 50,000 will be asked
to blow out the candles on a 75-foot
birthday cake.

NBC stereo programs

The weekly series Remington Steele
has become the 15th primetime series
to be aired in stereo by NBC. The other
primetime programs are Sundays:
Punky Brewster, Silver Spoons,
Amazing Stories, Alfred Hitchcock
Presents. Thursdays: The Cosby Show
and Family Ties and Cheers; Fridays:
Knight Rider and Miami Vice; Satur-
days: Gimme a Break, The Facts of
Life, The Golden Girls, 227 and Hunt-
er.
In addition, The Tonight Show Star-
ring Johnny Carson, Late Night with
David Letterman and Friday Night
Videos have been aired regularly in ste-
reo since July. At present, four NBC-
owned stations and 38 NBC affiliates
are equipped to transmit in stereo.
These 42 stations cover close to 50 per-
cent of the U.S. TV homes.

Broadcaster newsfeed

After a year of syndication by Televi-
sion Distribution Co., the two-year-old
Agri-Business Report has returned
distribution and sales responsibilities
to Wabash Valley Broadcasting Corp.,
the Terre Haute, Ind. firm that began
the service.

The Agri-Business Report, a weekly
newsfeed, is currently supplied to more
than 50 TV stations. Wabash Valley
Broadcasting, also owns WTHI-TV and
WHTI radio.

Zooming in on people

Bruce Johansen has been named vice
president, international sales and West
Coast programming, Multimedia En-
tertainment. Prior to his appointment,
Johansen was sales manager, West
Coast division, and general manager,
international syndication. Before he
joined ME, he was vice president, syn-
dication, Golden West Television. Also
at ME, Janet G. Baker has been named
vice president, research. She joined
ME in February as director of research.
Before that, Baker was director of TV
stations’ research at the NBC Televi-
sion Division.

Viacom Enterprises has expanded
its sales staff. Sean Deneny has been
appointed manager, mid-Atlantic do-
mestic sales, and Mary Crescas and
Michael Kasanoff have been named ac-
count executives servicing portions of
the Southeast and Midwest regions, re-
spectively. Deneny comes to Viacom
from Storer Communications, where
most recently he was sports manager.
Crescas has been with Viacom and its
related companies for six-and-a-half
years. Kasanoff has had considerable
experience in broadcasting, having
worked in production, trafficking and
sales.

Ed Neuert has joined Orbis Commu-
nications as coordinator of creative ser-
vices. He comes to Orbis from The
Whole Theatre Inc., where he was pro-
duction stage manager for the past four
years.

Monte Lounsbury has been appoint-
ed vice president, Midwest regional
sales manager, Blair Entertainment.
Lounsbury joined the company in 1983
and was midwest regional sales manag-
er. Before that, Lounsbury was mid-
western sales manager from 1981-83 at
Lorimar Television.

Monte Lounsbury

Dianne Brand has joined SFM Enter-
tainment, a division of SFM Media
Corp., as director of research.

Steven Gary Saltman has been
named assistant counsel, MCA TV, op-
erating out of Universal City and will
be involved in syndication contracts,
particularly ad-supported agreements.
Prior to joining MCA TV, Saltman
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worked independently on projects for
the law firm of Skoog and Buckley.

Steven Gar;r Saltman

Thomas B. McGrath has been ap-
pointed senior vice president of acqui-
sitions, planning and development at
Act lll Communications. Act III is a
company by Norman Lear. A principal
is Randy Reiss, formerly of Para-
mount. McGrath was vice president of
the entertainment business sector of
the Coca-Cola Co. He joins the compa-
ny January 6. McGrath most recently
was involved in the acquisition by
Coca-Cola of Embassy Communica-
tions.

Thomas A. McGrath
Muller Media deals

Muller Media Inc. has tied up distribu-
tion deals with three separate compa-
nies. One involves the syndication in
association with All American Televi-
sion of The Chisholms, six-hour mini-
series shown initially on CBS in 1979.
The program stars Robert Preston,
Rosemary Harris and Ben Murphy.
Also, MMI will syndicate a first-run
series, The Making of . . ., 26 half-hour
shows depicting the moviemaking of
some of the current theatrical films.
Films represented include Death Wish
111, The Terminator, Runaway Train,
and Sylvestor Stallone’s new movie,
Over the Top. The series is produced
by Trudeau/Cummings, which shoots
its own selected footage on the set of
each movie, adding appropriate foot-
age also selected by the producers.

To avoid any promotional stigma,

episodes are not released in conjunc-
tion with the theatrical release Muller
points out. The Making of ... can be
programmed weekly or as a special
event wrapped around a local movies or
bridged for one-hour presentations.

The third deal made by MMI renews
its tie with Encore Productions in re-
leasing three animation Holiday spe-
cials, Which Is Which, for Halloween;
The Turkey Caper for Thanksgiving;
and The Christmas Tree for Christ-
mas. The specials have cleared 106 sta-
tions, representing 86 per cent of the
U.S. Ad sales for the specials are han-
dled by Total Video Inc.

ACT Constitution shows

Action for Children’s Television is
seeking program information relating
to the 1987 Bicentennial and the U.S.
Constitution. The information will be
published early in 1986 for children
and teenagers. Requested by ACT are
data on broadcast, cable and radio pro-
ductions relating to the anniversary.
ACT is interested in news of produc-
tion plans, subject matter, release
dates, featured personalities, scholarly
consultants, promotional campaigns
and other relevant items. Send infor-
mation to Peggy Charren or Carol Hul-
sizer, Action for Children’s Television,
46 Austin Street, Newtonville, Mass.,
02160. Phone is (617) 527-7870.

Montreux Fest set

The 26th Golden Rose of Montreux
Festival will be held May 7-14. The
competition is open to light-entertain-
ment programs (music variety, come-
dy) produced and/or broadcast after
March, 1985, and entries may be sub-
mitted by independent producers as
well as by national broadcasting orga-
nizations.

Past winners include programs fea-
turing Monty Python, Jackie Gleason,
the Muppets, Benny Hill and Carol
Burnett. At the past May event, there
were entries from 27 countries as well
as 51 entries from independent produc-
ers in 11 countries. The Golden Rose
was won by the BBC program The Paul
Daniels Magic Easter Show. An inno-
vation in 1986 will be a daily presenta-
tion of currently popular light-enter-
tainment programming from around
the world. Attendance is expected to
top 1,000.

Royals back on KMBZ

KMBZ Kansas City has returned to the
Kansas City Royals Radio Network,
via an agreement reached between the
Network and the station. The agree-
ment between both parties is for three

years, through the 1988 season. KMBZ
carried Royals’ baseball since the
club’s inception in 1969 and until 1982.

The flagship station for the Royals
remains WIBW, Topeka.

According to Robert Fromme, head
of the network, there were several rea-
sons for the change, including that
KCMO, its previous carrier, might opt
for airing football in conflict with
Royals baseball broadcasts. “The sta-
tion had not moved the Royals for Mis-
souri football, but they might have
down the line. But the games were
moved for KC Chiefs NFL games.”
Also, points out Fromme, KMBZ made
the best presentation over other bid-
ders for the baseball games.

Radio syndication news

MJI Broadcasting will produce and
syndicate a one-hour special on the
making of Sun City anti-apartheid re-
cord featuring more than three dozen
performers. The program is being of-
fered as a public service and will be
delivered via satellite this week.

Radio Express Inc. has been named
worldwide rep of TMC GoldPicks, re-
source library featuring the top 1,000
songs from 1954 to 1977. In addition to
the music, TMC includes two note-
books with more than 400 legend sheets
and index cards filled with information
on each song and artist. Also at TMC,
Dallas, Scott J. Bacherman has been
named regional manager. Prior to join-
ing TMC, Bacherman co-owned and
operated WROE Greenfield, Mass.

American Music Formats has devel-
oped two radio formats. Roots of Rock
n’ Roll is targeted to listeners in the
mid-30s to early 60s, in a format base of
2,000 different titles. The second for-
mat, Pure Country, is targeted to men
40 through 70, and women 35 plus. Its
base is 1,400 titles. Roots is priced at
$1,295 for the basic package. Pure
Country costs $995 for the basic pack-
age, which includes an introductory
section.

M&M Products, Atlanta hair-care
products company, has produced In-
spirations Across America, syndicated
radio show focusing on the inspiration-
al side of black music. The gospel pro-
gram is broadcast in 50 cities and is
hosted by Burke Johnson, 30-year-ra-
dio veteran.

Charles Strickland has joined Satel-
lite Music Network as general sales
manager. He replaces David Gerety,
now director of special projects at
SMN. Strickland has been in manage-
ment and ownership of radio stations
for more than 20 years. He recently
sold his interests in KNIL, San Angelo,
and KMHT Marshall, Texas.

U.S. News & World Report has
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launched its U.S. News Radio Network
nationally by satellite. The series of
daily 60-second programs is produced
and distributed by R&R Productions.
The program is based on four columns
in the magazine, Washington Whis-
pers, News You Can Use, Tomorrow
(Washington Report) and Worldgram
(International Report). The program is
expected to clear more than 100 sta-
tions by late spring, and it’s anticipated
that it will be heard in at least 80 per
cent of the top 100 markets by the end
of next year.

Radio changes

Jeff McKee has been named music di-
rector at WMET(FM) Chicago. Prior to
joining the station in April, he was at
KDWB-FM Minneapolis-St. Paul
WQXI-FM Atlanta and WNOE-FM New
Orleans.

Charles Davis, 15-year veteran radio
broadcaster, has been named the after-
noon drive time personality at W-1012
FM Tampa. He had been at WMJJ(FM)
Birmingham, where he was an after-
noon personality.

WREM Orlando has changed its call
letters to WWLD and will target its pro-.
gramming to vacationers, business men
and conventioneers. Elements will in-
clude information for visitors, attrac-
tions, weather and traffic conditions
plus news and sports. Music will run
the gamut of styles.

Bob Bedi has been promoted to the
new position of operations manager at
WNOR Norfolk-Newport News. He
joined the station as WNOR program
director in September, 1984.

Charlie Cook has been appointed
program director at wMXJ Fort Lau-
derdale-Miami. He comes to the sta-
tion from McVay Media, where he was
vice president. Cook has programimed
WGBS in Miami, KHJ and KLAC in Los
Angeles and WHN New York.

Bill Rafferty, formerly of Real Peo-
ple TV series, has joined KFRC as co-
host of the Tom Parker Show, week-
days from 3 p.m.-7 p.m. He is currently
the host of the game show Every Sec-
ond Counts.

Bobby Valentine has taken over the
Saturday 10 p.m.—4 a.m. and Sunday,
5-11 p.m. air shifts, at WPLJ-FM New
York. Valentine worked at WGBB-FM
Freeport, N.Y., and at WFEC-FM Har-
risburg among other stations.

WooD Grand Rapids has formed its
own weather services. Joining the staff
as director of weather operations is Pe-
ter Chan. Chan will be west Michigan’s
first full-time radio meteorologist.

Wall Street roundup

Several syndication companies have
reported revenue gains for various peri-
ods. Topping the list is Telepictures,
whose earnings were up 25 percent
from the third quarter ended Septem-
ber 30 over the same period last year.
Revenues were $37,877,300, compared
to $27,066,100 for the same quater in
1984. Revenues for the nine months
ended September 30, 1985 were
$102,488,000, as compared to
$67,777,800 for the same period last
year. Net earnings for the three months
ended September 30 were $3,909,700
vs. $3,131,200 for the same period in
1984.

At King World, for the fourth fiscal
quarter ending August 31, operating
revenues increased to $37,821,000 from
$17,074,000 for the same period last
year. New income was $5,247,000, com-
pared to $2,048,000 for the fourth quar-
ter of fiscal 1984. Operating revenues
for the full fiscal year ended August 31
increased to $81,280,000 from
$29,037,000 for the prior fiscal year.
Net income increased to $9,842,000
compared to $3,365,000 for the fiscal
year ended August 31, 1984.

At American National Enterprises,
total revenues for the fiscal three
months ended August 31 increased 62.4
per cent to $1,216,445 from $748,874 in
the like prior-year period. Pre-tax in-
come climbed 42 percent to $192,248
from $135,403. Net income jumped
54.5 per cent to $107,248 from $69,403.

One distribution company, All
American Television, has filed a regis-
tration statement with the SEC, re-
garding the proposed sale of 600,000
shares of its common stock. The stock
offering is being underwritten by Op-
penheimer & Co. between $4 million
and $5 million is expected to be raised
in the offering by the company.

WLM consultancy firm

A full-service broadcast sales and oper-
ations consultancy firm, WLM Consul-
tants, has been formed by William Lee
Mockbee, a 36-year veteran of broad-
casting and advertising. WLM’s first
client is New England Media, station
brokerage firm for radio and television
properties. WLM will maintain offices
via P.0O. Box 353, Calais, Maine 04619,
or 327 Mowat Drive, St. Andrews, New
Brunswick, Can. Phone number is
(506) 529-3847.

The company will concentrate on
broadcast management, sales develop-
ment, audience and analytical research
and overall broadcast station opera-
tions consultancy. Mockbee most re-
cently was vice president of research
and development at WCVB-TV Boston.

He helped put the station on the air 13
years ago. Mockbee, in addition, has
also operated and was co-owner of an
advertising agency, has headed re-
search and sales development depart-
ments of both radio and Tv stations,
has created a number of various con-
cepts and programs of development for
broadcast entities and served as a
member of the ABC Television Net-
work Affiliate research committee.

Production notes

Gaylord Productions, in association
with Lee Grant and Joseph Feury,
chose Vancouver, B.C., Canada, as the
site for filming The Marie Balter Sto-
ry, as CBS movie starring Marlo
Thomas. It’s the true-life drama of a
woman who was incorrectly diagnosed
as mentally retarded when she was a
child. Lee Grant is directing the pic-
ture.

Harmony Gold has begun production
in Japan of Robotech I1: The Sentinels,
65 new episodes of the Robotech ani-
mated series. The storylines for the
newly-produced episodes are written
so they can fit into the old lineup, mak-
ing the Robotech saga a 150-segment
series.

Embassy Television is planning to
produce a CBS movie, A Place To Call
Home. Linda Lavin stars in the picture,
playing the mother of seven children
who takes her family to live on an Aus-
tralian sheep ranch after her husband
leaves her.

Embassy also has a CBS School-
break Special in production. The show,
Having Babies, is a story of teenage
pregnancy. Martin Sheen is directing.
Co-star is his 19-year-old daughter, Re-
nee Estevez, in her acting debut. Sheen
will also be seen in front of the cameras
on CBS in Fim At Eleven. It’s a Tur-
man/Foster production.

Orion Television is taping two pilots
of a new version of Hollywood Squares,
the game show which had a 15-year
run. John Davidson, is host of the new
version. Dom de Luise and Joan Rivers
are among the contestants. Rick
Rosner is executive producer of the
syndicated Squares, which will be sent
to stations via statellite every night.

In his first role since leaving Trapper
John, M.D., Gregory Harrison is star-
ring in The Rig for CBS. It’s a drama
about the petroleum business and the
dangers faced by those who work on the
oil rigs. It’ll be shot in Mexico. Harri-
son’s production company, Catalina, is
producing the film.

CBS and Interplanetary Productions
are shooting Betrayed by Innocence, a
love story about an older man and a
teen-age girl. Barry Bostwick, Paul
Sorvino and Cristen Causs co-star in
the picture.
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Commercials

From Canada to New York en masse

The commercials production industry
in Canada has long been plagued with a
disturbing talent drain. After using
Canada as a training ground, many of
the top directors “forget their roots”
and move on to New York. But Shoot-
ers Film Co., Toronto, which was about
to become a victim of this talent exodus
itself, found a way around the problem.

According to Shooters general man-
ager Janice Webber, director/camera-
man Stephen Amini had been a prime
recruitment target of New York firms:
“He’d been getting a lot of calls from
people trying to sign him up, and we
didn’t want to hold him back, so we
decided, ‘Let's all go.” ”” As a result, the
company four months ago became
what Webber believes is the first Cana-
dian firm to open up an office in New
York to solicit projects to be shot in the

val of New York for a commercial for
Arrow Shirts shot by its cameraman
Henri Fiks and directed by its two oth-
er directors, David Van Fleet and Peter
Benson.

With a fulltime staff of eight headed
by Pamela McNamara, president and
owner, Shooters has been in operation
in Toronto for five years. Its first job
took its staft around the world and in-
volved three documentaries in loca-
tions like Africa for Hawker-Siddely,
which manufactures trains, buses and
trams. Two of the films, used in sales
presentations, won awards from the
Canadian Film & Television Associa-
tion.

Amini, who started out as a still cam-
eraman, was trained at Shooters as a
director and initially was somewhat
specialized in fashion-oriented produc-

“Singing lunchboxes” are lined up for a commercial by Shooters Productions for
Quaker Oats of Canada’s Chewy Bars. Director/cameraman Stephen Amini is

behind the camera as camera operator Henri Fiks prepares the lead marionette-
controlled lunchbox.

city. It’s incorporated in New York as
Shooters Productions.

Bill Blum heads the New York oper-
ation as representative and executive
producer. Says Webber, “He’s not like
the typical representative who just
shows a reel and leaves. He’'ll quote the
job and follow through as executive
producer.”

Shooters isn’t coming to New York
as an unknown. The production house
itself had been getting calls from agen-
cies in New York and Chicago and has
done shoots in Canada for major ac-
counts and agencies. Its most recent
recognition was a silver medal from the
International Film & Television Festi-

tions that called for a good lighting and
design style. He subsequently followed
his urge to get behind the camera as
well and since then has been doing
more special effects and tabletop work
as well as getting into dialogue and
comedy. Van Fleet’s forte is comedy
and dialogue, while Benson is heavily
involved in package goods and testimo-
nial commercials.

Shooters has had a big taste of the
Canadian brewery business, having
done commercials for Molson, Labatts
and Carling-O’Keefe. Other Canadian

business has included spots for Mon-.

santo, Clairol, Burroughs and Mazda.
Webber says the penchant of Shooters

directors for getting involved in all ele-
ments of the creative process will carry
through to the business the company
hopes to get in New York.

So far, since the opening of the New
York office by Shooters, all of the U.S.
business has been for shoots in Toron-
to. With the devaluation of the Canadi-
an dollar, Webber notes, advertising
agencies are saving 40 cents on the dol-
lar by shooting in Canada, “and the
dollars are really being watched on the
agency side.”

Recent U.S.-originated business has
been Bali blinds out of J. Walter
Thompson, Detroit, and a great deal of
Procter & Gamble business including
Ivory Liquid and Duncan Hines out of
Saatchi & Saatchi Compton, New
York.

But Webber says the firm is getting
close to firming up some New York
shoots for Amini and expect< him soon
to be doing some shoots for advertisers
like Pepsi-Cola and Burger King.

GTE signs Enberg

NBC Sports commentator Dick En-
berg has signed a two-year contract to
be a spokesman for GTE Corp.’s tele-
communications products and services.
This follows GTE’s recent agreement
with the National Football League des-
ignating it as sole telecommunications
sponsor.

This is the first time GTE has used a
sports figure or broadcaster as spokes-
person as well as the first time Enberg
has been affiliated with a commercial
sponsor or endorsed a company’s prod-
ucts. In the first year of the contract,
among other promotional activities,
Enberg was to appear in three televi-
sion commercials using an NFL theme
to promote the products and services of
GTE’s Telephone Operating Group.
The commercials were set for 32 mar-
kets.

According to Edward MacEwen,
GTE vice president—corporate com-
munications, GTE is relatively new to
the sports marketing arena: “We were
looking for an organization with na-
tional prominence, and a reputation for
excellence, to reach customers in our
key market areas.”

Campaign of many parts

“All the right parts in all the right pla-
ces” is the theme of a campaign by the
National Automotive Parts Associa-
tion (NAPA) to run on network televi-
sion throughout 1986. The campaign
was produced for Atlanta-based NAPA
by agency Fahlgren & Swink.

Don Rice, president of the agency’s
Cincinnati division, says the campaign
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stresses NAPA’s advantage over the
competition and positions it as the
leading supplier of parts in the automo-
tive aftermarket: “NAPA is the only
auto parts supplier that can honestly
represent itself as a national organiza-
tion with 6,500 stores carrying over
100,000 parts for imported and domes-
tic cars of the highest quality.”

Heavy emphasis will be on spring
and fall “car care day” sales, Rice add-
ed, with NAPA providing point-of-pur-
chase kits for local dealers and jobbers.

Kinsella tops CLIOs

John J. Kinsella, president and CEO of
Leo Burnett Co., has been named 1986
CLIO Awards Advisory Board chair-
man, succeeding Carl Ally, director of
Ally & Gargano. Kinsella becomes the

John J. Kinsella

21st chairman in the 27 years the CLIO
Awards have been “honoring advertis-
ing excellence worldwide.”

Kinsella, who joined Leo Burnett in
1959, has served as president of Leo
Burnett U.S.A. as well as president of
Leo Burnett International, chief oper-
ating officer and chairman of the
board. He became CEQO in August 1981.

TeleScan signs AT&T

AT&T has signed with TeleScan for
monitoring of its TV commercials in the
New York market, according to Burton
L. Greenberg, TeleScan president.
TeleScan offers a fully automatic and
computerized encoding and decoding
system which enables advertisers to
obtain accurate summaries of their
commercials for inventory control and
budget management.

The monitoring service is being test
marketed only in New York, but it ex-
pects to expand to Los Angeles, Chica-
go, Miami and Houston during the first
quarter of 1986. Since its launch last
October 21, TeleScan has included
among its early supporters Coors beer,
Dow Chemical, 7-Up, Quaker Oats and
Ralston-Purina.

Gulf of knowledge

W. B. Doner & Co., Southfield, Mich.,
has put together a television campaign
for Gulf stations that tells consumers
they won’t pay more for gas if they use
a credit card and that full service
means more than having someone else
pump the gas. This attack on the lapses
of competitors is the first TV campaign
by Doner for Gulf stations in the
Southeast U.S.

In one of the two spots, a woman lifts
her car to pour out gas that’s just been
pumped at a non-Gulf station. She tells
the astonished attendant that she’s de-
cided to return the gas after she finds
she is paying more than the advertised
price because she is using her credit
card. In this spot, Gulf assures “one low
price, cash or credit.” Titled “Gas
Pour,” this spot was written by Doner’s
Joe Minella and Dale Silverberg, both
senior vice presidents, creative group
supervisors.

Titled “Grandpa,” the second spot
features two young boys who are get-
ting a grandfatherly lecture about “the
days when full service really meant so-
mething.” As they fill up at the Gulf
station, Grandpa is surprised when his
car gets the full treatment. Writer was
John DeCerchio, senior vice president,
creative director.

Both commercials were produced by
Doner’s Sheldon Cohn, vice president,
executive producer, and directed by
Bruce VanDusen of VanDusen Films.

Image transfer spots

Helping people who help others is the
thrust of a campaign for Health Insur-
ance Plan of Greater New York by
Koehler Iversen, New York. Each of
two 60-second spots features a relative-
ly low-paid public servant helping his
fellow man—one a teacher and the oth-
er a policeman.

In “Teacher,” the spot shows the sat-
isfaction a teacher gets from his job and
the appreciation of a student, adding,
“At the Health Insurance Plan of
Greater New York, we think people
like Joe deserve to get as much out of
life as they give.” In “Policeman,” pub-
lic reliance on a policeman, who saves a
child’s life in the spot, is transferred to
the 900,000 New Yorkers who rely on
the health plan.

After an initial three-week flight, the
campaign switches over to 30-second
messages. Described as humorous vi-
gnettes, each of two spots contrasts
medical coverage and fee-payment sit-
uations typically experienced by mem-
bers of conventional health insurance
plans with those of the advertiser’s
subscribers. This phase was slated to
run for six weeks.

Bruce VanDusen of VanDusen
Films, New York, directed all four
commercials. Corey Klein was agency
producer.

Groups buy Betacarts

Two Meredith and two Metromedia
stations have purchased Sony Betacart
multicassette systems for station auto-
mation. Meredith’s KVVU-TV Las Ve-
gas and KSEE-TV Fresno-Visalia are
using the systems for commercials, sta-
tion IDs and promots. The Metrome-
dia stations buying Betacarts for the
same purposes are KRLD-TV Dallas-Ft.
Worth and WrLD-TV Chicago.

Comments Jack Smith, director of
engineering at KVvuU-TV, “We've re-
duced nine racks for quad cassette to
four for 1200 Sony HG-5 cassettes, and
it’s unbelievable how much faster we
can access them. Betacart permits us to
program in advance, and its random
access capability gives us great flexibil-
ity. Our spots are running extremely
tight now, and everything has a consis-
tently good look.”

Ken Preston, director of engineering
at KSEE-TV, reports, “Tape costs have
been reduced. The system’s reliability
has significantly reduced on-air dis-
crepancies. Power consumption is min-
imal.”

KRLD-TV management stated its
transition to the Sony multicassette
system was easy because it had been
using the Betacam format for ENG for
nearly a year. WFLD-TV runs between
600 and 900 spots daily with its Beta-
cart system. Its management reports
power consumption is reduced because
it no longer needs the energy-draining
air compressor loading unit necessary
for its old quad unit.

