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For Stations. For Stripping.
For Fall 1986. For Sure!

No doubts. No fears. No need for contingency plans.
No reason to wait.
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Publisher’s Letter
B T

Flak over 15-second spots recalls
earlier arguments about split minutes

he problems in the television industry are perennial, and many involve
the working relationship among the networks, the affiliates and the
industry in general.

The current flak over 15-second commercial announcements is the lat-
est, and broadcasters—as well as syndicators—agree it could not have
come at a worse time. In a sense, history is repeating itself. In the late '60’s,
the issue of split minutes occupied the spotlight. Initially, some stations
refused to take 30-second announcements. Then when the networks caved
in, stations followed suit, but not before there was a battle over rates with
agencies. Many leading stations insisted on a 10 per cent premium for a
split minute along with other restrictions.

Eventually, the 30 was priced at half the minute rate and became the
basic announcement workhorse of the medium. But the immediate results
were devastating. Coupled with tobacco advertising going off the air in
1971, the industry took a beating in an 18-month period. It was the only
time over a 20-year span that television had a year (1971) that was below
the previous year in total revenues. The presence of the 30s had virtually
doubled the inventory, and there was a mad scramble for business.

The industry bounced back. It was an indication of the strength and
vitality of the medium. In 1970, the industry grossed $3,242.8 million. The
following year, it dropped to $3,178.8 million. In 1972, it recovered when it
hit the 3,675.0 million mark, a jump of 15.6 per cent.

Media decision. The decision to accept standalone 15s is strictly a media
decision. It is up to the creative people to come up with the innovative
commercials. Most agency account executives agree that there are certain
products that can be sold in 15 seconds, while others need at least a 30.

But as Bob Sobel’s story on page 31 points out, the syndicators are
puzzled as to why the networks picked this particular time to accept the
15s, when business is soft, and when the move will throw substantial
inventory on the marketplace.

The agencies are looking at the 15s with a detached eye. On the one hand,
the agencies and their clients are concerned about clutter. On the other
hand, many of the buyers view the additional inventory as a negotiating
wedge for a lower price structure.

In the meantime, national spot, as reported by TV/RADIO AGE'’s Busi-
ness Barometer (January through April), shows spot nervously holding to
the 9-plus increase range for the four-month period. Spot expenditures
approximated $1,652.9 million up 9.8 per cent over last year, while local
totaled $1,519.4 million, also up 9.8 per cent. However, both spot and local
show declining rate of increases month-to-month from January to April
(see Business Barometer for those months). Interestingly enough, network
compensation is up 2 per cent in this same period to $155.2 million.

The nation’s leading economists are bullish about the rest of the year.
The projection on the Gross National Product for the second quarter is up
slightly over the same quarter last year. For the year, the GNP is estimated
at a healthy 5.2 increase.

.
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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 441 fact-filled pages. Paperback.8% x11
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
o tasy-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

sy S g VL NS U W

Helps your salespeople become retail
marketing consultants.not just sellers of time.
Specifically, they 'l learn **How to:*
e Communicate with retailers in their ianguage
* Getn ‘sync with the 3-to-6 month ptanning
timetables of their retail prospects
* Use in-depth research data to support a media
mix of less newspaper and more broadcast
* Make an eftective newspaper switchpitch with
examples of how newspaper ard broadcast deliver
over 4X the gross impressions as the same dollars
1N newspaper alone
® Help create and produce effective low-cost
commercials (Text includes 34 scripts of award
winning spots)

USE IT!-tor sates training - to switch
pitch newspapers — 1o support your nexi
presentation to your hottest retail prospect' !
Let your sales team help their retail accounts:
* Research and identity profitable customer groups
e Research and analyze merchandising and
promotional opportunities

« Develop store positioning strategies

 Target their advertising, using one of broad
cast's greatest strengths, to reach their most
profitable customer groups

* Increase store traffic, sales, and profits'

ORDER YOUR COPY TODAY!

Mail to:

TV/Radio Age Books
1270 Avenue of the Americas
New York City. NY 10020

0O Yes. please send me

I Store Tratfic with Broadcast Advertising at $50 eat!
| plus§1 each for shipping
i O My check 1s enclosed for $_ _ S

NAMF

|
|
___cop{wes)of Building |
\
|
I
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ADDRESS

h
|
CITY/STATE /2P |
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Letters

Sports rights fees

I refer to the Fall-Winter Sports Pre-
view article which appears in your
June 23, 1986 edition of Television/
Radio Age (TV networks look for pro
football recovery in '86). In particular,
I take exception to the report that
“CBS’ Pilson is suggesting that the
networks propose a decrease in the
payout [of rights fees] when both sides
get together at the bargaining table

In fact, I would never presume to
suggest what the other networks
should do in connection with a negoti-
ation, and I was very careful during
my telephone interview with your re-
porter to limit my remarks and com-
ments to reflect only CBS’ position
relative to the NFL. It would be most
inappropriate for me to suggest [in the
press or elsewhere] what the other
networks should do.

In fact, I am quoted correctly on
page 97 where the article has me say-
ing that *‘the sense right now at CBS
is that we would need a price adjust-
ment if we don’t improve our sales in
1986.” Clearly I am speaking only for
CBS.

NEAL H. PILSON
Executive vice president
CBS/Broadcast Group,
New York

NBC’s 60th

Congratulations on your NBC 60th
Anniversary issue (May 26). This spe-
cial edition is truly a collector’s piece,
and it has already been placed in my
library.

I salute you and your staff for a job
well done.
F. ROBERT KALTHOFF
Vice president,
Beam Communications,
Key Biscayne, Fla.

We are a limited partnership becom-
ing involved in the expanding smaller
market FM radio growth.

I have always found TV/RADIO AGE
informative. The recent NBC history
was fascinating.

JAY ERIC DEANE
Deane Brothers Broadcasting,
Orange, Mass.

‘Super Channel’

I enjoyed your article about cable’s
proposed Super Channel (MSO pro-

grammers: new web talk yields to
funding schemes, June 9). The only
other dramatic point I would try to
make is the probable consumer per-
ception of this network as a “pay
channel” which is “trying to be as
good as network’ when there will be
four free network quality choices [Fox,
ABC, CBS, NBC]. You captured the
reality well, and it was thorough and
thoughtful, as always.

HARLAN J. ROSENZWEIG

President,

Group W. Satellite Communications,
Stamford, Conn.

Financial review

Thank you for reviewing TVX Broad-
cast Group in your May 26th issue on
publicly-owned companies.

GENE LOVING

Chairman of the board,

TVX Broadcast Group,

Virginia Beach, Va.

Broadcast attorneys

I thought your April 14 article, Dereg-
ulation and the bar: big changes, was
an excellent piece.

GENE A. BECHTEL

Bechtel & Cole,

Washington, D.C.

Distribution rights

It has just come to my attention that
on page 125 of your April, 1986, inter-
national edition, you have listed as
properties distributed by Crawleys In-
ternational the following shows pro-
duced by my clients:

1. The Raccoons—11 animated half
hours; 2. The Raccoons And The Lost
Star—one animated hour featuring
the voice of Dottie West; 3. The Rac-
coons On Ice—featuring Leo Sayer
and Rich Little; 4. The Christmas
Raccoons—half hour featuring Rich
Little, Rita Coolidge and Rupert
Holmes.

Neither Crawleys International nor
any of its affiliated companies includ-
ing Crawley Films Limited and Atkin-
son Film Arts Limited have any inter-
est in or to my client’s productions nor
do they have nor have they ever had
any distribution rights in respect
thereof. In Canada, my client licenses
directly. In the United States, my cli-
ent syndicates through Syndicast Ser-
vices Inc.

In the remainder of the world, Rich-
ard Price Television Associates of
London, England handle all sales.
SHELDON S. WISEMAN
Barrister, solicitor & notary,

Ottawa, Canada
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DCC

SWEEPS THE INDUSTRY

HIAS

“The system’s versatility and
ease of use make it a natural.
| think it will more than pay
for itself.”

Robert Mallery, V.P. Operations
Lincoln Group, Syracuse

A

| -~ /r,
| < J4
BIAS PC RADIO is hot!!! 15 orders
were receivad for the IBM PC-AT based
system at the recent NAB convention!
Features include a full list of reports
for traffic, sales management, and

accounting. Easily installed. Expand-
able. Very responsive and easy to use!

WITH

“We chose BIAS PC Cable
because DCC has more
experience in Sales and
Traffic systems than anyone.
We like their track record.”

John Jerman,

Systems Development Manager
Storer Communications Inc., Miami

BIAS PC Cable was chosen by Storer
Communications, Inc. as the definitive
sales, traffic, and billing system for 30
cable operations nationwide. BIAS PC
Cable gets the job done. And it’s backed
by the undisputed leader in media
automation systems.

To learn how you can get
the BIAS PC advantage
call your BIAS Sales Executive today
901-348-3544.

the:
L] ]

OATA COMMUNICATIONS CORPORATION
3000 Oirectors Row/Memphis, Tennessee 38131

“We liked the BIAS News Room
system because of the flexibility
offered by DCC’s PC-based
system.”

Darrell Schmidt, Business Manager
KMSP-TV, Minneapolis

BIAS News Room is perfect for almost
any size news department. Customers
love how it saves time and effort in all
news operations. Modular software lets
you build your system according to your
needs and budget. Boosts productivity.
And it’s very affordable!



Sidelights
;dio cd-op Q&A

“How can you find more money than
seems to be provided in co-op plans?”
“What’s called co-op that isn’t?” The
answers to these and several hundred
other questions dealing with radio co-
op are delivered in a new book by Miles
David, president of the Radio Adver-
tising Bureau until 1983 and currently
an advisor to the RAB board of direc-
tors.

The book, Making Money with Co-
op: The Complete Radio Co-op Course,
is being distributed free to RAB mem-
bers and sells for $25 to non-members.
Written entirely in question-and-an-
swer format, the 215-page paperback
includes detailed guidance on the ba-
sics of co-op, setting up a co-op plan,
utilizing a co-op specialist, goals and
expectations, law and ethics, strategy,
sales presentation and ongoing opera-
tions.

VN

Miles David, former Radio Adver-
tising Bureau president, answers
several hundred questions about
radio co-op in his recent book.

One portion of the book gives an
overview of where the co-op money is
at, including a breakdown of all co-op
funds by business category; for exam-
ple, building materials are the most fer-
tile ground, with 9.4 per cent of all
available co-op funds.

As for finding more co-op money
than seems to be available in co-op
plans, David advises that, in some in-
stances, a manufacturer can be per-
suaded to start a co-op plan. He says a
number of experienced co-op special-
ists at stations report doing this, typi-
cally starting by enlisting the aid of a
large retailer. He notes the Federal
Trade Commission allows manufactur-
ers to launch a co-op plan in a single
market, provided it is offered on a pro-

portionately equal basis to all who sell

the product in that market.

In answering the riddle, “What’s
called co-op that isn’t?”, he writes of
tie-ins between two non-competing re-
tailers of the same product or among
stores in a shopping center. He says the
good part about doing this kind of sell-
ing is that the co-op specialist should
be adept in putting the act together.
The bad part, though, is that it’s a dis-
traction from the real effort of building
up a steady, long-lasting co-op busi-
ness.

David makes a major case for work-
ing with manufacturers’ reps and
wholesalers, using them both to find
out which dealers buy the most and as a
spearhead in a combined sales effort to
dealers.

After making much of the value of
these reps, he goes beyond this in tell-
ing stations how to track down these
elusive, fast-traveling quarries. He says
their names and phone numbers can be
obtained from retailers who stock sub-
stantial amounts of their line or from
the manufacturer co-op contact. An-
other tip: “Most salespeople who travel
like to get home early on Fridays. This
is a prime time to call.”

Along with some case histories, the
book contains a mini-presentation to
use with stores that have little knowl-
edge of co-op. Also, a chapter on how to
handle objections to co-op gives a num-
ber of well-used challenges to the co-op
salesmen along with recommended an-
Swers.

Many of these recommended an-
swers follow the same theme: “Don’t
worry. We'll take care of it.” One exam-
ple is the retailer objection, “I don’t
like the idea of having a manufacturer
tell me how to advertise my store.” An-
swer: “You’re absolutely right that
some co-op plans require retailers to
follow a number of rules. However,
we’ve been very successful in getting
manufacturers to accept copy that’s
customized for stores. We’ll help get
copy cleared for you.”

And when the prospect says, “I know
what I’'m talking about. There are no
more dollars this year,” the reply is,
“One of the things we’ve found in situa-
tions like this is that manufacturers
will sometimes increase co-op alloca-
tions in a market. It won’t cost you a
thing for us to find out. We'll do the

digging.”

Summer media myth

The widely accepted premise that all
TV viewing drops sharply during the
summer months bears a second look,
according to Leonard Kay, senior vice
president and director of media opera-
tions at Kelly, Scott and Madison, Chi-

cago-based media buying service.
What'’s true of primetime is far from
truth during the bulk of the broadcast
day, he points out, where viewing re-
mains stable or even increases.

Comparing the average-quarter-
hour HUT level between November,
1984 and July, 1985, he finds 10 a.m. to
4 p.m. HUT up 3.9 per cent for July
from 27.8 to 28.9. Late night is up 5.6
per cent from 28.4 to 30.0. Less surpris-
ingly, primetime is down 18.4 per cent
from 63.0 to 51.4.

On the basis that homes don’t stand
in line at the checkout counter, he
makes the same comparison for women
18-49. The 10 a.m.-4:30 p.m. daypart
went down only 1.7 per cent in this de-
mographic from 17.8 to 17.5 from No-
vember to July, late night went up 4.7
per cent from 16.9 to 17.7 and prime-
time was down 33.4 per cent from 45.2
to 30.1.

He concludes that the summer
months are far from disaster months
for TV and, in fact, can be prime
months for reaching targets effectively
and efficiently “because there are lots
of viewers out there if you know where
to find them—Television rates are low-
er in the summer in terms of both cost-
per-1,000 and cost-per-point—On av-
erage, it costs 8 per cent less to reach
the same number of people during the
third quarter than during the fourth
quarter.”

Computerized talk

WwDB(FM) Philadelphia is pioneering
a new computerized audio survey sys-
tem to increase its talk show participa-
tion. The VM-1000 automatic system
enables the radio station to prerecord a
series of up to eight demographic and
survey questions to which listeners can
respond via Touch-Tone phones.

This new audiotex polling equip-
ment was developed by the SpiTech
Corp. around the IBM-AT personal
computer. An interactive computer an-
swers calls and automatically asks each
audio question. Participants can key in
their particular choices in ‘yes/no,’
multiple choice, or ratings format. The
summarized results are immediately
available to the announcer by way of
“rapid-scan-visual” displays on a CRT
monitor. A final feature allows for “off-
line” reports to review after the polls
have taken place.

Art Camiolo, general manager of
WWDB, says he is “basically pleased”
with the system from the format stand-
point. The station is now able to handle
up to 24 simultaneous calls. In addi-
tion, many callers who previously did
not participate in talk radio surveys be-
cause they were apprehensive about
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speaking on the air, readily contribute
their opinions to machines.

WwDB has found disparities be-
tween the demographics received
through SpiTech’s polling system and
national ratings. Most surprising was
an active teenage audience, never re-
corded by Arbitron.

Wwbs(Fm) announcer Jack Ellery
awaits summarized results of new
computerized audio survey sys-
tem. Results are immediately
available via ‘rapid-scan-visual’
displays on a CRT monitor.

The station’s main concern, howev-
er, is not “who is listening, but how
listeners react to different subjects.”
Camiolo equates the system with music
radio’s call-out research on music in re-
gard to its ability to find eut what is-
sues excite the listenership.

The inherent drawback of the com-
puterized survey is that it only elicits
positive responses.

“If the subject is not interesting, you
won’t get calls; the station remains un-
able to find out why listeners dislike
programming,” Camiolo notes. Yet
such lack of audience response can
change the direction of the show while
it is on the air.

Presidential citations

A Presidential Citation was presented
late last month to the five companies
(now four) which provided the initial
$7.5 million funding for the NAB’s
Broadcast Capital Fund (BROAD-
CAP), to help foster minority ewner-
ship of hroadcast facilities. Those hon-
ored were the three TV network compa-
nies, Group W and Capita! Cities, the
latter, of course, now owner of ABC.

Representing the White House was
Fred Ryan, deputy assistant to Presi-
dent Reagan and chairman of the Of-
fice of Private Sector Initiatives. OPSI
together with BROADCAP, the FCC
and U.S. Department of Commerce co-
sponsor the Broadcast Opportunity
Partnership, described as a “Presicen-
tial initiative.”

The citations were presented by
John Phalen, chairman of the New
York Stock Exchange and chairman of
OPSI's advisory board. Accepting were
Andrew E. Jackson, vice president,
Capital Cities/ABC; Raymond Timo-
thy, group executive and vice presi-
dent, NBC: Robert Hosking, president

of the CBS Radio Division, and Daniel
Ritchie, chairman of Westinghouse
Broadcasting and Cable.

It was brought out during the pre-
sentations that the efforts of BROAD-
CAP, headed by John Oxendine, have
resulted in minority ownership of 21
broadcast properties.

New BPME board members

The Broadcast Promotion and Marketing Executives and Broad-
cast Designers Association elected four new members to the board of di-
rectors at its recent convention in Dallas. They are: Greg Savage, Ca-
blevision, far l.; Ron Harris, Turner Broadcasting, second from l.; Pat
Pattison, Disney, second from r.; and Bruce Weiner, CBS, far r. At cen-
ter, is new president, Judy Horan of WowT(TV) Omaha. (Listings of BPME award win-

ners appear on pages 91 and 102).

S-E-X IS NOT
A FOIIR-I.E'I"I'ER

lifelong search.

for all ages. Use the coupon or call
Vi Knickrehm, 314/647-4900.

he question “Where did I come from?”
springs from a child’s clear awareness
of her right to know her place in the world.
Similarly. questions about death, the after-
life, the external world, other people, other
cultures...all are ways of finding out who
we are and where we stand in the cosmos.
The questions are simple and universal.
But finding the right answers can be a

“The Lutheran Hour”has addressed these _
fundamental questions every week for over
50 years. With love, empathy, and media
professionalism. In over 110 countries and
more than 31 languages. If your audience
is interested in the facts of life, they'll
appreciate this addition to your format.

Send for full details on the 52-week
“Lutheran Hour" series. We'll give you the
facts on our complete roster of programs

Please send me your booklet and demo disc
presenting “The Lutheran Hour" and the
other radio oferings of The International
Lutheran Laymen's League.

Name

Title

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 481,
Kitchener ONT. N2G4A2
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Tele-scope

Clients said to be key
to ScanAmerica service

While the networks are the single most important
would-be subscribers to the national people meter
service announced recently by ScanAmerica, the
most important source of revenue overall will be ad-
vertisers. That point was said to be significant by a
number of sources in the wake of ScanAmerica’s an-
nouncement that it intended to launch a national ser-
vice combining audience information from people
meters with the electronic tallying of product pur-
chases by the same (“single source”) sample.

David Poltrack, research chief for the CBS/Broad-
cast Group, speculating on the ScanAmerica ‘“‘game
plan,” noted that in the past, product purchase infor-
mation when it came from the same source as media
audiences was usually of direct interest to agencies.
When they tried to sell the idea to their clients, Pol-
track observed, it often turned out that the product
purchase information didn’t agree with sales data the
client itself had. ScanAmerica hopes to reverse this
sales thrust and interest clients directly, the CBS re-
search executive believes, but, he added, the market-
ing information must be accurate, of course.

Both Poltrack and Bill Rubens, his NBC opposite
number, point out that the networks are not interest-
ed in paying for marketing information but Anthony
“Rick” Aurichio, president/C00 of Arbitron, part-
nered with SAMI in ScanAmerica, counters with the
assertion that the networks will pay a much smaller
proportion of the ScanAmerica service than they do
for the Nielsen NTI service. He estimates that the
webs will be asked for about 15 to 20 per cent of the
total.

More expensive. ScanAmerica is more expensive
than the people meter services proposed by Nielsen
and AGB because the technology is more complicat-
ed and the data more extensive. In addition, incen-
tives of about $25-$30 per household per month are
proposed for the 5,000 household sample ScanAmer-
ica says it will set up by the 1988-’89 season. It is un-
derstood that ScanAmerica, backed by the resources
of Arbitron’s parent, Control Data Corp., and SAMI’s
parent, Time, Inc., is prepared to lose up to $90 mil-
lion over seven years in order to establish its service.

In the meantime, ScanAmerica will increase its
Denver test sample of 200 households to 600 by April
and intends to become in that market the first regu-
lar, syndicated local people meter service.

O’Brien joins Cox

Kevin P. O’Brien has been named executive vice
president—independent group for the broadcasting
division of Cox Enterprises, a new position. He has
also been named vice president and general manager

/ 4 A Kevin O’Brien

at KTVU(TV) San Francisco, one of three Cox indies.
In the latter post, he succeeds Philip Press, who re-
signed.

O’Brien joins Cox from WNYW(TV) New York,
where he was vice president and general manager for
the past year. Other positions held by O’Brien during
his 18-year career with Metromedia (now Fox) sta-
tions include vice president and general manager at
WTTG(TV) Washington, from 1983-85; vice president
and general manager at WXIX-TV Cincinnati, from
1980-83; and vice president and general sales manag-
er at WTCN-TV Minneapolis-St. Paul, from 1975-80.

WB-TYV sets new highs

Warner Bros. Television Distribution reports a 15 per
cent increase in sales for the six months ended June
30, compared with the first half of 1985. Sales hit an
all-time high of $230.2, compared with $200.3 million.

Charles McGregor, president, points out that, in
addition to record first and second quarters, January
set a monthly high of $85.4 million. He says all prod-
uct categories, in both domestic and international,
contributed to the record figures, with an exception-
ally strong performance by rerun feature film sales in
the domestic market.

Local broadcast gains

Although local advertisers still spend two of every
three ad dollars in newspapers, broadcast has been
making faster gains in local dollars than newspapers,
and Robert J. Coen, senior vice president, director of
forecasting for McCann-Erickson, expects the trend
to continue during 1986.

Coen, in his annual forecast of advertising expendi-
tures, said he expects above average local gains by
broadcast media to offset some of the sluggishness
seen in the newspaper sector, and that during 1986
total local budgets for all media should arise “consid-
erably more” than those of the national marketers.
He reported a first quarter rise of 13 per cent for lo-
cal TV revenues, an 8.1 per cent increase during first
quarter for local radio, and a first quarter gain of 4.1
per cent for local newspaper ad revenues. [

Richard Alcott, vice president, associate media di-
rector supervising N W Ayer’s J.C. Penney business,
noted that retailing has become increasingly compet-
itive, with more stores fighting for bare survival.

18
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WILLIAM R. HUTTON

Executive Director, National Council of Senior Citizens

Television can immediately bring in the past and
bring it to the future in a way that children

.‘,19

who have never seen that past can understand it.
Really, its a source of great joy and

entertainment fo those of us who are old fo see
the past again. But to youth, it's an education
to see the past for the first time.

&' 'A NBC.Tuned In To America.”
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TV Business Barometer

Local April biz
increased 7.3%

Paralleling the pattern of spot TV
during the first four months of
this year, local TV business is
showing a continuously declining
percentage increase month by
month. Volume of local TV is up
over the early part of the year, but
that’s a seasonal phenomenon.
This seemingly contradictory situ-
ation is particularly marked with
spot, since April registered the
highest monthly dollar figure for
spot ever. However, April in recent
years has been the top spot TV
billing month, anyway, so, by it-
self, the record level of April, ’86,
spot billings as not as remarkable
as it sounds.

Local billings in April were up
7.3 per cent. This compares with
an increase of 9.4 per cent in
March, 10.5 per cent in February
and 13.7 per cent in January.
Spot’s pattern, also shown back-
ward chronologically, is as follows:

April, up 6.4 per cent; March, up
8.4 per cent; February, up 10.9,
and January, up 16.4.

Station volume of local business
in April was $461.4 million. This is
just a shade below March vol-
ume—3$464.2 million—but well
above the figures for the first two
months: $302.1 million in January
and $291.7 million in February.

Local billings through April now
stand at $1,519.4 million, not
much lower than the comparable
spot total, $1,652.9 million. The
local increase is identical to that of
spot for the four-month period, 9.8
per cent.

Network compensation took a
dip in April, the first drop since
the summer of ’84, which reflected
an Olympics/election situation.
The latest drop was 1.3 per cent
with the decline being from $43.5
million in April, ’85, to $42.9 mil-
lion this past April.

The four-month total for net-
work comp this year comes to
$155.2 million, as against $152.2
million last year.

Total spot and local time sales
plus network compensation in
April totaled $1,043.7 million, up
6.4 per cent from the $980.5 mil-
lion total for April, ’85.

As for year-to-date, the four-
month total of spot and local time
sales plus network comp reached
$3,327.5 million, up from $3,041.7
million during the same ’85 period.
The $285.8 million difference rep-
resents an increase of 9.4 per cent.

Ad sector shares

The shares of the three ad sec-
tors has changed little from 85 to
’86 so far, as is indicated by the
parallel increases of spot and local
time sales. This could well push
off the date at which local busi-
ness passes spot in total billings.

Based on projections of TV/
Business Barometer figures by
consultant Dick Gideon (See TV/
RADIO AGE, January 6), local
time sales will pass those of spot
by 1989.

Local’s share for the first four
months was 45.7 vs. 45.5 in ’85; for
spot, the comparable figures are
49.7 and 49.5, while the network
comp figures are 4.7 and 5.0.

Local

business +7.3%
{millions)

1985: $430.0 1986: $461.4
Changes by annual station revenue
Under $7 million . ........... + 9.9
$7-15million ... .. ...... .. +16.4
$15millionup ... ... ... .. + 6.1

Network
compensation —1.3%
{millions)

1985: $43.5 1986: $42.9
Changes by annual station revenue
Under $7 million .. ........ ... . +0.3
$7-15million ..... ... ... .. .. +4.4
$15millionup . ... ... .. . ... ... —23
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NOT MUCH GETS
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Blair is top dog in spot TV sales because we never take anything for granted. Not one sale.
Or one fact. Or even one sales strategy. We can't take anything for granted because everyone
at Blair is accountable for his or her performance. And we don't like to lose. Neither do our
station clients. That’s why they chose Blair. The leader in spot TV sales for 33 years.
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Cable Report

Attack on mso ‘monopolists’

The relatively tiny cable MSO, Satcom of Montana,
has succeeded in getting some official help in its anti-
monopoly attack on the giants of the industry, Tele-
Communications, Inc. (TCI), and American Televi-
sion and Communications (ATC). One official of the
Federal Communications Commission says Satcom’s
petition for cable ownership limits “is not a bad
pleading.”

Satcom also has some powerful support from an-
other industry trade association that often has been
at loggerheads with cable—the Motion Picture Asso-
ciation of America (MPAA). The denouement as far
as the MPAA is concerned came when TCI and ATC,
the nation’s two largest MSOs, recently bought por-
tions of the third largest MSO, Group W Cable Inc.

Satcom says in its request for a rulemaking, on
which the industry and public has until July 19 to
comment, “With respect to industry concentration, it
should be recognized that TCI, the nation’s largest
multiple systems operator, has doubled its size since
1982,” now with 4 million subscribers. That makes
TCI nearly twice the size of the second largest Mso,
ATC. Together they control six million subscribers,
Satcom notes.

So, the system says in its pleading, the cable indus-
try should be subject to the same ownership controls
placed on the broadcasting industry. With the split of
Group W, Satcom says, ATC and TCI together will
control “cable systems serving 25 per cent and 40 per
cent of the nation’s cable subscribers.” If the Satcom
proposal eventually is adopted, it probably would re-
quire the sale of some of TCI’s properties.

Broadcast parity. To get broadcast ownership parity,
Satcom suggests, MSOs should be limited to no more
than 25 per cent of the nation’s cable subscribers and
no more than 50 per cent of the subscribers within a
state. Broadcasting’s 12-12-12 rule, which limits own-
ership to no more than 12 entities of one type, also
states that a broadcast group cannot reach more than
25 per cent of the viewing audience in the nation.
The broadcasting multiple ownership rules allow
greater leeway for minority ownership, but the Sat-
com pleading does not mention minority ownership.
The FCC rejected a similar proposal four years ago.
But since that time, there has been an explosion of
mergers in the country, with large corporations tak-
ing advantage of the Reagan Administration’s appar-
ent largesse regarding enforcement of antitrust laws.
But the FCC staff has been impressed enough with
Satcom’s case to put it out for public comment.

Msos buy into Discovery

More cable multiple system operators are pledging to

put their money where their mouth is when it comes

to funding satellite programming.

Four major MSOs—largest operator Tele-Commu-
nications Inc., fifth-ranked Cox Cable Communica-
tions, eighth-largest United Cable Corp., and nine-
ranked Newhouse Broadcasting Corp.—have each
taken what amounts to about 10 per cent equity
stake in the year-old Discovery Channel.

In the aggregate, the four MSOs have made a finan-
cial commitment of up to $30 million, not including
carriage fees, over a multi-year period, according to a
Discovery spokesman. He would not reveal the period
of the deal, saying the terms were “very complex.”

Discovery is an advertiser-supported service that
runs acquired non-fiction programming—nature, sci-
ence and technology, history, travel documentaries
and the like. It now reaches about 7.5 million house-
holds in 715 cable franchise areas. The service runs
12 hours daily, starting at 8 p.m., and plans to go to
18 hours by next year.

Group W Satellite Communications, the Group W
Broadcasting division that handles satellite transmis-
sion and affiliate relations for the service, also upped
its stake to about 10 per cent; it previously held
about half that share in the service.

The principal shareholder in Discovery remains
the New York Life Insurance Co., with about 18 per
cent. Other major shareholders are John Hendricks,
the chairman and CEO of the network, and Allen &
Co., the investment banking firm.

Carriage fee. The MSO equityholders also have
agreed to pay a monthly carriage fee of 5 cents per
subscriber starting in January, 1987. Present con-
tracts guarantee all affiliates free carriage through
1988. But affiliates are being asked to enter into a
new agreement with a “rebate” provision that poten-
tially could offset the cost of the service. Under the
scheme, affiliates will get 20 per cent of annual ad
revenues, an amount that rises to 30 per cent when
the channel reaches $30 million in annual ad reve-
nues.

That could be some time in coming; as a national
ad medium, the Discovery Channel is, at present, in-
consequential. A Discovery spokesman would not dis-
close its ad income. Discovery advertisers include
mostly per-inquiry spots for magazines, financial ser-
vices and specialty items.

The MSO investors believe Discovery adds greatly
to the appeal of basic cable, and helps draw and re-
tain viewers. A typical comment comes from TCI’s
John Sie: “Our collective investment confirms the
growing belief throughout the industry that program-
ming is key if cable is to take the next step toward
becoming the nation’s preeminent provider of televi-
sion entertainment.”

Late ‘Goodwill’ buys

Ted Turner’s Goodwill Games may not be a hit with
national advertisers in its inaugural staging this week
in Moscow, but a last-minute flurry of scatter buys
gives Turner Broadcasting System executives hope
for the 1990 version, slated for Seattle.
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TEMPO Enterprises is the new name for SSS,
but by no means is TEMPO new to the cable industy.
We've provided many great services through the years and will continue fo do so.
The only differerce is now one, easy-to-remember name will accompany and identify all we do.
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Experience the future of communications with us!
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Cable Report (continued)

The games opened July 5 in Moscow and run
through July 20, with 129 hours of coverage on Su-
perStation WTBS and on an ad hoc broadcast sta-
tion network covering 80 per cent of TV households.

At presstime, the games had attracted only three
major sponsors—Pepsi-Cola USA, Mars Inc., and
Stroh Brewery Co. Each of those advertisers is said to
be in for $1 million to $2 million.

The Turner sales team under advertising vice pres-
ident Gerry Hogan also has brought in the following
clients for smaller, scatter buys: CECO Corp., Chrys-
ler-Plymouth Division, Eastman Kodak Co., ERA
Realty, Gallo Wines, Gillette Co., Mennen Co., Miles
Laboratories, National Auto Parts Association,
Quaker Oats Co., and Scholl Inc.

The games failed to ignite excitement on Madison
Avenue because, ad people say, track and field events
traditionally aren’t a big ad draw. They also cite com-
petition from other events, such as the U.S. Olympic
Festival, scheduled in Houston from July 25 through
August 3, and the July 4 Statue of Liberty celebra-
tions.

But still, ad executive Hogan maintains that when
all the small change is counted, “we will be very close
to, or above, our original expectations.”

TBS executive vice president Robert Wussler has
said that the organization could lose some $7 million
on its $35 million investment in the games. Some
sources inside TBS say losses could amount to more.

Both executives say Turner’s investment will pay
off in 1990 with the Seattle Goodwill Games, once the
event is an established commodity.

Olympic Festival. Meanwhile, at ESPN, executives
boast of selling out 85 to 90 per cent of advertising in-
ventory for the U.S. Olympic Festival games in Hous-
ton, which, unlike the Goodwill Games, is sanctioned
by the U.S. Olympic Committee (USOC). ESPN ex-
ecutives also note that the Houston competition
serves as qualifying heats for the 1988 Olympics in
Seoul.

But ESPN is sharing ad avails and revenues with
the USOC, which brought in some major sponsors on
its own, including Adidas. Other Festival sponsors in-
clude Exxon, Anheuser-Busch, Champion spark
plugs, and Coca-Cola Foods.

ABC eyes sports in Japan

Capital Cities/ABC, through its ABC Video Enter-
prises division, is looking east to Japan to develop a
new markets for ABC Sports and ESPN cable sports
programming.

The organization has partnered with five major
Japanese firms to explore the creation of a 24-hour
satellite-fed “Japan Sports Channel.” According to
Phil Boyer, ABCVE vice president of international
development, the partners will decide whether and
how to proceed within six to nine months.

The Japanese companies are Dentsu Inc., the
worldwide ad agency; Tokyu Advertising Agency Inc.,
which also operates an urban cable system set to
launch in 1987; Korakuen Co. Ltd., an operator of
sports and entertainment complexes; and C. Itoh &
Co. Ltd., a trading company which recently joined
with Hughes Aircraft Co. to form Japan Communica-
tions Satellite Co., Japan’s first private satellite ven-
ture. The venture hopes to orbit a Hughes satellite in
1988.

ABCVE holds a 25 per cent share of the venture. C.
Itoh has 30 per cent, and the other partners have
smaller stakes.

According to Boyer, the proposed sports network
would consist of 60-65 per cent imported program-
ming, much of it from ABC and EPSN, in its forma-
tive years.

Thus far, growth of cable in Japan has been slow,
due mainly to the multiplicity of strong over-the-air
TV in Japanese cities and delays in cable construc-
tion. But Boyer believes that cable programming will
“blossom” in Japan if programmers offer differenti-
ated, appealing programming.

While ABCVE is studying cable transmission in
Japan, it also is considering direct broadcast satellite,
Boyer says. The partners, he adds, “bring a beautiful
synergy to the table.”

Hot competition for dish biz

In the wake of their full-time signal scrambling, The
major pay services, Time Inc.’s HBO and Cinemax
and Viacom International’s Showtime and The Mov-
ie Channel, continue to woo the TVRO home dish
market with price cuts, dealer incentives, and, in the
case of HBO, advertising that features artwork ren-
derings of a home earth station rather than a cable
converter.

HBO has inaugurated a yearly home TVRO sub-
scription charge that is 16 per cent lower than its pre-
viously stated monthly rates, of $12.95 for one ser-
vice, or $19.95 for the pair. That puts its rates at
slightly less than the annual rate for Showtime/The
Movie Channel.

Also, as reported first here, HBO has announced a
dish dealer incentive plan that, effective July 15, will
grant a $30 rebate for each pay subscription sold
along with a M/A-Com Videocipher II descrambler.
The plan is administered through M/A-Com distrib-
utors.

Meanwhile, Showtime/TMC has announced a vari-
ation that calls for regional descrambler distributors
to add their own “cash incentive bonus” to the $10
that the pay organization is granting to participating
retailers who bring in a subscription along with a de-
coder sale.

Both major pay organizations are pressing for a
packaging scheme under which so-called “basic,” ad-
supported satellite networks could be marketed along
with pay subscriptions. Cable MSOs would like the
right to sell to the home TVRO market outside of
their franchise areas, and some, in fact, have begun to
do so.
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ESPNATTRACTS
MORE UPSCALE

MALES WITH THE
MOST TENNIS ON

TELEVISION.

From professional ternis to the
best amateur events, behind-the-
scenes coverage to instructional tips,
no ore covers the court like ESPN. We
put viewers at courtside for Grand
Slam events like the French Open, plus
Davis Cup and Nabisco Grand Prix
action from around the world. No won-
der upscale men are turning from the
networks to ESPN,

Only ESPN delivers the kind
of unbeatable,
round-the-clock
sports coverage
they want. And that's why only ESPN
can deliver the kind of audience
you want.
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THE TOTAL SPORTS NETWDRK®

> 1986 ESPN. Inc

Men with buying power. For exam-
ple, ESPN's tennis viewer ouys 68%
more domestic cars and an astonish-
ing 189% more imported cars than the
average network viewer. They also buy
53% more life insurance and do 113%
more business travel*

Without ESPN, your television
budget is underdelivering hese ‘
upscale men. Just 10% of your national
TV budget allocated to ESPN will dra-
matically increase its effectiveness.
You'll be reachlng the men who buy
more. And you'll do it at a much lower
cost-per-thousanc.

So give us a call! Because we
courf upscale men like no other
network.

*MRI, 1985




G VT, A
Radio Report

Radio scores with upscales,
25-54s: Bruskin study

New research confirms what radio salespeople have
been saying for some time: that radio does even bet-
ter than average among upscale consumers, those 25
to 54, working women and light users of other media.
Marvin Baiman, president, R. H. Bruskin & Asso-
ciates, told those attending this year’s Radio Work-
shop sponsored by the Association of National Ad-
vertisers and the Radio Advertising Bureau that con-
sumers “who spend only a few minutes with print
media, and barely an hour with television, spend a
minimum of two and a half hours with radio each
day.”

Baiman said light users of these other media
ranged from 38 per cent to 69 per cent of all Ameri-
cans, depending on the medium studied, and that,
“Radio is the only strong vehicle available to reach
these people, who tend to be especially important
customers, with well-developed tastes and higher-
than-average levels of discretionary income. Radio
combined with other media provides strong reach
and impact against light TV, magazine and newspa-
per users.”

Comparison with print. Other findings from Brus-
kin’s new Media Targeting for the '90s, based on a
national survey conducted between April 15 and May
10, indicated that Americans spend more time listen-
ing to radio than they spend reading newspapers and
magazines combined. And during prime shopping
hours, reported Baiman, they spend almost half of all
their media time with radio.

The study also found that full-time working wom-
en spend more time—63 per cent of their total media
time—with radio than with all other media com-
bined. And adults 25 to 54 spend 53 per cent of their
daytime media use with radio, against 29 per cent
with TV, 11 per cent with newspapers, and 7 per cent
with magazines. Radio also reaches large audiences of
professional and managerial men, reported Baiman,
“claiming more than half of their time spent with me-
dia during the buying day.”

Network revenue gains

While agency media execs and radio network sales
chiefs have their own ideas about what’s behind the
networks’ steady string of ad revenue gains, quarter
after quarter, (see story, page 39), several advertisers
describing their companies’ success with radio of-
fered their experience-based versions.

At the ANA/RAB Workshop, Allan Marcy, direc-
tor of advertising for The Dial Corp., called network
radio “the giant killer” that allows Purex to “com-
pete with the laundry and household product giants

who spend many times more in other media on one

brand than Purex spends on its entire product line.”
He said that Purex “dominates these laundry and
household categories in radio, giving it a larger-than-
life presence and thus maximizing brand name
awareness. Radio affords Purex a greater overall
share-of-voice in its product category than would
other national media. And the cost efficiency of net-
work radio is the giant killer. It is that special advan-
tage of radio that helps Purex compete with the big
guys.”

Tv backlash. Similarly, Mitchell Streicker, vice pres-
ident, director of media operations for Miles Labora-
tories, told the Workshop that Miles “thinks we have
rediscovered a wonderful new and hard-working, effi-
cient medium that helps us achieve our advertising
objectives better than we have in years.” This medi-
um, he added, was rediscovered “out of desperation”
over escalating TV costs. Miles, he said, “clearly
needed addition of a brand new medium that could
help us not only maintain our media value per dollar,
but actually improve it.”

He said radio looked like a good candidate both be-
cause of prior successful, if limited, experience with
it, and because network radio, “with the planning
costs we felt confident we could achieve, was the only
medium that filled the bill for real improvement in
media value per dollar.”

But there remained the question of whether Bac-
tine could get high pretest scores for its radio com-
mercials that would produce strong recall. That ques-
tion was answered, reported Streicker, when test
scores turned out to be “remarkably high—in fact
higher than many of our TV commercials on compa-
rable points of measurement. So for Bactine, we ran
with only radio from 1983 through 1985 and the sales
results have been very gratifying.”

March local dollars up

Reports from scattered precincts confirm latest Ra-
dio Advertising Bureau figures showing local ad reve-
nues up 8.1 per cent for first quarter, while national
spot billings slipped 6.9 per cent for the same Janu-
ary through March period.

Jeff Smulyan, president, Emmis Broadcasting, re-
ports his stations’ local sales “up moderately, though
certainly not up to what we had originally hoped for
at the beginning of the year.” This, he adds, “doesn’t
apply to KSHE(FM) in St. Louis, and particularly not
to our Los Angeles station (KPWR(FM)) which are
having a remarkable year; our Los Angeles ratings
have exploded. But even though local sales increases
at our other stations haven’t been great, they’re cer-
tainly better than national.”

Terry Jacobs, chairman of Jacor Communications,
with stations in Cincinnati, Atlanta, Cleveland and
Jacksonville, Fla., says local business has been
“strong across the board, including automobile deal-
ers. But so far this year, national has been weaker
than we have hoped it would be, though it has been a
little better in some of our markets than in others.”

The RAB first quarter totals were reported togeth-
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er with March results, based on the Bureau’s Com-
posite Billing Pool, representing reports from 62 par-
ticipating markets covering 38 per cent of U.S. popu-
lation. Results indicate local radio ad revenues for
March up 6.9 per cent over March ’85.

Torbet on working women

Still arother analysis finds that working women
spend more time with radio—this one reports 44 per
cent of total media time—than with any other medi-
um. And according to Simmons figures reported in
Torbet Radio’s Working Women in 1986, almost 83
per cent of all working women listen to radio each
day.

