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THE BEST IN THE BUSINESS
GETS BETTER!

AN ALL NEW SEASON OF MYSTERY, FANTASY,
COMEDY AND ADVENTURE!

From Claster and Sunbow...
Creators of the #l, #2 and #3 rated
syndicated children’s pregrams:

B TRIBUNE

= ENTERTAINMENT
Company TELEVISION PRODUCTIONS

© 986 A subsidiary of Tribune Broodcasting Co
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OUR
SPECIALS
WILL
KNOCK
YOU OUT..

RONNIE MILSAP, RCA RECORDS.

AND
MAKE
YOU SEE
STARS.

Our exclusive
Homecoming
concerts star
Ronnie Milsap,
Rosanne Cash,
Hank Williams, Jr.,
Charlie Daniels,
The Oak Ridge
Boys and more -
a dazzling array
sure to knock
out our 22 million
viewers:

Join us. We're
The Nashville
Network,
shining brighter
than ever.

£)

THE NASHVIULE NETWORK
AMERICAS COUNTRY HOME

© GROUP W SATELLITE COMMUNICATIONS 1948,
*A.C. NELSEN NHI 8/56, GWSC NESEAICH | STIMATE.
COMPLE TE Df TAILS AVAILABLE UPON REQUE ST,
FOI MOHE INFOItMATION CALL 1-212-b5/-85 14
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THE POWER
IS OVERWHELMING.

fl Q .h( ’

Nothing can stop the power of “Passion.”

Fifteen explosive motion pictures that unleash the
fury of man’s most intense emotions.

Not just the passion of love, but the passion to win.
To pursue the ruthless quest for power. Satisfy a hunger
for revenge. Surrender to the driving force of greed. Or the
fury of desire.

It's where reason is ruled by obsession. And all that

matters is getting what you want—at any cost and against
all odds.

“Passion” is thrilling. Compelling. And unforgettable.
Outstanding drama packed with all the action and adven-
ture you need to fire up your ratings now.

Call your Blair Entertainment representative today.
You know you can't resist.

B BLAIR ENTERTAINMENT

.l- 1290 Avenue of the Americas » New York, NY 10104 « (212) 603-5990

* 1986 Blarr Entertainment, Ait righ
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BATK

This invaluable source book not only provides complete in-
structions for the producer who wants to improve his video
soundtracks, it also helps introduce the experienced audio engi-
neer to video editing techniques! This comprehensive coverage
lets you see how all steps of the video and audio production
processes work together to create a first-rate production.

Learn all the basic techniques of the sweetening process . . .
spotting, laydown, track building, mixing, and layback. Then
explore advanced professional techniques for treatment of on-
camera dialog, music, sound effects, Foley, narration, background
presence, stereo mixing . . . and MORE.

In addition, a fascinating discussion is included on state-of-the-art
technology—digital recording, compact discs, higher-density record-
ing formats—and how it will affect small-scale audio sweetening.

T-1994  Hardbound (only) $30.00
224 pages

—_—— e e . ——— e e e — e, —— — ——— . —

Television/Radio Age Books
1270 Avenue of the Americas
New York, N.Y. 10020

Enclosed find $__ for
Sweetening for Film and TV.

copies of Audio

Name

Company

Address

City State __ _
Price includes postage and handling.

Zp

Company Purchase Order or Payment Must Accompany This Order.
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124 Episodes Guaranteed
Available Fall 1987
Sold in 150 markets

121 Episodes Guaranteed
Available Fall 1987
Sold in 138 markets

100 Episodes Guaranteed 114 Episodes Guaranteed
Available Fall 1988 Available Fall 1989
Sold in 128 markets Coming Soon
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Publisher’s Letter
S .

TV webs facing financial realities,
while affiliates rev up sales efforts

l n 1986, the TV networks faced the financial realities of the business cycle.

Nineteen-eighty-six is the year that Capital Cities took over a much
larger entity, the American Broadcasting Co. Nineteen-eighty-six will be
remembered as the year that CBS changed direction with a newly-intro-
duced personality at the helm—Laurence Tisch. It will also be remem-
bered as the year that General Electric, a $28 billion. company, swallowed
up RCA-NBC in a $6 billion transaction. And if this wasn’t enough, a total
of several billion dollars of station sales were consummated.

The battle for control of CBS attracted the most. attention since it
involved present and past titans. Cover stories in Time and Newsweek,
front page stories in The New York Times, Washington Post, and Los
Angeles Times delineated the debacle and the departure of Thomas Wy-
man. What is particularly fascinating in observing the battle from the
hillside on Avenue of the Americas (similar to ancient Greeks watching the
battles of their own armies), is that the affiliates, the backbone of any
network, were never a factor in these transactions.

More competition. But the affiliates have changed, too. The networks are
getting more competition from several areas—cable, barter syndication,
VCRs and independents. Some advertiser/agency executives are predicting
that by 1990, the three-network share of audience will have dropped to
about 50 per cent of the total.

What affiliates are doing is going after business more aggressively. Ac-
cording to TV/RADIO AGE projections of Business Barometer data, local
business is expected to surpass national in 1989. TvB’s Roger Rice has
estimated that local has topped national spot billings during the first six
months of this year. However, Rice has noted that another reason for the
sizable climb in local billings figures this year “is that national advertising
agencies are increasingly using regional offices to place business.” Some
business that would normally be defined as spot is ending up in the local
column because of direct dealing with stations by ad shops, who bypass
reps.

More stories. This emphasis on local is the reason you will see more stories
on local business in TV/RADIO AGE. After many years, stations and reps
have still not determined a formula for commission arrangement on local/
national accounts, such as Sears Roebuck, J.C. Penney, and other national-
local advertisers. But as the business becomes more competitive, that, too,
will be solved.

The networks are fully aware that the stronger the affiliate, the stronger
the network. CBS, for example, has just made available to its affiliates a
new marketing tool called CAP-MATRIX (see page 66). The system
weights sex-age data from Arbitron viewing information with product
usage and geodemographic data.

The fact remains that the great potential in this business is in the local
area. l.ast year, newspapers grossed $21.8 billion in local revenues, accord-
ing to McCann-Erickson. Television local revenue according to TV/RADIO
AGK’s Business Barometer in 1985, was $4.65 billion. Television, with
greater audience and penetration, grosses only one-fourth as much as
newspapers in local revenues. However, there is no doubt that this ratio will
narrow (further) as time goes on. This will come from retailers’ growing
knowledge about 1'v’s effectiveness and TV stations’ growing knowledge
about retail marketing and operations.

.
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These Stations Have the...

NEW YORK

LOS ANGELES
CHICAGO
PHILADELPHIA

SAN FRANCISCO
SAN JOSE

BOSTON

DETROIT
WASHINGTON D.C.
DALLAS-FT. WORTH
CLEVELAND
HOUSTON
PITTSBURGH
ATLANTA

SEATTLE

TAMPA

MIAMI
MINNEAPOLIS

ST. LOUIS

DENVER
BALTIMORE
INDIANAPOLIS
HARTFORD-NEW HAVEN
PORTLAND, OREGON
ORLANDO
CINCINNAT!
MILWAUKEE

NEW ORLEANS
BUFFALO
GREENVILLE-SP-ASHE
COLUMBUS, OHIO
OKLAHOMA CITY
BIRMINGHAM
RALEIGH-DURHAM
SALT LAKE CITY
GRAND RAPIDS
PROVIDENCE
HARRISBURG/YORK
SAN ANTONIO
NORFOLK-PORTSMOUTH
ALBANY

TULSA

LITTLE ROCK
FLINT-SAGINAW
SHREVEPORT
MOBILE-PENSACOLA
WICHITA-HUTCHINSON
TOLEDO

FRESNO
JACKSONVILLE
ALBUQUERQUE
SYRACUSE

GREEN BAY
ROANOKE-LYNCHBURG
CEDAR RAPIDS

SPOKANE
LEXINGTON
JOHNSTOWN-ALTOONA
CHATTANOOGA
TUCSON
SPRINGFIELD, MO
TRI-CITIES
HUNTSVILLE
LINCOLN-HASTINGS
EVANSVILLE

FT. WAYNE

LAS VEGAS
COLORADO SPRINGS
PEORIA

LANSING

FARGO
CHARLESTON, SC
SAVANNAH
WAUSAU

MACON
ODESSA-MIDLAND
CASPER-RIVERTON
JACKSON, TN
BOWLING GREEN
ANCHORAGE
VINEYARD
WENATCHEE

A
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432 Park Avenue South, New York, NY 10016 (212) 685-6699

1986 Orbis Communications..Inc. All Rights Reserved
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INVESTMENT
THAT
WORKS
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HARD
AS | DO"

| figure my hard-earned money
should be making money, too. So |
invest in U.S. Savings Bonds. Why?
Because Bonds earn market-based
interest rates—just like money market
accounts. This guarantees me a
competitive return, no matter what
happens to interest rates. All | have
to do is hold my Bonds for five years.

Let your money work as hard as
you do. Buy US. Savings Bonds
where you bank or work.

For the current rate, call

1-800-US-BONDS.
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Letters

Children’s programming

I wanted to take a moment to salute

you on your August 4th story on chil-
dren’s television (Web kid schedules
set out to sidestep syndie macho ac-
tion).

It is so seldom one can rave about
an interview about which one is the
subject. But you indeed captured the
total picture of my communication,
quoted me very accurately . .. a rarity
I have learned . . . and presented a
very well written clarification of the
children’s television industry today.

Congratulations.

SQUIRE D. RUSHNELL
Vice president,

Long Range Planning and
Children’s Teleuvision,
ABC Entertainment,
New York

Good job

I thought you did an excellent job on
the MTV article (MTV, at age five,
keeps itself ‘hip’ with fresh concepts,
September 1). Keep up the good work!
KENNETH F. GORMAN

Executive vice president,

Viacom International,
New York

Short takes

With her mention of a three-second
condensation of the National Anthem
(Letters, “15-second spots,” Septem-
ber 1), Josephine Cummings [execu-
tive vice president, executive creative
director, Tracy-Locke, Dallas] stirs
some amusing memories of the diffi-
culties of creating very brief commer-
cial music tracks. The late British
composer, Eric Siday, was master of
the genre. In the early 1960s—using
the newly-developed music synthesiz-
er—he created a famous three-second
Maxwell House “percolator top” elec-
tronic signature for Ogilvy & Mather.
Then he went on to utilize the first
seven of the final 13 notes of “The
Star-Spangled Banner” for an even
briefer two-and-a-half second sound
logo that served the agency’s Ameri-
can Express client loyally for many,
many years. As [ said, Eric was Brit-
ish; I will never forget his first ques-
tion after he had played the demo for
me over the phone. “Linc,” he asked
nervously, “will I be arrested?”
LINCOI.N DIAMANT
President,
Spots Alive Consultants, Inc.
New York

Spot rebound

The broadcast business has historical-
ly run in cycles. Let’s hope that your
optimistic report on spot TV sales in
the August 18 issue (Spot Report,
“Reps see signs of third quarter spot
rebound”) means that cycle is ready
for an upswing.

LLOYD VENARD

San Diego

Revised figures

Arbitron has made available minor re-
visions in the ADI listings for 1986-"87,
shown on pages 113-116 in the Sep-
tember 15 issue:

Denver TV households have been re-
duced slightly, from 1,029,700 to
1,025,000. Its rank remains 19th.

Birmingham TV households have
been reduced slightly, from 555,500 to
550,700. Its rank remains 43rd.

Montgomery-Selma TV households
have been increased from 196,400 to
209,500, and its rank moved up from
112th to 108th. Consequently,
Charleston, S.C., moves from 108th to
109th ADI, Savannah moves from
109th to 110th ADI, Salinas-Monterey
moves from 110th to 111th ADI, and
Lafayette, La., moves from 111th to
112th ADIL.

Meridian TV households have been
reduced from 75,200 to 66,900 and its
rank moved down from 174th to
177th.

Consequently, Ardmore-Ada moves
from 175th to 174th ADI, Grand Junc-
tion-Durango moves from 176th to
175th ADI and Jonesboro moves from
177th to 176th ADI.

Cheyenne-Scottsbluff TV house-
holds have been increased from 45,400
to 50,100 and its ADI rank moved up
from 192nd to 188th. Consequently,
Butte moves down from 188th to
189th ADI, St. Joseph moves down
from 189th to 190th ADI, San Angelo
moves down from 190th to 191st ADI
and Jackson, Tenn., moves down from
191st to 192nd ADI.

Correction

The story on major market news in
the August 18 issue included
WRGB(TV) Albany-Schenectady-Troy
as among the affiliates which had re-
duced its early evening news from an
hour to a half hour. This was an error,
due to incorrect information from a
special Nielsen tabulation.

WRGB still has an hour of early
evening news.

Television/Radio Age, September 29, 1986
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Proudly Presents

PACIFIC
INTERNATIONAL
TELEVISION
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Sidelights

Aid in using AID

Arbitron calls its Target AID computer
runs, “‘a powerful marketing tool’ that
can show advertisers and broadcasters
“how consumers live, what they buy,
and how you can reach them and get
their attention.”

Robyn R. Ross agrees, with enthusi-
asm but also with reservations. Ross is
corporate research director of Century
Broadcasting, and her enthusiasm for
Target AID as a marketing tool has led
her to create a special presentation to
educate radio buyers about how to use
it to multiply radio’s power to sell their
customers.

But AID can do its job, warns Ross,
only when it's used right. Ross says it’s
important to warn buyers—and sta-
tions, too—if they don’t realize the
booby traps and how easy it is for a
station to misuse AID, either uninten-
tionally or otherwise.

Says Ross: “If AID is used to mislead
buyers, buyers will come to mistrust it,
even when it’s used right.

She explains that Donnelley’s Clus-

terPlus (one of the sources on which
AID i8 based) is a demo-geographic
clustering system hased on U.S. Census
data and broken out by zip code and
constantly updated. “And since Arbi-
tron knows what zip codes its diaries
come from, AID can combine ratings
and ClusterPlus and Simmons to rank
stations by their listening among, say,
professionals, or among skilled blue
collar workers, or frequent airline fly-
ers, or among heavy users of any one of
over 750 Simmons-tracked products
and services and more than 3,500
brands.”

‘Headline labels.” But Ross com-
plains that because Arbitron’s promo-
tional brochure breaks out AID’s clus-
ters by “47 headline labels like ‘upscale
suburbanites with children in the
home,’ or groups of half a dozen clus-
ters with labels like ‘Younger mobile
upscale families, children, new homes,’
there are a whole slew of stations in
Chicago or any other major market
with huge numbers of listeners that fall
into that cluster group.”

“Since dozens of stations look great
in a category like that, all it does is
confuse busy buyers who don’t have
time to cope with a lot of needless con-
fusion. They won’t even bother looking

A

RO HAS P

FOR CHRISTMAS.

0 YOU?

A rturo Betancourt loves his wife.

He also loves to drink, especially

at Christmas. When tragedy strikes,
it’s a not-so-gentle reminder that
“home for the holidays” can be a
living hell.

This bittersweet Spanish-language
special blends the universal reality
of chemical dependency with the

mainstay of recovery: faith in a power

stronger than addiction. It's not a
pretty story, but it has a beautiful
ending. A Christmas drama from the

acclaimed Hispanic series, “Ayer, Hoy

y Siempre”
Plan to include it in your holiday
format. To order free of charge, use

the coupon or call Violet Knickrehm,

314/647-4900.

Please send me the Spanish-language
Christmas special. "Planes Navidenos”
("Christmas Plans”).

Name

Station

Address

City, State. Zip

Mail to: The International
Lutheran Laymen’s League
2185 Hampton Avenue

St. Louis, Missouri 63139-2983
In Canada: P.O. Box 181,
Kitchener ONT. N2G 4A2

at another AID run once they've been
burned and made suspicious about a
tool with some really great potential
when it's used properly. I don’t want to
see radio lose that tool through misuse
and the resulting mistrust.”

What can be done about it? “There |
are ways to make sure AID is used |

3 . i 1
Century Broadcasting’s Robyn
Ross has some suggestions for us-
ing Arbitron’s Target AID com-
puter runs the “right” way.

right,” Ross contends.

One way, she says, is to make sure a
cluster with the word “professional” in
its label, for example, “actually has at
least 35 per cent professionals, since
the national average for all zip areas is
22.7 per cent. We have to look very
carefully at what the Census says are
the national averages, because these
can be used in misleading ways, too.”

She points to the example of the
$47,303 median value of U.S. homes
and the $17,094 median household in-
come, according to the 1980 Census.
“Theoretically,” says Ross, “this puts
any house worth over $50,000 in a zip
area of ‘above average home value,’
which is total nonsense to anyone who
stops and thinks what’s happened to
real estate prices in the last six years.
And it’s just as meaningless to classify
an area as ‘high income, based on the
1980 Census, which considers $30,000
‘high,” when we look at today’s two
wage earner couples. They make
$30,000 look like peanuts.”

Long-term integrity. And “above all,”
adds Ross, “stations should be thor-
ough. Instead of using AID just to get
itself in on a buy one time, even if it
doesn’t have a format that makes sense
for that client, a station should use AID
only when its format fits and it cando a
real sales job and make the client want
to come back for repeat business. Sta-
tions should try to protect the long-
term integrity of a good research tool.

14
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NEW YORK WABC RALEIGH-DURHAM WKFT TRI-CITIES WETO
LOS ANGELES KABC SALT LAKE CITY KOOG HUNTSVILLE WTRT
CHICAGO WLS GRAND RAPIDS WUHQ LINCOLN-HASTINGS KBGT
RHILADELPHIA WPHL PROVIDENCE WSTG BURLINGTON WNNE
SAN FRANCISCO KGO SAN ANTONIO KENS 11 LAS VEGAS KTNV
BOSTON wCvB CHARLESTON-HUNT WCHS EL PASO ' KCIK
WASHINGTON D.C. WFTY ALBANY WUuSsY SIOUX FALLS KTTW
DALLAS-FT. WORTH KDFI DAYTON WIIX WACO-TEMPLE KXXV
CLEVELAND wOIO TULSA KGCT LANSING WIHT
HOUSTON KTHT UITTLE ROCK KRZB FARGO KVRR
( PITTSBURGH WPGH RICHMOND WVRN MADISON WMSN
| ATLANTA WVEU SHREVEPORT KMSS CHARLESTON, SC WTAT
SEATTLE KTZZ WEST PALM BEACH WPEC FT. MEYERS WEFTX
TAMPA WXFL MOBILE-PENSACOLA wiTC MONROE-EL DORADO KARD
MIAM] WPLG WICHITA-HUTCHINSON KSAS LA CROSSE WLAX
MINNEAPOLIS KSTP FRESNO KAIL MACON WGXA
DENVER KUSA JACKSONVILLE WNFT LUBBOCK KAMC
SACRAMENTO KSCH SYRACUSE WSYT BANGOR WABI
BALTIMORE WNUY GREEN BAY WXGZ UTICA WTUV
INDIANAPOLIS WXIN OMAHA KETV GREAT FALLS KTGF
HARTFORD-NEW HAVEN WHCT ROANOKE-LYNCHBURG WIJPR -CASPER-RIVERTON KXWY
PORTLAND, OREGON KECH PORTLAND, MAINE WMTW "JACKSON, TN WIWT
SAN DIEGO KTTY ‘CEDAR RAPIDS KDUB -BOWLING GREEN WGRB
CINCINNATI Wwitl ‘PADUCAH WCEE VICTORIA KVCT
MILWAUKEE WISN SPOKANE KSKN ANCHORAGE KIMO
NASHVILLE WITV LEXINGTON WDKY CONCORD WNHT
NEW ORLEANS WwDSU JOHNSTOWN-ALTOONA WFAT VINEYARD WCVX
GREENVILLE-SP-ASHE WAXA CHATTANOOGA WDSI WENATCHEE KCWT
OKLAHOMA CITY KOCO TUCSON KPOL ATLANTIC CITY WOCC
BIRMINGHAM wDBB SPRINGFIELD, MO KDEB NEW LONDON WTWS

THAT'S WHY THESE STATIONS HAVE
SCHEDULED THE LATE NIGHT ALTERNATIVE
ACTION. . . SUSPENSE. . . MYSTERY!
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Sidelights (continued)

Because if the advertising doesn’t
work, the client not only loses confi-
dence in AID. We all risk that client also
losing confidence in radio’s ability to
sell his product.”

Attacks phony polls

A network news program asked wheth-
er the United Nations should remain in
the U.S., inviting viewers to call a “900”

number to state their opinions. With
186,000 calling in, 67 per cent wanted it
out of the U.S. But a scientific survey
showed 72 per cent wanted it to remain
in the U.S.

This is one example given by the Ad-
vertising Research Foundation in a po-
sition paper, “Phony or Misleading
Polls.” In addressing such phone-in
polls, it labels them misleading because
the population has not been selected in
accordance with scientific statistical
principles. As a result, it states, these
polls can produce information which is
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a serious distortion of actual senti-
ment.

As for phony polls, the paper con-
cerns itself with telephone and other
surveys which are merely lead-ins to
sales pitches. It points out that, while
the Federal Trade Commission, has
ruled against using research as a door
opener, the practice has far from disap-
peared.

The paper, which offers a number of
examples of phony or misleading polls,
was prepared under the direction of
ARF’s Research Quality Council and
its chairman, Gale Metzger, and the
council’s Ad Hoc Subcommittee, di-
rected by Nicholas Schiavone.

ARF states, “Improper surveys are
both bad for business and harmful to
society because they violate the basic
trust that is at the root of our economy,
our government and professional re-
search practice.” As a solution, it sug-
gests self regulation as a supplement to
limited government regulation.

ARF points out, “Current legislation
is not sufficient to solve the present
industry problems, while additional
legislation could be too restrictive for
legitimate research activities. Self reg-
ulation, although more difficult, is
more effective. Further, it puts regula-
tion into the hands of the research pro-
fessionals themselves.”

Creative ‘claptrap’

The “creative environment” that agen-
cies boast of may be riddled with mis-
conceptions, according to Norman C.
Berry, president, New York and head
of creative services at Ogilvy & Mather
Worldwide. In a recently issued pam-
phlet, he holds that such an environ-
ment cannot be seen as creating an en-
vironment for the creative department
to the exclusion of all others.

“I do not believe that you create such
an environment by giving parties and
going around telling everyone they’re
great, or, indeed, as a first priority, con-
cerning yourself with staff morale.”

Unfashionable as it may be, he re-
lates, he believes managers at many
agencies have a voice inside them say-
ing, “What’s all this claptrap about cre-
ative environment anyway?- We're in
business, aren’t we? We’re here to
make money, aren’t we? Creative envi-
ronment, my fanny. You know what
the clients want as well as I do—they
want service. And that is what we are—
a service business. So let’s get on with
it.”

Berry holds that creative philsophy
and company philosophy cannot be
separated if the agency is to create an
environment in which outstanding cre-
ative work can flourish across all busi-
ness. He says client needs cannot be

e r— p——

e

oy

Television/Radio Age, September 29, 1986

www americanradiohistorv com



www.americanradiohistory.com

addressed ‘‘by simply buying up a few
‘hot creative people’ and putting to-
gether a sort of creative boutique with-
in the walls of a company whose busi-
ness philosophy is alien to everything
you may try to do.”

He urges creative management to
manage more: ‘“There is nothing more
frustrating to the people who work for
us than to be ‘given full rein’ without
direction—only to have to start again
when someone comes along later and
turns down those efforts as ill-directed.
It is our responsibility to give direction.

“The creative director who presents
his whole group’s work—good or bad—
because he does not wish to hurt the
feelings of those who developed the
work is a lousy creative director.”

Giving heirs the air

Warren Buffett, 56, who helped finance
the Capital Cities acquisition of ABC,
doesn’t plan to leave much of his per-
sonal wealth of some $1.5 billion to his
three children. R. E. Turner, Jr. went
to great lengths not to leave his outdoor
advertising business to his rebellious
son, Ted. Meanwhile, the heirs of
Katherine Graham, 69, apparently can
look forward to the good life.

The fates of such fortunes appear in
the cover story of the September 29
issue of Fortune, “‘Should you leave it
all to the children?” The article de-
scribes the leaning of many U.S. ty-
coons toward finding recipients for
their wealth other than their children.
It also gives examples of lives wasted
due to inheritances.

Buffett, chairman and guiding ge-
nius of Berkshire Hathaway, the article
states, does not believe it wise to be-
queath great wealth to his children and
plans to give most of his money to char-
itable foundations. It adds, “Having
put his two sons and a daughter
through college, the Omaha investor
contents himself with giving them sev-
eral thousand dollars each at Christ-
mas.

“Buffett is not cutting his children
out of his fortune because they are
wastrels or wantons or refuse to go into
the family business...Says he: ‘My
kids are going to carve out their own
place in this world, and they know I'm
for them whatever they want to do.’

“But he believes that setting up his
heirs with ‘a litetime supplyv of food
stamps just because they came out of
the right womb’ can be ‘harmtul’ for
them and is *an antisocial act.” To him
the pertect amount to leave children is

Presents

‘enough money so that they would feel
they could do anything, but no so much
that they could do nothing.” For a col-
lege graduate, Buffett reckons, ‘a few
hundred thousand dollars’ sounds
about right.”

The article also notes that Buffett
doesn’t believe it is necessary to keep
management of a company in the fam-
ily, quoting him as saying, “Would any-
one say the best way to pick a champi-
onship Olympic team is to select the
sons and daughters of those who won
20 vears ago?”

This perspective was brought to a
more extreme conclusion by the father
of Turner Broadcasting’s Ted Turner.
Anticipating his 1963 suicide, the arti-
cle says, the more senior Turner ar-
ranged the sale of his billboard busi-
ness to Curt Carlson, who is quoted as
saying, “He told me he wanted to have
some money to leave his wife when he
died, but that evervthing he had was
tied up in the business. He said he was
sure if Ted got his hands on the busi-
ness. he would run it into the ground.”
But the younger Turner's mother per-
suaded Carlson to sell the business
back to the 24-year-old as “his one
chance to get going in life.”

As tfor Katherine Graham’s $350 mil-
lion, the head ot Washington Post Co.
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Sidelights (continued)

is quoted, “My instinet would be to just
pass the money on and hope that in
doing so vou also pass on your values-
how to use it, the life to lead, the stan-
dards to have.”

Second Wouk in works

Dan Curtis, producer and director of

ARC’s miniseries version of Herman
Wouk's Winds of War is now ahout a
third of the way through shooting
Winds’ sequel, War and Remem-
brance, and he’s returned to the scene
of some of Winds’ location shooting as
well as of ABC's coverage of 1984's
Winter Olympics: Yugoslavia.

4 ccnitwpn IS

total of 18 for Winds) again starring
the steely-eyed Robert Mitchum as
World War Il Navy captain and presi
dential observer Victor “Pug” Henry.

But there are others besides Curtis
who point to the advantages of making
films in Yugoslavia

One of them is Arnold Fishman, who
with partner Paul Lichtman, runs In
covent, Inc., North American rep for
Jadran Films, Yugoslavia’s govern
ment owned but worker-managed op-
eration that Fishman claims is “the
third largest film studio in Western
Europe,” where location shooting was
also done for such films as Sophie’s
Choice, Mussolini, with George C
Scott, High Road to China and Arthur
the King.

Fishman says that shooting War and

Camera operator, Beppe Maccari, l., above, and executive producer/di-
rector Dan Curtis on set of “War and Remembrance; below, old town
square of Osijek, Yugoslavia.

Yugoslavia—as well as Italy, Poland,
Pearl Harbor and California—is also
the scene of location shooting for this
even more ambitious miniseries (30
hours for War and Remembrance, vs. a

Remembrance will come to some $90
million, but that even at that, which he
says makes this ABC mini “the most
expensive film ever shot for television,”
the cost “would have been twice that if

shot hete in the U.S.”

Bargain prices. He describes Jadran as
“providing the lowest prices in West-
ern Europe, or about 50 to 60 per cent,
of US. film making costs,” and calls
Yugoslavia “the land of seven contin-
ents” because “almost any type of loca

tion can be found within its borders.”

In most cases, he says, the U.S. pro-
ducer usually supplies his own stars,
camera crew including sound techni
cians, and script people. Jadran pro.
vides everything else: extras, props,
both Allied and German army tanks
and uniforms, and “above all, terrific
locations, from rugged mountains to
coast line, forests and city settings in
cluding port facilities.”

In the case of War and Remem-
brance, Fishman says ABC is paying
American dollars for Jadran’s services,
“but it doesn’t have to be this way. We
can arrange a counter-trade deal.”

Thus, he explains, if a U.S. manufac-
turer wanted to sell tractors in Yugo-
slavia, “The government may approve
it only if they can buy something of
equal value from Yugoslavia, so that
they don’t have to part with hard-to-
come-by U.S. dollars. Maybe they can
sell the manufacturer axles or some
other tractor parts. It’s a kind of barter
that allows them to pay for the U.S.
made tractors in their own local curren-
cy. But deals like this do take time to
set up because they require approval
from various government officials.”

Collectivized system. Fishman says
that Jadran is not a state-managed
company of the kind common in most
Eastern-bloc nations. He describes it as
“under a collectivized system in which
the employees’ shares permit them to
share in the decisions of running the
company. But the workers can’t sell
their shares and get money for them.
They’re shares in the management of
the company-—not shares in its plant
and equipment.”

And while there’s no U.S. *“co-pro-
duction treaty” with Yugoslavia, Cana-
da (and Fishman says Australia,
France and West Germany, too have
similar arrangements) has a co-produc-
tion agreement that permits Canadian
producers to shoot in Yugoslavia and
qualify under Canadian law for a tax
subsidy “as if the film were shot at
home, in Canada.”

Meanwhile a spokesman for Inco-
vent says that as a key officer of Inco-
vent, Fishman “was instrumental in
bringing to Jadran for production”
both Winds and Remembrance as well
as Sophie’s Choice, Wallenberg, Mus-
solini and High Road to China. Fish-
man has been involved in the film busi-
ness for seven years, and in marketing
research for 20 years.

18

Television/Radio Age, September 29, 1986

www americanradiohistorv com

A



www.americanradiohistory.com
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Tele-scope

Nielsen’s people meter
problems: sample, AGB

The signing of CBS-TV by AGB Television Research
for its national people meter service is not the only
problem the A. C. Nielsen Co. faces in launching its
national people meter service. In addition to the pos-
sibility that the other two networks will sign on with
AGB, Nielsen must contend with the concern among
the three webs about the data coming out of Nielsen’s
growing people meter sample. Nielsen’s household
numbers from the people meter sample are different
(in general, lower) than the household numbers com-
ing out of its existing NTI household meter.

In signing a letter of agreement with AGB, CBS
took a five-year deal. This calls for the payment of $2
million for the ’87-'88 season, which will kick off with
a 2,000 household sample (a little over 5,000 persons)
and $3.5 million for each of the years two through
five. During the latter four years, AGB is committed
to a 5,000 household sample (about 13,000 persons).
David Poltrack, CBS/Broadcast Group research vice
president, said the contract will not be iron-clad, that
is, it would include a number of escape clauses.

Marvin Mord, vice president, marketing and re-
search services, at ABC Television, welcomed the
CBS agreement, but said his company was not ready
to make a decision on its network rating service.
What pleased Mord, among other things, was the
provision for a broadcast network voice as AGB
builds its national people meter service. Up to now,
the only subscribers to AGB’s PeopleMeter Service,
other than the MTV (cable) Networks, have been
seven ad agencies accounting for 30 per cent of net-
work TV billings. They are N W Ayer, Ted Bates,
BBDO, DMB&B, Grey, Scali, McCabe, Sloves and
Y&R. Mord also declared that the AGB service is a
serious option and “affords us a tremendous cost ad-
vantage in the long haul.”

William Rubens, research vice president for NBC,
indicated the network had an open mind about AGB
hut made clear the company would not dump Nielsen
lightly. Rubens, who said he was a strong believer in
continuity, stated that to “turn off” the Nielsen ser-
vice after 35 years would be irresponsible unless
there were compelling reasons to do so. Nevertheless,
he maintains that Nielsen has an obligation to ex-
plain the differences in audience data between its
people meter and household meter samples.

‘Dramatic’ differences. Mord feels the differences are
“dramatic” and said, as did the other network re-
search chiefs,that there should be practically no dif-
ference between the two sets of data, except for the
statistical error. He tempered this criticism some
what by pointing out that the Nielsen people meter
sample was growing in size while heing compared
with the established meter sample.

All three network research heads noted that Niel-
sen had not made uny proposal as yet on its national
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people meter sample, including a decision on whether
it would go ahead on a “conformed” or “integrated”
sample. A conformed sample would employ the exist-
ing “passive” meter for household data and the peo-
ple meter for persons data, which presumably would
be adjusted by the household viewing levels. An inte-
grated sample would use the people meter technology
for both household and persons data.

While a conformed sample would cost more, the
networks appear to prefer it for the moment, while
the ad agencies seem to prefer the integrated sample.
The networks are currently paying Nielsen $3.5 mil-
lion each for the NT'1 service, plus $464,000 addition-
al to keep the diary sample going this coming season.

CONTAM research. Other research being factored
into the AGB-Nielsen battle is the research the net-
works are sponsoring on the two Nielsen samples via
the Committee on Network Television Audience
Measurement (CONTAM). This is being conducted
by Statistical Research, Inc. (SRI), via what’s consid-
ered a high-quality telephone coincidental study.