Caution on 15s use

A cautious approach in the use of 15-
second commercials was advised by
Harold M. Spielman, chief executive
officer of McCollum/Spielman Re-
search, at a recent Advertising Re-
search Foundation Key Issues Work-
shop on 15-second commercials in New
York. (See feature story on 15s by Saat-
chi & Saatchi Compton’s Brad Ad-
gate). “We know we can make effective
15s,” he asserted, “and that there’s a
place for them. But before we rush to
divide and conquer, let’s make sure we
know what we’re getting into. We must
not let short-term greed cloud our per-
spective. It could destroy Tv.”

If 15s were to become an industry
standard, he pointed out, station break
wholly of 15s could have as many as 13
commercials. “Fifteens are successful
overseas,” he noted, “and this latest
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Commercials (continued)

immigrant to Madison Avenue lures as
attractively as cheap labor. However,
the 15 may not be equally viable in the
vastly different realities of the U.S.A.
American advertisers face hurdles un-
known to their overseas counterparts.
We have round-the-clock program-
ming and commercials, a choice of
many more channels, watch more TV
and are affluent enough to afford VCRs,
remote controls, cable and pay-TV to
bypass advertising.

“Another major difference is that
governments control airwaves over-
seas, where 15s grew out of the need to
serve more advertisers within a finite
time frame. Here, with private industry
at the helm, since we converted from
60s to 30s, the number of commercials
on TV has tripled. As history often re-
peats itself, a conversion to 15s prom-
ises more ad minutes within and be-
tween programs.”

Maliniak up at DMB&B

Joel R. Maliniak, who joined Benton
& Bowles last March as a creative
group head, has been named a senior
vice president of D’Arcy Masius Ben-
ton & Bowles.

He was previously a creative supervi-
sor on the New York Telephone and
AT&T accounts at Young & Rubicam,
where he had worked since 1980. Be-
fore that, he spent a year at Needham
Harper Worldwide as a copy group
head and, from 1976 to 1979, he was
with Ogilvy & Mather as a senior writ-
er.

Promotions at DDB

Iva Silver, vice president and copy
supervisor at Doyle Dane Bernbach/
New York, has been promoted to senior
vice president, and art directors Gar-
rett Jewett and Raymond J. Silka have
been elected vice presidents.

Silver began at DDB in 1976 as a
junior copywriter. She became a copy-
writer in 1977 and a vice president/
copy supervisor in 1984. She currently
works on IBM, Clairol and Nabisco.

Jewett joined DDB as an account
management trainee in 1977. He
moved to the creative department in
1979 and became an art director in
1982. He currently works on Seagram,
Nabisco and GTE, with past experi-
ence on American Greetings, Celanese,
Sylvania and Volkswagen.

Silka joined DDB as an art director
in 1984. His career has included stints
at BBDO, Doubleday Advertising,
Compton, Geer DuBois, Al Paul Lefton
and William Esty. Account work has
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York Telephone, Pillsbury, Lipton,
The New York Times, Procter & Gam-
ble, SwissAir and Campuoell. At DDB,
he works on Brown & Williamson, Mi-
chelin Tires and Citicorp.

Travelers TV debut

In its first network television cam-
paign, The Travelers Corp. focuses on
its well-known symhbhol, a bright red

ated by William Esty Co. paves the way
for a completely new campaign, which

months of 1986. The spot uses hig
tech visuals and music performed by
the Hartford Symphony Orchestra.

For the first 20 seconds of the comn-
mercial, viewers are unaware that they
are looking at an umbrella. The camera
zooms in so tightly on the umbrella’s
shaft that viewers are puzzled as to
what they're actually seeing. Soon the
lens focuses on the mechanical action
of the umbrella siowly unfurling and
clicking into place. The announcer
beckons, “Have you looked under the
umbrella lately?”

One Club entries due

The One Club for Art & Copy has is-
sued its call for entries for the 1985 One
Show Competition. On December 2,
11,000 entry forms were mailed to ap-
proximately 17 countries. For the last
competition there were some 10,000
entries, compared with 7,000 a year
earlier. More than 12,000 are expected

and TV commercials will be presented
at the annual One Show at the Waidorf
Astoria Hotel in New York next May.
Submissions will be accepted only be-
tween January 15 and 31. Filing fee is
$40 for single prinut entries and $60 for
three-ad campaign entries, $40 for sin-
gle and 375 for campaign radio entries
and $45 for single and $75 for campaign
TV entries.

Entries and checks can be mailed to
Angela Dominguez, director, The One
Club for Art & Copv, Inc.. 3 West 18th
St., Third Floor, New York, N.Y.

Islan
cilities of Silvercup Studios bu:

Danza Preductions shot a Dannoa Yo
gurt spot for H.C.M. Advertising using
a ski cabin with smoke coming out of
the chimney and snowcrifts. Tempting
aromas came from a complete Red

_— — — — —

Lobster restaurant set Yor Tony Fica-
lora Productions and Backer & Spiel-
vogel. Pfteifer, Story, Piccolo shot a
Frusen Gladje ice cream spot for Geers
Gross Advertising. Kentucky Fried
Chicken was cooking for B.F.C.S. Pro-
ductions and Young & Rubicam. Hud-
son Films shot a Michelob 90th anni
versary commercial for Ted Bates.

Mac Anderson, engineer for National
Video Center/Recording Studios, New
York, mixed and edited four PSAs for
Ted Bates ceiebrating the Peace Corps’
25th anniversary. The spots featured
I :
the Peace Corps. Joan Fennell pro-
duced for Ted Bates.

A commercial for Renegades Smoke

Klire Co. on the same location as the
1950s film, Oklahoma—on the Vaca
Ranch six railes trom the Meaican bor-
der in southern Arizona. A shield was

rie home to control the winds, and hair
dryer t I r
crew members wwarm. Construction of
the set included building the false front
of a two-story wouden piairie home
with a porch and railing that extended
across the full front of the house. Bloom
Agency, Dallas and Pinkerton Tobac
co Co., Owensboro, Ky., were the agen
cy and client.

Jay Gold of Jay Gald Films cut a pair
of spots jointly advertising the People’s
EFxpress airline and the American Ex-
press credit card. 'The Smothers Broth-
ers were the card-paying passengers in
the shoot for Plapler Russo & Asso-
ciates.

Dan Aron, president and creative di-
rector of No Soap Prcductions, New
York, used layering of audio effects to
create a *mund picture” of a tooth fairy
distracted by the thought of a Burger
King breakfast in a 60 radio spot for J.
Walter Thompson. Aron also coniplet-
>d a pool of radio 30s and 60s for ABC
Honor through McCaffrey & MecCall
For Pizza Hut and Chiat-Day, Los
Angeles, one of four spots used overlap-
ping dialogue and street sounds to take
the listener on a camel ride around Cai-
ro, where no Pizza Hut could be tound.
A quiz show where all the answers to

about Ttaly w Collavi
in 2-second special etfects se
, .
ice t Pr

tions, New Youk, brought to life a still
skot ot thie Kiftel Tower, which twin-
kles with the energy of the ity's eve
ning sk, and transitions to the Paris
commemorative umbrella unfolding
and releasing rose petals that cascade
around a shot of the ccystal perfume
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Commercials (continued)

phen Cannel Productions. The four
Riptide spots highlighted the stars and
covered subjects as diverse and ro-
mance and computers. For Hunter, a
spot for the season’s premiere had “‘a
raspy, Clint Eastwood feel,” according
to Cannell publicist Cindy Hauser.
With the exception of the Riptide com-
puter spot, which was written by
Hauser and co-executive producer
Babs Greyhosky of Cannell, the San-
doval production team wrote and pro-
duced all the commercials in the pack-
age—within 48 hours from the time of
inception to delivery.

VideoWorks production crews spent
two days in the New York studio shoot-
ing for Rosenfeld, Sirowitz & Lawson
and client Block Drug. Two spots were
shot and then edited at the Vi-
deoWorks facility for X-14 mildew re-
mover. One of the spots was a test for
the agency. Ron Rosenfeld was creative
director/writer for the agency. Tamsen
Martin edited for VideoWorks and
Marge Clarke was VideoWorks execu-
tive producer.

Ready Set built what it reports to be
the largest set 1o date at a San Francis-
co studio—a rendering of the Rock of
Gibraltar with 100 ft. of cliffs, a foot-
path and jungle. The spot for Ted
Bates, New York, N. Lee Lacy and
Prudential Insurance also had Ready
Set building a two-foot-wide frog that
could wink, cry and smile.

R&B Efx, Glendale, Calif. was select-
ed to produce the introductory 10-sec-
ond spot for California’s first state lot-
tery through Needham Harper World-
wide. In order to provide maximum
awareness and identification of the lot-
tery’s new green-and-gold logd, the
spot was produced as a series of illus-
trations set in between dissolves and
augmented by computer animation. A
long pullback from a scenic California
landscape becomes an aerial view of the
entire “Golden State,” and finally
through computer-generated anima-
tion, changing into the gold “L” of the
logo. “The transitions between the il-
lustrations was what made this spot
work so well,” says R&B director Ed
Youngblood. “The motion is smooth,
and you're hardly aware of the dis-
solves. This is because of the compu-
ter’s help in selecting those key frames
for our illustrator.”

Quick cuts between pies made with
Jell-O pie fillings and happy people
comprised the central theme of two 30s
and four 15s edited by Barry Walter of
Startmark, New York for Young & Ru-
bicam. The 30 offers glimpses of nine
pies in a kaleidoscopic, four-screen ef-
fect as the music exclaims, “Jeepers,
creepers ... how’d you make those

pies?” Y&R creative team included se-
nior TV producer Eve Fruiikin, art di-
rector Lori Lum and copywriter Eric
Steinman.

Paint Box elements designed at
Charlex, New York by Henry Baker
and Page Wood, miniature models and
motion control camera work by Mi-
chael Kanfer created the background
illusions in a spot for Honeycomb
breakfast cereal. The Grey Advertising
project involved children transforming
into TV stars and motorcycle daredev-
ils while the Honeycomb pieces them-
selves became the likes of motorcycle
wheels. Models of Honeycomb cereal
were set on double axis rigs and sent
airborne via ADO manipulation and
motion control.

Music notes

The music for two country-and-west-
ern-oriented radio spots for Mec-
Donald’s was produced by Chico
O’Farrill of O’Farrill Music. To give a
hearty, home-style appeal to the fast
food chain’s biscuit sandwiches, O'Far-
rill created a new arrangement for the
“It’s a good time for the great taste”
composition. It blends ¢/w and rhyth-
mic elements associated with Tex-Mex
culture with violins plucking amidst
muted trumpets and the soft, fat
sounds of a pedal steel guitar accompa-
nied by a banjo. Four male singers were
utilized. Luz De Armas produced the
spots for Conill Advertising, with Mi-
chelle Aragon as senior vice president/
creative supervisor and co-producer
Fernanda Desmond. Richie LePage en-
gineered the spots, which were record-
ed at Chelsea Recording Studios.

To mark the 25th anniversary of Mil-
ton Bradley’s board game, the Game of
Life, agency Griffin Bacal called on
Rich Brencknian president/creative di-
rector of Manhattan-based Easy-Writ-
er Music to pen the music for a new
campaign. He composed, produced and
arranged the music for 30- and 10-sec-
ond TV spots based on the theme, “ You
can be a winner at the Game of Life.”
The new music was built around a fam-
ily oriented spot that features people
winning and losing the game with some
outrageous consequences. According to
Brenckman, the music he created for
the campaign is a light, upbeat rock
tune that features a full rhythm sec-
tion, vocal group and solo sax. David
Sherman of Easy-Writer collaborated
on the arrangement. For the agency,
Joe Bacal was creative director, Ann
Mantee producer and Lois Sandberg
the writer.

Using the song, “You Always Hurt
the One You Love,” John Hill of John
Hill Music, New York recently com-
pleted production of music for 60-, 30-
and 25-second TV spots for Subaru
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Tke song accompanies humorous,
pseudo-violent vignettes of people
abusing their cars. Vocals were per-
formed by recording artist Lenny
Welch backed up by a group. Ron Car-
ter on upright bass and Vinnie Bell on
guitar provided a bittersweet rendition
of the melody. Representing agency
Levine, Huntley, Schmidt & Beaver
were creative directors Tony Di-
Gregoria and Lee Garfinkel. Bob Nel-
son was producer.

Bittersweet sounds for Subaru are re-
viewed at John Hill Music by, l. tor.,
Jokn Hill, singer Larry Welch and
producer Bob Nelson.

John Bahler Associates, L.os Ange-
les, appears to be cornering the pizza
market, having recently completed
music for the campaigns of three sepa-
rate pizzeria chains. JBA's Mark Mat-
thews arranged and produced a spot
for Straw Hat Pizza via Doyle Dane
Bernbach, San Francisco, co-writing it
with Matt Muhoberac. For Pizza Hut
out of Chiat/Day, Los Angeles, two TV
spots and five radio jingles were done
by John Bahler, Larry Cansler and
Matthews. Matthews rearranged origi-
nal music for Shakey’s Pizza and wrote
new lyrics. For the California Depart-
mer.t of Tourism, JBA had to compose
music that would be adaptable to 60-
second spots about three different
cities—San Francisco, L.os Angeles and
San Diego. Paul Keye of Keye/Donna/
Pearlstein sketched out the lyrics to
the three separate spots. The Loos An-
geles spot was recorded with a 35-piece
orchestra at JBA’s studio for a big-city
sound, while the San Francisco and
San Diego arrangements were done
with smaller bands to achieve a more
intimate sound.

Music producer Sid Woloshin com-
pleted the music for two TV spots for
the Golden Nugget Hotel & Casino in
Atlantic City featuring singer/actor
Kenny Rogers and his wile. Each spot
has Golden Nugget owner Steve Wynn
comically portraying a waiter catering
to the couple in a separate hotel restau-
rant. For the spot on Lilly Langtree’s
restaurant, the music was arranged by
Allen Faust, and for Stephano’s restau-
rant by Bill Warnoff. Lester Colodny
was writer/director for the Golden
Nugget's in-house agency, TYOH.
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Spot Television sells.

TELEVISION SELLS

Today, television reaches virtually every consumer in
America. And Spot Television offers the advertiser unique
features...selection of key markets, and opportunities
to benefit from specialized programming to coincide with
seasonal occasions. As specialists in Spot TV, Petry can
show you how to wrap up your target audience.

When you think of Spot Television think of Petry.

Petry, Inc., The Original Station Representative




KHJ-TV CLEANS UP
ON SKID ROW.

You wouldn’t think a downbeat program about the dregs of society would get much of an audience. That’s why
it takes a commitment to community affairs to produce one. It’s no secret that while there’s a lot of well-
meaning talk about public affairs programs,no independent has spent more time in the trenches than we have.
We talk about it, too.Then we do it. The fact that we gct high ratings for what we did was nice. But the warm

feeling we got from helping the helpless was better.

THE OPEN AIR ASYLUM
The Skid Row Story
October 20, 8pm
It beat all L.A. independents in its time period.
NIELSEN: 6 Rating 8 Share
ARBITRON: 6 Rating 9 Share

KM/ TV

RKOV“TELEVISION LOS ANGELES

Division of RKO General, Inc
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Spot
Report......

Meters in Miami and Denver:
true-to-form

Now that Nielsen set meters have been ticking in
Denver and Miami-Ft. Lauderdale for almost two
months, the outcome appears to be much the same as
what’s gone before, in other newly metered markets.
John Hummel, national sales manager of indepen-
dent KWGN-TV Denver, reports that before meters
were installed there, “Petry Television, in conjunc-
tion with our station, did a study of the last seven
markets where meters were installed. Virtually every-
thing that that study described happening in those
other metered markets happened here too, after me-
ters came to Denver.”

A sales executive at one Denver station describes it
this way: HUT levels increased overall. Daytime inde-
pendent shares increased significantly. Primetime
movies and late news on our station, an independent,
rose significantly, and this was due to actual share in-
creases—not gains in HUTs or PUTs. And late fringe
went up for everyone.

For affiliates, says this source, primetime program
shares were down. “And if you looked at affiliates’
averages, there was no significant change. But broken
out by night of the week, Thursday and Saturday
showed big increases for NBC. But the averages flat-
ten out because the other five nights of the week were
either down or the same.”

He says that long range, all of this will probably
permit some price increases for Denver indepen-
dents. “But not right now: It comes at a bad time,
just as first quarter is breaking. It’s pretty difficult to
put in a rate increase at the beginning of first quar-
ter.”

Network affiliates. It’s a different story for network
affiliates. In Miami, local ad manager Andy Feldman
at ABC affiliate WPLG reports that HUT levels move
up in some dayparts when meters enter a market
—*“especially in late fringe, when people start to nod
off and forget to fill out their diaries.”

But he concedes that independents “tend to bene-
fit more than affiliates, so there aren’t enough ratings
differences to do us much good.” But he’s hopeful
that, “Down the road, people meters may be able to
provide enough accuracy to underline our real
strengths, such as our news. But that’s some time in
the future, and we can only guess how far.”

Feldman explains that the kind of problem affili-
ates have without the level of accuracy he’s expecting
from people meters is illustrated by Lifestyles of the
Rich and Famous: “We have it, but it also comes into

this market over cable, from some station in New
York. So we don’t always get credit for it.”

MMT Sales new division

MMT Sales’ new Marketing Division, one of the
ideas MMT chairman Gary Scollard has been think-
ing about for years, is expected to be launched March
3 with about a dozen stations on its rep roster. In an-
nouncing the new division, MMT president Jack
Oken said it was designed to satisfy the needs of “in-
termediate market” stations. Heading up the new di-
vision is veteran rep executive Bob Kizer, former
president of Avery-Knodel Television.

Kizer noted that the term “intermediate markets”
reflects a changing attitude toward smaller markets.
“The Marketing Division name reflects the fact that
the salesperson is more than selling-oriented.” Oken
declared that the new division is a reaction to dissat-
isfaction of stations that “get lost in long-list firms.”

The new division will start off with nine offices:
New York, Chicago, Los Angeles, Atlanta, Dallas, De-
troit, Minneapolis, St. Louis and San Francisco. It
will field a four-person research staff, two program
analysts and a computer department. There will be a
“full sales staff” in New York plus sales managers
and staffs in Chicago and Los Angeles.

Kizer estimates that about eight stations have
agreed at this point to come aboard and he expects a
list of 20 by the end of next year.

Despite the reference to “intermediate markets,”
there will be no market-size division. Nor will there
be any distinction initially as between independents
and affiliates. Kizer is looking for stations billing
$1-3 million in national/regional spot. Right now he’s
also looking for a New York sales manager.

October

(millions)

Local business

1985: $504.9 1984: $455.7

Complete TV Business Barometer details p. 64
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SOON WOMEN EVERYWHERE WILL BE ABLLI
THEIR DAY THE WAY THE TOP STARS DO.

he BEAUTY AFFAIR

Everyday Another of
Jose’s Fabulous Clients
Joins Him as Co-Host

Celebrity and Viewer
Makeovers

Guest Experts
in Beauty and Fitness

Consultations

Intimate Interviews
Beauty Regimens
Audience Participztion

Wishes Come True for
Viewers

The Dynamic Beauty Consultant to
the World’s Most Glamorous Women
Hosts 30 Minutes Daily. Designed to
Make You Look Goaod and Feel Good.

Every now ard then, a very special
personality comes along to capture
America. Jose Eber is just such an electric
attraction.

Already a legend, Jose is in demand by
his world-famous clients and by TV
viewers across the country. He’s a regular
on Hour Magazine and a favorite guest
on national and station talk shows. A
best-selling boak and video add to his
popularity.

Fcr a beauty of a show that women
will be watching daily —

|
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Spot Report

Campaigns

Beatrice Companies, Inc., TV

Leo Burnett Co./Chicago

SELECTED FOOD ITEMS will be shar-
ing 13 weeks of first quarter advertis-
ing that started after Christmas in a
long and coast-to-coast lineup of tele-
vision markets. Media team worked
with a full range of dayparts to reach
women 25-plus.

Campbell Soup Co., TV

Ogilvy & Mather/New York

VARIOUS FOOD PRODUCTS are sched-
uled to share 13 weeks of first quarter
spot appearances that started in late
December in a long list of sunbelt and
western television markets. Negotia-
tors set placement in all dayparts to
attract adults 18 and up.

Fotomat Corp., RADIO

Botway/Libov Associates/New York
FILM DEVELOPING is being pitched
for three weeks that started just prior
to Christmas in a select but nation-
wide list of radio markets. Media set
schedules to attract both men and
women 25 and up.

General Foods, TV

Ogilvy & Mather/New York
SELECTED FOOD ITEMS will be shar-
ing 13 weeks of first quarter spot ap-
pearances that started after Christmas
in a long and nationwide lineup of
television markets. Buying group
worked with the full range of dayparts
to reach women and children.

S.C. Johnson & Son, TV
Foote, Cone & Belding/Chicago
SELECTED PRODUCTS will be sharing

Wine spots

Associate media director Michele Beli-
er heads the media effort on the new
multi-million dollar advertising cam-
paign for Codorniu, S.A., a major pro-
ducer of champagne-method sparkling
wines. Agency is Ogilvy & Mather Part-
ners. Three weeks of spot television
broke December 10 in nine markets in-
cluding New York, Los Angeles and
Chicago, and are scheduled to continue
through Christmas and New Year's.

Codorniu, a Spanish winery over
four centuries old, produces seven vari-
eties of sparkling wines including Co-
dorniu Brut Clasico, Blanc de Blancs
and Gran Codorniu Reserve.

26 weeks of first half spot appearances
that started in early January in a long
and coast-to-coast list of television
markets. Media arranged for daytime
and fringe placement to reach women.

Long John Silver’s, Tv

Foote, Cone & Belding/Chicago
RESTAURANT CHAIN will be advertis-
ing for 26 weeks during first half 1986
in a good many sunbelt television mar-
kets across the country.

News America Publishing, Inc., TV
Independent Media Services/New
York
STAR MAGAZINE is set for 26 weeks of
first half spot appearances in a long
and coast-to-coast list of television
markets. Negotiators are using all
dayparts to attract women 25 and up.

Ocean Spray Cranberries, Inc., TV
North Castle Partners Advertising-
/Greenwich, Conn.
FRUIT JUICES are being advertised for
seven to nine weeks in a selected but
nationwide spread of television mar-
kets. Media lined up daytime, week-
end and fringe showings to reach
women 25-plus.

Oregon-Washington-California Pear
Bureau, RADIO

Evans/Kraft/Seattle

PEARS will be offered for three weeks
during January in a long and nation-
wide lineup of radio markets. Buying
team placed schedules to appeal to
women 25 and up.

G.D. Searle & Co., TV

Foote, Cone & Belding/Chicago
PEARLE VISION CENTER is winding
up six weeks of advertising for eye
checkups that started in mid-Novem-
ber in a select but widespread list of
television markets. Media worked
with fringe placement to reach both
men and women 18 and up.

Star-Kist Foods, Tv

Leo Burnett/Chicago

SELECTED PET FOODS will be sharing
26 weeks of first half advertising that
started in late December in a long and
nationwide spread of television mar-
kets. Negotiators worked with day-
time and fringe inventory to reach
women 25 and up.

Tandy Corp., RADIO

Central Advertising Agency/Fort
Worth

RADIO SHACK is advertising for three

weeks that started after mid-Decem-

ber in a long and coast-to-coast lineup

of radio markets. Buying team placed

schedules to attract adults 18 and up.

Appointments

Agencies

Pearl Joseph has been elected a senior
vice president of Young & Rubicam.
She first came to the agency in 1961,
was manager of audience analysis un-
til she left in 1972, then returned to
Y&R in 1981 as associate director of
communications services, responsible
for media research projects.

lvan Becker has been elected a senior
vice president at BBDO in New York.
He came to the agency in 1978 as an
associate media director, following
media posts with SSC&B, Needham
Harper Worldwide, Ogilvy & Mather
and with Keyes Martin, and now steps
up from vice president.

Ellen Shapley has been promoted to
vice president/manager of information
services, and Josie Worley steps up to
vice president/media operations at
Tracy-Locke in Dallas. Worley joined
the agency in 1969 and had been me-
dia operations director. Shapley came
aboard in 1981 as assistant manager of
information services.

Successor agency

Doyle Graf Mabley Advertising has
been formed as the successor to Hen-
derson Friedlich Graf & Doyle Inc. Hu-
bert Graf is chairman and creative di-
rector-worldwide, William S. Doyle is
president and chief executive officer,
and Thomas Mabley is executive vice
president and creative director-U.S.
Charles Fredericks, former president
and chief operating officer of Wells
Rich Greene, who joined the predeces-
sor agency in August, continues as ex-
ecutive vice president and chief operat-
ing officer. Bruce Friedlich continues
as vice chairman and chairman of the
executive committee, and William R.
Henderson, who has retired, will serve
as creative consultant. Clients of the
new agency include The Morgan Bank,
Swissair and Hilton International.
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David Slavick has been promoted to
group planning supervisor at W. B.
Doner and Co. in Detroit, and Florene
Huff moves up to broadcast negotia-
tor. Huff came to the agency four
vears ago and now advances from as-
sistant broadcast buyer. Slavick joined
Doner as a senior planner in 1982,

Mary Stauber has been promoted to
media supervisor at Bader Rutter &
Associates in Brookfield, Wisc. She
came to the agency two and a half
years ago and now steps up from me-
dia planner.

Nancy M. Torres has stepped up to re-
search analyst at The Ellis Singer
Group, Inc., Buffalo. She joined the
agency in early 1984 as a research as-
sistant.

Arien Frome has joined Elkman Ad-
vertising, Bala Cynwyd, Pa,, as a mar-
ket analyst. She moves in from a local
company where she has been an ac-
count executive in its marketing de-
partment.