Among other facts in the presentation, according
to Torbet senior vice president, research, Mariann
DeLuca, are that the greater a woman’s educational
level, the more likely she is to be in the work force,
with a little over three quarters of women college
graduates employed outside the home. And since en-
actment of antidiscrimination laws in the late 1960s
and early ’70s, she notes, more of these women are in
better paid jobs. She points to U.S. Census data
showing that by 1980, 38 per ceat of accounting posi-
tions, 30.5 per cent of administrative and managerial
jobs, and 17 per cent of all lawyers were women.
That’s up from 25 per cent of accountants, only 18.5
per cent of managers and only 6 per cent of lawyers
10 years before, in 1970.

$25,000+. So although women currently earn an av-
erage of only 69 per cent of what men do, Torbet
shows 1985 Simmons figures reporting that almost 60
per cent of working women have household incomes
of $25,000 or better.

The report shows over 65 per cent of all women 25
to 54 employed outside the home, as are over 66 per
cent of all women 35 to 49. And more than half of all
working women are married. Almost 42 per cent are
parents “who not only buy for themselves, but also
for children and/or spouses.” For almost 69 per cent
of those with children, those kids are between six and
17.

DeLuca also shows Simmons data indicating that
working women are buying products “traditionally
bought by men”: In 1985 44.3 per cent owned a car,
30 per cent had a checking account, 30 per cent trav-

J. Matullo, senior vice president and director of me-
dia services at N W Ayer/Chicago. He was tapped to
replace Sheree Johnson of J. Walter Thompson. Be-
fore coming to Ayer, Matullo had been media direc-
tor at Clinton E. Frank, and before that, his previous
media posts had been with Brown & Williamson and
with Young & Rubicam, where, in 1969, he super-
vised the first regional buying group set up by Y&R
for radio.

Public interest standards

The line has been drawn officially between Mimi
Dawson, a member of the Federal Communications
Commission and the National Association of Broad-
casters over the question of public interest standards
that the broadcasting industry should be held to.

Dawson has suggested that all standards, save
those specifically codified by Congress into the Com-
munications Act, be eliminated by the FCC. At first
blush, the industry would be expected to cheer, but
not so this time.

The NAB’s executive committee has approved a
policy statement that says, in effect, that it wants to
be held to some standards. It puts itself in the unlike-
ly position of asking to keep some regulation that re-
quires the usually onerous record-keeping.

The statements tells why: “Our concern is that if
these (statutory requirements) are to be the only
components of the public interest standard, then the
evaluation process will exclude recognition of most of
the community interest programming we air to our
listeners and viewers. We simply do not desire to be
placed in such a vulnerable position.”

That means the current broadcast owners feel they
have an advantage over any challengers at license re-
newal time because they can show a track record of
public interest programming, whereas their challeng-
ers can only make promises. The statement says
“comparative renewal itself is a statutory anomaly
which must be erased.”

Top 10 web spenders—May

elled domestically, and 26 per cent owned their own Estimated Year-to-date
home. Parent company expenditures expenditures
DeLuca concludes by reminding marketers that
with more women working outside the home, “Televi- Sears Roebuck $4,251,155 $18,159,808
sion, used for years to reach women on the assump- General Motors 3,048,573 8,041,676
tion that they are at home, is becoming secondary to AT&T 2,405,611 12,173,436
radio in reaching women—especially working women Ford Motor 1,851,056 4,002,087
in the "30s.” Warner-Lambert 1,605,250 10,867,115
Greyhound 1,368,120 7,883,897
Anheuser-Busch 1,367,390 3,917,006
= Cotter & Co. 1,156,628 3,870,675
Matullo heads advisors sl Kot B
New chairman of the Radio Advertising Bureau’s - Procter & Gamble 900,611 2,829,957
Chicago Media Directors Advisory Council is Richard Source: Broadcast Advertisers Reports.
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Radio Business Barometer

A modest rise in
May for spot radio

Spot radio billings in May contin-
ued their modest move into the
plus column, a move which began
in April, following a first quarter
in which billings remained stub-
bornly in the minus column. With
the May figures, as reported by
Radio Expenditure Reports, the
year-to-date figure moved into the
plus column for the first time in
1986.

Another continuing pattern—
the superior performance of small
markets—also proved to be a sta-
ble and persistent trend in May.
Consequently, billings in the larg-
er markets still remain below the
’85 level through May, ’86.

The gain in May spot radio bill-
ings was nothing to write home
about. It amounted to 4.9 per cent.
For the fifth time this year, the
Standard Broadcast Months
(sBMs) were the same in both "85
and ’86 (both four weeks), so no
adjustments by RER were re-
quired.

National spot +4.9%
(millions) 1985: $83.8 1986: $87.9
1985 adjusted: $83.8
Changes by market group
Market Billings % chg.
group (mils.) 86-85
1-10 $34.6 +4.5%
11-25 18.3 —-0.4
26-50 13.4 +7.7
51+ 21.6 +8.5

Source: Radio Expenditure Reports

As reported to RER by the ma-
jor reps, commissionable billings
in May reached $87,888,100, com-
pared to $83,817,600 during previ-
ous May. This brought the five-
month total to $329,571,300, up
0.5 per cent over comparable ’85
period. The year-to-date figure for
April was $241,683,200, minus 1
per cent from the year before.

All four market-size categories
reported by RER were up over
May, 85 except the 11th-to-25th
market group, which was virtually
static (actually, down 0.4 per
cent). Again, the best performer
was the 51-plus market group,
which was up 8.5 per cent to
$21,642,400. The top 10 markets
climbed 4.5 per cent to
$34,580,200 and the 25th-to-50th
market group was up 7.7 per cent
to $13,351,800. Billings for the
11th-to-25th markets came to
$18,313,700.

May was the first month in
which the top 10 markets showed
arise over the preceding year. The
4.5 per cent increase, however, was
enough to give it a share of spot
business closer to what it’s been in

May

recent years. The May share for
the top 10 came to 39.3 per cent,
but slow business in the major
markets in previous months left
the top 10 with a 37.7 share for the
January-to-May period. Contrari-
wise, the 51-plus markets, which
copped a 24.6 share in May, sport
a 26.3 share for the five months of
’86. This is about two points high-
er than the share during each of
the previous three years.

Shares of the 51-plus markets
during the years 1983 to 1985
ranged narrowly between 24.3 and
24.7. The top 10 range was 38.8 to
39.3.

Five-month data

The 51-plus markets took in
$86,513,300 during the January—
May span, which represents an in-
crease of 8.6 per cent. That is a
higher percentage than that of any
of the other three groups. The
only other plus figure for a market
group during the first five months
of ’86 is that of the 26th-to-50th
markets, which show a 2.5 per cent
increase to $50,494,300. The top
10 markets were down 3.9 per cent
overall to $124,333,500, while the
11-to-25 group dipped 2 per cent
to $68,212,200.
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If you have more reporters
than anybody else, and you
have them in more places,
then you can do a better job
of covering the news.

That's one reason 300
of the nation’s top news-
rooms use the AP TV Wire.

AP TV gives you access
to more than 2,800
reporters, strategically
spread throughout all 50
states, and in 83 foreign
news bureaus.

Which explains why
we routinely get to the big
stories first.

There's another reason
for using AP TV.

AP delivers the news
over two 1,200-word-per-
minute circuits, via state-of-
the-art printers or computer
selectors.

One circuit for world
and national news, features
and advisories.

The other circuit delivers
regional news and sports.

AP TV is designed
so that you can select the
news that's actually de-
livered to your newsroom. It
enables you to manage the
flow of information easily.

And AP TV ensures
that you get all of the
regional events that are

particularly important to your
AD], as well as all of the
world’s top news.

Something eise.

Every news item that
AP TV delivers is backed with
AP's 138-year-old reputation
for getting stories right.

And if that's what
you're looking for in news
programming, call Jim Williams
of AP Broadcast Services at
1-800-821-4747. And ask
about the AP TV Wire.

Because when it
comes to providing fast,
reliable, and unabridged
reports from around the
world, AP wrote the book.




For Proving The Best of the National Geographic Specials
Is The Best Reason Ever For Pre-empting Prime Time.
You Did A Great Job! Thanks Steve, Mike, Lisa and Nick!

Monday, June 16, 1986 8-10 p.m. {Nielsen) Rating/Share
#1 National Geographic KTLA 15.2 23
Specials
#2 KABC 11.5/18 #5 KTTV 4.5/7
#3 KNBC 10.0/15 #6 KHJ 4.1/6
#4 KCBS 9.6/15 #7 KCOP 3.7/6

» Achieved KTLA’s third highest rating in 3 years.
» Got better and better in audience drawing power by the half hour.

* Out performed the NBC and CBS affiliates by over
5 rating points, all 3 network affiliates by 4 points.

* Improved its lead-in by 9 rating points.

KTLA ran an advanced airing of Polar Bear Alert and The Great Whales. These
two shows will be part of the premiere season of The Best of the National
Geographic Specials which debuts nationally in September. Join the nation’s
best affiliates and independents by securing The Specials for your market today.

S r')\.

o

—~~7\GENESIS .
¢ FNTERTAINMENT ~)

LBS COMWUNICATIONS INC

INTEANATIONAL MEDIA ASSOCIATES
NATIONAL ADVERTISING SALES REPRE SENTATIVE

(212) 687-4840 (818) 706-6341

The Best of The

NATIONAL GEOGRAPHIC SPECIALS
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Prices of
standalone 15s in
syndication are
likely to stay

at about half that
of a 30, in
keeping with
network rates.

|
I

15-SECOND SPOTS

Many see acceptance of isolated spots
sealing fate of already ailing TV market

Syndicators ‘forced’
to follow networks,
but doubt wisdom

By ROBERT SOBEL

he recent move by NBC to ac-

I cept 15-second standalone com-

mercials—thus joining the other

two major television networks—has

triggered a flurry of activity and much

consternation among syndicators

heavily engaged in ad-supported pro-
gramming.

Several major syndicators who have
heretofore resisted taking isolated 15s
are planning to enter that arena this
fall; those syndicators already accept-
ing split-15s are phasing in individual
15-second announcements; and others
are examining the situation.

But while every major syndicator is
expected to run 15s by year’s end, most
contend they are unwitting partici-
pants, having been forced to accept the
short announcements in response to
the networks’ action, for competitive
reasons. In fact, many of the syndica-
tors interviewed see NBC’s action as
sealing the fate of an already ailing
1986-87 national Tv marketplace by
adding more inventory and lowering
prices for their product.

Those agency buyers interviewed are

L-T’s Temple

“With great regret”

will accept
standalone 15s.

mostly in favor of the standalone 15s
but with certain conditions. These in-
clude limited use so as to avoid clutter;
and prices that do not include a premi-
um payout. Also, they are apprehensive
over the creative elements of a standa-
lone 15, questioning whether the ad
message can be effective in that length.
Other conclusions from interviews
with syndicators, ad execs and other
sources indicate that:
8 Prices of the individual 15s in syndi-
cated programming are likely to re-
main at about half that of a 30-second
commercial in the short term, in keep-
ing with network rates and a soft up-
front marketplace. However, much de-
pends on negotiations, and a few syndi-
cators are said to be looking for a
premium price.
@ Kid product appears to be isolated
from the 15s development on both the
network and syndication level. Specu-
lation is that any ehanges in commer-
cials’ structure will bring cries for de-
regulation.
@ Use of standalone 15s are increasing
generally and will grow sharply in the
short term. However, they are not seen

LBS’ Weiden

Recognizes
‘‘everyone has a
concern about clutter.”
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MCA TV's Schwab

Networks ‘“‘set the tone.

It became the standard
for syndication.”

as replacing the 30 as the predominant
sales unit.

B Syndicators are not experiencing
business from new advertisers. Net-
works have cited the potential for at-
tracting new advertisers to television as
one of the major reasons for accepting
the short spots. One agency buyer says
new advertisers are buying 15s on the
networks.

A TV/RADIO AGE survey indicates
that all the major syndicators dealing
heavily in barter have either begun ac-
cepting a limited number of standalone
15s over the past seven or eight months
or are planning to do so, representing a
vast change in their policy overall.
(Many have been accepting split-30s,
from one sponsor, and a few syndica-
tors have matched up a 15 with another
15, representing two different advertis-
ers, as a condition of accepting the
units.)

Among the majors now approving in-
dividual 15s or planning to accept short
forms are All American Television,
Camelot Entertainment, a division of
King World, Group W Productions,
LBS Communications, Lorimar-Tele-
pictures, MCA TV, Orbis Communica-
tions, Syndicast Services, 20th Century
Fox and Viacom (via Tribune Enter-
tainment). Two other major barter
syndicators, Television Program En-
terprises and SFM Entertainment
were not available for comment. Syndi-
cators already accepting individual 15-
second announcements note they be-
gan the policy soon after CBS broke the
ice in October, 1985, taking the short
forms without restrictions. (CBS had
been taking standalones in some sports
and in news.)

ABC and NBC will accept 15s begin-
ning this fall.

Shelly Schwab, executive vice presi-
dent at MCA TV, acknowledges the
company’s move to 15s was dictated by
the networks. “They set the tone and it
became the standard for syndication.”
As to the precise structuring of the 15s

at MCA, Schwab says he is unable to
spell out details because the short
forms’ use is still in its infancy at the
company—“What is true today may
not be true tomorrow.” He says 15s
represent a very small percentage of
the total barter advertising mix at
MCA. “As the form grew on the net-
works, it became more popular in syn-
dication for competitive reasons. You
have to be prepared to do the same
thing or you might lose the product
line.”

Harry Mulford, vice president, na-
tional sales east, at 20th Century Fox,
says the company initially began ac-
cepting split-30s, as did most of the
other major syndicators, when the net-
works began the policy a few years ago.
But Fox has since lifted the restrictions
allowing aligned products only, in tan-
dem with the CBS network announce-
ment.

For example, Mulford continues,
Fox accepts two unrelated products,
instant coffee and Kool Aid, from Gen-
eral Foods, as part of a pod. Fox also
accepts a limited number of 15s from
more than one sponsor.

LBS Communications began accept-
ing isolated 15s in the early part of this
year, according to Michael Weiden, ex-
ecutive vice president of advertiser
sales at the company, with a policy that
limits the 15s to no more than two per
half hour. “We have two wishes here.
We want to accommodate the advertis-
ers who want to do 15s, and we also
recognize that everyone has a concern
about clutter.”

Program distinctions?

He says he’s not making any distinc-
tions on placing 15s regarding specific
programs. “That would be the tail wag-
ging the dog, if we did so. The program
has to be right for the advertiser, and if
they happen to have 15s, we will work

Viacom’s Gillespie

“Prices will rise.
That's the positive
long-term effect.”

Orbis’ Byrne

-
‘“You're not going to
use eight 15sina

two-minute break.”

with them and take it. However, we are
not putting emphasis on one show over
another in selling 15s. It has to be the
right environment for the advertiser.”

Orbis Communications’ Brian
Byrne, executive vice president, adver-
tiser sales, notes that the company fol-
lowed CBS soon after it announced its
change in the 15s policy. He says that
because Orbis was started in February,
1984, “it has had to exist in the scatter
market,” which has been practically nil
over the past few years. Thus when the
15s came on board and were acceptable
to at least one network and to Orbis’
stations—primarily the indepen-
dents—Orbis began accepting the 15s
as well.

Orbis’ policy on 15s is also not to
exceed five announcements in a two-
minute pod. “You’re not going to use
eight 15s in a two-minute break, that’s
going too far. When you’re controlling
all the inventory in the pod, you may do
two 15s and three 30s.” Also, he points
out, Orbis has been successful in isolat-
ing its national pods away from the lo-
cal ones.

‘No obstacles’

At Camelot, Rick Levy, president,
says his company will begin accepting
individual 15s in the fall now that the
networks have led the way. He notes
that stations previously had resisted
carrying 15s, but syndicators can now
follow the networks, whose affiliates
are accepting the announcements for
the most part (see story on stations’
policies regarding 15s on page 34). “At
this point there are no obstacles for
anybody in syndication to accept 15s
unless they arbitrarily decide not to.”

Levy says Camelot will open the
doors to individual 15s in a limited way
and doesn’t anticipate any major diffi-
culties in acceptance by the outlets.
Under Camelot’s plan, only five prod-
ucts will be run in a two-minute
break—meaning, for example, that one
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30 can be split and the other three have
to be regular 30s or a minute. Camelot
will introduce the policy on both the
Oprah Winfrey Show and Rock and
Roll Evening News, as well as its other
shows including Wheel of Fortune and
Jeopardy! “We will take a limited
number of 15s on all our shows, de-
pending on the availabilities,”’says
Levy.

At least two other major syndicators,
Group W Productions and Lorimar-
Telepictures, are planning to accept
standalone 15s for the first time in a
limited way beginning in the fall. At
Group W, Dan Cosgrove, vice presi-
dent, says the two-minute pod con-
trolled by the company in Hour Maga-
zine will contain a maximum of five
individual commercials. For another
property, PM Magazine, only one 30
per episode is available for national
sale, so it’s more than likely “we would
not run 15s except on an isolated ba-
sis.”

Peter Temple, vice president, do-
mestic distribution group, at L-T, says
that the company, “with great regret”
will accept standalone 15s on its non-
kid programming which includes its
sitcoms and access product. Under the
company’s new policy, not more than
two standalone 15s will run per com-
mercials pod. In some cases, such as in
People’s Court, only one minute of bar-
ter time is run for the half hour, but it
will contain only two 15s, says Temple.

As is the case with Group W, L-T has
several kid series, but neither syndica-
tor is applying its 15s policy to chil-
dren’s product.

Kids status quo

Children’s programming, in fact, ap-
pears to be the only arena that’s re-
maining status quo as far as both the
networks and the syndicators are con-
cerned.

Speculation on why kids are being
spared the introduction of 15s center
on three factors: 15s may be considered
as exploiting children; they could cre-
ate cluster in a “special” environment;
and, most importantly, the thinking is
that allowing 15s into the kid market-
place would attract the FCC’s atten-
tion and force regulation.

L-T’s Temple notes that syndicators
are not accepting 15s in kids fare be-
cause the networks aren’t, but if the
webs do, it’s likely syndicators will fol-
low. However, he says, the possibility is
very remote that networks will take the
short announcements in the near or
distant future.

Also, Temple points out, 15s are not
being produced for kids because there
is no demand by advertisers. “A lot of
the product is toys or new products, so

L

Commercial lengths—1985 vs. 1984

Network Spot

10 sec. 1.0% 1.3% 5.8% 5.5%
15 sec. 5.2 10.1 4 1.3
20 sec. - 8 A A
30 sec. 89.2 83.5 88.2 88.0
45 sec. 2.0 1.7 7 6
60 sec. 2.1 2.2 2.8 2.7
90 + sec. 5 4 2.0 1.8

100.0% 100.0% 100.0% 100.0%

Source: TVB

they need more than a 15 to explain the
product.”

To Orbis’ Byrne, standalone 15s rep-
resent a two-edged sword. On one
hand, 15s for well-known, well-estab-
lished brands are a good “remainder-
type” commercial, he notes. Therefore,
in an environment which doesn’t get
too cluttered, “it should have some
high enough recall to make the 15
worthwhile to the advertiser.” But be-
yond the remainder area, Byrne con-
tinues, 15s lose something in the cre-
ative message for non-established
brands or brands which are in a com-
petitive environment.

From the syndication side, there are
also two edges, he says. In a case where
the demand is heavy for a particular
program, it’s not unusual for a 15 to be
preempted for a 30-second spot. In a
soft daypart, on the other hand, “the 15
will be an advisable way to sell inven-
tory. In that case, you may get more
value from two 15s than from one 30.”
Of course, he points out, this all de-
pends on negotiations.

Agency-client views

Paul Isacsson, Young & Rubicam ex-
ecutive vice president, director of
broadcast programming and pur-
chases. says that the agency’s views are
not as important as the client’s when it
comes to 15s. He notes that there are
two schools of thought on the short an-
nouncements: On the one hand,
shorter-length commercials will not be
as effective in longterm selling, will add
to clutter and will denigrate the medi-
um of television; while on the other
hand, advertisers who have a campaign
running look at 15s in combination
with longer-length commercials and
other aspects of the campaign as play-
ing a major role in extending their mes-
sage at a lower cost.

All-in-all, says Isacsson, economics
are an important factor, and, therefore,
there is not one point of view. “It varies
from client to client. Some dislike

them, and some want more 15s.” How-
ever, he continues, it appears that 15s
have grown considerably among small-
packaged-goods advertisers, although
it’s hard to pinpoint the growth be-
cause Y&R is an agency of record.

A recently published review of com-
mercial lengths presented by Western
Media International indicates the
sharp growth of 15s. In 1984, 15s repre-
sented 5.2 per cent of all commercial
lengths, while a year late, 15s climbed
to 10.1, just about doubling its previous
percentage. In spot, the per cent was
0.4in 1984, and rose to 1.3 in 1985. The
WMI review was based on estimates
from the Television Bureau of Adver-
tising. (See table on page ? for complete
’85 vs. '84 rundown on commercials
lengths.)

Why now?

The big puzzlement on the part of
the syndicators is why the networks
have chosen to accept 15s at this time,
in the face of what many consider to be
one of the softest marketplaces in
sometime. Syndicators maintain the
move will increase network inventory
substantially. “If business is poor, you
shouldn’t increase inventory,” notes
one syndicator who didn’t want to be
quoted. “That’s the dumbest thing
they have ever done. Their cover is that
it will attract new advertisers to TV.
That’s the same excuse they gave when
they went from 60s to 30s. To com-
pound that, they are charging only 50
per cent of the 30-second rate. Eco-
nomically, that’s terrible. It cost me
more money to sell and run 15s then
30s, there is an immense amount of pa-
perwork. I have to sell twice as many
units, and I have to have product pro-
tection,”

L-T’s Temple says that standalone
156s will have a “terrible effect on the
marketplace as a whole. It will depress
prices. That’s already happened in
daytime CPMs, because there are al-

(continued on page 104)
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15-SECOND SPOTS

More inquiries than orders from spot
clients; agencies critical of ‘barriers’

TV station policies:
premium pricing,
preemptions

alone commercials by individual
television stations is going tobe a
slow process at best.

In the aftermath of network acquies-
cence on the shorter spots, stations are
scrambling to come up with a workable
policy. At present, the supply-and-de-
mand situation is sort of a double-
edged sword. Stations and reps say
there are lots of inquiries and very few
orders; on the other hand, agencies says
their clients are discouraged by the
number of barriers stations have erect-
ed.

These include:

B Premium pricing, most often set-
tling at 75 per cent of the cost of a 30.
(The networks and most syndicators

T he acceptance of 15-second stand-

are not charging premiums for isolated
15s. See story on page 31).

8 Automatic preemption.

@ Restriction to certain dayparts and/
or types of programming.

And some stations are not yet ac-
cepting any standalone 15s, although
they concede that an eventual change
in this policy is probably unavoidable.

For national advertisers, the situa-
tion is complicated by the lack of con-
sistency from market-to-market and
from station-to-station within a mar-
ket.

Chutter concern

The major reservation on the part of
stations is that greater acceptance of

Campbell-Ewald believes 15s are
effective for certain National Car
Rental spots because of the
“sstmplicity of the message.”

National Car Rental’s sportscar ad

15s will lead to too much clutter, a con-
dition they’re determined to prevent.

Echoing a policy of many broadcast-
ers, Ron Collins, vice president and
general sales manager of KRON-TV San
Francisco, says, “We will accept no
more than four commercial messages in
any given break or pod. Where we have
a 60 or 90-second break, we could ac-
cept two 15s, and there are some 15-
second positions in news breaks.

“What I wouldn’t want to see,” he
adds, “is a 120-second break with eight
15s—that would certainly hurt the ef-
fectiveness of television.” The Chroni-
cle station prices 15s at 75 per cent of
the 30-second cost.

Similar concerns are expressed by
Dave Sankovich, general sales manager
at KENS-TV San Antonio. “We’re posi-
tioned to take them at 80 per cent of
the 30-second rate,” he says. Like
KRON-TV, the Harte-Hanks station
will not run more than four spots per
break, which, Sankovich points out,
eliminates them from 120-second pods.

Most stations and reps interviewed
report only modest activity on 15s and
most of that in the form of inquiries
rather than orders.

However, in Boston, Deborah Sinay,
vice president and general sales man-
ager of WCVB-TV—the only affiliate in
the market accepting 15s—says the
station currently has 15-second re-
quests from 26 different advertisers
representing 11 major agencies.

The Hearst ABC affiliate began tak-
ing 15s seven months ago, and, at that
time, says Sinay, “We were getting
three or four inquiries a week.” The
decision was made, she says, because
“national dollars were down—some of
it going to barter. We felt it behooved
us to look strongly at taking these.”

News positions

However, 15-second availabilities
are sold only for specific types of pro-
gramming—*‘‘early and late news and
primetime news breaks. We felt that
since it was here, we could control it
rather than end up being dictated to
later on.”

Another station that has been taking
standalone 15s for several months is
wDIV(TV) Detroit. “About six months
ago, we decided to accept standalone
15s,” says Chris Rohrs, general sales
manager. “We designated three ar-
eas—noon news, early news and the
primetime news update position at 10
p.m. We felt that would give the adver-
tisers access to three major dayparts—
daytime, early fringe and primetime.”

Pointing out that the Post-News-
week station is “committed to protect-

$ WEEKDAYS*
100 MILES PER

DAY INCLUDED

-Surcharge applies in cerlaln meko d gon-
discountable and subject to

ing the commercial environment,”
Rohrs explains that the news areas
were selected because the station has

e
DAY INCLUDI

change.
substituted. Call for pomcipoﬂngm
details and nstncﬂom R
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Wbirv’s Rohrs

“It séems
we’re hearing
more requests.”

the flexibility to adjust the length of
commercial breaks while “other types
or programming would be more struc-
tured.” Theoretically, he says, a 75-3ec-
ond break could be created in order to
accommodate two 30s and a 15. Since
this means extra work for the station,
Rohrs feels a 75 per cent premium is
justified.

Until about a month ago, there was
“virtually no activity” on 15s, he says,
but currently there are “probably four
or five on the air. It seems we’re hearing
more requests—I suspect it’s the im-
pact of the networks. Advertisers are in
the process of preparing 15-second
commercials for network, and it’s flow-
ing onto the spot market.”

At KIRO-TV Seattle-Tacoma, 15s are
restricted “pretty much to local pro-
gramming and situations where we can
convert an existing break to accommo-
date them,” says Michael Poth, direc-
tor of sales & operations.

In Los Angeles, KCOP(TV) “just de-
cided to take them on a limited basis,”
says Peter Mathes, general sales man-
ager. “We offer specific time periods,
but unless we can match it up with an-
other 15, we won’t run it.”

A number of stations, however, have
created 15-second promos to team with
standalone 15-second commercials.
That, though, is precisely why they say
they will preempt a 15 if an order for a
30 comes in.

WwBT(TV) Richmond has gone one
step further. Says Ellen Shuler, general
sales manager, “If we have to take 30
seconds and pair a 15 with a PSA. we
will charge the full 30-second rate for
the 15.”

Some station groups are still holding

out against accepting any standalone

. “We have been

15s.

Says Jim Lynagh, president of Mul-
timedia Broadcasting: “We are not ac-
cepting them. Whether our position
will change, time will tell.

“Qur concern,” he eontinues, “is the
matter of clutter.” Wider use of 15-sec-

Multimedia’s Lynagh

“] don’t think
advertisers ought to
be happy about it.”

ond spots, he acknowledges, “is proba-
bly inevitable, but I don’t think that
advertisers ought to be happy about it.
The combined network shares have
just gone back up a little—we don’t
want to run the viewers away.”

The Group W TV stations currently
have a policy against accepting standa-
lone 15s; however, a spokeswoman says
that “research is underway on the ef-
fect they will have on the audience.
We're evaluating it; we’re concerned
about commercial clutter.”

Reps’ predicament

Television reps are sort of caught in
the middle between what advertisers
want and what their stations’ policies
are. “We are getting more requests for
15s,” says Harry Stecker, senior vice
president of Petry, Inc. “We have tried
to stay out of the decision-making pro-
cess,” he adds, acknowledging that it
can be difficult “in a market where two
or three stations are taking them and
your station isn’t.

“Our perspective,” he continues, ‘“is
that a 15 is nowhere near as effective as

FCB/Chicago’s Wray

able to use
a lot of leverage.”

a 30. Advertisers that overdo it are not
going to get effective use of their dol-
lars or the medium.” Their proper use,
he maintains, is “to supplement 30-sec-
ond spots. For certain products and ad-
vertisers—I don’t see how a 15 is going
to deliver their message.”

Similar misgivings are expressed by
Pete Goulazian, president, Katz Televi-
sion Group. “We’re concerned,” he says,
because “a good bit of testing shows
that 15s as a unit are less effective than
30s. That translates into television as a
medium becoming less effective.”

At Harrington Righter & Parsons,
John J. Walters, Jr., president, says
that, “up to this point, there’s been a
lot of feeling out—*‘will you take them
if we order them?’ Activity has been
very minor in terms of hard requests.”

Walters feels things will pick up in
the third and “particularly the fourth
quarter. If the network advertisers are
going to use them, some of these brands
are going to use them in spot.

“For the most part,” he continues,
“we feel the stations will accept them
once the hard requests come in.”

As for station restrictions on when
and how 15s can be placed: “Limita-
tions probably won'’t get in the way of
early advertisers, but they will become
a problem later on.” The growth of 15s,
Walters says, will be ‘evolutionary, not
revolutionary. In the fourth quarter,
they’ll be less than 5 per cent of the
total.”

For the longterm? “If I had to hazard
aguess, I'd say they’ll never become the
standard unit.”

Bill Breda, senior vice president, di-
rector of affiliate/independent sales at
Blair Television, describes the market-
place for standalone 15s as ‘“‘more in-
quiry than action” right now. However,
“longterm, 15s are here. They’re clear-
ing on the networks. As to what level

(continued on page 106)

WRG’s Geis

“Stations are not
making them
very attractive.”
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Can off-pay originals garner TV ratings
in syndication for HBO Enterprises?

HBO division
expands product
well beyond cable

By VICTOR LIVINGSTON

cable.

ing the pay run.

campus TV systems.

he featured movie on many do-

I mestic and international airline
flights last summer never was ex-
hibited in a theater. But some of the

passengers no doubt had seen or heard
about the film before—by way of pay

The film was Finnegan, Begin
Again, starring Mary Tyler Moore and
Robert Preston, a title produced as an
HBO Premiere Film. Premiere on
HBO it did; but it was only a few weeks
later that the picture appeared on the
in-flight entertainment circuit—dur-

In a somewhat similar vein, the HBO
Premiere Film entitled Fortress, a
morbid, violence-tinged Australian co-
production starring Rachel Ward, was
playing on U.S. Navy ships at sea
shortly after its pay debut. And the
first HBO airing of rock singer Phil
Collins’ hourlong pay TV special, No
Jackets Required, was followed by di-
rect satellite transmission to college

HBO made-for-cable programming
is showing up in the most unusual
places these days—not always intact.
Clips of music and comedy perfor-
mances first seen on HBO are now fea-
tured presentations on video jukeboxes
in video clubs, record stores and res-
taurants, in some cases soon after the

full-length versions appeared on HBO.

In the coming weeks, it is likely that
made-for-HBO original films, recently
renamed HBO Pictures instead of
HBO Premiere Films, will play on
monitors in luxury coach buses carry-
ing day-tripping gamblers from eastern
seaboard population centers to Atlan-
tic City.

If you're traveling abroad, don’t be
surprised if a recent made-for-cable
HBO debut turns up on your hotel’s
pay service. HBO made-fors have
played on both pay and broadcast tele-
vision in West Germany, the Nether-
lands, the United Kingdom and Japan,
among other nations.

And in the U.S,, an increasing num-
ber of HBO made-fors—feature-length
films, musical and comedy specials,
documentaries—are making their way
to a broader audience via broadcast
syndication.

The profusion of these non-tradi-
tional showcases for HBO material is
indicative of a significant development
at the nation’s largest pay television
concern: While domestic cable remains
the core business of Home Box Office
Inc., a wholly owned unit of Time Inc.,
HBO is fast earning the reputation
among broadcasters and ‘“‘non-stan-
dard” programming distributors as a
valuable source of high-quality pro-
gramming.

Jim Warmer

For sure, backend exploitation of
material that first has appeared on
pay-TV is nothing new. But the prac-
tice is on the increase as pay-TV powers
become less reluctant to exploit “cable-
exclusive” made-for-cable product in
other venues. HBO’s efforts arg@@ly
are more visible than those of smaller
rival Showtime/The Movie Chagnnel
Inc., for two main reasons. Because
Showtime/TMC is owned by Viacom
International, much of its pay product
is destined for backend exploitation by
the parent firm. Backend deals are not
generally publicized by the pay service
itself, probably over concern that such
publicity could diminish the “made-
for-cable” appeal of the product.

Secondly, Showtime/TMC’s pay
strategy involves spending major dol-
lars on acquisition of exclusive pay
rights to theatrical releases; it has itself
produced few made-for-cable films.
HBO is taking an opposite tack. As a
matter of corporate strategy, it eschews
expensive exclusivity provisions in film
acquisition deals, agreeing to exclusiv-
ity provisions only as a defensive mea-
sure (as it did in its recent five-year
deal with Warner Bros.).

Made-for performance

Instead, HBO is upping its invest-
ment in made-for-cable films. That
strategy, unlike spending for exclusiv-
ity, offers viewers original, quality fare
that is differentiated from pay TV’s
standard theatrical product. Michael
Fuchs, HBO’s chairman, recently not-
ed that, on the average, HBO’s original
programming outdelivered 75 per cent
of new theatrical films on the service in
terms of subscriber satisfaction last
year. That figure, as measured by an
internal HBO index, rose to 85 per cent
in the first quarter of this year.

It’s also a fact that, cable exclusivity
notwithstanding, pay subscribers can
get so-called ‘“‘exclusive’” pay cable

HBO off-pay
product is high
quality, but with
limited exposure.
That could spell
backend profit.
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‘Forbidden’

‘Fortress’

films even earlier than their cable win-
dows via the increasingly ubiquitous
rented videocassette. “The current
marketplace impact of VCRs has made
us look at our business differenty,”
Fuchs comments.

But investing in original production
also offers the potential for exploita-
tion of backend revenue venues other
than eable. So, for reasons of cable sat-
isfaction as well as backend potential,
HBO plans to co-produce about a doz-
en such made-for-cable pictures next
year, up from nine in each of the past
two years. And in all of ite made-for-
cable film financing deals, HBO con-
trols 50 per cent or more of the financ-
ing, officials say—assuring it a hefty
chunk of the ancillary rights action.

After some tentative experimer.ta-
tion a couple of years ago, HBO is just
now getting heavily into broadcast syn-
dication of product for which it hclds
rights. Officials say they are protecting
their cable turf by generally maintain-
ing an 18-month pay-cable window be-
fore such exploitation.

While no HBO made-for-pay movies
to date have first gone to other premi-
um TV venues, such as hotel pay-per-
view or domestic home video, HBO ex-
ecutives don't rule out the possibility of
such exploitation ir the future—al-
though they point out that the market

‘Gulag’

‘Finnegan, Begin Again’

for backend exploitation of made-for-
pay fare is most often created by pub-
licity and exposure on pay-TV. Indeed,
nontraditional showcases for HBO
product serve to promote the pay ser-
vice tself to audiences wha might not
otherwise have sampled cable’s wares.
That’s why HBO is untroubled by the
prospect of casino daytrippers seeing
an “HBO exclusive” made-for on in-
bus monitors.

Static pay growth

But the fact remains that domestic
pay growth is at best staticc. HBO
gained subscribers last year. but, by its
own reckoning, just barely (it claims
about 14.5 millicn subscribers, while
Showtime/TMC, with combined sub-
scribership of about 8.6 million, lost
subscribers last year). With domestic
pay TV in a plateau phase, top manage-
ment is looking harder at creative and
efficient exploitation of existing prod-
uct in new markets—both to reduce
costs of acquiring and producing origi-
nal product for domestic pay exhibi-
tion, and as a new and potentially sig-
nificant source of revenues.

That pretty much defines the mis-
sion of HBO Enterprises. It is the small
but strategically important internal di-
vision that negotiates rights packages

'\’ .
~; stations demand’?

These films were
' tailored to pay
TV tastes. The
question: Can
they draw the
big numbers that

\

and co-production arrangements, and
seeks to exploit new markets, including
foreign pay and broadcast markets, for
the increasing volume of HBO-pro-
duced product. (HBO maintains at
least a 50 per cent stake in its original,
nontheatrical programming.)

Part of Enterprises’ reason for being
is to attract producers by providing
program producers with ‘““one-stop
shopping” for various rights, some of
which end up being resold by HBO on
the producer’s behalf to third parties.
In that sense, HBO Enterprises serves
not only as a developer of new markets
for programming, but as a rights broker
and project financier. By paying to ac-
quire additional rights, HBO makes
possible larger production budgets for
its producers. By reselling those rights,
either by itself or a third party, HBO
stands to profit in an agency role.

One lucrative area not handled by
Enterprises is home video, which is ad-
ministered by the film acquisition
team, working with executives of
Thorn-EMI/HBO Home Video, the
partnership that comprises one of the
nation’s top 10 home video companies.
(The first HBO made-for to be released
on home video, Finnegan, Begin
Again, came out last year and, in home
video terms, apparently has been a
modest seller; HBO won’t release sales
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figures.)

Just how much HBO Enterprises
contributes to HBO’s bottom line is
known only inside HBO. But Henry
Schleiff, the HBO senior vice president
of finance and administration who
oversees Enterprises, allows that “this
has been a favorable year in Enterpri-
ses’ development, and we’re doing sub-
stantially better than last year.”

At the same time, Schleiff and his
Enterprises crew constantly maintain
that they are less concerned with devel-
oping new businesses than with
strengthening HBO’s core product. As
Schleiff argues, “The aftermarket truly
is an afterthought with us. . .. We make
serious dollars, but we take those seri-
ous dollars and put them back [into
HBO] for the acquisition and develop-
ment of new programming.”

The division was born in late 1982
under former HBO executive Fred Co-
hen. The division consolidated several
separate HBO operations, including
domestic pay syndication to STV, MTS
and Canadian outlets (during that
time, HBO was on its own exclusivity
binge, with major theatrical pre-buys
for such titles as On Golden Pond and
Sophie’s Choice).

Enterprises’ first major deal, and the
precursor for HBO’s recent thrust into
broadcast syndication, was a June,
1983, agreement with Metromedia, un-
der which the parties agreed to co-pro-
duce eight HBO Premiere Films. HBO
also licensed to Metromedia broadcast
syndication rights to three existing
Premiere Film titles (The Terry Fox
Story, The Cold Room, Right of Way).

The titles were earmarked for Metro-
media’s attempt at a fourth network,
later to go to general broadcast syndi-
cation.

The only product in which the part-
ners joined in a coproduction was
HBO'’s Mussolini miniseries. The deal
fell apart as Metromedia began its de-
parture from broadcasting, and amid
reports of creative dissension between
HBO and the broadcast group.

HBO learned some important les-
sons from the Metromedia deal, re-
counts Jim Warner, vice president, En-
terprises. It learned that its HBO Pre-
miere Films could do well in barter
syndication. All three titles averaged
“close to a 7.0 rating,” he says, ‘“which
is a good, respectable number.” The ti-
tles achieved healthy clearance as well,
“north of 75 per cent.”

Compatibility important

On the downside, Warner says HBO
learned that to do successful co-pro-
ductions, “you not only have to find
financial deals that work, but you have
to find creative compatible organiza-
tions, and that’s always tough.” As a
result, he says, HBO assures itself of
creative oversight in projects it helps
finance.

About the same time as the Metro-
media deal, Enterprises entered into a
deal with Columbia Pictures, Twenti-
eth Century Fox, CBS and Goldcrest
International of England to form what
became known as Premiere Interna-
tional. Premiere, essentially an inde-
pendent pay network created to service

HBO’s station customers report
good response to off-cable. But
will specials and documentaries
do as well as made-for-pay films?

Orbis’ John Ranck

non-U.S. markets, has experienced
many changes in partners, and busi-
ness fortunes as well. CBS and Gold-
crest dropped out, replaced by domes-
tic rival, Showtime/The Movie Chan-
nel and Thorn-EMI (recently
purchased by the Cannon Film Group).

Premiere has partnered with Robert
Maxwell in England, and with four do-
mestic firms in Japan, to create pay
cable networks in those countries. The
results thus far have been “mildly dis-
appointing,” Warner reports, due
mainly to slow cable growth in those
nations and “an everchanging regula-
tory environment” with strong growth
in over-the-air commercial television.

“We’re committed to it,” Warner
says of the Premiere partnership. “We
think there’s a market for it, but it’s
slow in coming.”

Meanwhile, Warner and company
explored what they term “nooks and
crannies,” non-traditional markets
that individually amount to small
change, but in the aggregate generate
meaningful revenues. A deal with Jag-
uar Distribution Corp. of New York
puts original HBO product on the air-
lines, on ships at sea, and in military
installations. Selection is made by Jag-
uar, on behalf of its clients, on a title-
by-title basis.

Rowe International, the mechanical
music machine giant, pays HBO for
each of its comedy or music clips it uses
in its video jukeboxes. Campus Net-
work distributes concerts and enter-
tainment specials to college campuses
via satellite on a title-by-title basis.

And under alongstanding deal, HBO
Enterprises provides the Spectradyne
Corp. with theatrical titles for its hotel
pay-per-view operation, the largest in
the lodging business. While no HBO
made-for-pay movies have gone to ho-
tel PPV as yet, Andrea Graff-McBur-
nett, Enterprises’ director of program
sales, doesn’t rule out the possibility in
the future.

(continued on page 114)

Fox/Lorber’s Richard Lorber, |., David Fox
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Reasons vary, but ability to segment,
efficiency vs. other media often cited

What’s behind
network radio’s
impressive growth?

etwork radio continues to beat

N its own records. The medium

has enjoyed a string of unkro-

ken increases, in fact, every quarter

since the Radio Network Association

was formed and started tracking sales
revenues.

For the first five months of 1986, net-
work revenues, as reported by RNA
and published in TV/RADIO AGE’s Ra-
dia Business Barameter, rose 16.5 per
cent to $141,516,782 from $121,489,687
the previous year. This includes a
whopping 28 per cent increase in April,
followed by a 12 per cent rise in May.

What is accounting for network ra-
dio’s continual healthy showing? The
reasons cited are varied but include the
following:
® Ability to pinpoint a specific con-
sumer segment nationwide.
® Backlash from television’s high
prices.
® Broadened program offerings.

m Greater efficiency than spot.