SRI has already completed a study of daytime
viewing, but the results are considered inconclusive.
It was considered experimental and only measured
broad dayparts. An upcoming SRI study on prime-
time viewing in October and November will get down
to actual program ratings, which means large overall
samples and considerable expense for the networks.

None of the research chiefs have firm opinions on
why the two Nielsen samples don’t agree. Poltrack
feels a possible reason may be the difference in coop-
eration rates. Nielsen’s existing meter sample has a
cooperation rate of about 60 per cent. Its people me-
ter sample rate is about 50 percent.

NBC’s news study

NBC'’s concerns about the impact of the growth of TV
affiliate newsgathering and alternate news sources on
network news and statements about the decline in
relative importance of web newscasts appear to be
eased by a recent NBC study on the subject. Con-
ducted by phone from July 8 to August 3 among
1,626 adults in 30 randomly selected markets, the
study showed:

B Most viewers of early evening news watch both lo-
cal and network news.

B An overwhelming majority prefer separate local
and network news.

B Network newscasts are valued for national and in-
ternational expertise and local newscasts are valued
for local expertise.

B Viewers see network and local news as comple-
mentary, not competitive.

The cited preference for separate local and net-
work news came out of a question which posed a hy-
pothetical situation in which all news would be aired
through local newscasters, with the networks per-
forming as do wire services. When asked whether
they would prefer expanded local newscasts or sepa-
rate local and network newscasts, 84 per cent of the
respondents picked the latter.

Television/Radic Age, September 29, 1986
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Tele-scope (continued)

The study also found that few non-viewers of net-
work news cited prior viewing of local news as a rea-
son for not watching network news.

Fickle on newscasters

If Herb Altman Communications Research is correct,
the public has a fickle attitude toward TV newscast-
ers. A comparison of the appeal scores among the top
10 newscasters in the top 50 TV markets for ’86 vs. '85
shows that only four of the top 10 last year appeared
in the leading rankings this year (see table below).

The data is based on the News Talent Search sur-
vey of Altman’s research firm and covers affiliate an-
chors and reporters in the top 50 markets and inde-
pendent anchors and reporters in the top 10 markets
(see Tele-scope, August 18 1ssue). The appeal scores
are similar to those of T'vQ, which are based on the
percentage of those characterizing personalities as
“one of my favorites.” Base for calculating the score
is those who are aware of the personality. Research
for both studies was conducted in the late spring and
early summer of both years.

Top 10 newscasters by appeal scores,

top 50 markets, 86 vs. '85

Rank

‘86 ‘85 Newscaster Market Station
1 2 Dan Miller Nashville WSMV

2 3 Jerry Turner Baltimore WJZ-TV
3 5 Ron Stone Houston KPRC-TV
4 12 Don Wayne Dayton WHIO-TV
5 4 Jim Gardner Philadelphia WPVI-TV
6 18 Bree Walker San Diego KGTV
7 32 Natalie Jacobson Boston WCVB-TV
8 14 Dick Nourse Salt Lake City KSL-TV
9 33 Diana Morgan Norfolk-Portsmouth- WAVY-TV
Newp News-Hamp.
10 30 Ed Sardella Denver KUSA-TV

Among the top 10 last year who did not appear on
this year’s list was Stan Atkinson of KCRA-TV Sacra-
mento-Stockton. He ranked sixth in ’85, but 51 this
year. Smaller dips, but still sizable, affected Pam
Huff of wv rMeryy Birmingham and John Criswell of
wrAA TV Dallas-Ft. Worth. Researcher Altman him-
self has not analyzed the reasons for the ups and
downs in the appeal scores, but cautions about sim-
plistic conclusions. He points out that the appeal
scores depend not only on the individual newscaster’s
appeal, but the station’s entire news team.

Benedek doubles stations

A. Richard Benedek, owner of Benedek Broadcast-
ing, doubled his number of 1V slalions, acquiring
three stutions recently from Worrell Newspapers,
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Inc. just a week after acquiring KHQA-TV Quincy, IlI.
from Lee Enterprises for $13 million in cash. Both
deals were handled through New York broker How-
ard Stark.

The three stations acquired from Worrell, for a to-
tal of $40 million in cash, are ABC affiliate WHSV-TV
Harrisonburg, Va., and CBS affiliates WIFR-TV Rock-
ford, Ill., and WBNB-TV Charlotte Amalie, Virgin Is-
lands. This brings Benedek to eight stations from the
four in Duluth, Minn.; Parkersburg, Va.; Youngs-
town, Ohio and Bowling Green, Ky.

Reeves/ABC-Nichols pact

Reeves Entertainment Group and ABC Entertain-
ment have signed Mike Nichols to an exclusive agree-
ment whereby Nichols will develop and serve as exec-
utive producer of TV programs. Two half-hour series
are already confirmed for ABC, with the initial series
planned for the fall, 1987. The new deal marks the
second time that Nichols has been involved in a TV
series. Back in 1976, Nichols was producer of Family,
weekly dramatic series on ABC, in association with
Spelling-Goldberg Productions. Family is syndicated
by LBS Communications. However, in his tenure
with Reeves and ABC, it’s likely that future series
will be in the comedy vein, says Merrill Grant, chair-
man of REG. REG has two primetime series on the
networks: Kate & Allie, on CBS; Gimme a Break, on
NBC. Late Bloomer, starring Lindsay Wagner, will
premier in January, 1987, on CBS. Nichols has won
seven Tony Awards, an Emmy, The New York Film
Critics Award and has directed Broadway hits such
as The Odd Couple, Luv, The Real Thing and The
Gin Game. Also, he produced Annie, which won sev-
en Tonys.

ASTA steps mapped

The Advertiser Syndicated Television Association
has embarked on two initial steps designed to make it
full-time voice of the ad-supported syndication 1n-
dustry, according to Dan Cosgrove, president of
ASTA and vice president, media, Group W Produc-
tions.

The first step will involve an immediate search for
a tull-time executive director. To begin duties in Jan-
uary, “‘the executive director will be responsible for
stewardship of all projects, coordinate research ef-
forts, make agency and client presentations, meet
with the press and stations groups, and be an ongoing
presence to represent the interests of ASTA mem-
bers.” And in the spring, 1987, the organization will
host a major conference in New York City, to show
its ad-supported shows that are distributed during
the 1987-88 season.

The ASTA conference will coincide with the fall
preview presentations conducted by the networks
and will give the advertiser community a concurrent
look at what is happening in the syndication market-
place, says Cosgrove.

Television/Radio Age, September 29, 1986
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Tele-scope (continued)

Gillette’s watershed buy

The Gillette Co.’s recent tri-continental advertising
buy on TV properties controlled by Rupert Mur-
doch—engineered in New York by agency BBDO and
officials of Murdoch’s Fox Broadcasting Co.—is
clearly being regarded as something of a watershed
event.

What’s seen as significant isn’t the size of the buy
or the audience it will deliver, but the economics im-
plicit in a “one-stop shopping,” single-source multi-
national deal.

In sum, a deal cut in New York City between
BBDO, which handles Gillette in 59 countries, and
Murdoch’s Fox Broadcasting sales office puts Gillette
commercials on the air in 17 nations on three conti-
nents. TV properties include the new Fox Broadcast-
ing Co. (specifically, the new Late Show Starring
Joan Rivers); Sky Channel, Murdoch’s pan-Europe-
an satellite channel, and Australia’s Network Ten.
Part of the buy calls for Gillette to become a major
sponsor of Net Ten’s coverage of the America’s Cup
yachting event, which runs from this September
through February, 1987.

As noted by Arnie Semsky, BBDO executive vice
president and director of media and programming
services, BBDO often negotiates international deals.
But this is the first to be negotiated through a single
source, the Murdoch organization; and it’s by far the
largest (although neither the agency nor the client
would divulge the numbers).

Said Semsky, “The keys to this buy were coopera-
tion, coordination and communication—true
networking. It establishes Gillette and BBDD as op-
erating on the cutting edge in the global marketplace,
while cementing our relationship with a worldwide
media powerhouse, Rupert Murdoch.”

Gillette vice president, international, Rodney S.
Mills, noted that the deal allows each geographic area
involved considerable flexibility in scheduling and
commercial content. But he said the economics of
single-source multinational media buying “make
good sense for a company whose products are sold in
more than 200 countries.”

Even other agencies tipped their hat to BBDO.
“It’s a unique buy; similar things have heen done, but
not at one stop,” remarked Barry Kaplan, senior vice
president of new media at Ted Bates. Kaplan noted
that the buy certainly is a small part of a much larger
media strategy. “But it’s a precedent,” he said, “and
it’s probably cheaper than negotiating country-by-
country.”

Beam to buy 2 stations

Bearn Communications has agreed to acquire
KNDOCI'V) Yakima, Wash., and its satellite station,
NDUCTY) Richland, from Hugh K. Davis. 'The pur-
chase price for the NBC affiliates was not disclosed.
RBeam, headquartered in Key Biscayne, Fla., owns
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five other television stations. All are NBC affiliates
except WCFT-TV Tuscaloosa, Ala., which is affiliated
with CBS. The others are: KYEL-TV El Centro, Calif.-
Yuma, Ariz.; WPBN-TV Traverse City-Cadillac,
Mich., and its satellite, wTOM-TV Cheboygan; and
WDAM-TV Laurel-Hattiesburg, Miss.

Staniar to new post

Burton B. Staniar, former president and chief oper-
ating officer of Group W Cable, Inc., has been named
senior executive vice president for Westinghouse
Broadcasting Co., a new position. According to Dan-
iel L. Ritchie, chairman and chief executive officer,
Staniar will be responsible for supervising a number
of areas, including strategic planning, human re-
sources, government affairs and corporate communi-
cations. He will also assist Ritchie in management of
the company’s various businesses.

Group W Cable was sold in June for $1.7 billion.
Staniar had joined the company in 1980 as senior vice
president of marketing and programming, becoming
president in December, 1982. In the mid-"70s he had
run his own direct sales company, Artcraft, which he
sold to C.H. Stuart Co.

Endicott heads WTTG

Betty Endicott, news director at Fox Television’s
WTTG (TV) Washington, has been named vice presi-
dent, general manager of the station. She replaces
Robert O’Connor who has resigned. Derk Zimmer-
man, president and chief operating officer of Fox
Television Stations Inc., says that under Endicott’s
direction, WTTG’s Ten O’Clock News ‘“has experi-
enced a dramatic ratings increase and won a 1984
Emmy for best newscast.”

Before coming to WITG Endicott was news direc-
tor at WDVM-TV Washington, now WUSA-TV.

Supermarket spending gains

Food stores increased their television expenditures
19 per cent in the first half of this year, compared
with the equivalent 1985 period, according to Televi-
sion Bureau of Advertising, based on Broadcast Ad-
vertisers Reports. Most of this is spot TV, with only
Kroger and Winn-Dixie advertising on network TV.
Kroger, which had not used network in the first half
of ’85, put $1.5 million into the medium this time.

Theme parks spend more

Amusement parks and fairs a category that includes
trade and hobby shows and sports centers, invested
$110.9 million in television advertising last year, up
from $59.8 million in 1981. And for this year’s first

half, the category placed $66.7 million on 1V, 21 per
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IF YOU'RE SEARCHING
FOR UPSCALE MEN,
THE GREAT ALASKA

SHOOTOUT IS MONEY

IN THE BANK.

The 1986-87 college basketball
season gets off to a blazing start this
November on ESPN? For openers,
there’s a series of exhibition games
between the Soviet National Team
(featuring 1st round NBA pick
Arvidas Sabonis) and top
American college teams.

Then the real fireworks
begin: The Great Alaska
Shootout, college basketball’s
| premier early season tourna-

. ment. When defending national ¥
champion Louisville and
seven other powerful squads
start shooting it out up North,
upscale men everywhere will
be rushing to ESPN for

SMRITO8E] -y e
.

action they can’t catch on the
broadcast networks.

And these men know the real
thing when they see it. For instance,
ESPN'’s typical college basketball
viewer buys 37% more imported
cars, 36% more life insurance and
does 44% more business travel
than the national average*

Without ESPN, your television
budget is underdelivering these
upscale men. Just 10% of your
national TV budget allocated to
ESPN will dramatically increase its
effectiveness. You'll be
reaching the men who spend
and do more. And you'll be
doing it at a much lower cost-
per-thousand.

So give us a call at (212)
661-6040. You supply the mes-
sage, we'll help you strike gold.

==l'l i

THE TOTAL SPORTS NETWORK®
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Tele-scope (continued)

cent more than the $54.9 million these advertisers
put into 'V for the first six months of '85, according
to figures from Broadcast Advertisers Reports re-
leased by the Television Bureau of Advertising.

Largest first half percentage jumps were recorded
for Wrather Corp., whose $473,600 TV investment
was 239 per cent more than it placed during first half
85, MCA Inc., 147 per cent more with a first half ex
penditure of $732,500; Capital Cities/ABC Inc. with
$342,500 in iV, or 97 per cent more than for first half
'85; and Cedar Point Amusement Park. Latter placed
$1.5 million on TV, 76 per cent more than during last
vear’s first six months.

I.argest dollar investment for the recent first half
was made by Walt Disney Productions, backing Walt
Disney World and Disneyland with $15.2 million in
network and spot television, up 30 per cent from
1985's first half. Second place dollar volume came
from Anheuser-Busch, which put $5.5 million on tele-
vision behind Busch Gardens, Adventure Island, Ses
ame Place and the Budweiser Music Festival, for a 24
per cent boost over its first half '85 expenditure.

Inflation curtailed: BJK&E

The “runaway inflation” in advertising costs has
been brought to a halt by a sluggish ad marketplace
and the growth in new media, according to the latest
Media Directions, an annual report by Bozell, Ja-
cobs, Kenyon & Eckhardt. The ad agency predicted
overall media costs would increase 5 per cent next
year, compared to an 8 per cent increase this year.
Network TV’ costs are seen rising 3 per cent, radio, 4
5 per cent, national magazines, 5 per cent, and news-
papers, 6 per cent.

Among other predictions: cable penetration would
. rise to 50 per cent by the end of next year, compared
to 47 per cent currently; VCR penetration, now at 35
per cent, will rise to 60 per cent by 1990; 15-second
- commercials will represent as much as 30-35 per cent
of network units next year, compared to 10 per cent
this year; and “people meters will soon become the
standard of broadcast measurerment, more properly
documenting audience size and composition.”

NBC takes 19 Emmys

Led by Golden Girls, NBC racked up 19 of the 31
Emmy awards given by the National Academy of
Television Arts and Sciences. CBS took 10 awards,
which included four for Cagney & Lacey. ABC and
PBS took one award each. Sharon Gless of Cagney &
Lacey, won for best actress in a drama series. Betty
White of Golden Girls won as best actress in a come-
dy series. Marlo Thomas won as best.actress in a spe-
cial or miniseries for Nobody’s Child, and Dustin
Hoffman took actor honors for Death of a Salesman,
both on CBS. Peter the Great was best miniseries

and Love is Never Silent was best special. Michael J
Fox won for best actor in a comedy series for Famuly
Ties. William Daniels took the drama series actor
award for St. Elsewhere, while Rhea Perlman of
Cheers and John Larroquette of Night Couri collect-
ed Emmys as supporting performers in a comedy se
ries

VCR sales up in August

Some 880,000 video tape recorders were sold to deal
ers in August, a 7 per cent improvement over the
same month a year ago, while 7.4 million VCKs were
sold for the first eight months, a 14 per cent expan-
sion relative to the same period last year. That’s ac-
cording to Electronic Industries Association’s mar
keting services department, which notes that sales of
home video products increased across the board in
August. Nearly 1.4 million color TV sets were sold to
dealers, bringing the year-to-date total to 10.7 million
units, up 6 per cent over the same period in 1985.
Black-and-white TV sets enjoyed a dramatic growth
of 44 per cent, up from 203,689 in August, 1985, to
292,934 this past month.

P&G back in first place

Procter & Gamble was back in first place in monthly
network spending in July after yielding to the Philip
Morris Cos. in June (see Tele-scope, August 18).
P&G invested $36.3 million compared with Philip
Morris’ $32.1 million during the first month of the
third quarter, according to BAR data. In addition,
P&G remains ahead of Philip Morris in the seven
month totals (see table).

Eight of the top 10 in July are in the top 10 for the
seven months. The other two are General Motors,
with expenditures of $116.7 million, and Ford, whose
BAR-estimated spending is $113.1 million. Not in the
seven-month top 10 are Johnson & Johnson and Gen-
eral Mills. Chrysler is a poor third in auto spending
for the seven months with $47.1 million ($3.7 million
for July).

Top 10 network TV clients, July

Estimated Year-to-date
Parent company expenditures expenditures
Procter & Gamble $36,304,100 $251,336,300
Philip Morris Cos. 32,055,800 218,793,700
Anheuser-Busch 18,735,100 89,462,200
RJR Nabisco 13,874,900 113,882,700
Unilever 13,694,100 94,246,300
McDonalds 13,627,500 115,894,600
Johnson & Johnson 13,578,400 83,825,000
American Home Pdts. 13,039,100 114,045,300
General Mills 12,788,300 69,994,600
Kellogg 11,966,900 96,417,100

Copyright 1986, BAR.
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TV Business Barometer

Local billings up
7.5% during July

July local v business echoed the
spot situation with a marked slow-
down in growth. It was not the
lowest month in local growth, but
not far from it, and among smaller
stations there was an actual de-
cline in billings year-to-year.

The local increase in the first
month of the third quarter was 7.5
per cent. The only lower month
was April, when local moved up
over the year before by only 7.3
per cent. Still, the local percentage
growth was better than twice the
figure for spot.

Local billings in July were
$383.5 million, just $4.1 million
less than those in June, but sub-
stantially less than the peak
month of May, when local busi-
ness reached a record high of
$532.8 million. The local figure in
July was also some $92 million less
than the spot level.

The seven-month total for local

TV billings comes to $2,823.3 mil-
lion vs. $2,528.6 million during the
same period last year. That brings
the increase down to 11.7 per cent,
which compares with the 12.3 per
cent increase registered at the end
of six months. The increase in lo
cal time sales for the first quarter
was 10.9 per cent, to make one
comparison, while the rise during
the second quarter was 13.5 per
cent.

In the meantime, network com-
pensation continued its snail’s
pace with a 2.7 per cent increase in
July. The amount of the station
take was $37.5 million and the sev-
en-month figure amounted to
$264.3 million, which is 2.0 per
cent higher than last year’s seven-
month total.

The first monthly minus sign for
local business appeared during
July, reflecting a slowdown among
the smaller-billing stations: those
with annual revenues of less than
$7 million. This sub-sample of the
Business Barometer sample
showed a drop of 2.5 per cent in

| July local business vs. the previous
July. This was in sharp contrast to

| the increase of 13.5 per cent in

I June for the smaller stations.

In contrast to this performance,
the medium-size stations (those
billing between $7 and $15 mil-

i lion) showed a 10.2 per ¢ent in-
crease in July, while the larger sta-
tions ($15 million-plus) increased
their local business 8.0 per cent in
July vs. '85. Overall billings from
TV station advertising in July were
$897.2 million, up 5.2 per cent over
"85, this includes spot and local
time sales plus network comp.

7 months: +9.2%

For the seven months to date,
the overall ad billings total was
$6,242.5 million vs. $5,716.0 mil-
lion last year. The increase
amounts to 9.2 per cent. If this
holds for the remainder of the
year, TV stations would have little
to complain about. However, spot
has slowed since the beginning of
the year and it would have to
speed up in the third and fourth
quarters to retain the seven-
month average.

Local

business +7.5%
(millions)

1985: $356.7 1986: $383.5
Changes by annual station revenue

Under $7 million ........... —25%
$7-15million . ............ +10.2%
$15millionup ............. +8.0%

Network
compensation +2.7%

(millions)

1985: $36.5 1986: $37.5

Changes by annual station revenue

Under $7 million . .......... +0.2%
$7-15million ............ . +7.5%
$15millionup ........... .. +1.8%

=

July

Local (millions)
$540 -

520

500

420
400
380

Network compensation (millions)
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BULL-DOG
\ bul-dog \ 7. 1: a muscular, tenacious breed marked by vigor, known to be both
tough and smart. 2: pl. a group of tenacious, determined, savvy people who are
winners at what they do.
BLAIR . ONLY BLAIR.

Television
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Cable Report

Growth flat, study shows

When the Cable Television Administration and Mar-
keting Society (CTAM) commissioned A.C. Nielsen
18 months ago to create an industrywide database
tracking levels of subcribership to pay and basic ca-
ble, the intent was to gauge national trends, helping
system management respond to the marketplace.

The first results of the Nielsen effort are in, cover-
ing second-quarter performance in 79 systems repre-
senting 1.4 million subscribers. According to prelimi-
nary results, the trends are troubling—flat growth in
both basic and pay subscriber levels, and a disturbing
decline in the number of a key market segment, sin-
gle-pay customers, due to downgrading of service to
basic only.

CTAM and Nielsen officials cautioned that the ini-
tial results constituted a “‘dry run” rather than a full-
scale launch; the next quarterly report will cover 200
systems, giving more comprehensive results. Even so,
a Nielsen official said it was “probably the largest
survey ever done” of the cable industry and is statis-
tically valid.

Summer slump? Charles Townsend, CTAM head
and president of Colony Communications, noted that
the study covers the beginning of summer, when ca-
ble subscription levels traditionally fall. But he noted
the results still may be a “red flag” to the industry.

According to the results, both pay and basic growth
in the sample were a scant 0.26 per cent. The number
of disconnects almost equalled the number of in-
stalls, for a net gain of only 0.3 per cent. Basic—only
subscriptions were up 0.5 per cent, but single-pay
units were down 0.6 per cent. Multi-pay subscrip-
tions were up a mere 0.1 per cent.

Ajit Dalvi, senior marketing vice president at Cox
Cable, saw the multi-pay results as the sole encourag-
ing word in the study; two-thirds of all pay units in
the sample continued to be multi-pay. But on the
downside, the drop in single-pay units wasn’t due to
a disproportionately large number of basic-only new
installs, but to a genuine drop-off in single-pay cus-
tomers.

Dalvi said the cable industy should take this as a
warning against sharp escalation of subscription
rates. Many Ms0Os are pondering rate restructuring,
since remaining federal rate regulation of basic rates
ends with the new year.

The study only reflects trends, and doesn’t offer
explanations. But Dalvi said the drop in single-pay
units may he due to VeIt tape rentals, theorizing that
the single-pay customer finds it easier to replace a
single premium service with tape rentals.

Trying to find a silver lining in the cloudy results,

[ Dalvi remarked, “T'he fact that pay units were flat
and not nose-diving is encouraging.” But, he added,
“The study would make me more cautious about rat-
ing my rates. It shows that a single-pay customer is

I not a secure customer.”

30

How cable helps economy

The benefits of the cable industry to the national
economy are enumerated in a newly-released study
commissioned by the cable MSO, Daniels & Asso-
ciates, and conducted by Browne, Bortz & Codding-
ton, both of Denver.

Highlights of the 27-page report:

® Cable contributes about $25 billion to the Gross
National Product, providing 441,000 jobs, and gener-
ates income of $11.5 billion.

B Cable programmers should contribute just over
$1 billion to the motion picture industry this year
alone, an amount equalling 10 per cent of cable oper-
ators’ gross revenue.

B Cable industry suppliers, with aggregate reve-
nues of $6 billion, employ 57,000 people in related in-
dustry jobs, with total compensation exceeding $1.8
billion.

B Cable operator expenditures on personnel and
goods and services indirectly result in an additional
307,000 jobs.

The report also summarizes industry growth. It
says the industry accounted for 2 per cent of all net
new jobs generated by the U.S. economy in the past
five years. During that period, cable operator reve-
nues increased an average of 27 per cent a year, triple
the 9 per cent average annual increase of the GNP
from 1980 through this year. In comparison, total
motion picture theatrical revenues (including video-
cassette revenues) were up just over 15 per cent, Net-
work TV grew at a 10 per cent clip.

A breakdown on cable’s contribution to Hollywood:
Pay services, $590 million; basic services, $280 mil-
lion (including copyright payments); pay-per-view,
$25 million. Also, some 11,000 jobs in the motion pic-
ture production/distribution sector can be attributed
to cable, representing some $250 million in employee
compensation.

The study also states that while cable is “increas-
ingly dominated by MSOs, it remains, in essence, a
distinctly local business, customized to meet the
needs of subscribers in specific communities.” That
means the economic benefits of the industry are
spread throughout the nation.

For a more detailed look at the study, see Inside
the FCC, page 89.

Estimated cable spending,
July, 1986

Parent co. Est. spending year-to-date

1. Procter & Gamble  $2,246,617 16,722,096
2.[Time Inc. 2,202,099 9,470,163
3. Anheuser-Busch 2,013,835 11,246,319
4. Philip Morris 1,546,829 14,083,550
5. Mars 1,487,379 9,950,616
6. General Mills 1,315,448 6,982,493
7. RJR Nabisco 854,782 5,476,953
8. Gillette 743,348 5,015,604
9. Coca-Cola 622,201 3,777,396
10. Clorox 548,652 2,640,500

Source: Broadcast Advertisers Reports
Nates BAR manitors only six cable networks: CBN. CNN, ESPN, MTV, USA, WTBS.)

Television/Radio Age, September 29, 1986
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Cable academy checks in

The first luncheon program of the National Academy
of Cable Programming earlier this month drew a
blue-chip crowd of cable system and programming
service officials. They received reassuring predictions
of long-term success from a panel of industry lumi-
naries.

Most heartening to the cable crowd was a prognos-
tication by Marvin Koslow, senior vice president of
Bristol-Myers, that 24-hour broadcast network share

| in cable homes will continue to fall, hitting 50 per

cent in 1990. “And I don’t see it stopping,” he added.
Koslow attributed continued network erosion to in-
creased audience share gleaned by cable, indepen-
dents, and videocassette viewing.

Fred Pierce, former president of ABC-TV and a
member of the Capital Cities/ABC board, noted that
primetime share would diminish at a lesser rate, to 66
per cent, in 1990; but he said “I don’t disagree” with
the 50 per cent figure for 24 hours. According to Niel-
sen figures for the first quarter of 1986, 24-hour net-
work share in cable homes was 56 per cent; prime-
time network share from September, 1985, through
May, 1986, was 76 per cent, down from 82 per cent in
the 1981-82 season.

Programming involvement. A continuing theme was
the desire of cable multiple system operators to get
more involved, financially and creatively, in pro-
gramming. John Malone, chairman of largest-MSo0,
Tele-Communications Inc., again repeated his call for
MSOs to underwrite the cost of programming “propri-
etary to cable.” But he stopped short of advocating,
as he has in the past, the creation of a new cable “su-
perchannel.” Instead, he spoke of programmers and
MSOs “putting together management and capital.”

It’s unclear how fast the industry will be able to
unite on the programming issue, said Malone, whose
company has become an equity holder in several pro-
gramming ventures, including Black Entertainment
Network, American Movie Classics and The Discov-
ery Channel.

Malone also noted that the distinctions between
pay and basic services are blurring as the industry
recognizes a need to fund original programming out
of subscriber dollars as well as ad revenues. He main-
tained that cable MSOs could match the combined
programming budgets of the broadcast networks with
5 per cent across-the-board rate increase.

LA Al
Marvin Koslow

John Malone

Executives of several programming services pri-
vately express doubts that MSOs will get behind a
cable “superchannel.” Instead, several of them pre-
dict greater financial investment by MSOs in existing
services—perhaps in the form of an increase in car-
riage fees specifically earmarked for programming.

Terrence Elkes, president and CEO of Viacom In-
ternational and leader of an attempted leveraged
buyout of the company, suggested that cable opera-
tors are “beginning to learn how to market” by pro-
moting both specific programming and the viewing
options that the typical 35- to 54 channels of service
provides.

“We are not the new kid on the block,” Elkes said,
advising that the cable industry must stress its pro-
gramming benefits in the face of competition for
viewers’ time from such TV alternatives as VCRs and
independent stations.

Merchandising job. Echoing Elkes, TCI’s Malone re-
marked that the cable industry “has been fascinated
with capital formation and technology,” to the detri-
ment of programming development. “As we leave the
neophyte stage,” said Malone, “we will be able to do
a very effective merchandising job” in selling the val-
ue of cable programming. Industry management
must stop acting like “feudal warlords fighting
against each other for turf,” and concentrate on “ex-
ploiting the markets we have created,” added Ma-
lone.

That comment struck some as ironic, in that TCI is
arguably the most aggressive MSO in acquiring small-
er cable concerns.

Despite the passage two years ago of the federal ca-
ble deregulation act, issues such as must-carry, copy-
right and compulsory license continue to pose a
threat, according to Malone: “If there’s an area inves-
tors have to watch, it’s government meddling.” he
said.

Another recurring subject was Rupert Murdoch’s
incipient Fox Broadcasting Co. and its prospects for
success. While Malone said “I hope FBC makes it,
because Rupert needs the money,” Fred Pierce said
the continuing soft broadcast advertising climate
may make FBC “hard-pressed” to find advertising
support in primetime. Bristol-Myers’ Koslow, howev-
er, said the network possesses a sound concept and
good management, and has a chance at success—if
Murdoch spends sufficient dollars on quality pro-
gramming.

|

Fred Pierce

Terrence Elkes

Television/Radio Age, September 29, 1986
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Write the caption
and win your choice.
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s set...or this set.

\ Sl mm‘\
HHE HHUHE

LLJL/L‘L-’LUV

We’ve seen your versions of our SRDS cartoons on ottice walls
trom NY to LA. We know you’ve been itching tor this chance.

At left 1s a Booth illustration of an SRDS uscr. All vou have to
! dois write the most humorous, most incisive, most pertinent
' caption and we’ll make vou rich and famous. (For the record, these
are relative terms.)

Fill in, staple to vour entry
and mail to:

SRDS Caption Contest
P.O. Box 3316
Grand Central Post Office

The winning cartoon will be widely published in the ad trade New York, NY 10163
press. (Who knows what that could do tor vour carcer.) And the
| winner will have his or her choice of a full sct of SRDS catalogs, or
| a Pro Football Championship* weekend tor four next January. Name
The rules and details follow. However, should the winner
choosc the set of SRDS, recognizing our responsibility as an adver- Job Title

tising institution, we would scriously consider having the winner
| nstitutionahized.
I * Yes, that game! (1t would cost more to mention its name than it costs to send you. )

Phone( )

RULES: Contest is open to persons 18 ner will receive his or her choice of  a) onc Com pany

years or older in agencics or advertiser compa- full set of SRDS catalogs, FOB Wilmette, 1L

nies who are involved in planm'n_g\ creating, or b) four tlckct.s to tl'lc National Football Address

producing or approving advertising for any League’s Championship Game, January 25,

medium. To enter, neatly print your caption 1987 in Pasadena, CA plus round trip airfare

under the drawing on the page at left. Use and hotel accommodatians for three nights. Cit}'

more space if necessary. Fill in the coupon The winner relinquishes all rights to his or

completely, stapic it to your entry and mail to  her entry without turther compensation. All S .
the coupon address. Entries must be post- entries become the property of SRDS, Inc. tate le

marked no later than November 15, 1986.
Entrics will be judged on the basis of original-
ity, humor and relevance to SRDS. The win-

and cannot be returned. Employecs of
Macmillan, Inc., SRDS, Inc., their Agencies
and their familics are not eligible.
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MCATV IS PROUD TO ANNOUNCE...

THE NBC OWNED
TELEVISION STATIONS
_JUST BOUGHT

FOR THEIR 1987-1988
ACCESS CHECKERBOARD
..AND IT’S

OUTOF T
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Starrung Donna Pescow and Maureen Flanmgan
Available on a cash/advertiser-supported basis
starting Fall 1987,

Produced by Bob Booker Productions.
Distributed by

MCATV

Station clearances: (212) 605-2786 / (818) 777-5816
Advertiser sales: (212) 605-2720 / (312) 337-1100

& 1986 Universal City Studios Inc. All rights reserve
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Radio Report

A&S throws wrench in NAB
Task Force pilot test plans

Two of the three finalists in the drive by NAB’s Ra-
dio Audience Measurement Task Force to come up
with an “alternative” rating service are poised for the
pilot tests next month that were promulgated as part
of the search procedure. But the third has balked at
the test and says it will, instead, turn in a complete
report to the Task Force in November, upsetting the
NAB.

The reluctant research group is Audits & Surveys,
which participated about eight years ago in a major
aborted effort to find an alternative and competitor
to Arbitron. Richard Lysacker, A&S president, says
his company’s methodology is proven, is in wide use
and doesn’t need another test. Another one of the fi-
nalists, Birch Radio, which is also considered “pro-
ven,” will go ahead with its test, anyway. Some
sources say the test market, which is being kept se-
cret by the parties involved, might be measured by
Birch anyway. Also planning to go ahead with its part
in the pilot test is McNair Anderson, an Australian
rating service owned by AGB Research, the same
U.K. company that owns AGB Television Research
in the U.S., now contending with Nielsen for accep-
tance as a national people meter TV service.

McNair Anderson is an Australian industry-sup-
ported radio rating service, the only one in that coun-
try. It employs a personally-placed and personally-
retrieved weekly diary which measures all persons in
the sample household 10 years and older. While the
technique of personal placement and retrieval of dia-
ries has been employed in the U.S. by Arbitron in
certain instances, it is not regularly used.

Embarrassing result. Since the NAB had initially an-
nounced it was looking for innovative audience mea-
surement techniques, the three finalists are consid-
ered by a number of research people as an embarrass-
ment for the NAB. However, it is widely believed
that the basic drive behind the RAMTYF is to encour-
age competition against Arbitron, whose prices have
long irritated the radio industry.