Representatives

David Adams has been appointed se-
nior vice president/Western Division
manager of Selcom Radio. He was for-
merly vice president, Western Divi-
sion for Masla Radio, and before that
he had been vice president, marketing
at Drake-Chenault. At Selcom, Adams
will be headquartered ir: Los Angeles
and be responsible for sales perfor-
mance in Houston, Dallas, Denver and
San Francisco as well as Los Angeles.

Marc Maehl has been named sales
manager of the Seattle sales office of
Petry Television. He had been with
the sales staff of KSTW— TV Seattle-
Tacoma and before that he had been
an account executive with KHBK -~ TV
San Francisco.

Skip Dornseif and Robert Blagman
have been ramed divisional vice presi-
dents of Katz American Television.

Retail Report

Market research to the rescue
Despite tremendous strides in recent years in sales development, televi-
sion revenue in most local markets, according to Bill Beindorf, vice presi-
dent and general manager of WVEC-TV Norfolk-Portsmouth-Newport
News-Hampton, respresents “less than 10 per cent of the advertising
pie.”

Beindorf pointed this out recently in a speech at the Television Bureau
of Advertising’s annual meeting, in which he also described the Belo sta-
tion’s efforts at attracting and developing *“non-traditional TV adverti-
sers” via a market research approach.

“We wanted an acceptable means to sell or provide another dimension
beyond ratings,” he explained. “Television has always been evaluated in
ratings and demographics. We were searching for some other way to pro-
vide a socio-economic perspective of our audiences.”

The ABC affiliate developed a questionnaire in association with a re-
search company and presented the findings to 150 clients at a continental
breakfast. The station also created a “marketing director” position to im-
plement the program, and, according to Beindorf, “almost halfway
through our first year, we are well ahead of our goals. The project, to
date, has developed new advertisers and, in several instances, substan-
tially increased television budgets from our existing clients.”

A specific example of how this market research strategy works is recount-
ed by Rick Keilty, WVEC-TV general sales manager, who says the station
lured back an auto aftermarket advertiser that had eliminated television
from its budget.

The client, he says, “had been rather involved in a vendor support pro-
gram in 1984, part of which included television. The results were good but
nowhere near their expectations. For the following year, they decided to
drop '1'v altogether and concentrate on print and radio.

“In early 1985,” he continues, “we did a primary market research pro-
ject and looked at what we thought were growth opportunities over the
next 12 to 18 months. We felt the auto aftermarket was one of those op-
portunities. And we also had information that a new chain was coming
into the market.”

The research project also indicated, he says, that there are two major
subdivisions in the auto aftermarket arena: 1) hard goods—carburetors,
pistons, etc. “for the real do-it-yourself guy;” and 2) boutique business
—seat covers, mirrors, other accessories.

The client, Keilty says, was strong in the hard goods area but was not
doing well in the accessories business. At the same time, the new chain
has moved into the market and, using TV, was addressing the accessories
customer, who was more upscale than the hard goods target. “Our infor-
mation,” Keilty says, “showed that the accessories business was more
profitable, plus it didn’t require the technical expertise behind the
counter that the hard goods business does.”

The client, Keilty says, “had a suspicion that this was true but hadn’t
put his finger on it. Before he would reinvest in TV, he commissioned his
agency to do a research project. The results confirmed what we were
saying—that there was an opportunity to go get business in a more up-
scale arena via television.”

The use of market research, Keilty points out, “brought a large inactive
advertiser back into television.”

He emphasizes, however, that market research is not a quick process.
“It needs to be properly positioned. You’re developing a partnership, a
marketing strategy.” The initial presentations to the auto aftermarket
clients, for instance, were made in July, and the buy was eventually
placed in November. But, he adds, although it’s a longer process than the
traditional sale, “the end result is larger.”—Sanford Josephson
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) Honoring
Excellence in
Radlio/ Television
Programming
and Advertising

11th Annual
AWRT. National
Commendation Awards

Fach year AWRT. honors excellence in radio and television
programming and advertising that presents women in a
positive and realistic light. Awards will be presented to local
network. cable and syndication entertainment programs
program segments, documentaries, portraits, news stories,
news series, promotional announcements, commercials.
editorials. public service announcements. talk shows and
children’s programming. Deadline for submission of entries is January
15. 1986. Award winners will be honored at a luncheon at the
Waldorf-Astoria on March 12, 1986.

For more information and entry forms call or write:

o

AWARDS
American Women n Radio and Television
1101 Connacticut Avenue NW
Suite 700

Washington DC 20036

(202) 429-5102
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Blagman came to Katz in 1978 and is
now national sales manager of Katz
American’s Red Team, working out of
New York. Dornseif joined the firm in
1980 from Peters, Griffin, Woodward,
and is now Chicago sales manager of
the Eagles Team at Katz American.

e~ -~
™

J' -~ -
Sue Barnes has joined Masla Radio as
vice president of its Western Division,
headquartered in Los Angeles, and re-
sponsible for both the Los Angeles
and San Francisco sales offices. She
moves in from Republic Radio, where
she had headed that rep’s Los Angeles
sales office.

Joe Piccirillo has moved up to addi-
tional responsibilities as director of re-
search and sales promotion at Group
W Television Sales, and Joanne Burns
becomes manager of programming re-
search at the rep. Burns had been re-
search manager.

Ron Goldner has been promoted to
manager of the Atlanta sales office of
Katz Independent Television. He
came to Katz in 1978, later switched
to TeleRep, then returned to Katz last
year as an account executive with the
Indevendent division.

DCC promotes

Ed Papazian has been promoted to
sales manager, agency products, for the
recently formed Media Services Divi-
sion of Data Communications Corp. of
Memphis.

The former vice president of Katz
Television Continental moves up from
New York sales manager for DCC/MPI
Systems.

The new Media Services Division de-
velops and markets computerized
products and services for broadcasters,
station reps and advertising agencies.
Agency computer systems and services
are marketed under the name of MPI
Medialine, and allow agencies to track
campaigns in print media as well as for
spot television and radio buys. The
MediaLine products include SpotLine,
CommlLine, PrintLine and DemLine.
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Dan Rioux has joined Major Market
Radio as an account executive in the
Detroit sales office. He moves in from
a similar post at Hillier, Newmark,
Wechsler & Howard. and before that
he had been selling for Katz Radio.

Andrew Uris has been appointed an
account executive with the Los Ange-
les office of TeleRep. He moves in
from the sales staff of KTLA Los Ange-
les, and before that he had been sell-
ing for Torbet Radio there.

Dan Mellon has been named an ac-
count executive for the New York
sales staff of Storer Television Sales.
He has graduated from Antonelli Me-
dia Training Center and now steps up
from sales trainee.

Scott Heffner and Peter Senseney
have joined Independent Television
Sales in New York. Senseney had been
in program sales at SRO Entertain-
ment and Columbia Pictures. Hefiner
had been with Group W Cable and
Satellite Communications.

Marschalk acquires

Seven new accounts billing some $5
million flow to The Marschalk Co., San
Francisco, with acquisition of Living-
ston/Sirutis Advertising, a Bayv Area
agency specializing in business-to-
business advertising and high tech ac-
counts. With these accounts come Tom
Livingston, who joins Marschalk as
head of its newly-formed Business-to-
Business Division, and Zina Sirutis,
who comes aboard as senior art direc-
tor.

The new accounts for Marschalk in-
clude the Microsystems Division of Fu-
jitsu America, Inc.; ISC Corp. of Spo-
kane, which supplies branch informa-
tion systems to financial institutions;
National Translation Systems Corp. of
El Segundo, Calit.; URS Corp., a New
York Stock Exchange engineering ser-
vices company; the Impell Division of
Combustion Engineering; the Four
Seasons Clift Hotel of San Francisco,
and the Contract Food Service Group
of Saga Corp.

One Buyer’s Opinion

Reaching the heart
via demographically
targeted music

Ryan

We’re using emotion to sell a product that is often considered too ma-
cho to cry and too intelligent to be emotional. The product is auto-
mobiles. The emotion is geared to a specific demographic age break.

Most people today have some sort of base of knowledge when it comes to
cars. Even if it’s only how to change a tire or fill a gas tank, they know
something. So rather than bombard our audience with a litany of facts, we
set out to move them by presenting one or two salient points—points that
register in the head, but that are also felt in the heart.

Instead of a knowledge base, we’ve concentrated on creating an emotion-
al base for our cars. We’re not attempting to elicit laughter or tears. We
simply want our audience to understand Mercury. In turn, we want our
audience to know that Mercury understands them.

I must admit that when Young & Rubicam first presented Lincoln-Mer-
cury with the idea of using 20-year-old songs as the basis for automobile
commercials, we were a bit skeptical. But research conducted by the agen-
cy indicated two important factors that made us listen. The first was that
at that time, awareness for the Mercury brand name among our target au-
dience was low. Too many people between 24 and 44 didn’t know what a
Mercury was. Clearly, we had to find some compelling way to inform them.

The second fact was the almost fervent loyalty our audience showed for
their music—music of the ‘60s. It was more than just fond remembrance.
They developed an emotional bond with those songs. If you understood
their music, you understood them.

So, faced with a market that could name the four original Yardbirds but
couldn’t quite remember whether Topaz is a rock, a gem or a car, we set
out to introduce ourselves with our reunion spot. The story line is a college
reunion set to the music of Ain’t No Mountain High Enough, and its emo-
tional effect on our audience was remarkably deep and complex.

Research showed that our audience was reading a variety of positive
things into the spot. Their selective memories, ignited by the sounds of the
ersatz Marvin Gaye and Tammy Terrell, were recalling all kinds of won-
derful moments from their college days. Some of these moments were real.
Some were imagined—or at least colored a little by time. But the main
thing is, those moments were being recalled as a result of the song—and
were being attributed to the brand name, Mercury.

We told them little about Mercury in terms of copy points. Instead, we
showed them, in effect, what it’s like to own a Mercury. Suddenly, audi-
ences were sensing and feeling that Mercury is right for them. Mercury un-
derstood them. Our commercials succeed because we integrate our mar-
ket’s past with their lifestyles of the present. Remember that before we be-
gan this campaign, very few of our 24 to 44 target audience knew what a
Mercury is. Today that figure is much higher. Not only do they know us
—Now they understand us. And I attribute that to our commercials. Emo-
tion in advertising need not be reserved solely for the use of perfume mak-
ers and greeting card manufacturers. It works for us, too.

—_Thomas B. Ryan, advertising manager, Lincoln-Mercury Division, Ford
Motor Co., from talk before the Association of National Advertisers.
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AN OVERNIGHT SENSATION!

RTG/SH
NEW YORK WNEW-TV SAT — 6:00 PM 12/26
LOS ANGELES KTLA FRI — 7:30 PM 71
CHICAGO WEFLD-TV SAT — 5:00 PM 1/23
PHILADELPHIA WTAF-TV SAT — 7:00 PM 10/20
SAN FRANCISCO KBHK SAT — 4:30 PM 5/43
BOSTON WLVI-TV SAT — 7:00 PM 5/8
DETROIT WKBD-TV SAT — 11:00 PM 6/9
WASHINGTON WDCA-TV SAT — 6:30 PM 7/15
DALLAS KTVT SAT — 4:30 PM 6/15
HOUSTON KHTV FRI — 4:00 PM 3/8
MIAMI WTVJ SAT — 7:30 PM 8/14

11 MARKET AVERAGE............. 7/15

Source: Niefser; weekend of 11/23/85 versus Noverr.ber 1984 tme period (ARB-CH, PH, DC, DA; Demographics.

RTG/SH

RENEWALS AVAILABLE NOW!

Coiumbia *\Pictures

Television

A UNIT Ol

in association with LBS Communications, Inc.

— R T

YEAR-AGO

8/17 ¥
5/9
9/18
8/15
41
3/5
3/5
5/
6/13
1/4
6/14
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Media Professionals

Nielsen’s tactics
compared to AGB’s

David C. Lehmkuhl

Senior vice president,
Group media director
N W Aver/New York

David Lehmkuhl of N W Ayer says he “never ex-
pected Nielsen to roll over and die just because
AGB beat them to the punch with people meters.”
And he concedes that Nielsen “certainly reacted with
what appears to be major plans on the drawing
board, and by promising a large package of possibili-
ties.”

But he adds that Nielsen “still hasn’t reacted to
the AGB challenge in the way we had hoped they
would: by sharing with the advertisers, agencies and
media who will be paying for whatever comes out of
all these promises, the results of their testing of the
various items promised.”

The way Lehmkuhl sees it, “Company advertising
managers and agencies in particular, as custodians of

major advertising budgets, could and should be in a

better position than we are now to make recommen-
dations on each piece of Nielsen’s promised informa-
tion package. We can be kept up-to-date on their fea-
sibility only if Nielsen changes the way it’s done busi-
ness for so long, keeping most of the results of its
research and development to itself, and if we—the
customers—have a better chance to look over Niel-
sen’s shoulder at how these ideas test out as they go
along.”

Lehmkuhl compares Nielsen’s tactics with “the in-
dustry’s relatively short, but much closer, experience
with AGB.”

He points out that this British-based research ser-
vice which has been conducting tests of its people
meter in Boston, “had subscribers to its Boston tests
serving on several advisory committees as their test-
ing progressed. Representatives from subscriber com-
panies and agencies were on a format committee, oth-
ers were on a bench-mark committee, and others
served on a validation committee.”

At the suggestion and request of these subscriber
committee members, he explains, AGB improved the
questionnaire for its validation tests, moved up the
scheduling of the final validation tests to give panel-
ists a longer time to let the novelty of pushing their
meter buttons wear off, and selected which demo-
graphic breaks to report in AGB’s overnight, weekly
and monthly reports.

Subscriber committee members, he adds, also se-
lected which hours should be included in which day-
parts, and redesigned AGB’s reporting of reach and
frequency. And they advised on the format of AGB’s
cable supplement, and changed the hours during
which the company conducted the coincidental tele-
phone calls for its validation tests, “all to the end
that AGB could develop into a more user-friendly
service for the industry.”

Kandice Cinnamon is now an account
executive at Torbet Radio in New
York. She transfers from sales posts at
the rep’s Los Angeles and San Fran-
cisco offices.

Stations

g SN

Carolyn Wean has been appointed
vice president and general manager of
KPIX(TV) San Francisco. She transfers
from similar responsibilities at KDKA-
TV Pittsburgh, also a Group W sta-
tion, to succeed Arthur Kern, now
chairman of American Media, Inc., a
broadcasting company based in San
Francisco and Long Island, N.Y.

Dave Thomas has been named general
manager of WZEZ(FM) Nashville. He
moves in from his own broadcast con-
sulting firm, Productive Partnership
Co., and before that he had been re-
gional vice president for Harte-Hanks’
Radio.

Simon T has resigned as general sales
manager of WLS AM-FM Chicago to be-
come president of Eric Chandler Com-
munications, a newly-formed broad-
cast group based in Los Angeles. T
started with ABC in 1974 as an ac-
count executive for WLS.

Debbie Bernstein Golden has been
promoted to director of the ABC In-
formation Radio Network. She joined
ABC Radio in 1979 and had most re-
cently been manager of station rela-
tions for the Information Network.

Linda Rios Brook has been appointed
president and general manager of
Harte-Hanks’ KENS-TV San Antonio.
She first came to the station in 1971 as
traffic director, left for other posts, re-
turned in 1978 as director of program-
ming, and now steps up from vice

122

Television/Radio Age, December 23, 1985




When
Arbitron & Nielsen

agree, it’s big news...
everywhere!

KCOP.. .without question, the highest rated

independent station from sign-on to sign-off
in the City of the Angels.

. The Number One Independent in Los Angeles
KC P ' A Chris-Craft Industnes, Inc Television Stunion
Arbitror KCOP KTT\
d data are estimate:

es: 2%, " 10%, KTLA 10%. KH)-TV 6% Nielsen KCOP 11%, KTTV 19%, KTLA 10%, KHJ-TV 6%,
Quote: imates only, subject to limitatons available on request.



© THE RADIO LIST \ o

Lets you select the specific exec

president, general manager.

© | you want ...GM, GSM, PgM ... their O Allan Ginsberg has been named presi-
individual names updated weekly. dent of Hill Broadcasting, Inc., owner
k j of stations in Washington, D.C., and

o ° in Worcester, Mass. The former Met-
romedia executive will continue to
( THE RADIO LIST w v

head his own Washington-based
broadcast consulting firm.
Means flexibility. Top 70 mkts.,

o top 200 mkts,, or smaller mkts., O
kAM or FM, daytime or full time. )

f THE RADIO LIST

Get labels for 1 or all of 18 talk
O and music formats ... alphabetized O
by mkt., call letters or zip-code.

o

O O Armando Corral is now director of
a THE RADIO LIST \ sales at KVEA-TV, the new Spanish-
language television station in Los An-

s les. He moves in from a sales post
o) ge X :
(®) rder pressure sensitive labels, with Spanish-language radio rep Ca-

Cur own imprinted labels or e“"ej ballero Spanish Media, and before

)

opes, or individualized letters. that he had been sales manager for the
Spanish division of KBSC-TV in Los

O #) Angeles.

THE RADIO LIST

Louis P. Murray has been named gen-

Q | Basic cost (market order): $75. @) eral manager of SunGroup’s KEAN
per thousand pressure sensitive AM-FM Abilene, Texas. He moves in

labels. Add $30.M for zip-coding. from Memphis where he had been
- general manager of RKO’s WHBQ.

( THE RADIO LIST \ Richard E. Tomlinson has been ap-

pointed vice president and general

O | The only mailing list maintained O manager of WEEK-TV, Price Commun-
by BF/Comm. Services -publishers ’iﬁﬁti(;ns’ NBC affilliate in Peorifa, 1.
RADI e former general manager of WJAR-
Cf O PROGRAMMING PROFILE. P TV Providence-New Bedford has also
O ' N O been president of Tomlinson Commu-
o — nications, owner of two radio stations
THE RADIO LIST and a printing company.
O "Received more response from top @)
200 mkts. using list than I ever
\achieved before."- From Studio B. New agency
O - O Reuben M. Smith, former president of
e - - Hart & Company of Nashville, has
a THE RADIO LIST N\ formed his own advertising and public
relations firm, Reuben M. Smith Asso-
O | "I have not had such successful O ciates, Inc., also Nashville. Other Hart
direct mail experien in 14 executives coming with Smntl} to his
*p ce oy | new shop are Laura Wolf, media direc-
Qears. +« "= O'Connor Creative Svs. tor, Jim Hunn, creative director, Tracy
O - — O Ford, production director, Alan Hall,
- public relations director, and account
THE RADIO LIST o executives Rachel Potts and Shirley
o o Ja’rI\‘t;lSmnth. s ehart .
. e new agency’s charter accounts
Bl Gseliy GO e I, Sehli include American General Life and Ac-
THE RADIO LIST - (516) 676-7070. cident Insurance Co. and Metropolitan
7 Cathy Ct., Glen Head, NY 11545, Federal, a state-wide savings and loan
12 C association.
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TELEVISION RADIO AGE
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Bill Thrash has been promoted to the
new post of station manager at
KTVY(TV) Oklahoma City. He joined
the station in 1971, became program
manager in 1975 and now moves up
from director of operations.

David Boylan has been appointed sta-
tion manager for NBC-owned WKYC-
TV Cleveland. He joined the station in
1981 as national sales manager and
now advances from sales director.

Charles R. Ward has been named sta-
tion manager of WSJT-TV Vineland
(Philadelphia), N.J. He moves in from
Wilmington, Del., where he had been
general sales manager for WDEL,
WSTW(FM); before that he had been
with the sales staff of CBS’ wCAU
Philadelphia.

NUMBER 51
JOINS THE
ANTONELLI
TV
NETWORK.

KWGN-TV in Denver just made the same
decision made by dozens of other simart,

profit-oriented TV stations, TV program
syndication firms and TV rep lirms across
the country.

They hired a person trained by the
Antonelh Media ‘Traming Center.

i mrre WY

ANTONELLI MEDIA

20W 2051, NYC(212)206-3063

AT A KA,

David C. Gotcher has been named
general manager of KYKX(FM) Long-
view, Texas, and a vice president of
parent company RadioSunGroup of
Texas, Inc. He transfers from the gen-
eral manager’s desk at KEAN AM-FM
Abilene, Texas, also SunGroup prop-
erties.

Tim Cowden has been appointed vice
president and station manager of
KOKH-TV Oklahoma City. Before
coming to the station last August as
program director, Cowden had been
director of broadcast operations for
Golden West’s KAUT-TV, also Oklaho-
ma City.

Richard M. McManus has been pro-
moted to vice president of sales at
WCIB(FM) Falmouth, Mass. He joined
the station in 1981 as an account exec-
utive, and also serves as a member of
the board of directors of the Advertis-
ing Club of Cape Cod.

Lee Rudnick has joined wTIC-TV
Hartford-New Haven as vice presi-
dent, general sales manager. The for-
mer Metromedia executive was previ-
ously general sales manager at WXIX-
TV Cincinnati.

Joni Challenor has been promoted
from head sales manager to general
sales manager of WFOG Norfolk-New-
port News. The station is owned by
JAG Communications, headed by
John A. Gambling.

Gary Lewis has been named general
sales manager of WRTH/KEZK (FM) St.
Louis. He had been general manager
of KMJM St. Louis, and before that

had been general sales manager of
WCZY Detroit.

f,

Rafaela Travesier has been appointed
eastern sales manager for KVEA-TV
Los Angeles. She had been consulting
sales representative with WADO New
York, a radio station that also speaks
Spanish, and will continue to head-
quarter in New York covering East
Coast agencies.

Irl’;‘

ds
Ronald E. Mires has been appointed
assistant general manager of
KGTV(TV) San Diego. He joined the
station in 1973 from Group W and has
served as vice president of news for

McGraw-Hill Broadcasting Co. as well
as executive director of news at KGTV.

Zachar to Royal Crown

Helena Zachar has joined Royal Crown
Cola Co., Rolling Meadows, Ill., as di-
rector of advertising. She was formerly
group ad manager and director of ad-
vertising and promotion for Blue Bell,
Inc., Greensboro, N.C. Before joining
Blue Bell in 1981 she had been manager
of consumer research at the Kellogg Co.
in Battle Creek, Mich. At Royal Crown,
a company with 275 bottlers across the
U.S., Zachar reports to Ronald E.
Corin, vice president-marketing.
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MICRO-SERVICES

Come see how we do it
at NATPE New Orleans
Exhibit #1513

E -: Media Research

L
SCANTRACK and MONITOR-PLUS are trademarks o‘ A.C. Nielsen Company. A.C. Nielsen Company



AM STEREO-
TV STEREO...
)

Here itis...

The most recent sourcebook
available on the new sound in
AM radio and TV broadcasting!

L
Audio enthusiasts discover the lat-
est information on all types of AM re-
ceivers with a focus on integrated
circuitry, electronic tuners, stereo
pilot signal, muiti-reception receiv-
ers and more . . .

®
A complete intro to multi-channel TV
sound is followed by a closer look at
Zenith's initial tests and proposal;
the XC-TV system; the dBs, Inc. Sys-
tem; EIAL Telsonics and Zenith En-
coder/Decoder and more . . .

Chapter Titles include:
The FCC’s Marketplace Decision
* Kahn/Hazeline and Harris Systems
e AM Stereo Transmitters/Receivers
¢ Introduction to Multichannel TV
Sound
Cable Problems and Buzz

.. . and More!

TV/Radio Age Books

1270 Avenue of Americas
New York, NY 10020

T-1932 Hardbound O $17.95
Paperback 0O $12.95

Enclosed find $ for copies
of “AM Stereo and TV Stereo — New
Sound Dimensions"”

Name.

Address__ R
City _ State

Zip
Payment or Company P. O. must

accompany each order.

Shel H. Beugen has been named gen-
eral sales manager for WFMT(FM) Chi-
cago. He moves in from WBBM where
he had been an account executive for
the past 16 years.

New Stations

Under Construction

WKBM-TV Caguas-San Juan, Channel
11, and wsSUR-TV Ponce, Puerto Rico,
Channel 9; Licensee, American Colo-
nial Broadcasting Corp., temporarily
located at Mercantil Plaza Building,
Suite 601-604, Ponce de Leon Ave.,
Stop 27Y%, Hato-Rey, P.R., 00918.
Telephone (809) 763-6886. Plans to re-
locate later to permanent address at
Condado Ave. 657, Stop 17, Santurce,
Puerto Rico, 00907. Permanent tele-
phone number will then be (809) 724-
1111. Belin Ruiz, general manager.
Target air date is March or April 1986.

Weiss & Powell has assumed national
sales representation of WHAT and
WWDB(FM) Philadelphia. WWDB pre-
sents a talk format, and WHAT airs an
urban sound.

New Formats

TM Communications’ stereo rock for-
mat, consulted by Cal Casey, is now
carried by wizm¥M) LaCrosse, Wisc.,
WLHQ(FM) Enterprise, Ala., and by
KCIZ Springdale, Ark.

Transactions

North Hill Limited Partners has pur-
chased WNFI(FM) Daytona, Fla. from
Ronette Communications Corp. for
$8.5 million, subject to FCC approval.
Principals of North Hill are David
Klemm, William Fleming, and Daniel

Friedman. Broker in the transaction is
The Mahlman Co.