The radio network companies ac-
counting for the lion’s share of this
steadily growing volume are, in order of
share of market, ABC, CBS, the United
Stations Networks, the new Mutual-
Westwood One combination, and
NBC.

Advertisers leading the charge for
network radio, in terms of first-four-
months investments in the medium as
reported by Broadcast Advertisers Re-
ports, are Sears Roebuck and its
$13,908,653 for the January through
April period, AT&T, with $9,767,325,
Warner-Lambert, in for $9,261,865,
Greyhound and its $6,515,777, and
General Motors with $4,993,103.

Asked for opinions on the factors be-
hind the radio networks’ uninterrupted
string of wins, agency media executives
like Page Thompson, senior vice presi-
dent, media director at Needham
Harper Worldwide in New York, point
to “the webs’ ability to pinpoint a spe-
cific consumer segment nationwide, at
cost efficiencies other media can’t
meef.” And he notes that network ra-
dio “offers national coverage for those
advertisers who are cutting back on the
more expensive national coverage they

had been getting from other media.”

Joel Kushins, senior vice president,
media at Bozell Jacobs Kenyon & Eck-
hardt, says network radio has been able
to generate a growing volume of busi-
ness “from such unexpected sources”
as food advertisers and large retail
chains such as Sears and Zales for sev-
eral reasons.

For one thing, he points out, the ra-
dio networks “benefit from the ebb and
flow of the television market and its
high prices relative to radie, which
have made television prohibitive to
some advertisers.”

At the same time, says Kushins,
“Television viewing has become more
fragmented, and radio offers advertis-
ers the opportunity to focus more fre-
quency on consumer segments that
television may be skimming only light-
ly.” He notes, for instance that, “A
combination of more economical radio,
plus primetime television, provides a
way to reach working women who are
no longer available to daytime televi-
sion.”

Kushins also points to “a general
concern about which direction the
economy is going, that makes some ad-
vertisers look for short term exposure

in order to avoid longer-term, larger
commitments involved in using some of
the other media.”

He observes that while spot radio of -
fers most of these same advantages, the
radio networks “provide the additional
incentive of 30s at half the price of min-
utes. The asking price on aspot buyisa
premium of 80 per cent of the minute
rate.”

Broader programming

At William Esty Co. Tom Winner,
senior vice president, director of broad-
cast media operations, describes net-
work radio as “a much more dynamic
segment of the media spectrum than it
used to be. The challenge of the newer
innovators like Westwood One and
United Stations has acted as an incen-
tive for the old line networks to broad-
en their own program offerings, to the
point where youth-targeted networks
alone present a wide variety of news,
features and comedy along with their
regular music and concert specials. In
some cases the program content seems
almost made to order to meet the needs
of some of their advertisers.”

Winner also notes network radio’s
“cost efficiency compared to media like
television and magazines,” and says
that, “Once an advertiser wants to go
beyond the top 50 markets with radio,
it doesn’t make too much sense to stay
with spot.”

Charles Trubia, senior vice presi-
dent, director, radio/negotiations at
Ted Bates, explains that more radio
dollars are going to the networks ‘“‘be-
cause the cost differential between spot
and the networks or rep group plans is
so wide that if an advertiser is in more
than 30 markets, why pay the higher
rate for spot, unless you have a special
case, like a client need for special mer-

Network radio “offers national
coverage for those advertisers
who are cutting back on the more

expensive coverage
they had been getting

from other media.”

Page Thompson
Senior vice president
Needham Harper Worldwide
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“A growing number of advertisers
have come to recognize the value of
the frequency levels they can build

chandising help in a particular group of
markets?”

Richard Kostyra, executive vice
president, U.S. director of media ser-
vices at J. Walter Thompson USA, also
cites “economics” as a force “moving
more people into network radio.” He
points out that “as costs continue to
rise for all other media, advertisers
have been forced to look for a relatively
low cost vehicle that can deliver the
necessary reminder frequency effi-
ciently.”

Kostyra adds that another advan-
tage offered by the radio networks is
“consistency of programming, which
provides protection in terms of the en-
vironment the participating advertiser
can expect. It’s unlikely, for instance,
that a contemporary station is going to
carry a country music special.”

And on the administrative end, he
adds, “The networks make a radio buy
and the examination of it, easier than
spot radio.”

At BBDO media supervisor Peter
Harrington credits the radio networks
with “doing a more professional job on
both the sales and operations sides of
their business.” This, he says, “has
helped build more advertiser confi-
dence in the medium, and that’s trans-
lated into longer-term commitments
with more upfront dollars and longer
schedules.”

Harrington adds that part of this
professionalism includes “the comput-
er runs they’ll do, tailoring combina-
tions of networks to order for us and
producing printouts that show reach,
frequency and GRP totals for various
combinations, calculated from the de-
mographics, weights and dayparts we
specify.”

Still another aspect, he says, is that,
“The networks today are selling them-
selves more aggressively to both the
planners at the agencies and to the
marketing people at the clients.”

up on the networks
at relatively
efficient prices
compared to some
of the other media.”

Susan Rowe
Vice president
NW Ayer

Susan Rowe, vice president, network
supervisor at N W Ayer points to
“Sears and one or two other advertisers
who have increased their investments
in network radio dramatically in the
last year or so.” These, she notes, “are
among a growing number of advertisers
who have come to recognize the value
of the frequency levels they can build
up on the networks at relatively effi-
cient prices compared to some of the
other media.”

Another agency media executive re-
ports two brands he works on using
network radio for the first time, “be-
cause everything just happened to click
the right way at the same time. The
targeting was right, both campaigns
needed frequency, and creative came
up with great audio versions of both
messages. But two brands certainly
can’t account for the long-term upward
trend we’ve seen the radio networks en-
joy quarter after quarter.”

But he does throw out some guesses:
“I can speak only for the accounts I'm
responsible for. As for all the others at

all the other agencies, I can only specu-
late that maybe more creative talent
throughout the industry has been
learning how to work effectively with
sound. I know that in the past I've
worked on campaigns where I would
have loved to use radio, if we could
have come up with the right creative.
But it didn’t pan out, so radio wasn’t
included. But today, creative seems to
be producing more often.”

Needham Harper’s Thompson on
the other hand, says, “I wish I could say
that I've seen a major breakthrough in
the creative use of sound, and that that
was a contributing factor. But I'm
afraid we’re still waiting for it to hap-
pen. Radio does have a lot of potential
power for those few creative people
who know how to make the most of it. I
would like to see a lot of encourage-
ment for more of this kind of creativi-

ty-”

Intelligent selling

At another agency, a media exec
speculates that “Another possibility is
that maybe the radio networks are sell-
ing themselves more intelligently. So
many more networks are available to us
today that we have more flexibility in
lining up different combinations of
wired and unwired rep networks to tar-
get more precisely, geographically as
well as demographically.”

Similarly, Bozell’s Kushins notes
that the increase in numbers of radio
networks ‘“mean more choice for more
advertisers, and more salespeople from
more networks competing for a larger
share of available advertising bud-
gets.”

On the sales side C. T. Robinson,
chairman of the board of Transtar Ra-
dio Network, observes that, ‘“Between
them, the growing number of radio net-

(continued on page 103)

The radio networks “benefit from
the ebbs and flow of the television
market and its high prices relative

to radio, which have
made television
prohibitive to some

advertisers.”

Joel Kushins
Senior vice president
Bozell Jacobs Kenyon & Eckhardt
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Promotional experts criticize look-alike
campaigns, strive for local approach

Radio station spots
on TV aimed toward
more lasting results

elevision advertising by radio
I stations is groping for a new di-
rection. Experts in creating and
producing campaigns for stations ob-
serve that look-alike TV commercials
are failing to create distinctions be-
tween stations and that, more impor-
tantly, they’re only achieving sampling
of the station—hyping the cume for
one ratings book but failing to present
facets of a station that can build a long-
term audience.

To some extent, syndicated commer-
cials are being blamed for failure to
capitalize on the local appeal of sta-
tions. And even beyond this, new,
“quick buck” station owners and their
research consultants are accused of in-
sisting ocn promotion by formula. The
net result, it’s said, has been an over-
abundance of commercials reliant on
gadgetry and technology and resem-
bling a cloning of MTV.

Some, though, see a light at the end
of the tunnel—a movement toward
greater localization of commercials.
Many of the newer campaigns are plac-
ing greater emphasis on station person-
alities, local scenery and people and
station attributes that are more indige-
nous to the station being promoted.

While TV advertising of radio sta-
tions is said to have grown dramatically
in the past several years, it’s believed to
have tapered off or declined over the
past year, as formula advertising has
failed to offer long-term results. Broad-
cast Advertisers Reports figures pro-
vided by the Television Bureau of Ad-
vertising combine the Tv ad expendi-
tures of radio, television stations and
cable, making it difficult to trace the
growth from radio alone.

Combined local spending of these
three entities, according to TvB,
amounted to $134,482,400 in 185,
compared with $128,577,500 in '84,
with the category ranked seventh in lo-
cal advertising for both years. Back in
1980, when cable was not included, the
category also ranked seventh with ex-
penditures of $69,264,200. Some be-
lieve the addition of cable system and
program service advertising has been a

major factor in the recent growth of the
category.

Extent of advertising

Assessments on the growth or de-
cline of station TV campaigns vary ac-
cording to the source. Broadcast pro-
motion pioneers Robert Klein, presi-
dent of Klein &, Los Angeles, and Dale
Pon, executive vice president of Lois
Pitts Gershon Pon/GGK, New York,
and president of its entertainment di-
vision, report their business from radio
stations has virtually dried up. But
Barry Rosenthal, creative director of
Spotwise, Boston-based broadcast
marketing and commercials produc-
tion firm, estimates a “modest” 10 per
cent increase in radio activity over last
year.

Rosenthal concedes that some sta-
tions are backing away from TV adver-
tising because of the expense and be-
cause they haven’t seen the expected
ratings increases—at least not from
syndicated spots. As a result, he adds,
those who really believe in advertising
are emphasizing localization and are
moving to custom spots: “People want

Use of live
action, as

in this spot
for WAAF in
Boston, helps
counteract
overuse of
gagetry and
animation.
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to see their own town.

“People are now spending about
$30,000 to produce a spot versus
$10,000 a while back,” he reports. “A
single radio station can spend $200,000
to $300,000 in a quarter in a market like
Boston. I've seen one New York station
spending several hundred thousand
dollars for one rating book.”

Rosenthal contends that if a station
delivers the right message and it’s seen
by enough people enough times, it will
get people to sample the station—*but
you have to have the right product to
keep the listener. If you state that no-
body plays more music than your sta-
tion, and someone turns it on and hears
a lot of commercials—and five other
stations run less commercials—you
only get people mad. You have to be
true to your format.”

Also unrealistic, he says, is a station
changing format half a dozen times in
the course of the year and doing a pro-
motion each time: “When you change
your format, you’re just looking for a
quick fix. You lose audience because of
lack of stability. What works in this
world is consistency in product and ad-
vertising.” Rosenthal advises stations
to stay with the same advertising
theme for a long period of time in order
to establish an image.

While Spotwise has done its share of
syndicated spots, which have been pop-
ular for some time, Rosenthal observes,
“Marketing is becoming too scientific
to rely on a spot someone did 3,000
miles away. People want a lot of stabil-
ity in their lives, and they want to be
approached on an individual basis.”

He notes Spotwise did a syndicated
spot on “The Spirit of Rock ‘n’ Roll”
and that the actor in the spot worked
well for Baltimore but seemed out of




KKFR's “Smokey”’

place for Richmond, Va. He observes
that regional accents and attitudes can
make a major difference in a commer-
cial.

Contending that gadgetry and tech-
nology have been overused, Rosenthal
says the trend is toward reality and
portrayal of user benefits and life-
styles: “You can stand out better with
live action because so much good ani-
mation has been done that you have to
spend quite a bit to blow 'em away.”

An example of a current approach is
a spot for WAAF Boston, an album-ori-
ented-rock station. It has three scenar-
ios. A beautiful woman in a car is intro-
duced with the logo, *‘Confessions of an
ex-button pusher,” usirg “sexy” pho-
tography. The theme continues with a
student in a college dorm who tells how
he’s concluded his search for the right
station. Then, a male student at his
high school locker thinks aloud that
competing WBCN is “a great station-
but sometimes [ just want to rock.”

Surprisingly, WBCN, a previous cus-
tomer, didn’t object to the comparative
advertising. In fact, Spotwise recently
found a new approach for that station,
doing a commercial that has run in 60
theaters of the USA Cinemas chain
throughout New England. It promotes
the “movie phone’ service of the sta-
tion, where “all walks of life—human
or alien—" can phone that station to
check what’s playing at their favorite
USA Cinema. The spot includes extra-
terrestrials beaming down to earth and
an overall space age look.

Cloning success

After having done commercials for
more than 70 radio stations, Pon cur-
rently has only two remaining radio ac-
counts—the AM/FM pair KFYI/KKFR
Phoenix. Many of his earlier commer-
cials are still being imitated through-
out the country, he says, and, although
he states, “Imitation is the sincerest
form of flattery,” he despairs of the
overall bleakness of the radio station
advertising picture.

By playing on
a negative
theme from a
past campaign,
KKFR reversed
a negative
image.

“What bothers me,” says Pon, “is
that a lot of owner-operators have fall-
en into the pattern of believing that
buying something off the shelf from a
syndicator is the way to fame and for-
tune. There’s damn little use of imagi-
nation now. I haven’t seen such a
dearth of creative effort since we began
finding our feet in the mid-’60s. The
commercials used to be born from a
real understanding of what a station
was doing or trying to do in the market-
place.”

Pon complains of receiving calls
from stations telling him what a good
job he’s done for someone else and end-
ing in, “Give me that, too.” His comme-
cials for WPIX(FM) New York depicting
“love songs” with cherubs have result-
ed in “two-score” of such calls, but Pon
says he refuses to knock off his own
work. He says, “My job is to figure out
what the station is and sell it.”

For KKFR, he reports, the recent re-
sult was a nearly tripled audience share
between the March-April and April-
May Birch reports—from a 1.0 toa 2.7.
Here the challenge was to follow

WrLJ/s d.J.
janitor hit
bigin NYC,
with clone
versions now

in some 100
other markets
with same actor
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through on a campaign that was creat-
ed before his company’s involvement
and generated a negative image for the
station.

The earlier commercial depicted the
station as being so hot that it was burn-
ing down the city. So Pon’s organiza-
tion helped the Phoenix station rise
from the ashes of destruction by intro-
ducing “Smokey the Fireman,” an ob-
vious relative of Smokey the Bear, who
advises, “Be careful. You're playing
with fire.”

The theme was carried through by
dressing the station’s six d.j.s as fire-
men and borrowing a fire station and
equipment from the Phoenix fire de-
partment. The “firemen’” named hot
artists and held up pictures of them
during the spot, and the 92.3 dial posi-
tion appeared as a light on the top of a
fire truck.

Pon adds, “You can go for a short-
term gain by using controversy for the
sake of controversy or loading up with
prizes or giveaways. This can get an
enormous cume sampling but not a cor-
responding share increase. This can
hurt a station badly because people will
try the station and never want to try it
again.

“What’s true about advertising is
that, in and of itself, it may be a benefit
of a product.” He explains that auto-
mobile advertising, for example, has
given him a more positive feeling about
the car he was driving. “Advertising
can make you understand what you're
using in a different way. In Phoenix, we
have two distinctive products that are
not easy to understand without adver-
tising. You not only have to create a
trial of the product, but you have to
create usage. You have to get people to
fall in love with you.”

(continued on page 110)




FARM BROADCAST '86

The market, regional reports, advertising
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Estimates of 1986
U.S. net cash
income have been
boosted upward to
$42-46 billion, near
the record levels.

Farm Eroadcast-86

July, 1986

Glimmers of hope: 2-year drop in cash
expenses; slowdown in land value dip

Will government
programs spell
relief for farmers?

By FRED ALLEN

aturated with uncertainty and
s lvaded with question marks,
many of the same economic
clouds are shadowing U.S. farm hori-
zons in 1986, as were on the scene in "85.
This vear, though. a big new question
mark has been added—what the effec-
tiveness will be of government response
to the farm economic crisis of the ‘80s,
in the form of new programs now being
introduced as part of the five-year farm
bill, approved last December.
Meanwhile, a few pasitive develop-

1

ments are now glimmering through the
gloom.

Lasi month, the Department of Agri-
culture forecast a $5 to $6 billion drop
in farm cash expenses in ‘86 below
those recorded last vear, and close to
$11 billion below those for 84— the
first time such a consecutive two-year
decline has occurred. according to the
USDA, since the 1930s. The unexpect-
ed size of the cash expense reduction
results from a combination of factors—
the recent rapid drop in fuel prices and
in related lower costs for energy-based

Stripcropping corn and alfalfa in northwestern lllinois

\

USDA-SCS Photo by Tem McCabe
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U.S. crop exports

1985/86

estimated
Wheat (mil. bu.) 900
Rice (mil. cwt.) 55.0
Feed grains (mmt.) 41.8
Soybeans (mil. bu.) 780
Cotton (mil. bales) 2.0
Tobacco (mil. Ibs.) 660

Source: EMS/USDA, June. 1986

U.S. crop production

1986/87
forecast

1,100
75.0
48.9

775
6.0
680

% change

22
36
17
-1
200
3

'70-'85 % change
trend 85786 ;rena
'85/86 proj. to '86/87 to to
est. ‘86/87 fore. '86/87 '86/87*
Wheat (bil. bu.) 2.4 2.8 2.2 0 —14
Rice (mil. cwt, rough) 136 156 130 —4 —16
Feed grains (mmt) 274 247 235 -13 =3
Soybeans (bil. bu.) 2.1 2.2 1.9 T =4
Cotton (mil. bales) 13.4 12.7 11.0 -19 =13

* Percent change from trend to 1985/86: wheat. —8: rice, — 10; leed grain. 12; soybeans. — 2: cotton, 7. Source: EMS/

USDA., June, 1986

farm inputs such as fertilizer: reduced
interest expenses. produced by lower
rates; and acreage cuts expected be-
cause of high participation this year in
government programs featuring heavi-
er set-aside requirements,

As a result of these revised projec-
tions for farm cash expenses, estimates
of 1986 U.S. net cash income have been
boosted upward to $42-$46 billion,
near the record levels of the prelimi-
nary figures for last year.

However. net farm income (which in-
cludes both the value of inventory

Farm production

expernses

Leading states, 1984

(billion $)

U.S. total/$139.5 billion

Rank State Amount

1 California $12.11
2 Texas 9.83
3 lowa 9.10
4 lllinois 7.20
5 Nebraska 6.65
6 Minnesota 6.50
7 Kansas 6.11
8 Wisconsin 4.90

Source: ERS/USDA May. 1986

change and total production expenses,
plus the addition of depreciation) is ex-
pected now to total between $26 and
$30 billion, which will be slightly below
the final figures for ‘85.

On another critical front, observers
are noting some slowing in the steady
drop in land values that has fueled the
farm credit crisis over the past few
vears. Lower interest rates are now
making it easier to purchase land for
farm production, but the overall slide
in value continues, and the problem is
still significant.

Crop marketings/cash
receipts

Leading states, 1985

(million $) (includes net CCC
loans) U.S. total/$73.9 billion

Rank State Amount
1 California $9,648
2 lllinois 5,379
3 lowa 5,018
4 Texas 3,977
5 Minnesota 3,769
6 Florida 3,364
7 Nebraska 3,345
8 Indiana 2,921

Source: ERS/USDA May. 1986

A recent USDA analysis of the cur-
rent land value situation takes this
view ... Continuing the trend that be-
gan in 1981, farmland values fell 12 per
cent in '85. And the large fall in values,
compared with cash rents, has put
rent-to-value ratios closer to their 1974
levels. This suggests that land values
may be stabilizing, while declines in in-
terest rates are making purchases ea-
sier.”

However, USDA economists warn
that. “cash land rents may continue to
decline if multiyear contracts are rene-
gotiated at lower levels in expectation
of lower returns.”

[t's also possible,” the report contin-
ues, “‘that values could be pressured
downward if financial institutions mar-
ket foreclosed land too rapidly.”

While these developments should
have an impact on the farm economic
situation this year, the director of U.S.
agriculture for Chase Econometrics,
Richard Pottorff, emphasizes that ...
“if there is a driving force in agriculture
in 1986, it will be the implementation
and operation of government programs
which are a part of the new farm bill.”

Pottortf provides more details, in a
separate interview on page A-6.

Underscoring his statement, howev-
er, is this observation contained in a
midyear USDA report, indicating that
... “planted acreage in 1986 will be
dewn about 5 per cent, mainly due to
greater participation in government
programs.™

“Provisions of the 1985 farm bill
mandating lower U.S. loan rates,” the
report continues, “‘are now being im-
plemented. The marketing loan pro-
gram for rice took effect April 15, and
the lower loan rates for "86/°87 craps of
wheat, feed grains and cotton become
effective between June 1 and Septem-
ber 1. Rice exports are alreadv re-
sponding to the lower price supports,

Livestock marketings/
cash receipts

Leading states, 1985

(million $) (includes net CCC
loans) U.S. total/$69.6 billion

Rank State Amount
1 Texas $5,438
2 lowa 4,591
3 Nebraska 4,573
4 California 4,223
5 Wisconsin 3,982
6 Kansas 3,557
7 Minnesota 3,282
8 llinois 2,176

Source: ERS/USDA May, 1986

Farm Broadcast-86
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Farm & agri-equipment retail sales

1985 1986(F) 1987(F)
All farm tractors 115,673 114,350 116,600
2wp farm tractors, under 40 HP 57,214 58,500 59,000
2wp farm tractors, 40-100 HP 37,847 37,500 38,000
2wp farm tractors, 100 HP & over 17,700 16,100 17,000
4wp farm tractors 2,912 2,500 2,600
Self-propelled combines 8,411 7,800 8,000
Cornheads 5,016 4,550 4,630
Balers, under 200 Ibs. 7,038 6,880 6,800
Mower-conditioners 11,243 10,700 10,900
Forage harvesters 2,460 2,225 2,300
Windrowers 2,026 1,913 1,963
Grinder-mixers 1,914 1,750 1,865

(F) = forecast/FIEI member company survey. Source: Farm & Industrial Equipment institute State of the Industry Update, May, 1986

jumping 45,000 tons in a four-week pe-
riod in early April.”

Although U.S. exports of these three
commodities are expected to rise
sharply into 1987, ending stocks of feed
grains will continue to grow. Predic-
tions are that ending stocks of wheat,
cotton, rice and soybeans will remain
large.

Though these lower U.S. loan rates
may improve the farm export situation
to some extent, the U.S. dollar general-
ly remains strong against many curren-
cies important to this country’s farm
trade. And this factor continues to hurt

sales of farm commodities outside the
U.S.

Already under fire

The programs set in motion by the
85 farm bill are already under fire,
with critics maintaining that the huge
increases in payments to farm produc-
ers will benefit wealthier, more suc-
cessful operators, rather than those
with heavier credit and financial prob-
lems. Historically, that criticism has
some merit. In 1984, for example,
USDA statistics show that 15 per cent
of government payments ended up in
the pockets of producers with net
worth of more than a million dollars.

Several weeks ago, the Wall Street
Journal titled a lengthy front-page sto-
ry with the headlines ... “New Farm
Law Raises Federal Costs and Fails To
Solve Big Problems” and It Will
Shower Federal Money on Prosperous
Farmers and Maintain Surpluses.”

However, many observers feel the
new programs, representing a compro-
mise between free-market and farm-
state interests, may produce intended
results over the longterm.

It’s true that the high cost of the new
farm programs—with estimates, cover-
ing only the first three years, ranging
from $54 to $70 billion-——may bring

changes earlier than planned. But, at
midpoint in 1986, the programs are un-
derway, and only time will produce evi-
dence concerning whether the results
will justify the cost.

Many farm producers are already in-
volved in the bill’s new programs. En-
rollment has been heavy, not only for
grain and cotton farmers, but for corn
and hog producers, as well. This, de-
spite the fact that 20 per cent of the
acreage involved must be earmarked
for conserving uses.

The heavy signups by corn producers
now has covered about 83 per cent of
the nation’s corn acreage, and USDA
economists predict that corn plantings
could fall from 83 to only 78 million
acres this year. Despite the acreage cut-
backs, direct government support pay-
ments will more than double those paid

in ’85.

There are estimates that production
costs for corn producers may drop 5 per
cent this year, spurred by drops in the
cost of fuel and agrichemicals. This,
plus lower interest rates (excluding
rates for real estate), coupled with the
sharp increase in government pay-
ments, may result in net cash income
for corn producers totaling about the
same for this year as that for ’85.

Combination corn/hog producers of-
ten increase hog numbers when corn
prices are low. Feed costs, estimates
the USDA, account for about 60 per
cent of the total cash cost of hog pro-
duction. So, lower feed costs should
strengthen the net returns of these pro-
ducers this year, despite the fact that
many hog farmers are delaying expan-

(continued on page A-8)

U.S. farm cash production expenses

(Billion 1982 $)
117.9
110.7
105.8
97.9
90.7

84.9

1981 1982 1983 1985 1986 1987

Source. Chase Econometrics Forecas!s June 1986
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Orion Samuelson and
¢ Armstrong The N ahon s ¥ 1

Why? Credibility ...credibility to agricultural news develop- and Max devote nearly 12 hours

that comes from being on the ments at local, state and of prime program time to serving
scene with first hand coverage national levels. Orion and Max agricultural listeners each week.
of the nation’s major agricul- deliver all of the information So when you want to reach
tural events. Orion Samuelson farmers want and need. more of the most successful

and Max Armstrong are agricul- The WGN Farm Team travels farmers around, you'll find them
tural specialists with over 40 some 90,000 miles annually and listening to Orion Samuelson and
years of experience. From originates 40 Noon Show broad- Max Armstrong on WGN Radio.
up-to-the-minute price quotes casts a year from fairs, farm Represented nationally by

and coverage of trading action shows and conventions. Orion (£ Christal Radio

\\ I’r

720 AM (Z= WGN Radio is Chicago.

(.S Farm Broadcaster Populanty Study
1983 Doane Marketing Research. Ir



Impact of ’85 farm bhill seen as all-pervasive

mpacting farm fortunes more than
any other factor this year is the gov-
ernment policy that is now being im-
plemented in programs of the ’85 farm
bill, according to Richard Pottorft,
Chase Econometrics’ director of agri-
culture.

“The government,” he says, ‘‘worked
to shape the ’85 farm bill, to include
programs that would be more market-
oriented and reduce government influ-
ence on agricultural industry. The re-
sult, of course, has already turned out
to be somewhat less than shapers of the
bill had hoped for. . . since government
involvement is even more widespread
now than under previous farm legisla-
tion.”

*The new programs,” notes Pottorff,
“are affecting all aspects of agricultural
production—from supply-reduction
plans attempting to curtail output, to
those planned to boost exports.”

“And, adds the Chase Econometrics
farm analyst, “the amount of income to
be received by producers from the gov-
ernment will be significantly greater
under provisions of the ’85 farm bill
than under previous farm legislation.”

“The new programs,” he points out,

“The new
programs,” says
Richard Pottorff of
Chase
Econometrics, “are
affecting all aspects
of agricultural
production—from
supply-reduction
plans attempting to
curtatl output, to
those planned to
boost exports.”

“are aimed primarily at the crop sector,
with most of the provisions dealing
with protecting crop-producing in-
comes, and with attempts to boost crop
exports.

In general, the benefits and associat-
ed costs relate primarily to the major
crops—the feed grains, food grains and
cotton.”

Noting that there has been *a lot of
concern about the effectiveness of the
new legislation in dealing with farm ex-
ports,” Pottorff emphasizes the fact
that “the export components of the
farm program really haven’t started
yet, since the ’86/°87 crop year will be
the first to be included under provi-
sions of the "85 bill.”

“There is, I believe,” he says, “a bit
of a premature alarmist attitude about
the ability of the changes in the new
legislation to deal effectively with the
export problem. But market prices
have been drastically reduced in an ef-
fort to make U.S. agricultural products
more competitive in overseas markets.
These provisions really haven’t taken
effect, and so, naturally, we haven't
seen instant results.”

Adds the Chase Econometrics farm
specialist: “The program was not de-
signed to be an overnight sensation,
but over a period of years, with in-
creased demand from a 15 to 20 per
cent drop in prices, we should see an
improvement in our agricultural export
volume.”

“The plan must be given some time
to work. The approach is two-pronged.
By reducing the price 15 to 20 per cent
in world markets, importing countries
can get more product for the same
amount of money, providing an incen-
tive to increase volume.”

“It’s in this area that we could see
some immediate impact. The second
area relates to our past agricultural
policies, in which we encouraged our
competitors to expand their output.”

“Now,” says Pottorff, “we’'re sending
the message that we intend to support
U.S. farmers, but that we’re not going
to support world producers, in the pro-
cess, as we’ve done in the past. Such a
program, with a big decline in prices, is
designed in part to reduce the profit-
ability of the expanded output of com-
peting grains overseas.”

“That,” he adds, “is a much longer-
term objective ... one that’s certainly
not going to be effective this year ...
probably taking two or three years be-
fore you begin to see some results.”

“And,” warns Pottorff, “if forces be-
gin to tinker with the program, we may
never know whether that goal can be
reached.”

Cattle producers, of course, he con-
tinues, are already feeling the effect of
new farm programs.

“This year, we've boosted our meat
production significantly in the second
quarter because of the added level of
dairy cow slaughter, resulting in lower
prices than we would have had without
that particular new program.”

“But, in the longer term,” says Pot-

torff,” this is contributing to a sizable
liquidation in numbers that will begin
to show up next year, and beyond,
when supplies are reduced significant-
ly. We should then see a combination of
rising beef prices and continuing low
feed costs, which should produce a size-
able return to profitability throughout

“We know we have a
significant drop in
acreage in '86. The
drop in acreage in
‘87 will be even
larger, and it’s
possible that will
continue into ’88.
So, over the next
few years, the size
of their markets
will continue to

shrink.”

the livestock sector . . . probably in "87
and ’88.”

For key agricultural input industries
like fertilizer, ag chemicals and seeds,
the new legislation also signals addi-
tional change.

“A driving factor in their business
planning,” continues Chase Econome-
tric’s agriculture director, “will be the
new farm program. 1'aking acreage out
of production reduces the demand for
these types of inputs. Producers of
these inputs have already cutback pro-
duction, and that will continue and be-
come even more significant—at least in
the short term.”

Says Pottorff, “We know we have a
significant drop in acreage in ’86. The
drop in acreage in ‘87 will be even larg-
er, and it’s possible that will continue
into '88. So, over the next few years, the
size of their markets will continue to
shrink.”

The forecast is equally gloomy for
producers of farm machinery, con-
cludes Pottorff. Continuing farm liqui-
dations will put additional used ma-
chinery on the market, and there will
be no significant upturn, he feels, in
sales of new machinery in the immedi-
ate future. o
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McGAVREN GUILD MAKES IT EASY
FOR YOU TO CAPITALIZE ON FARM BROADCASTING

FULFILLING NEEDS served Z years as Chairman of the
NAFB Associates Board, was past

McGavren Guild's Agri- President of Lone Star NAMA and
Marketing Division was created continues to be active in NAMA
to satisty the marketing needs of and thie NAFB.

advertisers, agencies and radio

stations. Under the direction of T T e} 1, g e
Lee Bullis, the Agri-Marketing MARKETING TOOLS ON LINE
Division is helping find solutions The Agri-Marketing Division is

to today’s marketing equipped with: the latest County-
opportunities. 2 - by-County crop data, IMS Doane
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Lower feed costs
should strengthen
net returns of
combination
corn/hog producers
this year.

sion, because large total meat supplies
are still holding prices down.

In a series of reports on prospects for
major farm inputs produced by the
three major agribusiness industries, re-
leased this spring, Department of Agri-
culture specialists underscored the
forecast of “shrinking markets” made
by Chase Econometrics' Pottorff.

U.S. fertilizer producers and distrib-
utors face a decline in fertilizer use of
about 5 per cent, predicts the USDA,

£
B
B

g

g

Realized net farm income

(Biltion 1982 $)

e i - . ekt T

Checking for trichinosis in Beltsville, Md.

for 1985-86. The estimate reflects few-
er planted crop acres and stable appli-
cation rates.

Nationally, use of nitrogen fertilizers
is expected to drop about 1 per cent,
while phosphate could drop 8 per cent
and potash 10 per cent—as a result of
both lower domestic use and declining
exports.

Nitrogen seems to have the best
prospects. The USDA forecast indi-
cates “that the competitive position of

36.1

1981 1982 1983

Source Chase Econometrics Forecasts .June 1986

1984

1986

1985 1987

the U.S. nitrogen sector of the industry
has improved.”

The report adds that, *‘Prices paid
by U.S. anhydrous ammonia producers
for natural gas feedstocks have stabi-
lized or declined since 1984- 85, lower-
ing industry costs and allowing domes-
tic production to replace imports.”

In 198586, the USDA sees nitragen
imports dropping about 2 per cent, and
exports falling about 5 per cent because
of a drop in diamonium phosphate ex-
ports.

For phosphates, the forecast is not as
bright. There are prospects of a decline
in U.S. phosphate production for two
reasons-—overproduction by the
world’s phosphate producers, and less
domestic use. Exports of these types of
fertilizer are expected to drop about 14
per cent in the current fertilizer year.

In fact, U.S. potash production could
drop for the sixth consecutive year, fol-
lowing a 4 per cent decline in 1984/85.
Imports of potash may also slip 4 per
cent this vear.

The competitive position of U.S.
potash producers, note Department of
Agriculture economists, “‘continues Lo
deteriorate in both the domestic and
export market. Competition from sup-
pliers in Canada and other countries is
expected to prevent a growth in LS.
potash exports, and could reduce the
U.S. industry’s share of the domestic
market.”

On the fertilizer price front, a combi-
nation of expected drops in usage, plus
plentiful supplies, should bring lower
prices.

This spring, the USDA predicted
that nitrogen and phosphate prices
might average a 6 per cent drop below
the level of a year ago. The estimate for
potash was a drop of 10 per cent.
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WHEN YOU BUY KMJ AND KFBK,

YOU VE BOUGHT THE FARM.
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If you want to reach California farmers,
buy KM] Fresno and KFBK Sacramento.
According to the latest Doane* study,
our agzrcultural news enjoys consistently high
listenership among primary farm operators.
Thank reporters Roy [som (KM])
and Tem-Rae Elmer (KFBK) for that.
These two award winners — both
members of the National Association of
Farm Broadcasters — don't just sit behind a
micrcphone all day, either. They get out in
the field, so to speak, and dig up a big share
of their reports firsthand.
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3 KFBK

|~ News TALK BRRIINEISE0

Hence, our reputation for accurate,
broad-ranging farm news.

How could we do any less? After all,
we'e covering the richest belt of the number
one agricultural state in the nation.

Which brings us to the point of this ad:
more listeners for our farm news translates
into more listeners for your farm-related ads.

So call our national rep, Glenn
Kummerow, at Katz Communications in
Chicago, (312) 836-0573.

He'll be happy to tell you how to huy
the farm. -« vum frodeeter Populanty Study. 1953 Daane Marketing Kescarch




- %

-
e pemm e
T |

Testing a wide tractive vehicle in California

At its 1986 annual meeting in Dallas
earlier this vear, members of The Fer-
tilizer Institute wrestled with these
problems in a pair of panel discussions
headlined, “Gauging Supply and De-
mand,” and “Cutting Back Without
Cutting Out.”

As a member of the panel discussing
supply and demand, Peter McCrea,
vice president and general manager of
the Ortho Fertilizer Division of the
Chevron Chemical Co., ended his com-
ments with the warning . . . “the major
risk is that phosphate producers may
read a healthy spring demand as a re-
turn to ‘normal’ times, and go back to
higher production rates. In my view,
the real uncertainty in ‘86 phosphate
demand lies in the fall. Failure to care-
fully evaluate the ‘real’ spring season
and anticipate the effects of the new
farm bhill on the 1987 planting season
could be a true disaster for the phos-
phate industry.”

Marketing challenge

Producers are definitely concerred
about improving marketing programs
and service to customers.

Emphasized Kalium Chemicals’
marketing director, David E. Wilson,
during the same session, “Just produc-
ing and delivering products will not be
enough. Marketing them will be our
biggest challenge.”

Another panel member, Minneapo-
lis-based Howe, Inc.’s, Thomas L.
Howe, told fellow Institute members:
“Companies selling a program or ser-
vice, and not just a commodity, are the
ones who are able to maintain a good
margin. You should be selling benefits,
not just fertilizer. We have to set our-
selves up as information centers with
the knowledge and capability to sclve
the farmer's needs. Decisions will be
based on economics, rather than just on

increasing vields ... and the farmer
will be focusing (more) on profits and
return on investment.”

Producers of farm chemicals face
similar problems.

This year, the USDA estimates that
farm pesticide use will total between
445 and 500 million lbs., active ingredi-
ent. That compares with a total of 505
million for 1985. Meanwhile, supplies
for farm use are expected to increase 1
per cent in 1986. So, it predicts that
pesticide price competition “should be
keen.”

This spring, the
USDA forecast
that capital
expenditures for
new and used
machinery would
drop 10-14%
below last year.

Meanwhile the ag chemical industry
is working extensively to cope with new
government regulations, and to im-
prove relations with environmental or-
ganizations.

The current chairman of the Nation-
al Agricultural Chemicals Association,
Albert J. Costello, in his annual mem-
bership message, points to the associa-
tion’s accomplishment in developing a
technique called “Alternative Dispute
Resolution”—a technique used in sev-
eral new programs of regulatory negoti-
ation with both EPA and OSHA to help

U.S. farm balance sheet

(Billion 1982 $)

1180.4

11111

Total farm 1042.5

assets

Total farm

liabilities 202.1 209.2

1981 1982 1983

981.8

855.7

745.0

686.6

190.2 185.6

1984 1985 1986 1987

Debt to
asset satio

Source Chase Economelrics Forecasts June 1986
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shorten the time it takes to put a new
regulation into practice.

ADR, Costello pointed out to his
membership, “'is an alternative to cost-
Iy litigation ... a way to find win/win
solutions rather than lose/win, or, more
often, lose/lose.”

Using this new tool, he reports, the
interested parties negotiate before the
rule is made. not after, and it has

Acres planted to

principal crops
Leading states, 1985
(million acres)

U.S. total/342 million

Rank State Numbers
1 lowa 26.0
2 lllinois 23.7
3 Texas 22.6
4 Kansas 22.1
5 Minnesota 215
6 North Dakota 21.5
7 Nebraska 18.9
8 South Dakota 16.1
Cattle and calves/

number on farms
Leading states, January, 198€

(million head)
U.S. total/ 105 million

Rank State Numbers
1 Texas 13.60
2 Kansas 5.80
3 Nebraska 5.80
4 Oklahoma 5.20
5 California 5.00
6 lowa 4.95
7 Missouri 4.80
8 Wisconsin 4.28
Hogs and pigs/

number on farms
Leading states, December, 1985

(million head)
U.S. total/52.3 million

Rank State Numbers
1 lowa 13.50
2 lllinois 5.40
3 Indiana 4.15
4 Minnesota 4.10
5 Nebraska 3.90
6 Missouri 3.05
7 North Carolina 2.35
8 Ohio 1.98

Source: ERS/USDA May, 1986

MARKET

With a significant audience™ in 36 prime
Illinois and Indiana agricultural counties,
WCIA and WMBD-TV not only reach the
market, they serve the agricultural
community...

And according to the latest Doane Study,
better than any other television stations in
the ma-ket. Featuring NAFB Farm Broadcaster
Colleen Callahan reporting agricultural
news. weather. commodities mar-
kets. and the latest technology ana
legislative developments. WCIA and
WMBD-TV air more agricultural
programming than any other
stations in central Illinois —
Consistent programming each
weekday in the early morning.
noon. early ana late news!

We serve an a-e: with
<38 952 tarms

Deliver your message with the area’s
leading agricultural broadcast team — Q!
WCIA. WMBD-TV and Colleen Callahan!

For more information, call ;
your Petry Television Represen-
tative or...

*19€6 Nielsen County Coverage Study
**1985 llinois an- Indiana Crop Reporting Boards

WCIA-TV WMBD-TV

Champaign/Decatur/Springfield Peoria Bloomington
{217) 356-8333 (309) 688-3131

Serving Bloomington. Champaign. Danville.
Decatur. Peoria and Springfield markets and all the
farmers in between. One of the richest and most
productive agricultural a-eas in the world.

Farm Broadcast-86




worked in several important cases.

As with all of agriculture and its re-
lated industries, new approaches like
this are vital.

Costly reviews

Reviews and regulatory decisions re-
garding agricultural chemicals are cost-
ly and time-consuming. As just one ex-
ample, last fall the Environmental Pro-
tection Agency initiated a special
review of granular formulation of the
insecticide, nematicide carbofuran,
used primarily on corn, sorghum and
rice. In 1982, reports the USDA, farm-
ers treated 5.5 million acres of corn; 1.1
million acres of sorghum and 215,000
acres of rice, with carbofuran. While
alternative materials are available for
corn and sorghum, none are now avail-
able for rice.

And, while fertilizer and ag chemical
producers are attempting to adjust to

Supply and use of fertilizer

*1980
Production
(mil. nut. tons) 29.25
Imports
(mil. nut. tons) 8.21
Ag. consumption
(mil. nut. tons) 23.1
Application rates
Wheat
Acres fertilized
(Percent) 67
Plant nut.
applied (Ibs.) 63
Com
Acres fertilized
(Percent) 96
Plant nut.
applied (Ibs.) 252
Cotton
Acres fertilized
(Percent) 71
Plant nut.
applied (Ibs) 87
Soybeans
Acres fertilized
(Percent) 37
Plant nut.
applied (Ibs.) 45
Total/four crops (av.
Ibs. of plant nutrient
applied) 120
Exports 7.62

(F) = forecast. * Years begin .July 1 for fertilizer. Source: USDA **

the continuing problems of U.S. agri-
culture in the '80s, farm machinery
manfuacturers are still reacting to an-
other year of falling sales and un-
healthy inventories.

This spring, the USDA forecast that
capital expenditures for new and used
farm machinery in 1986 would drop 10
to 14 per cent below last year's estimat -
ed 13-year low of $6.1 billion. This year,
farm machinery spending may only to-
tal $5.25 to $5.5 billion.

In fact, the only farm machinery cat-
egory expected to produce any sales in-
crease at all, will be for 40-99 HP two-
wheel-drive tractors, and that growth
has been set at only 1 per cent.