Because of U.S. anti-trust laws, the RAMTF, un-
der Ken McDonald, chairman of MacDonald Broad-
casting, Saginaw, Mich., has been careful to avoid the
appearance of favoring any particular service. The
Task Force and NAB have been wrestling recently
with the problem of how to handle the pilot tests in
terms of approval (or disapproval) when they are
completed. So far, there is no decision.

Arbitron alters DST criteria

Effective with the fall survey, Arbitron will start se-
lecting metro markets for black or Hispanic Differen-
tial Survey I'reatment if the metro population, 12 or

36

over, includes at least 10 per cent blacks or Hispan-
ics, or if the metro has 150,000 or more blacks or His-
panics 12-plus. At the same time, Arbitron will also
change the way it identifies respondents’ ethnic clas-
sification.

Now, questions asked in the diary placement
phone call will follow those used by the Census. Arbi-
tron interviewers will ask prospective diary keepers:
“Would you classify your household as black, white
or other?”, in markets designated for black ethnic
control, and, “Is your household of Spanish or His-
panic origin or descent?”, in markets with special
Hispanic controls.

For the fall survey 18 more markets will be desig-
nated for ethnic controls. New DST markets for His-
panics will be Abilene and Killeen-Temple, Texas;
Naples-Marco Island, Fla; Yakima, Wash.; and San
Diego, San Diego North, Anaheim-Santa Ana and
Santa Barbara, all California.

New black DST markets will be Daytona Beach,
Fort Pierce and Panama City, Fla.; Ann Arbor and
Muskegon, Mich.; Charlottesville, Va.; Lawton,
Okla.; Lufkin-Nacogdoches, Texas; Wilmington, Del.;
and Youngstown-Warren, Ohio. Altogether the total
number of radio markets designated by Arbitron for
DST will now add up to 127.

Hispanic listening pilot

The Chicago pilot study of Hispanic radio listening,
to be conducted by Information & Analysis for the
Spanish Ratings Advisory Council, will test three me-
todologies: in-house personal interviews, use of “lis-
tening logs,” and telephone interviews. The survey is
scheduled for a late October start and will run for ap-
proximately one month. The sample size will range
from 120 households to 420 households depending on
methodology.

Peter Roslow, vice president, general manager of
I&A, explains that Chicago was selected as the pilot
market ADI because of its cultural balance. The His-
panic population there includes Mexicans, Cubans,
Puerto Ricans and Hispanics from Central and South
America, thus reflecting “a more accurate cross-sec-
tion of the total Hispanic population in the U.S. than
most other large markets.” Also, says Roslow, Chica-
go’s Hispanic population is “multi-generational for
many of these different nationality groups, making
Chicago both culturally and demographically compa-
rable to other U.S. Hispanic markets.” And that, he
adds, should make the test results “more informative
and helpful” in determining methodologies for other
major U.S. Hispanic markets.

The SRAC was formed over a year ago at the sug-
gestion of Eduardo Caballero, president of Caballero
Spanish Media. Its purpose is to create a new Span-
ish radio ratings service to conduct more accurate
measurements of Hispanic radio audiences. Member-
ship includes advertiser and agency executives as
well as Spanish-language radio broadcasters.

Chairman of the Council is Abbot Wool, senior vice
president, director of media research at Saatchi &
Saatchi Compton.
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Augﬁst spot: up 6.8%

Spot radio had its best 86 month in August, accord-
ing to Radio Expenditure Reports, which collects
data on commissionable billings from reps. After ad-
justing for the Standard Broadcast Month (SBM), the
data show an increase of 6.8 per cent. The best previ-
ous month this year was May, when spot billings rose

4.9 per cent.
| August spot time sales were $94,046,600, compared
to $70,448,100 during the previous August, represent-
ing an increase of 33.5 per cent. However, August,
‘86, was a five-week SBM, while August, ’85, was four
weeks, representing the first time this year, there was
a year-to-year difference in SBMs. The adjustment
(making ’85 data equivalent to five weeks) pushed
last year’s figure up to $88,060,100. Hence, the ad-
~ justed 6.8 per cent figure.

Spot radio billings through August this year came
to $600,313,000, up an adjusted 1.6 per cent. By mar-
ket size, the adjusted increases were: markets 1-10,
up 5.2 per cent; markets 11-25, up 3.1 per cent; mar-
kets 26-50, up 8.7 per cent; markets 51-plus, up 11.8
per cent.

Chase appoints Bremkamp

Richard P. Bremkamp has been named by Chase
Communications Corp., Hartford, as general manager
of KGLD/KWK St. Louis. His appointment will be ef-
fective upon approval of the purchase of the stations
from Robinson Broadcasting of Missouri by the Fed-
eral Communications Commission.

Bremkamp, who will report to Chase vice president
of radio stations Robert Dunn, has had over 21 years
in management positions in Cleveland, Detroit and
Hartford.

Transtar 41’s impact

Transtar Radio Network’s Transtar 41 soft contem-
porary format (aimed at listeners with a median age
of 41) has had such an impact on the market that
Blair Radio decided to analyse its Arbitron ratings
performance both for stations that program it and
those that compete against it.

The format signed on in 1984 at WJQY(FM) Miami,
and, according to Blair, now is carried via satellite by
85 stations in both large and small markets.

Here are some samplings of the Blair research:

B Detroit—WLTI(FM) took on Format 41 in April,
1985, and has gone from a 1.8 share (average quarter
hour, all persons 12-plus, Sunday-Monday, 6 a.m.—
midnight) in spring '85 to a 2.5 in spring '86. Accord-
- ing to Blair’s Lori Adelsberg, “The adult contempo-
rary and easy listening stations are affected by
WLTTI’s growth, especially AC, WOMC, which gained
audience when WLTI declined, and vice versa.”

B Providence—WWLI(FM) had a 3.2 share in spring
’85, signed on with Format 41 in July, 1985, and
zoomed to a 7.2 in fall ’85 and a 7.4 in spring ’86. Says

Adelsberg: “There is heavy competition from beauti-
ful music, WLKW(FM). WLKW has experienced some
decline in audience since debut, but it remains Num-
ber 2 in the market.

“FM ACs, WMYS and WSNE are declining, and both
rank 10th or below.”

Lin to sell stations

Lin Broadcasting Corp. is putting its radio stations
up for sale in order to focus its concentration on tele-
vision stations and cellular telephone operations.

According to the company, the 10 stations it now
owns account for less than 10 per cent of its media
operating income. The stations are: WFIL/WUSL(FM)
Philadelphia, KILT AM-FM Houston, WIL AM-FM St.
Louis, WEMP/WMYX(FM) Milwaukee and WBBF/
WMJQ(FM) Rochester, N.Y.

Wertheim & Co. has been retained by Lin to advise
it with respect to the divestiture.

The 10 stations, according to industry sources,
could fetch in the neighborhood of $100 million.

Sears top July web client

Sears Roebuck led the list of network radio advertis-
ers in July with expenditures of $5.1 million and con-
tinued to lead in the seven-month totals, with spend-
ing of $27.2 million, according to BAR data. Proctor
& Gamble, a heavy TV advertiser that radio people
never stop hoping will move some of that money into
the audio medium, ranked eighth in July and ninth
for the year to date. Clients not in the July top 10,
but included in the top 10 for the seven months so far
measured, are Cotter & Co., with $5.7 million and A.
G. Bayer, with $8.4 million.

General Motors was the only auto advertiser in the
July top 10, with expenditures of $1.7 million. The
next biggest auto client in July was Ford, which spent
a little over half a million dollars and $4.6 million for
the seven months.

Top 10 network radio

Television/Radio Age, September 29, 1986

clients—July
Estimated Year-to-date
Parent company expenditures expenditures
Sears Roebuck 5,113,569 27,155,041
AT&T 3,115,455 16,099,504
Anheuser-Busch 2,012,406 7,366,874
General Motors 1,722,346 11,046,991
Schering-Plough 1,691,622 7,216,004
Greyhound 1,619,698 11,144,726
Philip Morris Cos. 1,611,040 5,575,155
Proctor & Gamble 1,445,822 5,821,358
K Mart 1,309,305 3,197,110
Warner-Lambert 1,110,122 13,657,257
Copyright 1986, BAR.
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Radio Business Barometer

Web radio billings
up 37% in August

The blockbuster numbers dis-
played by network radio during
the first month of the summer
quarter carried over into the sec-
ond month, according to the latest
figures from the Radio Network
Association.

August network radio revenue
levels were up 37 per cent over the
corresponding month last year,
the RNA reported. This follows a
32 per cent hike during July. Both
numbers set monthly percentage
growth records for 1986.

July and August were also re-
cord months in revenues, with the
former slightly ahead of the latest
month in billings. August revenues
came to $36,907,686, while the
July total topped that at
$36,950,434,

Through the eight months to
date, total radio revenues were up
20 per cent to $250,632,725. The
comparable figure for ’85 was
$208,528,428. If this level of in-
crease holds, the ’86 total would

come to $394,450,450.

All four sales territories report-
ed by RNA showed sizeable in-
creases in August, as might be ex-
pected. But the rises were not
spread evenly. Detroit was way up,
Los Angeles was up above average,
New York was up about average,
while Chicago was up below aver-
age.

Fueled by automotive blurbs,
the Detroit figure for August
climbed no less than 119 per cent
over the year before. Revenues
were $2,775,293 this year vs.
$1,264,390 last year.

Los Angeles showed a 48 per
cent rise this August, with reve-
nues of $2,631,681 vs. $1,780,740
last August. _

New York, with almost two
thirds of network radio billings
registered an August increase of 35
per cent. The total in billings ws
$23,555,464 vs. $17,413,651 in '85.

As for Chicago, with 22 per cent
of the total billings, it was up 21
per cent, a sizeable increase in oth-
er circumstances, but ho-hum this
past summer.

The 119 per cent rise for Detroit

sales in August was not the only
big jump in network radio billings
for the Motor City. In July, reve-
nues were up 70 per cent and in
May, 59 per cent. For the year
through August, Detroit business
was up41 per cent to $20,376,805.

Los Angeles sales were marked
by both ups and downs. Three of
the eight reported months for net-
work radio showed actual declines
in billings—dJuly, down 11 per
cent; June, also down 11 per cent,
and March, down 6 per cent. For
the eight months, however, Los
Angeles sales were up 15 per cent
to $15,814,072.

New York sales

New York had been relatively
modest in monthly increases dur-
ing the first half, three of the
months showing single digit in-
creases. The eight month total of
$150,610,856 is 17 per cent ahead
of 1985,

As for Chicago, there were some
marked roller coaster patterns in
the monthly tally of sales. The
range was from minus one to plus
55 per cent, the latter scored in
July. For the eight months, Chica-
go billings were up 24 per cent.

Network +37%
(mitlions) 1985: $27.0 1986: $36.9
Changes by territories
Billings % chg.

Territory (000) 86-85
New York $23,555,464 +35%
Chicago 7,945,248 +21
Detroit 2,775,293 +119
Los Angeles 2,631,681 +48

Source: Hadlo Network Assoclation
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EE SPOT RUN!

BAR has seen a hundred million
of them.

We’ve monitored, logged,
classitied, and reported network
and local commercials for 33 years.

When it comes to developing
data for today’s broadcast and
cable advertising profes-
sionals, BAR's monitoring
specialists have no peers.

Because nobody else has
BAR’s experience.

Nobody.

Many other
monitoring services have
come and gone. Time after
time, BAR was chosen as the
standard in monitoring through-
out all of advertising, and all
of broadcasting.

That’s an enormous responsi-
bility. It's why we continually
expand our services, refine our
technology, and sharpen our skills.

We seem to be doing it right: A
recent 20,000-spot audit confirmed
that BAR logs are a remarkable
99.7 percent accurate.

We don't just see spots run.

We catch them.

THE INDUSTRY STANDARD IN BROADCAST MONITORING.

o
A »
BROADCAST ADVERTISERS REPORTS
. ‘ 800 Second Avenue, New York, NY 10017 (212) 682-8500
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Why

Television Age
international

is the world’s

leading broadcast
publication.
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Over a period of two decades

Television Age International has achieved

a dominant position in the international broadcast
scene. Here are some of the reasons why:

The largest documented circulation of
any publication in the field.

More advertising lineage than any other
publication in the field over the past
20 years.

The only publication with full staffed

offices in London, New York and Hollywood,
as well as active correspondents in

major capitals throughout the world.

The only publication with a digest of

feature articles in three languages —

French, German, Spanish, and at times

in Italian.

Produced and edited by a staff of
professionals. Published by Television/Radio
Age, with 30 successful years in the

industry.

TELEVISION/RADIO AGE INTERNATIONAL

London New York Hollywood
Commerce House 1270 Avenue of the Americas 1607 El Centro, Suite 25
6 London Street New York, NY 10020 Hollywood, CA 90028
London, W2 1HR 212-757-8400 213-464-3552
01-402-0919 Sanford Josephson, VP & Editor  Paul Blakemore, VP
Irwin Margolis Alfred ). Jaffe, VP & Exec. Editor

International Managing Editor
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THIS
TVMESSAGE
COULD SAVE

EVERY
AMERICAN
ABUNDLE.

Last year, over half a million babies were born to teenage girls. Most of these babies will look
forward to a life of poverty and deprivation. And they’ll cost our country billions of dollars.

We think it’s time to do something about teen pregnancy.

That’s why, in conjunction with the Children’s Defense Fund, we’ve produced a public
serv&/e te}llef\rlslon campaign tgat V%e hope w§ll call attention to this serious issue.

atch for it soon on the Fox Television Stations.

Because when an unwanted baby is born to a teenager, FOX TELE\/ I SION

a bundle of joy can turn into a bundle of trouble. STATIONS

WNYW New York  KTTV Los Angeles  WFLD Clucago  KDAF Dallas  WTTG Washington DC ~ KRIV Houston
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Gfthh could be restrained by narrowing of web price gap

Barter now viewed as ‘major’

By GEORGE SWISSHELM

4t ’

few years ago,’”’ says John
Weems, vice president, enter-
tainment and marketing ser-
vices at Mattel, Inc., “there was no via-
ble national advertising alternative to
the networks in the kids’ area. Today,
national syndication is very much a
major alternative and a major part of
our media plans.”

Syndication, adds Mike Drexler, ex-
ecutive vice president, national media
director, at Bozell, Jacobs, Kenyon &
Eckhardt, “has come into its own. It’s
no longer in a situation of having to sit
back and wait for leftover network dol-
lars.”

There’s no question that barter syn-
dication has come a long way in a short
time. That’s evident from testimonials
like the preceding by a wide range of
agencies and national advertisers. And
more credibility has been added now
that barter’s progress is being charted
by Broadcast Advertisers Reports,
which, in its first-ever study of the ad
medium, reported that 237 clients in-
vested nearly $260 million on 117 syn-
dicated shows during the first six
months of 1986 (Tele-scope, Septem-
ber 1).

The BAR figures also record, howev-
er, that syndication spending in the
second quarter dipped nearly 12 per-
cent from the first quarter tally. And
media executives from both agencies
and clients, while expecting barter to
continue to grow, point to some market
conditions that may slow down its pace
in the months ahead. Among them:

B The price gap between network TV
and syndication has narrowed.

B The proliferation of ad-supported
syndication product may saturate the
market and make clearances more dif-
ficult.

m The leveling off of independent TV
station growth could soften demand.

Clare Simpson, vice president, direc-
tor of Coca Cola national broadcast at
McCann-Erickson/New York, for in-
stance, expects barter syndication to
“continue to grow,” but adds that this
growth “is likely to slow down, just as
the growth of other media like network

Frames from Crystal Light ads

‘element in many media plans

Advertisers feel
proliferation of
product may
saturate the
market, making
clearances more

difficult.

and cable slowed down since their ini-
tial spurts.”

Les Towne, chief executive officer of
Towne, Silverstein, Rotter, Inc., adds
that barter’s growth “can’t continue at
the tremendous rate we've seen in the
past couple of years.”

Rino Scanzoni, vice president, asso-
ciate director of national broadcast on
brands for General Foods and Richard-
son Vicks at D’Arcy Masius Benton &
Bowles, expects use of barter syndica-
tion to ‘“‘continue to grow to a point.
But there’s only so much time available
on a limited number of stations. So the
increase is likely to flatten out. Next
spring, for instance, if Ruppert Mur-
doch goes through with his fourth net-
work idea, five hours of new program-
ming could be eliminating, or at least
bumping a lot of current barter syndi-
cated product into other dayparts.”

Dick Hobbs, vice president, media
director at Leo Burnett Co., says that
while his clients’ use of barter syndica-
tion “will continue to be significant,
I’'m not sure how much more room for
growth there might be, for two reasons.
One is that there are so many produc-
ers in syndication now that I'm not sure
they can keep clearing long enough sta-
tion lineups to accommodate a lot more
new product. There are too many pro-
grams competing for the same most de-
sirable time periods.”

The other limitation, in Hobbs’ view:
*“One reason the syndication route has
been so attractive has been the gap be-
tween its pricing and that of compara-
ble network offerings. Short term at

www americanradiohistorvy com
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Hasbro Bradley G. I. Joe spot

Griffin Bacal is
satisfied with
barter “because
it’s a mutually
beneficial
arrangement.”

least, that gap has closed up somewhat
as network prices have come down a
bit. That’s taken some of the gleam off
of syndication’s attractiveness.”

BJK&E’s Drexler notes that another
factor contributing to the growth of
harter syndication to this point “has
heen the recent increase in numbers of
new independent stations. But we now
expect this growth to level off. This
could lead to more syndication for cash
and/or cash-plus harter and less
straight barter. This, in turn could
mean fewer national minutes available
for sale by the barter distributors, and
limitation of supply of national min-
utes from thig source could drive up the
pricing.”

On the other hand, Drexler also ob-
serves that, “Growing interest by more
network affiliates and 0&0s in good
syndicated product should bolster the
market for syndication and make up
for the slowdown in the numbers of
new independents coming on line. And

a4

the price of commercial time in syndi-
cated programs is also likely to climb to
pay for the improved production values
we’re seeing.”

The upshot is that, “Although syndi-
cation must always maintain a price
gap between itself and higher network
prices in order to remain attractive to
advertisers, we will probably see that
price gap narrow. But at the same time,
an increase in the amount of syndica-
tion that’s sold for cash could help syn-
dicators hold prices down in relation to
what the networks charge, and main-
tain the necessary gap.”

Dave Braun, director of media and
program services at General Foods,
predicts that barter syndication will
grow, “but not at the rates we've seen in
the past three years, otherwise it would
eventually take over the universe. But
it should grow at a reduced rate for
awhile, in direct relation to its ability to
deliver broad national station lineups
in quality time periods at price levels
considerably below those of the
networks.”

Braun adds that CPM levels of syndi-
cation “must continue to be substan-
tially discounted because syndication
doesn’t offer as clean a situation as net-
work television. The networks carry
smaller commercial loads, so there’s
less clutter. But lower syndication
prices help compensate for this.”

On the other hand, Braun notes that
as syndicated product continues to
proliferate faster than the availability
of quality time periods to carry it, “It
will become increasingly difficult to
bring off the level of success that some
of the syndicated programs have re-
cently enjoyed.” (General Foods’ Crys-
tal Lite beverages ranked fifth among
brands in barter spending in BAR’s
study).

Quality of new shows

Asked whether he’s satisfied with his
company’s syndication buys to date,
Peter J. Spengler, vice president, ad-
vertising services at Bristol-Myers, of-
fers an “unqualified yes.”

But down the road, he believes that
the quality and degree of success en-
joyed by the new product coming out of
entities such as the Tribune-Viacom
combination, Fox Television and Dis-
ney “will be a deciding factor in syndi-
cation’s continued growth. I{ these pro-
grams are successful, growth will con-
tinue. But if what comes along turns
oul to be so much pap, syndication will
be stalled in its tracks.”

If the new shows do achieve a degree
of success, however, Spengler “doubts
that we’ll see an annual 20 per cent rate
of increase in barter syndication, but
low, double-digit growth wouldn’t sur-

“If the networks
grow more
conservative with
regard to their
production costs
and make a real
effort to hold the
line,” says
Bristol-Myers’
Peter Spengler,
“this could turn
into an opportunity
for syndicators to
become more
innovative.”

prise me. The base of syndication dol-
lars is still fairly low compared to total
network dollars.”

He adds that, “If the networks grow
more conservative with regard to their
program production costs and make a
real effort to hold the line, this could
turn into an opportunity for syndica-
tors to become more innovative. After
all, the syndicators can look forward to
an after-life for their new programs.
The networks have to concentrate on
today. It should be interesting to watch
what develops.”

At McCann-Erickson, Simpson also
points out that, “Syndicators need to
address the problem of clients’ need for
more up-to-date ratings data. Coca
Cola, for instance, needs to know as
quickly as possible how the program-
ming it’s in is performing. When a
brand’s in flight, it needs its planned
weight then—not make-good exposure
here and there, after the campaign and
all the coordinated support activity
that goes with it is history. I think the
root of the problem in getting fast feed-
back on ratings is that each syndicated
show has a different station lineup. It’s
not the kind of standard station list you
get with network shows.”

Riding high

But whatever its future, right now,
barter syndication is riding high. At
Number | barter advertiser (BAR-first
half ’86) Procter & Gamble, a spokes-
woman says “We like barter syndica-
tion because it’s a cost elficient alter-

(continued on page 46)
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Pillsbury’s pioneering in early days of barter pays off

eo Burnett vice president, media

director Jack Klues recalls that
Pillsbury was one of the first of the
major national advertisers to enter bar-
ter syndication in a significant way
“because the prices were favorable in
relation to comparable network avail-
abilities.

“Pillsbury wanted more efficient
nighttime exposure as a substitute for
nighttime primetime on the networks
when it started shifting some dollars
from daytime network in order to reach
the growing numbers of working wom-
en who were no longer available to
watch daytime television.”

Klues adds that, “In the beginning,
Pillsbury saw shows like PM Magazine
and Entertainment Tonight as a base
we could build on that approached
primetime network in terms of audi-
ence composition and reasonably high

. ratings at a more reasonable cost.
. Then, once we were into syndication
" and had developed experience with it,

Pillsbury’s use of it snowballed with

. the increase in the availability of more
. early-evening product that met our

guidelines in terms of audience effi-
ciencies in programming of comparable

' quality to what the networks offered.”

‘Open minds’

As “leaders in using this form of te-
levision,” says Klues, “syndicators got
in the habit of calling on Pillsbury and

- on Burnett when they knew they had a

new program that was up to our stan-
dards. They knew our minds were open
to first class syndicated opportunities
at a time before they had gained the

Pillsbury, says Leo
Burnett’s Jack

Klues, uses barter on

shows “with strong
track records and
good clearances.”

Daytime buys, adds
BBDO’s Bruno Crea,
“must have a minimum

of 80% clearance.”

acceptance they enjoy today.”

This way, adds Klues, Pillsbury’s use
of syndication “grew with the boom in
syndicated product. We were able to be
among the first to benefit from the au-
dience attraction of shows like Whee!l
of Fortune, Jeopardy, New Wedding
Game and the TPE properties. These
are the kinds of programming Pillsbury
is in—shows with strong track records

. and good station clearances. There are

enough of these good shows available so
that we don’t have to rely on some of
the more risky syndicated product
that’s also out there.”

At BBDO Bruno Crea, senior vice
president, associate media director, ex-

| plains that Leo Burnett handles most

of Pillsbury’s syndicated programming

. because it is agency of record for Pills-

bury’s nighttime syndication and net-
work buying, while BBDO is agency of
record for the company’s daytime syn-
dicated and network buys. “So while
Burnett handles shows like Wheel of
Fortune, we represent Pillsbury in pro-

grams like Phil Donahue, Hour Maga-
zine, Oprah Winfrey and Sally Jesse
Raphael. We consider these quality
programs because they offer intelligent
conversation to female audiences, as
opposed to, say, some of the game
shows.

“On the other hand, we learned from
the unfortunate experience of Inday,
that you don’t do too well trying to go
head-to-head against the best of the
networks’ soap operas.

Inday was an ambitious two-hour at-
tempt to change the daytime market-
place, and I think the industry learned
its lesson.”

For Pillsbury’s daytime buys, Crea

says national syndication “must have a

minimum of 80 per cent clearance. We

| continue to see syndication as an effi-

cient substitute for network exposure.
Ratings of shows like Donahue and
Oprah Winfrey compare favorably to
average daytime network programs,
and the pricing is more efficient than
the networks.” m]

Pillsbury Toaster Strudet spot
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native to the television networks. It’s
significantly less expensive and can de
liver a comparable audience. The mon-
ey for syndication comes from our na-
tional network funds.”

At Griffin Bacal, whose clients in-
clude heavy syndication user Hasbhro
Bradley (Number 2 brand in BAR’s
study for its G.l. Joe products), Art
Heller, executive vice president, says
his agency is satisfied with barter syn-
dication “because it’s a mutually bene-
ficial arrangement in which all parties
receive value. The syndicator receives
advertising income to pay for his pro-
gram costs, the stations receive quality
programming to attract larger audi-
ences, and in our own case, our clients
are provided with an excellent program
environment in which to reach chil-
dren.”

‘Efficient alternative’

At Mattel, the Number 3 brand in
barter spending for the first six months
of '86 for its Masters of the Universe
toys, Weems sayvs: “Our buys have
proved an efficient alternative to the
networks, and we’re satisfied with the
results.”

Ira Bass, vice president, media direc-
tor at HBM/Creamer in Pittsburgh,
agency for Stouffer frozen foods, likes
syndicated programming ‘“because it

Cathy Lee Crosby for Sun Country
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gives us an alternative form of televi-
sion with a good flexibility of dayparts,
including combhinations of hoth early
and late fringe and prime access that
offers a broad reach of our target au-
diences.”

Bass says the kinds of syndicated
programs used, such as Entertainment
Tonight and Life Styles of the Rich
and Famous, “are certainly preferable
to the reruns of 10-year old sitcoms in
black and white that the independents
used to be stuck with. So though syndi-
cation won’t replace the networks, it
will continue to grow, if at a slower pace
than we’ve recently witnessed, because
it fills the need advertisers feel for less
reliance on the networks. It helps na-
tional advertisers control costs because
it gives them a less costly vehicle to mix
in and add weight to their national
buys by overlaying across their net-
work coverage.”

And Towne, of Towne, Silverstein,
Rotter, notes that while many network
shows “‘are produced for more general,
broad audience appeal, a good many
syndicated programs are more specific.
They're edited to appeal to a more
closely targeted viewer group, to allow
an advertiser to concentrate on a more
specific audience segment.”

Towne adds that his agency has
‘“used barter syndication for years for
our toy clients. It’s proved to be suc-

cessful enough so that more recently
we've extended its use to adult produ
categories; products like Canandaigua
Wine's Sun Country Wine Coolers now
also use syndication heavily.”

Improved programming

Griffin Bacal's Heller sees growing
competition among syndicators ‘“‘serv-
ing as an impetus for improved pro-
gramming,” because “with more prod-
uct available, stations will be in a better
position to pick and choose the best.
And because available station time has
its limits, it's likely that as the amount
of product increases, we'll probably be
seeing more cash/barter arrangements
and fewer straight barter transac
tions.”

Heller also notes that as the trend to
increased use of 15 second messages
grows, “I'd expect that to lessen some
of the problems stations have with bar-
ter.” He explains that stations “also
need advertising time they can sell for
cash. With two 15s to replace more of
their 30 second availabilities, stations
can continue to make room for a good
deal of hartered product and still won’t
find themselves so likely to run out of
time to sell for the cash they need.”

DMB&B’s Scanzoni says his ac-
counts are “satisfied with what we’re

(continued on page 80)

Towne, Stlverstein, Rotter
has extended its use of
barter from toys to adult
products such as
Canandaigua Wine’s Sun

www.americanradioh

The Four Tops for Sun Country

Country Wine Coolers.



www.americanradiohistory.com

|

Creatives mull whether quick cuts add
up to a message or camouflage

MTV-IooI_( inTVv _
commercials: Is it

wearing itself thin?

By EDMOND M. ROSENTHAL 7

B he MTV-look in TV commercials
I is getting a second look from cre-
ative executives at agencies.
Some contend that it is being so over-
used and misused that it is wearing
thin. The look is characterized by up-
beat music, quick cuts and heavy em-
phasis on production values, which
some say is merely a “smokescreen” to
hide lack of talent and originality.

To some extent, veteran creatives
have accused the younger set of copy
and art directors of greater interest in
glitzy production than in selling the
product. The important selling tools of
emotion and identification with char-
acters are left out in this technique,
they contend.

The MTYV look, it’s said, has firmly
established some new terms in the pro-
cess of campaign presentations. Where
photomatics and animatics have been
traditional means of demonstrating
recommended commercials to clients
without actually going into production,
more recent terms are “ripomatics”
and “stealomatics.” In this process, an
elaborate, fast-paced look is generated
with scenes lifted from films, music
videos and the like. The only problem
is in reproducing the same look with
original production.

Most creatives interviewed, never-
theless, feel there’s a place for fast-
paced commercials provided that the
concept comes before the technique.

Some point out the basic approach is
far from new but that it has risen to
highly conspicuous proportions be-
cause of the MTV influence—which
some note is now fading.

It’s contended that the music sets
the pace for these commercials, which,
incidentally, are often shown on MTV
itself, being that many of the products
getting this treatment are youth-di-
rected. It's also noted that the MTV
look is most appropriate for parity
products with no particular advantages
to show and settling for top-of-the-
mind positioning.

A measured approach

Bill Appelman, executive vice presi-
dent and executive creative director at
Bozell Jacohs Kenyon & Eckhardt be-
lieves in ‘“‘a more measured approach”
in using the technique. He doubts that
he would use it to sell analgesics or a
new product but contends that it seems
to work well for such products as auto-
mobiles and jeans.

Appelman cautions, “Where young
people coming into the business use the
technique versus ideas—that’s when it
loses effectiveness. It’s not a bad idea
to speak to young people in their own
terms, but it’s bad if its used mindlessly
in lieu of ideas-—as a smokescreen.”

To this creative executive, some of
the spots currently being aired aren’t
even good MTV, but merely watered-
down imitations. He elaborates, “MTV

“Sweet Dreams’’: Nestle/). Walter Thompson

is becoming more sophisticated. Its
videos are more innovative and with
bigger budgets—sometimes more than
advertisers will put into a 30-second
commercial.”

This leads to another consideration:
He believes that, with “megabudget
productions being held down these
days” by advertisers, commercials that
are more expensive in terms of a great
number of scenes—and consequently
more shooting time—are less likely to
be accepted without good reason.

Discussing the use of “ripomatics” or
“stealomatics” to win acceptance for
quick-cut commercials, he asserts,
“They’re selling the client $8 million
worth of someone else’s film and some-
one else’s music. You can paste it all
together, but it’s something you can
never put together again because of the
cost. You may have copies of the trend-
iest things you've seen on TV; you can’t
touch Bruce Springsteen, but using his
music is beguiling. You find out that
what you’ve sold is a naked emperor.”

Appelman notes that some of the
commercials proposed in this manner
eventually get to the screen but that
they’re “pale, watered down versions”
of what was originally shown, and all
concerned are disappointed.

At J. Walter Thompson, Larry Volpi
and Darrell Wilks, both vice president-
associate creative directors, indicate
the pendulum is swinging away from

Fast vignettes and
music work, say

J. Walter Thompson
executives, if

they’re tied

entirely to the
product, as in
“Sweet Dreams.”
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Dippity-Do from Ayer

When fast cutting
adds up to a
numerical theme
like a range of
hair styles, it
makes sense, says
N W Ayer.

the MV look. Says Volpi, “1L was ini
tially felt that M’V was making a hig
nol ond you couldn’t help getting
canght up in it Bt he noles fost mu-
ic and fast cntting have climinaled
cinoLion from commercials, He says Lhe
tendencey now 18 Lo use music Lhal s
more emotional and more identified
wilh the produc

Meunwhile, Wilks adds that there is

48

one positive residual of the MTV-look
bandwagon: “The MTV influence is
not only fast-paced, but it’s also
brought a cinematic quality to adver-
tising. The quick-cut aspect does have
to change, but the cinematic produc-
tion values have improved commer-
cials.”

Volpi interjects, “There’s nothing
wrong with having the production val-
ues of movies, but it has to be tied to a
concept.” He concedes that these pro-
duction values make for greater ex-
pense, but, “If you get the best people
and get the best look for your product,
it will be paid back with interest.”
Wilks notes that clients are becoming
more willing to pay for the added pro-
duction costs because aesthetics are be-
coming more important to society in
general.

The two note commercials JWT has
done for Bounce fabric softener, Lister-
ine and Nestle chocolates have either
bheen fast-paced or had a more cinemat-
ic appeal, but, where music is used, it is
more emotional. Such is the case for
Nestle's “Sweet Dreams” commercial
for milk chocolate and Alpine white
chocolate candy. Fast vignettes and
music, Volpi says, were tied entirely to
the product while delivering the im-
pact of high energy.

Wilks adds that the general trend,
though, is toward focused spots with
realistic dialog.

Parity products

The entertainment value of fast-
paced commercials can be a definite
asset 1n selling parity products and
non-beneficial ones, according to Har-
vey Hoffenberg, senior vice president
and creative director at BBDO. He as-
serts, “If the product is not a strong
henelicial product, you certainly don’t
want to hore people. If you can be
somewhat entertaining visually, people
will remember the product when
they're in the store.”