Buyer’s Checklist

New Representatives

Independent Television Sales has been
appointed to sell nationally for KBGT-
TV Lincoln-Hastings-Kearney and for
KHNL-TV Honolulu. KHNL-TV oper-
ates via channel 13 and KBGT-TV is
carried by channel 8.

Katz Radio is the new national sales
representative for WOBG and
WQXA(FM) Harrisburg-York-Lancas-
ter-Lebanon. WQXA airs a contempo-
rary sound, and WOBG offers oldies.

Petry National Television has been
named national sales representative
for WPTZ-TV Burlington, Vt.-Platts-
burgh, N.Y. The station is an NBC af-
filiate owned by Rollins Telecasting,
Inc.

Savalli, Schutz & Peterson has been
appointed national sales representa-
tive for WKBK Keene, N.H. The sta-
tion broadcasts an adult contempo-
rary format.

McCann-Erickson
promotes

2 1
8 e W
B?‘ v
Dooner

Sennott

Michael A. Sennott and John J.
Dooner, Jr. have been promoted at
McCann-Erickson. Sennott becomes
executive vice president of McCann-
Erickson Worldwide and a member of
the agency’s Worldwide Operations
Group that coordinates McCann’s
agency business around the world.
Dooner steps up to general manager of
McCann-Erickson New York. Dooner
has been U.S.A. executive vice presi-
dent and both he and Sennott had been
joint managing directors of the New
York agency.

Dooner joined McCann in 1973 from
Grey Advertising and now assumes full
management responsibility for
McCann-Erickson New York, which
bills approximately $400 million and
employs 700 people.

Sennott came to the agency as a
trainee in 1965. His new role includes
worldwide management responsibility
for about half of the agency’s 52 global
accounts that are handled in between
three and 50 countries. Such account
assignments have grown by $120 mil-
lion in the first 10 months of this year.
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And up. And up.
And up. And up.

Wherever you look

on KYW-TV Philadelphia,
the audience is up.

Up for our programs.

Up for our ideas.

Up for our news.
Mornings. Daytime.
Afternoon.

Early news. Prime time.
Late news. Late fringe.
Not to mention weekends.
Oops, we just did.

Oh well, all you really
have 1o remember when
it comes to KYW-TV, NBC's
largest affiiate, is

one word. You guessed it,

GROUP

KYW-TV3 W

Represented nationelty by Group W
Television Sales. They're ep. too!



WNEW-TV
ANNOUNCES
ANOTHER

#1 FOR
THE BOOKS.

WNEW-TV is on the move. And the November '85 Arbitron ratings are proof of it
WNEW-TV keeps earning points with its viewers. This time a full share point—from
149% to 15% (sign-on to sign-off)

This jump reinforces WNEW-TV's position as the Number One Independent in the
nation’s Number One Market.

At WNEW-TV we're proud of this growth. It's only the beginning

#1Independent Sign-on to Sign-off

#1 Station in Early Fringe (M-F 5:00p-7:30p) ]
#1Station in Prime News

#1 Station in Children’s Programming (M-F 7a-9a, 2p-5p)

L - - e — : |

WNEW-TV New York

WE'RE AT THE TOP
WORKING OUR WAY UP

Represented by Katz

Source November 1985 Artitron All audience data are estimates subject 1o qualificat tthe rating service
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The story of (another) Lifetime

“Talk television’ didn’t draw the num-
bers, so net refocuses on “today’s wo-
man’’ as brass crosses fingers. Cé6

TCI pitches to home dish owners

As more nets promise to scramble, the
largest cable company begins effort to
market to home TVROSs. C3

A thoroughbred time buy at ESPN

In an unusual move, ESPN sells time to
horse race packager who keeps ad dollars
in its stable. C4

Corporate profile: United Cable

The MSO looks good, but ability to at-
tract additional capital hangs on “thin”
equity cushion for debt. Cl4

‘ | ‘ World Radio History
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SuperStat:on

| WTBS

| Entertaining more than 32
! million cable homes,
! | Superstation WTBS is in a

class by itself.
“Superstation WTBS is a

solid performer in every

' Tribune system. The

| specials, movies and sports
make the station a real

| winner.”

Abby Aronsohn
Director of Programming
\ Tribune Cable, Inc.

Don't gamble. . .

=

SATELLITE
Diverse programming
’ brings strength to cable.

PROGRAM NETWORK

SPN offers subscribers a
unique change of pace.

‘ “Satellite Program Network
fills an important gap in my

channel lineup. By offering
SPN, | am able to reach that |
exceptional group of
subscribers demanding
originality from cable TV."

|
{  Robert Stenget

Director of Corporate Services
[ Continental Cablevision, Inc.

{

Take any combination of our
formats on an a la carte
basis or, better yet, offer
your subscribers the total '
premium audio package.

“Star Ship has been very
successful in our system.
Subscribers have been quite
receptive to this new form

of cable entertainment. |
We've reached nearly 15%
penetration in just a few
short months.”

Jerrold Fischer
Manager
ng Videocable, Inc.

!

play with proven winners. Give SSS a call. Today.

Pick. Up. On . SSS Discount .

Satellite Syndicated Systems, Inc. / P.O. Box 702160 / Tulsa, OK 74170 / (918) 481-0881




Cablelnsider
Largest MSO goes TVRO

The aggressive entrance of Tele-Communications
Inc. (T'CI), the nation’s largest multiple cable system
operator, into the TVRO or home earth station busi-
ness may very well serve as a model for the rest of the
industry in confronting the potential competitive
threat posed by the home TVRO business.

What'’s more, it also demonstrates how the major
MsOs stand to benefit from the implementation of
satellite signal scrambling by cable programmers.

TCI has chosen to concentrate on the marketing of
the satellite signals themselves. TCI will offer decod-
er units on a leased basis; according to senior vice
president John Sie, the Ms0 will not get into the
business of actually selling and installing TVRO dish-
es, leaving that turf primarily to existing home dish
hardware suppliers. What is significant is that the
huge company sees greater cost efficiencies, and po-
tential profit, in the marketing of the signals as op-
posed to the hardware required to receive those sig-
nals. Also, by declining to market the TVRO dishes
themselves, TCI is less vulnerable to charges that it is
acting in an anticompetitive manner to co-opt an ex-
isting, related business.

The exclusivity issue. When the push for signal
scrambling grew intense about a year ago, Sie was un-
derstood to be demanding from programmers that
cable affiliates be afforded the “exclusive” right to
market satellite signals to the home TVRO segment
within their franchise areas. The exclusivity demand
was first discussed as part of the cable industry’s
now-abandoned proposal to form a “consortium”
that would facilitate the scrambling process. The
prospect of a cable industry-controlled consortium
drew objections from representatives of home TRVO
dish dealers and their trade association SPACE (the
Satellite Television Industry Association Inc.), which
feared its membership would be shut out of the pro-
cess. The cable industry never found a way around
the antitrust issue, and it recently abandoned the
consortium idea. (Several large programmers also
abandoned efforts to establish a programmer-con-
trolled consortium; it is believed that the objections
of TCI and perhaps other major cable companies
contributed to the dissolution of that effort.)

By that time, however, the scrambling technology
developed by M/A-Com Inc., already chosen by Time
Inc.’s Home Box Office and Viacom’s Showtime/The
Movie Channel pay services, was well on its way to
becoming the de facto industry standard. Previously,
some cable programmers, mainly those providing ad-
vertiser-supported basic service as opposed to pay,
had been reluctant to scramble in the near term. In
theory, these services benefit from as wide a viewer
“reach” as possible; scrambling entails the expendi-
ture of significant sums for a technology designed to
limit access to their signals. But now, nearly all of the
basic and major pay programmers say their satellite
signals will be fully scrambled by the end of 1986.

CableAge, December 23, 1985

The cable industry’s lobbying did not result in an in-
dustry-controlled consortium, but it seems to have
worked effectively to establish an ad hoc scrambling
scenario. To no one’s surprise, the present ad hoc
move toward scrambling looks very much like the
original consortium concept, absent formal, signed
agreements among the parties. As an incentive to get
the programmers to scramble in the near-term, TCI
is offering to assume the cost of installing all neces-
sary decoders at 1ts system headends—provided pro-
grammers commence scrambing prior to the end of
1986, using the M/A-Com scrambling technology
known as Videocipher II. Several programmers previ-
ously have said they would expect cable affiliates to
assume headend decoder costs in any event; by im-
posing a deadline for the installation of a specific
technology on its affiliates, TCI appears to be unilat-
erally establishing a technological standard—just
what Sie wanted the cable industry consortium to do
in the first place.

Diving in head first. But just as important is TCI’s
aggressiveness in pursuing the home TVRO market.
By being first out of the gate to market to home
TVRO owners in its coverage areas, TCI appears to be
mounting an effective pre-emptive strike, taking the
wind out of the sails of any non-cable entrepreneurs
who might try to distribute satellite programming to
home earth station owners. T'CI already has obtained
home TVRO marketing rights from most major satel-
lite programmers, pay and basic; it is likely to arrive
at agreements with the rest in coming weeks. While
these agreements are officially “non-exclusive,” the
fact that TCI is the first organization to legally mar-
ket those signals should give pause to potential com-
petitors, all of whom lack practical experience in sell-
ing satellite programming to consumers. TCI’s own
marketing savvy appears to preclude the need for
contractual exclusivity, and renders moot antitrust
concerns.

Also, TCI will concentrate on marketing home
'TVRO signals within its franchise areas, and in coun-
ties directly adjacent to those franchises. TCI serves
3.5 million cable subscribers in 43 states, operating
450 individual cable systems. By keeping its home
TVRO business within and adjacent to its franchise
areas, the company is wisely limiting its reach to ar-
eas where providing home TVRO service is most cost-
effective.

As for pricing, TCI plans to charge home TV RO us-
ers a flat $6 per month for all basic services. Pay ser-
vices would cost $10 for the first service ordered, with
additional pay channels priced at $6.50 each. It will
lease descrambler units for $6-8 per month. Because
of still unresolved questions about the status of pay-
ment of copyright fees for superstations such as Ted
Turner’s WTBS, such channels are not included in
initial scrambling plans. But TCI says it may eventu-
ally institute a “copyright passthrough fee” to allow
it to include superstations in the package.

Is all this talk about scrambling slowing the sale of
dishes? The trade association SPACE says no, main-
taining that home TVROs are selling at the rate of
40,000-60,000 installations per month. O

Cc3




NewsFront

$40 mil. gross for CBN?

CBN Cable Network, the for-profit secular division
of its non-profit parent, Christian Broadcasting Net-
work, does not routinely release earnings figures—
but its chief advertising sales person in New York
City predicts that the cable division will show gross
revenues in the vicinity of $40 million for 1985.

“And that’s all from pure commercial advertising
because we don’t charge affiliate fees,” says CBN Ca-
ble vice president Doug Greenlaw. The sales official
says the network is taking pains to point out that
Christian Broadcasting Network, a religious organi-
zation that solicits its own funds, does not fund CBN
Cable and is a separately run business. The parent
television ministry does solicit funds on the syndicat-
ed 700 Club with host Pat Robertson, which also ap-
pears on CBN Cable. (The program is not sold to sec-
ular advertisers.)

CBN Cable’s latest sales effort: an advertising sell-
out for the Australian-produced Butterfly Island, the
network’s first family-oriented mini-series, which was
cablecast in four parts from December 8-11 at 8 p.m.
ET. The network normally sells 22 30-second spots
per hour. The average rate: just over $3,000 per spot,
reflecting a premium over regular rates.

The show registered an average rating over the four
nights of 1.5, a figure officials said was ‘“somewhat
disappointing.” But they noted that the series was up
against formidable competition, including CBS’ Alice
in Wonderland.

Full sponsors with billboards and print ad men-
tions were Campbell Soup Co., Pillsbury, Ralston-
Purina and Kodak. New clients drawn to the show
were National Dairy Board’s cheese promotion and
Dana perfume. Other advertisers included Nestle,
American Cyanamid, General Foods, Armour-Dial,
Radio Shack and Remington. The promotion includ-
ed an Australian trip giveaway.

“This is a clear indication of advertiser desire to
support and be associated with original, first-run
programming fare on cable television,” adds Green-
law. He expects the sales success to spill over into
The Campbells, an original adventure series which
debuts in the network in January.

Also at CBN Cable, the network has announced an

s

Greenlaw, ‘Butterfly Island’

increase in co-op money for local tune-in advertising.
The package is now worth 20¢ per subscriber up to a
maximum of $10,000 per affiliate during each of two
co-0op campaigns in 1986, in the spring and again in
the fall. Each will be supported by national advertis-
ing, in TV Guide, TV Log, The Cable Guide and
Cabletime, as well as in People, Time and Fortune
magazines.

Time buy at the races

It is considered unusual for ESPN, as a major adver-
tiser-supported cable network, to give up its own ad-
vertising avails and allow a program packager to
make a straight time buy for exclusive, saleable
sporting events. That is what ESPN is doing
throughout 1986 with its most extensive thorough-
bred horse racing schedule ever.

Thoroughbred sports of Tulsa, Okla., is paying an
undisclosed sum to the network for 18 racing events,
from the January 4 “Tropical Park Derby” to De-
cember’s “Hollywood Futurity.” Most of the races
will be presented live, exclusively on ESPN. While
the races themselves take but two minutes each, the
whole package—pre-race interviews, features, replays
and the like—stretches each event out to a full hour.
Many of the races will air in early fringe, with some
tape delays in primetime.

On its own, ESPN plans to supplement the Thor-
oughbred Sports package with some additional pre-
Kentucky Derby races and several harness races.
Also, the network is bringing back Down the Stretch,
its racing weekly show, in a new time slot, Wednes-
days at 5:30 p.m. ET, beginning January 1.

Why is ESPN agreeing to an arrangement that de-
prives it of a share in advertising revenues? The rea-
son, according to a spokesman, is that it gets to cable-
cast exclusive races that it might not have otherwise
been able to obtain.

Thoroughbred Sports said the racing card is “65
percent sold,” with Anheuser-Busch leading the list
of likely advertisers. Many of the advertisers are rac-
ing-related concerns. One event, the “Stroh’s Thor-
oughbred Futurity,” may include spots from that
brewer. Chris Lincoln and race caller Dave Johnson
will host the telecasts, with sports columnist Pete
Axthelm joining in on some editions.

Also at ESPN: the Top Rank Boxing series moves
to Friday nights, live, at 9 p.m. ET on December 27.
It had been running primarily on Thursdays. The net
is hoping some of the old “Friday Night Fights” mag-
ic of early television translates to the new time slot.

On-line program info

Cable company customer service representatives gen-
erally have their hands full just trying to handle ser-
vice inquiries, let alone being expected to provide a
rundown on programming offerings for each channel.
But that’s part of the problem: according to Show-
time/The Movie Channel, CSRs who show their igno-

C4
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rance of programming can’t help a customer who
calls with a programming question. And if a customer
calls to cancel service, the CSR has no way of telling
them what they’ll be missing in the days and weeks
ahead.

To remedy the situation, Showtime/The Movie
Channel is teaming with the California-based Cable-
Data company, which handles billing for systems that
represent about 17 million subscribers, or half of the
nation’s total. CableData is out selling a new varia-
tion called “QuickData,” which allows customers
with on-line terminals to store and insert their own
data on convenient pull-down screens that pop up
whenever program service data is requested. That
way, the local operator can insert program service
highlights to prompt the CSR when inquiries are
made about programming.

To promote the new technology, Showtime/ The
Movie Channel is providing “specially-tailored” pro-
gramming overview text that fits in the format (see
illustration). Problem is, each operator has to insert
the data in the computer himself, for each service.

— ————— PACKAGE CODE SALESNOTES—
CD DESCRIPTION PRICE LOCTNS ‘

SHOWTIME JANUARY ‘

| GREATEST VARIETY OF MOVIES AND

| EXCITING ORIGINAL PROGRAMMING [
| TOPMOVIES LIKE 2010-COTTON CLUB

SB BASIC 6.00 PARAMOUNT EXCLUSIVES THIEF OF HEARTS-‘

* BASIC SERVICES

SC EXPANDEDBASIC  9.50 | KING DAVID STARRING RICHARD GERE

SD  SUPERBASIC 12.98 | COMEDY HONE YMOONERS-GARY SHANDLING
SE SUPERBASICEND 12.95 L DIRE STRAITS IN EXCLUSIVE CONCERT
FAMILY TALL TALES-JOHNNY APPLESEED ‘
DRAMA ALL NEW ROBIN HOOD SERIES

COMING UP -EXCLUSTIVE-FALLING INLOVE
STARRING ROBERT DE NIRO/MERYL STREEP

* PREMIUN SERVICE =

SH SHOWTIME 12.00
MC MOVIE CHANNEL  12.00
HB HOME BOX OFFICE 12.00
CX  CINEMAX 12.00
DS DISNEY CHANNEL 12.00
SH SHO/HBO 22.00 GD PROGRAM GUIDE 1.50

SN SHO/TNC 22.00 GE 2ND PROGRAM GUIDE 1,50

SHM SHO/HBO/TNC 32.00

ENTER UP TO b OUTLET LOCATIONS #=ADD NEWOUTLETS  #=SEE MONTHLY RATES

« MISC SERVICES =

Sample QuickData screen

So why doesn’t CableData simply download the
programming information, just like it does the billing
data? Marketing chief Nancy Frank says systems of-
ten carry different services. But what about the ones
that most systems carry—HBO, Showtime and the
like? Couldn’t the computer firm provide this service
as part of its package? “Not a bad idea,” she replies.

Impressive ACE Awards

Home Box Office took top honors earlier this month
at the seventh annual Awards for Cable Excellence
(ACE) ceremony in Los Angeles, copping 25 kudos.

Its made-for-pay film Sakharov, starring Jason
Robards, won in the “best movie or miniseries,” as
well as for best director (Jack Gold), writer (David
Rintels) and actress (Glenda Jackson).

A special “Golden ACE” for programming that dis-
tinguishes cable went to Showtime’s children’s series
Faerie Tale Theatre and producer Shelley Duvall.
Showtime took nine ACEs, followed by Arts and En-
tertainment with seven; Cinemax, The Disney Chan-

HBO ‘ACE’ Tim Braine, with boxer Ray Mancini
and presenter Max Gail, won for ‘““‘Not-So-Great
Moments in Sports.”

nel and WTBS, with two each; CNN, C-SPAN, Ga-
lavision, MTV and Home Theater Network, with one
each; and CBN Cable and Satellite Program Network
(SPN), which shared an award for A Journey
Through the First Year of Life, from American Baby
Inc.

Why doo-wop never died

Doo-wop music seems to have made a comeback via
television commercials, from granola “Dipp” bars to
Wendy’s hamburgers sold to the strains of the Plat-
ter’s Only You.

But in a business where imitation is often elevated
to high art, it’s worth knowing who on Madison Ave-
nue was first (in recent times, at least) to bring back
the doo-wop sound as a selling tool.

A likely candidate is Tom Pomposello. This survi-
vor of the '60s is a producer at the Fred/Alan Inc.
firm who came up with the doo-wop riffs that pres-
ently identify Nickelodeon. (One spot shows the
presidential figures on Mount Rushmore singing a
doo-wop paean to the network.) Pomposello is also
the man behind the doo-wop song that Showtime is
using to promote its Honeymooners: The Lost Epi-
sodes series.

But he’s also a fine musician, an expert bottleneck
blues guitarist who knows his way around the gen-u-
wine Dobro steeltop. That explains why it’s only nat-
ural that Pomposello would insist on an “original”
group to recreate the desired doo-wop sound for his
clients.

Enter the Jive Five. Aficianados will remember
their early ’60s hits, My True Story and I'm a Happy
Man.

Well, after all these years they’re still together,
with some new members but still directed by their
original leader, Eugene Pitt. And while you won’t see
them on Nickelodeon or Honeymooners promos {(on
each, the visual is animation), you’ll recognize their
distinct sound.

*“I could have hired jingle singers, but it wouldn’t
have been the same,” Pomposello professes sincerely.
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Plagued by low
ratings but with
healthy delivery
of women, the
network once
again emphasizes
its appeal to

a female audience.

cé

“Talk television’ is shelved in favor of a
female demographic pitch

Another Lifetime-

will ‘today

’s woman’

delwer the numbers?

By VICTOR LIVINGSTON

advertiser-supported cable, the

format and marketmg strategy
that was last year’s great new idea can
represent another lifetime today.

That’s the story at the Lifetime cable
network, which prepares to celebrate
its second birthday this coming Febru-
ary with its second major repositioning
in less than a year’s time.

The cable web is switching its mar-
keting strategy as well as some of its
programming tactics. “TVv that has
America talking,” or “talk television,”
the tag line maugurated last February,
has been dropped in favor of “today’s
woman,” or, in the full usage, “For ca-
bletelevision (sic) that attracts today’s
woman, there’s nothing like a woman's
Lifetime.”

It is a theme that appears to harken
back to the network’s predecessor,
Hearst/ABC’s Daytime, which in 1983
merged with Viacom-backed Cable
Health Network to form a “lifestyles”-
oriented Lifetime. In making the stra-
tegic change, Lifetime president Tom
Burchill, who fathered the talk televi-
sion concept, replaced Mary Alice
Dwyer-Dobbin, the network's pro-

In the fiercely competitive arena of

VYLifetime.

The departed Stanley Siegel (with Bo Derek)

gramming vice president. She was the
woman responsible for the women’s
oriented programming block first de-
veloped for Daytime and largely inher-
ited by Lifetime after the merger.
Dwyer-Dobbin’s replacement is
Charles Gingold, a well-known broad-
cast station man who comes from the
program director’s position at KYwW-Tv
Philadelphia.

The repositioning and executive re-
alignment come in the wake of a year
that saw the “talk television” approach
fail to garner the network substantive
ratings growth. That, in turn, limited
progress on the advertising side. Au-
thoritative sources say the network will
lose about $16 million this year. The
good news is that the loss figure is down
from about $20 million in 1984.

Viacom International recently re-
leased third-quarter 1985 financial
data on the one-third interest in Life-
time owned by Cable Health Network
Inc., of which Viacom owns what it de-
scribes as a “minor equity interest.”
Viacom, in addition to having an op-
tion to purchase a greater share in the
CHN Inc. portion of Lifetime, guaran-
tees CHN’s bank loans, and thus re-
flects the full one-third interest, and




any losses, on its books. According to
the figures, CHN Inc. lost just over $7
million on the Lifetime investment for
the nine months ending September 30.

Spokespersons for the other parent
firms caut:oned against multiplyving
that loss figure by three to get Life-
time's total loss. maintaining that Via-
com has included other amounts, such
as satellite transmission costs, in the
figures.

Loss figures raise questions

But the magnitude of the Lifetime
losses reported by Viacom, and the pre-
dicted $16 million loss for the entire
network in 1985, raise sobering ques-
tions. How much longer will the parent
companies be willing to hold out, espe-
cially given the ratings shortcomings of
“talk television? With the new Capi-
tal Cities management team about to
take over at ABC, and with Viacom
fending off possible taxeover moves,
will the parent firms be willing to ride it
out until the network begins to turn the
corner?

While Lifetime president Burchill
predicts the network will generate its
first positive earnings report in the sec-
ond half of 2986, corporate parents pre-
dict it is likely to show a loss of several
million dollars for the year—sharply
down from 1985, but a loss nonetheless.

Despite the magnitude of the losses
as indicated in the Viacom report, ex-
ecutives at all three parent firms con-
tinue to voice support for Lifetime. For
one thing, they note that the network

“Famous faces” like Stanley Siegel

appears to be successfully instituting
an affiliate carriage fee system. charg-
ing 6, 7 and 8¢ per subscriber per
month in three-year contract incre-
ments starting in 1986. The fees will
begin to contribute to Lifetime’s bot-
tom line as some 250 contracts expiring
in 1986, representing about half the
subscriber base, are renegotiated.

Indeed. subscriber growth has been
encouraging. Lifetime presently
reaches some 24 million households on
over 2,700 systems. By the end of 1986,
predicts marketing vice president
Larry Rebich, it will reach nearly 30
million subscribers, with over 3,000 af-
filiates. “That is healthy growth,” he
declares. The marketing chief is direct-
ing a new remarketing campaign which
includes consumer and trade magazine
advertising (TV Guide is a heavily-
used vehicle), cross-promotion barter
agreements with other cable networks,
and tune-in newspaper ads.

Rebich acknowledges the high stakes
involved in mounting an awareness
campaign with yet a different theme.
“It's very much of a building process,”
he says. “Yes, it is challenging. We will
have to execute very sharply our pro-
gramming and marketing strategy
—Dbut the strategy is sound.”

A year ago, when the parent firms
put up $25 million of new cash to fund
the talk television strategy, there were
whispers that the future of the network
would be in jeopardy if the concept
failed to click. Now, Herb Granath,
president of ABC Video Enterprises,
which presides over ABC'’s investment

(left) failed to win viewers—so
Lifetime s stressing its strengths
—such as Dr. Ruth, women’s fare.

Dr. Ruth quizzes Cyndi Lauper

in Lifetime. states that Lifetime was
indeed in a “do or die” situation this
vear. But he adds that the subscriber
fee issue, not programming and market
positioning, was the key.

“If we couldn’t have gotten the sub-
scriber fee in place. there was no hope
for Lifetime,” he sayvs. But with largest
cable operator, Tele-Communications
Inc., leading the list of cable companies
agreeing to the new affiliate fees, Gran-
ath says that battle is being won—a
sign of industry confidence in Lifetime.