Still another depressing factor: while
farm machinery inventories declined
substantially in absolute terms last
year, unit sales plummeted so much
that inventories (relative to current de-
mand) rose in nine major machinery
categories, over 1984,

1981 1982 1983
29.74 25.46 22.58
8.19 7.68 7.41
23.70 21.40 18.10
70 70 73
68 65 72
97 97 96
265 260 258
75 71 68
92 94 91
36 30 33
46 34 40
126 119 114
8.38 6.86 6.54

Agricultural Resources: Inputs Outlook and Situation Report’’

With demand expected to weaken
further this year, domestic manufac-
turers face another year of operation at
low production rates, if only to reduce
inventory finance costs.

As USDA economists point out,
“The sharp reduction in demand for
farin machinery during the past six
vears has caused the domestic farm
machinery industry to undergo a pro-
found consolidation since 1984. These
mergers have lowered industry produc-
tive capacity, which is still excessive for
market conditions. With the industry
currently operating at a low capacity
level, and demand expected to weaken
further, manufacturers will be forced
to adopt even more austere policies.”

‘Down year’

In the May, 1986, update of its
“State of the Industry” survey of mem-
ber companies, the Farm and Industri-

1984 1985 1986(F)
24.53 26.47 23.37
9.41 9.35 9.44
21.80 21.70 20.82
76 77 77
73 69 7
97 98 98
262 254 256
77 76 76
102 102 100
34 32 33
40 36 37
127 127 126
6.91 9.32 6.84
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It has been
estimated that
production costs for
corn producers may
drop 5 per cent this
year, spurred by
drops in the cost of
fuel and
agrichemicals.

USDA-SCS Proto by Tim MoGate
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Corn planting in lowa

al Equipment Institute lists a long list
of responses from Farm-Equipment
Division members, providing reasons
why they feel 1986 would be another
“down” year for the industry. The list
of “down year” responses far out-
weighed those predicting “no change,”
or an “up year" in 86.

From that list of over 20 factors neg-
atively affecting much of the agribusi-
ness sector in 1986, just a sampling
summarizes dramatically the U.S. farm
economic situation this year . ..
® Dairy herd buyout and reduced
acreage under the new farm prograin.
| Little improvement in export levels
and crop prices.
® Previous debts at high interest
rates, which still must be paid prior to
purchase of new equipment.
® Farm foreclosures. which will con-
tinue to place large quantities of geod
used equipment on the market.

@ Uncertainties related to farm credit.
@ Uncertainties related to new farm
programs.

® World agricultural conditions.

For all of the U.S. farm and agribusi-
ness sector, there is ne doubt that con-
tinued economic pressures, additional
adjustments and the uncertainties rel-
ative to the impact of new government
programs will make 198€ another criti-
cal year in the history—and the fu-
ture—of American agriculture. ]
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Broadcasters adjusting information
menu to reflect expanded horizons

Economic, political
news having
greater farm impact

o keep afloat in the shifting eco-

I nomic tides of modern agricul-

ture, U.S. farm producers of the
'80s have been forced to widen their
information horizons dramatically.

Where, only a few years ago, they
were concerned mainly with weather
and markets, now information covering
financial and trade developments,
from around the world as well as
around the nation, is equally as impor-
tant, for survival in the changing com-
petitive climate of global agricultural
economics.

Responding to this demand for more
types of information, relayed rapidly
and continuously, farm broadcasting—
and the highly-specialized media pro-
fessionals who fill its ranks—continue
to adjust to these changes in broaden-
ing audiences and information de-
mand.

Over the past few years, much of that
change has been reflected in a series of
reports in TV/RADIO AGE from na-
tional and regional officers of the Na-
tional Association of Farm Broadcast-
ers, the professional organization of
full-time broadcast specialists provid-
ing a daily—often hourly—communi-
cation link with those involved in the
business of agriculture.

This vear, interviews with and re-
ports by NAFB members cover eco-
nomic and political developments af-
fecting agriculture —both from within
this country, and from overseas.

Europe

The 1986 president of the National
Association of Farm Broadcasters, Ken
Root, farm director at KWCH-TV and
KBS Wichita-Hutchinson, last month
surveyved farm export problems, along

Loading harvested tomatoes onto trucks

with representatives of the U.S. Feed
Grains Council, during a five-country
European trip.

Gaining first-hand perspective on
agricultural competition from the new-
ly-expanded European Economic
Community-—now including Spain and
Portugal-—the NAFB president cov-
ered the activity of the heads of three
U.S. grain-producing organizations
during meetings in Spain, France,
Switzerland, Belgium and the Nether-
lands.

Providing a background for a session
in Geneva, Switzerland this fall of
countries participating in the General
Agreement on Tariffs and Trade, bet-
ter known as GATT, the trip provided
a good look at the problems facing U.S.
farm trade officials in working to
change European insistence on a con-
tinuing subsidization of farm exports.

During the trip, the Kansas farm
broadcaster provided interviewed the
heads of the three American grain-
growing organizations.

First, Varel Bailey, of lowa, National
Corn Growers chairman.

“QOur game plan,” Bailey told Root,
“is to insist that, under the terms of
GATT and normal international trade,
we're surely entitled to compensation.
If we're losing feed grain trade, then
some way and some how, there must be
some compensation returned to the
U.S. feed grains industry.”

Continued the Corn Growers chair-
man: “In addition, there’s another very
important point we feel must be con-
veyed . .. that the situation back home
for support of another round of GATT

Because of the
diversification
in California
farming, a
Sacramento
banker feels
the value of
some farmland
“has not
declined as
much as it has
in some other
areas.”

USDA Photo
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by the U.S. agricultural community is
not certain. Many of our farmers have
mixed emotions as to whether we will
gain, or lose, from another round of ne-
gotiations.”

“Meanwhile,” added Bailey, “We're
agressively looking for options, and
we're in full support of the U.S. posi-
tion—short term—for a quota. At the
same time, we feel pressure must be put
on the Common Market to ultimately
force a more reasonable position or in-
ternational trade.”

1

NAFB president Ken Root
(KWCH-TV, KBS)

When asked by Root for his evalua-
tion of the round of meetings with Eu-
ropean officials, North Dakoia’s
Charles Ottem, the National Barley
Growers president replied that, “It’s
been quite a learning experience for
me. From the standpoint of the barley
growers, we haven’t had any extensive
input on trade policy. This has been a
real ‘eye-opener’ for me, and, hopeful-
ly, I can relay back to our growers, not
only the importance of internaticnal
trade, but also information about the
rules of international trade ... how
they affect us, in particular.”

“It’s true, said Ottem, “that we ha-
ven't been moving a lot of barley into
the EEC. We did move small amounts
into Spain, but—overall—if we don't
resolve trade disputes for all feed
grains, it will eventually affect the price
of barley in our own country, as will
trade problems for corn, or any of our
grains. And that, of course, directly af-
fects me.”

It’s quite clear that progress in im-
proving farm trade with the EEC will
continue to move slowly.

In an interview with Mabry Fore-
man, president of the National Grain
Sorghum Producers Association, fol-
lowing a closed meeting with a top EEC
official, the NAFB president got an
idea of how slowly European trade offi-
cials would like to move.

“First of all,” reported Foreman,
“they are unhappy about negotiation
deadlines set by the U.S. They feel

GRIBUSINESS IS SERIOUS in Texas...a 30 billion

dollar industry that ranks first or second in most major
categories when compared to the rest of the nation.
So...we take it seriously on the TSN Agribusiness Network.
No fence-riding with part-time “announcers™ filling in with
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maybe an occasional interview with a county agent or
Vo-Ag teacher.
We devote seven solid hours of total coverage every week
...probing...reporting. ..anzlyzing...interviewing. .. getting
into the heart of agriproblems...making certain our 60
affiliates in Texas provide listeners complete facts and
figures on what’s happening in the fluid. ever-changing
farm and ranch industry.
And. we have two of the best Agribusiness experts in the
country broadcasting the details via satellite in 60 programs
cach week.. full time. Joe Ellis and Bob Cockrum have
been active in and witnesses to the Texas Agribusiness
scene for more than a quarter century. They know it...they
live it...and they report it...better than anyone.
If you want information on the most thoroughly professional
and knowledgeable farm broadcast network. rates and
affiliation, give us a call.. .today.

TSN Agribusiness Network
1080 Mctromedia Place
Dallas. Texas 75247
214-688-1133

Represented nationally by Katz
M/l METROMEDIA RADIO ("'@

WE DON'T RIDE THE FENCE
ON AGRIBUSINESS COVERAGE!
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Farming’s future in
Kansas, according

to its governor,

“will depend on our
ability to change and
adjust.”

. : e

Preparing wheat for market

they're being pressured. In addition,
they believe that negotiations should
cover a broad spectrum, including in-
dustrial product areas.”

“Our position,” said Foreman, “is
that the discussions should focus or: ag-
riculture, first.”

“If we don’t do something immedia-
tely,” he emphasized to Root, “that
market is going to be lost forever ...
and there'll be little benefit for either
one of us.”

First-hand coverage of world farm
trade negotiations, similar to this, is
expanding, as farm broadcasting re-
sponds to the demand, and need, for
speedy information covering activity
shaping farm export markets.

California

Back on the domestic farm front, the
NAFB'’s national vice president for the
West surveyed the situation at midyear
in the highly-diversified farm state of
California.

From the state capital, Terri-Rae
Elmer, agribusiness editor for KFBK
Sacramento, discussed farm prospects
with an official of the farm credit sys-
tem, a grower and officer of the Califor-
nia Farm Bureau and a spokesman for
the state’s wine-grape producers.

Discussing economics, Craig Nielsen,
vice president of operations for the
Farm Credit Bank in Sacramento, told
Elmer he sees the land value situation
as ‘“pretty close to the bottom” this
year, with buyer interest in farmland
beginning to swing upward in the last
few months.

“We’re seeing considerable move-
ment and considerable interest,” he
said, “in farmland we’ve had to acquire
at the Land Bank, either by foreclo-
sure, or in lieu of foreclosure. A lot of

USDA Photo

that land is now in escrow, with sales
pending on it, and that certainly is a
favorable sign.

“Because of the diversification we
have in agriculture in this state,” added
Nielsen, ‘“‘the value of some of our
farmland has not declined as much as it
has in some other areas. Some of our
producers have been doing reasonably
well, and thougk everyone has had to
tighten belts, it’s made it easier for us
to get through this difficult period bet-
ter than in some other areas with less
diversification, such as the Midwest.

“There are certainly some farmers in
our area,” said the farm eredit system
official, “that are not being financed
this year that were last year, and some
who will have a difficult time, despite
sonie signs of improvement.”

“What we believe we are seeing in
this area this year,” Nielsen observed,
in surveying farin economics in the Far
West for the NAFB’s western region
vice president, “is a leveling off of eco-
nomic problems that, hopefully, may
indicate the decline is over. There seem
to be signs of stabilization . .. and one
favorable element is the fact that ener-
gy costs are down substantially, and
that will impact favorably on farm op-
erating expenses this year.”

In a discussion with the first vice
president of the California Farm Bu-
reau, Bob Vice, a grower from San Die-
go County, KFKB's Elmer found that
he feels the federal deficit will continue
to be one of the toughest eccnomic
problems affecting agriculture ir 1986.

“The deficit,” Vice indicated, “and
what it's done to the dollar overseas,
continues to make our exports more ex-
pensive. Until we solve that problem,
we’re going to continue to have prob-
lems selling our products overseas.”

He indicated that California farm

producers are keeping a worried eye on
trade protectionist developments that
might further affect the farm export
situation; and, in reply to a question
from the NAFB vice president, he said
he and his fellow producers are follow-
ing progress on tax reform carefully, to
insure that agriculture is not treated
unfairly as the reforms continue to be
developed.

Reporting from a meeting last
month, Elmer also provided an upbeat
statistic on improvement in one recent-
ly-troubled sector of California agricul-
ture—the wine-grape growing indus-
try.

The report came from the president
of the state's wine-grape growers asso-
ciation, Bob Hartzell. Noting that wine
shipments in the first quarter of '86
were up 8 per cent, boosted by the new

KrBK's Terri-Rae Elmer

market provided by wine coolers, Hart-
zell told KFBK's agribusiness editor,
“After three or four very bad years, we
seem to be returning to levels closer to
the golden years of the late "70s.”
Sales of premium wines, produced
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largely in the state’s north coastal area,
reported Hartzell, are “enjoying dou-
ble-digit growth.” The jug wine busi-
ness concentrated in the Central Val-
ley, he noted, “*has been slack, or sl.ght-
ly negative, reflecting what I believe is
a worldwide trend that people are
drinking less wine, overall . . . but what
they are drinking, they’re drinking bet-
ter!”

*That,” he concluded, ‘“‘seems to be
an international trend, to which Cali-
fornia wine-growers are adapting.”

Mountain states

Moving eastward, next year’s NAFB
president, Evan Slack, a veteran farm
broadcaster who operates the wide-
spread Evan Slack Network, headguar-
tered in Denver, took some moments
from a constant travel schedule, to pro-
vide perspective on the cattle situation
from cattlemen located throughout his
extensive coverage area.

In addition to feeding 18 stations in
Idaho and Oregon, plus 10 in Colorado,
Nebraska and Wyeming, Slack also
provides three-time-a-day program-
ming to the Northern Ag Network in
Billings, Montana.

He covers the extensive area by air,
flying his own plane to meetings

Future NAFB presndent Evan Slack

throughout the region.

Last month, Slack was in Nebraska
for a meeting of the state’s cattlemen.
There, he talked to Tom Hansen, the
assaciation’s marketing chairman, who
reported a widespread unhappiness
with the way cattle prices are handled
on the futures market.

“Qur marketing committee,” Han-
sen told the NAFB’s president-elect,
**has prepared a resolution, calling for a
congressional investigation of the fu-
tures situation—a move also being re-
quested by a number of other state
cattlemen’s groups. We're also calling
for 2 moratorium on trading during the

investigation.”

“The Congressional investigation
may go,” said Hansen, ‘“but we’re not
sure we can force a halt in trading.”

At the same meeting, Slack also re-
ceived a situation report from Roy Lil-
ley, executive vice president of the Ne-
braska association.

“Regarding cattle futures,” Lilley
told Slack, “there’s a groundswell of
concern over the downward bias of the
market that’s adversely affecting our
prices, both for fat cattle and feeder
cattle. It isn’t serving us in the way we
hoped it would, or even as it did in the
past.”

Continued Lilley, “We’re also work-
ing on marketing alternatives, includ-
ing programs for branded beef. We
don’t think these new techniques will
confuse the consumer. There are nu-
merous brands of soft drinks, and con-
sumers aren’t confused about those.
We don’t believe we should worry
about having three or four kinds of
beef, each of which meets a special con-
sumer demand.”

“We have a strange idea,” comment-
ed the Nebraska cattleman, “that we
can only have one kind of beef ... and
we put it all through that one little fun-
nel called “Choice, yet we know there
are tremendous variations in the grade.”

Only one station really cultivates the farmer.
" Every week, we reach 50% of all farm operators in

. incame
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Turkeys, ready for shipping to process house

Both Slack and Lilley agree that,
with the emphasis on leaner beef, the
current grades ‘‘don’t mean what they
once did.”

Added Lilley, “When the industry
thought about changing the “Good”
grade, people objected to it because we
were going to put too much ‘sell’ in the
name, so we backed off. If the consum-
er wants us to put in a little better de-
scription, I think it's a wonderful idea.
That certainly will be good for the in-
dustry! We feel we’re just responding to
new labeling information, which con-
sumers now seem to be seeking . ..and
that’s super!”

The plains

From wiBW.TV-AM-FM Wichita,
farm director Kelly Lenz, the NAFB’s
national vice president for the south
central area, adds several reports—in-
cluding one from the state’s governor,
John Carlin—to this national situation
survev by NAFB professionals.

Lenz, a 15-vear farm broadcast vet-
eran, and two other full-time ag broad-
casters, handle over 18 hours of radio
programming each week, ir addition to
a half-hour noontime television pro-
gram, “Mid-Day in Kansas,” aired ev-
ery Monday through Friday on wiBw-
TV.

Governor Carlin, just returned from
a conference of midwestern governors,
indicated that one of the many subjects
related to farm economic problems dis-
cussed at the meeting was a dialogue
with Canadian government officials
about differences between the two
countries in the areas of farm exports
and trade.

“There weren’t any specific ans-
wers,” the Kansas governor told Lenz,
“but we discussed a number of things
we can work on, including ways te use
modern technology to speed the latest

information to farm producers on both
sides of the border.”

When asked by the wiBw farm di-
rector for his views on the future of
agriculture five or 10 years from now,
Governor Carlin—whose term ends

WiBw's Kelly Lenz

this vear—says he feels “it will depend
on our ability to change and adjust, to
be creative, to recognize competition
and face it squarely.”

Added Carlin: “The future is not
bright for anyone who's just waiting for
times to get better. We're not just mov-
ing through a cycle. We're experiencing
change like we’ve never experienced
before.

“] believe we’re going to have to im-
prove in recognizing that change ...
adjust to it faster and raise products
that are not just high in quality, but
those that the customer really wants.”

l.enz asked Harold Stones, executive
vice president of the Kansas Bankers
Association, for his assessment of the
current farm credit situation facing
lenders and farmers in the big farm
state.

Reported Stones: “We have $2.2 bil-
lion of ag credit outstanding to Kansas

North Carolina,
Number 1 in both
sweet potato and
turkey production,
hopes to see some
promise in both
areas.

banks ... down from $2.7 billion in
1984. However, a signficant portion of
that will not be repaid. Exactly how
much ...” he emphasizes, “is what’s
troublesome.”

“If you’re a farmer with no debt,”
said Stones, “and you have a track re-
cord, and you know what you’re doing,
than I don’t think times are that tough.
But, if you’re a farmer with significant
debt, they are very tough!”

Regarding the future value of Kan-
sas farmland, Stones told Lenz he feels
land values “will probably continue to
decline, but the level of decline is going
to be a lot flatter than it has been the
last two years.”

Minnesota

Up in the north-central tier of key
farm states, the NAFB’s national vice
president for that section of the coun-
try, Rod Johnson, discussed prospects
faced by Minnesota farm producers
with the state’s commissioner of agri-
cuiture, Jim Nichols.

The farm director for KDHL in Fari-
bault, Minn., Johnson broadcasts to
farm audiences throughout the south-
ern section of the state.

In his conversation with the Minne-
sota commissioner, Johnson asked if he
agreed with a recent statement from
the governor, rating recent farm legis-
lation approved this year in Minnesota
“as probably the best in the nation.”
Indicating such agreement, Commis-
sioner Nichols then proceeded to give
several reasons: first, an “interest buy-
dewn” program which he said is al-
ready helping some 6,000 farmers, with
close to $20 million of the program al-
ready committed.

He also pointed to Minnesota’s tarm
mediation program as another positive
factor in helping to strengthen agricul-
ture. Some 1,200 cases, Nichols report-
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ed, are already in mediation unde- that
program with 5-6,000 of the state's
farmers eventually expected to receive
help.

Despite these programs, the overali
economy of manyv Minnesota farm
communities is still extremely de-
pressed, said Nichols, and “only a

drought” would seem to creaze any pos-
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KDHL’S Rod Johnson

sibility of an upswing in prices.

That is why Minnesota producers
are being urged to vote “yes” on the
wheat referendum. “That type of ac-
tion,” said the Minnesota farm official,

“should help move us toward better
programs of supply management.”

In discussions with two farm opera-
tors in his area of the state, the NAFB
regional vice president found generally
negative reaction to the federal govern-
ment’s five-year dairy buyout program.

Clarence Purfeerst, a farmer in Rice
County near Faribaut, and z state sen-
ator for 16 years, told Johnson, “The
most criticism [’ve heard in the last six
weeks from Minnesota farmers has
been about the dairy buyout program.
It seems to have developed into a
laughing situation for most of the farm-
ers [ know.”

Explained Purfeerst, “They think
it's kind of foolish to spend billions of
dollars to reduce the supply of dairy
products by just 1 per cent ... at the
same time foreign investors are appar-
ently being encouraged to come in, and
establish openly-competitive dairy op-
erations. Many of my consitutents and
fellow farmers tell me they feel it's a
farce.”

Willard Tripp, a dairy farmer just
elected to the state's dairy promotion
board, added that “the program is not
going to produce the results it should

.. in the longterm.” He explains that,
after five years, farmers probably
would have spent all their money and
not have a stable economic future.

Indiana

Dropping down into the Corn Beit,
the NAFB’s national vice president for
the Northeast, Dave Russell, who
heads farm broadcast operations at
wowO Fort Wayne, found similar
farmer reaction.

During a farm management tour of
successful operations in a two-county
area of northeastern Indiana, spon-
sored by Purdue University, Russell
talked with Allen Kuehnert, who’s part
of a family-run, 450-acre, 110-cow
dairy operation in Allen County. He
and his brother made management im-
provements in their operation three
years ago, and he told Russell they see
little reason to get out of the business.

Said Kuehnert, “We definitely have
a high investment here. We think we’ve
made a lot of progress in the last three
years. We certainly don’t want to get
out now ... and then always wonder
what might have happended if we’d
continued.”

“If we're going to have a quota sys-
gem,” he added, “let’s get it in place
quickly, because that may help to get
the surplus in line. But the buyout pro-
gram looks like it will have only a very
short-term effect. I don’t think it will
be any help two or three years down the
road.”
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Wowo’s Dave Russell
interviewing Russ Sanders

Continuing a series of reports from
stops on the Indiana farm management
tour, WOWO’s Russell found that many
farm operators have developed im-
proved, continuous business systems
which provide a constant analysis of
the efficiency of their operation.

At their farrow-to-finish swine oper-
ation in Huntington County, Dave
Walters and his brother began to up-
grade their record-keeping back in
1980.

Producing a barrage of statistics,
Walters told the NAFB broadcaster
that their record system shows that

feed efficiency has been improved—
saving thousands of dollars in feed
costs—and that the system has helped
them to take steps resulting in a dra-
matic increase in numbers of animals
produced each year.

Keeping close watch on a changing
market, Walters emphasized that “the
way the public perceives the value of
our product in their diet ... the red
meat issue ... I think, has become a
real concern.

As pork producers,” he continued,
“we have a lot of work to do, in continu-
ing to lower the fat content of pork. We
not only need to do that, as producers,
but we need to make the public aware
that we're doing it.”

Southeast

From North Carolina, and his broad-
cast post as director of agricultural pro-
ductions for WRAL-TV Raleigh-Dur-
ham, and the Tobacco Networks, this
year’s vice president of the National
Association of Farm Broadcasters, Dix
Harper, shares a pair of reports—from
a farm economist for the state, and
from an official of the North Carolina
Tobacco Growers Association.

Surveying the farm outlook in his
area this year, Harper talked, first of
all, with the chief economist for North
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Shenandoah, IA 51603
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AT BAT MORE OFTEN!
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In the Omaha ADI and KMA Custom
1983 Doane CAMS Study (All this Sup-
ported by Findings from the Rockwood
Research)
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Carolina’s Department of Agriculture,
Dr. Frank Bordeaux.

“Despite the problem of low com-
modity prices,” reports the state offi-
cial, “there are a few bright spots. We
have a good amount of diversification
now.

“Some of our vegetable crops, and
poultry and turkey production, are ex-
pected to do reasonably well.”

Notes Bordeaux, “North Carolina,
incidentally, is number 1 in both sweet
potato and turkey production. So, we
expect to see some promise in both
those areas.”

“In the next few years,” he told the
NAFB’s vice president, “we expect to
see continued expansion in some of our
specialty crops in the fruit and vegeta-
ble area.

“But we must back this with strong
marketing pre-planning and planning,
or we’ll have difficulty in moving those
products, despite our proximity to
good markets for them.”

For a report on new legislation af-
fecting the tobacco industry, and some
comments on the outlook for the fu-

WRAL-TV’s Dix Harper

ture, Harper, who's involved in produc-
tion for a number of farm networks
linking stations throughout the south-
east, shares a discussion with the exec-
utive vice president of the Tobacco
Growers Association of North Caroli-
na, Dr. Carlton Blalock.

“The new legislation passed last
year,” Blalock told Harper, “put tobac-
co in a more market-oriented program.
Previously, we were tied to a formula
that, over time, drove our prices com-
pletely out of the range on world mar-
kets.

“The new legislation ties future price
supports to rolling market averages, so
if market averages go up, prices would
go up. If markets remain stable, then
prices would do the same. We're now,”
he said, ““reasonably price/quality com-
petitive in world markets with our flue-
cured tobacco.” D
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Chemical activity credited with boosting
1st quarter TV 83 % in BAR markets

TV revenues get
off to fast 86 start;
radio holding own

BY GEORGE SWISSHELM

purred by farm chemical adver-
s tising, television revenues from
agricultural clients is off to a

fast start in 1986.

First quarter 1986 figures from
Broadcast Advertisers Reports show ag
dollars on television in the 75 markets
measured by BAR up almost 83 per
cent, or $12.3 million, against $6.7 mil-
lion for first quarter. 1985. And while
the BAR tally is limited to 75 markets
and misses many smaller, though agri-
culturally important, television mar-
kets, James W. Hunt, Jr., former Katz
Television farm specialist and now
president of his own ag-television con-
sulting firm, Hunt & Associates, points
out that the BAR 75 include not cnly
the giants like Chicago and Minneapao-
lis-St. Paul, but such other key farm
markets as Des Moines, Omaha, Cedar
Rapids, Toledo and Wichita.

Hunt also notes that first quarster
performance generally accounts for
some 40 per cent of a year's TV ad in-
vestment by companies targeting farm
operators. Thus, for television at least,
1986 should and could wind up with its
greatest farm dollar increase since

Net cash income/

farming

Leading states, 1984

(miflion $)

U.S. total/$39.2 billion

Rank State Amount

1 California $3,769
2 lowa 2,661
3 Texas 2,246
4 Florida 2,078
5 Nebraska 1,936
6 Wisconsin 1,760
b3 Minnesota 1,725
8 lllinois 1,549

Source: ERS/USDA May. 1986

1980, when in these same 75 BAR mar-
kets, ag dollars on TV jumped almost 30
per cent.

Almost all of this increase is believed
coming from farm chemical marketers.
Al Wegener, president of the DFS/
Wegener Agricultural Group, says,
“Qur client, Stauffer Chemical, isn’t
pulling in its horns. Stauffer is moving
ahead aggressively in both television
and in print, because we've found that
they work best in winning increases in
market share.”

Wegener adds though, that while,
“There’s been no cutback in media do!
lars; there has been a change in creative
approach. This addresses the tough
economic situation farmers face and
their concern for business survival. So
Stauffer’s emphasis is on how its prod-
ucts increase the farmer’s productivity
per acre, and save him money in the
process.”

Meanwhile, though farm radio has
apparently not yet benefited the way
television has from the desire of some
chemical companies to boost their
share of the farm market, radio does
seem to be holding its own.

Glenn Kummerow, vice president,
director of agricultural services for the
Katz Radio Group, reports that first
half ended *‘flat to slightly ahead,”
adding that “In today’s farm economy,
that’s about all we could reasonably ex-
pect. Right now we're looking at a slow
start for second half, but if develop-
ments follow last year’s pattern, things
should pick up in fourth quarter.”
However, “the jury’s still out on that.”

New chemical products

On the television side, Kent Francis,
director, agri-marketing for Petry
Television, points out that, “What cut-
backs we've had from last year have
been made up for by the intreduction
of new chemical products. There are
many more waiting for labeling ap-
proval from the EPA, but that can be a
long process, because EPA doesn't al-

ways manage to stay on schedule.”

Francis also notes that Indiana and
some other states now require certifica-
tion for farmers who apply herbicides
and pesticides “to cut down on over-
dosing and to impress upon everyone
the value of following the printed in-
structions—which most farmers do
anyway. And while it slows things
down, the advantage to the industry is
that it’s good for the image of both
farming and of the chemical business if
the products are used properly and not
overused to the point where they start
polluting the ecology.”

That, continues Francis, “brings up
the question of creative approach:
should the chemical companies use the
Ciba Geigy type of image message that
explains the contributions of agricul-
ture, or go with the hard sell that some
of the other companies use?”

Hunt calls advertising to farmers on
TV “business-to-business advertising,
much like IBM, Xerox or Federal Ex-
press using television to reach the busi-
ness decision maker who buys a com-
puter for his company. Both office
managers and farmers may be a rela-
tively small percentage of a station's
total audience, but both the computer
company and the farm chemical com-
pany use television because it works so
well for them. That’s why I think ag
dollars will continue to grow for televi-
sion. That’s why they’re up so dramati-

James Hunt, president of
Hunt & Associates
consulting firm, calls
advertising to farmers

on TV “business-to-
business advertising,
much like IBM, Xerox or
Federal Express using
television to reach the
business decision maker
who buys a computer for
his company.”
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Farm marketing
By LEE BULLIS

Lee Bullis, former vice president, agri-
cultural consultant, for the Houston
office of the Allen & Dorward ad agen-
cy, is now director/agricultural mar-
keting division, McGavren Guild Ra-
dio. Here, he outlines a typical mar-
keting/advertising plan for farm
products.

n a hypothetical case, a campaign
targeting corn, for example, is one
using a true media mix—print, radio
and television in the north central
states. The product has good share of
market, and brand awareness is at a
high level. But new, competitive prod-
ucts are entering the marketplace. Cre-
ative lends itself to all three media,
print, radio and television; impact,
reach and frequency are required to
maintain market share, and the budget
is sufficient to support the campaign.

To study the north central states
area with regard to radio selection, we
have to first identify the important
crop areas, and determine how well the
targeted territories are covered by well-
established and documented farm ra-
dio.

To accomplish this we use the latest
data on planted acres in each county,
provided by the Statistical Crop Re-
porting Service of the USDA. These
county data are plotted on acreage

Al Wegener, president,
DFS/Wegener
Agricultural Group: “Our
client, Stauffer
Chemical, isn’t pulling in
its horns ... There’s been
no cutback in media
dollars; there has been a
change in creative
approach.”

Lee Bullis

maps, and are revised each year as the
data are released. The next step is to
see how the target area is covered by
farm radio.

A valuable tool is found in the 1983
Doane Farm Marketing Research,
which studied the farm radio listening
habits in most of the major crop areas
of the U.S. Available data include ADI
information, and about 100 custom
studies completed for farm stations
and network consolidations. Those
with good cume ratings in the 5:30-8
a.m. period and/or the 11:30-1:30 p.m.
period are selected. Counties included
in each of their primary farm coverage
areas are plotted on an acetate overlay

cally for first quarter.”

At Allen & Dorward/Houston, agen-
cy for Shell Chemical Co., media direc-
tor Scott Haslam puts it in a nutshell:
“There has been little or no change in
our budgets. Chemical advertising is
holding up well. A lot of farmland may
be changing hands, but it’s going to be
planted, whoever owns it.”

But not all farm advertisers are
charging ahead. Certainly not the farm
machinery companies, and not even all
of the biggest chemical marketers. At
Monsanto, media director Susan Reck-
nagel reports budgets “‘down across the
board this year, but the ratios remain
the same: We’ve maintained the same
percentage of total budget dollars we
had last year in each medium we use.”
And in the cases of some other compa-
nies at least, cutbacks in overall ag
budgets have benefited radio. Al Hie-
tala, executive vice president and su-
pervisor of the agricultural division of
Colle & McVoy Advertising, Minne-
apolis, says that, “Budgets are down,
but radio’s share of these smaller bud-
gets has climbed at the expense of both
television and print.”

One reason, says Hietala, is that

of the area targeted.

The same 1983 Doane Study, report-
ed data on the TV viewing habits of
farmess in the same manner as for ra-
dio. The TV ADI studies are included in
the data package subscribed to by ad-
vertising agencies.

Using the Des Moines ADI data as an
example, we note that farmer viewing
habits make dramatic changes between
the 5:30-6 p.m. time period and the
6-6:30 p.m. news slot. Even more pro-
nounced is the swing between 9:30-10
p.m. and 10-10:30 news.

There are three dominant stations
during the primetime viewing period;
the shift is to two stations during the
late news. The same pattern shows up
when you review the data from other
markets.

So you’ve covered all bases with an
effective multi-media campaign.
You've still got an ace in the hole. And
that brings us back to radio. Radio is
now. And right now you have a target of
opportunity handed to you in the form
of a cutworm outbreak beginning to ap-
pear in some spots in the Midwest.
Where the client calls the agency about
the pending or immediate infestation,
the media planner already has the tools
to select the right stations to deliver
the goods “in nothing flat!” Stations
are selected—radio copy is phoned
in—and the schedule begins that noon
or the next morning. Immediacy and
frequency unmatched in the market-
place. o

“Tight money has led several clients to
avoid long-term commitments, and to
look at more individual spot markets
for last-minute situations.”

He points to the example of a tractor
parts supplier. The goal of this client,
he says, is to “get the message to the
farmer while he's in the field, working
his tractor, which is getting to be pretty
old for a lot of them. And when it
breaks down, there’s our client on the
radio, offering the replacement part
Jjust when it’s needed.

“But we had a wet spring, which de-
layed planting in this client’s area. So
we watched the weather and timed our
radio to start the first day it had dried
out enough for the farmers to take their
tractors out. Timing, dictated by
weather, became a key factor that
made radio very important for our
parts supplier.”

On the other hand, Harold Walters,
media director at Bergelt Litchfield
Inc. observes that, “When budgets are
tight, radio often catches it from both
sides. Print is usually the national cov-
erage medium for the small budget
farm advertisers, with radio used in in-
dividual markets where extra concen-
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NEW YORK

Because you need more than just a set of Ag TV avails

To stay on top of today's
changing markets, you need
more than just someone who
takes your order. To squeeze
every cent of return out of your
TV buy, you need someone with
the market expertise, research
capabilities and a proven track
record. You need Petry.

Kent Francis, Petry's
Director of Agri-Marketing can
show you how Petry can match
your products to the markets

with the greatest sales potential.

CHICAGO ATLANTA

LOS ANGELES MINNEAPOLIS

Aid you in the actual place-
ment for maximum reach and
frequency. Help you develop
and evaluate research for better
marketing decisions. And track
your buy from beginning to end
to ensure it runs as ordered.

Full Ag Service
¢ Research
® Planning
e Execution
e Tracking

BOSTON
PHILADELPHIA

PETRY

CHARLOTTE CLEVELAND

SAN FRANCISCO

DALLAS
SEATTLE

An AG TV buy shouldn't
begin and end with the order.
At Petry, taking an order is just
part of our job.

For more information, call
Kent Francis at 312-644-9660,
or your regional Petry Office.
Or write Petry Television, 410
N. Michigan Ave., Suite 1180,
Chicago, IL 60611.

DENVER DETROIT HOUSTON
ST.LOUIS TAMPA/ST. PETERSBURG



Glenn Kummerow, v.p.,
Katz Radio Group: “We're
looking at a slow start

for second half, but if
developments follow last
year’s pattern, things
should pick up in fourth
quarter.” However, “the
jury’s still out on that.”

tration or last-minute promotion for
special deals are needed. For the big
advertisers, television is generally the
major medium, with radio again the
fall-back medium when speed is need-
ed in getting on the air in individual
markets.”

One result of this, adds Walters, is
that “Even though radio should not be
bought on the basis of television geog-
raphy, the unfortunate fact is that it is
bought that way by most of the largest
agri-business companies. So our advice
to radio people is that they align their
research to fit ADIs and DMAs in self
defense, and go along with what is,
rather than with what should be.™

Ed Clement, president and general
manager of the St. Joseph, Mo., office

Average farm debt-to-
asset ratio
Leading states, 1984

Rank State %
1 Nebraska 32.0
2 lowa 30.5
< South Dakota 30.0
4 Minnesota 29.5
5 Georgia 28.5
6 Wisconsin 27.4
7 Delaware 26.8
8 Kansas 26.0
Source: ERS/USDA May. 1986
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of Fletcher/Mayo Associates, reports
that budgets are about the same as last
vear, “and in some cases may even have
expanded somewhat” for some of the
herbicides and pesticides. But budgets
for seed. animal feed and animal health
products, he adds, “seem to be even
tighter this year.™

The reason, explains Clement, is that
many farmers have sold off their herds
and created a cutback in numbers of
livestock. And he notes that even
though interest rates are down, “So
many farmers have been hurt so badly
in the past few years that thev've
turned verv conservative. A lot of farm-
ers are still carrying a heavy load of
debt. They’re going to do evervthing
they can to do without, and try to man-
age their cash flow just to survive. So
we see minimal purchase of non-essen-
tials. and expect very little if any ex-
pansion. Spending by farmers is tight-
ening up across the board.”

For farm advertisers. says Clement,
“this means fewer of them buying me-
dia just to keep their names in front of
the farmers. More advertisers are lim-
iting their advertising to occasions
where they have a very specific mes-

I

Petry’s Kent
Francis believes
required
certification by
some states for
farmers who use
herbicides and
pesticides “is
good for the image
of both farming and
the chemical
business.”

Application of fertilizer and herbicide on Minnesota farm
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Government payments/
agriculture

Leading states, 1984

(million $) U.S. total/$8.4 billion

Rank State Amount
1 Texas $782
2 lowa 743
3 lllinois 543
4 Nebraska 533
5 Minnesota 530
6 North Dakota 463
7 California 335
8 Oklahoma 309

Source: ERS/USDA May, 1986

sage—a specific new product or a spe-
cial discount deal to promote. There's
less emphasis on shotgun media adver-
tising and more on pinpointed direct
selling techniques like direct mail and
telemarketing.”

In St. Louis, Ted Haller, associate
media director at Kenrick Advertising,
says. “Nobody's backing off. Some ad-
vertisers may be trimming a little off
the top, but others are spending more
to try to increase market share. Yes,

more direct mail is being used because
the universe of farm operators is shrink-
ing.”

Haller ohserves that the wvertical,
one-crop magazines “‘aren’t affected,
because they're a kind of mailing piece
themselves. Farm radio is horizontal,
but you can buy it during a vertical
period, using vertical geography, so an
advertiser can make it vertical.”

That is, he explains, “When it's time
to plant soybeans, farm directors in
soybean areas are talking about soy-
beans; and that’s when you run your
commercials for the chemicals formu-
lated for soybeans.”

Haller adds that some people ques-
tion using TV “because of the 90 per
cent of a station’s viewers who aren’t
farmers. But if a company has only
three or four salesmen for an area with
5,000 farmers, four salesmen can’t talk
to all 5,000 at the same strategic time,
so TV becomes your salesman who
can.”

Robert Cline, senior vice president,
director of marketing and media ser-
vices at C'reswell, Munsell, Fultz & Zir-
bel, Cedar Rapids, sees budgets “hold-
ing up reasonably well. Our clients are
spending at about the same levels as
last vear in both radio and television.”

Harold Walters, media
director, Bergelt
Litchfield: “Even though
radio should not be
bought on the basis of
television geography, the
unfortunate fact is that it
1s bought that way by most
of the largest

gri-business companies.”
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But Cline adds that, “We don’t plan
media according to how much will be
spent in one medium versus another.
We plan on the basis of reach and fre-
quency goals, market-by-market, for
our two chemical clients, a seed compa-
ny, and some dairy business.”

At Eastman Radio, farm director
Ken Gioia concedes that 1985 “was not
the greatest year farm radio ever had,”
and reports that first half 86 “is be-
hind that for many stations, though we
have a couple ahead of last year. But I
think we've bottomed out and can ex-
pect some modest increases for 1987.”

No pattern

Bill Alford, senior vice president,
agri-business at Blair Radio and chair-
man of the Sales/Marketing Board of
the National Association of Farm
Broadcasters, says that of the farm sta-
tions represented by Blair Radio,
“About half are up and half down for
first half, compared to 1985’s first six
months. But for those that are up, we
see no apparent pattern, either by mar-
ket size or by any other particular fac-
tor.”

Overall, says Alford, Blair-repre-
sented farm stations ‘“are up a little,
but that may be because we have a cou-
ple more farm stations on our list this
year. For the total year, we’ll probably
end slightly ahead of last year, but we
won’t be setting any records. At this
point we're pacing a little ahead of last

Ed Clement, president,
Fletcher/Mayo
Associates, St. Joseph,
Mo.: “So many farmers
have been hurt so badly
in the past few years,
they’ve turned very
conservative. A lot of
farmers are still

carrying a heavy load
of debt.”

“Farm business is up for our stations,”
says Keystone Radio Network’s Nick
Gordon. “But we find that more clients
are concerned with concentrating their
radio messages where the big dollars
are for them. If they're selling to corn
growers, they’ll only want to advertise
to the top 10 corn counties in a state
and not bother with what they now
consider the marginal counties ...”

year, but could lose that by the end of
third quarter unless there's at least
some activity evident from the machin-
ery sector. Machinery is still in a decid-
ed slump. A couple of implement com-
panies are talking about possible use of
radio in late summer or fall, but we’ll
just have to wait and see.”

He notes that the chemicals and ani-
mal health products “are still quite
strong, with the help of a number of
new herbicide products. The total
chemical category continues to lead the
pack and accounts for about two thirds
of all our farm activity.”

Lee Bullis, director of McGavren
Guild’s Agri-Marketing Division, re-
ports most budgets “either static or
somewhat on the downside.” He see
1986 as “‘a year of indecision” because
“So many people are uncertain about
the farm economy.”

But while some agribusiness compa-
nies have pulled in their horns, Bullis
says he’s “very optimistic for next
year” because of “the many new chemi-
cal products in the pipeline, scheduled
for introduction as soon as they get
their clearances. And when a new prod-
uct does reach the market, it isn’t the
only one advertising. It’s existing com-
petitors are in there too, competing for
the farmers’ share of mind.”

Buying patterns

Katz’ Kummerow says this year has
brought “some slight change in radio
buying patterns, with a bit more con-
centration on more closely targeted ge-
ography. This has been more favorable
to more of the medium sized farm sta-
tions serving more localized coverage
areas.”

Also in radio’s favor, he adds, is that
“Because of the state of the farm econ-
omy, more advertisers are looking more
closely at their market research and
asking themselves whether they’re

really isolating their best customers.
Could they time their messages better?
Are there ways they could be putting
together media mixes that would add
up to greater impact?”’

Questions like these, says Kum-
merow, ‘‘can steer more dollars to farm
radio, because as we become more so-
phisticated in our use of reach and fre-
quency, the better radio looks in rela-
tion to farm operators’ purchase cycle.
The trend to shorter advertising and
sales campaigns brings with it a need to
increase ad weight during these shorter
efforts.”