Hoffenberg, who has an art director
bhackground, believes that visual effects
can serve as pnemonic devices that
viewers will remember more readily
than what is said to them. He contends
there 18 no reason why an entire com-
mercial can’t serve as a pnemonic de-
vice--not only to help remember the
commercial but also the benefits of the
product.

He gives as an example a Diet Pepsi
commercial his ageney did five years
ago, which featured 14 product shots
and 10 “end benefit” shots in 30 sec-
onds. He labels it o "cnuse and non
effect commercial’ utilizing the theme,
“Now vou see it, now you don’t.” Show-
ing Diel Popsi and exanmples of nbsence
of waight gain, it employed a “countor.

point” type of music versus the faster
music of today. Hoffenberg notes costs
were affected by the fact that only
three or four scenes could be shot in a,
day.

“For something quite serious,” he at-
tests, “I don’t suppose you would use
this technique. But if you're selling a
soft drink, fruit juice or candy, you're

(continued on page 84)

Fifty-six cuts in

45 seconds all add
up to one story,

says Cunningham &
Walsh: Citrus Hill
comes from the
orange’s heart.

Heart of the story
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Syndicators maintain competition
among indies bigger factor than ratings

'Metering of markets
shows indirect effect
on program prices

s more TV markets become me-
A tered, the usual strong resul-
tant boost in ratings for inde-
pendents is appearing to have some ef-
fect on the price they’re paying for
syndicated programming—but an indi-
rect one. It’s far from a case of syndica-
tors eying newly metered markets and
scientifically revising their asking
prices upward, but ratings increases
are nevertheless figuring into the prop-
osition.

The dominant factors in pricing still
remain the number of stations in the
market competing for the product and
the local ad sales market. But both of
these factors, according to stations and
syndicators, can be affected by ratings
increases. When the meters come in,
the lowest rated stations are often the
prime beneficiaries, so a station sud-
denly achieving the agencies’ minimum

Gerald R. Walsh of
WLVI-TV Boston says the
Nielsen meter has not
worked the same wonders
in his market that it

has in others and that
increases his station has
been paying for
syndicated programs
reflect only the

quality of programs.

ratings levels can just as suddenly see
sufficient sales potential to justify a
newly aggressive bidding stance, which
can elevate syndication rates via the
supply and demand rule.

Higher bidding by stations because
of higher projected revenues may first
show up in the first-run syndication
market, with its characteristic one-year
renewals. Competing stations are ex-
pected to be more inclined to get into a
bidding war for a hot property after a
one-year run in the market if the me-
tered results consistently show daypart
dominance.

The only direct result observed from
the higher metered ratings, though, is
seen in barter syndication. Syndicators
say they can definitely ask for higher
rates from advertisers for their nation-
al time.

Meanwhile, not all stations are bene-
fitting from the meters. For example,
independents in Boston didn’t see the
expected audience increases after me-
tering. And, in some markets where the
increases have shown up, independents
have still failed to reap the rewards in
ad sales. One reason is that stations are
primarily selling against demographics
and that, although the household infor-
mation reported by the meters general-
ly tends to lift all demographics, audi-
ence composition shown by the local
diary method can sometimes counter-
act the effect.

Currently there are meters in all top
10 markets. Arbitron has 11 markets

- metered, with two in the works. Nielsen

has 12, with three more coming so far.

Effect of competition

On a general basis, Janeen Bjork,
vice president and director of program-
ming at Seltel, sees syndicators making
hay from the higher metered ratings on
the basis of, “They look for any angle
they can find.” But she adds that, if
there’s no competition among stations
in a marketplace, the effect will be nil.
Where prices will go up is where inde-
pendents are “getting killed,” for ex-
ample, by The Newlywed Game, she

says, and it comes up for renewal and
these stations are willing to bid high to
take it away from a competitor. This is
not likely to happen with an off-net-
work product with a four-to-six year
run, she adds.

“If the program has not played in the
market and has performed well in other
markets,” she notes, “this gives the
syndicator some ammunition, but it
only works up to the point of what the
market will bear.” She gives King
World’s Oprah Winfrey as an example
of a program that can be helped in un-
committed markets if its metered mar-
I ket results favor it this fall.

Programs competing with affiliate
newscasts are among those benefitting
most from metering, she adds, because
diary households often tend to fill out
diaries at the end of the week, assuming
they watched the newscast every day.
Also benefitting heavily, she says, is
early morning viewing by children,
which is often unsupervised.

She adds that the benefits of meters,
more often than not, will help indepen-
dents sufficiently in their sales that,
unlike affiliates, they will be quick to
support them, even if they expect some
pressure on syndication costs as well.

In Miami, which has had the Arbi-
tron meter since 1984 and Nielsen’s for
almost a year, Harvey Cohen, executive
vice president and general manager of
WDZL-TV, reports the biggest increases
_ seen were in late fringe “‘because that’s
where people are sloppy in filling out

Daniel J. Berkery, who
runs Boston’s other
leading independent,
WSBK-TV, expected 3-5
ratings on mouvles to go
to 5-7 with meters, but
the results failed to
justify to him the
prices currently

paid for features.
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Jerry Marcus of KRIV-TV
Houston says higher
ratings from Arbitron and
Nielsen meters have not
generated higher station
revenues but have only
resulted in agencies
lowering cost-per-point
for the entire Houston
market.

their diaries.” He says he would be will-
ing to pay a higher price for strong-
performing product in the time period,
but not as much more as for other time
periods, because late fringe in itself
doesn’t have the strong sales potential.

Cohen says that, as one-year deals
come up for renewal, syndicators may
ask for more based on strong perfor-
mance, but, “as the demand cycle de-
creases, you get a sharp decrease in
price even if the ratings aren’t going
down.”

Conversely, with or without meters,
there can always be another
M*A*S*H, he adds, *“which initially
sold too cheaply so that, when they
came back at renewal time, there were
two guys down the street willing to buy
it and they had their hands around
your throat.” He adds that a situation
like this can be compounded with me-
ters when a marginal station whose rat-
ings pick up becomes more aggressive.

“But there’s always going to be a cer-
tain negotiating range, and a syndica-
tor can always walk out of the market if
he can’t get what he wants,” Cohen
says.

Ratings vs. revenue

In Houston, where both Nielsen and
Arbitron have had meters for more
than a year, independents have scored
respectable increases in early and late
fringe, with no significant change in
primetime, according to Jerry Marcus,
vice president and general manager of
KIIV-TV. He notes Arbitron has shown

somewhat better increases than Niel-
sen.

But whether this has led to price es-
calation for syndicated product, he
says, depends on the property: “If it’s a
hot property, you get into almost a bid
type of situation.” What’s surprising,
though, is that the higher ratings have
not generated higher station revenues.
Marcus says they have only resulted in
the agencies lowering cost-per-point
for the market: “They’re saying,
‘That’s what we feel the market is
worth.” It’s a matter of supply and de-
mand.”

Where the station has benefitted, he
says, is where agencies have a mini-
mum rating level for buys and the me-
ter has helped the station achieve that
level. But he adds that this level, more
and more, is based on demographic vs.
household ratings and notes that 85-90
percent of the station’s advertising is
sold on the basis of demographic
points.

Even though the meter tends to raise
demographic points across the board,
Marcus points out, the local diaries still
can work in the other direction where
demographics are concerned, and he
has seen programs go up in household
ratings without certain demographics
improving. So he has found the great-
est use of the meters, with their over-
nights, to be in programming decisions.

Marcus says that, where off-network
product is generally priced on the basis
of network performance, the meters
may come into play in the second sea-
son, where, with the top 10 markets all
metered, the syndicator can look at
performance in the major markets.
Syndicators can also look at network
performance in the particular market if
it is metered, he adds.

“But we also look at demographics
when we buy a program,” he points out.
“If we’re going to run it in early fringe,
we want to be sure it will reach a young
audience. Normally the syndicators
will come in with more demographic
information than household informa-
tion. They’ll generally try to associate
the program with a hit—if it’s a game
show, Wheel of Fortune, if it’s a come-
dy, they’ll compare it in demographics
to M*A*S*H. But the meters don’t
play an important part here because
they don’t look at demographics.”

In making his projections of demo-
graphics from meter information, Mar-
cus has a rough formula of his own,
where he looks at the demographic ap-
peal of a program and assigns a per-
centage of the metered rating. For ex-
ample, in the July Arbitron, he was
horne out in estimating Three’s Com-
pany would achieve about 80 per cent
of the household rating in women 18-
49. With a 10 rating household, it got

an 8 in the demographic. The younger-
skewed show only did a 4 in 25-54 but
matched the 10 household rating in 18-
34. “If we had a Dynasty,” he adds, “it
would probably be heavy in 25-54.”

Beans in Boston

The metering of Boston about two
years ago was a major disappointment
to its five independents, reports Daniel
J. Berkery, general manager of WSBK
TV. Not only did it fail to show greater
viewing for the time periods heavy with
syndicated programming, he says, but
sports and overall sets in use also failed
to improve.

He’s hard pressed to figure why Bos-
ton has been so uncharacteristic but
speculates that one aspect may be that
Boston has two ‘“very mature” inde-
pendents—his own station and WLVI.
TV—whose programming had already
been well sampled and whose market
presence had been strengthened by the
Red Sox and Bruins on WSBK-TV and
the Celtics on WLVI-TV.

Berkery’s chief complaint is in rat-
ings vs. pricing on primetime movies:
“We were getting 3s, 4s and 5s prior to
the meters,and we figured we'd get 5s,
6s and 7s to justify the high prices we’d
been paying for movies.” But, he adds,
the metered ratings showed no in-
creases, so the station is now reevaluat-
ing its posture toward paying high
prices for features. Late night pro-
gramming was another major area of

Harvey Cohen of WDZL-TV
Miami says gains from
meters can make marginal
stations more aggressive

in bidding for product

but adds, “There’s always
going to be a certain
negotiating range.”
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disappointment, he notes.

With Boston being used as the test
market for AGB Television Research’s
people meter, Berkery is cynical that
the people meter will offer any im-
provement: “I haven’t seen anything
definitive applying to Boston from the
people meter yet.”

He says that, if ratings had gone up.
he is certain that syndicators would
have attempted to make use of it—al-
though it was hardly necessary given
the competitiveness among indepen-
dents in the market.

The other leading independent in
Boston, WLVI-TV, is similarly disap-
pointed, according to Gerald R. Walsh,
president/general manager. He notes
that no one independent can be consid-
ered outstanding in the market because
the programs are “pretty well spread
out.” He observes that the Nielsen me-
ter worked wonders for WLVI-TV's
Gannett sister station, KUSA-TV Den-
ver [an affiliate] and markets like San
Francisco, Philadelphia and Chicago
all saw strong independent upsurges.
He agrees with Berkery in pointing to

Svyndicators like
Barry Thurston of
Embassy find the
metered ratings
having greatest
effect on time
sales in barter.

the fact that their two independents
have been on the air more than 20
vears. That and the fact that all five
indies are on the UHF hand could he
factors, he speculates.

Walsh says his station subscrihes to
Nielsen only and that its methodology
seems satisfactory. He notes that in-
creases his station has been paying for
syndicated programming over the past
five years reflect the quality of the pro-
gramming rather than the ratings.

He also complains of prices escalat-
ing without ratings justification and
says he hesitates to spend more than
$50,000 per episode on programs when
it doesn't wash out in time sales: **Next
year, with Cheers and Family Ties
coming into syndication, this is going to
tell whether we can pay those prices
and not reap the benefits.”

Meanwhile, Robert O’Connor, vice
president/general manager of
WTTG(TV) Washington, notes he saw
his station’s ratings go up with the me-
ter in May, 1984, and then down a year

(continued on page 81)

Veteran syndicator researcher says
people meter will open the way for it

Single source seen
as ‘new kid on block’
in TV audience data

By BOB DAVIS

ingle source data. Ever hear ot it?

s You're going to. After the local

meter revolution simmers

down, after people meters take hold.

single source data is set to emerge as
the new kid on the block.

It's not really a new concept. It's
been around for some time in print.
Veryv simply, single source data is the
use of the same sample base to marry
audience data with marketing data. It’s
been a natural for magazines. The same
interviewing instrument finds out the
magazines vou read and then ties it to
the type person vou are and the prod-
ucts vou buy. Simmons Market Re-
search Bureau, Mediamark Research,
Inc., (MRD) and others have been doing
this tfor some time. Magazines make
great marketing use of the results.

[t's been tried in television and radio
over the vears and currently both Sim-
mons and MRI report on television, tv-
ing TV viewing to product purchase and
special consumer characteristics. The
problem, though, is that their measure-
ment is not our measurement. Our rat-
ing base (nationally) is a household me-
ter projected to a parallel diary sample
to generate audience composition.
Simmons and MRI use personal diaries
to produce television numbers. If that
were the accepted standard for v, ev-
ervthing would be fine.

Information Resources, Inc., is an-
other research company that gets into
single source data with BehaviorScan.
Sampling a number of small markets
and cable systems,. it is used by adver-
tisers and agencies for test marketing

and to measure the effectiveness of

television campaigns. This service is
now being enhanced and expanded.
Also, Nielsen is developing similar ser-
vices.

Arbitron (and Nielsen to some de-
gree) has done sporadic local reinter-
viewing of diary homes to obtain prod-
uct purchase behavior. It's an attempt
at single source data, though with
clear-cut problems. For starters, buy-
ers aren't looking for this information
gathered in this manner, certainly not

locally and certainly not on an ad hoc
basis.

Single source data has never been at-
tempted nationally by Nielsen for a
number of reasons. However, Nielsen
isn’t giving up and has in place super-
market scanning that could be tied to
viewing.

The people meter

With the people meter, and people
as the viewing base, we suddenly have
the potential for a brand new scheme of
things. No longer will we have to pro-
ject to a separate sample to get people
numbers. Instead, we will be getting
viewing directly from a real person—
with the opportunity to get ancillary
data trom this real person.

The question is: What kinds of data?
Demographics. of course. Thev'll be
much more on target than ever since
they'll emanate from a flesh-and-hlood
sample viewer.

However, demographics don’t begin
to give an advertiser the answers he
needs to know. In many cases. lumping
all 18-49 women together is ludicrous.
The only thing this group has in com-
mon is that they go by the svmbol of
Ms. or Miss or Mrs. and theyv were born
between 1937 and 1968.

Narrow the age spread down and it
still can be ludicrous. Take a 32Y,-vear-
old woman. She could be white or
black, single or married, working or un-
emploved, professional or blue collar.
And there’s lots more. Is she a frequent
tflier? Does she use a lot of cosmetics?
Cook a lot? Own a car? Then there's
the bottom line. Do commercials get to
her? These are the items the advertiser
really needs to know, and demographic
tonnage is not the answer.

Arbitron, with its ScanAmerica pro-
ject, is somewhat on the right track.
They plan to use their people meter
sample to record product purchase
data. It's an heroic effort. But many of
us wonder if it will get airborne. ls it
risky to burden a people sample with
both viewing and product purchase in-
formation? And is it as squarely on tar-
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get as it appears?

[ don't think so. Does the advertiser
merely want to reach the viewer who is
a heavy user of toothpaste or margarine
or salad oil or beer or whatever?
There's a lot more to it. The advertiser
also wants to reach the buyer who is
ripe to change brands—from Brand X
to his brand or from his brand to Brand
N—because of exposure to commer-
clals. That's the bottom line. And let’s
never forget it.

Bell ringer

Think about the advertising process.
A commercial has to ring a bell. But
does it?7 How many commercials go
completely unnoticed, the viewer dis-
playving no interest in the product or
what the advertiser has to say? How
many commercials flash on the
screen—a seemingly endless parade—
betore a bell rings, before the advertis-
er is linked to the right prospect, view-
ing and responding to his message?
Maybe one in a 100. Maybe one in a
1,000.

To put it bluntly, most of the audi-
ence is zapping us. [t's nothing new.
But what could be new is that we face
up to the problem and address it
squarely.

How do we unzap the viewer and get
the bell to ring? Certainly not by con-
tinuing to look at the total world. Yet
every time we read a Nielsen rating—or
any rating—we are doing just that. A 20
Nielsen rating means the advertiser is
reaching 20 per cent of everybody,
most of whom can’t do a thing for him.
A media plan that promises 80 per cent
of the country in four weeks, or
25,550,000 18-49 women 4.3 times
sounds warm and comforting. But in
large part it will include misdirected
messages.

All that can change with the people
meter and its potential to derive all
kinds of information—meaningful in-
formation—from its viewer sample. |
see fresh and exciting concepts that can
be tied to people ratings. They can pro-
vide sales departments with a new han-
dle to sell with and. at the same time,
make television a more effective and
efficient medium.

Here are four concepts and their de-
scriptions: (1) “Switchers" are brand
changers; (2) “triers’ are buyers of new
products and newly-introduced
brands; (3) “‘receptives” are viewers
who respond to commercials; (4) “‘elu-
sives” are light television viewers. Let
me briefly describe each of these:

Switchers: In many cases, a family
locks itself into one brand. These are
the timid buyvers who rarely experi-
ment with a strange label. They buy

Maxwell House coffee forever. They re-
place the empty tube of Crest with a
fresh tube of Crest. They always buy a
Chevrolet. In a sense, these people iso-
late themselves from advertising.

They're not worth nearly as much as
the “switchers,” the flexible, almost
fickle buvers, who move from one
brand to another. Or at least give an-
other brand a chance. It is doubly im-
portant to reach the “switchers:™ (1) to
gain new customers, (2) to protect the
current customer franchise.

Triers: Second cousins to the “switch-
ers’ are the “triers,” the venturesome
consumers who like to be first with

Four types of targets
for Tv advertisers

Author Davis proposes a model
embracing varieties of viewing
behavior

Switchers: Brand changers

Triers: Buyers of new products and
newly-introduced brands

Receptives: Viewers who respond to
commercials

Elusives: Light TV viewers

something new—a fresh idea or label
being promoted, the new frozen food
specialty, massaging shower head, food
processor, stereo VCR, a four-wheel
drive car, etc.

Locate these buyers. who not only
tryv and buy, but who can be counted on
to spread the word. Then watch the
lift-off of a new product or brand.

Receptives: One sector where advertis-
ing generates a near or total blank 1s
that enormous world of consumers who
zap commercials. These consumer bod-
ies just don't respond to TV advertis-
ing. As many as a hundred or more
commercials may parade in front of
them—but the message doesn't filter
through. It registers near zero aware-
ness nearly every time.

Rather than trying to penetrate
these unpenetratables, it makes far
more sense to focus on the ‘‘recep-
tives,” the true persuadables who can
be counted on for more than just pas-
sive exposure to a commercial. And
there are plenty of “receptives” out
there—waiting for the advertiser to
talk to him and sell him.

Elusives: To some, television is a
mighty medium. These are the viewers
who watch day and night, television

consuming large chunks of their lives.
These are the T\ gluttons whao watch a
few games or soaps during the day,
then plunk themselves in front of the
set for the early news. into three hours
of prime and right through to the late
news and bevond. Contrast TV's glut-
tons with the “elusives,” the restricted,
hard to nah viewers who watch just an
hour or two a day, or even less. It'll be a
simple task to divide the personal me-
ter sample into three equal groups by
heavy. medium and light viewing—and
then focus on the light viewer. The ad-
vertiser seeking broad penetration of
his whole market has to hone in on
these premium bodies.

Simple approach

To recap, rather than just demos and
rather than complex product purchase
measures, | forsee a simplified applica-
tion of single source data to tie in with
the people meter. The four concepts
I've outlined—which could be altered
or added to—will provide useful com-
plements to ratings for both buvers and
sellers of television time. The approach
will serve up true prime prospects, fo-
cusing on the quality of each rating
point in contrast to simple GRPs.

If this data is spewed out nationally,

it can he applied locally as well. If

Cheers on NBC-TV appeals to “switch-
ers,” if Moonlighting on ABC-TV 1is
geared to “triers,” it CBS-TV's New-
hart is above average with receptives,”
it Cagney & Lacey, also CBS-TV, wins
with elusives.” vou can be sure the
smart station and station rep will get
wind of this and start to use it. So will
the svndicator.

“On Target™ information that [ envi-
sion will be a positive step for televi-
sion. We're a mass medium, though not
as mass as we used to be. We're moving
to fragmentation with target viewing
and target media buying more crucial
than ever. The television advertiser
needs vastly more information about
his audience than he has today. Let’s
give it to him. [t's the sure route to
increased sales for television: network,
barter. spot and local. a

About the author

Bob Davis is a programming and re-
search consultant, specializing in
management study and sales develop-
ment for TV distributors and stations.
He was vice president, research and
sales development, for MCA TV where
he spent 18 vears. Prior to that, he was
director, research and sales develop-
ment, for the CBS Television Stations
Group. He taught a course in the ap-
plication of TV audience measurement
for 10 vears at the New School For
Social Research.
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More cash business abroad is main aim
of CBS unit in latest transformaton

CBI: back to basics
in syndication sales

_.__.,_.___w,

BS Broadcast International,

‘ which went through its latest

metamorphosis last spring,

nailed down the changeover earlier this

month in the first sales seminar in
CBI's tive-vear history.

The specific purpose, savs Donald D.
Wear. senior vice president and general
manager of CBI, was to provide a clear
sense of the organization's strategic
mission—not alwavs clear in the past-
and to motivate its people, a function
clearlyv not over-emphasized in the
past.

Held in Rye, N.Y., away from the
office, but not far awav, the seminar
was attended by about 30 people. two-
thirds of whom were directly involved
with sales, but also including observers
within the company and certain CBS
executives brought in to sketch out the
background environment in program-
ming, research and technologyv

Wear, who took over the leadership
of CBI in May was satistied that, even
before the seminar. the division al-
readyv had a clear sense of identity and
a good organizational structure. Cer-
tainly, legitimate questions were raised
inthe past concerning what CBS  inter-
national arm was all about. There is no
question about that now, says the GM.
It’s about svndicated sales. “We're re-
turning to basics,” affirms Wear.

This function somehow got lost in
the past halt decade when CBI, under
whatever moniker, took on responsibil-
ity for cable and teletext, got enmeshed
in barter, looked for home video oppor-
tunities and, in its last reincarnation,
was consolidated with the CBS Theat-
rical Films Division (now gone) in a
catch-all unit called the CBS Produc-
tions Division. Even the international
name was submerged.

European shows

In addition to arousing the troops at
the seminar, Wear is now psyching up
the salespeople for MIPCOM next
month and the London Market early in
November. CBI will be showcasing a
variety of product for the two events
but the lineup will be essentially enter-
tainment oriented. This is partly a
function of what’s been coming out of
CBS, since CBI's biggest area of reve-

nue over its short lifetime has been
news.

Heading the showcase list will be the
new season's crop of The Twilight
Zone episodes. the second batch pro-
duced by CBS for the network. The
series did not exactly achieve bhlock-
buster status in its premiere season un-
der the aegis of CBS. Ending the offi-
cial season a little below middle rank.
with a 13.6 rating and 23 share in 27
telecasts. The Twilight Zone has been
shifted from an 8 p.m. to a 10 p.m. slot
this season and is being counterpro-
grammed between two crime/adven-
ture series.

Then there’s a roster ot 12 theatri-
cals produced by the Productions Divi-
sion when it was under Alan Levin, four
Afterschool Specials, two animated
features in the Charlie Brown genre
and an HBO special entitled Sisters in
the Name of Love. starring Aretha
Franklin, Gladys Knight and Dionne
Warwick.

In the information vein. MIPCOM
attendees will be touted on Up Front,
an interview show with Greg Jackson,
distributed in the U.S. by Syndicast:
Paradise Steamboat Co., assembled
from travelogue segments shown on 2
On the Town. local magazine shows
produced by two of the CBS 0&0s.
WCBS- TV New York and KCBS-TV Los
Angeles, and the piece de resistance. 60
Minutes (quite popular overseas).
along with a sprinkling of West 57th,
CBS News’ inod magazine show.

Wear

The CBI stress on syndication. i.e.,
cash sales, is simply because that's
where the money is. There was some
conviction a tew years ago when John
Eger was the head of what was then
called CBS Worldwide Enterprises
(CWE) that opportunities for barter
were opening up in a sizable wav in
both the developed and developing
countries.

The seeming opportunities in the in-
dustrialized nations were signaled by
the growing acceptance ot T\ advertis-
ing, in Europe especially. where there
was none before-—for a variety of rea-
sons. In the developing countries, bar-
ter offered a way of getting program-
ming without paying for it.

China venture

So tar, the opportunities have been
limited. The most successful CBS ef-
fort is with China, where the company™
programming is NOW running in its sec-
ond vear. Savs Wear: “We're sold out
{of advertising slots) or close to it. It's
now established in the minds of clients;
there's momentum: there’s now less ef-
fort in getting renewals.”

Among the major advertisers on Chi-
nese TV are Philips. Boeing. Kodak,
Colgate. DuPont and Weverhaeuser.

There are also barter deals with
three airlines, which carry news and
science reports from CBS. The biggest
user by far is American Airlines. with a
more modest exchange carried on with
Northwest Airlines and Japan Airlines.
Pending a French government okay is a
barter deal involving news with the
sTV service, Canal Plus, which carries a
non-subscription service ac well as its
pay service.

But long-drawn-out negotiations
with Hungary and India have raised
questions about whether the etfort is
worthwhile. CBS has been trving for
two vears to get an okay on TV advertis-

(continued on page 87)

Donald Wear, CBI
general manager,
recently ran first
sales seminar in
division’s five-year
history to provide
a clear sense of
the organization’s
strategic mission.
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Dose of jazz proves healthy at AC, rock radio stations

n the spring of 1982, KIFM(FM) San
Diego, an adult contemporary radio
station, began programming one hour a
week of jazz, from 11 p.m.—midnight on
Saturdays. Today, the station airs 12
hours of jazz every weeknight-—from 6
p.m.-6 a.m.—and continuously
through the weekend.

WMGK((FM), the leading adult con-
temporary station in Philadelphia, this
summer expanded its new two-hour
Sunday morning jazz show to four
hours, by popular demand.”

NBC Radio Entertainment in Janu-
ary launched a two-hour jazz program
hosted by popular alto saxophonist Da-
vid Sanborn. At present, The Jazz
Show is being carried by 109 stations,
some airing it on Sunday mornings,
others late on Saturday or Sunday
nights.

In addition, jazz cuts are beginning
to show up with some regularity in at
least one major easy listening format.
And one of the hand(ul of existing com-
mercial all-jazz stations, KKGO(FM)
Los Angeles, is planning to launch a
jazz network in January, 1987, feeding
programming to affiliates daily from 7
p.m-6 a.m. Pacific time.

Does this represent the emergence of
a viable new format hased on music
that has traditionally been too esoteric
to be commercially successful on the
radio? Or will it simply remain a form
of special programming, albeit a more
popular one than at any time in the
recent past?

There is disagreement among pro-
gramming consultants as to the long-
term scope of jazz's appeal. Some, such
as Rob Balon, head of Robert E. Balon

Saxophonist Sanborn

Associates, and Jhan Hiber, president
of Jhan Hiber & Associates, believe the
programming will never expand be-
yond blocks or special segments.

However, Kent Burkhart, chairman
of Burkhart/Abrams/Michaels/Doug-
las, takes a broader view. He feels a
blend of jazz and light classic rock, per-
sonified by instrumental recordings on
the Windham Hill label, could become
a format on its own.

“We've pitched it to 50 broadcast-
ers,” he says, “but they’re afraid of it.
It’s our belief that it’s a competitive for-
mat; somebody’s going to do it. We call
it a new type of beautiful music.” He
estimates that about 50 major or “semi-
major” market stations are currently
plaving jazz part-time; Balon puts the
number somewhere between 40-50

While believing jazz is “incredibly
significant,” Balon does not agree that
it is strong enough to be “‘a format unto
itself.” He prefers to classify it as “an
adjunct.” He calls its part-time use by
adult contemporary stations “an inter-
esting marriage of two sounds,” adding
that jazz's appeal has overcome what
had been a psychological barrier at AC
stations. Thev ‘“had been paranoid
about block programming,” he points
out.

Success in San Diego

There is no such paranoia at San
Diego's KIFM. Jazz program director
Bob O'Connor remembers how it all
started. “In March, 1982, he recalls,
“there were 11 adult contemporary sta-
tions in the market, and we were 11th.
Our general manager was skiing in Vail,

Guitarist Klugh

and he listened to a classic jazz pro-
gram on an AOR station there.” The GM
returned from vacation and asked that
a one-hour jazz program be tried
from 11-midnight on Saturdays. Says
O’Connor of the listener reaction: “We
got 200-250 phone calls a night.” The
station expanded to two hours and “we
were getting inundated with letters and
phone calls.”

KIFM eventually expanded jazz to
cover the entire weekend and added it
during the week, from 7 pm. to 1 a.m.
This past summer—July 21 to be pre-
cise—the six hours during the week
were doubled, and the station now airs
jazz from 6 p.m.—6 a.m., or half of its
broadcast day. In a press release issued
at the time of the expansion, the sta-
tion said that “listener demand for
more jazz programming has been over-
whelming.”

While there are no imminent plans
to go to the music full-time, the spring
Arbitron rating book confirms its pop-
ularity, particularly among key adult
demos. For all persons 12-plus, average
quarter hour, Monday-Sunday, 6 a.m.—
midnight, KIFM is tied for 11th in the
market with a 3.1 share; but for the
Monday-Friday, 7 p.m.—-midnight pe-
riod the 12-plus share is 5.5, ranking
the station sixth. In the adults 25-54
and 25-49 demos for the Monday-Fri-
day, 7 p.m.-midnight daypart, howev-
er, KIFM ranks second in the market
with 12.1 and 12.5 shares, respectively.

O’Connor believes the jazz program-
ming fits well with the station’s adult
contemporary offerings during the rest
of the day. Describing KIFM as “more

{continued on page 82)

Contemporary jazz
artists such as
Dauvid Sanborn and
Earl Klugh play
well on AC and
adult rock stations.
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BLACK RETAIL
RADIO REPORT

Why doesn't it get Philosophy behind
bigger share of BBDO’s Merchants
national budgets?/57 Group/59

TELEVISION/RADIO AGE

BUYER'’S
OPINION

The ultimate
automated audience
measurement tool/61

September 29, 1986

TELEVISION SELLS

Television sells better than any other medium. It reaches
more people, with greater impact. Spot TV is the big winner.
Provides added prestige and awareness...enables advertisers
not only to select the best audiences, but the best markets
as well. Spot Television takes top honors in the media derby.
When you think of Spot TV, think of Petry.

PETRY

Petry, Inc., The Original Station Representative
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Television & Radio Features
the only game in town that offers
BRAND NAME PRIZES!!

televisio

radio

PROMOTE YOUR STATION

e Increase your audience

« Increase your ratings Television and Radio Features is the unique

+ Increase your sales promotion service that offers marketing expertise
* Increase your profit in sales, client relations, community affairs and
RUN YOUR OWN PROMOTION most important — station promotions. Our

* Bumper Sticker ® Remotes » Write-Ins ¢ Clubs  computerized system of handling and shipping

* Trivia « Community Affairs products will simplify storage hassles and
CLIENT TIE-IN

e : delivery.
Tie in with an advertiser
and sell a complete package!!! And the best part is the merchandise itself. We
SPECIAL PROMOTIONS: supply top name-brand merchandise for on-air
* Grocery ¢ Valentine * Easter Candy ® Spring promotions of all kinds. . .radio or television, big

Car Care * Mom & Dad’s Day ® Summer r Wwe're
Outdoor ¢ Back-To-School ¢ Halloween Candy market or small market. not a trade

« Christmas Toys operation. We're not a barter house. We have a

SAMPLE CLIENT ROSTER better way!
» DuPont ¢ Textron © Coty ¢ Sheaffer/Eaton If this is your year to aggressively promote on the
¢ Encyclopaedia Brittanica ® Ames Garden Tools air, you need us. Call 312-446-2550, or fill in the

¢ Teledyne-Water Pic ® Longine-Wittnauer . . .
e Carter Wallace, Inc.  General Electric coupon. Let our prize and professional experience

* Rand McNally ¢ Corning Glass * Houbigant and your promotion build some really big

* Syroco ¢ General Mills numbers for you.

tel s We are interested in your promotion and marketing service. . .
ev.s.on especially the on-the-air station promotions.

ST 3 =
L)‘ malo Name Phone

q 'eatm inc' Title Staton

Willow Hill Executive Center
550 Frontage Rd. - Suite 3032 Address
Northfield, IL 60093

City, State, Zip
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TELEVISION RADIO AGE

Spot
Report ........

Bias against black media
said to permeate agencies

While a multi-trade association committee has been
formed to discuss concerns of the National Associa-
tion of Black Owned Broadcasters (NABOB) about
the small share of national advertising placed on
black-owned and black-formatted radio stations,
James J. Hutchinson, executive vice president, gener-
al manager of WYLD AM-FM, New Orleans, has his
own methods for dealing with this problem.

Hutchinson, who is also president of InterUrban
Broadcasting and a first vice president of NABOB,
believes bias against black media extends beyond me-
dia buyers “to their supervisors at the agency and
above them to the account managers and marketing
departments of their clients.”

As a result, Hutchinson says his stations “have
been more aggressive than some of our colleagues in
calling on presidents and chairmen of advertising
companies to try to resolve this long standing prob-
lem.” He believes, for starters, agency marketing and
media people should “start doing their homework, in-
stead of operating on assumptions grounded in ster-
eotypes.”