Burchill had been banking on talk
television to build Lifetime’s audience,
thus increasing its viability to advertis-
ers. A year ago this month, Lifetime
was preparing to unveil the talk televi-
sion concept, a repositioning that
seemed to depart from the strongly wo-
men’s oriented “lifestyles” approach
adopted when Davtime merged with
CHN. The talk TV strategy was heavily
weighted toward building a primetime
audience, but still with a women’s
skew. However, part of the strategy,
some Lifetimes officials say, was an at-
tempt to draw men as well as women to
Lifetime’s primetime. A network fact
sheet described the format as “lively
and entertaining information pro-
grams that involve viewers emotionally
and intellectually. Numerous Lifetime
programs provide viewers interactivity
through their telephones.”

The concept was brought to Lifetime
by Burchill, who enjoved considerable
success with talk formats in his previ-
ous position as president of RKO Radio
Networks. It was his idea to line up an

Dr. T. Berry Brazelton, ‘What Every Baby Knows’




Lifetime’s Tom Burchill:
Learned that “people
don’t watch phones.”

early fringe and primetime lineup of

“famous faces’ as hosts of several new
variety-talk-information programs.
The anchor of the concept: Dr. Ruth
Westheimer. Her Good Sex! call-in
show (recently renamed The Dr. Ruth
Show to help broaden the content and
avoid putting off advertisers with the
provocative title) provided Lifetime in
late 1984 with its first hit, and the cable
industry with its first cable-bred celeb-
rity. Another linchpin in the strategv
was Regis Philbin, whose HealthStvies
program, carried over from CHN and
run in morning and primetime slots,
was renamed Lifestvles, with live call-
ins added to the mix. Both shows cur-
rently are drawing in the range of a 0.7
rating, up from about a 0.4 earlier in
the vear, according to Lifetime re-
search vice president Barry Kresch.

Regis and wife,
shown with the
Lou Ferrignos,
exemplify what
works for the
new Lifetime.

Those two famous faces remain, al-
though live phone-ins were dropped
from the Philbin program after the
host complained they provided little
substance and slowed down the show.
The rest of the “faces” found fame on
lifetime fleeting. The first casualties
were Fred Newman and Tovah Feld-
shuh, a kid’s show host and an actress
paired to host a half-hour early evening
variety-talk show entitled Hot Proper-
ties. But it was an oil-and-water mix;
just a couple weeks into the show, the
mismatched co-hosts were dropped in
favor of comedian Richard Belzer.
Belzer lasted until the early fall (count -
ing reruns). But with ratings still lan-
guishing, according to Rebich, never
doing much better than 0.4, the net-
work cancelled the show.

More infamous ‘faces’

A similar fate befell former pro foot-
baller turned financial adviser Fran
Tarkenton, who was put into early
fringe with a personal finance show
called Smart Money. The network had
hoped Tarkenton would attract both
women and men in a vehicle that would
expand Lifetime’s offerings into the
consumer affairs area. The show never
found an audience; by March, it was
gone from the weekday schedule.

Perhaps the most visible casualty of
Lifetime’s foray into talk television was
Stanlev Siegel, veteran of morning
show stints in New York and Los Ange-
les and either loved or hated for his
animated. wear-it-on-the-sleeve de-
meanor and a penchant for controversy

‘Regis Philbin’s Lifestyles’

that sometimes bordered on the sensa-
tional. Siegel’s America Talks Back
was given the key 9 p.m. slot, the lead-
in to Dr. Ruth. But while Dr. Ruth’s
ratings rose, Siegel languished, and he
was gone from primetime by August.

These cancellations left the network
with hours to fill. Ironically, the stop-
gap measures taken by former pro-
gramming chief Dwyer-Dobbin, work-
ing in close consultation with Burchill,
gave Lifetime its first real gasp of rat-
ings life. It happened not with the
network’s original fare, but with wo-
men’s oriented theatrical and made-
for-Tv movies, the bulk acquired
through part-parent Viacom, along
with off-net series. Lifetime inaugurat-
ed two “Moviebreaks” in August in the
4 6p.m.and 11 p.m.-1a.m. fringe peri-
ods, where reruns of the “famous faces”
had run before. Regis Philbin was
switched to the Siegel slot, and his old
slot was taken by the Michael Learned
series Nurse, which fit well with the
renewed emphasis on women.

The movies immediately did better
than the repeats of talk TV that had run
in the time slots, registering *about a
0.7,” according to researcher Kresch.
Lifetime quickly added a 9-11 a.m.
morning movie and a Saturday after-
noon double feature, which has drawn
some of the network’s best numbers—a
1.0 or slightly better.

While those numbers weren’t large
enough to really cheer about, “at least
they’re numbers,” remarked Dwyer-
Dobbin just before her departure. The
addition of the movies and off-net
shows also helped the network cut
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Charlene Prickett

down on repeats. And, Lifetime offi-
cials have frequently noted, the net-
work, whose strength is in A and B
counties, does very well in drawing
women 18-49, and even better with
working women. According to Nielsen
figures from May, the network is deliv-
ering 61 women aged 18-49 per 100
viewing households on a total day ba-
sis. (Next in line is CBN Cable, with
35).

But Burchill and company know
they can't build a network on old mov-
ies and off-net fare; as a primary strate-
gy, that turf is well trod. What Lifetime
is doing, according to Burchill, is “so-
lidifying viewership gains” with the
movies and off-net shows, while em-
phasizing the women’s oriented infor-
mation and entertainment in prime-
time and in daytime.

The reason why talk TV has been
shelved in favor of today’s women is
perhaps exemplified by what happened
when Lifetime removed Charlene
Prickett’s It Figures exercise show
from early evening fringe during the
height of talk TV to make room for
Smart Money. According to Dwyer-
Dobbin, loyal viewers were enraged,
convincing the network to reinstate the
show in that time slot. (The show re-
cently was renewed.)

Don’t say ‘format change’

Burchill, a sharp-cut man with
steady, steel blue eyes, grows restive at
the suggestion that “today’s woman”
represents a format change. He notes
that only about two hours of primetime
will be different, and that the daytime
mainstays—Good Housekeeping: A
Better Way, What Every Baby Knows,

Mothers Day, Richard Simmons, Regis
Philbin’s Lifestyles—remain in place.
The main change, he says, is one of
market positioning and promotion.
The talk TV promotional ads featured
caricatures of Lifetime’s “famous fa-
ces” with telephones verily growing out
of their ears; the new Lifetime trade
and consumer advertising campaigns
feature real-life photos of women en-
gaged in various personal, professional
and family activities. Live phone-ins
are not mentioned.

A key part of Lifetime’s new blue-
print is to increase the number of sea-
son episodes of the shows that have
worked for the network, mainly Dr.
Ruth and Regis Philbin. The network
has signed a long-term lease agreement
with Modern Telecommunications Inc.
of New York City, facilitating produc-
tion of 1985 new episodes of Dr. Ruth;
only 65 episodes were produced in the
1984-85 season. Also, 145 episodes of
Regis Philbin’s Lifestyles are being
produced at the same facility, up from
80 episodes last season. An additional
program, as yet unannounced, also will
be produced there.

If the new changes represent a mar-
ket repositioning more than a format
change, why did Burchill replace his
top programming executive? Burchill
diplomatically mentions something
about “new leadership.” He declines to
elaborate: “I really don’t want to dwell
on a report card for the past program-
ming management. We have a new
leadership in place and we’re ready to
go forward.”

New programming chief Gingold
may have provided a hint, however.
when he commented that “execution,”
more than talk TV, was the problem.

Personal finance
took the place

of ‘It Figures’
—until loyal
viewers howled
in protest.

Of talk Tv, Burchill says the network
will continue to use live call-ins **where
it makes sense.

“But,” Burchill concedes, “there’s no
question that we force-fed the phones a
little bit into all the shows in 1985. ...
The essense of your question—could
we build a 24-hour television network
format around phones—the answer is
no. People don’t watch phones.”

The tag line, Burchill reminds, was
“talk television.” “That doesn’t mean
phones. All we did was take a lot of
informational programming and devel-
op a handle around it.” The new handle
is audience demographics—or, as Bur-
chill says, “‘a marketing strategy shift-
ing the emphasis from the product
more to the user, similar to the strategy
adopted by Pepsi in the cola wars.”

One Lifetime insider, disputing the
theory that Dwyer-Dobbin was a
scapegoat for the talk TV strategy, says

Andy Feinstein:
Now sure of net’s
demographic pull.
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Dwyer-Dobbin’s selection of Stanley
Siegel didn’t help her case.

Executives at Lifetime’s parent
firms tend to be magnanimous when
talking about talk television. The con-
cept “worked,” says ABC’s Granath,
insofar as showing the cable industry
“that we are spending some money and
doing something different for the sub-
scribers.”

Adds Granath: “You're subject to
what works, and what doesn’t work.
What it didn’t do was get ratings. . . . So
what we've decided to do is to go back
to our roots. We did a survey of adver-
tisers and the catch phrase to describe
Lifetime wasn't call-ins, but the ‘wo-
men’s channel.” That is our niche.”

Ray Joslin, president of Hearst Com-
munications, says of talk Tv, “I don't
want to say it didn’t work. Whether you
can do solid programming on bookend
basis with talk television, that proba-
bly doesn’t work. ... We're building
our franchise. There’s never been a
change in carving out a women’s mar-
ketplace. It’s how you approach them.”

Joslin characterizes Hearst’s com-
mitment to Lifetime as ‘“very firm,”
adding that “we’ll finish out 1985 may-
be a little less than budget, nothing
drastic . .. ’85 was a tough year in ad-
vertising. ‘86 will be close to break-even
for the year. We're very pleased.”

Of health and physicians

Others wonder if the network could
have done better. Jeffrey Reiss, who
with Dr. Art Ulene still holds equity in
the Viacom-guaranteed portion of
Lifetime and founder with Ulene of Ca-
ble Health Network, terms talk Tv “a
valid experiment, but very expensive.
I'm not sure it was a failure, but it was
hard to justify economically.

“They have been struggling to find
their focus,” he allows. *“The program-
ming costs were high for live talk Tv.
... They now have returned to a clearer
focus on an upscale audience, and are
once again emphasizing the combina-
tion of infomational and educational
programs to attract a female audi-
ence.”

While Reiss agrees with other equity
holders that Lifetime has managed to
“very successfully” turn itself around,
he allows that ‘“‘more of a health orien-
tation would have given it a clearer fo-
cus, and attracted more advertisers.”
He points to the success of Lifetime’s
Doctor’s Sunday professional medical
information programming as support-
ing evidence.

Indeed, Doctor’s Sunday is the only
portion of the Lifetime operation that
is making money, contributing a full 25
per cent of the network’s revenues. The
reason is that the full day of profession-

Dwyer-Dobbin: What
was wrong—concept
or execution?

al programming is the purest form of
narrowcasting: It attracts a highly se-
lect target demographic, doctors, of
which there are less than a half-million
in the entire country. Pharmaceutical
firms are more than willing to pay a
hefty CPM premium to reach this target
audience, thus rendering ratings irrele-
vant.

Indeed, Lifetime’s Nielsens don’t in-
clude Doctor’s Sunday, which took
over that full day as of January, 1985.
Before that, it had run in various time
slots, including overnight. But, Bur-
chill says, doctors would rather view
the program “live” than be inconven-
ienced by having to tape it.

There is a down side, however. Like
other cable networks, Lifetime gets
some of its best ratings on weekends,
when subscribers tend to ‘“‘sample” ca-
ble channels. Also, Lifetime’s women’s
oriented fare would make perfect Sun-
day counter-programming in the big
sports seasons. Someday, Burchill says,
Doctor’s Sunday may get its own tran-
sponder. But that would necessitate
extra costs, not to mention extra chan-
nel slots on cable systems. He says
there is no plan to break out the medi-
cal programming within the next five
years.

Still, some insiders at Lifetime hope
they’ll have a chance to sell the regular
women’s fare on Sundays sooner than
that, reflecting the view that the physi-
cian’s programming, despite its success
as a business in its own right, compli-
cates Lifetime’s bid to be taken seri-
ously as a full-time network with suffi-
ciently broad audience appeal. The
thinking is that attracting a sizable
proportion of mostly male physicians
on Sundays doesn’t really help attract
“today’s woman” the rest of the week.

The challenge faced by Lifetime ad-
vertising sales vice president Andrew
Feinstein is to combine a demographic
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Gingold: The man
charged with making
‘today’s woman’ work.

sell with sufficient numbers, attracting
advertisers who rightly or wrongly look
at the ratings first and targeted demo-
graphics second. “We’re learned this
past year from ratings and background
studies as to our strength to wo-
men—that’s how we’re going to grow,”
Feinstein says, “What might have went
wrong (in 1985) is that we didn’t have
the same intelligence we have today
from ratings sources and attitudinal
studies as to our demographic
strength.”

Low ratings affect ad sales

Ad sales growth, he says, “wasn’t ex-
actly where we had hoped to be going
into the year.” At mid-year, he says,
the network revised downward its pro-
jections. Feinstein attributes sluggish-
ness in ad sales to a “‘slowness in ratings
growth.”

“If we had larger household ratings,
we’'d have greater support,” he ac-
knowledges, adding, “But we’re not sit-
ting back and waiting for that to hap-
pen. We offer a tremendous market to
women right now.” Indeed, Feinstein
notes that the new marketing strategy
is emphasizing the female-targeted na-
ture of Lifetime’s schedule. He con-
cedes that talk TV was more of a sexual-
ly “mixed” sell, and that it is “correct”
to say the mixed sell didn’t work for
Lifetime.

In terms of new advertisers, Fein-
stein cites the entrance of General
Electric, Black and Decker, Pillsbury,
Scott Paper, L’eggs hosiery, Sharp ap-
pliances and Chic jeans, joining such
long-time advertisers as Procter &
Gamble, General Foods, Nabisco, Kim-
berly-Clark and Colgate.

But Feinstein concedes that some
major advertisers were reluctant to ad-
vertise on Dr. Ruth, the network’s best -
performing program outside of its recy-
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cled movies. With the exception of Col-
gate, he says, a “very conservative”
group of package goods advertisers
chose to stay awayv from the sex-orient-
ed talk show.

That’s the main reason the name of
the show was changed from Good Sex!
to The Dr. Ruth Show, and the content
broadened to include celebrity guests
and greater emphasis on issues and re-
lationships as opposed to pure sexual
technique. The strategy already has at-
tracted Chic jeans and Seagrams bev-
erages.

While the network must stress its de-
mographic appeal and ‘“can’t sell on
household numbers,”” Feinstein is
heartened by the network’s November
book, which looked like it would be the
strongest of the year. Still, Feinstein
says, “We feel it’s better to sell on a
demographic basis, similar to the way
ABC sold in the early '70s. I haven’t
seen a household buy a product, but
women 18-49 buy products.”

Did Lifetime lose its way during the
talk television era, getting too far away
from its “Daytime"” roots? Indeed, is
“today’s woman” a case of reinventing
the wheel? Burchill bristles at such su-
gestions. Whereas Day:ime was a wo-
men’s information network, he says the

emphasis at Lifetime has remained on
information, with a strong entertain-
ment component. “The right blend of
original programming and pre-sold
product,” meaning movies and off-net
series, “‘is what gives you both identity
and viewership,” he says.

The wages of talk Tv

But Litetime did find that elements
of talk TV weren’t worth the expense.
“We learned that live for live’s sake is
not critical,” he concedes. “Where it
makes sense to be live, we’ll continue to
be live. Ruth is still live, the informa-
thons (on health-related issues) will
still be live, and portions of Doctor’s
Sunday are occasionally live. We’ll just
be a little more discreet in eur decision
to be live.”

Also, Lifetime learned that contro-
versy can be a turn-off. Burchill main-
tains that Stanlev Siegel didn’t work
because advertisers “were shy of what |
would call controversial content in the
shows.” Asked about get specific, Bur-
chill says Siegel’s cancellation “had to
do with controversy and disappointing
viewership. I don’t think it requires any
more depth than that.” Dr. Ruth can

During ‘talk television’
era, shows like ‘Mother’s
Day’ with Joan Lunden (below)
took a promotional back seat.
Now they’re at the core of

the ‘today’s woman’ thrust.

get away with being controversial, he
says, because “she has enough viewer-
ship and is enough of a star that she can
garner advertiser support. We've also
repositioned Ruth’s show, and that’s
working very well.”

Burchill allows that Dr. Ruth should
be promoted more heavily by Lifetime;
he hints that Lifetime might produce
some Dr. Ruth specials, perhaps show-
ing her on a college speaking tour.

Refinement of existing shows, along
with creation of new vehicles, falls on
the shoulders on new programming ex-
ecutive Gingold, of whom Burchill
says: “He’s got a great track record in
commercial TV for building audiences,
and that is what’s appropriate for Life-
time.” Burchill hints that new products
on the drawing board deal with fashion
and behind the-scenes looks at celeb-
rities. Those projects may debut later
this winter, he says.

Gingold, who started at Lifetime this
month, says he’s a believer in target
programming; he isn’t shy about invok-
ing the term “narrowcasting.” He savs
he plans to “refocus” some of Life-
time’s existing schedule, and may in-
troduce theme packages in Lifetime’s
movie offerings.

But Burchill says no moves are being

Joan Lunden, at right, (with former Miss America Vanessa Williams and family)
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made in haste: “We don’t want the per-
ception that any one show is going or
not going to make the network. We
have so many successful elements in
place that we’re not going to announce
a new season or anything like that.
We'll simply put new shows on the air
when they’re ready for airing.”
Whatever Lifetime does, it’s sure to
be watched closely by its bottom line-
conscious parents. Of special interest is
the attitude at ABC, where Capital Cit-
ies management is taking the reins.
Burchill says he’s heen assured of con-
tinued parent firm support. However,
authoritative sources state that execu-
tives are aware that one partner or an-
other could reduce its investment.
Should that happen, another partner

runs on Lifetime—

via syndication.
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Richard Simmons: Good for repositioning

‘Good Housekeeping’
program from Hearst

and now on broadcast

could increase its share.

For Burchill’s part, he savs when he
first came to Lifetime, “there were
questions of whether Lifetime would
survive. Nobody asks that question
now; it’s just a matter of how big it’s
going to get, and when.”

Such optimism notwithstanding,
Lifetime’s pulse is on constant moni-
toring, and its parents are seeking rela-
tively quick improvement in its vital
signs. It is perhaps not significant, but
still interesting, that a major women’s-
oriented Lifetime show, Good House-
keeping: A Better Way, is now being
offered to broadcast stations for syndi-
cation, even while the program contin-
ues to air on Lifetime. This is consid-
ered unusual, in that simultaneous

broadcast airing dilutes the impact of
the show’s cable presence. States
Hearst Communication’s Ray Joslin:
“Like any other business, we have to
maximize the value of our product.”

On Madison Avenue, Lifetime has
believers and skeptics. Joel Segal, exec-
utive vice president of network TV for
Ted Bates.

“The problem is low rat-
ings,” he states directly, “‘a low interest
level (on the part of the mass audi-
ence). It’s difficult to make an enthusi-
astic sale on such low ratings.”

A more upbeat view comes from Stu-
art Shlossman, associate director of
network programming at BBDO, who
recently helped bring General Electric
to the Regis Philbin show with a two-
minute "Consumer Watch” infomer-
cial on behalf of GE washing machines.
He’s also buying Lifetime for Pepsi
Free.

“The audience size is very tiny,
that’s no secret,” he says. I don’t think
they’ll go from a 0.5 to a 3.0 rating. But
they do have a very high concentration
of women; we don’t get much waste.
We’re not getting teens, we're getting
women 25-54, the women our clients
want. The movies will attract broader
numbers, but they’ll still have the spe-
cific women's environment.

“The numbers are small, but what
cable network’s aren’t?”” he continues.
“But small numbers have their place in
our business, as long as | pay according-
ly and use it selectively.”

Now it’s up to Litetime to build upon
that kind of positivism, thus increasing

.agency and client spending to achieve

greater usage of the targeted environ-
ment. The “today’s woman’ approach
gives Lifetime another chance; but the
clock is ticking. o

Hosts John Mack Carter, Pat Mitchell
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Corporate Profile

United Cable outlook

United Cable Television Corp., as of the close of its
fiscal year May 31, 1985, owned or managed 41 oper-
ating cable TV systems with about 849,000 basic sub-
scribers and 734,000 premium subscribers. The re-
cent acquisition of a Hartford, Conn., cable system
added 63,000 subscribers. The systems are situated
mainly in small to medium-sized communities and
suburban areas in 17 states. Population increase in
the areas served is expected to exceed the national
average.

Subscriber growth is a salient feature of the com-
pany, with basic subscriber increases of 16 per cent,
15 per cent, and 28 per cent respectively for the three
years ended May 31, 1985. Increases for premium
programming were 17 per cent, 18 per cent, and 28
per cent respectively.

Company management believes that almost all ca-
ble v franchises it considers desirable have been
awarded. The company has significant unbuilt fran-
chises in Los Angeles and Baltimore and it is seeking
institutional investors for limited partnerships to
build these franchises.

Future growth is expected to come mainly from ac-
quisition of developed systems, expansion of existing
systems, and sale of additional subscriber services.

The company’s operations fit into the parameters
of government granted franchises. The fiscal 1985 an-
nual report observed that the enactment by Congress
of the Cable Communications Policy Act of 1984 ef-
fectively ended two decades of exeessive government
interference into the activities of cable TV operators.
The report also observed that under the new deregu-
lated environment the prospects for company were
more favorable.

Balance sheet data. The balance sheet, as of Au-
gust 31, 1985, shows total assets of $355.7 million and
company debt was $266.1 million or 74.8 per cent of
all assets. The equity, as stated, was $42.8 million, or
12.0 per cent of all assets.

The item of net excess cost over net tangible assets
of subscribers at acquisition was $34.3 million, or 9.6
per cent of assets. Should this item be subtracted
from the equity the residual equity would be 2.4 per
cent of all assets.

Moody’s Bond Survey, in its May 20, 1985, issue,
observed that the company’s $100.0 million issue of
subordinated debentures 14 3/8s, 5/15/2000 has a rat-
ing of the speculative grade, B-2, and noted that the
rating is based on the company’s increasing operating
income and cash flow generation and anticipated
gains in debt coverage over the longer term, despite
an anticipated increase in financial leverage. Moody’s
went on to note that the company should continue to
have increased cash flow from present operations,
while capital spending as a proportion of cash flow is
expected to decline.

Even without consideration of the excess cost over
net tangible assets, the amount of equity cushion for

the debt is very thin. Should the remote potential of
cable TV being regulated in a public utility manner
come to pass, there could be parallel expectations by
investors that the capitalization of cable TV compa-
nies could have at least a faint resemblance to that of
regulated public utility companies.

As of May 31, 1985, the company had debt of
$106.0 million with its revolving credit and term loan
agreements; they bear an interest, at the company’s
option, at Y per cent above prime, 1Y per cent over
the basic Eurodollar rate, or 1Y per cent over the cer-
tificate of deposit rate.

The recent prime rate was 9.50 per cent; the Euro-
dollar time deposit overnight rate was 8.12 per cent;
and the thirty day secondary market offerings rate
for certificates of deposit was 7.73 per cent. This puts
the cost of money to the company under the revolv-
ing credit arrangements in the vicinity of 9.0 per
cent. There is also interest due on the unused part of
the line of credit of half of one per cent of % of one
per cent depending on what part of the unused part
is involved.

Return on assets. These interest rate obligations
should be compared with the fact that in fiscal years
1983-1985 the company had a return on assets of 7.3
per cent, 9.0 per cent, and 9.0 per cent respectively.
For the calculation, the manner used for this column
was employed, except that in place of reported net
income, income from continuing operations was used.
On the basis of income from continuing operations
the return on equity was 24.8 per cent in fiscal 1985,
9.9 per cent in 1984, and 32 per cent in 1983.

When reported net income or loss is used, the re-
turn on assets for the 1983-1985 period was minus 4.7
per cent, 7.6 per cent, and 8.5 per cent respectively
and for the return on equity the like figures were mi-
nus 37.0 per cent, 4.8 per cent, and 21.0 per cent for
1985,

For the five fiscal years 1981-1985, aggregate in-
come from continuing operations was $40.6 million
and aggregate net earnings was $7.0 million, with a
total aggregate difference of $33.6 million, most of
which is due to $33.0 million loss from discontinued
operations in fiscal 1983.

For the first quarter ended August 31, 1985, inter-
est expense was $7.8 million and net earnings were
$2.3 million. For fiscal year 1985 interest expense was
$19.8 million and income from continuing operations
was $12.5 million, and net earnings were $10.5 mil-
lion.

Clearly the dominant element in capitalization,
and in taking money out of the business, is in the
debt. It is equally clear that the status of the debt is
uncertain; as a result, there is minimal residue of pos-
itive element for the equity. A major part of the debt
bears interest based on money market fluctuations;
should such rates rise significantly to approximate
the coupon rate of the debentures of the company,
the ability to attract equity capital would be addi-
tionally impaired.

The company’s interest in participating in limited
partnerships is a way of approaching this equity situ-
ation.

—Basil Shanahan
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| time audience (persons) for the full 1984-85 broad-
Wall Street Report cast vear. Over a three-vear period from 1981 to 1984,
NBC’s profits increased from $48 million to $218 mil-
lion.