Nick Gordon, chairman of the Key-
stone Radio Network, also sees a more
pinpointed approach: “Farm business
is up for our stations,” he says, “But we
find that more clients are concerned
with concentrating their radio mes-
sages where the big dollars are for
them. If they’re selling to corn growers,
they’ll only want to advertise to the top
10 corn counties in a state and not
bother with what they now consider the
marginal counties that they used to in-
clude in their buys.”

Orion Samuelson, farm director at
WGN Chicago, reports an increase in
spring farm dollars invested in radio,
adding that, “Even John Deere is in for
a big machinery buy, not only on WGN,
but also on our recently formed 20-sta-
tion network,” which includes affiliates
in Iowa, Indiana and Missouri, as well
as in downstate Illinois.

Samuelson also says dollars are up on
the National Farm Report that WGN
syndicates to some 300 radio stations,
as well as on U.S. Farm Report on tele-
vision.

Bullis describes his new job at
McGavren Guild as “more a service op-
eration than a sales position. I go to the
agencies and advertisers and show
them how to use radio to do the best job
of reaching farmers growing the crop or
raising the type of livestock their prod-
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Ted Haller, associate
media director,
Kenrick Advertising:
“Some advertisers may
be trimming a little off
the top, but others are
spending more to try
to increase market
share ... More direct
matl is being used
because the universe
of farm operators is
shrinking.”

uct is formulated for. This means rec-
ommending stations that include not
only those we represent, but other sta-
tions along with ours.”

And he describes both Doane and
Rockwood data as **very useful in docu-
menting my recommendations. And
though Rockwood was done for the
NAFB, its findings are totally unbiased
toward either NAFB or non-NAFB sta-
tions.”

New audience study

At NAFB itself, Charles Might, exec-
utive sales/marketing director, reports
that Doane will be coming out with a
new farm audience study of a 40-mar-
ket area in the North Central States.
This one will cover only Class 1 farm-
ers—those whose annual farm income
is $40,000 or more, and Class 1A farm-
ers ($100,000 and up), and will have no
enterprise (crop) breakouts.

But Might says it’s based on **a much
improved seven-day diary. simplified
so the respondent has to write in the
call letters of any station he listens to
only once. Doane’s computer system
cuts the confusion caused by station
aliases by matching up call letters, fre-
quencies and locations so that stations
whose signals don't exist where a re-
spondent is located are automatically
included out.”

He adds that the system also cuts
down errors caused when a listener in

Television vs. print, agricultural advertising
1979-1985 (000) TV

% %
Print change Television change
1979 $159,911 $13,298
1980 163,154 + 2.0% 17,232 +29.6 %
1981 180,507 +10.6 18,284 + 6.1
1982 182,560 o 21,095 +15.4
1983 183,858 R 18,820 —10.8
1984 192,043 + 4.5 19,264 +. 2.5
1985 180,790 = /58 16,747 —13.1
SIX-YEAR INCREASE +13.1% +25.9%

Sources- Print— Agricom, Top 150 Advertisers; television—Barcume, top 75 television markets, Note: Television Markets

76-211 would add substantially to spot TV ‘s expenditures for ag advertising.

one time zone reports hearing an hour
earlier or hour later than it actually
aired, a program broadcast by a station
from another time zone. And he says
the new Doane will be much easier for
users and that NAFB is revising its sta-
tion reports to conform to the new re-
port format, which "will have far fewer
pages. Doane’s 1983 study produced as
many as 1,800 pages each for some sta-
tions.”

Blair’s Alford reports that the new
Doane study *is right on schedule; they
expect to start mailing reports June 30,
based on 4,800 diaries from 12 states.
They'll survey the rest of the states
next year.”

Alford also says that Doane has
found the new diaries coming back
“clean and accurate. The listeners
filled them out the way they were sup-
posed to be filled out. So this will give
us another good sales tool and one
based on fairly recent listening.”

In line with reports by others that
farm advertisers are using more direct
mail and telemarketing, Alford also
notes that “Agri Marketing tells us ad-

vertisers have increased their p.r. bud-
gets significantly. P.r. is fine for a one-
shot, but to sell their product to farm-
ers, advertisers are also going to need
the frequency of repeat messages.
Sending out the message only once isn’t
enough to do the job.”

URimate goal

Might says that NAFB’s goal in
working with Doane is to “‘reach a point
where agencies and reps can go to a
Telmar or IMS with a multi-station
schedule and create printouts showing
reach and frequency and frequency
curves. We find these very effective in
selling radio against print. We hoped to
be able to do with Doane’s 1983 study,
but didn’t quite get there.”

But one agency media executive in-
sists that, “There’s no reason we can't
run reach and frequency for farm audi-
ences. Radio buying criteria differ from
one agency to the next. It hasn’t been
standardized, and that’s one thing
that’s held radio back.”

But he insists it’s been possibe to run
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Reach Evanswlle .. sell a buying market!

Population

WIKY & WROZ are #1 with Adults in the Evansville market!* A dynamic
market that's a thriving business community, an affluent industrial
workplace. a first-rate educational and cultural focal point, and a top agri-
business center. Sound your best on WIKY & WROZ, the award-winning
combo with the only full time NAFB Farm Director in the Tn-State. No
one reaches Evansville with more impact than we do!

*Source. ARBITRON, Spnng 1985, Adults 18 + , M-S, 6 AM-Mid.. AQH. TSA/MSA
EASY LISTENING
WIKY & WROZ
JIO4FM STEREO
For more information, call Charles Blake, V.P. & General

Manager at 812/424-8284 or contact your Christal Radio
Representative today

EBI Retail Sales
$3.017,802,000 $1,765,932,000

Source: 1985 S&MM Survey of Buying Power

BEST COUNTRY




Al Hietala, exec v.p.,
Colle & McVoy
Advertising: “Budgets
are down, but radio’s
share of these smaller
budgets has climbed at
the expense of both
television and print.
Tight money has led
several clients to avoid
long-term
commitments.”

reach and frequency for farm radio
ever since the 1976 Doane: “It showed
cume potential for farmers and had
enough data so you could work back-
wards to build a reach and frequency
model. There are people who don't
know how to do that. but it can be done;
not with the accuracy you get for soap.
that evervbody uses, but with 80 per
cent or better accuracy, which isn't all
that bad.”

Then, he continues, in 1980 Arbiton
did a farm study that showed average
quarter hour and cumes for farmers.
“Then there was another Doane in
1983, and last year there was Rock-
wood. Every piece of research may be a
little different, may use a somewhat
different methodology, and people can
quibble about a hair's difference in
standard error. But regardless of the
nit-picks, the basic fact is that every-
one of these all point in the same direc-
tion.”

He asserts that, "People who say we
can't do reach and frequency for farm
radio aren’t looking at statistical prob-
abilities. Radio’s cumes and turnover
may be different for farmers. But it's
also different for every different demo-
graphic, and for different formats.
That doesn’t stop packaged goods peo-
ple who know how to make the most of
these differences. There’s no reason we
can't turn it into the same kind of ad-
vantage for a client who sells herbicides
to farmers. Farmers are just one more
demographic.”

He explains that even if the business
decision maker, "whether its the office
manager who buys a computer for his
company or a farmer who buys chemi-
cals for his land, is only 20 per cent of
the listeners to a basketball game on
radio, or only five per cent of a TV sta-
tion's total audience, you can figure
reach and frequency by parallelling
their listening or viewing to those of all
men 35-5H4, then index it by daypart to
the ratings of all men in the same age
bracket.

“This is what Simmons does, it’s
what Rockwood does, and it's what
Katz v does with the Nielsen num-
bers. Any agency can set up models
that do the same thing.”

Katz Tv study

Katz Television's fifth and latest
Farm Study reports for the first time
farmers’ seasonal viewing for all four
seasons of the year. The four earlier
analyses indicated the close parallel
between farm viewing and that of men
35-plus in non-metro parts of heavy
farm DMAs.

This new analysis of Nielsen data for
the top 50 farm markets, based on
numbers of planted acres, illustrates
for the first time farmer viewing levels

Aggressive stance

hile he believes farm radio can

expect modest increases next
year, Eastman Radio farm director
Ken Gioia says the stations and reps
“can no longer sit back and wait for it
to happen. We all have to be more ag-
gressive in selling the whole station.”

Gioia says that while both Rockwood
and Doane prove that farm operators
listen to their farm, market and weath-
er news, “They also listen to national
and world news. And they follow sports
and like music, and like to laugh at
comedy on the radio, just like the rest
of us.”

That, he says, means that, "We can’t
talk only about our farm programs and
stop there. We also have to promote
our other station personalities, and our
sports, to our advertisers and listen-
ers.” As an example, he points to WLW
Cincinnati, which carries Reds baseball
and hosts a “Farmers’ Night” at River-
front Stadium. And he says, "We have
to get together with our advertisers and
come up with ways to use radio that
will promote their sales, as well as our
own.”

And in Minneapolis-St. Paul, wCCo
had joined forces with the Minnesota
Twins and the Minnesota Agri-Growth
Council to form a “Twins’ Farm Team"
of 23 compunies and organizations to

Land in farms

Leading states, June, 1985
(million acres)

U.S. total/ 1.02 billion acres

Million

Rank State Acres
1 Texas 136.3
2 Montana 60.9
3 Kansas 48.0
4 Nebraska 47.2
5 New Mexico 45.0
6 South Dakota 44.5
7 North Dakota 40.9
8 Arizona 37.5

Source: ERS/USDA May. 1986

for total men derived from the entire
DMA. This, says George Feldman, vice
president, director of Katz Manage-
ment Services, gives agencies "a factor
they can apply directly to viewing lev-
els of men from the Nielsen Rating Re-
port.”

The study breaks farm viewing out
by davpart, but overall shows that
farmers tend to watch more television
during fall and winter than in the
spring and summer, which should be no

help host Agri-Pride '86 and ‘“help
thank every family involved in feeding
the nation and world for their commit-
ment to agriculture.”

The events revolve around the three
game series between the Twins and
Kansas City Royals, June 27-29 in
Minneapolis.

Weekend festivities include a com-
munity lunch, game-day drawings,
prizes and giveaways, and individual
salutes to members of the farm com-
munity. The events are designed to
“recognize the value of each link in the
agricultural chain, from 4-H and FFA
members to the growers and their fam-
ilies, livestock producers, and agribusi-
nesses and their employees.”

Eastman’s Ken Gioia
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If you sell to farmers. ..
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Don’t Keep Heavy-Hitters on the Bench!

. put NAFB professional Farm Broadcasters in your
selling game.

Here's why . . .

You reach farmers in numbers and frequency no other medium
can match. Of Class 1a farmers, 92.1% listen EVERY DAY or NEARLY
EVERY DAY to Weather Reports . . . 81.8 % to Market Reports . .. and
81.2% to Farm News."

You associate with a farmer’s friend . .. someone farmers know and
trust. An incredible 99.4 % of Class 1a farmers who named an NAFB
Farm Broadcaster said he is believable and knowledgeable.*

Your farmer prospects listen MORE ATTENTIVELY when Professional
Farm Broadcasters are on the air.”

* from Rockwood Research

Contact these NAFB Sales/Marketing Directors
for FACTS ON FARM BROADCASTING . ..

Charles F. Might, 223 Four Mile Road James R. Mills, Box 772
Racine, WI 53404 Heindon, VA 22070
(414-681-1180) (703-437-3940)

National Association of Farm Broadcasters




surprise. Feldman says that the 50
markets covered represent 26 per cent
of TV households, 59 per cent of all
farm units, and 76 per cent of all plant-
ed acres in the U.S.

Meanwhile, the Radio Advertising
Bureau reports Radio Expenditure Re-
ports figures, which cover national spot
farm dollars placed through reps, and
indicate steady gains for radio in the
past few years:

1983 $18,938,000
1984 $22,481,000
1985 $23,254,000

Since tarming is seasonal, first quar-
ter accounts for roughly one third of a
year's total ag dollars. For first quarter
1986, RER reports $8,054,000.

Also for radio, Katz Radio’s Kum-
merow points to audience figures,
which match Doane farm listening with
Arbitron figures and indicate that the
listening share of the top farm delivery
station is “two to seven times higher
than that for the general listening sta-
tion. Dominant farm stations outshine
by far the strongest audience levels of
the general market stations.”

And other broadcast men are opti-

Number of farms
Leading states, June, 1985

(separate farms)
U.S. total/2.3 million

Rank State No. farms
1 Texas 184,000
2 Missouri 115,000
3 lowa 111,000
4 Kentucky 100,000
5 Tennessee 98,000
6 Minnesota 96,000
7 lllinois 90,000
8 Ohio 89,000
Source: ERS/USDA May, 1986
Average farm size

Leading states, June, 1985
(acres) U.S. average/445 acres

Av. no.

Rank State acres
1 Arizona 4412

2 Wyoming 3,867
3 Nevada 3,520
4 New Mexico 3,261
5 Montana 2,280
6 Alaska 2,235
7 Colorado 1,288
8 North Dakota 1,203

Source: ERS/USDA May, 1986

Orion Samuelson, farm director of WGN
Chicago, is optimistic about the farm
economy. “Most of the weaker operators,”
he says, “have already dropped out,
leaving those who are stronger
financially to carry on. He also points to
the cutback in energy costs that “helps
farmers not only with their fuel costs,

but also with the price of the chemical

products they use.”

mistic not only about their own medi-
um, but even about the farm economy
itself. WGN’s Samuelson, says he
thinks “Things are starting to turn
around for a number of reasons.” One,
he says is that “Most of the weaker
operators have already dropped out,
leaving those who are stronger finan-
cially to carry on.”

Samuelson also points to the cut-
back in energy costs that **helps farmers
not only with their fuel costs, but also
with the price of the chemical products
they use, since many of these are petro-
leum-based. On top of this, every one
per cent drop in the prime rate saves
U.S. farmers $2 billion in annual inter-
est charges.

*And farmers are paying lower cash
rental for land. In Illinois, rent has
dropped below $100 an acre for the first
time in years.”

Export outiook

Samuelson also sees signs of im-
provement in the export outlook for
farm commodities. Recently returned
from an agricultural world trade con-
ference in Fargo, N.DD., Samuleson re-

. ports “an upbeat feeling among a good

cross section of government people,
working farmers, academics, and peo-
ple from agribusinesses.” He says the
reasons for their optimisim include
both the weaker dollar abroad and low-
er Federal crop support payments
“that in the case of wheat, and to some
extent feed grains, cuts the price we
have to charge overseas buyers almost
in half. That makes our products much
more competitive in foreign markets.
These same factors apply in Japan, our
Number 1 customer for farm pro-
ducts.”

And NAFB’s Might adds that even
farm foreclosures can have their up-
side. With both land and equipment on
the auction block, says Might, “Many
younger people can now afford to get

into farming, just as people did a gener-
ation ago during the great depression of
the '30s. A start-up young farmer today
can buy cheaper land and a two year
old tractor for maybe $35,000 that cost
around $80,000 new. There’s a lot of
good quality used equipment available
today, and it will last a long time if the
new owner keeps it up. The result is
that now that more younger people can
get into farming this way, the average
age of farm operators is starting to
drop.”

Bill Alford, senior

v.p., Blair Radio:
“Chemucals and animal
health products “are
still quite strong, with
the help of a number of
new herbicide products.
The total chemical
category continues to
lead the pack and
account for about
two-thirds of all our
farm activity.”
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In 1985

MORE Radio Stations

Ran MORE Ads In

Television/ Radio Age

Than In

Any Other Publication*

* 1/6th page or better




HE GROWS
NUMBERS.

Blair Radio’s Bill Alford knows
what you need. Powerful and
precise agri-media choices.
Top audience ratings. Without
guesswork or forkloads of
double talk.

He’s our Agri-Business and State
Network Director. And as an
agri-industry leader, he definitely
knows your turf.

He can link you with our power
lineup of farm radio stations
and state networks. Theyre an
important advantage. And a
compelling media choice.

At Blair Radio, we've delivered
effective farm advertising results for
years. So reach Bill Alford in
Cedar Rapids {319) 393-8632, for
maximum agri-marketing
performance.

BLAIR RADIO

For Agri-Marketing Performance.

- RADIO
as REPRESENTATION
DIVISTON




MAY TV

SWEEP

Early figures show

indie share dip in

top 25 markets/77

RETAIL SELLER’S
REPORT OPINION

D.C. specialty Promotion’s key
store makes radio role in drawing
‘entertaining’/79 listeners/81

TELEVISION/RADIO AGE spot

Report
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KELO-LAND
Multi-hillion dollar market.
And Kelo-land TV

has it covered!
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¢ kclo-land tv

KELO-TV Sicux Falls. S$.D. and satellites KDLO TV, KPLO TV plus Channel 15. Rapid City
Represented nationally by S‘.m In Minneapolis by WAYNE EVANS

Tell your advertising story on KELO « LAND TV
You'll be talking to some 100 counties at once
More important. your message will be seen. heard
— and acted upon — by hundreds of thousands
of peape in one of America’s key markets. A big
bountiful midwestern market that's considered a
must for any true national advertising canpzign
There is no other selling force to mateh it




Television & Radio Features
the only game in town that offers

BRAND NAME PRIZES!!

television
;@ radio
o features,

PROMOTE YOUR STATION

¢ Increase your audience
¢ Increase your ratings

Television and Radio Features is the unique

o 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 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 market or small market. We’re not a trade

(.thgcrzgtrn:aga{::;sro-School 2 (ISR Sl operation. We're not a barter house. We have a

SAMPLE CLIENT ROSTER better way!
e DuPont ¢ Textron ¢ Coty  Sheaffer/Eaton If this is your year to aggressively promote on the
2 WALl B ENL) © (it EECHD ee air, you need us. Call 312-446-2550, or fill in the

¢ Teledyne-Water Pic ¢ Longine-Wittnauer . . .
« 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.

O We are interested in your promotion and marketing service.. . .
tele“s.on especially the on-the-air station promotions.
l.ad'io Name Phone
features,inc. |
itle Station

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




TELEVISION RADIO AGE

Spot
Report ...

May ’86 Arbitron sweep:
indie dip in top markets
Preliminary figures from TV/READIO AGE’s annual
analysis of the May Arbitron sweep show a definite
leveling off of audience gains by independent TV sta-
tions in the top markets. The average market share of
household viewing to independents is down about
half a point (unweighted by market size) since May,
"853, in the top 25 Arbitron TV markets. This is the
first indication of a decline in indie shares since TV/
RADIO AGE began detailed analyses of the top 50
Arbitron markets in the early '80s. Last May, the av-
erage unweighted market share of indies in the top 50
was up half a point and in "84 it was up a point and a
half.

In ’83, however, the average independent share per
market was up only a little. While the changes seem

slight, the change of even one share point per market
can be significant if it is continuous.

Network affiliates. As for network affiliates, the aver-
age market share in the top 25 markets was down,
but only slightly—less than 0.3 of a point. Affiliate
erosion has been more pronounced in the recent past,
according to TV/RADIO AGE analyses of the top 50
markets. The average market share of affiliates was
down more than a point in May, 85, down 3.4 points
in May, ’84, and 2.2 points in May, '83.

This past May, there were as many markets with
overall affiliate market shares up as down (eight) in
the top 25, while nine markets showed no change.
Among indies, there were six markets with shares up,
13 down and six with no change.

Ad monitoring battle

While the television commercials monitoring battle
has heated up as a consequence of the announcement
of MediaWatch, another joint venture of Arbitron
and SAMI (see story on ScanAmerica in Tele-scope),
the prospect of full-scale competition with Nielsen’s
Monitor-Plus and BAR is still a ways off. Me-
diaWatch, which, like Monitor-Plus, employs com-
puterized pattern recognition, won’t be under full
test until the end of the year, according to David
Downes, who is director of new business at Time’s
Ms0, ATC, which developed MediaWatch for SAMI.
Downes says that MediaWatch pricing will differ

Television/Radio Age, July 7, 1986

from Nielsen’s and BAR’s in that customer billings
and market size will not be the key factors. Me-
diaWatch will price by product category and the
amount of data requested by the customer, he ex-
plains.

Nielsen’s local Monitor-Plus service appears to be
behind schedule (see TV/RADIO AGE story in Febru-
ary 17 issue, page 36), but marketing manager David
Buckley expects all 75 markets to be up and running
by the end of the year, the original target date. The
full service, with local and network reports, is still
targeted for January 1, Buckley maintains.

Manual service. Because, effective this month, BAR
is no longer supplying NT1I with network information
on commercials aired and commercials costs, Nielsen
is operating temporarily a BAR-like manual monitor-
ing service until Monitor-Plus can take over. The
Monitor-Plus network (and local) reports this year
will be for validation purposes, Buckley explained,
with the first sample weekly report—essentially a log
of commercials—to cover either the last week in July
or the first week in August. The first Monitor-Plus
sample monthly network report—which assembles
the weekly listings into brand and company totals, by
costs and commercial length, etc.—will cover August.
Buckley expects this report to be available for valida-
tion by the end of September.

As for local reports for validation, monitored infor-
mation from New York and Providence will “prob-
ably” be available covering August. Other markets
will be rolled out at a rate partly dependent on the
results of the validation.

Buckley expects that monitoring installations will
be completed in eight markets in July and in 15 mar-
kets in August.

Agril

Local business (millions)

+7.3%

1985: $430.0 1984: $461.4

Complete TV Business Barometer details p. 20
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Spot Report

Campaigns

Armour-Dial, Inc., RADIO

Ogilvy & Mather/Chicago

CANNED MEATS are scheduled for 12
weeks of spot advertising that started
in mid-May in a long lineup of sunbelt
radio markets. Buyers lined up sta-
tions to reach women 25 and up.

Beatrice Foods, RADIO

SFM Media Corp./New York
MANWICH is being recommended for
two weeks that started in early July in
a long and coast-to-coast list of radio
markets. Negotiators placed schedules
to reach women 18 and up.

Campbell Taggart, RADIO

The Bloom Agency/Dallas

FAMILY RECIPE BREAD is set for eight
weeks of spot advertising that started
in late June in a select but nationwide
spread of sunbelt radio markets. Tar-
get audience is women 25-plus.

Delta Air Lines, RADIO

BDA/BBDO, Inc./Atlanta

FLYING is being promoted for 26 or
more weeks that started in early June
in a widely scattered selection of air
destinations. Media plan calls for
schedules reaching adults 25 and up.

National Liberty Marketing, Inc., TV
Grey Direct/New York
VETERANS’ LIFE INSURANCE is being

Roll out

Hartford-New Haven is the latest spot
market to see the new commercials out
of SSC&B:Lintas USA introducing Co-
lossal Fossil, newest ice treat marketed
by the Good Humor Corp. The spot
first broke in Chicago in late May, Cin-
cinnati on June 2 and it started in New
York the week of June 9.

Colossal Fossil is a lemonade ice on a
stick with a candy gummy dinosaur
frozen inside. Aiming at children and
young adults, the spot uses animation
featuring a lovable but not-too-bright
dinosaur who ignores warnings of the
coming ice age. When it catches up to
him and he’s frozen inside the Colossal
Fossil, only the viewer can save him by
“licking away the surrounding ice to
bring him back to life.”

The product is packaged in boxes of
six, available in food stores in selected
markets across the country, as well as
on Good Humor trucks.

offered for eight to 12 weeks that
started on various July air dates in a
long and coast-to-coast lineup of tele-
vision markets. Negotiators worked to
appeal to adults 25-plus.

Penthouse International, RADIO
Gaynor Media Corp./New York

OMNI MAGAZINE is set for two weeks
of radio advertising that started in
early July in a select but nationwide
spread of larger markets. Media target
is young men 18 to 34.

Ralston Purina Co., TV

CPM, Inc./Chicago

GHOST BUSTERS CEREAL and OTHER
FOOD ITEMS are making four to seven
weeks of spot appearances that start-
ed on various July air dates in a long
and widespread lineup of television
markets. Fringe, kid and daytime in-
ventory was placed to attract children.

Red Lobster Inns of America, TV
Grey Advertising/New York
NATIONAL LOBSTER FEST is being
promoted during the first three weeks
of July in a widespread list of televi-
sion markets. Media team concentrat-
ed on daytime and fringe exposure to
reach adults 25 and up.

SCA/Wolff Systems, RADIO
Mogelgaard & Associates/Seattle
TANNING MACHINE is scheduled for
two weeks of spot advertising that
started in early July in a select but na-
tionwide list of radio markets. Negoti-
ators placed schedules to reach both
men and women 25 and up.

The Southland Corp., TV

Camelot Communications/Dallas
7-ELEVEN CONVENIENCE FOOD
STORES are using five weeks of adver-
tising that started in early July in a
coast-to-coast lineup of television
markets. Media placed sports adjacen-
cies to reach adults 18 and up.

Southwestern Bell Corp., RADIO
D’Arcy Masius Benton & Bowles/St.
Louis
TELEPHONE SERVICE is being pro-
moted for 13 or more weeks that start-
ed in late June in a good many radio
markets throughout Texas, Oklahoma,
Missouri and Kansas. Buyers set
schedules to reach adults 25 and up.

Taco Bell Corp., TV
Tracy-Locke/Dallas

EATING OUT is being promoted for
four to 12 weeks during third quarter
in a long and widespread list of televi-
sion markets. Media group worked
with a full range of dayparts to attract
adults, 18 and up.

Appointments

Agencies

Gerald J. Cutler has been promoted to
executive vice president, account ser-
vices and media at Hicks & Greist,
New York. He came to the agency as
an account supervisor in 1975 and now
steps up from senior vice president.

Clare L. Simpson has joined McCann-
Erickson as director of Coca-Cola Na-
tional Broadcast, a new post in the
agency’s National Broadcast Depart-
ment, headed by senior vice president
Jack Otter. Simpson had been vice
president for programming at United
States Satellite Broadcasting, and be-
fore that was senior vice president, di-
rector of the television department at
Young & Rubicam.

Dan McGillick has been promoted to
manager of the Media Services De-
partment at Lawrence Butner Adver-
tising, New York. He moves up from
media services representative.

Cleveland merger

Two Cleveland agencies, Lang, Fischer
& Stashower Advertising, Inc., and
Carr Liggett, Inc., plan to merge effec-
tive January 1 to become Liggett-Sta-
shower, Inc. Chairman and chief execu-
tive officer of the resulting $65 million
agency will be David L. Stashower, cur-
rently president and CEO of Lang,
Fisher & Stashower. President and
chief operating officer will be Harold A.
Shoup, now chairman, president and
CEO of Carr Liggett. Serving as consul-
tant to both companies during negotia-
tions was Harry Paster, executive vice
president, American Association of Ad-
vertising Agencies. Major clients of
Lang, Fisher & Stashower include
AmeriTrust; Those Characters From
Cleveland, the licensing subsidiary of
American Greetings Corp.; and The II-
luminating Co. Carr Liggett clients in-
clude Babcock & Wilcox, BF Goodrich,
Clark-Michigan and Picker Interna-
tional.
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Gary Kubo, group research director at
Tatham-Laird & Kudner Advertising,
Chicago, has been named a partner of
the firm. He had been an associate re-
search director with Young & Rubi-
cam before joining TLK, and before
that he had been with Foote, Cone &
Belding.

Mary Elien Parker has been prom oted
to associate media director at Kolon,
Bittker & Desmond, Troy, Mich. She
came to the agency five years ago and
now steps up from media supervisor.

Representatives

Jacqui Rossinsky has been promoted
to eastern division manager of Hillier,
Newmark, Wechsler & Howard, with
responsibility for overseeing sales out
of the New York, Boston and Phila-
delphia offices. She joined the firmn at
its inception in 1981 and now steps up
from vice president/regional manager
based in New York.

Kathy Iskow has been promoted to
manager of the New Seattle sales of-
fice opened by Republic Radio. Phone
number is (206) 441-1356. She joined
Republic, then RKO Radio Sales, in
1983 as an account executive in Los
Angeles.

Bill Kehlbeck has joined tnhe Katz Ra-
dio Group Network in New York zs a
network account executive. He had
been vice president, general manager
of Supernet, and before that was net-
work director for Torbet Radio.

Dick Giltner and Shirley Richards
have joined TeleRep ir Chicago. Rich-
ards moves in from Independent Tele-

Retail Report

The ‘entertainment’ business

“Good advertising should be pleasurable to watch, read and/or hear. By
the very nature of today’s market and consumer, being in the retail busi-
ness means you are, also, in part, in the entertainment business. It’s the
idea that counts, not the dollars invested.”

Those comments were made earlier this year by Warren Kornblum,
president and chief executive officer of Gray O’Rourke Sussman, a To-
ronto-based ad agency that specializes in retail clients. Speaking at the
National Retail Merchants Association (NRMA) convention in New
York, Kornblum listed “be entertaining” as one of 15 “crucial retail ad-
vertising rules.”

That maxim is being followed to the utmost at Britches, a Washington,
D.C.-based men’s specialty store operation. The retailer won three
awards during the recent Radio Advertising Bureau/NRMA commercials
competition, and Kathryn Linde, creative director for the advertising di-
vision, firmly believes, “you have to entertain people. You have to reward
people for listening.”

Britches—particularly for its Great Outdoors stores of oversized cotton
shirts, khaki pants, etc.—uses a lot of radio because “the positioning is
really good. Our market is 18-35, and they’re really interested in music.”

Britches’ advertising strategy is to “develop a personality for each pro-
duct.”

For a promotion on rugby shirts, its advertising delved into the history
of rugby. To advertise Henley-style t-shirts, there was a history lesson on
the Henley Regatta.

But perhaps the pinnacle of Britches’ humorous, tongue-in-cheek ad-
vertising approach was reached with a commercial that won an honorable
mention in the recent RAB/NRMA competition (see Radio Report, June
9). Title of the spot is: “Schnitt.” The word is described as a “linguistic
hybrid of shirt and knit.” It’s also the name of an “all-around, knock-
around shirt” the store invented. Now, here are some other definitions, as
characterized in the Britches radio commercial:

B “Pig in Schnitt—refers to the comfort of our generously cut cotton
shirt body attached to a soft knit collar.”

® “Schnittload—describes the number of colors is comes in.”

B “Give a Schnitt—means it makes a great gift.”

B “A Schnitt Fit—refers to how well it suits just about everybody.”
® “Oh, Schnitt—what people say when we run out of their favorite
shirt.”

Conclusion: “After years of making our very own cotton shirts, we real-
ly know our Schnitt.”

Britches Great Outdoors, which has stores in Atlanta and Dallas and
plans to open them shortly in Baltimore and northern New Jersey, will
probably eventually use more television as its expansion continues. But
even then, says Linde, “we’d probably go into something like Saturday
Night Live.” To date, TV has only been used before sales.

Gray O’Rourke Sussman's Kormblum, meanwhile, listed another rule
that would undoubtedly be embraced by Britches’ Linde. “Find a way to
stand out,” he said. “Too many commercials are faceless reminders of
somebody else’s advertising. Tired similarities seem to dominate every
medium and every market . . . Break through! Stand out! Don’t accept a
‘cookie cutter’ approach to creative.”

Stores like Britches recognize this. They make it easy for broadcasters.
But for every Britches, there are dozens of stores who need help—help
from stations who understand the retail business well enough to help
them come up with an idea that will be entertaining and make the cash
register ring.—Sanford Josephson

Television/Radio Age, July 7, 1986

79




TELEVISION RADIO AGE

vision Sales and is assigned to the Li-
ons team. Giltner, formerly with Re-
public Pictures and Blair Television,
will be selling for TeleRep’s Wildcats.

Cindy Sacks has been promoted to
manager of the Houston sales office of
the Blair Radio Division. She joined
the office at its inception in 1982 as
saleswoman, sales assistant and office
coordinator.

Edward Goldberg has joined Seltel in
Chicago. He is assigned to the Raiders,

following a sales post with Katz Tele-
vision in Dallas.

Charles E. Bishop has been named
sales manager for McGavren Guild
Radio in Denver. He had been a senior
account executive with KOA/
KOAQ(FM) Denver.

Susan Carnahan and Donna Kroft are
now with the Chicago sales office of
Eastman Radio as account executives.
Between them, they have 27 years of
experience in sales and marketing.

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

graphs

“For years the term ‘Top 40’ and
the name Rick Sklar were synon-
ymous. They both meant the
best in rock music. If you are
fascinated by the world of music,
its stars, its jungle warfare, its
fights for survival, then read Rick
Sklar’'s autobiography of the rise
of rock radio in America.”
—Clive Davis, President
Arista Records

THREE DECADES OF RADIO & ROCK’'N ROLL

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

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

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

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

-3

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

Kenneth Tonning has been appointed
vice president, general manager of
Gannett Broadcasting’s KUSA-TV
Denver. He suceeds Charles Leasure
who is now a general executive with
Gannett Television. Tonning had been
vice president, station manager of
KUSA-TV.

Edward T. Karlik has been named vice
president/television for Chase Com-
munications Corp., formed earlier this
year as parent company for WPTY-TV
Memphis. Karlik had been vice presi-
dent/general manager of KRBK-TV
Sacramento-Stockton.

Pa.xson

Adkins

Dennis Adkins, general sales manager
of WCHS-TV Charleston-Huntington,
has been named general manager, suc-
ceeding Robert Paxson, who continues
with the station as senior manager un-
til he retires at the end of this year.

Christopher Kampmeier has been pro-
moted to general manager of KMGR
AM-FM Salt Lake City. He steps up
from station manager for the Trans-
Columbia Communications station.

Clark L. Wideman has been elected
vice president of KTTC Television,
Inc. and general manager of KTTC-TV
Rochester—Mason City—Austin. He
was formerly general manager of
WEAU-TV LaCrosse-Eau Claire.

William H. Weller is now general man-
ager of WGAR AM-FM Cleveland. He
transfers from WKZL AM-FM Winston-
Salem, N.C., also a Nationwide Com-
munications station, where he had
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been general manager for the past
three years.

Richard J. Sondheimer has been
named manager of financial planning
for Fox Television Stations, Inc. He
had been manager of pianning for
CBS-owned wCAU-TV Philadelphia
and hefore that was a financial plan-
ner for WFLD-TV Chicago.

Wanda Herndon Lewis has been elect-
ed vice president-sales of Roy H. Park
Broadcasting of Virginia, owner of
WTVR-TV Richmond. She joined tte
station as an account executive in
1978 and now steps up from general
sales manager.

Karen Grinthal has been named direc-
tor of sales for CBS’ RadioRadio net-
work. She came to CBS from the RKO
Radio Networks last year and now
steps up from account executive.

William Sullivan has been appointed
general manager of KPAX-TV Missou-
la, Mont He was formerly station
manager of KREX-TV Grand Junction,
Colo.

Glernn Comneliess has been named
president of WHLI/WKJY(FM) Hemg-
stead, N.Y. He moves in from Weiss &
Powell where he had been vice presi-
dent and New York regional manager.

Television/Radio Age, July 7, 1986

One Seller’s Opinion

Promotion’s key role
in drawing listeners
from the ‘Dollar Demo’

VanDerheyden

Fact: Mick Jagger is 43. And the average age of record buyers is 27.
What’s happening? We’re growing up! The baby boom of the *40s and
’50s has produced today’s crop of 25-54 year olds that I call “The Dollar
Demo” because to us, they’re worth a fortune. And, incidentally, “they”
are “us.” Most of us were born between 1932 and 1961.

But although advertisers are trying to reach us as never before, the Dol-
lar Demo puts radio listening way, way down on its list of priorities—if it’s
there at all. So we can help ourselves help the Dollar Demo make decisions
about our radio stations by first telling them exactly what we are. And re-
member, “Less is more.” Keep it simple. Because with all the decisions we
have to make, our attention span is getting shorter. This Dollar Demo sim-
ply isn’t going to go looking for a radio station, personality, or special pro-
gramming. We have too many other decisions to make.

People form their musical tastes somewhere in their early teens and
keep them that way the rest of their lives. Musically, the Dollar Demo has
its roots planted firmly in the ’60s and early *70s. As children of the '60s we
were vocally opposed to racism, apartheid and human suffering. As the
Dollar Demo of the "80s we’re doing something about these human condi-
tions, effectively putting our money where our youthful causes were. This
enormous social change has important ramifications for all advertisers.
Events like Hands Across America or the Statue of Liberty’s 100th birth-
day are the kinds of projects the Dollar Demo will flock to now.

The Dollar Demo is changing the way it uses the media, especially televi-
sion, albums, cassettes and CDs. We should take careful note of these new
media trends. According to the New York Times, compact disc sales have
climbed 700 per cent in the last year, and cassette sales are rising too.
Who's buying them? On the average the buyers are 35-year-old men with
incomes exceeding $35,000. And, according to a recent survey, the number
of people who say they pay absolutely no attention to TV commercials in-
creased to 20 per cent in 1984 from 13 per cent in 1983. That trend is ex-
pected to continue when the 1985 figures come out. So we must reexamine
our ad budgets and determine how they can best be used.

Frank Magid Associates recently completed a national study on radio
promotion and came away with some interesting findings. Did you know
that 55 per cent of the listeners who do have a favorite radio station found
that station searching across the dial, 25 per cent heard about it from oth-
ers? That means over 75 per cent found their favorite station without be-
ing coaxed by advertising. Only nine per cent heard about a station
through advertising or promotion. And 53 per cent have cassette players in
their cars and 46 per cent listen to tapes rather than the radio at least half
the time.

Let me underscore the impact of the Magid study findings with their
conclusion: “In order to secure a competitive edge, stations must begin to
do a much better job of selling themselves to the public. In an industry
where there is growing outside competition for listeners, the marketing of
the product takes on added importance. Promotion needs to become a ma-
jor force.”—Robert VanDerheyden, vice president, general manager,
WHTT(FM) Boston
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Increase your movie volume and your ratings
volume with VOLUME SIX...21 of today’s most
outstanding motion pictures.

AGAINST ALL ODDS KRULL
BLAME IT ON THE NIGHT THE LAST WINTER
BLUE THUNDER LOVELINES
CASEY'S SHADOW MOSCOW ON THE HUDSON
THE FRONT ‘THE MUPPETS TAKE MANHATTAN
GHOSTBUSTERS THE NATURAL
HAPPY BIRTHDAY TO ME NOBODY'S PERFEKT
HARDCORE SPRING BREAK
THE HOLLYWOOD KNIGHTS STARMAN
JAGGED EDGE TEMPEST
THE KARATE KID

VO L UME
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THE RADIO LIST o Judith D. Currier has been named gen-
eral manager of KLZE(FM) San Jose,

rou e lon o Sbeclfic exe Communieations, ne. She had been

ou want ...GM, GSM, P i i
o/ divid ! » PgM their | @ general sales manager of Davis-
SIHCRCRCPEN, WEED BBl 370 Weaver’s KLOK(FM) San Francisco
N - and national sales manager for all six

_ . © Davis-Weaver radio stations.
THE RADIO LIST T

Means flexibility. Top 70 mkts.,
top 200 mkts., or smaller mkts., o
AM or FM, daytime or full time.

- _ _— o
THE RADIO LIST
Get labels for 1 or all of 18 talk
and music formats ... alphabetized o LD & Z T I ST RS UDELET:

tion manager of KSTP-TV Minneapo-
lis-St. Paul. He started with the sta-
tion as a part-time floor director in
S —_ \ O 1953 and now moves up from opera-

by mkt., call letters or zip-code.

THE RADIO LIST tions manager.

Order pressure sensitive labels, 0
your own imprinted labels or envel-
\opes, or individualized letters.

o - o
THE RADIO LIST
Basic cost (market order): $75. O
per thousand pressure sensitive ’ D. Hartley has b dvi
labels. Add $30.M for zip-coding. ane . Martiey has been named vice
™ f T E president of marketing for MCA
O Broadcasting. She had been vice presi-
dent of corporate communications for
( THE RADIO LIST Westinghouse Broadcasting and Ca-
ble, Inc.
The only mailing list maintained @) - -
by BF/Comm. Services -publishers Craig Bachman has been promoted to
\of RADIO PROGRAMMING PROFILE. station manager of WsJT-TV Vineland,
N.J. (Philadelphia). He moves up
- - ) O from local sales manager of the Press
p— 0 DIST Broadcasting property.
"Received more response from top O
200 mkts. using list than I ever AGB names Sharot

achi - i . .
Qe [SHSEIES From Studio B Trevor Sharot has been named vice

- - — O president, research for AGB Television
Research, Inc. That gives him responsi-

THE RADIO LIST N\ bility for developing and maintaining

the sample for the national television

"I have not had such successful o ?\\gl;enlce n:ea_sx:reglent_ sesrvi:e té‘at

i ¢ e . . plans to introduce in September,

| direc m.:lloe?gpenenge 1n' my 14 ! 1987, and also for establishing the stan-

Kyears. T IS 7S LR Svs.j dards involved in gathering and pro-
- &) cessing PeopleMeter audience data.

- o N Sharot transfers from AGB’s Audits

THE RADIO LIST of Great Britain Ltd., where he had

o been for 11 years, most recently as di-

Get order forms from Bill Fromm, rector of audits. In that post he had

THE RAD been in charge of the technical opera-

Lo iiye = (0) bule=rlty tion of most of the company’s consum-

7 Cathy Ct., Glen Head, NY 11545, er and media panels.
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Media Professionals

Syndication proves good buy
for specialized target group

Jodi Stiffelman

Media superuvisar
Stan Merritt Advertising
New Yark

odie Stiffelman, media supervisor at Stan Merritt
Advertising, says her agency uses a number of

techniques in launching new products that are also
applicable and useful for existinz products. Among
them. she adds, are procedures useful in isolating a
product’s target audience. She describes “personality
profiling,” for instance, as “a mcre selective use of
demographics and psychographics.”

Stiffeiman observes that, “Thzre are several prod-
ucts already on the market as remedies for general
itching, but we positioned Blistex Inc.’s new Ivarest

more specifically, to offer eight-hour relief for an itch
with a very specific cause—poison ivy.”

She explains that in narrowing down the target
prospect and audience, “We determined that Ivarest
should be aimed at two groups. One was outdoor-ori-
ented people—campers, fresh-water fisherman, hunt-
ers and weekend gardeners in the suburbs, rather
than trying to blanket all men 18 to 54. And we want-
ed to target these outdoorsmen not only in those
parts of the country where such activities are most
common, but also in areas where poison ivy is ram-
pant. There are plenty of hikers and hunters in the
Arizona desert, for example, but that desert grows
cactus—not poison ivy.”

Ivarest’s second target group, says Stiffelman, was
“the trade-pharmacists and dermatologists who
could recommend the product.” To reach the trade,
ads with business reply cards were run in business
journals edited for dermatologists and pharmacists.

Turning to television, Stiffelman reports that, “We
couldn’t afford network television for Year I, but our
media service, Western International Media, found
syndicated properties of special interest to outdoors-
men.” These shows, she explains, “are pre-produced
to the point that the pre-production includes com-
mercials. In the programs selected for Ivarest, those
pre-inserted commercials included ours. And that
put Ivarest on national television for under 50 cents
per-1,000, in highly-merchandisable television sched-
ules for affordable dollars, and against viewers ex-
posed most often to poison ivy.”