The committee, formed at the urging of FCC chair-
man Mark Fowler, consists of representatives of NA-
BOB, the Association of National Advertisers (ANA)
and the 4As.

HRP tracking report

Harrington, Righter & Parsons has gone public with
its syndicated program tracking report. Now in its
third year, the report has been available only to the
rep firm’s clients, but henceforth will be available to
outside sources as well, says Dean McCarthy, vice
president, director of programming services. The re-
port is divided into two sections, MarkeTRAK and
StripTRAK. MarkeTRAK targets the daily perfor-
mance of each program on a weekly basis, plus a
weekly cume for each program, in each of the over-
night metered markets. StripTRAK shows the compe-
tition, the lead-in, and lead-out time periods of the
target program. Strip programs are published on a
rotating basis every third week. The table of contents
lists which week each program is published. Once-
per-week competitive program data are available on
request.

In addition, the HRP tracking report carries com-
ments on individual programs. McCarthy says he ex-
pects the report to track 32 new-for-fall programs, in-
cluding first-run and off-network, beginning this past
week, when the syndication schedule was in full
swing. The HRP survey runs through the second
week of November, a period of 11 weeks, and resumes
in January until the February syndicated sweeps
books come out.

Changing of guard at ITS

William P. Bee, who helped found Independent Tele-
vision Sales with Bob Dudley, Bob Somerville and
Browning Holcombe, plans to retire effective Decem-
ber 31 as ITS president. He will continue on the rep’s
board of directors and as a consultant to the firm.
Somerville will succeed Bee as president.

Bee has been in the television representation busi-
ness for the past 30 years, having held posts with
Petry, Meeker and with Avery-Knodel Television. He
has also been active on various committees of the
Television Bureau of Advertising and of the Station
Representatives Association.

William P. Bee

Bob Somerville
July
Local business  (millions)

+7.5%

1986: $383.5

1985: $356.7

Complete TV Business Barometer details p. 28

Television/Radio Age, September 29, 1986
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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

o 447 fact-tilled pages. Paperback.8% x 11
o Written by William L. McGee. retail broadcast
authority. and 34 contributing experts from every
aspect of 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 Il use it more')
« Indexed so your sales people can find solutions
to retail advertising problems in seconds

Helps your salespeople become retail
marketing consultants.not just sellers of time.

Specifically, they'll fearn ' ‘How to:"’

» Communicate with retailers in their language

e Getin "sync’ wiln the 3-10-6 month planniriq
timetabies of their retail prospects

e Use in-depth research data to support a media
mix of less newspaper and more broadcast

* Make an effective newspaper switchpitch with
examples of how newspaper and broadcast deliver
over 4X the gross impressions 4s the same dollars
In newspaper alone

e Help create and produce etfechive low (oSt
commercials (Text includes 34 senpts of award
wInning spots)

USE |T!—Ior sales traiming ~ to switch

pitch newspapers - 10 support your next
| presentation 1o your hottest retal prospect' |

Let your sales team help their retail accounts:
* Research and identity prohtable customer groups
e Hesearch and  analyze  merchandising  and
poomotional opportumtie,

e Develop wtore positioming steategies,

e Tacye! their adverising vang one ol broad
cast’ greatest strengths Vo reach therr most
poottable costomer groups

* InLrease store Itatl|(.L'.aI1:_:,, and pmlﬂ‘,‘

ORDER YOUR COPY TODAY!

Mail 10

TV /Radw Age Books

1270 Avenue of the Americas
New York Cay, NY 10020

[LJ Ao pleate and e coptwy ot Hnlihog
“tore Frathie wath Broateast Advemrang of 350 vach
Gl 1 eanh ot gy

[J My thery v encloaesd o $

| A
IARTTIRRS

LNt e

| |
| |
| |
l |
| |
| HAMI |
| |
| |
l |
| |
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Spot Report

Campaigns

American Honda Motor Co., TV
Rubin, Postaer & Associates/

Los Angeles
PASSENGER CARS are being recom-
mended for 10 to 13 weeks that start-
ed in late September in a select but
coast-to-coast lineup of larger televi-
sion markets. Buying team worked
with a full range of dayparts to attract
both men and women 18 and up.

Beatrice Foods, TV

Leo Burnett Co./Chicago
TROPICANA FRUIT JUICES are enjoy-
ing 10 weeks of spot appearances that
began in late September in a long list
of eastern and midwestern television
markets.

The Larsen Co., RADIO
Campbell-Mithun/Chicago
FRESHLIKE MIXED VEGETABLES are
using four weeks of radio selling that
started in early September in a fair
list of midwestern markets. Buyers
worked to reach women 25 and up.

Mars, inc. TV

Ted Bates Advertising/New York
MILKY WAYS and OTHER CANDIES
are winding up 13 weeks of third quar-
ter advertising that started in early
July in a long and nationwide list of
television markets. Negotiators placed
fringe and daytime spot to attract
women, teenagers and young adults.

Parker Brothers, TV

HBM /Creamer/Boston

SELECTED (GAMES are sharing nine to
10 weeks of television appearances
that began in late September or in
carly October in a long and nationwide
spread of consumer markets. Media
group arranged a full arsenal of day-
parts to attraet kids and teenagers.

Phillips Petroleum Co., RADIO
Tracy-Locke/Dallas

MOTOR O is being recommended for
10 weeks that started in early Septem-
ber in a long lineup of western and
midwestern radio markets, Buyers
worked with inventory aimed at men
I8 and up.

Ralston Purina Co., TV

Tod Bates Advertising/New York
CONTPINENTAL BAKING'S PUDDING
rhes are being offered for 13 or more
weeks that kicked off in carly Septem-
her in o long and const-to-const spread

of radio markets. Media team ar-
ranged for inventory directed toward
young men 18 to 34.

Security Pacific National Bank, rAab1O
DYR/Los Angeles

BANKING SERVICES are being recom-
mended for nine weeks that started in
early September in a long list of Cali-
fornia radio markets. Target audience
is young adults 18 to 34.

Shoney’s Inc., RADIO

Ogilvy & Mather/Atlanta
RESTAURANT CHAIN is scheduled for
nine weeks of spot exposure that be-
gan in early August in a long lineup of
southeastern and midwestern radio
markets. Media group arranged sched-
ules to appeal to both men and women
25-plus.

Wells Fargo & Co., RADIO
McCann-Erickson/San Francisco
FINANCIAL SERVICES are being pro-
moted for nine weeks that kicked off
in late August in a good many Califor-
nia radio markets. Buyers set dayparts
to reach both men and women 25 and
up.

TRAC elects

Herbert S. Smith, senior vice president
and media director for Spiro & Asso-
ciates, has been elected president of the
Television, Radio and Advertising
Club (TRAC) of Philadelphia. Goals of
the club include the exchange of ideas
and “maintaining outstanding profes-
sional standards™ among members.

Other officers of TRAC are Victor
A. Branch, local sales manager of
wPVI-TV Philadelphia as chairman;
Margie A. Lefcoe, vice president/media
director at Ketchum Advertising as first
vice president for 1986-'87; Raif S.
IY’Amico, southern regional manager
for CBBS Radio Representatives as second
vice president; and 'Thomas J. Quigley,
president, Quigley Communications, as
vice president of public relations.

Also, Carol Q. Netter, director of sales
for WCAUD-T'V serves as secretary; Hal
Lipman, president, E. J. Stewart, Inc.
is assistant secretary, and Jim Hayden,
director of display advertising for the
Philadelphia Inquirer, is treasurer.

Television/Radio Age, September 29, 1986
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Appointments

Agencies

Nancy B. Posternak has been tapped
to head the newly formed department,
Strategic Services, at J. Walter
Thompson/New York. As senior vice
president, managing director of strate-
gic services, she will combine the ser-
vices of market research, market mod-
eling, strategic media research and
new product planning to help “guide
each client’s positioning and creative
strategy, and to identify long term
strategic goals and business building
opportunities.” Posternak had been
senior vice president, director of com-
munications planning at Leber Katz
Partners, responsible for integrating
the market research and media func-
tions for planning purposes.

s

William E. Porter has been appointed
vice president-media services for
Richardson, Myers and Donofrio, Bal-
timore. He had been corporate vice
president, media with Lawler Ballard
Advertising in Norfolk, Va., and be-
fore that he had been with Clinton E.
Frank in its New York media opera-
tion.

Randi Ross, Jim Smith, Colleen O’Sul-
livan and Adam Konowitz have joined
Laurence, Charles, Free & Lawson as
assistant media planners.

Kathryn Byrne has been promoted to
assistant buyer at Cargill, Wilson &
Acree/Atlanta. She originally joined
the agency from I'TQ Television in
Mount Isa, Queensland, Australia and
now steps up from media estimator at
Cargill.

Retail Report

BBDO’s new commitment

The best retail television advertising is that in which there is “no seam
between institutional and item selling,” says John Fenyo, vice president
and management supervisor at BBDO. A perfect example, he adds, is
Bloomingdale’s, the New York-based Federated department store, with
its overall theme, “Like No Other Store in the World.”

Bloomingdale’s agency is Grey Advertising, but BBDO, through its
newly-formed Merchants Group, hopes to make some inroads into the re-
tail area, acknowledging it has been overlooked. To do that, it has hired
Mary Joan Glynn, who had been vice president-marketing for Blooming-
dale’s and who will now be senior vice president and managing director of
the BBDO Merchants Group.

Glynn emphasizes that the role of an agency in retail advertising is a
specialized one. “No agency,” she points out, “can handle the copy
changes that sometimes happen in a day.” What an agency can do, she
adds, is to create an image, a concept and then translate that into “cam-
paign themes that can be set and implemented in-house for newspaper,
with the agency handling the electronic media.”

Retailing is described by Glynn as a niche that “has long been neglected
in the spectrum of specialized agency services. The changing attitudes of
the retail community,” she says, “have brought this service sector of the
American economy into a new legitimacy, even in the climate of low
growth.”

Client prospects at BBDO, Glynn adds, could “range from large chains
to specialty stores, international operations or to manufacturers who
need marketing help to move product in a retail atmosphere.” Although
the agency has no announcements to make yet regarding clients, Fenyo
says, ‘‘we have a very warm one.”

Glynn, who was vice president-marketing at Wells, Rich, Greene, be-
fore joining Bloomingdale’s, points out that retail advertising strategy
has historically been more emotionally than scientifically-driven. ‘“Many
good retailers,” she explains, “still go by gut reaction in terms of how they
perceive the media.” They rely on “what they hear from customers,
friends, peers.”

However, that is beginning to change. “Retailers now are increasingly
interested in what their SKUs [stockkeeping units] can achieve in ratings;
we will, perhaps, see a less visceral approach.”

That, adds Fenyo, is where a large agency fits into the picture. “We
bring a full range of research and media services to the availability of the
retailers,” he says.

BBDO, it is apparent, understands the importance of broadcast to an
overall retail marketing strategy. But do broadcasters fully understand
how to handle retail clients? Glynn has some advice. “It’s always better
when you know a little bit about a store,” she says. If you don’t, “it’s the
same as going to an airline and not knowing the difference between one
airline and another. You should know what one store stands for versus
another. And, in selling a regional chain like Macy’s, you should be aware
that there are great regional differences between New York, Atlanta and
San Francisco. The best salespeople,” she continues, “are those that have
the most depth of knowledge.”

Fenyo emphasizes that promotional ideas and “merchandiseability”
will be key elements of BBDO'’s retail strategy, in addition to the afore-
mentioned research and media support. In the agency’s official jargon on
the formation of the Merchants Group, this is described as “a unique
blend of professional marketing and creative problem solving.”

Making his point another way, Fenyo then explains that “anybody can
buy a spot. We want to help the retailer take a dollar and make it look
like $100.” —Sanford Josephson
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THE
RADIO & TELEVISION

COMMERCIAL
(Second Edition)

Primarily designed for the aspiring
radio/TV commercial producer, the sec-
ond edition of The Radio & Television
Commercial has expanded its scope and
depth to be a useful tool even for the sea-
soned agency executive. As a practical
guide, it features and delineates with ex-
amples the importance of copywriters’ in-
teraction with agency and client person-
nel, commercial structures and styles and
the creative process.

Examples of radio and TV scripts, story-
boards, glossary of terms and commer-
cial production/testing included.

232 pp. Paperback $14.95

TV/Radio Age Books
1270 Ave. of the Americas
New York,.NY 10020

Enclosed please find $ for copies
of The Radio & Television Commercial.

Name

Address

City State Zip

Price includes postage.
Payment or company purchase order must ac-
company order.

How to Produce
Effective
TV Commercials

Television, in a remarkably short time,
has grown to become the most important
advertising medium, but until now littie has
been written on how a commercial is actual-
ly made. How to Produce Effective TV Com-
mercials is the definitive reference book
covering each step in professional detail.
You will learn how to produce commercials
on film or on videotape, on set or on loca-
tion, in live action or animation, and with
original or public domain music.

This book takes you right to the set on
shooting day, pointing our each member of
the production crew and their specific job.
Then you get a detailed look at what hap-
pens after filming—that mysterious process
called editing and finishing.

Hardbound $29.95

TV/Radio Age Books
1270 Ave. of the Americas
New York, NY 10020

Enclosed is $ for copies of
How to Produce Effective TV Commerclals.

Name

Address

City State Zip

Price includes postage and handling.
Order must be accompanied by Check or company
purchase order.

H:h

Jack Schneider has joined Warner,
Bicking & Fenwick/New York as me-
dia director. The former media super-

visor for McCaffrey and McCall has
most recently been media director at

Mandelbaum, Wolf, Wiskowski, work-

ing on the Charles Chips and Her-
man'’s World of Sports accounts.

e

dia director at Gilbert, Whitney &

Johns in Whippany, N.J. A former ac-

count executive and associate media
director with Bozell & Jacobs, Thom-
sen had been media director for Rei-
chenstein Advertising.

John P. Thomsen has been named me-

¥

Mary Ann Flynn has joined D’Arcy
Masius Benton & Bowles/St. Louis as
a media planner on the agency’s An-
heuser-Busch business. She was for-
merly with the media group at The
Seven-Up Co. in St. Louis.

Karen Silberstein has joined W. B.
Doner and Co. in Detroit as a senior
broadcast negotiator. She moves in
from the network broadcast division
of Campbell-Ewald, also Detroit.

Jennifer C. Shebib has been promoted

to media buyer at Ross Roy, Inc./De-
troit, reporting to Patricia J. Cuda,
vice president, group media director/

broadcast. She joined the agency from

Bozell Jacobs, Kenyon & Eckhardt/
Dallas and now steps up from assis-
tant buyer.

Dr. Dana Christensen has been pro-
moted to vice president, research di-
rector at Geer, DuBois/New York. She
Joined the agency in 1982 from BBDO
and now steps up from associate re-
search director.

Representatives

ra. | YIS

David Kaufman and Army Levy have
been promoted at Major Market Ra-
dio. Kaufman becomes executive vice
president, Eastern Divisional manag-
er, and Levy moves up to vice presi-
dent, New York sales manager. Levy
has been assistant New York sales
manager and Kaufman steps up from
senior vice president, Eastern Divi-
sional manager.

Joseph Pedri has been appointed
manager of Seltel’s Philadelphia sales
office. His previous rep sales posts
were with Adam Young and Peters,
Griffin, Woodward and he has also
been general sales manager of
KXTV(TV) Sacramento-Stockton.

Chip Ermish has been named a divi-
sional vice president of Katz American
Television, and James M. Leary has
been promoted to manager of Katz
Television’s Denver sales office. Leary
came to Katz American Television in
1983 from Avery Knodel Television,
where he had been an assistant sales
manager. Ermish joined Katz in 1980
and is now sales manager of Ameri-
can’s White Team in Los Angeles.
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Philip B. Kirk, sales manager of Blair
Television’s New York CBS Green
Team, has been elected a vice presi-
dent. He came to Blair in Chicago in
1977 from a media post with William
Esty Co. in New York, and was named
sales manager of his New York team
last year.

Lawrence Friedland has been named
group research manager for Petry Te-
levision’s Falcons sales team. Before
joining Petry he had been associate di-
rector of research at Seltel. At Petry
he reports to Teddy Reynolds, vice
president, director of research.

Rick Thomas is now an account execu-
tive for CBS Radio Representatives in
New York. He moves in from Phila-
delphia where he had been with the
sales staff of WCAU-FM.

Kathleen Francis and Barbara Good-
man have been appointed account ex-
ecutives for Independent Television
Sales in New York. Goodman had
been a broadcast group supervisor
with Botway/Libov Associates, and
Francis moves in from WNYW(TV)
New York.

Juli Dorff and Cindy Chandler have
been named account executives for the
Atlanta sales office of Hillier, New-
mark, Wechsler & Howard. Dorff had
been station manager of WARM(FM)
Atlanta and Chandler was formerly an
account executive with Masla Radio.

Jonathan Stimes is now an account ex-
ecutive in the Chicago sales office of
Republic Radio. He moves in from the
sales staff of Century Broadcasting in
Chicago and before that he had been
an account executive for WROK Rock-
ford, Ill.

Maureen McDonald and George
Becker have joined TeleRep. Becker
had been with the sales staff of KDVR-
TV Denver and at TeleRep he’s as-
signed to the Jaguar team in New
York. McDonald comes from a buy-
ing/planning post with The Competi-
tive Edge agency and before that she
was a salesperson for WWWW(FM) De-
troit. At TeleRep she also works out of
Detroit,

One Buyer’s Opinion

Needed: a passive
method to measure
commercial viewing

Phelps

In the beginning there were diaries, and the diaries begat coincidentals,
and the coincidentals begat meters, and the meters begat people me-
ters, and the people meters. . ..

But let’s not get ahead of ourselves. Before we look into the future it
may improve our perspective if we were to look back at the flickering past
of television audience measurement history. This is where we find a clue to
the next dimension in TV audience data collection. It was back in the early
1950s that Northwestern University undertook a study of television view-
ing habits, based on placing a stationary movie camera in the living rooms
of willing test subjects. What did this test reveal? Primarily that viewer at-
tention ebbed and flowed during a program, but even more so during the
commercial break. It’s this below average audience attention to the com-
mercial message that’s dogged us ever since.

Should this problem be the domain of the creative department to “fix”
the message in such a way that it commands more viewer attention? And if
such is the case, should our research department be responsible for mea-
suring the attention value [recall/attitude] of every commercial produced?
Or is the problem more a function of program environment?

If the latter appears to be the case, quite clearly it should be in the pur-
view of the media department to downgrade the audience delivery poten-
tial of the program at the time of the break and base target CPMs on com-
mercial, rather than on the program audience.

But if we stop here we’ve missed the most obvious benefit of this early
study. That is that it also revealed in the 30-plus year old celluloid a me-
chanical record of who—which household members—were physically
present in the room at the time of the commercial.

And since A. C. Nielsen hooked up their first TV audimeter in 1950 and
began to record whether or not the set was turned on, and to what station,
we have been unable to determine this information except by a self admin-
istered diary. That is, until the advent of the people meter.

But will the people meter be the ultimate answer? It would appear that
several key measurement components are still missing. For although we
will now be able to capture not only station selection but also who initially
chose the program to be viewed, we still will not know who is in the room
at the time of telecast.

It is at this point that people meters should begin to get “begatting.” For
what is ideally needed resembles in a way what Northwestern was toying
with at the inception of the medium—a mechanically passive method of
audience data collection: ideally a system that intercepts viewer availabil-
ity at the moment the commercial airs, so that the measurement is not
contaminated with the content of the advertising message.

Only at this time would media planners have the ultimate automated au-
dience measurement tool needed to merge with the passively collected
brand purchase information presently being recorded by the UPC scan-
ner.—Stephen P. Phelps, senior vice president, deputy director of media
services, D’Arcy Masius Benton & Bowles, St. Louis
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Cynthia E. Nowak has joined Select
Radio Representatives as an account
executive in Chicago. She was former-
ly media director at Cohen & Green-
baum, Inc., also Chicago.

John M. Hermanek has joined Katz
American Television as an account ex-
ecutive in Chicago, and Norm Brame
returns to Katz Television as an addi-
tional salesperson in Charlotte. Brame
has most recently been with the sales
staff of WAGA-TV Atlanta and Her-
manek had been a financial consultant
with Merrill Lynch, Pierce, Fenner
and Smith in Chicago.
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Katybeth Jensen and Lynn Zacherl
have been appointed account execu-
tives for TeleRep’s Tigers team in
Chicago. Zacher] had been an account
executive with Hillier, Newmark,
Wechsler & Howard, and Jensen
moves in from the sales staff of WFTS-
TV Tampa-St. Petersburg.

‘Scott McGavick has been promoted to

account executive and assigned to
Harrington, Righter & Parsons’ Red
Team in New York. He came to HRP
from a planning post with Jordan,
Case, Taylor & McGrath and has now
completed the rep’s sales training pro-
gram.

Stations

Morris

Robert P. Browning has been named
executive vice president and general
manager of the New York Times Co.’s
WHNT-TV Huntsville, Ala. He is re-
placed as executive vice president,
general manager of the company’s
KFSM-TV Fort Smith, Ark., by Olin
Franklin Morris, who had been vice
president and director of marketing
and client services at WREG-TV Mem-
phis.

Browning

e

.
a
Norm Epstein has heen elected a vice
president of Malrite Communications
(iroup. He is general manager of
KLAC/KZLA(KRM) Los Angeles and

joined Malrite when the company ac-
quired these stations in January.

Peter C. Kohler has been named vice
president/Gannett Television Group.
He moves in from CBS where he had
been vice president and assistant Lo
the senior executive vice president,
CBS/Broadeast Group. At Gannett he

will report to Cecil L. Walker, presi-
dent/Gannett Television Group, and
join Project SS, a task force studying
improvements in the Group’s broad-
cast news and information service.

Rick Dames is now vice president,
general manager of WHN New York,
Joel Hollander has been named gener-
al sales manager, and Judy Ellis be-
comes general sales manager for
WQHT(FM), formerly WAAP. Both
were recently acquired by Emmis
Broadcasting Corp. from Doubleday.
Dames has been general sales manager
at Emmis-owned WSHE(FM) St. Louis,
and Hollander had been general sales
manager for WRKS(FM) New York. El-
lis had been sales manager for both
stations under Doubleday.

John K. Dew has been named general
manager of KGOL(FM) Lake Jackson,’
Texas, recently acquired by Shamrock
Broadcasting from Houston FM Com-
munications Inc. Dew moves in from
KRBE AM-FM Houston, where he had
been vice president and general man-
ager.

Al Brady Law has been appointed vice
president/general manager of Gannett
Radio’s KTKS(FM) Dallas-Fort Worth.
He comes from Boston where he had
been vice president and general man-
ager of WHDH/WZOU(FM).

George Kraus has returned to WNJU-
TV New York as vice president-station
manager and chief engineer. He had
been vice president and director of en-
gineering for the New York market’s
other Spanish-language TV station,
WXTV(TV).

JWT unit to add Winona

MRB Group, Inc., the international
market research subsidiary of JWT
Group and parenl company of Sim-
mons Market Research Bureau and
MBI, plans to acquire Winona Re-
senrch, Ine., a custom research firm op-
erating out of Phoenix and Minneapo-
lis. Dick MeCullough, presidant of Wi-
nona, says he expects his company te
“realize immediate gaing from a close
working relationship with Simmons.
Through Simmons’ CHOICES pro-
gram, for instance, our clients will be
able to work with the data from our
studies, in their own offices, in & variety
ol waya, This should provide them with
greater insighl into marketing issues
and a greater understanding of their
own product dynamies.”
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Media Professionals

Don’t jump to the new or
dump the old too soon

John Reed

Senior vice president,
Media Services

Ingalls, Quinn & Johnson

Boston

John Reed, who heads media at Ingalls, Quinn &
Johnson, believes it wouldn't be too surprising to find
that one day soon “VCR sales have plummeted, or ca-
ble viewing has dropped dramatically.”

Cable watching could well fall, he notes, “‘because
viewers bored with Brady Bunch reruns, depressing
news cable services, movies they had already seen 10
times, movies they didn't want to see once, and ob
scure music videos of Japanese rock stars would

probably just turn off their cable services. VCR use
could drop if consumers tire of renting the same old
video tapes, grow increasingly disoriented by time ]
shifting, and zapping causes them to lose touch with
products they want to buy and causes them to miss
some great sales.”

Although such reports have not yet been heard,
Reed uses them to “illustrate a point: that our indus-
try has a habit of perhaps too quickly embracing the
new, or too quickly throwing out the old.”

Television, he recalls “was supposed to be the
death knell of radio, remember? And remember tele-
vision video games? Cable on 100 channels? The ma-
jority of our populace rarely changes their habits as
quickly as we think they do.”

Reed believes that agency media professionals,
“more than ever in today’s expanding media market,
need to be the voice of reason when the hype for a
new medium or its effects creates increasing concern
or anticipation by clients. Tighter client budgets dic-
tate careful evaluation of new media opportunities
and their impact. It is our responsibility not to sim-
ply use a medium because it is new and different, but
because we believe it will help us to better accom-
plish our clients’ marketing objectives.

At the same time, we must be timely in analyzing
the effects and trends of a changing media environ- |
ment to instill confidence in our clients that we do in
deed take a dynamic approach to their business.”

In aword...
Quality

GROUP

RADIO

The First Name In Radio

WBZ, Boston  WINS, New York  KYW, Philadelphia
KDKA, Pittsburgh  KODA, Hiouston KQZY, Dallas/Fort Worth
KQXT, Sian Antonio  KEZW(AM) and KOSI, Denver
KMEOQO-AM-FM, Phoenix  KFWB, Los Angeles  KJQY, San Diego

Westinghouse Broadcasting
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THE RADIO LIST

Lets you select the specific exec
you want ...GM, GSM, PgM ... their
individual names updated weekly.

; THE RADIO LIST

Means fle_x_.ibility. Top 70 mkts.,
top 200 mkts., or smaller mkts.,
\AM or FM, daytime or full time.

J

THE RADIO LIST \\

Get labels for 1 or all of 18 talk
and music formats ... alphabetized
\by mkt., call letters or zip-code.

/

THE RADIO LIST

Order pressure sensitive labels,
your owWwn imprinted labels or envel-
opes, or individualized letters.

THE RADIO LIST A\\

Basic cost (market order): $75.
per thousand pressure sensitive
labels. Add $30. M for zip—codingy

THE RADIO LIST \\

The only mailing list maintained
by BF/Comm. Services -publishers

of RADIO PROGRAMMING PROFILE,

/

THE RADIO LIST

‘Received more response from top
200 mkts. using list than I ever
achieved before."- From Studio B.

THE RADIO LIST

'I have not had such successful
direct mail experience in my 14
years..."- O'Connor Creative Svs.

THE RADIO LIST

Get order forms from Bill Fromm,
THE RADIO LIST - (516) 676-7070.
7 Cathy Ct., Glen Head, NY 11545.
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Kenn Brown has joined SRO Broad-
casting’s KYYX(FM) L.as Vegas as gen-
eral manager. He had been general
manager of KRAM/KKLZ(FM), also L.as
Vegas.

A" w
Brooks Hogg has joined KYTV(TV)
Springfield, Mo., as general sales man-

ager. He had been local sales manager
for KTVV-TV Austin, Texas.

Darryl Brown has been promoted to
vice president/group director, ABC
Radio Networks. That puts him in
charge of development and future
growth of all ABC’s young adult webs
while continuing as director of the
ABC Contemporary Network and its
260 affiliates.

Linda Weir Sullivan has been promot-
ed to general sales manager at WJAR-
TV Providence. She came to the sta-
tion a year ago from the Boston office
of TeleRep and now steps up from na-
tional sales manager.

Probes attitudes

Donald G. McMullen, president of Cin-
cinnati-based MarketVision Hesearch,
Inc., says the company’s new hroadeast
research division “now dedicates some
of our people to full-time hroadeast re-
search who had heen doing both broad-
cast and markel research.” He adds
that MarketVision has hrought in Lois
Hinkle, former vice president, televi-
sion promotion at Taft Broadcasting,
as vice president, broadcast research,
“to increase our own marketing activi-
ty and go out to generate interest in our
broadcast research capahilities among
more prospective users.”

McMullen claims that MarketVision
“starts where Nielsen -and -Arbitron
and Birch leave off. They quantify
broadcast audiences, Our job is to in-
vestigate audience atlitudes toward
programs, formats, air persomalities
and news anchorz and types of news
segments. We look at viewer and listen-
er behavior (o turn up the hot buttons
that point to suggestions for program
or furmat improvements, and for better
station promotion.'

Television/Radio Age, September 29, 1986
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What Can
~ NSI/ClusterPlus Provide
For You?

Let NSI/ < ClusterPlus provide
you with the answers

Niclsen Media Research
¥ §
%;O’Supggyll?'adslmﬂ Corporallon
ATLANTA CHICAGO DALLAS LOS ANGELES NEW YORK SAN FRANCISCO

404/393-1010 312/828-1170 214/669-1700 213/466-4391 212/708-7500 +15/397-7774
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Stephen F. Quist has been appointed
general sales manager of McClatchy
Broadcasting’s KFBK/KAER(FM) Sac-
ramento. He advances from local sales
manager for KAER.

Rufus DeVane has joined Knight-Ri-
der’s WTKR-TV Norfolk-Portsmouth-
Newport News-Hampton as general
sales manager. He moves in from a

post as sales training consultant for
Knight-Ridder’s Miami Herald.

Lou Supowitz is now general sales
manager at WFTV(TV) Orlando-Day-
tona Beach-Melbourne. He moves in
from WPXI(TV) Pittsburgh, also a Cox
station, where he had been national
sales manager.

New Stations

Under Construction

Channel 46, Belmont, N.C.: ADI Char-
lotte; Licensee, Metro-Crescent Com-
munications, Inc., P.O. Box TV-46,
Belmont, N.C., 28012. Telephone
(704) 391-8846. Mark Conrad, vice
president, general manager. Target air
date, December 1986.

Durpetti promotes

Fabian
John Fabian, Patrick Byrne and Bruce
Pollock have been promoted to vice
presidents of Durpetti & Associates
and named members of the rep’s newly
formed executive committee, Pollock,
who has been regional manager in Los
Angeles, moves up to vice president/
Western Division manager. Fabian, a
regional manager in New York, and
previously a viee president/sales with
MeGavren Guild Radio, becomes viee
president/Kastern Division manager
for Durpetti. And Byrne is elevated Lo
vice president/Central Division man-
ager from regional manager in the Chi-
capo office headquaarters, Before join-
ing Durpetti shortly after its formation
in late 19806, Byrne had been o viee
president/regionat manager for Flillier,
Newmark, Wechsler & Howard in Cli

Capo,

Buyer’s Checklist

New Representatives

Blair Radio has been named national
sales representative for KINE(FM)
Waco, Texas, and for Metroplex Com-
munications’ WHBO/WNLT(FM) Tam-
pa-St. Petersburg. WNLT programs an
adult contemporary/light rock sound,
and WHBRO features solid gold “oldies”
of the "'50s, '60s and "70s. KJNE offers
a modern country/personality format.

Hillier, Newmark, Wechsler & Howard
has assumed national sales represen-
tation of wJAz Albany, Ga., and
KCDA(FM) Coeur D’Alene, Idaho.
KcDA offers the Transtar 41 format,
and WJAZ presents country music and
places heavy emphasis on news.

Katz Continental Television is now na-
tional sales representative for WDHN-
TV Dothan, Ala. The ABC affiliate has
recently been purchased by Morris
Network, Inc., pending FCC approval.

Katz Independent Television has been
named national sales representative
for WXIN-TV Indianapolis. The station
is owned by Outlet Communications.

Republic Radio is the new national
sales representative for CKLLW AM-FM
Windsor (Detroit) and WBBE/
WMGR(FM) Georgetown, Ky. WMGR
and CKLW-FM air adult contemporary
formats. CKLW programs middle-of-
the road music and WBBE presents
nostalgia.

Select Radio Representatives has
been named national sales representa-
tive for Blair-owned WFLA/WPDS(FM)
Tampa-St. Petersburg. WFLA is a per-
sonality-oriented news-talk station
with MOR music. WPDS programs a
“classy adult econtemporary format”
featuring hits from the '60s, *70s and
B0s,

Torbet Radio has heen selected as na-
tional sales voice for WRXR(FM) Chi-
cago, KKCHeM) Kansas City, and for
KQILZKQIX (M) Grand Junction, Colo.
KQIX and wirXRr feature adult rock se-
leetions. KKeris an adult contempo-
rary station, and KQI1, carries country
MUSIC,

New Affiliate
NBC Radio’s Talknet has added wir
Philadelphia toits affiliate fincup.

The new station brings ‘T'allinet’s affil-
fate couttt, to 281 stations.

Transactions

Henry Broadcasting will purchase
KFAB/KGOR(FM) Omaha from Lee En-
terprises for $22 million, subject to
FCC approval. Henry is headed by
Charlton Buckley. Broker in the
transaction is Chapman Associates,
Atlanta.

Infinity Broadcasting Corp. has ac-
quired WBMW (FM) Manassas, Va.
(Washington) from EZ Communica-
tions, Inc. for $13 million, subject to
FCC approval. Infinity is also waiting
FCC approval of its agreements to
purchase KROQ(FM) Los Angeles and
sell KCBQ AM-FM San Diego. Approval
will bring Infinity ownership of three
AM and seven FM stations in eight of
the top 10 radio markets.