RCA’s Strong third quarter Last year, the network’s profits jumped 40 per cent
= on a 13 per cent rise in sales. According to RCA. all
:uelec:l l?y record earn'ngs ‘ NBC ()p%rating units participated in lﬁe gains.
Another major development in 1984 was comple-
e by NBC \ tion of the sale by RCA of C.I.T. Financial Corp. to
RCA Corp.. set to merge with General Electric Corp. Manaufacturers Hznover for $1.51 billion. RCA says
(see Tele-Scope, page 50) is coming off a strong third the sale was motivated by:
quarter fueled by the solid performance of NBC. B Provision of a massive infusion of capital.

For the three months ended September 30, 1985, m Eiimination of the need for equally massive in-
RCA'’s net earnings increased by 20 per cent to $93.9 vestments that would have been required to make
million from $78.0 miliion a vear earlier on a sales | C.LT. competitive with other major financial-service
rise of 4.8 per cent 10 2.2 billion from $2.1 billion. companies.

Earnings per share were up 18.6 per cent to S1.10 In a management transition move during 1984.
from 74¢. Contributing to these figures were new | Thorton F. Bradshaw, who became chairman and

RCA Corp.—condensed income statement
(In millions, except per share)

Three months ended Nine months ended
September 30, September 30.
1985 1984~ 1985 1984*
Sales $2,182.6 $2,069.0 $6,404.0 $6,217.3
Income from continuing operations (24.0) 50.0 149.5 91.5
Income from discontinued operations 25.3 28.0 32.6 95.0
Gain on sale of Hertz 92.6 — 92.6 —
Cumulative effect of change in — — — 31,7
accounting principle
Net income $93.9 $78.0 $274.7 $238.2
Earnings per share of common stock:
Primary $1.10 $.74 $3.03 $2.27
Fully diluted $1.07 $.72 $3.00 $2.21
° Reclassified due to discontinued cperations
third quarter sales and earnings records at NBC.due | chief executive officer in July. 198!. relinquished the
to the network’s strong primetime schedule and the cro title to Robert R. Frederick. president. who had
absence of the major political costs of 1984. | been chief operating officer. Bradshaw, however, con-
During the quarter. RCA completed the sale of The tinued as chairman.
Hertz Corp. to UAL. Inc. and completed a merger of Proceeds from the C.1.T. sale. according to Brad-
its worldwide record, music publishing and music shaw and Frederick in the company's 1984 annual re-
video business with Bertelsmann. A.G. into 2 new en- port, put RCA in its “strongest financial condition in
terprise, RCA/Ariola International. RCA owns 75 per many vears.” However. the executives emphasized
cent and Bertelsmann 25 per cent of this joint ven- that the C.I.T. experience did not make the company |
ture. l “risk-shy, although it has reinforced our prudence.”
Also during the quarter, the company phased out RCA'’s core husinesses were described as “well-po-
the product lines of its Broadcast Systems Division, sitioned in some of the fastest-growing segments of
which manufactured professional broadcast equip- | the nation’s economy,” i.e., electronics. communica-
ment. tions and entertainment. And an added advantage. it
For the nine months ended September 30, RCA's was pointed out, is the ability for overlapping pro-
net income rose 15.3 per cent to $238.2 million on a jects within these three areas. One example cited was
sales increase of 3 per cent to $6.4 billion. Earnings the RCA KU-band satellite, developed by RCA Lab-
per share were up 33.5 per cent to 33.03. oratories, designed and built by Astro-Electronics.
operated by RCA Americom and used by NBC.
NBC’S resurgence For the vear ended December 31, 1984, RCA's net
income rose by 5.2 per cent to $341.0 million on a
In 1984, NBC began its resurgence, moving up from a sales increase of 12.6 per cent to $10.1 billion. Earn-
distant third in primetime to second place by the end ings per share were up 71 per cent to $3.30.
of the vear. The network finished first in total prime-
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ming aired by the average atfiliate. And
in the largest of the 10 markets—those
with the most audited independents
—Petry found that independents ac-
count for two-thirds or more of total
market barter or cash barter program-
ming aired.

INTV/SRA study

Because of this situation, INTV and
the Station Representatives Associa-
tion have teamed up to commission
Butterfield Communications Group, a
Boston broadcast consultant, to con-
duct a study of barter. INTV president
Preston Padden notes that although a
number of studies of barter have been
released in the last two years, the
INTV-SRA effort “will be distin-
guished by its focus on stations.”

Padden says that for independents,
“The critical issue is the impact of bar-
ter at the station level. For that reason
we want to take both a ‘macro’ perspec-
tive—in order to give our membership
a reasonable idea of the amount of bar-
ter that is likely to be out there in five
years—and a ‘micro’ analysis, in order
to better understand the implications
of barter for an individual station.”

The study will look at barter’s pros-
pects for continued growth and the
likely impact of that growth on sta-
tions. That “look” will be the result of
interviews with syndicators, represer-
tatives, networks, advertisers and
agencies, and through “a broad survey
of station management at both inde-
pendent and network-affiliated sta-
tions.”

At presstime, these survey results
had not yet been tabulated, but David
Butterfield, who heads the consulting
firm commissioned to conduct the
study, says the results “will be the cen-
terpiece of INTV’s Los Angeles con-
vention.”

He also thinks that barter will con-
tinue to grow “if the networks’ business
improves in 1986.” He explains that,
like national spot, *“The health of bar-
ter is tied very closely to the health of
network business. Barter can provide
national coverage at heavily discount-
ed prices, vis-a-vis the networks. But
the networks’ fourth quarter scatter
was also heavily discounted this year. If
the price of a Chevrolet is normally
$2,000 less than a Buick and the price
of new Buicks suddenly dropped to
$500, we wouldn’t find too many people
buying Chevys.”

On the other hand, Butterfield notes,
if the networks start getting higher
prices again next year, the lower prices
of barter will again look more attractive
to advertisers again.

Butterfield also observes that, “It
hasn’t been the barter shows that have
pulled independents’ rating up. It’s the

oft-network series and movie packages
that independents pay cash for that
have won their audience gains. But bar-
ter has been useful to help new inde-
pendents get started and to help estab-
lished independents fill dayparts that
don’t have a lot of revenue potential.”

Another study whose findings wil be
on the convention agenda is that on
independents’ past, present and likely
future, conducted by Washington-
based consultant Frazier Gross & Kad-
lec. Their report on growth of the in-
dustry parallels much already dis-
cussed in this article.

In other areas, FG&K reports that
the average audience for a single UHF
independent competing against three
VHF affiliates approaches 9 per cent. In
a two-UHF market, audience share
climbs to 16 per cent. And the market
shares for VHF affiliates and for UHF
independents in mixed markets are
even greater.

Discussing ad revenue, the FG & K
report recalls that in 1975, the average
commercial TV station billed about $3
million, but today generates some $10
million in revenue. And it projects that
the growing share of ad revenue cap-
tured by the independent sector will
continue. By 1990, says the report, “We
believe that independents, as a whole,
will bill better than $5 billion—nearly
30 per cent of the industry total.”

In a further comparison, the report
notes that while the nationwide aver-
age for VHF independents indicates an
average revenue of $35 million, with a
35 per cent operating profit margin,
UHF independents average revenues of
$7 million, with a 25 per cent profit
margin. FG&K'’s analysis of typical in-
dependent start-up performance indi-
cates that stations can be expected to
break even, on average, in their second
year of operation, and reach operating
maturity by year four. Stations, says
the report, “will attain approximately
50 per cent of their revenue potential in
their first full year of operation.”

Other areas covered by FG&K in-
clude programming, the upsurge in
buying and selling of stations, the fi-
nancing of new independents, and the
regulatory climate.

Rising shares

But that’s future sales. One reason
this year’s indie sales have done well in
comparison with last year’s heavy
Olympics and election business is that
independents’ audience shares have
continued to point up.

Donna Miller, INTV director of re-
search, points to an analysis of those 35
markets, large and small, that had in-
dependent stations back in 1972, and
were thus selected in order to provide a

“base for comparison. This track of

share levels since 1972 indicates that
independents have increased audience
delivery across all dayparts and demo-
graphics. Weekends, not previously
covered by ongoing INTV analyses,
produced the largest independent
shares of any daypart, followed by ear-
ly fringe and prime access. And across
this same 197285 time span, network
affiliates have continued to “‘downslide
in all demos and dayparts,” according
to the Nielson figures tracked by
Miller.

Still another INTV project this year
was its update of the 1983 Simmons-
based National Television Audience
Profile with more recent information
from Simmons’ 1984 Study of Media
and Markets. Result is the new 1985
analysis of demographic and product
use characteristics of viewers of both
independent stations and affiliates.

These audiences are analyzed by sex,
age, income, education and occupation
across nine dayparts. Information also
shows up for 33 products and services,
analyzed by demographics and viewing
composition of independents and affil-
iates in the nine dayparts.

The Simmons report was updated,
explains Howard Kamin, INTV vice
president, marketing, “to repeat and
underline one more time the same
points we made with the 1983 results of
Simmons diaries, kept by 2,500 respon-
dents in 46 markets.”

Those points include the re-finding
that there is no difference between in-
dependents’ and affiliates’ ability to
deliver consumers of a wide variety of
products and services, that indepen-
dents’ viewing composition is as selec-
tive to key target demographics as affil-
iates, and that “There is virtually no
difference in the levels of upscale de-
mographics.” And on top of these, the
update indicates that independents
show significant advantages over affili-
ates in their delivery of *'key age demo-
graphics”—adults 18 49 and 25-54.

To go with the update, INTV also
developed instructions to guide inde-
pendents’ local sales people in using it.
These instructions show what demo-
graphics they shold look at for their
own markets for various key retail cate-
gories.

Other INTV prepared sales aids for
local station use are ‘“‘one-sheets”
showing how primetime shares climb
for independents during the spring and
summer series reruns on affiliates, an-
other spotlighting independents’ week-
end performance in the 35 markets
where independents have been operat-
ing since 1972, and a third comparing
independents’ delivery of 18-49 and
25-54 adults to that of affiliates. In
nearly every daypart, independents
show a larger proportion of these two
key advertiser target groups.
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In the battle of Washington, inde-
pendents have regrouped under presi-
dent Preston Padden, who replaced
Herman Land earlier this year, to go
back on the attack after the cable must
carry rules were declared unconstitu-
tional by a U.S. appeals court in Wash-
ington. The court ruled that requiring
cable systems to carry local stations
was in violation of the cable operators’
First Amendment rights.

Now, in response to the FCC’s com-
bined notice of inquiry and notice of
proposed rule making on must carry,
INTV maintains that the commission
has authority to determine what sta-
tions must be carried by cable systems
who wish to continue to operate under
compulsory copyright license.

Local service area

To skirt the First Amendent ques-
tion, INTV proposes that cable sys-
tems operating under compulsory
copyright arrangements should be
compelled to carry TV signals originat-
ing within the systems’ local service
area. But the INTV proposal argues
that this does not force cable systems
to carry these signals, since the cable
operator would still be free to choose to
work outside compulsory copyright li-
censing and drop local independent
signals.

But this, believes INTV, would be
more trouble for cable than it’s worth,
because then the cable people would be
stuck with the aggravation of having to
negotiate separately with each copy-
right owner of programs they carry.

Padden says he prefers disposition of
must carry by the FCC, because if it
comes down to legislation, which would
embroil Congress, then other interests
and their lobbyists are likely to come in
and muddy the waters. Says Padden,
“I’'m encouraged by positive indica-
tions from the FCC. If I had to pick one
avenue for resolution of must carry, it
would be the FCC proceeding.”

Meanwhile, just in case the path

through the FCC turns out to be an
impassible maze, INTV is also working
for legislation as backup—Ilegislation
that would closely resemble its propos-
al to the FCC.

And INTV chairman McCurdy
points to another backup: sports. He
notes that sports have always been im-
portant to independents, and says that
they’re even more important today, be-
cause “If cable is no longer required to
carry us by law, that leaves sports as
the best reason cable has for wanting to
carry us. Sports are a key sales point for
cable systems trying to sell new sub-
scribers and retain current subscri-
bers.”

But RKO’s Servodidio believes that
this “can become a two-edged sword,
from the standpoint of both indepen-
dents and their viewers.” He explains
that in those markets where over-the-
air television has been outbid by cable
for sports franchises, and where cable
now refuses to carry a UHF that brings
other sports to viewers free, “Viewers
in some markets may wind up paying
for the sports they had been getting at
no cost because the advertisers paid for
it. If UHF independents find it impossi-
ble to carry out their mandate to serve
the public because cable refuses to car-
ry their signal and they can no longer
reach part of their public, it’s that pub-
lic that will find itself with less choice.”

Meanwhile, coming up for 1986,
INTYV projects include an attack on the
results of diary-only under-measure-
ment in the form of a calibration for-
mula. The goal, says Kamin, is to come
up with a way to adjust audience
counts in diary-only markets upward
related to the known differences be-
tween diary ratings and meter ratings
in those markets that are now mea-
sured by meters (TV/RADIO AGE, May
13).

Kamin says that development of the
formula will use multivariate analysis
and will take into account not only the
differences between independents and
affiliates, but also programming, UHF

Well write the book on
Our Statlon. BROADCAST BROKERS.
! DANIELS

We'll even prepare a sales presentation book to
help you sell your station. Call Bruce Cranston at

(303) 321-7550. 2930 East Third Avenue,
Denver, CO 80206
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versus VHF, differences by region and
differences by season.

INTYV has already invested $24,000
in telephone coincidental surveys in
Cleveland, Greensboro and in Port-
land, Ore., to compare 7 to 9 p.m. to one
week of diary measurement. Goal here
was to prove once again-that diaries
understate true levels and shares by as
much as 25 per cent in ratings and 29
per cent in shares, says Kamin. And he
adds that INTV “is soliciting the ad-
vice of both Nielsen and Arbitron for
our calibration project.”

Bob Jones, INTV’s director of mar-
keting, East, says that the outcome of
the calibration project “involves mega-
bucks,” because one rating point of dif-
ference in a diary only market the size
of Cleveland ““can mean $4.8 million a
year to each station in the market. If,
say, two stations in Cleveland are each
undermeasured by only one rating
point, each station loses $4.8 million
they would otherwise get if they had
meters in there measuring more accur-
ately.”

Cume concept

Still another key INTV project next
year will be to extend the cume concept
via further research. Last year INTV
published Why Minimum Rating
Point Restrictions No Longer Serve
Advertiser’s Needs! (TV/RADIO AGE,
October 1, 1984). This was a presenta-
tion that argued that there is no reason
for clients’ minimum rating point re-
quirements, by seeking to prove that
combining multiple low rated spots can
add up to an advertiser’s rating point
goals.

The new research involves analysis
of various multiple spot schedules
placed in movies and other primetime
entertainment on 90 stations in 56 mar-
kets to show that their reach and fre-
quency adds up to the same reach as
one higher rated spot, but more fre-
quency. And while this analysis will be
limited to prime time, Kamin points
out that the principle applies across all
dayparts.

In 1983 TAA—Television Audience
Assessment—conducted a pilot study
of Program Appeal that looked at
viewer reactions to programs rather
than counting numbers of viewers. Re-
sults indicated that there is no connec-
tion between audience size, rating and
program appeal scores and that pro-
gram appeal is consistent whether
shown in prime time, first run, or in
strip rerun, a format common on inde-
pendents.

The TAA findings also showed that
independents are equal to affiliates in
the percentage of programs winning
high appeal scores.

Next year, says Kamin, probably in
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late '86, INTV plans to launch its own
qualitative study. But this project is in
such an embrvonic stage that no deci-
sion has been reached on the project’s
design and methodology.

Also, in '86 there will be an extension
of The Dynamics of Independent
Television to more dayparts and to
sports and specials. Dyvnamics details
the facts about independents, from
growth in numbers of independent sta-
tions and in their audience shares, to
their reach potential and flexibility of
programming choice, both overall, and,
to date, for independent performance
in early evening and during prime ac-
cess.

Still in production, but on the way,
are similar collections of facts and data
for primetime, for late evening, which
should be ready by February or March,
and for sports. specials and daytime,
targeted for May availability.

INTV developed these reports both
as marketing tools and as sales and re-
search training aids for INTV member
stations and for the enlightenment of
agencies and advertisers.

The icing on the cake, or “sizzle,” as
Jones calls it, is Bringing It Home to
You, an image-building, emotional vid-
eo sell, complete with catchy jingle,
that focuses on the quality of the pro-
grams now available.

Jones says he and INTV’s regional
sales managers can use the tape as “an
emotional, exciting introduction into
our more prosaic numbers story. Or we
can lead into the tape by asking, ‘Why
the growing acceptance of indepen-
dents? Why have independents’ audi-
ence share kept climbing, year after
vear? Because of programming like
THIS—Cue tape—Pow! Music! Fun!

INTV chairman Gene McCurdy says
one direction he'd like tc see indepen-
dent stations take in the next few years
is some “R&D efforts aimed at produc-
ing more of our own local program-
ming. When you produce it yourself,
costs are more controllable and you can
develop your own product, totally
unique to your station.”

At McCurdy’s own WPHL-TV Phila-
delphia, an example of such local sta-
tion production is Dancin’ on Air,
Monday through Friday at 4 p.m.
McCurdy describes it as “Our version
of American Bandstand, 30 years later.
It's young people having a lot of fun
dancing.”

And RKO’s Servodidio observes that
the success of new independents “will
depend on the same competitive mind
set and flexibility that built indepen-
dents from a standing start to where we
are today. Our strength is flexibility:
the ability to react quickly to take ad-
vantage of opportunities and adjust
our counterprogramming strategies ac-
cordingly.” (]

‘Split-30’ (from page 91)

cepting other commercial lengths. The
networks, citing the NAB code as their
defense, resisted further changes and
instead offered minor concessions.
These concessions included the Bicen-
tennial Minute on CBS and the popu-
lar news breaks on all three networks.
These “programs” were all integrat-
ed with a 10-second commercial ID.
When the NAB code, which put a vol-
untary limit on the number and length
of commercial minutes in primetime
and other dayparts was struck down in
1982, the three networks were left to
fend for themselves. In 1983, Alberto-
Culver again pressed the three net-
works into accepting “split-30s” or two
unrelated 15-second units back to
back. By February of 1984, all three
networks had agreed to broadcast split-
30s on an experimental and limited ba-
sis. (CBS would sell split-30s at a rate
of one-per-pod-per-daypart, NBC
would allow split-30s in any commer-

By February, 1984,
all three networks
had agreed to
broadcast split-30s.

cial pods; however the network put
some restriction on The Tonight Show
and would not accept any split-30s
during its Saturday morning children’s
programs.

Similarly, ABC refused to accept
split-30s in its Saturday morning pro-
grams and in commercial pods greater
than 90 seconds).

Clients who began utilizing these
split-30s besides Alberto-Culver were:
Ralston-Purina, Gillette, American
Home Products, Chesebrough Pond’s,
Jeffrey Martin, Nabisco and Beecham,
among others. However, the networks
reported that only 3-5 per cent of all
commercial availabilities were sold as
split-30s.

Nevertheless, CBS announced in
August, 1985, that it will sell isolated
15-second units in news and sports
breaks.

In addition, the network announced
plans to expand the unit to 25 per cent
of its total inventory. The isolated 15
was placed at half the cost of an isolat-
ed 30-second unit. ABC recently an-
nounced its plans to sell isolated 15-
second units in its Newsbriefs and
Sports Updates only. NBC will sell iso-
lated 15-second units in its primetime
and daytime News Digest only, effec-
tive January 1. D

‘Oldies’ (from page 86)

cept during the time periods them-
selves when shows may be highlighted
individually.

In Boston, wQTV has a Saturday
night comedy block from 8-10, which is
sold and promoted as a unit. The pro-
grams are: The Honeymooners, The
George Burns and Gracie Allen Show,
Show of Shows and the Jack Benny
Shouw.

Two other stations—wusv(TV) Al-
bany-Schenectady-Troy and WCGV(TV)
Milwaukee—are airing Sunday night
oldie blocks which are mixtures of half-
hour and hour programs.

WcCGV’s primetime Sunday night
block consists of Mission Impossible,
The Honeymooners and Show of
Shows, running from 9-11 p.m., follow-
ing the station’s primetime movie,
which airs from 7-9 p.m.

After switching from a part-time
STV outlet to a fulltime commercial
station in July, 1984, WGV made a de-
cision to start its primetime movie at 7
instead of 8 in order to get a jump on
the competition, says Jim Behling, gen-
eral manager. “The Gaylord station
(WVTV) started their movie at 8, and
most of the network movies start at 8,”
he explains.

In the Albany-Schenectady-Troy
market, WUSV is running 3'; hours of
oldies in lieu of a movie on Sundav
nights. *We were scheduling a movie in
primetime on Sunday nights,” says
Mike Harris, program coordinator,
“but the other indie [WXXA-TV| had a
movie, and the networks had movies, as
well as stations from Boston and New
York coming in on cable. We were look-
ing for a niche, something different.”

“Sunday Night Nostalgia,” launched
in April, is promoted as a block. From
8-11:30 p.m., the schedule is: Guns-
moke, Beverly Hillbillies, My Three
Sons, Gomer Pyle, The Honeymooners
and Alfred Hitchcock.

Primetime checkerboarding

Some stations are checkerboarding
svndicated shows to counterprogram
against primetime movies on week-
nights. And the checkerboarding mix
includes a healthy sampling of oldies.

A particularly creative approach is
taken by wQTV, the newest of four in-
dependents in the competitive Boston
market. Each night of the week carries
a different theme: Monday, comedy;
Tuesday, mystery; Wednesday, action-
adventure; Thursday, science fiction;
and Friday, detectives. Among the old-
ies on this schedule are Show of Shows
and The Honevmooners (Monday);
Star Trek and The Invaders (Thurs-
day); and Mannix (Friday).

Some more recent vintage series in
the checkerboarding mix include El-
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‘The Rebel’

lery Queen and Mrs. Columbo (Tues-
day), Black Sheep Squadron (Wednes-
day) and Cannon (Friday).

Another station checkerboarding in
primetime is KDFI-TV, one of two new
indies in the Dallas-Ft. Worth market.
On two of the five weeknights from 7-8,
an oldie show is scheduled. Tuesdays
it’s The Prisoner, and on Fridays it’s
The Avengers.

In the Philadelphia market, WJsT-
TV (licensed to Vineland, N.J.) is
checkerboarding half-hour oldies from
9:30-10 on weeknights. The lineup:
Monday, Yancy Derringer; Wednes-
day, Mr. Lucky, Thursday, Star Per-
formance (originally Four-Star Play-
house); and Friday, Call Mr. D. (origi-
nally Richard Diamond, Private
Detective). The one exception is Tues-
day night when a local cooking show
airs in that time period.

Both WJST-TV and KDFI-TV have a
heavy dose of ‘nostalgic’ programming
throughout the broadcast day. “We did
some interviewing of the general pub-
lic,” says Brian Eckert, program direc-
tor of WJST-TV, “and we found that
people remembered the old shows and
wanted more uplifting programming.”
This he says, “indicated there was
some room in the market for that prod-
uct and that perhaps this was a niche
that hadn't been explored.”

A look at the station’s daytime and
early fringe schedule during the week
reveals a cornucopia of oldies. From
10:30 a.m.-12:30 p.m., it’s Family Af-
fair, Petticoat Junction, Robin Hood
and Candid Camera.

Then, after a half hour of news, the
schedule from 1-7 p.m. is: December
Bride, Our Miss Brooks, | Married
Joan, My Little Margie, Sergeant

Bilko, The Millionaire, Marshall Dil-
lon and Peter Gunn.

The station airs its primetime movie
from 7:30-9:30 p.m. and even there the
oldie flavor is retained, with only fea-
tures from the ’'30s, ’40s and ’50s in-
cluded.

Eckert feels this strategy is making
“major inroads for us. We’re not going
for kids; we're going for adults, and this
programming is scoring for us.”

Late night lineup

KDFI-TV’s theme is “Old Favorites
You've Always Loved.” The late night
schedule, says John McKay, president,
has been particularly well-received,
starting with Science Fiction Theater
at 10, followed by Alfred Hitchcock at
10:30 and The Man From Uncle at
11:30. The average share for this block
during the Arbitron October ratings re-
port was 4.2, competitive with the oth-
er indies in the market.

In addition to carefully orchestrated
promotions, well thought-out program-
ming blocks and counterprogramming
strategy. there are some isolated in-
stances in which older programs either
fill a unique market need or are surfac-
ing as “cult” attractions.

The latter situation has developed at
WLIG(TV) New York (Riverhead, L.1.)
where Marvin Chauvin, vice president
and general manager, reports that a
loyal following is developing for his sta-
tion’s Charlie Chan Theatre which
runs at 11 p.m. on Sunday nights. He
also says The Fugitive (6-7 p.m. week-
days) is “getting a lot of interest.”

Other oldies on the Long Island sta-
tion’s schedule include Lost in Space,
Family Affair and My Three Sons,

w Older westerns are

< filling an important

| niche at some stations,
such as WAXA-TV
Greenuville-
Spartanburg-
Asheuville and
WCGWV(TV) Milwaukee.

from 4-5:30 p.m. weekdays and Ben
Casey, 9-10 a.m. weekdays.

The Greenville-Spartanburg-Ashe-
ville market is western territory, ac-
cording to Joan Martin, program direc-
tor of WAXA-TV. For awhile, the station
had stripped Rawhide on weekdays
from 5-6 p.m. Now the Clint Eastwood
vehicle has been moved to weekends
(Saturdays, 2-3 p.m.; Sundays, 5-6
p.m.) and the station is stripping
Death Valley Days weekdays from
5-5:30 p.m. “This is the textile capital
of the world,” explains Martin, “and a
lot of men whose shift ends at 4 p.m.
like to kick off their shoes, get a six-
pack and watch a western.”