In a word...

Quality

GROUP

RADIO

WRBZ., Boston WINS, New York KY'W, Philadelphia
KDKA, Pittsburgh KODA, Houston KQZY, Dallas/Fort Worth
KOXT, San Aantonio KEZWAM) and KOSI, Denver
KMEQO-AM-EM, Phoenix KEFWB, Los Angeles KJIQY, San Dicgo

Westinghouse Broadcasting
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New Stations

Under Construction

WpxT-TV Portland, Me.; Channel 51.
ADI, Portland-Poland Spring; Licen-
see, Portland Broadcasting, Inc., 2320
Congress Street, Portland, Me., 04102.
Telephone (207) 774-0051. Josh
McGraw, vice president/general man-
ager; Tony Palminteri, general sales
manager; Jennifer Dennison, program
director. Represented by Independent
Television Sales. Target air date, Sep-
tember 1986.

Buyer’s Checklist

New Representatives

Blair Radio has been named national
sales representative for nine Demaree
radio stations. They are KXUS(FM)
Springfield and WMBH/KKUZ(FM)
Joplin, both Missouri; KFAY/
KKEG(FM) Fayetteville and KWCK/
KSER(FM) Searcy, both Arkansas: and
KKID AM-FM Sallisaw, Okla. Both
Oklahoma stations, KWCK, KFAY and
WMBH feature country music. KXUS,
KSER and KKUZ carry contemporary
formats, and KKEG programs top 40.

Gardner’s new hierarchy

stom

O’Neill

Gardner Advertising Co., St. Louis, has
formed an Office of the President that
includes five newly elected executive
vice presidents, a senior vice president,
and the president of the agency, C. Kel-
ly O’Neill. The executive vice presi-
dents are Donald A. Stork, president of
Gardner subsidiary Advanswers Me-
dia/Programming, Inc., three manage-
ment representatives; John R. Fox,
William A. Lahrmann, Jr., and James
L. Perabo, and creative director Wil-
liam H. Tyler, Jr. The senior vice presi-
dent is Karen S. Hussman, assistant to
the president. Gardner is a subsidiary
of Wells, Rich, Greene, Inc., has 200
employees, and reported capitalized
billings of $117 million for 1985.

CBS Radio Representatives is now the
exclusive national sales representative
for KARN Little Rock and the Arkan-
sas Radio Network, both owned by
Snider Broadcasting. KARN offers a
news/talk format featuring farm news,
national and world news and sports.

Christal Radio is the new national
sales representative for WNNK-FM
Harrisburg, Pa., KOKY/KLAZ(FM) Lit-
tle Rock, and KAFX AM-FM Lufkin,
Texas. Both Lufkin stations and
WNNK feature adult contemporary/
CHR formats, KLAZ programs CHR,
and KOKY offers an urban sound.

Harrington, Righter & Parsons has as-
sumed national sales representation of
wWJRT-TV Flint, Mich. The ABC affili-
ate is owned by Knight-Ridder Broad-
casting, Inc.

Independent Television Sales has been
appointed national sales representa-
tive for WOLF-TV Wilkes-Barre-Scran-
ton. The station will be carrying the
international Goodwill Games from
Moscow via the Turner Broadcasting
System.

Major Market Radio has been named
to sell nationally for KASH AM-FM An-
chorage, Alaska. Both stations pro-
gram country music.

Masla Radio has been appointed na-
tional sales representative for
WEAS(FM) Savannah, KRNB Memphis
and KXIC/KKRQ(FM) Cedar Rapids,
Iowa. KXIC broadcasts Music of Your
Life, and KKRQ airs CHR/top 40. Both
WEAS and KRNB feature urban con-
temporary formats.

Petry National Television is now the
national sales representative for Lori-
mar/Telepictures’ KSPR-TV Spring-
field, Mo. In October the station will
switch from independent to become
an ABC TV affiliate.

Republic Radio has been selected to
represent KILO(FM) Colorado Springs.
The station is owned by KILO Broad-
casting Co. and programs an album
oriented rock format.

New Call Letters

WNWO-TV is the new call designation
of WDHO-TV Toledo, Ohio. The sta-
tion was recently acquired by Toledo
Television Investors, headed by 1.
Martin Pompadur and Ralph E.
Becker.

WiQi(Fm) Tampa-St. Petersburg has
changed its call letters to WUSA-FM,
an identification *‘more closely allied
to” parent company Gannett, also
publishers of USA Today.

KTHO-FM is the new call sign of
KZFR(FM) South Lake Tahoe, Calif.
Owner is Emerald Broadcasting Co.,
owner of sister station KTHO.

Transactions

Metropolis Broadcasting, Inc., De-
troit, has agreed to purchase WERE/
WGCL(FM) Cleveland from GCC Com-
munications, Inc. for $10.7 million,
subject to FCC approval. GCC is
headed by George Oliva, Jr. Principals
of Metropolis are Lorraine Golden,
Harvey Deutch and Jim Harper.

Henry Broadcasting Co. has agreed to
acquire KLCZ/KDON(FM) Salinas,
Calif. from Grace Broadcasting, Inc.
for $5 million, subject to FCC approv-
al. Grace Broadcasting is headed by
Harvey Grace and Charleton Buckley
heads Henry Broadcasting. Broker in
the transaction is Chapman Asso-
ciates.

La Paz Broadcasting, Inc. has pur-
chased WROD Daytona Beach, Fla.
from Central Florida Broadcasting Co.
of Cleveland for $1.2 million. La Paz
principals are Anthony deHaro Welch
and Shirley Welch. Mr. Welch was
formerly the news director at KRLD-
TV Dallas-Fort Worth.

Continental promotes

Jack Higgins has been promoted to the
new post of general manager of Katz
Continental Television, leading off a
series of management appointments
at the Katz division. Tom Olson, presi-
dent of Katz Continental, also an-
nounced the appointments of division-
al vice presidents Jay Friesel and Bob
Levenstein as general sales managers
and the promotions of Jerry Cifarelli,
Herb King and John Wall to national
sales managers in New York.

Promoted to New York sales manag-
ers are Chris Jordan, Carey Moler,
Mark Ryan and Margaret Tjepkema,
while in Los Angeles, Katz Continental
has created two sales teams, naming
Raleigh Fitzpatrick to head the Gold
team and Skip Vose as manager of the
Silver team. And in San Francisco, it’s
Stanton Jones who becomes manager
of the Katz Continental sales office
there.
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Viewpoints

Charles D. Peebler

Chiej executive officer, Bo-
zell, Jacobs, Kenyon & Eck-
hardr, in recent speech be-
fore Assoctation of National
Advertisers/Radio Advertis-
ing Bureau Radio Workshop
in New York

Radio has unique ability to
target and deliver specific
audience segments

I am CEO of the only major advertising agency in
America that commits nearly 15 per cent of the ad-
vertising funds placed in its trust to radio. For the
most part, the rest of the top shops award radio any-
where from 5 to 10 per cent of the media spending
pie. In fact, Bozell, Jacobs, Kenyon & Eckhardt, ac-
cording to published and accurate reports appearing
in the trade press just a few months ago, in 1985 was
this nation’s Number 1 buyer of radio time, not just
on a percentage basis, but in actual dollar volume as
well.

Why should that be? Have we discovered the ulti-
mate marketing and media mix? I would love to say
“yes,” but it wouldn’t be true. Do we know something
that all other agencies don’t knew? I hope so, but I
don’t think it has anything to do with the way we
evaluate radio. I believe we assess radio’s value in a
manner not dissimilar to most other agencies. What
then accounts for our obvious faith in the medium?
Radio attracts and reaches its publics . . . all of them,
young and old, men and women . . . by getting close

to them ... by delivering the programming and the
values that each targeted audier.ce segment wants to |
hear. So it’s only natural that our buyers relate to ra-
dio’s exeeptional ability to get close to the customer.
I'm a member of a small and vanishing breed of ad-
vertising executives who grew up “watching” radio.
You heard me right. For those o you too young to re-
member [and sometimes I wish | were], we didn’t
merely listen to it on the radio . . we watched it on
the radio. Radio brought us soap operas and west-
erns, action and drama, comedy and variety, mystery
and history, ballads and boogie.

Which of us watched it on the radio . . . and how
many of us watched at the same time . . . depended
on the appeal of the program. They didn’t call it tar-
geting back then, and markets weren’t segments, but |
the objectives were the same . . . and believe me, they
knew how to reach their audience. Radio brought to

us entertainment, information and amusement. We

brought it to our imagination. It was a pretty good
trade-off then . .. and it’s a pretty good trade-off
now.

Newspaper clients

In case you were not aware, one of our clients of
whom we are most. proud is The New York Times. In
addition, we also represent, with equal pride, the
Minneapolis Star-Tribune and the Omaha World
Herald. But we'll turn to The Times to help me make
my point. It’s easy for us, you might say, to demon-
strate our belief in radio by putting millions of
Chrysler dollars into broadcast. After all, with a bud-
get the size of Chrysler’s, they’re important players
everywhere. But that certainly couldn’t and wouldn’t
be true with The New York Times.

Their target market is too educated and the in-
come level too high. In other words, radio is a terrible
advertising medium for The New York Times . ..
right? Wrong! Radio is, in fact, a great buy for The
New York Times. It helps us reach precisely the au-
dience we must: younger, better educated and high or
higher income. We fine tune our demographics with
the same care with which the New York Philharmon-
ic’s first violinist tunes his Stradivarius . . . and then
we orchestrate the campaign.

By the way, I'd be remiss if I didn’t point out that
we not only try to buy radio creatively, we try to be
creative on the radio.

Ringing the cash register

If there is one common thread among our heavy radio
clients, it is that they are action-oriented. When they
advertise, they expect something to happen—now—
at the counter and at the cash register. Perhaps that’s
another reason why we buy radio at double and even
triple the rate of the overall U.S. agency community.

Ten Bozell, Jacobs, Kenyon & Eckhardt clients
spent over $1 million each in radio last year. Number
1, Chrysler and Plymouth, had cars to sell . . . and
they wanted action. American Airlines was close, be-
hind. They had seats to fill. And you better believe
they wanted sales action, too . . . and like Chrysler,
they relied on radio to help them get it.

Our Number 3 radio user, American Stores, lives in
a totally different world. But they coexist in the same
medium, and for many of the same cash register rea-
sons. Where else can they tailor advertising to reach
women 18 to 34?7 Then tailor it again to reach more
women 35 to 49? And finally, custom fit it once again
for ages 49 to 54. And just as important, they can ac-
tually afford to make different commercials appeal-
ing to each separate age group. Whether you're
American Stores or Zale’s Fine Jewelers, you talk to
the millions of women in today’s workforce, many of
whom can be reached most affectively in their cars as
they commute to and from the job.

Or, if you're Greyhound or McDonald’s, we know
how important it is for you to reach blacks, Hispanics
and other minorities . . . or young adults, or seniors.
Radio helps us find them and reach them, affordably
and frequently.
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LBS sets new kid activity, other deals

While LBS Communications is not in-
troducing new childrens’ strip fare this
fall, the company, which has launched
four kid strips and one weekly show in
the past five years, will hardly be ab-
sent from the new kid product arena.
LBS will introduce a five-part min:ser-
ies, Teddy Ruxpin, in association with
Worlds of Wonder, manufacturer of
the high-flying toy talking bear; is
planning a made-for-TV live-action
movie of Dennis the Menace; and set-
ting up a package of 90-minute kid spe-
cials from previously released product,
with new footage and wraparounds.
Non-kid activity is heavy too, including
deals with other syndicators.

In an interview, Henry Siegel, chair-
man and president of LBS, notes that
the company took a temporary hiatus
from launching kid strips so as to maxi-
mize the dollars from its current prod-
uct and to judge the marketplace. In
going with Ruxpin, it’s Siegel’s opinion
that the broadcast industry is ready for
a softer animated product than the ad-
venture/robotic shows launched re-
cently, which he calls ‘“faddish strips.”

Ruxpin. Once Ruxpin gets off the
ground as a miniseries in the fall, LBS
expects to debut it as a strip in the fall,
1987. The miniseries will be offered on
a barter basis, with a two/four minute
split and the series will probably go the
same way, says Siegel.

Sixty-five half hours will be pro-
duced by DIC Enterprises and cost for
each episode of the strip will be in the
$200,000 range, Siegel notes. DIC pro-
duced the five previous LBS animation
shows. Cels and animation will be done
in the orient.

But besides animation, LBS will en-
ter the kid live-action marketplace as
well. DIC and General Mills are pre-
paring to mount 65 animation half
hours of Dennis the Menace for airing
this fall, Siegel points out. However,
while LBS is not involved in the ven-
ture, it will do a live-action Dennis the
Menace movie with Columbia Pic-
tures. Siegel says that Colex, division of
Columbia, has made a development
deal with DIC to produce a two-hour
live-action Dennis made-for-TV movie,
to be used as the basis of a series. The
movie is expected to run either this fall
or in the first quarter of 1987. The se-
ries is projected airing in the fall, 1987.

The Dennis project follows similar
made-for-TV ventures such as Gidget,
It Came Upon a Midnight Clear, Boys’
Town, Canterville Ghost, distributed

by LBS. Also, LBS will partner with
DIC a quarterly series of eight 90-min-
ute animated specials, under the um-
brella title of LBS-DIC Children’s
Theatre. The specials will begin airing
in the fourth quarter, on 130 stations
covering 80 per cent of the U.S., says
Siegel, on a split of eight minutes for
national and 10 for local Barter basis.

The properties to be used, according
to Siegel, will each contain three half-
hour episodes from series released by
LBS in syndication, with new footage
and wraparounds. The quarterly win-
dow for each will be five weeks. The
centerpiece for each movie will be the
title character. Working titles for the
eight specials include Robotman
(fourth quarter); The Get Along Gang
(first quarter, 1987); The Care Bears
(third quarter) and Wrestlemania
(fourth quarter); and Heathcliff (first
quarter, 1988). Other titles will be an-
nounced shortly.

Theatricals. Heathcliff was turned into
a theatrical feature by Atlantic Releas-
ing Corp., using wraparounds, and did
very well at the box-office, says Siegel.
The movie, in turn, will probably go
into a syndication package. Other

.

Henry Siegel

properties may go a similar route, giv-
ing the shows extra revenue mileage.
Siegel notes that while the kid market-
place is looked at as generally soft, LBS
is sold out on all its kid inventory. “Do-
ing these movies creates more avail-
ability for us to sell more time at a
marginal cost.” Also, movies such as
the Care Bears Movie will have an op-
portunity to run in primetime and gen-
erate very good ratings and revenues in
syndication.

Co-ventures. In addition, LBS is get-
ting involved more heavily in co-ven-
tures with other distributors. In a re-

cent agreement, LBS an All American
Television will co-finance and sell na-
tional time on This Week in Country
Music. The deal was made with Jim
Owens Entertainment, which has been
producing and distributing the weekly
show, in its fourth season. Owens has
cleared the show in more than 140 mar-
kets. LBS owns a minority interest in
All American.

LBS bought an interest in Chelsea
Communications and is a limited part-
ner in the company, and is eying simi-
lar arrangements with other distribu-
tors.

Other deals in the fire include syndi-
cating colorized films being made
available by Hal Roach Studios, and
deals to distribute films of two major
suppliers. In the Roach deal, LBS will
distribute Night of the Living Dead
and It’s a Wonderful Life, as start-up
vehicles, through the fourth quarter,
and Topper next year. Also, Siegel is
looking to add 44 new episodes to Tales
of the Darkside as possible spinoffs
and stripping. The weekly series was
partnered with Tribune Entertain-
ment, which placed the stations in late-
night time periods. With the 44 new
stanzas, Tales will have a total of 90,
and in 1987 will be stripped.

WWTV, Samuel merger

Western-World Television and Samuel
Broadcasting Corp. have agreed in
principle to exchange all the outstand-
ing shares in SBC for stock in WWTV.
Following the exchange, SBC and its
subsidiary, BrightStar Communica-
tions of America, will operate as sub-
sidiaries of the public parent company,
to be renamed, pending shareholder
approval, WesternWorld-Samuel
Communications Inc.

Ernest S. Samuel, chairman and
chief executive officer of Samuel
Broadcasting and chairman of Bright-
Star, will join Julio Gonzaelz-Reyes as
co-chairman of WWTV., Robert
Springer is WWTYV president and chief
executive officer and chairman of
Western-World Video the home video
distribution subsidiary of WWTV.
Gary J. Worth, president of Samuel
Broadcasting and president and chief
executive officer of BrightStar, will re-
tain his position with Samuel and
BrightStar and also become executive
vice president and CEQ of the new par-
ent company.

Samuel Broadcasting this month in-
troduced a daily satellite feed, Busi-
ness Television Network, to European
broadcast and cable affiliates its hour-
long edition of Financial News Net-
work, including a new segment, The
Wall Street Journal—European Edi-
tion, produced exclusively for BTN by
Dow Jones.
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All American new marketing concept

All American Television and LBS
Communications are introducing an
innovative marketing concept on a
first-run hour science and technoiogy
series which will debut this fall. The
series, Beyond 2000, is being offered to
stations via barter, with stations re-
taining 10%% minutes for local sale,
while All American and LBS keep only
one-and-half minutes in each hour.
This arrangement is available to sta-
tions for the fourth-quarter only.

As a further incentive, Beyond 2000
can be run on either as a weekly or a
monthly basis. In the monthly arrange-
ment, the split is six-and-six in each
program, with stations having the op-
tion of an additional seventh local min-
ute. Beyond 2000 is being sold by LBS,
and All American is handling the sta-
tion clearances.

According to George Back, All Amer-
ican president, the marketplace will
decide the company’s marketing strat-
egy. ‘We've minimized the risk for sta-
tions and provided them with addition-
al revenue opportunities.”” At this
point, Beyond 2000 has been cleared by
ABC affiliates on Sunday afternocns.
CBS stations and independent outlets
plan to air the series in early and late
fringe on weekends; and NBC affiliates
are opting mostly for the monthly
package.

George Back

An international consortium has
been formed to produce the series,
which is expected to cost about
$200,000 per episode, and 12 shows are
planned for the initial quarter. Princi-
pals in the venture include G&S Man-
agement Services and CIC Entertain-
ment Corp., both Australian invest-
ment companies, and All American ar.d
LBS. Shooting on Beyond 2000 will
take place in the U.S. and elsewhere
around the world.

Beyond 2000 has been running cn
Channel 10 in Australia, and is enter-
ing its third year on the network. It
beat Magnum P.I., Hill Street Blues,
Miami Vice and Dynasty last year, ac-
cording to All American.

Programs to be chosen for U.S. con-
sumption will be hosted by David Bir-
ney, edited, and will be faster-paced
and contain more segments than the
Australian series.

Syndication shorts

Program Partners Corp. will produce
and distribute a two-hour special, For
All Mankind: America Salutes the
Challenger Astronauts, which marks
the first anniversary of the Challenger
tragedy. Mankind, which explores the
discoveries of NASA’s manned-space
program, will be available for broad-
cast January 19, 1987, via cash-plus-
barter. PPC will keep three minutes
and stations will get 16 minutes for lo-
cal sale, per broadcast for two runs.

D. L. Taffner/Ltd. has added six sta-
tions to Three’s Company lineup, now
seen on 206 stations, covering 98 per
cent of the U.S. households. New sta-
tions include WTHX-TV Johnstown-Al-
toona, WMSN-TV Madison, WNUV-TV
Baltimore and KSKN-TV Spokane.
Also, Taffner’s Check it Out!has added
10 stations, for a total clearance lineup
of 75. Additions are WTOG-TV Tampa-
St. Petersburg, wTZz-Tv Seattle—Ta-
coma, WSOC-TV Charlotte and WTTO-
TV Birmingham.

Barry and Enright Productions have
obtained the TV rights to Can You Top
This? and is developing an updated
version for network, syndication or ca-
ble airing in association with ABR En-
tertainment. The show appeared in
syndication in 1970.

Tribune Entertainment has signed an
agreement with Hope Enterprises to
syndicate a two-hour variety special, A
Hollywood Salute to General Jimmy
Doolittle. The special will center on the
90th birthday celebration of Doolittle,
World War II hero. Program is cleared
on a barter basis, with a 12/12 local and
national split.

Four Star International has relocated
its Los Angeles executive offices to the
Compact Video executive offices at
2813 West Alameda Ave., Burbank.
New phone number is (818) 842-9016.

Blair Entertainment’s Divorce Court
has been sold to 164 stations currently,
including five new markets. These are
KMTV(TV) Omaha, WRBT-TV Baton
Rouge, WTXL-TV Tallahassee, KIMR-
TV Palm Springs and KLMG-TV Long-
view. Also Blair’s Strike it Rich, which
premieres September 15, has a current
lineup of 47. New stations include KHJ-
TV Los Angeles, WSVN(TV) Miami,
KMSP-TV Minneapolis-St. Paul and
KSCH-TV Sacramento-Stockton.

Hagen-Menk Entertainment has
cleared Seeing Things, first-run mys-

tery/comedy series, to four major sta-
tion groups, Gaylord Broadcasting,
Gillette Broadcasting, Storer Commu-
nications (being acquired by Lorimar-
Telepictures) and Fox Television Sta-
tions. The one-hour weekly series con-
sists of 26 episodes for a fall start, on a
cash basis for two runs.

MG /Perin and All American Televi-
sion have combined efforts in distrib-
uting The Winning Moment, series of
30-second Super Bowl inserts. Moment
had been syndicated by MG/Perin for
six years. The series has been renewed
by the NBC-owned stations. Other sta-
tions which will air the 30 segments
include WXYZ-Tv Detroit, WEWS(TV)
Cleveland and WCNC-TV Denver.

Syndicast Services has signed 50 sta-
tions to air the one-hour soap opera
special Daytime Lovers. Among these
are KTTV(TV) Los Angeles, WPXI-TV
Pittsburgh, wusA-TvV Minneapolis-St.
Paul and wTMJ-TV Milwaukee. Also,
S8 is offering for November availabil-
ity Hollywood’s Private Home Movies,
with Bill Cosby as host. One-hour spe-
cial was seen initially on ABC.

MCA TV’s Puttin’ on the Kids, spin-
off of Puttin’on the Hits, is a go for the
fall. The half-hour weekly series is ex-
pected to clear nearly 80 per cent of the
U.S. air time. The ad-supported show
is currently under contract in 16 of the
top 20 markets.

This Week in Baseball has added
WMAQ-TV Chicago to its lineup, for
Saturday airings. The baseball weekly
program marks its 10th year this sea-
son, and is airing on weekends in 70
markets, covering 80 per cent of the
U.S. Major League Baseball Produc-
tions is producer.

Zooming in on people

Kathy Haynsworth has been promoted
to director of administration at Orion
Television Syndication. Her associa-
tion with Orion began in 1979, when
she joined Filmways Enterprises as as-
sistant to the president. In 1981,
Haynsworth was promoted to director
of operations and in 1984 was named
director of finance and contract admin-
istration.

Kathy Fenus has been promoted to
assistant director of operations at MCA
TV. She has been secretary of MCA
TV'’s creative services department for
10 years.

Conrad Roth has been appointed se-
nior vice president at AH American
Television. Roth has been a consultant
to the company since 1982, primarily in
ad-supported syndication. Roth began
his syndication career with the distri-
bution of various NFL Film properties.
Also at All American, Steven Blechman.
has been named director of research.
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Previously, Blechman was a media re-
search specialist at the Nielsen Syndi-
cation Service.

Gary Wald has been promoted to se-
nior vice president and general manag-
er at Sunbow Productions Internation-
al. He has been managing Sunbow In-
ternational since the division was
formed in July, 1985.

Speed Johnson has joined Indepen-
dent Television Network as account ex-
ecutive. Previous stints were with Syn-
dicast Services and NBC.

Lorimar-Telepictures Domestic Dis-
tribution has made a series of sales pro-
motions. Mark Robbins, midwestern
manager of first-run sales, has been
promoted to senior vice president. He
joined Telepictures in June, 1981.
Rosemary Mazzo has been named vice
president, international sales adminis-
tration. She joined Telepictures in
1980. Rob Burnett becomes vice presi-
dent, eastern sales, and Keith Samples
becomes vice president, western sales
for the Perennial division of L-T.

Keith Samples

Joseph Tulloch has been named
manager of publicity at Embassy Tele-
communications. Before joining Em-
bassy, Tulloch was an account execu-
tive at Rogers & Cowan. Previous to
that, he worked for The Motion Picture
Association of America.

Evelyn Ackley, a research analyst at
King World, has been promoted to re-
search manager. Ackley joined KW a
year ago. Before that, she was a produc-
tion assistant for the soap opera Search
for Tomorrow.

LBS Communications has appointed
John Scuoppo as vice president, station
relations. He was with NBC TV for
more than 20 years and most recently
was media relations consultant for the
U.S. committee of UNICEF.

14 Emmys to wmAQ-TV

WMAQ-TV won 14 Emmys, trailed by
WBBM-TV which took 10, and
WTTW(TV)’s eight, in the 28th annual

Chicago Emmy awards competition.
WFLD-TV grabbed five; WLS-TV took
four, and WGN-TV picked up only one.
List of winners is as follows:

Investigative reporting within anews
program: WBBM, Armed and Danger-
ous.

Spot coverage within a news pro-
gram: WMAQ, Beirut Hostage Crisis.

Feature stories or mini-stories with-
in a news program: WMAQ, Vietnam:
The Unfinished War.

Planned coverage of a single event,
news specials: WBBM, The Great De-
bate.

Investigative reporting for news spe-
cials: WBBM, Daily Double Cross.

Documentary of current signifi-
cance: WLS, Heroes at Home; WMAQ,
Cicero: Community of Controversy.

Documentary of cultural signifi-
cance: WMAQ, Emmett Till: The Mur-
der and the Movement.

Public affairs series: wTTwW, Chicago
Tonight with John Callaway.

Single public affairs program:
WTTW, Changing Habits.

Conversation program series: WLS,
The Oprah Winfrey Show.

Magazine program series: WFLD,
PM Magazine; WBBM, Two on 2.

Children’s programming, series:
WMAQ, All About Kids.

Children’s programming, single pro-
gram: WBBM, The Red Jacket.

Special-event program: WTTW,
WTTW 30th Year Celebration.

Single entertainment program:
WBBM, I Don’t Care If I Ever Get
Back.

Entertainment series: wMAQ, On
Stage on 5: The Chicago Playwrights
Festival.

Live or unedited coverage of sport-
ing events, single programs or series:
WGN, Chicago Cubs Baseball.

Series covering sports events:
WMAQ, Sports Sunday.

Single program covering sports or
based on a sports theme: WBBM,
Fridge: The Legend Grows.

Editorial achievement: WMAQ, Mary
Laney Editorials.

Commentary achievement: WBBM,
Walter Jacobson’s Perspectives.

Individual excellence for performers
who appear on camera: WMAQ, Dr.
Barry Kaufman; wLS, Frank Mathie,
reporters; WMAQ, Rob Riley; wTTw,
Meshach Taylor, actors.

Individual excellence for persons
whose achievement is nonperforming:
WTTW, Jane Aaron, Joe Hoy, graphic
artists; WFLD, Frank Accardi, camera;
WMAQ, David Adkins, camera; WTTW,
Jim Gedwellas, lighting design; WBBM,
Scott Gurvey, writer; WFLD, Frank
Haney, editor; WFLD, Dale Kuper,
camera; WT'TW, Michael Loewenstein,
Mary Margaret Bartley, scenic design-

ers; WMAQ, James MacDonald, audio;
WTTW, Jim Mancini, audio; WMAQ,
John Martin, editor; WMAQ, Paul Na-
garo, camera; WFLD, Michael Tetrick,
director; WBBM, Philip Walters, writer.

Individual excellence, independent
Chicago producers: WLS, Jeff Spitz,
Kathy Tallon-Rivera.

Score in expansion

Score Productions, producer of original
theme music for network and syndicat-
ed programs of a variety of types, is
bursting at the themes. The company,
which is headed by Bob Israel as
founder, president and creative direc-
tor, has opened a Los Angeles office;
recently completed all the music of the
Goodwill Games, multi-faceted inter-
national sports event to be broadcast
by the Turner Broadcasting System:;
recently composed the music for the
new Superior Court syndicated series
to be launched by Lorimar-Telepic-
tures; and is involved in several net-
work projects.

i

Bob Israel

But activity is hardly new to the Isra-
el company. Score has more than 70
episodes of TV programming weekly to
its credit of large variety such as
$1,000,000 Chance of a Lifetime (Lori-
mar-Telepictures); One Life to Live
(ABC); Hulk Hogan’s Rock ‘N’ Wres-
tling (CBS); ABC Wide World of
Sports; and ABC World News Tonight;
and the 1978, 1980, 1982 and 1984 elec-
tions (ABC). In addition, over the years
Israel has composed scores for prime-
time series, made-for-TV movies and
specials such as All the Way Home
(NBC-Hallmark); Dial M for Murder
(ABC); Get Smart (Talent Associates);
The Glass Menagerie, and Death of a
Salesman (both CBS).

In an interview, Israel notes that
Lynn McCleery has been named direc-
tor of West Coast operations at the new
office, and he was in the process of ne-
gotiating an arrangement with one of
the prolific composers on the West
Coast. Regarding the Goodwill Games,
he says that it contains three hours of
music, composed, arranged and orches-
trated by Michel Camilo, Score’s asso-
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ciate creative director, including a sym-
phonic overture, and many variations
on the theme, which starts the games.

In addition to the busy schedule,
Score, says Israel, is setting up a studio
in New York which will include facili-
ties for electronic music. The studio
will be used exclusively by Score. he
points cut.

Also, Score has set up a record divi-
sion to launch America, a single written
by Ann Anelle and Mitch Kerper. The
song is performed by Anello, as an an-
them for the 1980’s in conjunction with
the Statue of Liberty Centennial.

Shaklan named by CBS

Allen Shaklen has been named vice
president, programming, news admin-
istration and station services at CBS
Television Stations Division. Shaklin
had been vice president and assistant
to the president, CBS, since February,
1984. He joined CBS in 1971, last serv-
ing as general attorney in the broadcast
section of the law department.

Allen Shaklan

Shaklin will be responsible for assist-
ing the CBS television stations in the
developraent and acquisition of new
programming. In addition, he will con-
tinue to be responsible for advising the
CBS television stations division in
matters pertaining to regulatory issues,
programs standards, labor and infor-
mation requirements of the TV market-
place.

BPME winners

20th Century Fox Television was the
sole dual gold medallion winner amcng
the program distributors at the recent
Broadcast Promotion & Marketing Ex-
ecutives convention, held in Dallas.
Fox won its awards in the Program/
Movie Package Marketing Campaign
category with “Century 13”; and for in
the Print Ad category with “Pyramid
Takes a Bite Out of the Big Apple.”

Others winners were:

Sales Promotion—Print or Special-
ty: Lorimar-Telepictures, ‘“The
$1,000,000 Chance of a Lifetime Brief-
case.”

Marketing Presentation-Videotape
or Film: Harmony Gold, “Bonzai The-
ater Sales Presentation.”

Audience Promotion Kit: Metrome-
dia Producers Corp., “Dynasty Promo-
tion Kit.”

TV Announcement—Generic or
Episodic: Blair Entertainment, “Di-
vorce Court/Maze.”

Meisel to WOR-TV

Farrell Meisel has been appointed di-
rector of programming at WOR-TV New
York. Meisel is vice president, director
of programming at Seltel Ine. Meisel
joined Seltel in November, 1984, from
the Media General Broadcast Group,
Tampa., where he was the corporate
program director for their three sta-
tions, WXFL-TV Tampa-St. Peters-
burg, WJKS-TV Jacksonville, and
WCBD-TV Charleston, S.C. Before that,
Meisel was program manager at Taft
Broadcasting stations in Buffalo,
Washington and Miami for 4% years.
He joined Taft’s Buffalo station, WGR-
TV, as manager, creative services, in
1979.

Farrell Meisel

Taft acquires Hamilton

Taft Broadcasting Co. has acquired
Hamilton Projects, Inc., large indepen-
dent licensing firm, which will operate
under the Taft Entertainment Co. ban-
ner. With the acquisition, Taft Enter-
tainment will establish a licensing and
merchandising unit under the name of

Taft-Hamilton Marketing Group. In-
cluded in the unit are Taft Merchan-
dising Group, current licensors of Han-
na-Barbera and Ruby-Spears cartoon
characters, among others, and Hamil-
ton Projects Inc.

L. A. Emmy Winners

KNBC(TV), the NBC-owned and oper-
ated station, is the major winner in this
year’s competition for the Los Angeles
Emmy Awards, presented for out-
standing programming in that city.
KNBC picked up 12 Emmys, outdis-
tancing its rival o&o stations KCBS-TV,
which took nine, and KABC-TV, which
grabbed seven. KHJ-TV took eight Em-
mys, while KCET(TV) tied with KABC-
TV with seven.

Complete list of winners are:

Public affairs special (network sta-
tions): KCBS-Tv, AIDS (2 On the
Town).

Hosts/moderators—series: KHJ-TV,
Mid-Morning Los Angeles.

Feature reporting: KCBS-TV, The 30
Second Hook.

Spot news—same day breaking sto-
ry: KNBC, Walk-in Killer Arrest.

Feature segments: KABC-TV, Taxi
Dancers (Eye on L.A.).

Film/tape editors of hard news pro-
grams: KNBC, Farmworkers: The End-
less Struggle.

Newswriters: KCBS-TV, Vietnam:
Ten Years After—the Veterans.

Sports special: KTTV, The 55
Brooklyn Dodgers.

Information series (independent sta-
tions): KHJ-TV, Camera Nine.

Instructional series: KLCS-TV,
Homework Hotline.

Special events: KCET, 26th Annual
Christmas Music Program.

Camera crew—non-news: KCBS-
TV, India (2 On the Town).

Public access/local origination: HER-
ITAGE, Trouble In Paradise: A Look At
L.A.’s Homeless.

Children/youth special (network sta-
tions): KABC-TV, More Dinosaurs.

Hosts/moderators (specials): KCET,
Superfest '85.
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Mini-docs: KCBS-TV, Vietnam: Ten
Years After.

Performers: KCET, Penn & Teller
Go Public.

Sports series: KNBC, Sunday Night
Sports With Fred Roggin.

Regularly scheduled daily news pro-
gram: KNBC-TV, Channel 4 News.

Public affairs special (independent
stations): KHJ-TV, The Silent Sin.

Directors of unedited programs:
KHJ-TV, Nine O'Clock News.

Entertainment series (network sta-
tions): KCBS-TV, Friday At Sunset.

Camera crew—hard news: KCBS-
TV, Vietnam: Ten Years After.

Special class—program area:
KABC-TV, Local Heroes: LAFD.

News reporting: KNBC, Baldwin
Hills Fire—Special Report.

Children/youth special (independent
stations): KHJ-TV, Taking the High
Out of High School.

Film/tape editors of non-news pro-
grams: KABC-TV, 30 Years Of Eye On
L.A. (Eye On L.A)).

Entertainment special (network sta-
tions): KABC-Tv, Time Capsule Spe-
cial (Eye on L.A.).

Entertainment special (independent
stations): A tie between . . . KCET, Carl
Reiner’s The Light Stuff; KCET, Penn
& Teller Go Public.

Film/tape editors of news features:
KNBC-TV, The Bicycle Boom.

Non-news writers: KABC-TV, Local
Heroes: LAFD.

Sports reporting: KCBS-TV, Tots in
Training.

News commentary: KNBC-TV, Drugs
OnTV.

Public affairs series (independent
stations): KCET, KCET Journal.

Investigative reporting: KNBC-TV,
Duty To Defend.

Directors of edited programs: KHJ-
TV, The Open Air Asylum.

Live coverage of an unscheduled
news event: KNBC-TV, Baldwin Hills
Fire.

Public affairs series (network sta-
tions): KNBC-TV, Headlines On Trial.

Information series (network sta-
tions): KCBS-TV, On the Town.

Camera crew—news features:
KTTV, California Get-Aways.

Children/youth series (network sta-
tions): KNBC-TV, Hot! Sundae.

Information special (independent
stations): KJH-TV, The Open Air Asy-
lum.

Children/youth series (independent
stations): KTTv, Have You Ever Won-
dered?

News special: KHJ-Tv, Our Chil-
dren: The Next Generation.

Instructional special: KOCE-TV, The
Story Of A News Story.

Informational special (network sta-
tions): KABC-TV, One Day In America
(Eye On L.A)).

Creative technical crafts: A tie be-
tween ... KCET, Arts Illustrated,;
KLCS-Tv, Homework Hotline.

Information segments: KNBC-TV,
Jimmy Doyle (Shattered Dreams).

TEAC selects DASH

TEAC has selected the Digital Audio
Stationary Head format for its digital
multitrack and two-track mastering re-
cords. TEAC thus joins Matsushita
Electric Industrial Co., Sony Corp. and
Willi Studer AG, which together estab-
lished the DASH format in 1983.
TEAC’s Tascam division will produce
the recorders, which will be marketed
in the spring, 1987.

According to TEAC, DASH was cho-
sen because machines with variable
speeds that retain optimum sampling
rates and machines of differing tape
widths can be designed and produced
using DASH. Also, it is easier for long-
time analog tape recordists to develop
proficiency on DASH machines.

Home VideoGrams

Paramount will release a Star Trek vi-
deocassette of a pilot of the series
which never made it to the TV tube.
The videocassette will be released prior
to the theatrical showing of Star Trek
4: The Voyage Home, which will go into
movie houses beginning in December.
The three previous movies are on home
video, as are the 30 episodes of the TV
series Star Trek.

Syndicated version of “Star Trek”
still going strong, after 17 years in
syndication. Above, from 1, William
Shatner, DeForest Kelley and Leon-
ard Nimoy. Only Nimoy is from origi-
nal pilot, “The Cage,” being released
in home videocassette by Paramount.

The 20-year old pilot, The Cage, fea-
tures a different cast from the later pi-
lot commissioned for NBC, and from

later episodes. The old pilot stars Jef-
frey Hunter as Captain Christopher
Pike and John Hoyt plays Dr. Phillip
Boyce. Only Leonard Nimoy as Spock
and Majel Barrett have remained from
the original cast. The original pilot will
go into TV sydication in the spring,
1987. Stations carrying the reruns will
get first crack at acquiring The Cage.

Meanwhile, the TV series ranked
Number 1 overall off-network hour in
the February Nielsen Report on Syndi-
cated Programming, according to Greg
Meidel, senior vice president and gen-
eral sales manager at Paramount Do-
mestic Television. It’s currently sold in
140 markets, representing 90 per cent
of the country.

Eastman Kodak has begun distribut-
ing the first 10 movies from a group of
46 Embassy Home Entertainment titles
recorded on 8mm videocassettes. Ko-
dak agreement with Embassy allows
Kodak to distribute 46 titles over the
next 18 months. The initial 10 titles
include Kiss of the Spider Woman, A
Chorus Line, The Emerald Forest,
Blade Runner and The Graduate.

The final days of Adolph Hitler are
reexamined in The Death of Adolph
Hitler, one of four July 25 releases from
Karl-Lorimar Home Video. Other re-
leases include The Cradle Will Fall,
Special Bulletin and On the Third
Day.

New lower pricing to $59.95 of the
Godfather and the Godfather Part 11
leads the Paramount Home Video’s
mid-July releases. Also on cassette are
Don’t Look Back, 1967 film portrait of
the young Bob Dylan, and Harlow.

MGM Video has joined the list of
syndicator home video companies us-
ing Macrovision to present unautho-
rized videocassette copying. Among
other Macrovision companies using the
process are CBS/Fox and MCA Home
Video. In addition, to the home video
companies using the process, several
duplication facilities offer Macrovision
as well. These include Bell & Howell/
Columbia Pictures Video Services,
VCA/Technicolor and Allied Film &
Video.

Fries Entertainment has reached an
agreement in principle with Prism En-
tertainment Corp. to acquire 65 per
cent of the shares of Prism. Purchase
price is valued at a maximum of
$18,132,00 as part of the transaction,
FBI will acquire control of Fox/Lorber
Associates, wholly-owned subsidiary of
Prism, which syndicates TV and home
video programs domestically and inter-
nationally. After the completion of the
deal the name of the new company will
be Fries/Prism Entertainment. Prism
is a home video and TV syndication
company which sells and distributes vi-
deocassettes, childrens’ programs and
sells to cable networks.
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Commercials

Teaching advertisers not to panic

When he was executive vice president
and director of creative services at Ben-
ton & Bowles, Al Hampel’s slogan, “It’s
not creative unless it sells,” became
that agency’s own campaign theme and
philosophy. Now that he’s got his own
consulting company, Hampel Creative,
he’s still active in the slogan depart-
ment. More recently it’s, “The fastest
animal in the world is not the chee:ah.
It’s a client abandoning a low-scoring
commercial.”

These days Hampel has a better
chance of rectifying the shortcomings
that he has observed in advertisers, as
his clients are mostly blue-chip adver-
tisers, whose identities are confiden-
tial. His consulting chores include con-
" ducting seminars for brand managers,
covering such areas as how to get the
best work out of their agencies and,
very importantly, how to evaluate ad-
vertising.

Hampel contends that client firm ex-
ecutives with little experience in judg-
ing what is effective tend to rely too
heavily on copy testing: “It ¢an be help-
ful, but when it becomes the decision-
making factor, the client can be making
a costly mistake. Sometimes people
don’t get the message the first time
around, so a lot of camaigns are thrown
out on the basis of a one-night stand.”

Often, he says, the spot can be
amended instead of just being thrown
out, adding, “Clients can love a cam-
mercial and still throw it out because
they have no faith in their own judg-
ment.” Hampel advises clients to
“keep an open mind and take an occa-
sional risk.”

When advertisers insist on research,
Hampel advises them to go all the way
with it: “A test market is the ultimate
test. You can put a campaign in one or
two regions and test it against what
you’re doing nationally. It’s costly, but
it’s worth the cost. If you want to test
commercials, this is much more mean-
ingful than recall advertising.”

Procter & Gamble has been particu-
larly successful in test marketing its
campaigns, Hampel points out, noting
this is not confined to new products. He
adds, “P&G has the greatest patience
of any advertiser. They don’t walk
away from an approach unless they
know they have something better.

“One of the great wastes is in prema-
turely walking away from existing cam-
paigns that have built brands. They
can be refreshed rather than thrown
out. The biggest problem is when new
people at the client and agency want to

have their own campaign. Good adver-
tisers guard against this.