Shamrock Broadcasting Co. has com-
pleted acquisition of KGOL(FM) Lake
Jackson, Texas from Houston FM
Communications, Inc. for approxi-
mately $13 million. Bill Clark is presi-
dent of Shamrock’s radio division and
Shamrock Broadcasting is wholly
owned by the Roy E. Disney family.

CBS marketing tool

CBS-T'V affiliates will get first crack at
a new computer-based media planning
and buying tool developed by CBS and
Arbitron. The system is called CAP-
MATRIX and it weights sex-age audi-

ence segments from local Arbitron’

market reports—via the AID system—
according to product usage data from
Simmons and ClusterPlus geodemo-
graphic information from R. H. Don-
nelly. .
The system was introduced late in
August at the first meeting of the CBS
Marketing Advisory Council with CBS
executives. The 16-member Council is
a group of CBS affiliates execs, set up

as a partnership with CBS-TV for-

“maximizing the value of (the affiliate)
franchise in local sales and marketing’
efforts.” A brochure about CAP-MA-
TRIX was recently sent to affiliates
with instructions to contact their Arbi-
tron representative if interested. Affili-'
ates will have a one-year exclusive li-
cense to CAP-MATRIX in their mar-
kets, says David Poltrack, wice
president, research, CBS/Broadcast
Group. CAP (by itself) is an existing
CBS-TV system which weights sex-agzé
data from N'TI according to Simmoiis
product usage data. The new system
employs Arbitron’s Product Tarpet
AID, which is a marriage of Arbitron
program viewing informufion, Cluster-
Plug and Simmons nalional and re-
gional product usage tlula.
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Viewpoints

Sherman J. “Jack” McQueen

' i Senior vice president, man-
aging director of Foote, Cone
& Belding/Telecom, in a re-
cent speech before the West-
ern Region Conference of the
4 As at Lake Tahoe, Nev.

Zappihg, viewer apathy
demand advertiser control
over program environment

Many in our industry had a lot to say over the past
few years about the so-called zap-free commercial.
Many solutions were offered, the major one being
that we had to produce attention-getting messages
that people would want to watch so badly they
wouldn’t zap us. Easy for them to say. A lot tougher
to do consistently.

Then the other fashionable specter was raised.
Commercial clutter was being heightened by the use
of 15-second messages. There were many suggestions
on how to overcome this, including a beauty in which
the clutter could be made more palatable by a seem-
ingly magical system in which only compatible prod-
ucts would be scheduled together in the right order.
First the wine, then the cheese, followed by the rental
car, and then the luxury motel chain in one glorious
commercial pod. Hardly anyone has acknowledged
that 25 per cent of network commercial inventory
will be stand alone 15s or split-30s contributing to
the appearance of the most cluttered television sea-
son to date.

So what can we in the advertising industry do to
help get our clients’ message through this morass of
zipping, zapping, clutter and apathy?

We start paying a lot more attention to the pro-
gram environment, that’s what.

In the network arena, none of us should be making
program selection decisions just on the basis of a
front-loading, expensive pilot. We should provide for
a quality control procedure that is sensitive to pick-
ing up show erosion over a season.

Advertiser development

It’s very interesting to note that more and more of
the single sponsor special advertisers are developing
and licensing their own properties these days. Clients
like General Foods, Hallmark, Kraft, Procter & Gam-
ble and General Motors have all created active devel-

opment streams. This insures that they get the kind
of shows that can almost guarantee a favorable envi-
ronment for their commercial messages.

Meanwhile, at least two consortiums of major ad-
vertisers have banded together to co-develop and co-
sponsor meaningful two-hour movies for television.
These are all blue-chip companies that feel they can’t
be solely dependent on the networks to deliver the
quality vehicles they desire.

Whether it’s a single advertiser plunking down
about $3.5 million for a two-hour movie on one night,
or a small group put together for the same purpose,
there is another benefit beyond environmental con-
trol. That benefit is partial ownership. Each piece of
good software has the ability to live several lives
these days in tiered release on syndication, cable, for-
eign, and home video. Having a piece of the action
makes good business sense for many advertisers.

One area that we’re totally sold on as the proper
arena for our clients’ commercial messages 1s adver-
tiser-supplied programming for basic cable. Basic ca-
ble is established as an effective advertising medium
now, and it permits the perfect marriage between a
client’s product, the show and the carrier. We believe
it’s a substantial programming advantage to be able
to target groups of people interested in news, sports,
entertainment, children’s shows, country or contem-
porary music, women’s programming, and financial
information. Client-sponsored shows can be specifi-
cally designed to get at an advertiser’s prospects and
still fit well into the format of a specific network. Our
company, for example, co-produces seven different
cable series each week, and we expect three more be-
fore the year is out.

Short form shows

Another advantage cable offers is the short form
show. That’s the creation of a two or three-minute
program series which surrounds the advertising mes-
sage in a controlled and pertinent environment.
Careful execution is required, but there are several
impressive success stories.

Well, it’s possible that I may have seemed to damn
contemporary television so much that you’re wonder-
ing if it’s worth the bother. If that’s your conclusion,
then I apologize for missing the mark entirely. The
ability TV gives us to sell many products and services
by sight and sound can’t really be surpassed.

But the game has changed drastically—just in the
last year. If we assume we can use television in the
same old way—develop some sparkling creative work
and then buy some time to run it without any real re-
gard for the environment, we will develop a prepon-
derance of “no lookeys.”

Sure, zipping, zapping and apathy are something to
be concerned about. But I’m even less thrilled that
one in five people told the Roper Organization that
they considered watching television about as boring
as raking the yard. We need television. It’s up to us,
the representatives of the companies that pay the bill
for its very existence, to insist that the purveyors of
programming spend a lot more time at risk-taking
and quality control.
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Embassy overseas sales to Columbia

Embassy Communications will consoli-
date its international sales setup with
Columbia Pictures International Tele-
vision in a massive restructuring, trig-
gered by the departure of Ron Brown,
senior vice president, international
sales. Brown leaves Embassy this week
to join MGM/UA Communications as
international chief. In addition, it’s un-
derstood that Christopher A. Egolf, di-
rector, international sales at Embassy,
will join Brown at MGM/UA. However,
before Brown gets down to the nitty-
gritty of running MGM/UA’s interna-
tional operation, considered one of the
majors in world business, he’ll have to
wait for Turner Broadcasting to decide
on foreign personnel to be retained
from the old MGM/UA setup overseas.
Under the Embassy-Columbia re-
structuring, Brian McGrath, CPIT ex-
ecutive vice president, becomes re-
sponsible for Embassy’s product over-
seas as well. Basically, under the new
setup, Columbia takes over Embassy
foreign distribution, with sales of both
being handled by Columbia’s 10 or so
overseas offices. Embassy product
overseas was handled by subdistribu-
tors and reps in Tokyo, Madrid, Ham-
burg and Sydney, among other cities.

Overhead. Gary Lieberthal, chairman
and chief executive officer of Embassy
Communications, said 1n an interview
that Embassy, before it became a unit
of Coca-Cola Co.’s entertainment busi-
ness sector, had been using outside for-
eign sales reps hecause “Kmbassy’s vol-
ume didn’t warrant the overhead of
having sales offices overseas, so we did
business via several key subdistribu-
tors.” But in addition to agencies, Em-
bassy had Brown’s personal relation-
ships with huyers around the world,
which were also significant in selling
ambassy product, says [ieberthal.

The decision to merge Embassy
overseas with Columhbia came after
Brown decided to leave Embassy for
MGM/UA, says Lieberthal. But the big
consideration to put Fmbassy under
the Columbia umbrella was the clout of
Coca-Cola in the international arena,
which lieherthal calls “awesome.”
Also of importance was that Columbia
has ignificant presence as motion
picture digtributor abroad as well.

With Brown out of the picture, the
issie regarding Kmbassy's overseas
distribution bhecame “Do you spend
money to replace Brown, or go in a dif
ferent direetion?” said Lieberthal,
Pacherthal decided on MeGrath, “he

68

cause he knows the new marketplace, is
aggressive and a very good salesman.”
Columbia’s McGrath, in an inter-
view, said that while Embassy no long-
er will have a separate sales force over-
seas per se, it’s Columbia’s intention to
have Embassy maintain its heritage
and name and a presence for future
productions in the foreign market-
place. “Embassy is the premier produc-
er of half-hour comedies as well as oth-
er programming, and as such the use of

5:h

Gary Lieberthal

the Embassy name and our identity
with Embassy is a plus.”

The future for Embassy’s reps
doesn’t appear to be very bright, it’s
speculated, and McGrath says, “As we
go forward, this is a business that will
not be operated on an agency basis.
However, | don’t want agencies run-
ning around asking themselves what
will happen to them, so we will have to
look at the whole structure betore we
put everything in place.”

Approach. Meanwhile, Brown’s ap-
proach as MGM/UA international
sales chief will be conservative initially,
with Brown planning to meet with all
the sales personnel in place overseas. 1
expect tovisit all the international peo-
ple inthe field and to discuss with them
what we are going to do and how to do
it. It’s not my policy to sit here without
knowing these people and make judg-
ments on their lives and careers.”

Just how much of a restructuring will
be necessary will depend on Turner
Broadcasting, notes Brown, because
Turner, under its arrangement with
MG M/UA, has first crack at the exist-
ing MGM/UA overseas personnel. “Fy-
erything depends on which people
Turner wants to keep,"” he says. “After
Turner has made its selection, we will
make ours. 'm sure Turner will keep
some of the key people, and after that I
will make up my own team.”

Syndicated shopping

Lorimar-Telepictures is going into the
marketplace in New York looking for a
cash license fee of about $5,000-6,000
per-hour episode of Value Television,
the TV home shopping program to be
launched in January via syndication,
according to a source at L-T. The pro-
gram, which will be coproduced with
the Fox Television stations and will air
on all six Fox outlets, will be broadcast
as a six-days-per-week program. Horn
& Hardardt’s Hanover Industries will
handle the direct mail and fulfillment
erid.

As an added incentive for stations to
carry the show, outlets will receive a 5
per cent commission on the merchan-
dise sold in their market. Initial terms
call for a cash license fee, but L-T will
take two minutes for barter, beginning
with the 1987-1988 season, according
to Dick Robertson, a member of the
office of the president at L.-T.

Robertson says that L-T will look for
VTV to kick off in a 8-10 a.m. slot on
affiliates and sees a noon-2 p.m. range
for independents acquiring the show.
On the weekends, Robertson says, sta-
tions probably will air VTV either in
early or late fringe. The production
budget on the show is $7 million annu-
ally, he says, and he estimates VTV will
average a 3 rating, although no guaran-
tee arrangements are involved. If the
initial effort works, Robertson sees ex-
panding the service to access and per-
haps as a late-night vehicle or early-
morning program.

At breakfast announcing the launch-
ing of ValueTelevision are, l.—r., Jim
McGillen, L-T president, first-run
syndication sales; Michael Garin, of-
fice of the president, L-T; David Si-
mon, vice president, programming,
Fox Television Stations; Donald
Schupak, vice chairman, Horn & Har-
dart; Peter Temple, L-T vice presi-
dent, off-network; and Dick Robert-
son, office of the president, L-T.

Robertson notes that the concept of
the service is entirely dilferent {rom
cable network counterparts in that
VTV will be enterlaining and will be a
soft sell, with possibly a host and a
hostess. The syndicated program will
start off with about a 50 per cent house-
hold coverage, combining the 23.8 per
cent coverage from the Fox stations
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Community goodwill. It's
something every station needs,
every advertiser wants. And
now, Group W is syndicating a
whole new concept in commu-
nity outreach campaigns. One
that builds station and sponsor
image, and actually generates
new revenue in the process.

It's called For Kids" Sake.

Targeted to adults 25 to 54,
this important new campaign

.

addresses the issues affecting
today’s children. And as it
helps them, it helps you. By
attracting enough community-
minded sponsors to pay for
itself. And as stations all over
the country can attest, paying
for itself is just the beginning.
For further details, call Jeff
Osborne, Group W Television
Sales, at (212) 883-6145. He'll
explain how you can join the

growing list of For Kids' Sake
stations whose local images are
picking up. While For Kids’ Sake
sponsors are picking up the tab.
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(continued)

with L-T’s upcoming new purchase of
stations.

The license transfer applications are
still waiting FCC approval, however,
and it’s possible that a competitor in
the marketplace will pick up the ser-
vice before the acquisitions go through,
which is not expected until November
or December. L-T can’t afford to wait
until the end of the year to pitch these
markets, and expects to make propos-
als to the other stations shortly, says
Jim MecGillen, president, first-run syn-
dication sales, at L.-T.

Orion film package

Orion Television Syndication is offer-
ing a film package of 20 titles, which
includes films that have won six Oscar
nominations. The 20 have total grosses
of $500 million in worldwide sales at
the box office. All 20 films will be com-
mercial TV world premieres with no
prior network exposure, according to
Scott Towle, president of Orion Televi-
sion Syndication.

Among the titles to be offered to sta-
tions starting this month are Back to
School, Hannah and Her Sisters, Cot-
ton Club, F/X, Desparately Seeking
Susan, Code of Silence, The Woman in
Red, The Falcon and the Snowman
and Broadway Danny Rose. Hannah is
considered a major Oscar contender for
1986, notes Towle.

Dolgen heads Fox TV

Jonathan Dolgen has been named pres-
ident of the newly created television
division of Twentieth Century Fox
Film Corp. The division will encom-
pass the TV production wing, Dolgen
will also maintain his role as executive
vice president of Fox Inc. and will con-

vJonathan Dolgen
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tinue to work with Barry Diller, chair-
man and CEO of Fox Inc. Prior to join-
ing Fox, Dolgen had a number of execu-
tive positions at Columbia Pictures,
including president of domestic opera-
tions, president of the pay-cable and
home entertainment group, and senior
executive vice president.

SEPP names Visch

Joop H. Visch has been appointed chief
executive officer of SEPP S.A., Brus-
sels-based audio-visual, merchandis-
ing, promotion and publishing group.
Visch had been head of SEPP’s audio-
visual department. Visch, along with
Freddy Monnickendam, was instru-
mental in establishing SEPP Inter in
Los Angeles, where Monnickendam
has been appointed chief executive of-
ficer. In another appointment, Michel
Maes has been named chief financial
officer of SEPP S.A. and chief financial
controller of SEPP Inter.

Syndication shorts

The Entertainment Network has ac-
quired its first movie package. Called
*“Sizzle,” the package contains 12 thea-
tricals, including The Texas Chainsaw
Massacre and Wise Blood. Films come
from deals made with New Line Cine-
ma, Cinema Releasing Corp., and Ad-
ler/Spiegelman Productions.

World Events has cleared Voltron:
Defender of the Universe onseven con-
tinents. Newest countries entering the
lineup are Spain, South and Central
America, the United Kingdom, Ireland
and all of Europe. Voltron is already on
the air in such countries as Australia,
Hong Kong, Italy, The Philippines and
Mexico.

Sherry Grant Enterprises has com-
pleted production on Quality of Life,
260 short-form episodes offering tips
on overcoming specific personal prob-
lems and on self-improvement.

GGP Sports and Goalline Produc-
tions, productioi company owned by
John Madden, will do a one-hour spe-
cial, John Madden’s Super Bowl Spe-
cial, for airing on January 24, 1987 in
access. Four CBS-owned stations are
those among the 120 stations picking
up the show. Because of Madden’s con-
tract with CI3S, the owned stations and
its afliliates were given first option on
the program.

Muller Media Inc. has cleared 102 1'v
stations, representing more than 82 per
cent of the U.S,, for its four animated
holiday specials. The ad-supported
programs are Which Witch Is Which?
for Halloween, The Turkey Caper,
Thanksgiving, The Christmas Tree,
Christmas; and A Chucklewood Eas-
ter, for BBaster. Specials are produced
by Encore Enterprises, with ad sales
handled by Total Video.

Buena Vista Television has changed
the name of its half-hour satellite-fed
business strip from Business Day to
Today’s Business. The program has
been cleared on 120 stations represent-
ing 80 per cent of the country.

Syndicast Services has sold The De-
mon Murder Case, two-hour feature
film, to five stations, for a current total
of 64. These new stations are WNBC-TV
New York, KTTV(TV) Los Angeles,
KRON-TV San Francisco, WCIX-TV Mi-
amiand KOVR(TV) Sacramento. Also at
SS, its Hollywood Private Home Mov-
tes, starring Bill Cosby, has been ac-
quired by wMBC-TvV New York,
KTTV(TV) Los Angeles, WMAQ-TV Chi-
cago, WBZ-TV Boston and KPRC-TV
Houston. Current total lineup is 73.

LBS Communications will distribute
and sell ad time for Kideo Theatre,
quarterly series of eight 90-minute ani-
mated features produced by DIC Enter-
tainment for the 1986--87 and 1987-88
seasons.

Multimedia Entertainment’s two-
hour special, New Stars of ‘86, has
cleared 145 markets, which represent
85 per cent of the U.S. Scheduled for
airing in October and November, the
show is produced and syndicated as
part of Multimedia’s America Comes
Alive series. Among stations which will
air New Stars are WNBC-TV New York,
KHJ(TV) Los Angeles, WGBS(TV) Phila-
delphia and wCVB(TV) Boston.

NATPE exhibitors

One-hundred forty companies have
signed currently to exhibit their wares
at the upcoming NATPE International
conference, which opens January 21,
1987, for five days in New Orleans. Also
NATPE has released the first draft of
its program agenda for the conference.
Fourteen companies of the 140 are new
to the floor. These are ABC Pictures
International Video Audience Re-
search and Development, Blair Televi-
sion, First National Telecom, Hit Vid-
eo USA, IDDH, Lorimar/Telepix-Me-
dia, Majestic Entertainment, MTM
Productions, New World Television,
New York Television, Premier Enter-
tainment Group, Southbrook Enter-
tainment, TPC Communications and
WesternWorld-Samuel Communica-
tion.

Agenda highlights are: two sessions
on January 22—“Program Dilemma:
Block Booking,” from 9-10 a.m.; and
“Washington Update.” On Friday,
there are two concurrent seminars:
“Barter,” moderated by George Back,
All American Television; and “Man-
agement Skills,” a lecture by Bill -
Brower, Brower Associates. A brunch
will focus on “Sitcoms and First Run,”
from 10:40 a.m. to L2:15 a.m.

_ - E—
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On January 24, the topic of a break-
fast general session will be “Producer’s
Caucus,” to be moderated by John
Goldhammer, Goldhammer Produc-
tions. Then from 10:15-11:15, sched-
uled are three concurrent seminars:
“The Economic Revolution,” with Jay
Isabella TeleRep, as moderator; “Is-
sues’’; and “View From the Fourth Es-
tate.” From 11:20-12:20, subjects of
three simultaneous sessions will be:
“New Business Opportunities,” with
Ken Rees, wCCO-TV Minneapolis, as
moderator; “The Ratings Services,”
Katz Television’s John von Soosten,
moderator; and Jim Lutten, WFSB(TV)
Hartford, will head a panel discussion
on “The First Year Is the Worst Year.”
January 23 will be devoted mainly to a
NATPE board meeting, a distributors’
meeting, and to top off the conference,
a Super Bowl party from 4-9 p.m., pro-
duced by Don Smith, WAGA-TV Atlan-
ta.

Look to buy stations

Marking the second time in a week that
a venture has been formed to purchase
broadcasting properties, Lewis H. Er-
licht and Robert M. Bennett have
teamed up with New World Pictures to
shop for stations and cable franchises.
The new venture is called New World
Broadcasting, and Bennett is chairman
and CEO of NWB, while Erlicht is pres-
ident and chief operating officer. NWB
will have offices at New World Pic-
tures.

Erlicht, who resigned the past month
as president of ABC Entertainment’s

| ABC Circle Film, in-house production

entity, previously was president of
ABC Entertainment. His career with
ABC spans 24 years.

Bennett most recently was president
of Metromedia Broadcasting.

In the other venture, Albritton Com-
munications Co., Washington, has set
up a unit to buy network affiliate sta-
tions, under the name of Allco Corp.

LBS, Clark projects

Among the key projects planned by
LBS Communications and Dick Clark
Productions will be the continuation of
Dick Clark’s 30-year network series,
American Bandstand, as a first-run
weekly one-hour syndicated show, for a
fall, 1987, debut. Under an agreement
recently made between LBS and Clark,
the joint venture will involve develop-
ment, production and syndication of
TV series and specials to premiere next
season via barter syndication and on
cable.

Also set for the fall, 1987, are six off-
network Dick Clark specials, and a two-

hour weekly cable series, Dick Clark
Presents, will also debut next season.

" The series will be a showcase of Clark’s

most successful specials with newly

[ produced introductions and thematic

wraparounds. Upcoming, too, LBS and
Clark will develop a sitcom series for
the 1987-88 season. Working title of
the first-run series is Third Time
Lucky.

Harmony Gold buy

Harmony Gold has bought Inter-
sound, full-service audio and video-
production facility located in Los An-
geles and in Rome, from Lorimar-Tele-
pictures. Intersound houses audio and
video equipment such as Foley stages,
automatic dialogue replacement, and
digital telecine equipment for transfer-
ring film to tape. In addition, Inter-
sound offers music cutting and creates
etfect tracks. To expand its work in
video, Intersound is adding a one-inch
on-line editing system and a %, inch oft-
line editing system. The new one-inch
on-line editing room will contain five
one-inch machines, a CMX edit control-
ler and a Quanta character generator.

Buys 500 films

Entertainment Properties, Chicago-
based distributor, has acquired more
than 500 films produced between 1915
and 1978. The series, “500-Plus Great
Classics From Hollywood,” is being of-
fered worldwide via a “perpetual licen-
se”” arrangement. King Lauter, presi-
dent of EP. notes that under this agree-
ment buyers may use the product
continuously, “for as long as they wish,
and never pay any additional fees.”
Lauter calls this arrangement a radi-
cal departure from the conventional
method of licensing a film, whereby
buyers are allowed only a limited num-
ber of runs during a specific time per-
iod.” It’s advantage is a big reduction
in the fees that TV stations and other
media buyers will have to pay for their

programming” he says.

The films include such classics as A
Star Is Born, Charade, Life With Fa-
ther, The Little Princess, This Is the
Army and The Man With the Golden
Arm. Films and other properties from
EP will be offered at MIPCOM to over-
seas buyers.

KVEA-TV specials set

KvEA-TV Los Angeles, Spanish-lan-
guage station, has scheduled a weekly
half-hour program during the 1986 Los
Angeles Raiders football season. The
show, Raiders ‘86, airs on Saturdays
from 5-5:30 p.m. and is hosted by
Mario Solis and Efren Herrera. It re-
caps the past Raiders’ games, and play-
ers and coaches are interviewed. Other
sports coverage has included the Los
Angeles marathon and international
soccer.

Other programming features are the
first daily Spanish-language children’s
block, a daily entertainment and infor-
mation series, theater, and locally pro-
duced newscasts.

Technical Emmys

The recent engineering and scientific
awards ceremony of the National
Academy of Television Arts and Sci-
ences featured a cornucopia of honors.
There were 16 awards to 12 companies,
setting a record for the number of tech-
nical Emmys. In three cases, there were
multiple awards, some quite belated,
for the same achievement. Four com-
panies—Ampex, Quantel, RCA and
Sony—won two awards each.

Of most general interest among the
awards, presented in New York on Sep-
tember 10 at the Sheraton Centre, were
those given for the home VCR, which
was introduced by Sony in the U.S.
about 10 years ago. Besides Sony,
awards for the VCR were given to Mat-
sushita (Panasonic) and JVC.

There were five awards for multi-
channel television sounds (MTS), given

CABLE
MO

Country Club Station

HALLOWEEN MOVIES WITH BELA LUGOSI!
THE HUMAN MONSTER, WHITE ZOMBIE, and KILLER BATS

| 913-362-2804

260 CLASSIC MOTION PICTURES from CABLE FILMS
Cable Classics for PPV, L/0 and PBS
Known by the companies we keep

Herbert Miller, Executive V.P.
1986 Our 10th Anniversary Year

?ansas City., MO 64113
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to the Electronic Industries Associa
tion. dbx, Inc.: NBC, RCA and Zenith.

Sony and RCA were given Emmys
for component video recording (half-
inch tape) systems, Sony for Betacam
and RCA for its involvement in the M
format.

Ampex got a brace of awards for its
Zeus “digital picture processor/time-.
hase corrector” and its top-of-the-line
type C one-inch videotape recorder,
the microprocessor-equipped VIR

Quantel received a pair of awards for
its paint box systems and its hard-to-
pigeon-hole Harry, described as a de
vice for “digital video mixing, process
ing and compositing.

Abekas Video Systems was honored
for its A 62 digital video disc recorder
and M/A-Com for “contributions to
satellite 1V encryption and scrambling
technology™— Videocipher [ and 11.

Zooming in on people

Len Giarraputo has been named senior
vice president/general manager at Blair
Entertainment, to head the program
cash sales department. Giarraputo
comes to Blair from Television Pro-
gram Knterprises where he was direc-
tor ol svndication sales for the past
vear. Before that, he was vice president
of sales for syndication at Group W
Productions since 1980. He joined
Post-Newsweek Stations in 1970 as di-
rector of sales and later was named ex-
ecutive vice president.

Leonard Giarraputo

Marian Effinger and Jim Gorman
have been named marketing supervi-
sors at Buena Vista Television. Ef-

| finger was at KCBS-TV Los Angeles

where she most recently was statio
publicist. Gorman has been with Dis-
ney for the past six months as an assis-
tant to the vice president, promotion,
tor Disney and Touchstone Films.

Gail Munn has joined Filmation, a di-
vision of Group W Productions, as vice
president, licensing. She comes to Fil-
mation from Marvel Comics Group,
Cadence Industries.

Tom Nunan has been promoted to

vice president, movies and miniseries

at Fries Entertamment. He joined FEI
in August, 1985, as director of movies
and miniseries and has been involved
in the development and production of
network movies set for this season’s
showing, including LBJ and Times

t e

Shelly Raskov has been named vice
president, development and produc
tion at Ron Samuels Entertainment
She joined the company in May 1985 as
director of development.

Mary Ann Spitalletta has been pro
moted to director, creative services as
LBS Communications. She joined LBS
in 1985 from Paramount Television
where she was manager, station rela
tions and promotional services

Roger L. Mayer has heen appointed
president and chief operating and ad
ministrative officer at Turner Enter-
tainment Co. He has been with MGM
tfor the past 25 years, most recently as
senior vice president of administration
and president of MGM Laboratories.

PRN farm program

The Professional Radio Networks, Eu-
gene, Ore., has produced a barter strip,
The American Farmer, for airing this
fall. Each three-minute show contains
a 60-second national commercial and a
minute for local sale. The program con-
sists of interviews featuring a broad
spectrum of farm personalities and is
being underwritten by United Agri
Products, network of Clean Crop Deal-
ers. UAP marketing director Dean
Moore and Bob Tallman, radio and TV
personality, created Farmer.

Taffner NATAS award

Donald Taftner, founder and president
of D. L. Taffner/Ltd., will receive the
Founders Award of the International
Council of the National Academy of
Television Arts and Sciences for 1986.
He was given the award in recognition
of his many vears of contributions to
the creative aspects of international
television. Besides being acknowledged
for his importation of programs from
Australia, Canada and the UK.,
Tatfner is recognized for successfully

developing U.S. adaptations of U.K
programs. including Three's Com-
pan vd Too Clos w Comfort.

Watkins to WTN

Channel 9 Australia, Inc., will répre-
sent Worldwide Television News as re
gional executive, West Coast.

Watkins, who is based in Los Ange
les, says, that in his new post he will be
expanding the image of World Televi
sion News in this country by bringing
iin news programming from around the
world by satellite, making use of crews

that are already 1n place.”
tnat are audcady place

A
Russell Watkins

RTNDA named Brunner

Bob Brunner, wsaz TV Huntington,
has been named president of the Ra

dio-Television News Directors Associ

ation. He takes office at the September
1-4, 1987, convention in Orlando

Brunner will succeed J. Spencer Kin

ard, KSL TV Salt Lake City, Brunner,
RTNDA Region 8 director, defeated
Region 6 director Bob Priddy, Missouri
Network. In other elections, Tyler Cox,
KFBK-AM Sacramento, former director
of regions 1 and 2, was elected director
at-large; David Lampel, WBLS-FM/
WLIB-AM New York, was reelected di-
rector at-large. Co and Lampel will
serve two-year terms, while incumbent
treasurer Lou Prato, Medill News Ser-
vice, Washington, ran unopposed and
was reelected to a three-year term.

Radio syndication

Torey Malatia has been named pro-
gram director of the Beethoven Satel-
lite Network, live, satellite-delivered
24-hour classical music format service
introduced by WFMT Inc.

WZRC-FM Chicago is the first affili-
ate to sign for the Satellite Music
Network’s Z-Rock hard rock format,
which began airing earlier this month.

i

72

Television/Radio Age, September 29, 1986

www . americanradiohistorv.com



www.americanradiohistory.com

MIPCOM

More and more people
throughout the media UR PM
industry are realizing it -
every day: MIPCOM' 86 is
the International Market ’ N ' H E SUN
of the fall . ‘

Fifty three countries* will be represented: The US is
coming back in full force and everyone from the UK
will be there.
Of the 600 Program Directors and TV or Video Buyers
expected, 350 have already confirmed their attendance.
And new registrations are coming in all the time.
MIPCOM' 86: over 150 exhibitors* will use this unique
opportunity, from October 17 to 21, 1986 to make film
and program deals for all types of media.
If you have programs or feature length films to sell or

| distribute, or rights to offer,
be in Cannes for the.Big Event.

| MIPCOM' 86: the way to really find your place in the sun..
This Fall. /

I *as of 31/7/86 /

/I want

to know
~& more about
MIPCOM’ 86

INTERNATIONAL FILM AND PROGRAM MARKET FOR TV, /':ame
VIDEO, CABLE AND SATELLITE /-
ompany

Cannes-France, October 17 th-21st 1986 /

/ Address _
USA _
Barney BERNHARD, Sales Manager /
Perard Associates Inc. / - -
38 West 32nd Street. NEW YORK City. N.Y. 10001. Tel.:
Tel.: (212) 967.7600 - Fax (212) 967 7607 - Telex: 4979122 PERAD Ul /Please return reply from to: Perard Associates INC
/ 38 West 32 nd Street - New York City. N.Y. 10001.

L
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Programming/Production

(continued)

The SMN 7Z-Rock lineup is Killer Kil-
patrick, from wisp Philadelphia (610
a.m.): Susan Slade, from K'TKS Dallas
(10 a.m.—-2 p.m.); Frees Disease, tfrom
KNAC Los Angeles (2-6 p.m.); Wild Bill
Scott, from KNAC (6-10 p.m.); Mad
Max Hammer, from KKXX Bakersfield
(10 p.m.-2 a.m.); and .Joe Anthony,
from KISS San Antonio (2-6 a.m.).

Jayne Lipman has been named vice
president, marketing, at MJ)l Broad-
casting. She comes to M.J| from Man-
hattan Records, where she was director
of finance and A& R administration.

Neal Mirsky has been appointed vice
president, national program dircctor at
DIR Broadcasting. I’rior to joining
DIR, Mirsky was program director at
WILR-'M, New Haven.

The United Stations Programming
Network has introduced another long-
form program, Rock Watch: A Count-
down to Ectasv with Oedipus, which
begins airing over the October 3 week-
end. Host and producer is Oedipus,
program director at WBCN Boston and
host of Nocturnal Emissions. The
three-hour weekly program will feature
the top 30 AOR tracks and music news
and comments. Also, USPN will debut
a three-hour weekly program, Motor
('ity Beat, in October. The show will
celebrate the classic hits that crossed
radio format boundaries.

Orange Products, Narberth, Pa., will
introduce Something Special, hour of
music and interviews with MOR artists,
on October the weekend of 11 and 12.
Host will be Sid Mark. Six commercial
minutes are available locally in each
hour.

Notes and news

Wcceo Minneapolis, has named Jon
Quick as program manager. He has
been director of marketing. Quick will
be replaced by Ginger Sisco, who joins
the station on October 1 after 10 vears
with the Minnesota Department of
Tourism.

WaBc New York will control the ra-
dio broadcast rights to New York Yan-
kee baseball under a new, multi-year
agreement. WABC has carried Yankee
baseball for the past six vears, but has
not controlled the rights nor the pro-
duction of games.

Eric Nielsen has heen named an ac-
count executive at Concert Music
Broadcast Sales, national rep firm for
classical stations. Prior to joining
CMBS, Nielsen was an account execu-
tive for Performing Arts Network, a
monthly magazine.

Darryl Brown has heen promoted to

vice president, group director at ABC
Radio Networks. He was director of the
ABC Contemporary Network since
November, 1980.

WHN New York has a new manage-
ment team, with plans calling for new
image marketing, redirection and ex-
pansion of the country format, and a
restructured sales system (see Spot R
port, this issue, for sales personnel
changes). In programming, Gary Ha-
vens is named program director. He
comes to WHN from WIRE/WXTZ Net-
work Indiana in Indianapolis, where hq
was director of programming and re-
search.

Big name on tiny net

The Learning Channel, a cable net-
work with a small but dedicated follow-
ing. has snagged a major Hollywood
movie producer-director, Paul Ma-
zursky, to host a new series showcasing
the works of independent film and vid-
eo makers. The 12-part series, Ordi-
nary People: Independent Portraits,
debuts Sunday, October 12 at 8 p.m.
£T. Each segment runs an hour.

The new show is part of Learning
Channel’s expansion from 10 to 20
hours of telecasting per day.