Another station successful with old
westerns has been wCGv Milwaukee,
which uses the genre on Saturdays
from 11 am.-1 p.m. The two-hour
western lineup of The Rebel, The Ri-
fleman and Rawhide had an average
share of 15.5 during the October rat-
ings period.

Jim Behling cautions, however, that
“just because something is vintage,
doesn’t mean it will do well. We had
Ben Casey and Medical Center on, and
they didn't do all that well.”

One added advantage of some of the
old shows, Behling points out, is the
“star” power of some of the guests who
may not have been stars when these
programs were originally aired. The
Milwaukee outlet takes advantage of
this “by working some of the names
into our TV Log advertising. In No-
vember, Mission Impossible had Wil-
liam Shatner, Vic Morrow and Sal
Mineo. And every once in awhile The
Dick Van Dyke Show (weeknights at
10:30) will have a guest. We recently
ran a two-parter with Don Rickles.” O
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Primetime movies (from page 89)

strips as lead-in, but settled on first-
run checkerboarding. On Mondays, in-
stead of movies, KSHB-TV was airing
Matt Houston and Lou Grant, but ran
two first-run hours, Dempsey and
Makepeace and Return to Eden in Oc-
tober, explains Lux.

The two shows were competing as
counterprogramming against Kansas
City baseball, including the World Se-
ries, but didn’t perform as well as ex-
pected. However, Lux says the station
expects to continue to air the shows on
Mondays from 8-10. At present, KSHB-
TV's 7-8 p.m. checkerboarding consists
of It's a Living and the off-network Bo-
som Buddies on Mondays; Tales From
the Darkside and In Search of ... on
Tuesdays; on Wednesdays, Lifestyles
of the Rich and Famous; Thursdays,
Start of Something Big; Fridays: Star
Games.

Three of the series are new for the
fall at the station: It’s a Living, Some-
thing Big and Star Games. Living and
Buddies replaced Fame, and Some-
thing Big was moved from Fridays to
Thursdays. Lifestyles has been the sta-
tion’s best performer, says Lux.

Post-movie ‘experiment’

Wx1x-Tv Cincinnati is “‘experimen-
ting” with checkerboarding in the
10-11 p.m. time period, after its 8-10
p.m. movies, and uses the alternated
programming to extend the genre of
the movie. According to Bill Jenkins,
general manager, checkerboarding is
being used as a device for keeping the
basic movie audience tuned in for the
entire primetime period. The station
runs varying theme nights, tying both
the films and the following show.

On Mondays, the station runs a light
comedy or romantic movie; on Tues-
days, action/adventure; Wednesdays, a
war theme or “tough guy, male-orient-
ed movie”; Thursdays, horror or sci-
ence/fiction; Fridays, westerns. The
films are followed by such shows as The
Love Boat, Rockford Files, Twilight
Zone, Maverick and Black Sheep
Squadron, depending on the genre fit
with the movies, explains Jenkins.

Jenkins notes that the station’s ver-
tical programming is a radical depar-
ture from indies’ practice, but he says
that the October books show that
checkerboarding is performing as well
as the strip fare it had in the time peri-
od before the past fall. However, Jen-
kins will wait until at least February to
determine whether the station will con-
tinue with the alternating program-
ming form.

A non-movie station (in primetime),
WQTV(TV), the newest of four indies in
the Boston market, uses checkerboard-

ing that is also based on themes each
night. Monday, for instance, is ‘“‘come-
dy” night and features an 8-10 lineup
consisting of Bosom Buddies, Second
City, Show of Shows and The Honey-
mooners.

The rest of the week: Tuesday, (mys-
tery) Ellery Queen and Mrs. Columbo;
Wednesday (action-adventure), Black
Sheep Squadron and Streethawk;
Thursday (science-fiction), Star Trek
and The Invaders; and Friday (detec-
tives), Cannon and Mannix.

Time to build

But despite the growth of checker-
boarding, both KSHB-TvVs Lux and
WXIX-TVs Jenkins admit that one of
the problems is that it needs time to
build an audience of regulars, similar to
network product. Katz Communica-
tions’ John von Soosten, vice president,
director of programming, is pessimistic
about checkerboarding. Not only is
there a problem in sticking with the
concept because of the lengthy build-
up required, but, he points out, that
additional problems involve costs, pro-
motion and the lack of program consis-
tency.

Von Soosten believes that many in-
dies have built a strong following by
stripping, “which is one of the basic
rules of Monday through Friday pro-
gramming. An indie going against that
rule makes its lineup more difficult to
succeed. I don’t know of any indie that
is checkerboarding successfully in pri-
metime.” Also, points out von Soosten,
a “much bigger promotion effort is nec-
essary than in stripping, to let the audi-
ence know about the shows. Consisten-
cy is important because viewing is by
habit. People want to know when their
favorite program is on the air and in
what time period.”

But Jay Isabella, vice president, pro-
gramming director at TeleRep, sees
checkerboarding in primetime as hav-
ing merit, “although you can build a
case for or against it. Some stations
have to experiment to get their costs in
line, and there is an opportunity to do
so by vertical programming rather than
horizontal checkerboarding. Stations
can take one night out for vertical and
experiment with first-run product.
Also, another reason—which may not
be the best for experimenting on one
night—is that you need 16 good movie
titles to load for your rating book as
opposed to 20. This means you can con-
centrate your better titles in a shorter
frame. The horizontal concept becomes
very promotion-intensive, so you are
better off doing it vertically.”

Meanwhile, hours continue to be the
dominant form as lead-in fare on movie
indies. As noted previously, the ITS
study shows that nine of the 12 movie

indies air hours in the opening prime-
time slot, vs. only three which use half-
hours. Some of the hours used more
frequently include strips such as Matt
Houston and Perry Mason, according
to various sources.

At KVVU-TV Las Vegas, which has
been very successful in airing movies
from 9-11, Rusty Durante, general
manager and program director of the
Meredith outlet, notes that part of the
credit for the movies consistently high
ratings has been its lead-in, which over
the past five or six years has been an
action/adventure hour or “something
close to it.” The station started running
hours with Streets of San Francisco,
then Hawaii Five-O and Cannon down
the years in the hour slot. Durante adds
that the only hour which didn’t do well
was Trapper John M.D., which aired
for only a brief period.

Quincy, the present occupant, re-
placed John more than a year ago, and
after the John drop, it returned the
station to the Number 1 or Number 2
slot in the time period, says Durante.

Local news

Meanwhile, locally-produced news
in primetime by indies is growing in
use, taking away time from syndica-
tion, with a total of 18 stations running
their own news, of the 52 tracked by
ITS.

According to Sharon Wolf, director
of research and programming at the rep
company. 13 of the movie stations air
their news following features, two be-
fore the movies, while the remaining
three are non-movie stations airing
their own news, notes Wolf.

Three of the Metromedia stations,
KRIV-TV Houston, KRLD-TV Dallas-Ft.
Worth and KTTV(TV) Los Angeles,
program their news in the opening pri-
metime slot. At KRIV-TV, Jerry Mar-
cus, vice president and general manag-
er, claims that by running its news at 7
p.m., the station has “the earliest pri-
metime news in America.” Marcus says
the newscast got a 6 rating and 9 share
in the November Arbitron, ‘“beating
out Dan Rather many times.”

Following the news, KRIV-TV, tele-
casts P.M. Magazine and then airs
movies from 8 to 10. Based on KRIV’s
news success, Marcus says, the group’s
Los Angeles sister station followed suit.
Airing at 8 p.m. the local news on KTTV
has been averaging a November Niel-
sen 5 rating, notes Bill White, vice
president and general manager of the
Metromedia station, giving the outlet a
total of 1Y, hours of news in primetime.
White continues that the early news in
combination with the station’s 10-11
p-m. news ‘‘gives us some saleable pro-
duct.”

The Metromedia stations promote
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their primetime newscasts by calling
them, “the news that doesn’t get home
before you do,” a barb against early
network newscasts.

Advertiser response to Metromedia’s
primetime newscasts has been modest
for the company’s Dallas station, but
more successful in Los Angeles and
Houston. Ray Schonbak, vice presi-
dent and general manager of KRLD-TV
Dallas, says, “The local advertisers see
our news and are buying it because of
its quality. The national advertisers
buy, but sporadically, to be in the mar-
ket. But the acceptance of the Metro-
media news in Houston and L.A. is
wonderful because there the news de-
livers the numbers.”

Marcus at KRIV-TV says his prime-
time news took two years to get it to the
point where it is sold effectively and to
where it has become a profit center.
“Not a lot, but we’re seeing black on it
for the first time.”

Advertising potential

Advertising dollars were among the
reasons that KRIV-TV went to its pri-
metime news schedule. “Almost 3 per
cent of the ad dollars coming into the
market is for news,”” Marcus says.
“News gives us an opportunity to go
after advertisers that we previously
could not go after—those looking for
news.”

Also, news “gives us an image in the
community. We have gotten some fa-
vorable reviews from The Houston
Chronicle and the Houston Post.”

KTTV’s White believes “it’s hard to
be a great station without a good news
image. It gave us an opportunity to get
into primetime in a new way and it
worked.”

Advertiser acceptance of KTTV’s pri-
metime news is ‘“‘excellent,” White
says. “Our advertising rates in news,
which we sell in a combo with the 10
o’clock news, are up many times over.
We sell them in combo because the au-
dience is unduplicated.”

In the New York market, WPIX and
Metromedia’s WNEW-TV, have been
airing their own news at 10 for many
years, and a few years ago, WOR-TV got
into news starting at 8 p.m.

The Taft Broadcasting-owned
WTAF-TV Philadelphia, will introduce
a locally-produced news format at 10
p.m. on February 17, according to Ran-
dy Smith, general manager. The half-
hour show is budgeted at $3 million for
the initial year, and the station is not
looking to be profitable on the news
program until possibly after the first
two years, says Smith. The station has
received a five-year “go” commitment
from Taft.

Besides the image factor, the news
programming has “great appeal in this

market. There is no local news between
6:30and 11 in Philadelphia, so we think
there obviously is a market for news,”
says Smith. He adds that primetime
news is working in virtually every ma-
jor city, so “we approach it as a good
idea. Also, it differentiates us from the
other stations in town. The news is
something which no other indie is do-
ing in this community. It’s a very com-
petitive marketplace, and this can
make you clearly the different choice
from anyone else.”

It’s recalled that Philadelphia’s
WKBS-TV, which went off the air in the
early ’80s, tried news in primetime and
lost a lot of money in doing so. But
Smith notes times have changed since

Cable penetration
and video rentals,
says Chuck

Alvey of KPHO-TV
Phoenix, are
“making mouies
overexposed by the
time they air on
commercial TV.”

then. “That was in the late '60s, and
before independent television really
began to be as strong as it is today.
Also, it was before the days of new tech-
nology helping UHF outlets.” Smith
continues that advertiser response for
the news has been very encouraging,
although the station has no commit-
ments as yet. “We have just begun to
start selling specific items in the news-
cast, such as sports news and Phillies
baseball.” (Taft owns part of the Phil-
lies and has the rights through the 1982
season.)

In the case of the Phillies broadcasts,
whose 7:30 p.m. start may delay the 10
p.m. news, the news show will begin
immediately after the game, Smith
says.

In the case of West Coast games, the
news will start before the game. The
half-hour news show will include CNN
Headline news for national and inter-
national stories, plus local news, weath-
er and sports. More than 25 persons
have been hired.

Smith notes that WTAF-TV has been
averaging an 11 Nielsen share, sign-on
to sign-off, and he expects the news
show to average a 5 rating in the not-
too-distant future, with a boost from

the Phillies games in the summer and
fall.

At this point, the station airs a two-
hour movie and an off-network hour,
consisting of various action shows such
as Vegas in primetime. The hour
shows, while not performing as well as
the movies, which have been getting 5s,
“aren’t bad and are salable product,
doing a 3 rating from 10-11 p.m.” In
conjunction with the news start in Feb-
ruary, WTAF will probably run an off-
network sitcom in the second half-
hour, says Smith, although the sched-
ule hasn’t been nailed down as yet.

Game shows

A non-movie station in primetime,
KHJ-TV Los Angeles, uses both news
and game shows to fight the movie
competition. The station airs The Jo-
ker’s Wild at 8 p.m., followed by Tic
Tac Dough at 8:30, which leads into an
hour of news from 9-10. Chuck Velona,
KHJ-TV’s general manager, says the
game shows are being used because
they have similar demo appeal to the
news. The station had been airing news
at 10 but moved it up an hour, with
very good results. It now gets a nightly
average of 4 to 5, as compared to its 10
p.m. performance of 1. Three L.A. sta-
tions had been running a 10 p.m. news,
and Velona says his station was the
first to break the roadblock.

The highly successful non-movie in-
die in Phoenix, KPHO-TV, has been air-
ing its news at 9:30 p.m., where it “does
very well,” says Chuck Alvey, program
director. However, the station made a
few changes in its primetime lineup
this past September, shifting Taxi
from the late-night schedule to the 7:30
slot, and adding Hart to Hart from 8-9
p.m., followed by the Bob Newhart
Show.

The only time the station airs movies
are on weekends, Alvey notes. Alvey
says he’s not keen on movies during the
week in primetime because his compet-
itor is running them, and the new indie
coming into town will also be a large
user of movie fare.

But also responsible for his anti-
movie attitude are the inroads on mov-
ies being made by cable penetration
and the home video market. “The cable
penetration in this area is growing rap-
idly, as is the home video rental mar-
ket, making movies overexposed by the
time they air on commercial TV,” says
Alvey. Lux at KSHB-TV says that while
the station has bought several of the
movie packages which have titles not
previously aired on the networks, her
main concerns are the exposure from
VCRs and pay-TV. She says that cable
penetration in her market is close to 50
per cent, and is hurting her movie rat-
ings. o
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Reach/frequency (from page 92)

tion carrying the schedule. The system
can process up to nine different station
schedules simultaneously.

R&F estimates are generated within
a few seconds after the schedule data
are entered. What comes out are (1) the
gross rating point totals per week for
each daypart, (2) the number of spots
per daypart, (3) the R&F for one, two,
three and/or four weeks by daypart and
(4) the total of all these data for all
dayparts.

There are other *‘screens’™ that help
the user in his analysis. The user would
generally start off with a schedule pro-
posal for each station that lists each
component of the buy, viz., (1) the pro-

thetical schedules, each of which to-
taled 50 GRPs (one came to 51 GRPs; see
table). One schedule was made up of
two spots, one of five spots, one of 10
spots spots and one of 17 spots. Their
average ratings were, respectively, 25,
10, 5 and 3.

The range of reach over a week went
from a low of 17.2 per cent (17 3-rated
spots) to a high of 43.5 per cent reach
(two 25-rated spots). Frequency went
from a 3.0 average (the 3-rated spots
down to 1.1 (the 25-rated spots). Over
four weeks, the range of reach was still

sizable: as high as 70.1 per cent and as
low as 36.5 per cent. Average frequency
went from 5.6 down to 2.9.

Gideon also gave another example of
how scheduling affects reach, though
not as dramatically. If the same num-
ber of GRPs are run in multiple day-
parts instead of one, he explains, they
are likely to build more reach (see
table).

The example took four spots totaling
40 GRPs in a hypothetical early fringe
buy and calculated the one-week reach
and frequency at 27.6/1.5 and the four-

Top 25 network TV categories—

January/September, 1985

gram name, (2) which days of the week Jan./Sept., 1984 Jan./Sept.. 1985 % change

the programs airs, (3) the program’s

clock time, (4) a code for the daypart, Food and food $990,393,200 $1,084,471,000 + 9

(5) the number of spots in the program, products

(6) which days of the week the spots are Toiletries and toilet 732,997,200 714,320,300 =3

aired in the program and (7) average goods

fatT“;f ,f°'i;hg PO er dingray | AUtomotive 530,012,000 539,375,900 + 2

ot e Vissua“y e :vgs “the | Proprietary medicines 485,163,300 502,474,100 + 4

spots are aired-—each spot being indi- Confectionery and 320,196,300 329,303,100 +3

cated by a star on a grid. The grid is laid soft drinks

out with the days of the week on a hori-

zontal axis and the programs used on a Soaps, cleansers and 283,554,900 312,068,000 +10

vertical axis. Thus, the user can see at a polishes

glance how much dispersion has been |  Restaurants and 270,513,700 301,410,700 +11

achieved by the buy, or proposed buy. el

Dispersion of announcements tends to d”ve_ms,

maximize reach, and the Revue system Beer and wine 290,649,700 269,265,600 =3

is oriented in that direction. Consumer services 260,725,500 184,680,500 —29
Dick Gideon explains the “‘ratings Office equipment, 251,206,800 180,141,400 —28

s;?ecific" thrL}st of Revue: “Fivq spots computers and

with a 10 rating and 10 spots with a 5 conlars

rating both add up to 50 gross rating P

points. But they .a.c.cumulate audience Household equipment 171,488,200 171,114,700 0

and frequency differently and Revue o l

takes this into account. To take an ex- i )

aggerated example, if you buy 10 spots Pet foods and supplies 136,603,100 131,302,600 — 4

and one spot has a 22 rating and nine of Movies 113,654,100 102,744,600 =30

the spots have a 2 rating, Revue looks |  Apparel, footwear and 169,649,400 106,507,900 —37

;1: ‘t‘he 22 and low-rated spots separate- accessories

" Gideon ran off four different hypo- Department stores 119,740,800 97,501,100 =19

(continued on opposite page)

Network TV advertising

1985 ABC CBS NBC Total

January/March $ 656,799,700 $ 702,851,600 $ 598,398,200 $1,958,049,500

April/June 692,706,000 750,071,700 691,098,800 2,133,876,500

July/September 564,477,100 584,842,500 586,913,100 1,786,232,700

1985 to date 1.913.982.800 2.037.765.800 1.876,410,100 5,828,158,700

1984

January/March 737,039,700 671,244,300 538,749,700 1,947,033,700

April/June 715,971,900 687,103,500 617,893,000 2,020,968,400

July/September 1,006,976,000 599,707,300 517,589,200 2,124,272,500

1984 to date 2,459,987,600 1,954,368,700 1,674,231,900 6,088,588,200

158 Television/Radio Age, December 23, 1985




week R&F at 52.9/3.0. If the four spots
are spread over two dayparts—still
adding up to 40 GRPs—the resultant
figures are 30.2/1.3 for one week and
56.4/2.8 over four weeks. That’s a 9.4
per cent increase in one-week reach
and a 6.6 per cent increase in four-week
reach.

Although Gideon is not currently
marketing Revue, it is now being used
in four markets: Philadelphia, where
the CBS-owned WCAU-TV is using the
system; Billings, KTVQ(TV) and two
Hispanic outlets owned by John Blair
& Co., wsCv(TV) Miami and WKAQ-TV
San Juan, P.R.

The Quaker City station had been
using Revue for three weeks when con-
tacted about their opinion of the sys-
tem, so research analyst Paul Webb
was reluctant to generalize about its
value. However, he said that it is now
an established part of the sales depart-
ment’s facilities.

Webb considers the system easy to
learn. While no account executive has
personally used it, Webb expects that
sales personnel will be doing so rou-
tinely in the future. Until it acquired
Revue, the station had been using
reach and frequency curves plotted on
paper by the Television Bureau of Ad-
vertising.

Minority feature

Revue has a feature of special inter-
est to broadcasters aiming at minority
audiences. The user can insert demo-
graphics and population data for the
smaller universe. This increases the
ratings and reach, of course.

Again, Gideon illustrates this with a
computer run. Two hypothetical spots
are bought in novelas. one with a 4 rat-
ing, one with a 3 rating. For the full
market, the 7 GRPs yield 5.9 per cent
reach and an average frequency of 1.2
over one week and a 12.4/2.3 R&F over
four weeks.

Assuming the minority represents 20
per cent of the population, the ratings
now become 20 and 15. As a result the
35 GRPs provide a 30.1/1.2 over one
week and a 56.2/2.5 over four weeks.

Gideon will attend the New Orleans
convention of NATPE International
next month to flush out prospects and
begin active marketing shortly there-
after. This will consist primarily of
telephone marketing with active pros-
pects being mailed a demonstration
floppy disc.

The system requirements: the user
must have an IBM PC, XT, AT or PCjr,
or compatible microcomputer with
256K RAM, two 5Y;” DS/DD 360Kb disk
drives, color or monochrome card and
80 column display monitor.

The operating system is Microsoft’s
MS-DOS. (m]

Top 25 local TV categories—

.lanuary/ Seplember ’ 1985 (continued)

Insurance
Building materials,

fixtures, equipment
Travel, hotels, resorts

(outside U.S.)
Sporting goods and
toys
Jewelry, optical
goods, cameras

Financial planning
services

Gasoline, lubricants,
other fuels

Freight, industrial
development

Publishing and media

Horticulture

Jan./Sept., 1984 Jan./Sept. 1985

82,801,600
84,161,900

70,218,700
72,410,900

87,844,500

44,084,700
42,317,100
46,612,000

36,427,400
22,816,200

74,338,100
73,708,700

69,949,600
68,770,000

61,242,400

36,584,400
34,328,500
30,553,600

30,527,100
23,516,600

Source: Television Bureau of Advertising from Broadcast Advertisers Reports data

Top 25 network Tv advertisers—
January/September, 1985

Procter & Gamble
General Foods*®
R. J. Reynolds
Industries* *
McDonald's
American Home
Products

Ford Motor
Lever Brothers
General Motors

Kellogg
Johnson & Johnson

AT&T

Philip Morris*
Coca Cola
Bristol Myers
Anheuser-Busch

Sears Roebuck
General Mills
Beatrice

Dart & Kraft

Sterling Drug

Pepsico

Mars

Pillsbury
Ralston Purina
Chrysler

Jan./Sept.. 1984

$297,455,700

146,417,500
144,863,200

122,257,600
134,406,700

110,744,500
112,197,800
140,700,600
102,774,000
131,725,200

182,042,400
113,321,000
106,050,400

94,676,900
111,976,600

127,815,800
84,241,100
81,597,200
96,165,100
77,587,900

74,431,300
56,263,600
65,444,700
65,075,100
58,862,100

Jan./Sept., 1985
$309,841,100

150,631,800
146,273,100

135,252,400
134,564,700

122,380,900
121,105,800
118,824,700
118,033,300
114,907,600

114,128,200
113,045,400
106,116,900
102,650,300
101,807,800

87,712,700
86,949,100
80,152,300
79,045,300
75,082,100

74,301,200
67,434,100
64,857,900
63,934,900
63,697,600

% change
—10
=12

=17
—19
—34

—16
+ 3

%

©

change

+4
+3
1

+ 11
0

+11

+15

+8

* Acquisition of General Foods by Philip Morris announced. * * Includes the acquired Nabisco Brands for both years
Source: Television Bureau of Advertising from Broadcast Advertisers Reports data

(continued on page 160)

Television/Radio Age, December 23, 1985

159




Profit from the most
comprehensive guide
to RETAIL RADIO &
TV ADVERTISING
ever published!

Use it to
increase sales.
Over 6,000
stations, retailers
& agencies
already have.

Building
Store Traffic

with
Broadcast Advertising

e 44 tact filled pages Paperback.8% x 11
e Wnitten by Wilham L McGee. retail broadcast
authonty. and 34 contributing experts from every
aspect ot the business. They help sell your
prospects on the value of your medium and station
» Easy to-read. non-technical terms. (Created to
make retailers more comfortable with broadcast
advertising su they'll use it more')
« Indexed so your sales people can find solutions
1o retail advertising problems i seconds

Helps your salespeople become retail
marketing consultants, not just sellers of time.
Specifically, they’ll learn ‘*How to: "

» Communicate with retailers in their language

* Getin ‘sync’ with the 3 to 6 month planning
timetables of their retail prospects

» Use in depth research data to support a meaia
mix of 1ess newspaper and more broadcast

¢ Make an etfective newspaper switchpitch with
examples of how newspaper arid broadcast deliver
over 4X the gross impressions as the same dollars
1N newspaper alone

* Help create and produce effective low cost
commercials (Text includes 34 scripts of award
winning spots)

USE Im for sales training - to switch
pitch newspapers - to support your next
presentation to your hottest retait prospect' Jl

|
Let your sales team help their retail accounts:
* Research and identfy protitable customer groups
* Research and analyze merchandising and
promotional opportunities

 Develop store positioning strategies

* Target therr advertising. using one of broad
cast's greatest strengths. to reach thewr most
protitable customer groups

¢ Increase store trathic, sales, and profits!

ORDER YOUR COPY TODAY!

| Mail 1o |
TV /Radio Age Books

I 1270 Avenue of the Americas l
New York City, NY 10020

[3J Yes. ptease send me cop(ies) of Buiiding

| Store Iraffic with Broadcas! Advertising at $50 each
| plus $1 each for shipping
O My check is enclosed tor $_
| NAMt
| HRM
AODRLSS

CITY/STATE/ 2P

lV»IJ
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Top 25 national and regional spot TV categories—
January/September, 1985

Food and food products
Automotive

Confectionery and soft drinks

Consumer services
Toiletries and toilet goods

Beer and wine

Travel, hotels and resorts
(outside U.S.)