“Of course, there comes a time when
you have to give up the ghost—because
of new competition in the marketplace,
a new marketing strategy or an im-
provement in the product. Or when
you’ve taken a dive in share of the mar-
ket, have tried everything else and
nothing has worked.”

In another vein, Hampel points out
that not all TV advertising is expressly
designed to sell the product. Certainly
a high-priced, complex product like an
automobile can’t be sold on Tv, he
notes. “What you can do is create an
ambiance—an image for the car. And
insurance and other financial services
are not sold on TV, but you can create a
preference for the company.”

In much TV advertising, says Ham-
pel, the consumer is secondary, with

Al Hampel: “The fastest animal in the
world is not the cheetah. It’s a client
abandoning a low-scoring com-
mercial.”

the advertising aimed at creating en-
thusiasm among the company’s sales
staff or distributors. The general feel-
ing is that they will do a better job of
selling if they know they're backed by a
prestigious campaign. With a preview
of a TV campaign often a high point of a
company'’s sales meeting, a cliche com-
ing out of these presentations is, “They
stood on their chairs and applauded,”
he observes.

Typical product categories that use
TV advertising as a motivational tool
are soft drinks, beers, financial services
and airlines, Hampel reports. He has
seen campaigns launched strictly to

counter low employee morale or to in-
still pride in the service department of
a company. He observes that the Equi-
table Life Assurance Society “Live the
Good Life” campaign was primarily de-
signed to improve employee morale.
The upbeat, musical approach didn’t
directly show employees but provided
a campaign that employees could rally
around, he notes.

Hampel also has some observations
on the agency selection process. He
states that nine times out of 10, when
agencies are selected on the basis of a
winning campaign presentation, the
advertiser doesn’t use the winning
campaign. The general reason given:
“It showed creativity, but it’s not on
target.” Hampel recalls that, in his
agency days, he found this to be a great
source of disappointment—turning out
agreat campaign that helped to win the
account and then having to start again
from scratch.

Of course, the agencies that don’t
win the account have even more to be
disappointed about: “I don’t know of
any agency that won’t do speculation
work if there’s a lot of money involved.
What they’re paid for this work can be
anything from nothing to a token fee of
$75,000—which will pay for the stats.
Clients say they don’t want finished
work, but there will usually be at least
one agency that ignores that and gets
the edge.

“Some advertisers say they’ll throw
it out if it’s finished work, so you go just
short of it with photomatics or anima-
tics and sound tracks. Then through-
out the presentation you have to keep
disclaiming that it’s finished work.”

With the industry just recently com-
pleting a rash of awards presentations,
Hampel observes that clients tend to
put more stock in these creativity
awards than the agencies do. While he
contends that such awards can’t be giv-
en out with objectivity or with any real
proof of the effectiveness of the com-
mercials, they can be merchandised by
the agency and particularly by winning
creative people when they want to
change jobs.

But Hampel observes that awards
are no panacea for acceptance by cli-
ents when he points out that Chiat/Day
in Los Angeles, after winning major
creative awards for Nike and Apple
computer creative efforts, lost both ac-
counts.

Beaning the competition

Implying that two competitors didn’t
know beans about comparative prod-
uct values, Pet, Inc. took issue with
their advertising through the National
Advertising Division of the Council of
Better Business Bureaus. It won on the
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refried beans front but had to grin and
bear a baked bean assault.

Beatrice Grocery Group has agreed
to withdraw TV and print advertising
that states its Rosarita refried beans
are preferred five-to-one over Pet’s Old
El Paso brand. Pet’s ace in the hole was
that its brand had been reformulated
since the taste tests were made. The
Rosarita campaign, out of J. Walter
Thompson/Chicago, also included a
“100 per cent natural” claim that was
substantiated.

Comparative advertising on the
baked beans originated with Quaker
Oats Co.’s Van Camp’s baked beans,
which were compared with Pet’s B&M
in newspaper insert ads. Tests were
substantiated, showing Van Camp’s
were preferred overall and for such in-
dividual characteristics as flavor, bean
texture and sauce thickness. NAD stat-
ed, though, that the panel was not geo-
graphically representative and could
not support national advertising. It ap-
pears only in western regions.

HoJo touts new look

“This is Howard Johnson?” asks a sur-
prised customer in phase two of a cam-
paign for the hotel chain out of Camp-
bell-Ewald, Warren, Mich. With more
than 60 per cent of its hotels and lodges
recently refurbished, Howard Johnson
initiated the campaign recently with
the theme, “We’re turning Howard
Johnson upside down.” It uses special
effects to turn rooms and staff literally
upside down, while a guest checking
into the hotel is pictured right side up
in attractive surroundings.

In the second phase, a series of vi-
gnettes show pleasantly surprised
guests asking, ‘“This is Howard John-
son?”, to be answered by a front-desk
clerk’s proud “This is Howard John-
son!” In addition to the refurbishment,
the commercials emphasize friendly,
helpful employee service.

Campbell-Ewald’s creative team in-
cluded John Howe, producer; Vanessa
Levin, copywriter and Pam Dawson,
art director. Steven Steigman of Big
City Productions, New York, directed
the shooting.

TvB sets awards

Television Bureau of Advertising will
honor 13 outstanding station-produced
commercials and on-air promotions in
markets of every size in its third annual
TvB/Sales Advisory Committee Sta-
tion Commercials Competition. TvB is
asking for entries of commercials which
convincingly sell an advertiser’s prod-

uct and of on-air promotions which
demonstrate the effectiveness of TV to
advertisers.

Winners will be cited at TvB’s annu-
al membership meeting next Novem-
ber in Los Angeles. With permission of
the station, all entries may be included
in TvB’s library of videotape sales pre-
sentations and commercials, which is
used by member stations of TvB for
sales calls on advertisers.

Any number of entries may be sub-
mitted, with an entry fee of $25 per
spot. Multiple entries may be included
on a single video tape, which must be
34-inch. Advertiser’s name, station
name, call letters, phone number, mar-
ket and market rank must also be in-
cluded. Deadline is August 29, and en-
tries go to: Television Bureau of Adver-
tising, TvB/SAC Station Commercial
Competition, 477 Madison Avenue,
New York, NY 10022.

Winners will be contacted in advance
of the annual meeting. The first place
winner will receive free airfare and ac-
commodations for the annual meeting.

Art directors’ aid

The new TIPPS Video Directory, fea-
turing on ¥;-inch video tape the work of
58 production companies, is being dis-
tributed to a minimum of 1,000 of the
top U.S. advertising agencies. Created
by Harbin Communications Group,
New York, as a spinoff of The TIPPS
Directory, it is intended to give art di-
rectors the chance to screen the work of
multiple film directors without having
to request and view numerous full-
length individual reels.

In the 60-minute video tape, which
will be updated annually, each partici-
pating production firm gets two 30s in-
cluded, with a three-second title and
credit slide preceding each. Cost to par-
ticipating production companies is
$1,300, with additional 30s run at $650
each.

The spots included are cross-refer-
enced, with digital location on the table
of contents, by specialty such as humor
or tabletop, geographical location and
alphabetically.

Cooler moves to radio

Derived from California cooler’s TV
campaign, a radio campaign will run in
25 spot markets throughout the sum-
mer. Four spots from Chiat/Day, San
Francisco, aim to capture the spirit of
the California beach parties ‘“where
wine coolers were first created and en-
joyed, and California Cooler’s real fruit
heritage.”

The humorous spots make use of the
same vintage '60s music featured in the
TV commercials. In one new radio spot,
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The Trashmen’s song, “Surfin’ Bird”
(better known as ‘‘Papa Oo Mow
Mow?”) is translated, tongue in cheek,
into the recipe for the cooler: “real
fruit, not imitation fruit, but real
fruit—lemons, limes, grapefruit, pine-
apple—and California white wine.”

Gilorified potato

In a new radio campaign, Mrs.T’s pier-
ogies are being billed as the first really
successful attempt to improve the po-
tato. The frozen food product, in the
campaign by Ensslin & Hall Advertis-
ing, Tampa, is described as a tender
pasta shell filled with smooth, whipped
potatoes, blended with cheddar cheese.

The spots feature the voice of Bill
Brydon, known for his Oxy 5 commer-
cials. In one spot, he begins sarcastical-
ly, “Consider the dull, ordinary potato.
It doesn’t look like much, sitting there
brown and ugly.” Two of the three
commercials point out that kids will
love the pierogies, and all of them state
that they will work either plain or with
toppings.

Accordingto Glen Peak, president of
Ensslin & Hall, previous advertising
has brought pierogie sales up 36 per
cent over the same time last year in
areas where the advertising has run

Another Alger story

Unlike the Horatio Alger stories, Fred
Alger Management is aiming its first
advertising campaign at those who al-
ready are closer to riches than rags.
The Foote, Cone & Belding, New York,
campaign on network TV, magazines
and newspapers is expectd to bill some
$13 million this year.

The money management firm spe-
cializing in corporate pension fund
management is using the theme, “A ge-
nius for managing money,” to promote
an image of experience and perfor-
mance and to gain awareness among
corporate investors for specific Alger
products. The first of two 30s was
placed on ABC’s Nightline and NBC’s
Liberty and will be followed by a
schedule that includes news, sports and
primetime programming on all three
networks through mid-August.

One commercial, titled “Dragster,”
uses the image of a high-powered rsc-
ing car viewed from above, “burning
rubber” and leaving tracks in its wake.
As the car moves out of the frame, the
tracks appear to separate and then dis-
solve into a chart showing how Alger
consistently outperformed the Stan-
dard & Poors 500.

The other commercial, “Mona Liss,”
uses a painting-by-numbers concept to
dramatize the difference between ordi-
nary research commonly used by other

money managers and the Alger propri-
etary research. The paint-by-the-num-
bers version of the famous painting is
revealed as a clumsy rendition of the
Mona Lisa and then dissolves into the
real thing.

Creative directors were Bert Kemp
for copy and Bill Foster for art. Agency
producer was Cynthia Fleury. Director
was Michael Schrom and production
house Griner-Cuesta.

L&P in for Wendy’s
Lockhart & Pettus, Inc., an agency that
normally specializes in advertising to
black consumers, has won a national
general market creative assignment to
introduce Wendy’s new product,
Crispy Chicken Nuggets. Wendy’s reg-
ular general market agency is DFS/
Dorland.

Denny Lynch, vice president, corpo-
rate communications for Wendy’s,
points to chicken nuggets as a $750 mil-
lion industry last year, so it should be
well worth the $10 million Wendy’s is
reportedly putting behind the launch.

Agency principals Keith Lockhart
and Ted Pettus developed the com-
mercials’ “celebrate” idea, and creative
director Curt Young and copywriter
Pat Wright handled the execution. The
three resulting TV spots were filmed in
the Los Angeles area and directed by
N. Lee Lacy and Peter Heath.

The three spots feature a Fourth of
July celebration with Lady Liberty, a
rousing party with Kool & The Gang,
and a tender portrayal of a mother-
daughter situation. Lockhart & Pettus
also designed Wendy’s in-store point-
of-purchase materials featuring the
“celebrate” theme and including ban-
ners, translites, register toppers and
tray liners. For Wendy’s store staffers,
L&P designed the caps, aprons and
badges.

Wendy’s International, Inc. operates
3,600 restaurants worldwide.

BPME awards given

KNBC(TV) Los Angeles was the top
award winner at the recent Gold Me-
dallion Awards competition of the
Broadcast Promotion & Marketing Ex-
ecutives Association. The awards were
presented at the annual BPME/Broad-
cast Designers Association Seminar
held in Dallas. KNBC won six gold me-
dallions, while four other stations won
three: WCGV(TV) Milwaukee, WFLD-
TV Chicago, KMOX-TV St. Louis and
WNDS-TV Derry, N.H.

BPME also announced establish-
ment of its Promotion Hall of Fame to
honor individuals “whose lifetime con-
tribution to promotion and marketing
in the broadcast industry has helped
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formulate and set standards and whose
impact has influenced the growth of
the profession.” The first inductee, Hal
Cranton, served as vice president, ad-
vertising, promotion, publicity and sta-
tion services at MCA TV until his re-
tirement in 1981.

Gold medallion winners in the televi-
sion and radio station and broadcast
and cable network categories are listed
on page 102.

Radio’s Orson awards

The Radio Advertising Bureau has giv-
en out its first Orson Welles Creative
Radio Awards, recognizing the innova-
tion and creativity of commercials
writers and producers at radio stations.
Selected from among 1,200 entries, 12
Orsons were given out, evenly distrib-
uted between large, medium and small
markets.

Winners by advertiser category are:
wooD Grand Rapids, Mich., auto deal-
er; KWTO Springfield, Mo., supermar-
ket; WHAS Louisville, hardware/build-
ing; WLEC Sandusky, Ohio, computer;
WROC Cleveland, restaurant; CHFM
Calgary, Canada, department store
clothing; wCTO Melville, N.Y., jewelry;
KMGR Salt Lake City, banks/savings
and loan; wCMR Elkhart, Ind., hospi-
tal/healthcare; KPCB Rockport, Tex.,
overall quality and creativity; wCTC
Somerset, N.dJ., overall quality and cre-
ativity; and KWIZ Santa Ana, Calif.,
shopping centers.

TvB honors utilities

Public utilities conveying three dis-
tinctly different messages won first
place awards in the Eighth Annual
Television Bureau of Advertising/Pub-
lic Utilities Communicators Associa-
tion Better Communications Contest.
The awards for superior TV campaigns
were presented at PUCA’s national
meeting in San Diego.

Pacific Power & Light Co. won in
Class A (500,000-plus customers) for a
campaign educating customers about
the advantages of electric water heaters
and heat pumps. Commercials for the
company, which serves communities in
six northwestern states, featured an
“800” hot-line, which generated leads
for heat pump sales. Agency for the
utility is Pihas, Schmidt, Westerdahl
Co., Portland, Ore.

In Class B (250,000-500,000 custom-
ers), South Carolina Electric & Gas Co.
won for a campaign to make customers
aware of programs for handicapped
and needy individuals. With 62 per
cent of the advertising budget placed in

radio, the campaign included a spot
featuring a young girl relying on a dial-
ysis machine to dramatize how a white
cross on power lines helps linemen
identify critically reliant households in
the event of a power failure. Agency is
Cook Ruef & Associates, Columbia,
S.C.

Another northwestern utility, Wash-
ington Water Power Co., won for Class
C (under 250,000 customers). Likening
the consumption of energy to charging
for a product on a credit card, the cam-
paign encouraged customers to be more
astute about energy costs by using en-
ergy wisely.

According to TvB data from Broad-
cast Advertisers Reports, utility expen-
ditures on TV were $38.9 million in
1985, up 17 per cent from $33 million in
1984. In addition, industry associa-
tions—U.S. Committee for Energy
Awareness, Edison Electric Institute
and the American Gas Association—
spent $19.3 million in 1985, up 3 per
cent from 1984’s $18.8 million.

Verbeck joins T-L

Piet Verbeck is joining Tracy-Locke/
Denver as executive vice president and
executive creative director. He comes
from William Esty, New York, where
he was senior vice president and divi-
sion creative director in charge of busi-
ness from Nabisco (Ritz crackers, Oreo
cookies, saltines), MasterCard, Union
Carbide, Prince Matchebelli, Salem
and Energizer batteries.

For 11 years, Verbeck served as se-
nior vice president and director of cre-
ative services at Ogilvy & Mather Part-
ners, which he co-founded in 1974.
During his tenure, the company grew
from nothing to billings of $85 million.

Nieman senior v.p. at NH

John Nieman has been elected a senior
vice president of Needham Harper
Worldwide. He is a group creative di-
rector in the Chicago office.

Nieman joined the agency in Febru-
ary from Young & Rubicam, New York,
where he had been for seven years,
most recently as senior vice president,
creative director. Prior to joining Y&R,
he was with Gardner Advertising, St.
Louis, moving from copywriter to asso-
ciate creative director.

Music Notes

Helping a non-singer sing on key and in
perfect rhythm with a track that hadn’t
been recorded was a recent challenge
for Roy Eaton of Roy Eaton Music,
New York. The 30-second TV spot in-
volved was for Cella wines and D’Arcy
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Masius Benton & Bowles. Recording a
three-second cue track allowed the ac-
tor portraying Aldo Cella to execute
the task perfectly. “After the film was
completed,” Eaton reports, “we scored
the action so that musical distinctions
between Cella Bianco and Cella Lam-
brusco wine products could be made.”
Recorded at A&R Recording Studios
with John Curcio engineering, the Willy
Strickland arrangement of “Deck the
Halls” employed oboe and recorder as
the predominant instruments, with a
string quintet, harp, trumpet, French
horn, bassoon and percussion to bolster
the sound. Paul McDonough produced
for DMB&B, with Mario Botti as art
director and Mark Ezratty as writer.

Dan Aron, president and creative di-
rector of No Soap Productions, New
York, recently completed work on ara-
dio spot promoting AT&T long dis-
tance services for N W Ayer, New York.
In the spot, utilizing Cliff Robertson as
spokesman, Aron made use of comput-
er sound and an original music back-
ground to underscore the concept that
“someone who doesn’t know anything
about you could sit down at their com-
puter ... and assign you a new long
distance company.” Jon Cobert created
the original music underscore for No
Soap on synthesizer for the spot, which
was recorded at Howard Schwartz Re-
cording Studio with Joe Vagnoni han-
dling the engineering assignment. Ayer
creative team included producer Eliza-
beth Krauss, assistant producer Susan
Pava, creative director Ron Salzberg
and copywriter Judy Craven.

Commercials Circuit

VCA Teletronics, which claims to be
the first video company in the U.S. to
install and operate the Montage Pic-
ture Processing System, used its exten-
sive experience with the equipment to
edit 11 TV commercials for Norelco
over a five-day period.

According to VCA account executive
Doug Stone, “The speed and flexibility
of the Montage editing system was
absolutely perfect for this type of ap-
plication. The Montage provides film-
style editing, but because it’s a video
system, it allows for instant viewing of
editing decisions, since there’s no need
to wait for prints from the film lab.” To
complete the project for Norelco’s
agency, McCaffrey & McCall, and for
VCA’s client, Editing Concepts, six
hours of unedited material were trans-
ferred to tape and loaded into the
Montage.

Booz Video Arts, Littleton, Colo.,
completed an Evans & Bartholomew
production for the Oregon AMC Jeep
and Renault Dealers. The 30, directed
and shot by Mickey Booz and edited by
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Commercials (continued)

Telemation’s Bob Lind, featured a sam-
urai warrior slashing the prices off of a
cinderblock wall. The highlight was
talent David Siphis of The Comedy
Works and his “Belushi-esque” expres-
sions as he destroyed the realistic look-
ing styrofoam cinderblocks. The spot
was produced by E&B’s Betty Londer-
gan and shot at Melick Studios in Den-
ver.

The Silicon Graphics IRIS (Integrat-
ed Raster Imaging System) computer
has been installed at Production Mas-
ters, Pittsburgh audio and video pro-
duction facility, as part of its new com-
puter graphics division, Image Mas-
ters. The IRIS computer manipulates
graphical objects as geometry rather
than pixels.

The Alias/1 software that supports
the IRIS allows the creation and anima-
tion of totally smooth shaded images in
over 16 million colors with up to 4,000
lines of resolution.

Recent activity at Silvercup Studios,
Long Island City, N.Y., included a re-
turn of Pfeifer, Story, Piccolo Produc-
tions for a Parkay margarine spot in a
game show theme. Mayhew Produc-
tions shot an Emery Air Freight spot
for J. Walter Thompson, showing boxes
being wrapped for quick delivery. Jen-
nie & Co. did a kitchen scene for Prom-
ise margarine and McCann-Erickson.
For Griner Cuesta and Pan American
Airlines, a set on stage 9 duplicated the
outer heavens. A Big Boy restaurant
was created for Levinson, Israelson &
Bell and agency Earle, Palmer, Brown.
And stage 5 became a drug store for
DuRona Productions, Aqua Fresh and
Grey Advertising.

Robert Marchetti, a 17-year veteran

in commercials editing, is launching a
new editing service called Fine Cut.
The operation is located at 16 West
45th St. in New York.

Airfax Productions, Chicago, recent-
ly completed four Kraft spots for J.
Walter Thompson. For the food prepa-
ration, the Airfax kitchen was aug-
mented with an institutional size food
preparation area constructed specially
for the spots. Participating in the
week-long 35mm shoot were Airfax di-
rector Bill Katakis, producer Shelly
Ballmer and director of photography
Tony Jannelli. For JWT, producer was
Carol Faron, art director Judith Mara
and creative director Phil Adams.

In two 30s for Gardner/St. Louis cli-
ent Ralston-Purina, director Chris
Blum of Group One Productions, San
Francisco, shot 16 vignettes through-
out the Bay Area showing the close re-
lations between people and their pets.
Included were a sea captain and his
dalmation and a nun walking down the
halls of a convent with her persian cat.
Lucy Phillips was producer and assis-
tant director for Group One. For the
agency, producer was Wendy Little-
field, art director Tim Kenoba and
copywriter John Stevenson.

The tie-in between J. C. Penney and
AT&T’s Opportunity Calling service is
showcased in “Operator’s Voice,” a 30
directed by Manny Perez for NW Ayer.
Perez shot three distinctive vignettes
on a New York sound stage, capturing
AT&T users at home and alternating
with Penney catalog shots and a voi-
ceover informing viewers of discounts
available with frequent AT&T long-
distance calls. Larry Fox was executive
producer for Perez & Co. Ayer creative
team included senior vice president/
executive creative director Agi Clark,
producer Sam Muscara, art director

From Beijing, executives of the China Advertising Association recently toured
New York production facilities, led by Clifford Jones, chairman of U.S.-based
China Communications. At Unitel Video, l. to r., Li Chun, translator; Wang

Nansheng, deputy secretary general of CAA; Joe DiBuono, Unitel; and Jones.

Rob Mizrahi and copywriter Peter Ora-
vetz.

Golden Gaters Productions, Corte
Madera, Calif., has opened a new divi-
sion, GGP Fax. It is a full service video
production facility with %;-inch, one-
inch and remote production facilities
to accommodate industrial, commer-
cial, broadcast and independent pro-
jects. Services include pre-production,
on-location, portable satellite down-
linking and post-production. The staff
includes producers, editors, writers,
tape and camera operators and mainte-
nance engineers.

Director Mike Cuesta of Griner/
Cuesta & Associates was involved in a
$3 million campaign including two par-
odies of Dannon yogurt’s “Russians”
commercial. Through Levine, Huntley,
Schmidt & Beaver, Johanna Farms’ La
Yogurt went on the attack with “Cry-
ing Russians” and “Bored Russians.”
The first shows an ancient peasant list-
lessly spooning down gobs of yogurt
and then bursting into tears with his
first taste of La Yogurt. Asked why he’s
crying, he answers, “Because I've been
eating that other stuff for over 139
years.” The second spot points out
that, although yogurt has helped some
very old men live longer, the excite-
ment has gone out of their lives. They
break into an exhuberant Russian
knee-bend dance after sampling La Yo-
gurt. Casting director Donna Gross-
man scoured the likes of circuses and
gymnast groups to find the performers,
while Kevin Haney’s makeup work
transformed these athletic men into
ancients. Agency team included senior
vice president and creative directors
Tony Degregorio (art), Lee Garfinkel
(copy) and senior vice president and
executive producer Bob Nelson.

“Big Jar,” edited by Madeline Wil-
son of Jay Gold Films for Motts and
Scali, McCabe & Sloves, promotes the
availability of Motts applesauce in six-
pack form in a comedic 30. The com-
mercial cuts back and forth between a
chubby boy eating a mammoth piece of
chocolate cake and another boy who
opens a tiny lunchbox to pull out a
large jar of the applesauce—the only
form of it previously available. Agency
creative team was headed by producer
Richard Berke, art directors Simon
Bowden and Mark Erwin and copy-
writer Marty Cook.

Barbara Metzger has joined People-
finders, specialist in locating non-pro-
fessional talent for commercials, as
staff production coordinator. She as-
sists in the recruitment of “real people”
and is involved in planning and coordi-
nation of such facets as location trips.
She has been an owner and manager of
clothing boutiques and has worked for
an investment firm,
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Wall Street Report

Strong growth predicted for
Lorimar-Telepictures at
Oppenheimer seminar

Look for continued strong prafit growth for the fore-
seeable future from television production and distri-
bution companies, due to an expanding marketplace
for their wares.

That is the bullish outlook of Oppenheimer & Co.

Lorimar-Telepictures Corp.
Earnings estimates by Oppenheimer & Co.
($ mil.,

Revenue:
Television
Videocassette
Adbvertising
Foreign Films
Stations-Publishing
Other

Total revenues

Operating income:

Network

Off-network syndication

Syndication, first run

International syndication

Home video

Advertising

All other

Total operating income

Net income

Earrings per share (fully diluted)

Shares outstanding (mil.)
Source: Oppenheimer & Co.. Inc.

Inc., as delivered at a recent seminar focusing on sev-
eral major production-distribution firms, including
Lorimar-Telepictures, All American Television, King
World, Peregrine Entertainment, and Barris Indus-
tries.

Oppenheimer states upfront in its presentations
that it “makes a market™ in King World, All Ameri-
can, and Peregrine, and that its officers may own or
have an interest in some of the companies on which it
reports.

Since it does not disclose an interest in Lorimar-
Telepictures, its comments on that recently merged
firm are detailed here.

The investment firm has put the company’s stock
on its recommended list. [t states that the firm may
well have 15-20 shows on TV th:s fall.

Net dividends of $10 million according to Oppen-
heimer, should accrue from the firm’s preferred
stock, less related interest expense. In fiscal 1988, the
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pretax income contribution should total about $20
million, a gain of 15 per cent year-to-year, according
to Oppenheimer.

The company has $100 million in cash, $190 mil-
lion in long-term debt, and $330 million in equity.
L-T also is considered strong in the international
broadcast sales arena and its advertising agencies re-
cently have acquired large pieces of incremental busi-
ness such as Merrill Lynch.

L-T’s pending purchase of seven television sta-
tions—the former Storer stations and a former Wo-
metco property which were acquired by Kohlberg
Kravis Roberts—that reach 10.3 per cent of the na-
tion’s TV households is also cited. L-T, in an an

1987 1988¢
$500 $575
75 100
160 180
20 20
25 30
10 12
$790 $917
$10 $10
20 23
40 S5
35 40
23 30

11 14
2 _m
$137 $171
$73 $96
$1.55 $2.10
46 48

nouncement last week said it expects to acquire the
'V stations in a newly formed subsidiary that will be
at least 80 per cent L-T-owned with the balance of
the stock publicly held. The purchase price was $1.85
billion.

The projected 1987 operating income of the seven
stations is $130-$140 million.

Oppenheimer also notes that L-T’s show, Divorce
Court, on its own, should generate annual pretax
profit of about $5 million for the company.

The Wall Street firm is predicting that the pretax
income contribution should total about $20 million, a
gain of 15 per cent year-to-year.

As a result of these positive indicators, Oppenhei-
mer is raising its fiscal 1988 estimate of earnings per
share from $2 to $2.10, from an estimated $1.55 in
1987.

Oppenheimer did not estimate 19586 earnings per
share.
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Top 100 television advertisers of 1985

Network Tv Spot Tv Total v % Change
Procter & Gamble* $493,729,600 $285,362,800 $779,092,400 aint)
Philip Morris* 348,281,300 139,002,100 487,283,400 -2
McDonald’s 184,882,200 118,054,200 302,936,400 +19
PepsiCo* 82,456,300 183,482,100 265,938,400 +9
R. J. Reynolds* 179,344,900 82,898,500 262,243,400 +2
General Motors 209,897,600 49,033,200 258,930,800 —4
General Mills 115,771,400 122,980,900 238,752,300 +6
Pillsbury* 115,860,600 115,807,200 231,667,800 +7
Ford Motor 191,373,200 37,494,400 228,867,600 +12
Anheuser-Bush 154,503,400 72,618,800 227,122,200 0
Unilever 153,753,600 55,530,400 209,284,000 +4
Kellogg 156,431,100 51,049,700 207,480,800 +23
American Home Products 181,951,400 19,813,300 201,764,700 =g
AT&T 167,727,800 29,705,800 197,433,600 —20
Coca Cola* 119,106,900 75,209,300 194,316,200 =3
Dart & Kraft” 111,229,600 63,941,500 175,171,100 =1
Johnson & Johnson 154,963,700 10,618,200 165,581,900 =5
Beatrice” 111,640,100 3,398,300 65,038,400 +1
Sears Roebuck 122,657,100 34,443,400 157,100,500 —24
Raiston Purina* 102,616,800 44,322,800 146,939,600 +13
Bristol Myers 127,641,900 17,091,500 144,733,400 +4
Nestie 76,754,100 54,610,500 131,364,600 alais
Chrysler 96,194,300 32,351,100 128,545,400 +4
Mars 87,216,400 39,874,100 127,090,500 +17
Warner-Lambert 83,352,400 39,280,900 122,633,300 —4
Toyota Motor Sales 27,793,200 71,013,800 98,807,000 +28
Sterling Drug 80,980,300 14,881,800 95,862,100 —4
Hasbro 31,655,600 63,766,900 95,422,500 +34
Sara Lee* 64,680,200 27,034,600 91,714,800 =1
Quaker Oats 67,045,100 23,596,100 90,641,200 0
H. J. Heinz 56,461,900 34,123,700 90,585,600 +12
Beecham Group 73,162,800 12,933,700 86,096,500 +2
Wendy'’s 44,274,200 40,441,800 84,716,000 +14
Colgate Palmolive 64,955,800 16,751,000 81,706,800 —
Campbell Soup 68,496,900 11,667,900 80,164,800 —16
Nissan Motor 34,859,600 44,673,900 79,833,500 —13
GTE 14,653,500 57,214,400 71,867,900 +61
American Dairy Association 71,089,400 e 71,089,400 +53
Gillette 53,634,600 16,118,900 69,753,500 —4
William Wrigley 47,914,400 19,304,500 67,218,900 +15
International Business Mach. 62,749,200 2,227,100 64,976,300 =23
Honda Motor 55,108,700 9,819,500 64,928,200 SinS
Dow Chemical* 52,799,400 11,720,600 64,520,000 +15
J. C. Penney 44,552,200 17,639,800 62,192,000 +23
American Express 40,448,400 19,805,800 60,254,200 —24
Clorox 45,122,100 13,619,200 58,741,300 —9
Mattel 37,165,500 20,808,400 57,973,900 +15
American Motors 52,690,400 3,811,500 56,501,900 —18
Union Carbide* 46,460,100 9,893,400 56,353,500 +21
IC Industries* 22,769,100 31,546,600 54,315,700 +30
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Network Tv Spot Tv Total Tv % Change
S. C. Johnson* 44,979,200 8,113,900 53,093,100 +67
Adolph Coors 18,076,400 34,633,100 52,709,500 +42
Cosmair 42,130,800 10,272,700 52,403,500 -4
Eastman Kodak 44,303,300 7,895,200 52,198,500 —30
Volkswagen 34,892,300 15,677,700 50,570,000 +34
U.S. Armed Forces 50,351,300 N.A. 50,351,300 +23
Bayer 46,368,300 3,925,700 50,294,000 —6
Hershey Foods 32,553,700 17,242,000 49,795,700 +13
UAL* 29,940,300 18,576,900 48,517,200 —9
Time 2,903,200 45,344,600 48,247,800 +7
General Electric 41,143,400 7,004,900 48,143,300 0
Chesebrough Ponds* 42,150,800 5,771,200 47,922,000 —8
Stroh Brewery 38,109,500 9,638,500 47,748,000 —-15
Kimberly Clark 40,726,800 6,212,700 46,939,500 —17
MCA 38,862,500 7,966,900 46,829,400 +36
Nissan Dealers — 45,840,800 45,840,800 +34
Mazda Motors 38,775,600 5,381,100 44,156,700 +44
Schering-Plough 39,308,200 4,170,800 43,479,000 +14
Merrill Lynch* 25,909,900 17,276,900 43,186,800 +66
American Cyanamid 28,371,000 13,833,200 42,204,200 —-21
Noxell 38,739,500 2,823,500 41,563,000 —4
Pantry Pride* 32,300,000 8,942,000 41,242,000 —32
Pfizer 38,552,000 2,652,500 41,204,500 0
Grand Metropolitan* 23,786,600 16,549,800 40,336,400 +6
K mart* 16,221,800 23,260,400 39,482,200 —32
AMR 23,007,900 16,280,600 39,288,500 +1
Monsanto* 33,021,800 5,778,500 38,800,300 =7
E & J Gallo 33,571,200 4,113,500 37,684,700 +18
Gulf & Western 18,621,900 18,031,000 36,652,900 —24
Mobil 12,864,800 23,212,800 36,077,600 =5
Warner Communications 21,043,900 14,816,400 35,860,300 —&)2
Imasco 8,925,300 26,826,300 35,751,600 +15
Chevrolet Dealers — 35,273,700 35,273,700 +48
Black & Decker 26,135,200 8,760,700 34,895,900 +71
Olds Dealers — 33,620,600 33,620,600 +76
Dayton-Hudson - 33,275,400 33,275,400 +8
Metropolitan Life Insurance* 23,900,400 8,970,700 32,871,100 +102
Prudential Insurance 28,438,800 3,648,900 32,087,700 +49
Tandy 28,336,600 3,254,000 31,590,600 —17
MCI Communications — 31,019,200 31,019,200 —(3)
A. H. Robins 6,591,900 23,712,000 30,303,900 —4
Ford Dealers e 29,812,300 29,812,300 +6
Walt Disney 2,336,700 27,469,500 29,806,200 +88
Mennen 28,283,500 1,252,900 29,536,400 +6
Jeffrey Martin 22,700,300 6,788,100 29,488,400 +9
Pontiac Dealers — 28,974,200 28,974,200 +61
Kroger* 8,800 28,785,000 28,793,800 +12
CPC 16,851,800 11,768,100 28,619,900 —14
Citicorp 17,174,200 10,964,600 28,138,800 +16
News Corp.* 5,384,800 22,716,700 28,101,500 —19

' 1984 data agusted to reflect mergers, acquisitions. divestitures. N.A. = not available. Source: Television Bureau of Advertising from analysis of Broadcast Advertisers Reports data.
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BPME Gold Medallion winners

(In order of largest station size category)
Television stations

Campaign using more than one medi-
um: KSTP-TV Phoenix, “Celebrate Ari-
zona Campaign”; WLOS-TV Greenville-
Spartanburg-Asheville, “One Divided,
by Two”’; WPTA-TV Fort Wayne, “You
Know More.”
TV campaign—news: KNBC(TV) Los
Angeles, Channel 4,6 p.m. News/NBC
Nightly News; KSLA-TV Shreveport,
“That’s Why We’re Ark-La-Tex News
12”; WLBT-TV dJackson, Miss., “WLBT
News—‘Merlin’.”
Tv campaign—programming/image:
KNBC(TV) Los Angeles, Donahue;
WNDS-TV Derry, NH, “Lookin’ Good.”
Radio campaign: WpPXI(TV) Pitts-
burgh, “Henry Youngman”; WCGV(TV)
Milwaukee, “Milwaukee’s Movie Sta-
tion’’; WNDS-TV, Derry, NH, “Lookin’
Good.”
Print campaign: KPHO-TV Phoenix,
“Newspaper Series”; WWL-TV, New
Orleans, ‘““Good, Bad & Future’’;
WPTA-TV, Fort Wayne, “There Are
Still.”
Generic TV announcement—news:
CBFT-TV Montreal, “Information”;
WJIXT(TV), Jacksonville, ‘“‘Snow
Dreams.”
Episodic TV announcement—news:
KYW-TV Philadelphia, “The Price of
Beauty’’; KSL-TV Salt Lake City,
“Stress’’; WMAZ-TV Macon, GA, “Dys-
lexia.”
Radio announcement—news:
KTTV(TV) Los Angeles, “The Street
Gangs of L.A.”; KXXV-TV Waco,
“KXXV-Habits.”
Print ad—news: WAGA-TV Atlanta,
“Signs of the Times”; WTMJ-TV Mil-
waukee, “Kids Like Johnny Used to
Steal ...”; KVUE-TV Austin “Home
Team-Washington.”
Generic TV announcement—program-
ming/image: WTTG(TV) Washington,
“Forty Years Together”; KTNV-TV Las
Vegas, “The *50s in the Territory.”
Episodic TV announcement—pro-
gramming/image: KYW-TV Philadel-
phia, “Harry’s Game.”
Radio announcement—programming/
image: KPLR-TV St. Louis, ‘“The Ones
To Watch”; wcGv Milwaukee, “Ike:
The Way Years.”
Print ad—programming/image:
WFLD-TV Chicago, “Watch and Wear”;
wCGV Milwaukee, Black Sheep
Squadron.
Promotional animation: KRON-TV San
Francisco, “KRON-TV ID’s”’; KMPH-TV
Fresno-Visalia “Station ID’s”’; WHOI-
TV Peoria, “Heart Logo ID.”
Non-promotional “image” animation:

wCBS-TV New York, “Channel 2 News
Open”; KSL-TV Salt Lake City, “KSL-
TV News Open”; WISC-TV Madison,
“Wisconsin Badger Hockey Open.”
Outdoor/transit advertisement: WFLD-
TV Chicago, “Alcoholism Awareness”;
WISN-TV Milwaukee, “Vallentine’s
Day”; WNDU-TV South Bend, “Stay on
the Ball.”

Specialty promotion: WiSH-TV India-
napolis, “Premiere Invitation”; WVAH-
TV Charleston/Huntington, “WVAH-
TV Bar”; WDAM-TV Hattiesburg, “Big-
gest Fish Story.”

Special project: KDKA-TV Pittsburgh,
“Second Chance”; wwWL-TV New Or-
leans, “Good, Bad & Future”; wCscC-
TV Charleston, SC, “The Flight of Mer-
cy.”

Jingle/music package: WLS-TV Chica-
g0, “WLS-7’s on the Move”; BCTV Bur-
naby, BC, “Together, We'll Have the
Best Year Yet!”; WNDS-TV Derry, NH,
“Lookin’ Good Theme.”

In-house campaign using more than
one medium—TV/radio/print: KNBC
Los Angeles, “Ch. 4 News Weather
‘Fritz’ ’; WWL-TV New Orleans, “Your
Insurance Just Went Up”’; KREM-TV
Spokane, “The Newsleader.”

In-house campaign—mnews: KNBC Los
Angeles, “Ch. 4 News Weather
‘Fritz’ ”’; KTvX Salt Lake City, “KTVX
News-Cover Story Campaign.”
In-house TV campaign—program-
ming/image: KMOX-TV St. Louis, “The
Saga of Billy B.”; wsMV.TV Nashville,
“Beasley Campaign’; KGUN-TV Tuc-
son, AZ, “ ‘M*A*S*H’ 1,2,3.”

In-house generic TV announcement—
news: KNBC Los Angeles, “Ch. 4 News
Weather’’; KFMB-TV San Diego, CA
“4:30 News/Koala”; KHON-TV Honolu-
lu, “No Substitute for Experience.”
In-house episodic TV announce-
ment—news: KNBC Los Angeles, “Ch.
4 News Minidoc-Poison in our Food”;
wWWL-TV New Orleans, “Sports Gamb-
ling’’; KTBC-TV Austin, “Housing
Blues.”

In-house generic TV announcement—
programming/image: KMOX-TV St.
Louis, “The Saga of Billy B. Episode
1”’; wsMV-TV Nashville, ““Beasley/Mil-
ler”’; KHON-TV Honolulu, ‘“Hawaii
Made #1.”

In-house episodic TV announcement—
programming/image: KMO-TV St.
Louis, “A Big Mistake’’; wJXT Jack-
sonville, “5-0 Crime Wave.”

Radio stations

Campaign using one or more media:
RAB New York, “I Saw It on the Ra-

dio”; KSL Salt Lake City, “We’re the
Team.”

TV announcement: KNX Los Angeles,
“KNX 1070 The News Station”; KSL
Salt Lake City, “We’re The Team.”
Radio announcement: RAB New York,
“] Saw It on the Radio: Fish.”

Radio announcement—*in-house’”:
Capitol Radio, London, “Kenny Ever-
ett.”

Print ad: KNX Los Angeles, “KNX 1070
The News Station”; WMHT Schenecta-
dy, N.Y., “Drive Home With the Clas-
sics.”

Outdoor/transit: KNX Los Angeles,
“KNX 1070 The News Station”; KGON
Portland, Ore., “Painter Billboard.”
Sales promotion: WRR Dallas-Ft.
Worth “Poster Campaign”; KSL Salt
Lake City, Passport to Switzerland”;
KUAC Fairbanks, Alaska, “New Music
Do-It-Yourself Composer Kit.”
Audience promotion: CHUM Toronto,
“CHUM/Toronto Datebook & Surviv-
al Guide”; KRXX Eugene, Ore., “Rock
Dog.”

Special project: KFRC San Francisco,
“Art Festival at the Park”; KINK Port-
land, Ore., “Lights Out Album & Ad.”
Most outrageous radio promotion:
KGBX Springfield, Mo., “First Annual
Frozen Fish Fling.”

Jingle/music package: WBZ Boston,
“WBZ—Boston”; WNOR Norfolk, Va.,
“Good Rockin’ at 99.”

Broadcast and Cable
Networks

Campaign using one or more media—
TV/radio/print: Showtime, “Honey-
mooner Promotion Campaign-Vault.”
TV announcement—generic: Nickel-
odeon, “Nick Rocks Rap.”

TV announcement—episodic: NBC
Sports, “World Championship Track
& Field Image.”

Radio announcement: CBN Cable Net-
work, “CBN Westerns.”

Print Ad: CBS Television Network,
“Death of a Salesman.”

Cable system/network L.D.: Nickelode-
on, “Main Course.”

Promotional animation: Showtime,
“1985-86 Showtime Graphic.”
Non-promotional “image’” animation:
NBC Television Network, “NBC Lom-
bardi.”

Audience promotion kit: Showtime,
Honeymooners Kit.”

Marketing presentation——print or spe-
cialty: cBC-TV, Canada, “Sports-Sales
Booklet.”

Marketing presentation—Videotape
or film: CBS/Broadcast Group, “CBS:
Through the Years.”

Jingle/music package: HBO, “Brings
Them Home.”
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Network radio’s (from page 40)

works provide a tremendous choice of
offerings that enable advertisers to use
one, or to combine any two or more to
target any specific age bracket very ef-
ficiently.

“The result is that more and more
advertisers today recognize what a
great media value network radio is.”