Pepsi, MTV hit spot

MTYV, which is programming with mu-
sic videos that promote record sales.
recently ran a half-hour show promot-
ing Pepsi-Cola. The program, Rockin’
the Pepsi Generations, aired on Sep-
tember 16, with its costs underwritten
by the soft drink concern. The “info-
mercial” was hosted by Glenn Frey, the
pop singer who does Pepsi commer-
cials. It examined how the firm has
used music over the years to sell its
products.

HBO'’s big video

Home Box Office on October 9 pre-
mieres The Making of "Dancing on the
Ceiling, a half-hour program chroni-
cling the making of a recent Lionel
Richie video.

HBO aired the video back in August,
all part of a package deal with singer-
composer Richie—a deal that under-
scores the newfound competition that
MTYV faces in acquiring new and exclu-
sive video product.

Not to be outdone on the pop music
front, Viacom's Showtime pay service
recently ran a six-episode series spot-
lighting the groups, the Temptations
and the Four Tops.

‘Tales’ at Showtime
Viacom International’s Showtime pay
service has renewed Shelley Duvall’s
Tall Tales and Legends, ordering two
new episodes from producers Platypus
Productions and Gaylord Television.

Tales is the companion to the award
winning Faerie Tale Theatre. It fea-
tures humorous live-action adventures
and celebrities who play legendary he-
roes from American folklore.

The two new shows: Ponce de Leon
and the Search for the Fountain of
Youth, featuring Dr. Ruth Westheimer
in a prominent role, and Davy Crock-
ett, with singer Mac Davis in the title
role.

Prism Entertainment has acquired
Lorne Greene's New Wilderness series.
Greene will be both executive producer
and narrator of the series, which will
debut in February under a separatc
Prism line. Six programs will kick off
the project, with new releases to be of-
fered every three months. Also at
Prism, the company has acquired 35
programs from the Granada Television
catalog. The agreement marks the larg-
est number of programs the London.
based company has licensed to one
home video supplier. Acquisitions in-
clude the All for Love, series of 10 one-
hour programs; Lady Killers, 13 one-
hour episodes; Time for Murder;
Brideshead Revisited: Sir Laurence
Olivier's King Lear and The Jewel in
the Croun.

Seth M. Willenson has heen named
vice president of acquisitions, develop-
ment and special projects at the video
division of the Paramount Television
Group. Willenson joins Paramount af-
ter heading his own management firm,
which specialized in the motion picture
and home video areas.

Reel Movies International, Dallas,
has acquired 22 made-for-home-video
titles, representing the largest acquisi-
tion deal in the company’s five-year
history. List of titles include The Bruce
Jenner Winning Workout, Remember
Life and Kerouac.

Karl-Lorimar Home Video is going to
the Broadway stage via a package of
four stage hits: Sundayv in the Park
With George, That's Singing, a tribute
to the American musical theatre, Lilly
Tomlin, Emmy-award 60-minute spe-
cial, and Athol Fugard’'s Master Har-
old and the Boys.

The Trip to Bountiful, Academy
Award winning film, will be released on
videocassette on November 5 via Em-
bassy Home Entertainment.
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Commercials

Voices of authority:
SAG voice-over group
shows women pitch equally

A higher-pitched voice can pitch a
product just as well as its male equiva-
lent, according to a study conducted by
McCollum/ Spielman for the Women'’s
Voice-Over Committee of the New
York Branch of the Screen Actors
Guild. While the research firm had al-
ready conducted studies showing that
women on-screen presenters are as ef-
fective as their male counterparts, this
is the first such study dealing with
voice-overs.

In a recent press conference in New
York, actress Barbara Feldon told of
her own dismay when her agent ad-
vised her not to try for voice-over work
because 90 per cent of such work is
done by males, whose voices have his-
torically been considered more author-
itative. She reported SAG members in
Chicago and New York monitored
thousands of hours of TV commercials
to find that, of 71 cleaning products, 92
per cent used male voices; of 441 food
and beverage commercials, 93 per cent
used males; baby products, 81 per cent;
and health and beauty aids, 77 per
cent.

The McCollom/Spielman study, re-
portedly costing about $20,000, used
the AC-T-2 method, conducting
screenings attended by some 450 con-
sumers—about 60 per cent female-—in
four regional test facilities. Commer-
cials for Listerine mouthwash and Nes-
tle Chocolate Morsels were shown to
different groups with the regular male
voice-overs and with female voice-
overs inserted. This was done within a
TV program, first as part of a seven-
spot “clutter” sequence and then as
one of four island spots. Aititude shift/
motivation was measured by selection
of the product for inclusion in a prize
market basket.

The study showed that 11 per cent of
those hearing the male voice selected
Listerine in preference to their regular
brand and 12 per cent of those exposed
to the female voice-over. For Nestle
Morsels, a product where less brand
loyalty is involved, the male voice
scored 42 per cent switchover and the
female 46 per cent.

A considerable portion of respon-
dents could not remember if the voice-
over was male or female. For example,
in the female-voice version for Lister-
ine, 29 per cent didn’t remember, 47
per cent thought it was male and only
22 per cent identified the voice correct-
ly.

male vs. female

British-accented v.o. pro
advises single-mindedness

Does a British accent ring with greater
authority? Well, it depends: How Brit-
ish is it? That’s been the experience of
Peter Gerald, who makes nearly his en-
tire living doing voice-overs. For the
past 15 years, he's worked for an aver-
age of 50 different national, regional
and local clients in the course of a year.
Included are Contac, KLM, Burlington
Leg-Looks, American Express Gold
Card, Scott towels and Colonial Wil-
liamsburg.

Born in Vienna ot English and Aus-
trian parentage, Gerald studied at New
College, Oxford and a leading British
drama school. Addressing the concern

of women about discrimination in
voice-overs, he says, “Today, every-
body 1s so hypersensitive about their
proper place in the home and work-
place that they tend to misinterpret
reality.” He notes he has been turned
down on numerous assignments be-
cause of his accent, “but at other times,
the very thing that works against me
works for me. That can apply to wom-
en, too.”

One saving grace for Gerald is that
his accent isn’t “too British.” He's seen
that serve as a barrier for others.

Gerald has appeared on-screen on
only rare occasions, having determined
early in his career that a single-minded
approach to voice-over work would get
him better results: “If you want to do
something well, you wind up doing it
almost exclusively. You have to devote
the time and effort in going to meet-
ings, doing demos and going to casting
sessions.”

He doesn’t resent casting sessions, he
notes, seeing them as an opportunity to
keep up with people who are new in the
field, particularly agency producers
and directors. He notes there are still
some “cattle calls” with 50 or more peo-

R  Ac'vertising Directory of

| Selling
Commercials

B. F. Goodrich ¢ Hill & Knowiton

DOLPHIN PRODS., N.Y., COMPUTER ANIMATION

Honey Nut Cheerios ¢ D.F.S.

i
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KCMP PRODUCTIONS, LTD., New York

NYNEX-Tic, Tac, Toe » H.H.C.&C.
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GIFFORD ANIMATION, INC., Harwichport, Mass.

Yankee 24 » Decker, Guertin & Cheyne

KCMP PRODUCTIONS, LTD., New York
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Now airing
in broadcast

markets
INTERCONITINENTAL TELEVIDEQ. INC Qrou nd the
L world

A DECADE OF VIDEOTAPE STANDARRDS
CONVERSION €XPERIENCE

NTSC/PAL/PAL-M/SECAM

INTERCONTINENTAL TELEVIDEO, INC.
29 West 38th Street, N.Y., N.Y. 10018
Phone: (212) 719-0202

ANIMATIO
COMPUTER

DOLPHIN

DOLPHIN PRODUCTIONS, INC.
140 East 80th St., NY 10021
Phone: (212) 628-5930

Videotape Duplication

GJM

Satellite Distribution
Standards Conversions

* superior quality and service

* economical shipping costs

For Syndicated Programs

* most competitive prices nationwide

GJM ASSOCIATES, INC.
P.O. Box #632, Ann Arbor, MI 48105
Phone: (313) 663-1615

VIDEO DUB INC.

Videotape duplications.in all formats,
syndication and (nﬂlckln?, tellite uplinking
and unsupervised film-to-tape transfers.

24 houu-l-d_ly. seven days-a-week!

VIDEO DUB iINC.
New York (212) 757-3300
Chicago (312) 337-4900
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Commercials (continued)

ple, but usually casting directors are
more selective these days.

The actor estimates that 15 per cent
of the casting sessions he has attended
have both men and women trying out
together but adds there are some where
he has heen called among other men
and 1t is later decided that the voice
should be a woman.

Estimating that there are about 50
actors across the country who are really
active in voice-overs, he says this also
includes women who have taken a stud-
ied approach to the craft. He points
particularly to Joyce Gordon, a former
president of the New York Branch of
SAG: “She’s taken the time to build up
a reputation; she’s embarked on that
road and never deviated.”

Among the more famous voices regu-
larly doing voice-overs are Tom Bosley
and Fred Gwynne. Gerald notes that
there are also impersonations of fam-
ous voices—*[ have people who imper-
sonate me”—when the agency doesn’t
want to pay beyond scale—a $250.60
minimum for TV and $125.10 for radio
3esslons.

Gerald normally gets double or triple
scale, not to mention sometimes heavy
residuals on national commercials. He
also get a fair percentage of his income
from industrial recording.

Radio PsAs persist

Despite deregulation, the average radio
station airs 18 PSAs a day, according to
a survey conducted by Stephen Win-
zenburg, assistant professor of journal-
ism and mass communications at the
University of Wisconsin/River Falls.
He reports alcohol awareness and reli-
gion are the most popular themes.

Winzenburg randomly sampled 310
radio programmers and found 99 per
cent continued to air PSAs despite the
fact that they haven't been required by
the Federal Communications Commis-
sionsince 1981. He found that one-fifth
of all PSAs touched on drunk driving.

More than 85 per cent of stations
surveyed aired some type of syndicated
religious PSAs. When asked which syn-
dicated religious PSAs they felt were
“best,” they overwhelmingly chose
spots produced by the Mormons. Com-
ing in a distant second were those from
the Missionary Oblates, a group of
Catholic priests, along with the U.S.
Air Force and the Seventh Day Ad-
ventists.

The survey was conducted with sta-
tions in all major formats, with 36 per
cent defining themselves as small mar-
ket, 59 per cent medium and 7 per cent
large.

When receiving syndicated material,
35 per cent prefer it sent on reel-to-reel
tapes, 10 per cent discs, 1 per cent cas-
settes, and 54 per cent said it makes no
difference. Only about half of program
directors require the spots to be 30s.

Agency audophile

NBC-TV’'s new ability to transmit
commercials in stereo has yet to create
a stampede among agencies, but at
least one agency buys the idea 100 per
cent. That's Wells, Rich, Greene West
which specializes in entertainment ad
vertising.

Larry Olshan, president, points out
that stereo is a natural for movie adver
tising: “It just enhances the experien
ce.”” And since the agency already gets
the stereo sound tracks from the films,
it is not confronted with the expense of
recording in stereo. He notes the agen-
cy already has done stereo commercials
for radio and M'TV.

Olshan says the thrust in the future
will be to use scenes from movies in
which stereo is particularly important.
He reports WRG West will probably be
sending stereo commercials to NBC be-
fore the end of the year, adding, “We
don’t expect to have any releases that
are appropriate for the next couple of
months.”

He believes the moviegoers in the
target audience have a higher than av-
erage tendency to be the audiophiles
likely to own a stereo TV set.

Contest entries sought

Entries for the 11th annual Television
Bureau of Advertising/National Auto
Dealers Association commercials con-
test are being accepted through No-
vember 28. A panel of automotive ex-
perts will judge each spot on the basis
of creativity, time utilization, produc-
tion excellence and especially sales ap-
peal.

Top ‘winners for both auto dealers
and dealer associations in TV markets
ranked in the top 50, 51-100 and 101-
plus will receive their awards at the
NADA convention in Las Vegas in Feb-
ruary, 1987. Winners in last year’s com-
petition included both agency- and sta-
tion-produced spots that emphasized
dealer service and sales event promo-
tions.

Those who may enter are dealers or
dealer associations, agencies TvB
member stations. Any number of com-
mercials can be submitted, with an en-
try fee of $20 for each spot. Entries
must be submitted as ¥;-inch videocas-
settes, with as many spots on a cassette
as desired. For each commercial en-
tered, the advertiser’s name, address
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SPECIAL EFFECTS

world's largest bank of image solutions

ON FILM AND VIDEO
COMPLETE PRODUCTION FACILITIES

CORPORATE & STATION IDS

DARINO FILMS
222 Park’ Ave So. NYC 10003
(212) 228-4024 TX: 494-0255

TELEVISION VIDEOTAPE
SATELLITE COMMUNICATIONS

f——

and key contact, plus the name of the
organization, address and individual
submitting the commercials must also
be included.

Entries are to be sent to the atten-

tion of: Ms. Eleanor Pachanik, Televi-

sion Bureau of Advertising, 477 Madi-
son Ave., New York, NY 10022. Entry
blanks may be secured by calling TvB
in New York (212-486-1111) or Detroit
(313-649-6688).

CLIO deadline upped

The CLIO competition has moved up
its deadline for entries in order to cope
with an expected record number of
submissions. For the 1987 competition,
all entries released before November
30, 1986 must be mailed by December
1, 1986. All advertising submissions
launched during December, 1986 must
be postmarked no later than January 2,
1987.

The last competition involved 21,709
entries from 53 countries, according to
Bill Evans, CLIO president. Print and
radio awards will be presented June 12
at a luncheon meeting at the Mariott
Marquis in New York. Television, cine-
ma and cable awards will be presented
on the evening of June 15 at the New
York State Theatre at Lincoln Center.

DIGITAL CONVERSION

NTSC/PAL/SECAM

595

2-HOUR MINIMUM

BROADCAST QUALITY

ALL WORK GUARANTEED

FULLY INSURED *SHIP ANY WHERE

VIDEO CENTRAL INC.
225 West 36th Street, NY 10018
(212) 947-6960

| Unirel video

Complete Videotape
Production Facilities
Studio—Mobile—Post Production

(412) 928-4700 / (800) 245-4463

25 Years of Videotape (all formats)
Duplication. Standards Conversion. Satellite
Uplink and Space Segment Service to
Broadcasting and industry.

Hispanic copy tests

Introduced five months ago by Market
Development, Inc., San Diego, Hispan-
ic Copy-Trac, a quantitative Spanish-
language copy-testing system, is al-
ready being used by a wide range of
advertisers and agencies, according to
Dr. Henry Adams-Esquivel, vice presi-
dent of the marketing firm.

He reports it has helped marketers of ‘
bottled water and prepared Mexican
food decide between the copy subtle-
ties of abstract vs. product-based
Spanish-language executions. For an
air freshener manufacturer—an under-
developed category among Hispan-
ics-——the technique measured the
strengths of an educational Spanish-
language copy strategy vs. the firm’s
| Production Plaza, Sewickley, PA 15143 general market copy strategy and indi-
| Phone: (412) 771-4700 cated that the latter would overreach
| Hispanic consumers and have little im-
pact on their disposition to buy.

Adams-Esquivel says the technique
pinpoints such strategic issues as what
the commercial really says in Spanish,
how it communicates the intended
message, what impact it has on pur- ’
chase intent and how it rates in credi- SEC&/”:LM
bility, tastefulness and empathy.

A simple recall measurement isn’t
valid, he says, when the level of clutter 1
and competitiveness is limited; when it
isn’t, marketers must go beyond identi- DEVLIN PRODUCTIONS INC.
fying gross negatives. 150 West 55th Street NY 10019
s Phone: (212) 582-5572

UNITEL VIDEO
515 West 57 St., NY 10019
Phone: (212) 265-3600

ITVSC/GROUP W PRODUCTIONS
10 Parkway View Dr., Pitts., PA 15205
hone: 1-800-245-4463

..for production, post-

production, videotape .
R’S and satellite distribu-
tion, film transfers,
videotape duplication

in all formats, audio
production and
| customization.

FILM AND TAPE

| (412) 771-4700

OJM
4 East 46 St. NY 10017
Phone: (212) 687-0111

TPC COMMUNICATIONS, INC.

Our unique
digital process
of converting
1o & from the
three world
video stanuards

POST-PRODUCTION

COMPANIES—your tele-
' vision prospects read
Television/ Radio Age.
Reach them effectively in
these columns. For infor-
mation call in New York,
(212) 757-8400.

b o
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Wall Street Report

Peregrine seen moving
into black for 1986,
doubling ’85 revenues

Peregrine Entertainment, expected to record its first
full year of profitability since new management be-
gan building it into a diversified entertainment orga-
nization in late 1983, recently received a purchase
recommendation from Cyrus J. Lawrence, Inc., which
makes a market in the company’s thinly traded stock.
The investment firm expects Peregrine, which re-
ported a loss of $1.1 million, or 82 cents a share in
calendar 1985, to report net earnings of approximate-
ly the same amount in 1986.

The company, with 1.38 million common shares, 30
per cent management ownership and 10 per cent in-

Peregrine Entertainment

tion fee and a share of the profits. The show has
cleared over 70 per cent of the country, including the
top 20 markets and CBS-owned stations, and Group
W reportedly is selling national spots based on a 6
rating.

Several new shows are being developed for first-
run syndication, one being The Spectacular World of
Guiness, hosted by David Frost. TAP is also a partic-
ipant in a 10-title Kidsongs home video project with
Warner Bros. Records and View-Master Ideal Group.

Projects for HBO, CBS

The company’s Peregrine Producers Group has pro-
duced a total of 31 films to date. Recent projects have
included Apology and Blackout, both made for HBO,
and Rockabye, produced for CBS. The group has
agreements to produce five films for network or cable
premiere during 1987-89, with 11 film projects in the
development stage.

Peregrine Film Distribution licenses its 220-225 ti-

Years ending December 31 (in 000s, except per share)

share

1983 1984 1985 1986E 1987E 1988P
Revenues:
License & distribution $4,415 $6,457 $12,500 $19,000 $26,000
fees, profit participation
Other 500 1,000 1,500
Total _ 4,415 6,457 13,000 20,000 27,500
Net income (loss) {209) (596) (1,130) 1,170 4,150 6,500
Weighted average number 1,114 1,369 1,381 1,650 2,050 2,150
of common shares and
equivalents outstanding
Net income (loss) per (.19) (.44) (.82) .70 2.00 3.00

stitutional ownership, is traded over the counter.
Lawrence cites its aggressive expansion program in
the development, production and distribution of mo-
tion pictures for the foreign theatrical and worldwide
television markets and in development and produc-
tion of original programming for home video and
first-run syndication.

$20 miillion in 1987

With revenues just short of $6.5 million in 1985, Per-
egrine is expected to double that amount to $13 mil-
lion in 1986. Lawrence’s revenue projections call for
$20 million in 1987 and $27.5 million in ’88. Through
Together Again Productions, affiliated with Pere-
grine in early 1985, a new weekly syndicated series
for this fall is Dancin’ To The Hits, hosted by Lor-
enzo Lamas. TAP’s partner in this project is Gaylord
Production Co., which is funding the cost of the show
in return for a recovery of its investment, a distribu-

Source: Peregrine Entertainment except for C. J. Lawrence estimates and preliminary estimates.

tle film library to domestic TV stations, cable compa-
nies and foreign theatrical exhibitors and TV stations.
Addition of another 300 to 350 titles to the library is
a goal for early 1987.

The company began as an entertainment concern
on December 30, 1983 through acquisition of EMI
Television Programs, Inc. After acquiring TAP in
early 1985, on April 2, 1986, Peregrine paid $4.2 mil-
lion for a 49 per cent controlling interest in American
National Enterprises, syndicator and distributor of
theatrical films for TV and other markets. Neil
Rosenstein, long-time investor and participant in
several entertainment companies and, since 1983, the
force behind Peregrine’s expansion, was elected
chairman of American National Enterprises. Last
June 2, Peregrine completed preliminary discussion
with American for statutory merger of the two com-
panies. The effect of this on Peregrine’s outstanding
common stock will be to increase it by about 225,000
shares. '
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“Though syndication won’t replace
the networks, it will continue to
grow, if at a slower pace than

Barter (from page 46)

receiving in syndicated programming,
relative to the prices we’re paying.
There’s always room for improvement,
but, in fact, we already see improve-
ment in the product because there’s
more first-run product today than
we’ve seen in the past. We’d expect this
to lend itself to higher ratings and to
more opportunities for advertisers us-
ing television.”

McCann’s Simpson believes barter
syndication “provides advertisers with
flexibilities, increased efficiencies and
a certain degree of leverage against the
networks. More specifically for Coca
Cola, first-run product like Fame, Sol-
id Gold and Puttin’on the Hits gives us
a program environment you can’t buy
on the networks—an environment that
allows us to concentrate on those youn-
ger demographics that Coca Cola is
looking for.”

BJK&E’s Drexler also points out
that the syndication market “is driven
by program form.” He explains, for in-
stance that syndicated children’s
shows “have opened up major new
Monday-Friday opportunities in the
kids’ market. It’s reached the point
that the networks may cut back on the
number of Saturday morning hours
they devote to kid’s programming.”
(See TV/RADIO AGE, Children’s TV,
August 4).

Teens, young adults

Drexler also cites other syndicated
program forms ‘“‘best suited to attract
teenage and young adult viewers. Cli-
ents like Faberge and Nabisco Prod-
ucts appeal to these young people with
syndicated shows like Dance Fever,
Solid Gold, Puttin’ on the Hits, Fame
and MTV Countdown. For other cli-
ents we can reach an all-family audi-
ence with syndicated sitcoms like Gid-
get, or Charles in Charge. We use

we’ve recently
witnessed, because it
fills the need ... for
less reliance on the
networks.”’

Ira Bass
Vice president
HBM /Creamer

sports-oriented syndication for clients
like Ace Hardware and Valvoline, and
still other types of syndicated product
reach audiences for our movie company
clients—Lorimar and DeLaurentiis
Entertainment-—and for Ocean Spray,
for Holiday Inns and for Lee Jeans. In
most cases it’s for the usual reasons:
narrower audience targeting and good
efficiencies.”

Bruno Crea, senior vice president,
associate media director at BBDO, says
that during daytime, syndication ““of-
fers a way to reach the 15to 17 per cent
of female viewers who watch indepen-
dents.” Crea also points out that many
of the syndicated shows in fringe time
“make better sense for advertisers
whose target audience is young adults.
You can reach them on network prime-
time too, but there, you’'re also paying
for tons of older viewers along with
them. For clients catering to the youth
market, syndicated programs edited
specifically for them are more effi-
cient.”

The BBDO exec believes the syndi-
cation market “will continue to thrive

so long as the producers and distribu-
tors can keep coming up with programs
strong enough to meet our standards
and allow advertisers and their target
audiences a good choice. Barter syndi-
cation is certainly no fad. I think it will
continue to enjoy a healthy market so
long as its price ratio vis-a-vis the net-
works continues favorable.”

Helping spot

And contrary to rep complaints
ahout the avails that barter sucks up
from the spot marketplace, HBM/
Creamer’s Bass is convinced that, “In a
roundabout way [ think syndication
helps spot. The better choice of pro-
gramming brings more viewers to the
local marketplace, giving local stations
larger audiences to offer to spot adver-
tisers. So to the question of whether
syndication dollars come out of the na-
tional or the spot budgets, the answer
can be both.”

Bass explains that his agency “buys
syndication nationally as an alterna-
tive to network buys, and we also buy
syndication market-by-market, de-
pending on the strength of a show in
each market it’s in. People’s Court does
very well overall. But it’s not Number 1
in every market, as its promotion might
lead some people to believe.

“When we buy shows like this on a
spot basis it gives us a chance to pick
which shows are strongest in each tar-
get market.”

But for the most part, the great bulk
of barter dollars come from national
budgets. Burnett’s Hobbs says his
agency invests in barter syndication
because, “it provides alternative pro-
gramming of reasonable quality at bet-
ter cost efficiencies than we’ve been
able to obtain from the networks. And
the syndicated programs we buy are
those that provide coverage close to na-
tional.” m]

“Syndication must always
maintain a price gap between
itself and higher network prlces in

order to remain
attractive to
advertisers ... We will
probably see that

price gap narrow.”’

Mike Drexler .
Executive vice president
Bozell, Jacobs, Kenyon & Eckhardt
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Steve Goldman of
Paramount sees an
indirect effect of

meters on pricing in

that an independent
that knows it’s going

to be metered may
project a higher revenue
stream for a program and
be willing to pay more.

Metering (from page 51)

later. This relates to a situation Nielsen
is currently investigating, where it is
believed its metered sample included
more over-35s and households without
families than in the universe. As a re-
sult, O’Connor notes, programming
geared to children and a younger adult
audience went down as the sample
changed, although primetime contin-
ued to show its improvement.

Despite all this, O’Connor states, re-
sults from the meter didn’t appear to
have anything to do with negotiations
for product. He contends that syndica-
tors aren’t going to base prices on im-
proved ratings because “They’re not
going to pay us back anything if it
doesn’t work after a year.”

Syndicator practices

Shelly Schwab, executive vice presi-
dent at MCA TV, where all program-
ming is either straight cash or straight
barter, says he has seen metering affect
only the rates for which a syndicator
can sell national time on a barter show.
In cash deals, though, he says pricing
remains based on three factors—what
programming is selling for in a given
market, revenues that stations are gen-
erating in the market and anticipated
ratings.

“After you sell a show, you can’t |

make an adjustment,” he asserts. “If
the meter shows double the rating you
anticipated, this isn’t going to have any
effect on a four- or five-year deal.” The

only effect he can see is an increased
demand for the show in markets where
it has not yet been sold.

The closest to a formula based on
ratings is reported by Roger M. King,
chairman of King World Productions.
He says his company’s approach is to
not only look at what stations in a mar-
ket are paying for programming but to
also estimate their revenues: “We can
generally figure what they’ll get for
their time.” Then programming is sold
on the basis that 30-50 per cent is con-
sidered a fair markup for the station in
terms of time sales vs. programming
cost.

King asserts that stations all com-
plain about what they pay for program-
ming, “but look at what they make.”
He feels justified in raising the cash
portion in a cash-plus-barter deal if
ratings are expected to be higher be-
cause the station benefits from the high
ratings in time sales as well as the syn-
dicator.

Dick Woollen, vice president of mar-
keting for Columbia Pictures Televi-
sion, contends, “If an independent is in
a position to get a better spot rate, he's
also better able to pay more what we
would like him to. But this is an addi-
tional factor, not the sole factor. It also
depends on the number of stations in
the market. If there’'s only one inde-
pendent in the market, an increase in
share doesn’t mean it has to fight any
harder to get the product.”

He sees some spillover effect into
non-metered markets, where the syn-

Roger M. King of King
World employs the closest
thing to a formula based
on ratings, looking at
what a market pays for
programs, estimating
revenues and then

selling programming

on the basis of a 30-50
per cent markup.

says, “If the meter shows
double the rating you
anticipated, this isn’t
going to have any effect
on a four- or five-year
deal.” The only effect

he can see is increased
demand for the show in
markets where it has not
yet been sold.

dicator can use metered results as am-
munition. Woollen can’t perceive of in-
dependents not wanting meters be-
cause of anticipation of higher
svndication prices, noting they have
more to gain on Madison Avenue than
they have to lose in programming buys.

Steve Goldman, executive vice presi-
dent of sales and marketing at Para-
mount Television, sees an indirect ef-
tect of higher ratings via meter on the
price of programming. After the supply
and demand factor, he explains, "' A sta-
tion that knows it’s going to be metered
may be able to project a higher revenue
stream and feel that it can pay more for
the product.

“A lot of independents realize that,
even with the diary method, if they
have good programming on the air,
they’ll get recognition for it. It the sec-
ond independent in the market buys a
show like Cheers, that’s going to allow
it to go out and project higher ratings
for it.”

Barry Thurston, senior vice presi-
dent, domestic syndication at Embassy
Telecommunications, says of the me-
tering situation, “I'd be surprised if
anybody’s put a pencil to it to deter-
mine what it means to overall prices. It
has more meaning in barter sales be-
cause national sales of advertising is
tied more to ratings. It’s hard to figure
that a series will be worth more, be-
cause it's generally sold over a period of
time. “It will be difficult to go into At-
lanta and say, ‘Your market’s going to
be metered, and this show is therefore
worth more.”” (8]
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Jazz (from page 54)

of a slick AC,” he explains, “we don’t
play a lot of Neil Diamond or Barry
Manilow.” Typical AC artists, he says,
are Dire Straits, Steely Dan and Phil
Collins, which he feels are more com-
patible with the jazz that comes later.

As for the jazz artists featured,
“we’re very contemporary, hit-orient-
ed, with people like David Sanborn and
Bob James and Lee Ritenour, although
we do play Dizzy Gillespie and Oscar
Peterson.”

WMGK is a “soft” contemporary sta-
tion, ranked fifth in the Philadelphia
metro in the spring Arbitron with a 4.9
share for all persons 12-plus, Monday-
Sunday, 6 a.m.-midnight. The station
premiered its Sunday Morning Jazz
from 8-10 a.m. in March. The move
was made, says Bob Craig, program di-
rector, because “we were looking for
another dimension to the broadcast
day in the right demos, to give the sta-
tion some flexibility.”

Reason for expanding the show to
four hours on July 27 was twofold: au-
dience reaction and ratings. “The mail
response, as well as the phone calls dur-
ing the show have been very positive,”
says Craig. “And the ratings were a def-
inite plus, too.” During the spring Arbi-
tron measurement period, the station’s
audience increased by 27 per cent be-

‘“At the Movies,” weekly half-
hour series distributed by Tri-
hune Entertainment, gels a classy
send-off via a luncheon for reps
and agencies, held recently at
Tavern-on-the Green, in New
York. From 1., are MMT Sales’
Jon Gluck: Joe Aiello, executive
producer of “At the Movies;” and
Petry Television's Jack Fentress.
New hosts of Lthe series are Rex
teed and Bill Harres.

82

tween 8-10 a.m. on Sunday.

The jazz program, Craig adds, is de-
signed to attract new sampling as well
as appeal to regular listeners. Typical
artists are guitarist Earl Klugh and vo-
calist Al Jarreau, who sometimes get
some airplay during the regular sched-
ule, primarily on the Late Night Lovers
Magic segment from 9 p.m.-1 a.m.

Listeners were initially drawn to the
jazz show primarily by word-of-mouth,
Craig says, although ‘“we did distribute
flyers at various concerts.”

Concert sellouts

The success of jazz in live perfor-
mance, as well as in record sales, is
what led KMGQ(FM) Santa Barbara to
devote part of its broadcast day to the
music.

“Concerts would sell out, and people
were buying records—all without the
benefit of airplay,” says Stephen
Meade, program director of the adult
contemporary outlet, which began pro-
gramming jazz on Sunday nights four
years ago and added it on weeknights in
July. Now the station programs jazz
Monday-Thursday from 9 p.m.-mid-
night, Fridays and Saturdays from 9
p.m.-2 a.m. and Sundays from 7 p.m.—
midnight.

Promoting its evening jazz as “the
best excuse you have to turn the televi-
sion set off,” KMGQ attempts to make
the transition from adult contempo-
rary as smooth as possible. The switch,
says Meade, “is not jagged edge be-
cause we do a lot of vocals [in the jazz
segment|. We do as much Anita Baker
as David Sanborn, for instance. And we
don’t do more than two instrumentals
in a row. We call the show Rendez-
vous—it’s jazz and a touch of soul.”

Meade expects the jazz show to even-
tually expand forward to 7 p.m. Could
it ever become a full-time format? “I
would kinda like it if it did,” he admits.

On the advertising front, the station
is selling hourly sponsorships in the
jaze segment. Sponsorship, Meade
says, includes an opening biltboard,
closing billboard, one spot within the
hour and two other mentions within
the hour; and for this, the station
charges a premium.

WaxirmMy Atlanta, a CHIR station,
started programming jazz on Sunday
nights from 7 p.m.—midnight eight
vears ago. In 1984, that was expanded
to Monday--Saturday from 8 p.m.—1
am.

The original Sunday evening experi-
ment was launched, says Jim Morrison,

program director, because Sunday
night is historically a weak one for ra-
dio due to television’s very high cume.

“We wanted Lo test the waters. As it
happened, Lthe music really maiched
the mood of listeners for Sunday

night.” The expansion to Monday-Sat-
urday evening, he says, was an attempt
to capture more adult listeners in a
daypart that traditionally attracts
younger listeners.

NBC Radio Entertainment’s launch
of The Jazz Show, hosted by David
Sanborn, was based on the success of
Sunday morning jazz brunches suc-
cessfully mounted at both AC and AOR
stations. Andy Denemark, director of
programming, was especially im-
pressed with the success at AOR outlet,
KFOG(FM) San Francisco. “After KFOG
had success with it, we started looking
at it seriously,” Denemark told TV/RA-
DIO AGE last fall (Sidelights, Novem-
ber 25,1985). “Then we went to a Burk-
hart/Abrams annual client meeting,
and they recommended that one way to
make an impact in the marketplace was
to add a jazz brunch on Sunday morn-
ings. Then a jazz brunch featurette
started being added by mature rock
stations in medium markets such as Al-
bany, N.Y., Louisville and Omaha.”