Soaps, cleansers and
polishes

Household equipment and
supplies

Proprietary medicines

Publishing and media

Sporting goods and toys

Gasoline, lubricants, other
fuels

Apparel, Footwear and
accessories

Insurance

Pet foods and supplies

Jewelry, optical goods,
cameras

Building materials, fixtures,
equipment

Home electronics equipment

Horticulture

Household furnishings
Freight and industrial
development

Office equipment, computers

and copiers
Agriculture and farming
Smoking materials

Source: Television Bureau of Advertising from Broadcast Advertisers Reports data; top 75 markets only.

402,962,000
259,940,400
160,254,900
174,137,400

151,873,600
134,070,200

104,971,100
122,830,800

103,564,800

94,099,500
49,760,400
83,159,300

72,954,200

46,522,600

41,334,000
37,452,900

39,430,700

37,270,800
32,323,100

24,550,200
16,705,300

45,833,900

15,794,200
10,224,400

Jan./Sept., 1984 Jan./Sept. 1985

$628,573,300 $663,995,300

501,025,900
284,227,700
187,254,900
177,674,900

162,182,800
130,042,100

125,119,500
123,782,500

106,102,100

104,376,100
92,096,500
74,105,600

58,144,900

56,234,200

43,618,000
41,662,200

40,064,800

33,881,300
31,221,500

29,642,700
27,539,400

19,026,400

13,522,900
9,879,000

% change

+ 6
+24
+ 9
+17
+ 2

+ 7
-3

+19

+ 1

+ 2

+11
+85
—11
—20

+21

+ 6
+11

+ 2

-3

Top 25 national and regional spot Tv advertisers—
January/September, 1985

Procter & Gamble
Pepsico Inc.
General Mills
General Foods*
Coca Cola

68,530,400
59,170,000
72,076,200
39,436,300

Jan./Sept.. 1984  Jan./Sept. 1985

$146,776,100  $180,121,900

78,328,700
70,063,900
69,237,800
53,855,900

% change

+ 23
+ 14
+ 18
-4
+ 37

(continued on page 162)
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the marketplace

The Marketplace Rates

Situations Wanted: $30.00 per
column inch. All other classifica-
tions: $42.00 per column inch,
Frequency rates apply Minimym
space one inch. Maximum space
four inches. Add $1.50 handling
charge for box numbers. Copy must
be submitted in writing and is due
two weeks preceeding date of
issue. Payable in advance, check or
money order only.

All ads accepted at discretion of
publisher. Address:

The Marketplace
TELEVISION/RADIO AGE
1270 Ave. of the Americas
New York, N.Y. 10020

‘ Help Wanted Help Wanted

Help Wanted

LOCAL SALES MANAGER
KSTP-TV
HUBBARD BROADCASTING, INC.

Must have successful back-
ground in local sales manage-
ment. Knowledge of Twin City
market helpful, but not neces-
sary. Nationa! or rep experience
also helpful. Salary, plus bonus.
Negotiable. Outstanding Oppor-
tunity. Contact Mr. James Blake,
Vice President/General Sales
Manager, 612-642-4350.

Equal Opportunity Employer M/F

5

KSTP-TV

PROGRAM

DIRECTOR—TV

Top 70 midwest network TV affili-
ate seeks outgoing, dynamic indi-
vidual who's ready to reshape our
promotion, production, and com-
munity affairs.

Responsibility for program direc-
tion and operations management
gives you a major say in the on-air
look of our station. This position
requires managerial skills as well
as extensive knowledge of com-
mercial TV pragramming and op-
erations. Excellent opportunity to
move up from number-2 spot at
major-market station. Send re-
sume, compensation history to:

Box 1123A,
Television/Radio Age
1270 Ave. of Americas, NYC, 10020

An Equal Cpportunity Empioyer

ON-AIR PRODUCER

Leading independent in top ten mar-
ket looking for that unusual promo-
tion producer who can merchandise
our station’s programming in a way
that is fresh and imaginative. The
candidate must possess the kind of
creativity, motivation and sense of
humor that generates ‘‘rating
points.”” Particular strengths in news
and local programming promotion a
must. College background should be
relevant and candidate should have
7 to 10 years experience in all as-
pects of on-air production. In addi-
tion to being an innovative concep-
tualizer and adroit writer, candidate
must have a thorough knowledge of
all State of the Art graphic equip-
ment capabilities. Send cassette,
resume to: Box 689X, Television/
Radio Age, 1270 Ave. of Americas,
NYC, 10020.

An Equal Oppartunity Employer.

ARTIST/TV

Graphic artist to create storyboards
and prepare art for electronic comput-
er animation. Must be proficient in TV
adv. and network guality graphics.
Ability to create and prepare mech for
print ads helpful. Non-smoker. Excel
future for creative person with exp. in
TV/computer animation. Send re-
sume to Dolphin Productions, Inc.,
140 E. 80 St., NYC 10021

RADIO & T.V.
SALES PRO WANTED

Seasoned pro familiar with
local spot sales & presently
employed by station who de-
sires unique oppty with well-
financed aggressive co. Top
salary, benefits package. In-
centives.

212-673-1515

WANTED
GENERAL MANAGER

Sales oriented, aggressive GM
for spanish speaking station/SIN
affiliated; third largest spanish
speaking market; bilingual useful
but not necessary; must be will-
ing to relocate to El Paso, Texas.
Terms and fringe benefits nego-
tiable. Send resume to KINT-TV,
Channel 26, El Paso, Texas
79912; (915) 581-1126. Con-
tact Mr. Najera or Rosa Maria.

SLEEK NEWS SET FCR

SALE
Oak co-anchor set. 2 yrs old.
Interview set attached. Tape
available. Best offer. Nancy
Sprague 904-354-1212.

PRODUCTION SALES REP
FOR DOLPHIN

World's Finest Production/Computer
Animation Firm, seeks Experienced
Person with Excellent Track Record
dealing with agencies, broadcasters
and corporations. Career opportuni-
ty. Call A. Stanley (1-6 P.M.) 212-
628-5930.
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161




A GREAT RADIO
PROMOTION
SOURCEBOOK

The MUST book to help

you boost ratings and in-

crease sales and profits.

e A giant 400-page hand-
book

e Over 250,000 words

e Over 1,500 on air promo
themes

e Over 350 contests, stunts,
station and personality pro-
mos

$36.45 for thousands of

dollars of stimulating, rev-

enve-producing ideas

TELEVISION/RADIO AGE BOOKS
1270 Avenue of the Americas
New York. New York 10020

)

]

]

]

]

i

]

. Gentiemen:

. Please send me HANDBOOK OF
! RADIO PUBLICITY & PROMOTION
: @ $36.45 each.
]

]

]

t

|

]

A check tor enclosed.

Name

Address
City

Toyota Motor Sales
Anheuser-Busch

Dart & Kraft

R.J. Reynolds Industries*® *
GTE Corp.

Nestle S.A.
Lever Brothers
Kellogg
Beatrice
General Motors

Philip Morris*
Nissan Motor Co.
Nissan Auto Dealer

Association
Ralston Purina
Mars, Inc.

Warner Lambert
Pharmaceutical

Hasbro

MCI Communications

| Ford Motor

Chevrolet Auto Dealer
Association

Restaurants and drive-ins

Auto dealers

Food stores and
supermarkets

Banks, savings & loans

Furniture stores

Department stores

Amusements and
entertainment

Leisure time activities,
services

Radio stations and cable Tv

Appliance stores

Movies

Home improvement stores

Discount department stores

Medical and dental services

Auto repair and service
stations

Jan./Sept.. 1984

44,366,700
45,354,700
42,512,100
44,973,400
16,262,300

33,514,700
43,167,300
28,716,300
34,598,500

25,525,800 °

37,309,900
33,003,400
22,174,100

23,190,800
33,661,700

27,764,100

11,791,100
30,608,400
30,378,800
17,912,500

Top 25 local TV categories—
January/September, 1985

Jan./Sept., 1984

$426,099,900

187,961,500
177,043,200

147,729,800
119,745,300

105,855,300
81,693,700

75,909,100

92,312,200
54,095,200

62,740,900
57,132,700
49,009,500
45,543,600
47,507,900

52,507,800
52,312,800
48,184,900
44,537,900
44,219,900

41,073,100
37,852,100
37,642,300
37,201,400
37.079,100

36,868,400
36,804,800
34,402,100

33,725,800
32,239,600

29,235,800

28,480,300
27,524,100
27,380,000
25,813,800

Jan./Sept. 1985

$504,602,300

237,833,600
183,812,600

138,248,300
137,148,100

110,198,100
93,803,800

93,202,400

91,377,800
74,796,400

74,593,700
69,528,900
61,662,400
60,963,000
56,149,200

Top 25 national and regional spot Tv advertisers—
January/September, 1985 (continued)

Jan. /Sept. 1985

% change

+ 18
+ 15
+ 13
=
+172

23
12
31

8
45

+

+++ |

- 1
12
55

+ o+

+ 45
- 4

3= 15

+142
- 10
- 10
+ 44

* Acquisition of General Foods by Philip Morris announced. * * Includes the acquired Nabisco Brands for both years.
Source: Television Bureau of Advertising from Broadcast Advertisers Reports data

% change

+18
+27
+ 4

=0
+15

+ 4
+15

+23

==
+38

+19
+22
+26
+34
+18

(continued on page 164)
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In the Picture

Preston R. Padden

President of Association of
Independent Television Sta-
tions is deeply involved in
must carry matters as well as
two major studies due to be
aired at upcoming conven-
tion in Los Angeles, one on
whys and wherefores of bar-
ter and the other tracing the
growth and potentional of
the independent station

h business.

INTV president, new to job,
came in at one of the most
critical times for indies

Preston R. Padden came aboard the Association of
Independent Television Stations as president, replac-
ing Herman Land, a brief seven months ago and
within a short time became embroiled in one of the
most critical issues facing indies—the must carry sit-
uation.

But the striking down of the Federal Communica-
tion Commission’s must carry rule by a U.S. appel-
late court on First Amendment grounds hasn’t stood
in the way of his tackling other major issues affecting
the interests of the growing independent station com-
munity.

There’s the sticky barter question: Do barter shows
hurt independent stations more than they help
them? Answering this has been delegated to the But-
terfield Communications Group, whose research will
be presented to INTV members at the annual con-
vention early next month. .

What Padden described as an “exhaustive study”
of the independent station business has been com-
missioned. Having been conducted by Frazier, Gross
& Kadleg, it is likewise scheduled for airing at the
convention (an off-the-record preview and back-
grounder was presented to the press in Washington
last week).

The audience undercount

The complex problem of what to do about the under-
statement of independent station viewing levels in di-
ary-only (non-metered) markets has been the subject
of discussions between INTV and Arbitron and Niel-
sen. Padden has asked the two rating services to bear
part of the cost of researching a “calibration” formu-
la for adjusting diary data. While the INTYV presi-
dent considers the audience understatement issue
“the Number 1 priority project of the INTV market-
ing effort,” an INTV member subcommittee is taking
a “zero-based” look at the association’s entire mar-
keting effort.

Handling these and other matters inevitably in-
volve long working hours. Padden says he’s used to it.
When he was going to George Washington University
law school in Washington fulltime, in order to earn
needed income, he was tending the switchboard at
Metromedia’s WTTG(TV) nights and weekends, clerk-
ing for Tom Doughterty, associate general counsel
and Washington vice president for Metromedia and
acting as “dorm daddy” for undergraduates at GWU.

Padden went to work for Dougherty right after
graduating law school (with honors) in 1973 and re-
mained with Metromedia until he was chosen for the
presidency of INTV. He has a high regard and feels
deep gratitude for Dougherty’s mentorship and also
regards his dozen years with Metromedia as the best
possible training for his present post.

As a major independent station owner, Metrome-
dia provided Padden with a depth of experience in
regulatory matters and that, of course, prepared him
for the host of problems that descended on his shoul-
ders when he took over the INTV presidency. In
short, while his entire pre-INTV professional career
was with one employer, Metromedia, INTV did not
present a jolt.

The must carry issue, of course, is very much on
Padden’s mind. It has generated an INTV proposal
that appears to have a fair chance of FCC approval.
This proposal links the compulsory license for cable
systems with must carry in a way, Padden believes,
that meets the constitutional test. It assumes the
FCC has authority to determine what signals a cable
system can carry under the compulsory license.
Hence, the proposal that if a cable system does not
wish to carry all local signals, it would have to “nego-
tiate separately or in some other form (such as a
copyright pool) for the use of copyright programs on
broadcast stations.” The compulsory license would
be applicable only if the station carried “the entire
signals of all local television broadcast stations with-
out discrimination or charge.”

Since this proposal does not prohibit or require ca-
ble systems to carry any particular TV station, it does
not conflict with the First Amendment, Padden
holds. “It doesn’t compel speech or prohibit speech.”

The marketing outlook

Up until recently, regulatory matters were not the
crucial problem for indies. Getting agency acceptance
was. That barrier has been crossed for the most part,
but other marketing aspects have emerged. Aside
from “calibration,” there is the question of how to
sell time on indies in the new environment of prolif-
erating indies in the major markets and indies pop-
ping up in smaller and smaller markets. Padden says
one line of thinking at INTV is to put more promo-
tional pressure against clients.

INTYV expects about 245 indies on the air by the
end of the year. It already has 140 members, a diverse
enough group to suggest that Padden may one day
have to adjust serious conflicting viewpoints. In ap-
proving the FG&K study of independent TV, there
was a sense among board members, says Padden, that
the independent station medium had come of age.
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You don't have to move
mountains to make a differ

ence on this earth.

By leaving even the small
est legacy to the American
Cancer Society invour will,
vou can leave a loving and
lasting impression on life.

And giving life 1s the
agreatest

Way ()f l(~a\ IAMER'CAN
CANCER

ng vour ‘2’
mark on it. 2 SOCIETY”
Fer ime mtormat i nr
acal ACS Uit or wrte to the
Arenican Carer Sodety,

4 Wt 35th Street, New York, NY 1000
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Top 25 lecal Tv categories—January/
September, 1985 (continucd)

Local education services
Hotels and resorts U.S.
Clothing stores

Drug stores

Builders and real estate

Auto supply and accessories

Health clubs

Legal services

Carpet and floor covering
stores

Rental services

Jan. /Sept.,

36,512,400
46,439,800
41,960,700
36,711,700
35,061,900

26,617,900
24,989,900
20,571,000
25,776,700

23,792,700

1984 Jan./Sept. 1985

52,227,900
50,359,000
49,647,400
41,852,200
35,084,700

31,364,500
30,745,500
28,112,500
27,596,000

26,826,400

% change

+43
+ 8
+18
+14

0

+18
23
+37
SN

+13

Television Bureau of Advertising from Broadcast Advertisers Reports data; top markets only; co-op advertising generafly is
credited by BAR to the manufacturer and is not included in the above categorles.

Top 25 local Tv advertisers—January/

September, 1985

McDonald’s Corp.

Pillsbury Co. (Burger King,
Godfathers)

Pepsico, Inc. (Pizza Hut,
Taco Bell)

Wendy's International

R.J. Reynolds Industries
(Kentucky Fried Chicken)

Sears Roebuck & Co.

The Kroger Co.

Jerricho, Inc. (Long John
Silvers)

Walt Disney Productions

Imasco. Ltd. (Hardees,
People’s)

American Stores Co.
Dayton-Hudson Corp.
Federated Department Stores
I.C. Industries (Midas Muffler)
K Mart Corp.

Lucky Stores, Inc.

May Department Stores Co.
Winn Dixie Stores

Bally Mfg. Corp.

Safeway Stores

Denny’s Inc.

Aamco Industries

J.C. Penney Co.

Gulf & Western Industries
(movies)

General Mills, Inc. (Red
Lobster)

Jan. /Sept.,

68,145,800
52,480,100

31,056,900
17,780,100

20,062,600
16,727,900
14,887,700

9,023,200
16,733,100

18,405,500
18,412,400
16,528,400
10,662,300

8,714,500

12,335,600
10,102,200
10,811,800
11,309,200
15,565,600

4,999,600
11,918,800
10,185,700
13,511,600

12,792,200

1984  Jan./Sept. 1985

$65,938,600 $91,481,800

69,729,400
65,646,100

31,951,700
22,117,600

21,031,900
19,698,500
19,632,300

18,827,000
18,326,100

18,277,900
17,620,500
17,124,900
16,716,500
15,780,500

14,801,000
13,115,100
12,905,400
12,502,300
12,269,700

11,742,300
11,559,900
11,554,300
11,190,100

10,978,900

Source: Television Bureau of Advertising from Broadcast Advertlsers Reports data

% change

39
2

25

3
24

++ + ++
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Inside the FCC

Dennis R. Patrick

FCC commissioner,

in recent speech before
the Western Cable Show
in Anaheim, Calif.

Must carry rules were
unconstitutional and did not
promote public interest

The D.C. Circuit [court] made an historic decision
this year in the Quincy case. In Quincy, the court
struck down the must carry rules as unconstitutional.
The court found that the rules, very simply, were not
the least restrictive means to achieve the commis-
sion’s stated purpose of assuring the continued exis-
tence of local, off-air broadcasting. On the contrary,
the must carry rules were found to be fatally over-
broad. Therefore, their infringement on the First

| Amendment rights of cable could not be justified.

. Although the court rested its decision on its find-
ing that the rules were unconstitutional, the court
also chided the FCC for its failure to scrutinize care-
fully the rules’ basis and impact. The court seemed
offended by the negative impact the must carry rules
had on consumers. Such an anti-consumer impact is
difficult to square with the very purpose for commis-
sion rulemaking: to preserve and promote the public
interest.

Multiple affiliates

The court had it right. The must carry rules, as they
existed prior to Quincy, did not promote the public
interest:

® How did it benefit the public to require a cable
system to carry two NBC affiliates or three ABC af-
filiates when the viewers would prefer to get CNN or
C-SPAN instead of the duplicative signals? The must
carry rules were oblivious to consumer preference.

B How did it further the public interest to require a
cable system to drop a popular signal in order to ac-
commodate a new special interest station whose mar-
ket share might never grow beyond 3 per cent? The
must carry rules were oblivious to consumer demand.
The must carry rules were also deaf to the suggestion
that those people who were interested in the special-
ized programming offered by the new station would

be willing to use an A/B switch, or otherwise act to

ensure they could receive the signal over-the-air.

m How did it further the public interest to require a
cable operator to carry a signal so clearly non-local
that it could not be received off-air and, therefore,
had no market share in the cable franchise area at
all? For example, by adding Melbourne to the hy-
phenated market of Orlando-Daytona Beach, the
must carry rules required a small UHF in Melbourne
to be carried by a cable system in Flagler Beach, over
100 miles from Melbourne. This was despite the fact
that none of the residents of Flagler Beach received-
—let alone watched—the Melbourne station. I dis-
sented to that decision, because it was wrong as a
matter of law and policy. It constituted an expansion
of the must carry rules far beyond their already sus-
pect borders.

I dissented again when the commission added Clo-
vis, Hanford and Visalia to the Fresno market; and I
resolved to dissent to each unwarranted hyphenation
thereafter. Mercifully, the Quincy court put a stop to
this hyphenation hysteria.

Positive first step

The commission declined to appeal the Quincy case.
A majority of the commission concluded that the
Quincy decision represented a positive first step to-
ward recognizing full First Amendment rights for all
electronic media. We also found that it constituted
progress toward a free marketplace.

We indicated, at the time, that we could not con-
ceive of a revised rule which would meet the court’s
requirements for constitutionality and our own policy
objectives. We have received some petitions for rule-
making; we recently initiated a public proceeding in
order to exmaine fully those proposals and others
filed. I will read and analyze the petitions and com-
ments carefully, and I am open to being convinced
that a new rule is warranted if an adequate showing
is made.

So let’s talk about the showing that will be re-
quired. The court placed a heavy burden on those
who would justify a rule. If must carry regulation has
only an incidental burden on First Amendment
rights, then the O’Brien test will apply. Under this
test, the court would have to be convinced, first, that
a rule is needed to further a substantial government
interest. Here that interest is preserving free, off-air,
locally oriented television. But the court will not as-
sume regulation is necessary to achieve the goal sim-
ply on the FCC’s say-so. Instead, the court strongly
suggested that it wants empirical proof that without
must-carry regulation, cable subscribers would stop
viewing off-air television in such large numbers that
the economic vitality of local broadcasting would be
hurt, not just that of a given broadcaster. The court
in Quincy suggested that this requisite evidence was
sorely lacking.

Once it is shown that regulation is necessary to
achieve a legitimate government interest, the court
would next have to be convinced that the rule is no
broader than is absolutely essential to further that
interest. The Quincy court found that the current
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Inside the FCC (continued)

must carry rules were fatally overbroad. After noting
that the rules were intended to protect local broad-
casting (that is, localism) and not individual local
broadcasters, the court noted a number of flaws in
the must carry rules which rendered them overbroad:
B They ignored the quantity of local broadcast sta-
tions present in a market.

@ They ignored the quantity of local stations already
carried on cable.

® They ignored the amount of local programming a
local station carried—or, indeed, whether it carried
any.

B They ignored whether the programming of the lo-
cal station desiring coverage is duplicative of a sta-
tion already carried.

8 They ignored whether carriage of one station
would result in the deletion of another, thereby im-
pinging on a cable operator’s editorial autonomy.

@ They ignored the cable viewers’ preferences.

® And they ignored the financial health of the
broadcast station and whether it even needed the
rules to survive.

Fashioning a rule which accounts for these many
factors will not be an easy one. And I do not expect
that the commission will again make the same mis-
takes for which the court chided us in Quincy: We
should not adopt new rules without a firm basis for
concluding that material harm to local broadcasting
would result without government intervention; we
should not adopt rules without first determining that
regulation is necessary to protect the public interest.
We should not adopt a rule that is broader than nec-
essary, or has an anti-consumer impact.

I put you on notice, therefore, that this is one com-
missioner who will not vote to adopt a new must car-
ry rule simply because it results from an industry
compromise. The commission’s ultimate focus is, and
must be, on the public interest, not on the desires of
cable operators or broadcasters. The public interest
is fully served when local broadcasting is available
off-air and when the media has full First Amendment
rights. We must have a strong basis for concluding
that these goals are in conflict with each other, and
with a free market, before we contemplate compro-
mising cable’s First Amendment rights.

Compulsory licensing

Finally, let me touch on one of the last roadblocks to
deregulation, even though it is one being zealously
guarded by cable itself. That is compulsory licensing.
At the time we decided not to appeal the Quincy de-
cision, I stated—and I continue to believe—that both
the must carry rules and the compulsory licensing
provisions in the Communications Act are impedi-
ments to a totally free marketplace. In a free market,
the cable operator would exercise editorial discretion
by deciding what it would like to carry, and then it
would negotiate for the right to carry those signals.
Must carry impedes editorial discretion and compul-

sory licensing obviates the need for carriage negotia-
tion. In this sense, the two are undeniably linked.

I do not expect to convince you today that you
should prefer life without compulsory licensing, al-
though I note that NTIA posits that you’d have a
better supply of programming, produced directly for
cable, without it, because the program producers
could get compensated more directly. Under compul-
sory licensing, you have guaranteed access to all
broadcast signals and you only pay for distant non-
network signals. It suits your purposes and your
pocketbooks, therefore. But could you live without
it? Why should you? Because this is a vestige of regu-
lation remaining in a largely deregulated world. And
if it is not a necessary one to further the public inter-
est, then it has no more legitimacy than the must car-
ry rules.

Possible solutions

Is it necessary? The major complaint I have heard
advanced by cable is that insurmountable transaction
costs would be imposed on each cable operator, to ne-
gotiate separately with the owner of each program,
often the Hollywood producer. I question whether
the problems are truly insurmountable.

For distant non-network signals, there are identifi-
able superstations which already exist and which ar-
guably already pay for the fact that their television
signals are retransmitted on cable. There is a single
entity in place—the superstation—which could offi-
cially and explicitly negotiate and pay for both the
right to television transmission and the right to cable
retransmission. Those cable systems wanting to carry
the superstation would then negotiate with a single
entity for that right. The transaction costs to cable
for obtaining the rights to retransmit superstations,
therefore, would not seem to be overwhelming.

For local stations, a workable mechanism is not yet
in place. But that doesn’t mean one is not obtainable.
It may simply mean that we would have to factor in a
transition period to avoid undue dislocations. I agree
that a system in which a cable operator is required to
negotiate copyright liability with each program’s
owner would be neither practicable nor desirable.
However, I disagree that such a result is inevitable
without compulsory licensing. Since when is it cable’s
position that it just can’t function without a federal
big brother to cushion the marketplace?

In a world without compulsory licensing, the mar-
ket would respond with mechanisms to establish and
distribute royalties, similar to BMI or ASCAP. Com-
pulsory licensing is a government version of the
BMI/ASCAP system. But it’s worse, because the gov-
ernment is setting the price and telling everyone to
play. And the government is setting those prices with
no special insights as to what is just and fair.

To those of us who believe that a competitive mar-
ket can better set prices than a governmental body,
compulsory licensing does not set well. At a mini-
mum, it deserves a close look. I don’t pretend that
elimination of compulsory licensing would be easy or
that other changes might not also be needed.
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May YOUR HOLIDAY SEASON
BE PROGRAMMED WITH JOYAND SUCCESS
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p * Half-hour daily strip designed for late fringe!
& « Featuring the biggest names in music, comedy and varlety'
+ Satellite delivered in stereo!
+ 10 million-plus dollar production budget!
* Unprecedented promotionali support!
+ Coming September 1986!
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- . “It’sanéw kind of television produced by Motown Productions in association with
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