Dave Logan, a partner at B/A/M/D,
was the program director at KFOG
when that station launched its jazz fea-
ture. He remembers the “enormous
success” the program enjoyed shortly
after it was started in the summer of

|

| g

MCA TV played host recently at
a luncheon in New York for ad-
vertising agencies and advertis-
ers, marking the record-breaking
premiere of “The New Leave it to
Beaver’’ series, which was the top
sitcom on cable television when it
made its debut on WTBS on Sep-
tember 8. From l.—r., are Ralston-
Purina’s Jack Shubert; MCA-
TV’s David Brenner; Jerry Math-
ers (Beaver); and Barbara
Billingsley (June Cleaver). The
series (s produced at Universal
City Studios, and MCA TV sells
the ad time.
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1983. “People would call up and say,
‘Wow! What was that?’ We got great
love letters from listeners saying things
like, ‘I can’t believe I'm hearing this on
the radio.””

Logan feels the music appeals to the
25-34 year-old age group, “which is de-
veloping more sophisticated tastes.”

In Philadelphia, ‘adult’ AOR station
WIOQ(FM) is currently running the
Sanborn program on Sunday mornings
from 8-10 a.m., head-to-head with
WMGK’s local jazz programming.
Chuck Browning, program director,
says the station also incorporates jazz
into its regular playlist and is “talking
- about increasing it. Research shows
that, within reason, there’s a hunger for
this type of music.”

Although the Sanborn show was
originally designed for Sunday morn-
ing, many of the 109 affiliates are airing
it late on Saturday or Sunday nights.
One of them, in fact, is NBC-owned
WYNY(FM) New York, an adult con-
temporary outlet, which airs The Jazz

a week) is being distributed. He de-
clines to identify any of them because
competitive strategy is involved. How-
ever, he breaks them down into three
categories: Stations such as those pre-
viously mentioned that want to pro-
gram jazz in the late evening or early
morning hours; AM outlets looking for a
new format; and all-jazz stations that
want to cut costs.

The music, he says, “will not personi-
fy any movement or trend. It will be
balanced—middle of the road jazz.”
The service will be transmitted live via
Satcom IR.

Easy listening impact

While easy listening stations are gen-
erally not among those programming
jazz blocks, increased appeal of jazz is
having an impact on the playlist.

“We're beginning to blend jazz ele-
ments into our evervday format,” says
Steve Hibbard. director of easy listen-
ing at The Program Consultants (for-

“Jazz,” says Steve Hibbard of The
Program Consultants, “is going to play

an important part [in the easy listening
format]. . .Jazz-flavored material helps
brighten up the format, and there are jazz

arrangements that are melodic . . .

Show at 11 p.m. on Saturday, following
a weekly Frank Sinatra segment.

Another station airing the Sanborn
show at night (10 p.m.-midnight on
Sundays) is WMJI(FM) Cleveland. The
Jacor outlet does not program any oth-
er jazz, but runs the NBC show, accord-
ing to Rick Torcasso, program director,
“to add new value to the radio station
image-wise in a daypart that comple-
ments the environment.” Weekends,
he feels, have generally been too pas-
sive, and this is something the station
can promote.

Jazz network

KKGO Los Angeles is in the initial
stages of putting together a jazz net-
work that it will launch January 5. Ac-
cording to Saul Levine, president and
general manager, “We have had several
inquiries from stations in markets such
as Albuquerque, Cincinnati, Sacra-
mento.”

Levine hopes to have about a dozen
affiliates by the time the programming
(7 p.m.—6 a.m. Pacific time, seven days

)

merly TM Communications). ‘‘Jazz-
tflavored material helps brighten up the
format, and there are jazz arrange-
ments that are melodic and don't stray
too much into improvisation.”

Hibbard cites such artists as Earl
Klugh, George Benson and Chuck
Mangione as fitting this description.

There is something of a paradox
here, he points out, in that some of the
jazz tunes are not recognizable songs.
“The format has always been success-
ful because of the familiarity of the me-
lody,” he says.

On the other hand, “the instrumen-
tals that people are willing to go and
pay money for are jazz records.

“Jazz,” he continues, “is going to
play an important part |in the easy lis-
tening format]. All of the stations using
our music are playing things such as.I
have described.” He cautions that, “it
has to blend into the other music. You
have to be pretty conservative, staying
away from anything bluesy.” However,
“a lot of the things that Ear! Klugh and
George Benson are doing are bouncy
and very melodic.” a
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MTV-look (from page 18)

not solving the problems of the world.”
He contends that 90 per cent of the
products advertised are parity prod-
ucts, and, among those, there are a
good number of products that are “not
solving the problems of the world,” so
the best that can be done is to leave the
viewer with “a pleasant sense about the
product.”

Where fast-paced commercials may
not succeed in conveying certain emo-
tions, Hoftenberg adds, they can suc-
ceed in “taking the viewer’s breath
away” and leaving him with a “wow”
sensation—such as the thrill of riding
the advertiser’s motorcycle. “When it’s
senseless and meaningless,” he adds,
‘that’s when it falls apart.”

Rob Nolan, executive vice president

me- -where people are using technique
instead of ideas.”

But he also points to some fallacies in
the criticisms of fast-paced commer-
cials. He believes, for one thing, that
they don’t win as many awards as peo-
ple in the industry believe they do. He
also believes they are not restricted in
appeal to the younger market. Finally,
he contends that human emotion can
be elicited without actually showing

motion; for example, a quick-cut food
commercial can generale appetite.

“We go through these trends all the
time where everyone hops on the band-
wagon,” says Patrick J. Cunningham,
executive vice president and managing
director of creative services at N W
Ayer. “Now I've heard that MTV is
out, even though my kids still watch
i

Young people concentrate harder on
what they see on the screen, says
Arthur Meranus of Cunningham &
Walsh, so they’re more attuned to
fast-paced action in commercials
than are older persons, who may also
be worrying about paying the
mortgage while viewing.

of creative services at Leo Burnett,
contends that whether quick-cut com-
mercials are right for the product de-
pends on the emotions the advertiser is
attempting to evoke and who is being
addressed.

He notes that vignette commercials
have been around for years and that
they are successful when used to dem-
onstrate the kinds of things that can
surround a product.

Burnett used a vignette approach for
a one-time only commercial for Mc-
Donalds to precede the last Super
Bowl. It showed players preparing for
the game-—pulling on jerseys, putting
black under their eyes. But the com-
mercial at the end of the Super Bowl
was one long shot. Also, a Burnett com-
mercial for Commonwealth Edison
used vignettes to show how much elec-
tricity the consumer can buy for a nick-
el.

The disadvantage of the approach,
Nolan adds, is that emotion can’t be
shown, nor is it easy to get viewers to
identily with people in commercials.
“Around here,” he asserts, *no one is
into technique only. Technique is no
substitute for ideas. I see things on TV
where they just don’t make sense to

He says Ayer has used the technique
in several commercials primarily to
communicate with a younger audience
that is used to fast cutting, but he cau-
tions, “‘It’s only a technique. If it’s used
in lieu of an idea, then it’s out of place.”

Cunningham points out that quick-
cut commercials that have worked for
Aver have done so because of the sim-
plicity of the idea. For example, Gil-
lette had decided that the time for Di-
pity-Do hairstyling gel had again ar-
rived because of the range of hairstyles
emerging. The new commercial, which
has run on MTV as well as broadcast
TV “communicated the different hair-
styles you can get in a contemporary
way.”’

Similarly, for J. C. Penney, spots for
teenage fashions used contemporary
music and quick cuts to show the diver-
sity of fashions through a young man
and woman trying on a variety of
clothes.

“There’s always an overkill,” Cun-
ningham contends, “and you can’t pre-
dict when a technique will go out of
style. But fast cutting and music are
not new. It’s just that there’s now a
medium that delivers it on a regular
basis.”

Arthur Meranus, executive vice pres-
ident and director of creative services
at Cunningham & Walsh, finds himself
on both sides of the fence. He asserts,
“There are rules for doing it, but a ma-

jor one is that you have to be single- l

minded.”

Recent commercials for Citrus Hill
orange juice and for Crush have fol
lowed this principle. The Citrus Hill

Leo Burnett uses
a vignette
approach to show
consumers how
much electricity
they can buy for
a nickel.

A nickel’s worth
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In the Picture
Bertram M. Metter

Veteran of 26 years at JWT
points to importance of “‘en-
Joying the job, especially if
it’s a creative one,” and of
“making sure your creative
talent knows that their good
work is recognized and ap-
preciated.” He started as a
copy writer and intends to
“stay close to our creative
product, no matter how high
up the ladder I get.”

New CEO of JWT USA
puts faith in common sense
approach to new products

Shortly before his recent promotion to chairman and
CEO of J. Walter Thompson USA, Bert Metter was
assigned supervision of all subsidiaries and overall
new business responsibilities for JWT/USA. The way
he recommends winning new accounts is to, “Show
the prospect good advertising related to his business
and to his customers. And it doesn’t matter what you
promise: It’s what you deliver after that that keeps
the account.”

Beyond that brief bit of advice, Metter says he
“tends to be extremely tight-lipped about our new
business strategy, because if you print exactly what
we do, pretty soon every prospective client is going to
think he’s watching a rerun of the same movie every-
time the next agency calls on him with the same ap-
proach, the same style and the same set of devices
that we use.”

As for new products, Metter notes that “While we
can’t take all the risk out of a new product launch, we
can improve the odds by doing our homework, re-
searching the target audience, doing the consumer
testing on category and brand preference, and,
through it all, using a lot of plain common sense.”

Outside of that though, Metter sees most new
products as “like a new movie or a new Broadway
play. You can line up the top stars, put them under
the best director, and that same combination that
turned out last year’s box office smash can lay this
'year’s biggest egg. If anyone really had all the an-
swers on what makes a new product fly, there’d be a
lot more of them than there are.”

Started as a newspaperman

Metter always wanted to be a writer and his first
job was with the New York Daily Mirror, which, he
recalls, “had the greatest horse racing coverage in
New York.” He started with the intention of becom-
ing a reporter, but the opportunities were more plen-
tiful in the promotion department: “They let me

write ad copy. At first, whenever I got the chance, I'd
go down and visit the news room. “But as I began to
find out that the advertising side was as much fun as
the news room, I spent less and less time in the news
room and have stayed with writing advertising ever
since.”

Fun is important to Metter: “No one can do stand-
out entertaining work if he’s bored, or if he feels his
efforts are going unappreciated and he’s being ig-
nored. People—and especially creative people—have
to like what they’re doing. If they don’t, it shows.”

He concedes, though, that money “is important,”
and that, “one of the great things about this business
is that, if you're good at it, it’s one of the best ways I
know to make a good living and have fun at the same
time. The salaries are higher than those in most other
professions, and that’s a big attraction.

“But as important as the money is, I think the hid-
den agenda—the psychological factors like ego satis-
faction and pride in what they’re doing—can be even
more important in getting the best work out of peo-
ple. Creative people, especially, want to be encour-
aged to express themselves. And when they do some-
thing well, they want recognition. If a writer is any
good and he finds himself in a drudgery situation,
then he’s at the wrong agency.”

Staying close to creative

On his new job, Metter says, “I started in this busi-
ness by making advertising, and as I've moved on I've
never gotten away from that. I don’t want to find my-
self so wrapped up in financial operations or adminis-
tration that I lose sight of what’s important and of
what we’re here for, and that’s production of good ad-
vertising that does a job for the clients. The last thing
I need is to eat up a lot of time signing a pile of forms
all day that someone else could be doing with a rub-
ber stamp. [ want to continue to spend my time close
to the creative process, reviewing our work, critiquing
it, and making suggestions for improvement.”

He adds that he expects to do this regardless of the
tempo of merger activity among the competition be-
cause, he says, “Whenever an agency takes its eye off
its clients’ business, it endangers everything it’s built
up. An agency can buy growth or it can earn growth
by doing work that helps its clients grow. I'll stick to
earning it.”

Despite the importance he attaches to “enjoying
what we do for a living,” Metter admits that “There’s
rarely much that’s very funny about a new business
project when we’re in the middle of one.” But he does
look back now and recall the time when “We were
presenting in Milwaukee, competing for the Lowen-
brau business, and working out of our Chicago office.
Chicago to Milwaukee is too close to fly, and I wanted
to squeeze in one more rehearsal. So we rented one of
these luxurious buses, complete with kitchen, and
staged our dress rehearsal right there, bouncing along
on the bus to Milwaukee. It was like being in a band
on tour, on its way to its next gig in the next town.
That’s one time I can look back on a new business
pitch and say, ‘Something funny happened on the
way to the client.” ”
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commercial, for example, utilizes 56
cuts in 45 seconds, including a variety
of juice drinkers and shots of oranges,
Citrus Hill packages and particularly
shots of a cubed heart of an orange.
Meranus comments, “If we had pulled
viewers in different directions, it
wouldn’t work. But all the visuals add
up to the same thing—that Citrus Hill
has juice from the heart of the orange.”
He reports that both the Citrus Hill
and Crush commercials got strong re-
call scores in testing.

Meranus points out that Coca-Cola
and Pepsi-Cola have been using the ap-
proach skilfully for years, as have air-
lines and such advertisers as G.E. ap-
pliances. “What’s driving it now,” he
holds, ““is new and better use of young,
upbeat music.”

He believes that young people have
hecome especially adept at grasping
the meanings conveyed in fast-paced

commercials, while they cannot be used
to the same degree for an older audi-
ence—""and the music has to be a little
slower.” He contends that young peo-
ple concentrate harder on what they
see on the screen, while older people
are more absorbed in other things:
“Kids aren’t worrying about how
they’re going to pay the mortgage.” He
adds that quick-cut commercials are
only getting more attention now be-
cause certain advertisers are doing
them better.

Natural candidate

At Wells, Rich, Greene West, the
quick-cut approach is the dominant
technique used—because the opera-
tion specializes in motion picture ad-
vertising, which president Larry Ol-
shan believes is a natural candidate for
this type of treatment.

Olshan notes that 75-80 per cent of
movie tickets are sold in the first two
weeks and, with film footage typically
used, there is sometimes a problem in
getting the footage on time—some-
times because the filmmaker won't re-
lease it. On such occasions, the agency
has been forced to use a fast-paced
montage of stills. “If it’s done well,” he
reports, “it can be very effective.”

Discriminating viewers

With the majority of films targeted
to youthful demographics, Olshan
takes comfort in knowing his target au-
dience understands the approach. But
he adds, “They also know bad from
good in terms of videos. And aside from
that, we still have to give them an idea
of what the movie’s about. If you do too
much too quickly, it looks like you're
covering up a bad movie.” a

s |
¥

~ the marketplace

Baker Scott
& Co.

CABLE PLACEMENT

@” PEOPLE

Positions available with MSO's,
Networks, Regional & Independent
Operators, Coast to Coast.

THE PROFESSIONAL

All Levels of Management
FEE PAID

Call or write in CONFIDENCE
DAVID ALLEN & JUDY BOUER
Principals
L )

WE KNOW CABLE

L ]
1259 Route 4¢ Parsippany, NJ 07054
201/263-3355

CONFIDENTIAL REPLIES!

It you do not want your reply to go to
certain stations or companies, seal your
eply in an envelope addresgod to the
box holder. Attach to It a tist of those
compianio: you o not want to reach, Put
ttus gnvalops and 1Bt in an outér enve-
lope nddressed to TV/RADIO AGE. It th
advertiser is on your list, we wlll discard
your roply

TELEVISION
GENERAL SALES MANAGER

Southwest independent leader in
this large, great-to-live-in market
needs a hands on creative high en-
ergy G.S.M. Must have indepen-
dent experience. A good station
with stable ownership and man-
agement. EOE/M/F. Send employ-
ment history with compensation
requirement to: Box #929, Televi-
sion/Radio Age, 1270 Ave. of the
Americas, N.Y.C. 10020.

GENERAL MANAGER
For growing TV affiliate in one of the
fastest growing mid-markets in the
West. Seek individual with strong,
proven administrative skills. Excel-
lent compensation package with
benefits. Write Box 9876 TV/RADIO
AGE, 1270 Avenue of the Ameri-
cas, New York, NY 10020.

10,000 Radio, TV Jobs
Published every year. Up to 300 weekly in the American Radio
Job Market Paper. Radio & television openings for program
directors, DJs, engineers, newspeople, salespeople, produc-
tion and music directors. Many openings for beginning broad-
casters and minorities. Up 1o 98% of the nationwide open-
ings. Money back guarantee! One week $6.00 special: six
weeks $15.95. You save $20.00. American Radio Job Mar-
ket, 1553 N. Eastern, Las Vegas, Nevada, 89101.

( We Place Engineers
ALLLEVELS, BUTNOT OPERATORS
len Years Nationwide Service
{TV Stations, Production,
Corporate, Mfg.)

FOR INFORMATION PHONE OR WRITE

Alan Kornish

KEY SYSTEMS

479 Nornthampton Strenst
Kingston, PA 18704

{717) 283-1041

NEW YORK BROADCAST
EXECUTIVES IN TRANSITION?

Make your next move
profitable. Confidential
career consulting. Please
call 212-873-3588

e it

CLASSIFIED ACTION

Gel action quick in TELEVISION/RADIO AGE Marketplace/Classified. For details
call Marguerite Blaise at 212-757-8400, or send your ad copy to TV/RADIO AGE,
1270 Avenue of the Americas, New York, NY 10020.

86

Television/Radio Age, September 29, 1986

www . americanradiohistorv.com


www.americanradiohistory.com

CBI (from page 53)

ing on the sub continent, Wear notes.
“It doesn’t look promising.” As for
Hungary, there is still no final agree-
ment.

Wear’s feeling about barter: “It’s a
good conceptual alternative to license
sales. But it’s time-consuming and you
have to pick your shots. In general, it’s
good for any country where money is
scarce and there’s an emerging com-
mercial marketplace.”

Executive alignment

In the meantime, Wear has his top
executive echelon in place. Late last
month, he announced four major ap-
pointments in the restructuring of CBI.

Reiner Siek, a West German, was
named vice president, sales and mar-
keting. He had been vice president, in-

| ternational sales and administration,

since 1985, when he was brought in to
New York from London, where he had
been CBI managing director for Eu-
rope starting in 1983.

Before that Siek had worked for Po-
lygram Film and Television for 11

" years, his last post for that company

being U.S. area manager.

Alice M. Henderson was appointed
vice president, sales and marketing ser-
vices. She is responsible for three sup-
port areas: operations, communica-
tions and administration. Previously,
she had been vice president, program
practices, since 1981, and had worked
in that area, which has been cut back in
personnel recently, since 1969.

A third key executive is Arthur F.
Kane, named vice president, programs.
This responsibility includes acquisi-
tions from within CBS, such as news
and sports, as well as from outside,

worldwide sources. It also includes pro-
gram development, including co-pro-
duction. Kane had been named vice
president, acquisitions and worldwide
advertising sales for CBI last year, and
was managing director, international
sales, from 1982 until last year. Before
joining CBI, he was director, interna-
tional sales, CBS Sports, from 1978 to
1981, was vice president, international
marketing, for Viacom International
from 1971 (when CBS Films was spun
off from CBS) to 1978 and assistant
director, operations, CBS News, from
1961 to 1971.

Completing the executive quartet is
Jay Rosenstein, whose responsibility is
only partly described by his title, vice
president, business development. He is
responsible for new business develop-
ment, both domestic and international,
but also for the SportsChannel part-
nerships (New York, Chicago, Phila-
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delphia, Boston and Detroit), “broad-
casting veniures with other CBS
groups and divisions,” Extravision, the
teletext service, plus related data
transmission opportunities and CBS
Cable Connect, which sells time on re-
gional cable interconnects.

These various functions and part-
nerships are exceptions to Wear’s em-
phasis on program sales, of course, but
they are not expected to distract CBI
from its central thrust.

The restructuring of CBI continued
early this month. On September 5, Siek
named Maria Komodikis director, in.
ternational sales. She will be responsi-
ble for all business sales to internation-
al broadcasters outside ot Europe. Re-
porting to Komodikis in her new
capacity will be CBI agents and sales
reps around the world.

Named at the same time by Hender-
son was Joseph DiCerto as director,
communications, and Ralph Dale as di-
rector. administration. It was also an-
nounced that Gregg Phillips will con-
tinue as managing director, Europe, re-
sponsible for all sales to broadcasters in
Europe (East and West), Africa and
the Middle East. Reporting to Siek,
Phillips will, in addition, supervise the
remaining distribution of CBS Produc-
tions’ theatrical films—that is, distri-
bution to TV. (There are other arrange-
ments for theatrical distribution,
which is handled in the U.S. and Cana-
da. except for one feature, by Warner
Bros. and in the rest of the world by
J&M Films, Ltd., a LLondon-Los Ange-
les-based distributor.) Another key ex-
ecutive who will continue in his present
post is David P. Berman, director, op-
erations and production. Reporting to
Henderson, Berman will also be re-
sponsible for the technical and produc-
tion consulting services CBI offers to
broadcasters worldwide.

Division’s origins

CBI’s short but checkered career
(see also stories in the October 15, 1984,
and June 10, 1985, issues of TV/RADIO
AGE) began in 1981 when it was set up
to sell CBS-produced programming to
foreign markets and to non-broadcast
markets and “new technology media”
in the U.S. Two key executives were
paired to set up a permanent interna-
tional sales structure where there had
only been ad hoc etforts before. One
was Kane, brought in from CBS Sports,
where he was already international
sales director. The other, Joseph P.
Bellon, was brought in from CBS News,
where he had created a department to
develop and market news and public
affairs for various media, including for-
eign broadcasting, in-flight and home
video. Eger was hired by Gene Jan-
kowski to “pull two independent ef-

forts together,” according to Wear.

The operation started as asales orga-
nization, but then things got compli
cated. In 1982, CBS acquired Black
Hawk Cable Communications, a 35
channel system in the Dallas-Ft. Worth
market. The FCC had granted a waiver
allowing CBS to own cable systems
with up to 90,000 subscribers. In 1983,
CBS-TV launched “Extravision,” de-
scribed as “the first national over-the-
air teletext information service.” The
same year CBS set up CBS Intercon-
nects-Chicago, later called CBS Spot
Cable Sales and now, as noted, CBS
Cable Connect. These and Black Hawk
Cable were tolded into CBI; later, the
Black Hawk system was sold.

Then in 1984 two transformations
took place. First, the CBS/Broadcast
Group’s Worldwide Enterprise
(CWE), incorporating CBI, was set up
“to develop new opportunities with—
and ongoing business relationships be-
tween-—-CBS and other broadcasters
throughout the world.” This was fol-
lowed shortly by the establishment of
the CBS Productions Division to con-
solidate the Theatrical Films Division
and CWE. The Films Division had
been re-activated in 1979 as a unit of
the Entertainment Division. It was
transferred as a division to the CBS/
Broadcast Group in 1982.

Global theory

Under the articulate John Eger,
CWE was seen as playing a leading role
in the eventual increase in the barter-
ing of programs around the world. The
vear CWE was set up, the newly-
formed Global Media Commission of
the International Advertising Associa-
tion turned out its first position paper.
Eger was chairman of the Commission,
and it was no coincidence that the posi-
tion paper referred at one point to
“world-class products being sold by
uniform advertising campaigns on
commercial television around the
world.”

Whatever, the eventual outcome of
barter in the future, Eger’s vision for
CWE was clouded by the intrusion of
the Film Division, which was suddenly
joined to CWE in the belief that CWE
needed more product. The Film Divi-
sion was phased out earlier this year. It
was not the first time a U.S. network
failed at sustaining a movie production
operation. In any case, Wear says the
Film Division had diverted attention
from international program distribu-
tion. CWE and CPD (CBS Production
Division) were dropped as names and
CBI emerged again.

The most recent organizational de-
velopment, hot on the heels of the oust-
ing of Thomas H. Wyman as chairman
and chief executive of CBS, Inc., and

Despite all the
changes in CBI’s
structure, it
“makes quite a
bit of money,”

according to
Wear.

that of Van Gordon Sauter as executive
vice president of CBG and president of
CBS News, was a change in the report-
ing lines. Wear, who had reported to
Sauter, now reports to executive vice
president Thomas F. Leahy.

Profitable Unit

Despite all the changes in CBI’s
structure, the unit ““makes quite a bit of
money,” according to Wear. Certainly,
he says, there’s a good ratio between
revenues and the cost of sales. That’s
partly because programming is not a
large expense to CBI. “Our core prod-
uct is product made for another purpo-
se,” Wear points out, noting that the
cost of such product is, is most cases,
already written off. So the cost to CBI,
essentially a bookkeeping transaction,
is low.

While CBI can acquire product, its
inventory depends essentially on what
CBS produces. News material is rela-
tively stable in quantity, but the enter-
tainment genre depends on the vaga-
ries of taste, creativity and chance.
Last season, says Kane, entertainment
program sales probably represented
the biggest single revenue category for
CBI. Besides the CBS-produced Twi-
light Zone, there were over a dozen epi-
sodes of Foley Square; seven hours of
the miniseries, If Tomorrow Comes,
based on Sidney Sheldon’s book; 22
half hours of the animated Story
Break; eight to 10 TV movies (about
par) and CBI’s best seller, 60 Minutes.
The story for the coming season is not
yet told, of course.

The next phase in Wear’s attempt to
boost cash sales is an examination of
the program portfolio to see what more
can be done to expand it. Wear is not
inclined to dismiss opportunities out of
hand and is even considering bidding
for sports events.

In any case, he is confident of the
future. “CBS has remained committed
to.international sales since 1980,” he
says. He believes the market will con-
tinue to grow and while he won’t quan-
tify the sales picture, he feels “events
augur well” in that area. (m]
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Inside the FCC

Trackihg eéonomic impacts
of the cable industry:
both direct and indirect

The following is excerpted from “Impact '86: A Re-
port of Cable Television’s Impact on the U.S. Econo-
my, commissioned by Daniels & Associates and pre-
pared by Browne, Bortz & Coddington, Inc. The
study is based on information from a wide variety of
sources, but heavily relies on secondary data from

~ the Federal Communications Commission and the
U.S. Department of Commerce.

Direct impacts incorporate the employment, personal
income and related economic effects of cable opera-
tors themselves, or those companies actually provid-
ing cable service to subscribers. According to the
Television & Cable Factbook, there are approximate-
ly 1,000 separate cable operating companies, provid-
ing service in 7,600 separate systems. They range in
size from TeleCommunications, Inc., which reported
1985 revenues of $577 million, to small, single system
“mom and pop” operators with annual revenues of
$100,000 or less.

According to the Federal Communications Com-
mission, cable operating companies employed a total
of 72,306 full-time employees in 1985, an increase of
4,878, or 7.2 per cent, from the 1984 level. Cable oper-
ating employment was split across a number of job
categories:

Number
Category of jobs
Officials and managers 11,288
Professionals 2,835
Technicians 13,390
Sales workers 7,126
Office/clerical 20,673
Craftsmen 4,947
Operatives 10,790
Laborers 876
Service 381
TOTAL 72,306

These numbers understate total cable operator em-
ployment in that they exclude cable systems with five
or fewer full-time employees.

Based on the 1985 FCC numbers, standard indus-
try subscriber-per-employee ratios, and adjustments
for employment at smaller systems not incorporated
in the FCC counts, Browne Bortz & Coddington, Inc.
estimates that 77,400 employees currently work di-
rectly for cable operators.

The local service nature of the cable industry is ap-
parent from the fact that 94 per cent of all direct ca-
ble employment is at the system level.

In addition to direct employees, cable operators

also hire a large number of persons on a contract ba-

| sis for such tasks as installations, audits and direct

marketing. Based on a review of system level data,
BBC estimated that cable operators employ an addi-
tional 5,100 persons on a contract basis.

Direct cable operator employee compensation, in-
cluding benefits, was estimated at $1.82 billion for
1986. This corresponds to approximately 18 per cent
of revenues and 28 per cent of operating expenses.

Including contract employees, direct employee
compensation was estimated at $1.94 billion, or 19
and 30 per cent of operating revenues and expenses,
respectively.

Linked economic activity

Linked economic activity encompasses the jobs, in-
come and related economic activities of firms supply-
ing services to cable operators. Linked suppliers will
receive approximately $6.0 billion for cable activities
in 1986:

1986 linked

inaustry

revenues

Economic sector (millions)
Contract construction $ 350
Manufacturing 1,168

Transportation, communications and public utilities

Programming 2,415
Other 425
TOTAL 2,840
Wholesale and retail trade 200
Finance, insurance and real estate 382
Services 1,093
TOTAL $6,033

Not surprisingly, transportation, communications
and public utilities is by far the largest sector, ac-
counting for almost half of “linked service” revenues.
This stems from the revenues of the basic and premi-
um services ($2.4 billion) being credited to this sec-
tor.

Linked contract construction activity includes a
large number of companies providing contract con-
struction services to cable operators, ranging from
complete turnkey newbuilds and rebuilds, to more
limited activities in makeready, apartment prewiring,
drops, etc.

Contract construction activity is clearly declining
as the initial U.S. cable build comes to a close. Still,
1986 purchases of contract construction services by
cable operators will approximate $350 million, with
ongoing work in several remaining large center city
builds as well as continued rebuilding activity. This
figure excludes the value of construction using in-
house cable operator employees.

A precise count of the number of firms providing
contract construction services is unavailable. Howev-
er, the 1986 Cable & Station Coverage Atlas lists
more than 200 separate companies under the heading
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Inside the FCC (continued)

“Cable TV System Construction & Installation Servi-
ces” giving some idea of the number of firms involved
in cable construction activities. While most appear to
be relatively small companies, certain major national
construction firms, such as Burnup & Sims, also
serve the cable industry. Telephone companies, in-
cluding the Bell Operating Cos., similarly provide ca-
ble construction services on a contract basis.
Construction employment and compensation di-
rectly linked with the cable industry were estimated
through use of the input/output model and indepen-
dently through extrapolation of data from the U.S.
Department of Commerce. Estimates are:

Linked
construction
activity, 1986

Revenues (millions) $ 350
Employees 5,000
Compensation (millions) $ 110

Manufacturing activity

Manufacturing activity linked with the cable indus-
try is dominated by electronic products such as coax-
ial cable, subscriber converters, line amplifiers, pas-
sives, and headend and studio equipment. The man-
ufacturing classification also includes ‘“Printing,
Publishing and Allied Industries’; in the case of the
cable TV industry, this incorporates program guides,
an active trade press, and the printing of various pro-
motional materials. Revenues in the manufacturing
sector directly linked with cable T\ were estimated at
almost $1.2 billion for 1986, making it second in size
only to transportation, communications and public
utilities. Electronic equipment accounts for approxi-
mately 80 per cent of this total, followed by guides
and the trade press.

Manufacturing revenue and resulting economic im-
pacts have been adjusted to reflect off-shore manu-
facturing activity. Most converters are presently
manufactured outside the United States while the
majority of other cable related manufacturing repre-
sents domestic product. Even in the case of convert-
ers, a substantial portion of their cost to cable opera-
tors represents value added to the American economy
because most research & development, sales and
management functions occur in the United States.

Recognizing some duplication across product lines,
the equipment manufacturing sector of the cable in-
dustry also includes a substantial number of firms.

Printing and publishing activities linked with the
cable industry also comprise a substantial business in
their own right. About a dozen separate program
guides are actively marketed to cable operators. BBC
has also identified more than 40 trade publications,
including magazines, newspapers, newsletters, and
annual directories, actively covering cable television.

Manufacturing sector employment directly linked
with the cable television industry was estimated to
exceed 12,000 employees; related compensation ap-
proximates a half billion dollars:

Linked
manufacturing
activity, 1986

Revenues (millions) $ 1,168
Employees 12,200
Compensation (millions) $ 480

Programming expense

Following direct employee compensation, purchases
from program suppliers represent cable operators’
greatest expense. The two largest categories are pay-
ments to premium television suppliers (e.g., Home
Box Office, Showtime, The Disney Channel) and
“basic” program services (CNN, ESPN, MTV, etc.).
Also included in the programming classification are
miscellaneous purchases of program product for pay-
per-view and local origination or access program-
ming.

BBC estimated that total program service revenues
directly linked with the cable industry will approxi-
mate $2.4 billion in 1986. By far the largest compo-
nent is payments to premium program suppliers (in-
cluding premium regional sports services and pay-
per-view), approximately $1.4 billion in 1986. Cable
operators will also pay basic program networks an es-
timated $290 million.

The basic cable networks have a dual revenue
stream—cable operator payments and advertising
revenues. Network advertising revenues, net of ad-
vertising agency commissions, are estimated at $650
million. As such, total basic cable network revenues
approximate $940 million in 1986.

Unlike certain other industry suppliers, cable pro-
gram services are distinct companies, focusing almost
exclusively on the cable business, and hence are easi-
ly identified and measured.

BBC developed estimates of cable related employ-
ment and compensation in the program sector from a
number of sources including a telephone survey of
the major program services. Dun & Bradstreet’s
Dun’s Market Identifiers database, the financial re-
ports of public entities and estimates for program-
mers from which data were otherwise unavailable.

In total, the cable program networks employ ap-
proximately 8,200 people; total employee compensa-
tion was estimated at $250 million.

In addition to program services, cable operators
purchase a variety of other goods and services from
suppliers in the transportation, communications and
public utilities (TCPU) sector of the economy. Exam-
ples of suppliers include: telephone companies (pole
and conduit rental, telephone service), other utilities
(electric, gas, water, sewerage, pole and conduit rent-
al), microwave common carriers (program transmis-
sion), various transportation services (e.g., airline
travel by cable operating personnel) and radio and
television broadcasters (purchase of advertising
time).

Total nonprogramming TCPU revenues directly
linked with the cable industry were estimated at $425
million, the majority representing payments to vari-
ous utilities (telephone, power, water, etc).
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