Dick Brescia, senior vice president,
CBS Radio Networks and chairman of
the Radio Network Association, sees
the networks’ success coming from a
multiplicity of sources: Geographically,
he points out, “Business has increased
out of Chicago, the West Coast and De-
troit, as well as out of New York. Demo-
graphically, growth has come both
from advertisers targeting youth and
young adults, and from the computer,
copier, telecommunications and simi-
lar business-to-business advertisers
targeting business decision makers.”

Brescia notes that, “The stability of
our accounts has improved in the past
few years: Besides our new advertisers,
we're no longer suffering the attrition
rates we used to, when many accounts
would go as quickly as they came. To-
day they come to stay, as satisfied cus-
tomers, as soon as they see how effec-
tively, as well as how efficiently net-
work radio delivers what we say it will

Impact of newcomers

hen agency executives such as

William Esty’s Tom Winner
point to “the challenge by the newer
innovators that acts as an incentive for
the old line networks to broaden their
own program offerings,” the latest case
in point of just that is last month’s
move by CBS Radio to form its new
syndicated programming unit, CBS
Radio Programs.

CBS Radio Division president Rob-
ert L. Hosking says the new unit, head-
ed by Bob Kipperman, vice president,
general manager of CBS RadioRadio,
“will use the resources of CBS Radio in
conjunction with outside producers to
offer broadcasts covering a range of
topics in varying lengths.”

Meanwhile, here’s what some of “the
newer innovators” offer:

Westwood One reports that it puts
out some 30 programs, 40 to 50 special
events and 250 concerts—*shows vary-
ing in length from 90 seconds to an en-
tire weekend.” Westwood One says all
this adds up to over 2,000 hours of pro-
gramming a year on some 3,800 sta-
tions and reaches between 50 million
and 60 million listeners a week.

The Transtar Radio Network re-
ports some 566 affiliates for its four full

24-hour satellite formats. These in-
clude an adult contemporary format,
the lighter AC Format 41 targeted to
the 25-49 bracket; a country music for-
mat and an oldies format featuring hits
from the ’50s, ’60s and *70s.

Transtar president Gary Fries esti-
mates the audience reached by these
four formats, plus Saturday Night Su-
per Gold carried by 209 stations, adds
up to 1,578,800.

United Stations Radio Networks
regularly scheduled shows include: The
Tim MecCarver Show, two minutes
Mon.-Sat.; Countdown America Star-
ring Dick Clark, four hours weekly;
Solid Gold Scrapbook Starring Dick
Bartley, one hour Mon.-Fri.; Solid
Gold Saturday Night Starring Dick
Bartley, five hours Saturday.

United Stations Programming Net-
work regularly scheduled shows in-
clude: Dick Clark’s Rock, Roll and Re-
member, four hours weekly; Rick Dees
Weekly Top 40, four hours weekly; The
Great Sounds, four hours weekly;
American Music Magazine Starring
Rick Dees, one hour Mon.-Fri.; Hot
Rocks, 90 minutes weekly; John Lan-
der’s Hit Music USA, four hours week-
ly; Solid Gold Country, one hour,
Mon.-Fri.; Weekly Country Music
Countdown, three hours weekly. ]

A NEW PUBLIC SERVICE CAMPAIGN
AIMED AT GOOD POSTURE!

O TRAIGHTEN

il

60 SECOND AND 30 SECOND
RADIO AND TELEVISION SPOTS

Your station can have this new campaign
free for the asking! Just clip and mail this

Americans should be more con-
cerned about their posture, because
posture not only affects appear-
ance, it affects health. Here is a
light approach to a serious prob-
lem. It takes advantage of America’s
ability to laugh at itself. It will leave
your listeners and viewers with a
smile and a creative reminder that
correct posture is important. Pos-
ture has a direct bearing on comfort
and work efficiency, and is also a
factor which determines resistance
to disease and disability.

" TO: American Chiropractic Association  86.3
1 1916 Wilson Blvd., Arlington, Virginia 22201

Please send me copies of **Straighten Up"™
public service spots for

Television (One 60-sec. & one 30-sec. Taped Spots)
Radio (Six 60-sec. & six 30-sec. Taped Spots)

|
1
t
|
1
]
]
|
1
| understand the spots will be sent without cost or obligation. 1
t
|
1
1
'
|
|
|

Public Service Director

coupon. Preview them without charge or
obligation. Use them at your discretion
and as your schedule permits.
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‘“Youth-targeted networks alone
present a wide variety of news,
features and comedy along with

deliver. It all adds up to a broader base
of advertisers than we used to have. It’s
this broader base that's contributed a
lot to the consistency of our gains.”

Art Kriemelman, president, Mutual
Radio Network and vice president
marketing, Westwood One, also points
to a growing base of advertisers. He
attributes the medium’s continuing in-
creases to “the discovery of network
radio by an expanding group of adver-
tisers, followed by experience with it
and the resulting recognition of how
well it works for them.”

Kriemelman notes that this applies
to “‘advertisers relatively new to our
medium, who have enjoyed success af-
ter short term tests, as well as to the
major users like Sears, who have found
radio so productive that their use of the
nefworks continues to grow.”

In terms of more recent gains, Lou
Severine, vice president, director of
sales, ABC Radio Networks, reports
that besides Sears, which has “at. least
doubled its radio network billing for
this year’s first half, on top of what was
already a very healthy investment with
us last year, Detroit is back in network

their regular music
and concert specials.”

Tom Winner
Senior vice president
William Esty Co.

radio to the point where our domestic
automobile makers are competitive
with the imports.”

Stephen Soule, vice president, sales,
NBC Radio Networks, says one reason
behind the networks’ success is “‘the
addition of a new element to network
radio—the youth networks, which
didn’t exist before 1980, but have really
taken off ever since.”

A second reason, he adds, is “the
move from land lines to satellite distri-
bution. This has provided top notch
audio quality and allowed all of us to
distribute our programming more effi-
ciently. Satellite distribution has en-
abled more players to enter the net-
work game.”

And from the spot side, Ed Kiernan,
vice president, CBS Radio Representa-
tives, points out that, “Today, some
very powerful major market stations,
like WOR and WINS in New York, and
KFWB in Los Angeles, who were inde-
pendents only a few years ago, are now
affiliated with networks. To get these
stations, advertisers used to have to do
it through spot. Today they come with
a network buy.” ]

‘““The stability of our accounts has
improved ... Besides our new
advertisers, we’re no longer

suffering the

attrition rates we

used to, when many
accounts would go as
quickly as they came.”

Dick Brescia
Senior vice president
CBS Radio Networks (RNA chairman)

Syndicators (from page 33)

ready a lot of 15s in the network up-
front market this year. And from what I
hear, primetime will be very soft as
well, which in part has to do with the
standalone 15s.”

But Orbis’ Byrne, in the minority,
questions whether more inventory is
being created with 15-second an-
nouncements.

“It really comes down to how much
inventory the syndicator is holding ona
specific program. With a program such
as Small Wonder, where only two 30s
are available weekly, it’s unlikely that
there will be room for 15s. But in a
program such as Comedy Tonight, 30
30-second units are available per week,
so the likelihood is high that two to four
15s will be used each week.”

New advertiser potential

One of the major reasons for the net-
works accepting individual 15s was to
attract new advertisers to television.
Because of the price structure, the 15s
were designed to lure advertisers who
had not been able to afford the prices of
a 30 into TV. However, most of the syn-
dicators question whether this will be-
come reality at the network level, or
whether syndicators will benefit as
well.

Orbis’ Byrne notes that while he
hasn’t had new advertisers come on
board-in the strict sense—Orbis has
experienced having advertisers switch
dayparts since the company started
taking 15s. Because of limited budgets,
some advertisers had stayed away from
a more expensive daypart even though
it was to their advantage, he points out.
“There are very few brand-new adver-
tisers new to syndication because of the
15s.”

Byrne notes that now that the other
two networks have joined the 15s are-
na, the chances are greater for new ad-
vertisers to support TV, with the webs
looking for 15s to increase revenues,
“as we are. If the 15s bring in new ad-
vertisers or increase their spending, we
all, of course, will benefit. In the latter
case, we wouldn’t have to depend on
new advertisers for higher revenues.”

LLBS’ Weiden says the company has
not had any new advertisers for its
products as yet as a result of the 15s
policy. “I’'m sure there will be some new
ones in the upfront market, but at this
point I haven’t seen any. However,
some existing advertisers may be in-
creasing their commitments a bit.” At
this point, Weiden says the acceptance
of 15s at LBS has produced marginally
more revenues, and has given LBS
more flexibility in dealing with adver-
tisers. "I look at 15s in terms of trying
to maintain revenues. If we didn’t have
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15s we would be losing revenues. Main-
ly the reasons for offering the 15s are to
stay in line with the market and to keep
our competitive edge.”

George Back, president of All Ameri-
can Television, which began accepting
15s last spring in response to CBS’ and
ABC’s declaration, says 15s could be a
boon to the industry if they stimulated
new-product introductions. At this
time, however, he hasn’t observed any
increase in ad budgets for new ad en-
tries. "'It’s more a case where old prod-
uct is being cut in two halves.”

But Kostyra at JW'T says new adver-
tisers are beginning to come into the
television fold since the advent of 15s.
“It’s happening right now, although
not a lot of new advertising has aired as
yet because of production revenues.
But I think you will see more. **He con-
tinues that advertisers who have
brands and couldn’t afford to use tele-
vision will now be able to advertise; and
advertisers currently using print will go
onto television because the 15s will give
them exposure at an affordable cost.

While MCA’s Schwab doegn’t refer

demand, ‘I would probably start
charging a premium,” Weiden says.

This appears to be the general ap-
proach being taken by the syndicators.
However, notes one syndicator who
doesn’t want to speak for attribution:
“It doesn’t mean that I won’t ask for a
premium in negotiating with the agen-
cies.” Another syndicator who prefers
anonymity says he has been meeting
stiff resistance in attempting to negoti-
ate for even a small premium, as a
means of defraying some of the extra
cost involved in handling 15s.

Dennis Gillespie, senior vice presi-
dent, marketing, at Viacom notes that
in the longterm pricing of 15s will rise
in tandem with the effectiveness of the
short units.

He says that all the research in the
industry indicates that 15s are 60-85
per cent as effective as a 30 on many
products. “So longterm we can expect
pricing to reflect that level. Instead of
pricing being half a 30, the marketplace
will sort that out, and advertisers will
get a return on their investment to re-
flect that, and prices will rise. That’s

“There is a lot of resistance to any
surcharge for 15s,” says DFS-Dorland’s
Mel Conner. “We haven’t paid any
premiums, and we don’t intend to.”

specifically to new advertisers, he says
the 15s are “working out fine.” In addi-
tion, unlike the marketplace generally,
Schwab says the company "is having a
very good upfront market. [ would love
for the networks to do well. I'm rooting
for them because barter is directly tied
to the network economy, and there are
now indications that things are starting
to turn around for them. It’s all cyclical
anyway.”

While the syndicators are following
the line dictated by the networks on
prices and are charging about half of
the cost of a 30-second commercial as a
general rule of thumb, it’s understood,
however, that one or two syndicators
have been able to fetch a premium on
certain hot properties.

Whether this half-a-30 pricing for-
mula will remain the standard will de-
pend on the marketplace, note the syn-
dicators. 1sBS’ Weiden says that be-
cause the market is in favor of the
buyers, LBS has made a decision for
now not to charge a premium for the
15s. However, if the supply exceeds the
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the positive longterm effect.

“Also longterm, more advertlsers
will be able to use television competi-
tively to other media, with the prices
rising significantly above the half the
current 30s rate. But how long that will
take to happen and what will the im-
pact be in the marketplace in the inter-
im? In the short term, the network
marketplace, including syndication, is
in for some very tough sledding be-
cause of the substantial increase in in-
ventory 15s represent and what that
does to prices.”

Agencies of course, are looking for 15
prices to remain stable, soft market-
place or not. Mel Conner, senior vice
president, director of network opera-
tions at DFS-Dorland Worldwide, says
he sees a lot more resistance to 15s ris-
ing over the next few years, as was the
case when 30s eventually climbed to
the cost of a minute spot after becom-
ing the basis of sale. “There is a lot of
resistance to any surcharge for 15s, in
relationship to the price of the 30s. We
haven’t paid any premiums, and we
don’t intend to. Of course, we can be
overruled by a client, but we have cli-
ents that have been very resentful of

Cable
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Handbook
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evaluating oudiences, buying
fime, creafing N
advertising, merchandising at
national and local levels and
measuring odverfising
effectiveness in the growing
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For those involved in planning, buying,
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price rises and don’t want to contribute
to that escalation.”

Conner continues that if the 15s’ and
the 30s’ prices rise, they should doso in
tandem, based on new clients in the
market, or from bigger ad budgets.
Isacsson at Y&R points out that two
syndicators have been looking to get
premiums on their product, and, in
both cases, he has recommended to cli-
ents that they turn down taking 15s on
the shows, rather than pay more than
50 per cent of a 30.

Kostyra at JWT believes that prices
reflect supply and demand. But he sees
a small premium becoming the stan-
dard on 15s prices in the short term.
Down the road, he looks to a 15 costing
twice the price of a present 30, simply
because of inflation factors. “The cost
of everything is going up, unless there
is a retrogressive marketplace, which
isn’t likely to happen.

“Can you imagine what the price of a
60-second commercial would be today
if we hadn’t gone to 30s, based on the
present demand? The only advertisers
we would have had on the air a few
years ago would have been computer
companies, games and major corpora-
tions because only these companies
could have afforded 60s.”

Pairing incentive

One developing wrinkle is that a few
syndicators who are proposing to
charge a premium on 15s are willing to
drop the additional cost if the agency
pairs the 15. One sports syndicator,
GGP Sports, the production and syndi-
cation arm of Golden Gators Produc-
tions, Corte Madera, Calif., plans to
price standalone 15s at 70 per cent of
the normal 30-second spot rate. But as
an incentive to agencies, those that
match clients will get a 10 per cent re-
duction.

But Cosgrove at Group W doubts
whether the concept will work. “I
doubt whether any agency will take the
time and effort to look for partners.
The reaction we get is that prices
should be about half a 30, but we will
price according to the marketplace.
Kostyra at JWT is against any partner-
ship arrangement. ‘““To me that’s trying
to make a windfall profit. It’s greedy
and trying to take advantage of a situa-
tion, obviating the advantage of a 15-
second unit.”

As to the future for 15s, both the ad
execs and syndicators agree that the
commercials will not replace 30s as the
dominant sales spot in the immediate
short term. JWT’s Kostyra says too
many advertisers require a longer copy
story to sell their product and, there-
fore, will use 30 as a base unit. He esti-
mates, however, that 15s will represent
about 30 per cent of all units by the end

of this year on the network end, based
on the agency’s measurements. He sees
about the same ratio for syndicated 15s
as well.

Y&R'’s predictions, notes Isacsson,
are that 15s will represent a somewhat
higher ratio of the overall sales units—
33-35 per cent—in the 1986-87 year.
He adds that the growth of 15s oc-
curred quicker than agencies figured,
but that the spots’ usage will not grow
much beyond that because “you can’t
say enough in that time."”

Upfront market

On the syndication end, LBS" Wei-
den sees 15s becoming a much bigger
part of the mix in the upfront market-
place this year, guessing they will be
about 15--20 per cent of the total 1986-
87 inventory. And, he continues, there
is an even chance down the road that
15s will be the primary unit of sale,
although it’s hard to call. But for the
immediate future, he projects that 30s
will continue to dominate, with possi-
bly 15s possibly climbing to the 30-35
per cent ratio for the 198687 broad-
cast year.

He notes that the usage will increase
in part because established brands only
have to “get their name out, so 15s
probably make a lot of sense for them.”
It’s conceivable, too, he points out, that
in five or 10 years that time will be sold
even on a one-second basis. “Some ad-
vertisers are running a split-30, which
may be comprised of a 20 and 10, al-
though I can’t recall which ones are do-
ing that.

“If that’s happening, how far is it
before we are talking about 5s? I don't
think the marketplace is ready for it
yet, but given another five years, any-
thing is possible.”

Viacom’s Gillespie says the growth of
15s could be substantial, but he doesn’t
see the shift from 30s to 15s becoming
as widespread as the swing from one-
minute units to 30s many years ago.
Advertiser research, he points out, has
shown that 15s are not suited creatively
for all products.

Group W’s Cosgrove also doesn’t see
15s proliferating to the point where
they become the basic unit of sale—
mostly because the time is too short for
the majority of advertisers to get across
an effective message. “It’s fine for re-
minder advertising and frequency, but
the guts of a network or syndication
purchase has to be with a 30-second
commercial. Just because you can
make an effective 30 when 60s were be-
ing used predominantly, doesn’t mean
an effective 15 can be made when peo-
ple are using 30s now. Nor does it mean
that down the road if we go to 15s that
people can make an effective 7'%-sec-
ond commercial.” (w]

Tv station (from page 35)

they will rise against all units, I don’t
know.”

WRG station survey

In order to find out just what the
broadcaster attitude toward 15-second
commercials was, Wells, Rich, Greene
conducted a survey earlier this year of
every station in the top 100 markets.
Released in April, the survey’s results
showed that 58 per cent, or 254 sta-
tions, would accept standalone 15s.
This included at least one station in 93
of the markets queried.

Average price of a standalone 15 was
76 per cent of a 30, and 71 per cent of
the stations surveyed were treating
standalones as immediately preempti-

ble.

“I can’t see any
astute advertiser
purchasing
15-second units
at a premium,”
says JWT's
Richard Kostyra.
“They’re going

to reduce their
spot budgets . . .
to go into network
and syndication in
order to run 15s.”

A survey of 136 stations in the top 25
markets by Western International Me-
dia, released about three months ago,
showed 59 per cent accepting standa-
lone 15s.

Wells, Rich, Greene’s media depart-
ment, in a bulletin analyzing its survey
results, recommended that 15-second
spot announcements be used only “on
an opportunistic basis. With the cur-
rent acceptability of 15s varying on a
market-by-market basis, it is virtually
impossible to plan and execute a uni-
form program, However, 15 usage
should be pursued in those markets
where availability, pricing and treat-
ment are favorable.”

Robert Geis, senior vice president,
corporate media director at WRG, says
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Five months prior

to the event,

100 companies have
already signed up for
MIPCOM'86. 37 of them
will be first time
exhibitors. Amongst
many participants the
US companies will be
back “en force,

REWARD

the British will attend,
so will Film producers.

That's our reward for the great success of MIPCOM'85.
Your reward is MIPCOM'86, don't delay, reserve your stand NOW.
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DBMEDIA srl (ITA)

EMBASSY TELECOMMUNICATIONS ([)SA)
EUREKA PRODUCTIONS (FRk
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LONDON WEEKEND TELEVISION INTERNATIONAL
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NVT ARTS INTERNATIONAL (UK)
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PANDCRA (FR)
PICTURES MUSIC INTERNATIONAL JUK)
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YACHTING PRESS INTERNATIONAL {(NETHERLANDS)
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ZENITH PRODUCTIONS LIMITED (UK}
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Standalone 15-second announcements

by station acceptance

Market Total # of stations % of stations
rank in each market accepting
1-10 60 65 %

11-20 52 58
21-30 51 63
31-40 45 51
41-50 42 62
51-60 40 45
61-70 42 67
71-80 35 51
81-90 35 63
91-100 34 53

TOTAL 436 58%

Source: Wells. Rich, Greene survey. April. 1986.

the agency plans to update the survey
soon. Right now, he says his people are
in the marketplace negotiating to get
the quoted rate down from the 75 per
cent level. The stations who are accept-
ing 15s are not making them very at-
tractive.

*1f the marketplace remains soft.” he
predicts, "that may change.”

Pointing out that more of the agen-
¢v's clients are moving to Ids on the
networks. he savs the basic motivation
is to "narrow the gap between media
costs and profitability, to stretch their
money.” Obviously, he adds. “that
can’t happen if stations charge a high
premium.”

Another agency negotiating to bring
down the premium is Foote Cone &
Belding/Chicago. Says Fred Wray. se-
nior vice president & media director:
*Qur Chicago office places $130-140
million in spot broadcast. We have
heen able to use a lot of leverage.”

One of the harshest critics of station
policies with regard to standalone 1bs
is Richard Kostyra, executive vice
president and director of media ser-
vices for .J. Walter Thompson USA. I
can't see any astute advertiser purchas-
ing 15-second units at a premium,” he
Says.

“Research shows that, on average.
the recall of a 15 is two-thirds that of a
30. What broadcasters fail to recog-
nize.” he continues, "is that, ves, yvou get
65 per cent recall. but you can’t com-
municate as much. You only get one
copy point: it's reminder advertising. A
premium doesn’t make sense.”

What's going to happen, Kostyra

predicts, is that advertisers desirous of

running 15s “are going to abandon or
reduce their spot support.

“They're going to reduce their spot
budgets because they'll feel it's better
to go into network and syndication in

order to run 15s.”

Some agencies, however, are pressing
on with 15s in the spot market. despite
the barriers. Campbell-Ewald, for in-
stance. began buving 15-second spots
as part of a National Car Rental cam-
paign that started in March. The first
commercial ran through June and a
new 15-second spot began in July con-
tinuing through November.

Acknowledging some of the obstacles
that currently exist, Robert Mitchell 11,
vice president, manager, broadcast
spot buying at C-E, recalls it "was even

fective. It really came off well."”

Dennis Connaughton, senior vice
president, management supervisor, at
Campbell-Ewald, emphasizes that
both National Car Rental 15-second
spots were “run in conjunction with 30-
second units. We do not run 15s with-
out a 30-second sister at the present
time.” The one that concluded in June
promoted the rental of a sportscar for
$32.95 a day; the current one advertises
a special weekend rate of $19.95.

Both promotions were judged viable
for 15-second treatment, Connaughton
savs, "because of the simplicity of the
message. We do have other spots that
we don’t do 15s with because of the
complexity of the message.”

A recent campaign tailored for 15-
second treatment was produced in May
by Chicago-based agency, Zechman
and Associates, for Dovebar Interna-
tional, makers of the DoveBar ice
cream snack. The theme consisted of
‘quick two-line monologues by a son
whose father invented the product. For
instance:

“I guess a lot of guys agonize over
whether or not they should go into the
family business. But when your father
invents the DoveBar. a lot of that inde-
cision kinda melts away ..." (laughs
and then DoveBar super).

The agency was willing to pay a pre-
mium and risk preemption, says Jackie
Morgan, vice president, media direc-
tor, because “this campaign expressed

“Our perspective,” says Petry’s

Harry Stecker, “is that a 15 is nowhere
near as effective as a 30. Advertisers

that overdo it are not going to get
effective use of their dollars or the
medium. The proper use is to supplement

30-second spots.”

more difficult when we did the initial
buy. Many of the stations had not even
addressed the subject. As part of the
negotiations, they were formulating
policies; the second time around it was
much easier.”

Station pricing, he says, ranges from
50-100 per cent of a 30, with 75 per cent
the average. While 15-second spots are
preemptible, in many cases, “there are
some natural 15-second positions—
news breaks and sports updates.”

Mitchell says C-E felt National Car
Rental's creative message ""was very ef-

itself in a 15-second time trame. These
were meant to be 15s.”

Acceptance of standalone 15s by the
networks has ensured that they are
here to stay. What stations, reps and
agencies now are trving to gauge is just
how important they’ll become over the
longterm.

Sayvs WhIV's Rohrs: "We're begin-
ning to see more of them now. We'll
adjust as we go along, as circumstances
warrant. Whether they'll become just a
replacement for 10s or a new format
unto themselves, I don’t know.™ O
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Radio spots (from page 42)

He attributes much of today’s lack of
imagination to “the fast-buck bucca-
neers getting into the business and
thinking they can just clone someone
else’s success. I've gone from market to
market and seen the same six spots,
and they don’t even come from the
same syndicator. You’ve got research
consultants doing research for eight to
10 talk radio stations around the coun-
try and telling the stations, ‘Here are
nine things you’ve got to get into a com-
mercial.” "

Too much concentration

Pon also holds there is too much pro-
motion done only for ratings periods:
“If you've got a great radio station, it
doesn’t matter when you invite people
to the party. You don'’t need to get ev-
erybody into the market at the same
time battling it out.”

Following through on his own advice,
he has convinced KFYI, the AM part of
the Phoenix pair, to advertise during
the summer, even though summer rat-
ings books are rarely used for buying
decisions.

“Radio has gone from one of the
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most interestingly promoted products
to the least,” asserts Klein of Klein &.
“T’ll look around Los Angeles and all of
the stations are promoting the same
thing.” He contends that current ad-
vertising doesn’t solve the problem of
young people pushing the button every
time a commercial comes on. He holds
that stations should go beyond mere
promotion and aim for a marketing so-
lution that will keep listeners with the
station.

Klein for many years did a heavy
business with radio station groups and
networks. For Group W’s WINS New
York, he created “All news all the
time” and “You give us 22 minutes;
we’ll give you the world.” Both themes
are still used by Group W radiostations
and others. He also claims he did one of
the first lip sync commercials, “which
got ripped off around the country.”

Klein says he got out of the radio
campaign business four or five years
ago “because there wasn’t any business
there any more.” Having once sued a
TV station that lifted one of his cam-
paigns, he found there was no legal pre-
cedent for protecting his creative ef-
forts.

Radio station advertising on TV, he
asserts, ““is all down to a formula now of

TWO YEARS—$ 75.00 []

THREE YEARS—$100.00 []

Title _

Check ONE box which best describes your business
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a 02 Advertising Agency
a 03 Tv Station/TV Network
a 04 TimeRep
a 05 Radio Station/Radio Network
a 06 Production Post/Preduction Company
a 07 Government/Schools/Libraries/Trade Associations
a 08 Film Syndicator/Distributor/Program Supplier
a 10 Equpment Manufacturer
a 11 MSO Hdgrts/Operation
a 12 Independent CATV Operation
a 13 Financial Institution/Investor/Consultant
a 09 Other (please specify)
Twenty-six issues a vear. Newstand price $3.50 per issue.
Subscriptions begin upon receipt of payment.
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syndicated spots for each format. Peo-
ple peddle them around the country,
and stations just put their name in. I've
never been interested in syndication.
I’d rather solve marketing problems.”

Klein says promotion and produc-
tion firms can get more radio business
out of New York because it has become
“more of a radio market, and you have
some showcase stations there.”

Chuck Blore, chairman of Chuck
Blore & Don Richman, Inc., Los Ange-
les, while still active in producing com-
mercials for radio stations, also ob-
serves a drop-off in activity. He adds,
“A couple years ago, everyone wanted
the flash of a music video.” Now, he
believes, station promotional budgets
are shifting to outdoor advertising and
bus cards.

Blore and Richman has had its share
of success in syndicated commercials.
“The Remarkable Mouth,” which
zooms in on a woman’s lips as she lip-
syncs music, has run in “every English-
speaking country,” having been adapt-
ed for more than 500 stations, Blore
reports. Another syndicated commer-
cial that has taken hold is “Deborah,”
where the viewer is mesmerized by a
young woman’s beautiful eyes as her
hairdo changes.

More recently, a spot created for
wrLJ(FM) New York has moved to
more than 100 markets. It involves a
janitor going into the station’s control
room and lip-syncing the sounds of the
station, including the music, announc-
er and other highlights. Reflecting the
move toward a more customized prod-
uct, this spot, with Don Richman play-
ing the janitor, is a “syndicated con-
cept,” reshot for each station and using
that station’s sounds.

A parity product

Blore regards radio as pretty much of
a parity product. He contends, “The
difference between radio stations ex-
ists mostly in the minds of the people
programming the station. You have to
find something about its actual im-
age—or mostly a fantasized image. But
many stations make the mistake of
putting into a commercial what they
would like the station to be, not what it
is. Once people buy this and it’s not
what they think it is, they’ll never tune
in again.”

He recalls dealing with a station on
the basis of what it said its audience
was and what audience it wanted to
reach—women 18-24. As a result of the
campaign, the cume in this demo-
graphic went up 78 per cent in the next
ratings book. But, in the following
book, the station was right back where
it started. Blore observes that, while
the station was sold as primarily for the
18-24 age group, it was so concerned
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with not losing its other demographics
that it didn’t tulfill its promise.

Blore contends that promoting a sta-
tion’s artists is not particularly effec-
tive itself because “probably four other
stations in the market have the same

artists.” He adds that catch phrases
won’t work unless they really commu-
nicate the programming—such as
“continuous country music” for a sta-
tion that doesn’t have much dialog.

Using TV the most, he notes, are hard
rock and country stations, “wizh adult
contemporary right up there and beau-
tiful music probaby doing the least.”
He speculates that this may be primar-
ily a matter of stations that are making
the most money doing the heaviest ad-
vertising.

Ads during ratings sweeps

Blore notes that advertising is still
pretty much during ratings periods,
“which is as realistic as most radio pro
motion directors will get.” He observes
that performance of the advertising
can be easily enough analyzed through
ratings if the controls are sufficient,
but, “Getting someone to try the sta-
tion isn’t enough. You have to maintain
a pattern from one book to another.”

“Obviously there are ways of distin-
guishing station formatically,” says
Buddy Scott, senior vice president and
producer at T'M Communications, Dal-
las, “but when there are three adult
contemporaries in the market, you
have to sit down and analyze what the
differences are. We like to do focus
groups to get viewer perceptions of the
strengths and weaknesses of stations.
There are budgetary consiaerztions,
but it’s almost a must if you want to
determine the starting point.” He says
this research generally runs $3,000-
$4,000 and that a station should have
one or two sessions done.

“In the area of contemporary hit ra
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dio,” Scott says, by doing some per-
ceptual research, we can get an idea of
whether a station is perceived as teen-
oriented or young adult-oriented. If it’s
teen-oriented, we may take more of an
MTV approach visually. If it’s more
young adult, we might focus more on
the tyvpe of music played.”

From Scott’s perspective, there ap-
pears to be a greater use of I'v by radio
stations, and he believes it has been
precipitated by M'I'V, which has made
viewers think more visually in terms of
music. If this breeds a sameness, he
says, this is because “‘radio stations are
not as visually oriented as they might
be.”

With TM doing both syndicated and
custom commiercials, Scott reports that
the trend is toward localization, with
scenes that depict a station as part of
its marketplace. As an example, he
notes that arecent shoot for wBT Char-
lotte was initiated in Dallas, but the
commercial wasn’t completed until
about 20 per cent of it was done on
location in Charlotte.

As for media commitment, Scott
says two-book markets advertise most-
ly for sweeps or specific promotional
events, but, in the larger markets, a
number of stations do more ongoing
campaigns because of their almost con-
tinuous sweeps. He says commercials
often run for a 13-week flight and that
campaigns can have a life of a year or
two.

“When we create a campaign,” he
notes, “‘we may create four to six com-
mercials but use them one-at-a-time to
gain momentum. We may mix two of
them as a transition period. Once the
viewer has seen all of them, it’s best to
go back and do a second wave, using the
same concept but with freshened com-
mercials. The idea is to maintain the
same theme over a long period of time.”

Says Paul Meacham, president of
Eagle Syndication, Ft. Collins, Colo.,

WFYR’s TV spot
for its morning
men serves as
entertainment
on its own,
while hyping
personalities.

“Five vears ago, few stations were do-
ing TV commercials. Then three years
ago there was a big jJump. It’s leveled off
recently.”

Operating like an advertising agency
for radio stations, Eagle is also doing
direct mail campaigns, and Meacham
notes that many stations have moved
to couponing campaigns where they
sell sponsor participation-—coupons in
combination with a certain number of
commercials. With sponsor participa-
tion, he explains, couponing campaigns
are not a cost item for the station. In
fact, he says, one station made $125,000
off a couponing campaign.

Make it entertainment

Meacham asserts that too many sta-
tions are hung up on the idea that they
have to have their cull letters on the
screen for 30 seconds and have a demo-
graphically appropriate person in the
commercial. He says his company’s
commercials always get the call letters
on but that it makes them part of what
the commercial is doing.

A recent commercial done for WFYR
Chicago, an adult contemporary sta-
tion, sold the entertainment value of
the station’s morning show. It showed a
couple sitting at the breakfast tablein a
surreal-looking room. A Dick Orkin
voiceover asked, “"What if there were
no Jeff and Jer Morning Show?” 1t
explained that the station would have
to hire a wide range of personalities
including the likes of a weatherman
and traffic reporter. During the narra-
tion the room filled up with this wide
range of characters in frenzied activity.
This spot has run for about 10 stations,
revoiced for each and with the logo
changed.

Meacham concludes, “We're selling
an entertainment product, so the com-
mercial has to be as entertaining as the
product.” 6]
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the marketplace

The Marketplace Rates

Situations Wanted: $30.00 per
column inch. All other classifica-
tions: $42.00 per column inch.
Frequency rates apply. Minimym
space one inch. Maximum space
four inches. Add $1.50 handling
charge for box numbers. Copy must
be submitted in writing and is due
two weeks preceeding date of
issue. Payable in advance, check or
money order only.

All ads accepted at discretion of
publisher. Address:

The Marketplace
TELEVISION/RADIO AGE
1270 Ave. of the Americas
New York, N.Y. 10020

Help Wanted

Boker _Scott

\1 THE PROFESSIONAL
CABLE PLACEMENT

3‘ PEOPLE

Positions available with MSO's,
Networks, Regional & Independent
Operators, Coast to Coast.

All Levels of Management
FEE PAID
Call or write in CONFIDENCE
DAVID ALLEN & JUDY BOUER
Principals
*

WE KNOW CABLE

L]
1259 Route 46 Parsippany, NJ 070&4
201/263-3355

Help Wanted Help Wanted

BUYOUT VOICE OVER TALENT

Artist Management Group with over 30
excellent voice over people, all ranges,
for your future client’'s commercials on a
strictly low buyout fee. Call or write for
further information and demo reel ur
cassette. Atlantic Productions & Com-
munications, 122 East 25th St., New
York, NY 10010. Or call 212/673-1515

10,000 Radio, TV Jobs
Published every year. Up to 300 weekly in the American Radio
Job Market Paper. Radio & television openings for program
diectrs. DJs, engineers, newspeople, salespeople, produc-
tion and music dwectors. Manyopenmgslorbegmngbroa}
casters and mmorties. Up 10 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. Eastem, Las Vegas, Nevada, 89101.

BPME RESOURCE
CENTER MANAGER

Full Time opportunity to direct,
organize and market the broad-
casting industry’s only complete
promotion resource center. BPME
seeks self-starting top flight pro-
motion pro for Resource Center in
San Diego. Be part promotion, part
producer, part administrator, part
marketer. Minimum of three years
radio/TV promotion experience.
Salary: $25-$30,000. High ener-
gy. strong track record and desire to
build a new enterprise are critical.
Apply in confidence to BPME, Em-
ployment Service, 402 East Orange
Street, Lancaster, PA 17602.
Equal opportunity employes.

RETAIL DEVELOPMENT
MANAGER WANTED

Interested in Retail Vendor Sales Spe-
uialist with TV or Radio experience for
company based in New York City. Job
requires extensive travel, ability to hire
and teach all phases of new business
development. Good presentation and
wiiting skills a must. Send resume to
Box #526, Television/Radio Age, 1270
Ave. of Americas, New York, NY 10020.

Situations Wanted

PROMO/PRODUCTION
MANAGER

I'll deliver timely, creative promo-
tions or commercial productions.
Five yrs. TV management experi-
ence. Award-winning spots and
programming reflect creative abil-
ities. Excellent team attitude, peo-
ple skills, references. (617) 879-
4908
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1270 Avenue of the Americas
New York, New York 10020

Please insert the following copy beginning (date)
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O Money Order
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GENERAL SALES MANAGER

Medium market affiliate in attrac~
tive midwest city. Solid TV sales
experience and strong leadership
abilities required. A superb poten-
tial for the right person. Send de-
tailed resume to Box 1923, Televi-
sion/Radio Age, 1270 Avenue of
the Americas, NYC, 10020.
An Equal Opportunity Empiluyer
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HBO (from page 38)

Interesting as they are, such bou-
tique deals are of limited financial sig-
nificance. Of more import to the bot-
tom line was an April, 1985, deal that
brought HBO into bigtime domestic
broadcast syndication. Through its
corporate parentage, HBO had “‘inheri-
ted” administration of the Time-Life
tilms library, consisting ot 49 theatrical
and 144 made-for-1v titles, including
such commercially successful product
as Fort Apache, the Bronx, Meatballs,
and Cannonball Run. ('I'-L ceased film
production in 1981.)

In a 15-year, multimillion dollar
deal, Enterprises licensed the package
to Procter & Gamble for first-run bar-
ter syndication to broadcast I'v sta-
tions, starting later this year. P&(, in
turn, contracted with Orbis Communi-
cations to handle actual station syndi-
cation chores.

It was the first titne an entire library
was licensed to an advertiser and
marked an important watershed in
HBO'’s quest to establish a presence in
broadcast syndication. It also laid the
groundwork tor two subsequent deals
that mean further inroads by HBO into
domestic broadcast syndication.

Oris deal

In November of last year, HBO
signed its own syndication deal with
Orbis Communications, covering five
HBO Premiere Films titles: Gulag,
Forbidden, The Glitter Dome, and
Fortress, all dramas, and the afore-
mentioned Finnegan, Begin Again.
The barter arrangement calls for two
station runs, one in primetime, the oth-
er in fringe. The stations get 14 min
utes of ad time, with ten minutes re-
served tor national ads placed by Orbis.

The films, a barter syndication pack-
age marketed to stations under the
name “Orbis Premiere Films,” have
done “extraordinarily well” among sta-
tions, according to Orbis executive vice
president John Ranck. He claims a 90
per cent clearance rate, with 48 of the
top 60 markets, mostly independents
but also several network affiliates “who
realize that selective pre-emptions can
give them a nice hit to the bottom line.
The stations like the fact that the films
have not been overexposed on network
IV or in the theaters.”

Interestingly, Orbis cleared the mov-
ies without presenting ratings or re-
search on the titles. While Ranck ini-
tially was concerned that station pro-
grammers might think the films were
shopworn due to their pay run, he says
the fact the films were made for pay has
turned into a selling point.

“We said they were blockbusters
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made for HBO,” Ranck says. “I was
concerned that some people would say,
“This is the competition,” but the sta-
tions were pleased to get the least-ex-
posed, best quality movies the can get
their hands on. They have promotable
stars, and they can use the buzzword
stations like to use—first run on broad-
cast 'Iv.”

But on a performance basis, the jury
1s still out. Results in some top markets
from the first title, Gulag, were decid-
edly mixed. The film, a drama about
the Russian labor camps starring Da-
vid Keith and Malcolm McDowell, de-
buted May 30 on wr1x(TVv) New York
and averaged a 5.0 rating, according to
Julie Nunnari, vice president, pro-
gramming.

“It wasn’t a horrible disappoint-
ment, but it wasn’t as good as we had
hoped. It’s hard to say why, because it
had the action that appeals to men.”

But Nunnari, who has scheduled the
next HBO title, Forbidden, in August,
remains positive about HBO'’s new-
found status as a programming suppli-
er to broadcast syndication. “We've
been very successful with the first-run,
broadcast premiere movie concept;
whether it's MCA or HBO doesn’t mat-
ter,” she says. Because of the large
number of unwired communities in the
New York coverage area, Nunnari isn’t
concerned about previous exposure on
pay cable——for now. “Once the [outer]
boroughs [Bronx, Brooklyn, Queens]
are wired, it could be a totally different
story, because most of the cable sub-
scribers probably would take HBO,”
she says. “It’s limited exposure, but we
would love to have something with no
[TV] exposure.”

Gulag’s ratings results at KCOP(TV)
Los Angeles were almost identical to
those in New York. According to Carol
Myers Martz, program director, the
film’s June 11 primetime run did a 5.1
with Arbitron and a 4.8 with Nielsen.
“For the fact it was first-run, it was
average, not a huge number,” she says.
Because of the political nature of the
subject matter, she adds, “Gulag is a
tough thing.” She expects to do better
with other titles in the package, espe-
cially the Mary Tyler Moore-Robert
Preston vehicle.

I.ike her New York counterpart,
Martz remains positive about the rat-
ings prospects for off-cable material in
broadcast syndication: *“It’s still first-
run broadcast. Pay is a tairly small uni-
verse of TV households, not a signifi-
cant enough penetration to materially
atfect the performance of the movies—
although the cable exposure worries me
a little in that it's another bit of ero-
sion.”

But, she quickly adds, “Pay movies
are a valuable source of programming,

because money is being spent on pro-
duction and they get the good stars.
Does it have higher appeal because it’s
off-cable rather than first-run syndica-
tion? Probably not. But the more
sources of programming, the better,
and | applaud it. We're real big on
maximizing the broadcast premiere as-
pect, so we probably will get extra mile-
age out of these titles.”

Agency attitude

Agencies generally have the same
positive attitude toward made-for ca-
ble prospects in broadcast syndication.
A typical comment comes from Steve
Fajen, senior vice president and media
director at Saatchi & Saatchi Comp-
ton: “It’s very viable product. If you
look at the ratings of made-fors on
broadcast 'I'v, as compared to theatri-
cals, you'd find that 10 or 12 of the
theatricals in a year would make decent
numbers, while half of the made-fors
get better than average ratings.

“The cable exposure doesn’t bother
me much. Pay cable penetration is only
about 28 per cent (of '1I'V households).
And even among those people who had
the opportunity to see it, many may
have missed it on cable.”

A more serious concern of Fajen is
“content,” since cable fare tends to be
more risque, and more violent, than
broadcast fare.

The Orbis package, however, con-
sists of theatricals, a mainstay of
broadcast independents. Many indies
strip a theatrical each night to counter-
program the networks. But how mar-
ketable to broadcast syndication are
pay TV musical and comedy specials?
And what about documentary and an-
thology series?

HBO soon will find out. This past
May, HBO announced that it has con-
tracted with Fox/Lorber Associates
Inc. to syndicate, via barter, a package
of made-for-HBO musical and comedy
specials, along with “reality” documen-
taries and even some silent flms. In all,
HBO plans to make available more
than 100 hours of original program-
ming, its bravest venture into broad-
cast syndication.

The package presents formidable
challenges. While independents clamor
for fresh theatricals, Martz of KCOP
notes that comedy specials and docu-
mentaries would, in most cases, break
her station’s primetime format, which
generally relies on what she euphemis-
tically terms “‘action-y, mens-y prod-
uct.”

“I don’t perceive comedies as doing
large numbers,” she says, “and docu-
mentaries are always tough.”

Anticipating such a reaction, Fox/

(continued on page 116)
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In the Picture

Fred Posner

Managing director of mar-
keting planning and re-
search at NW Ayer shep-
herds Power Group Study
that segments 25-44 baby
boomers four ways. based on
their own views of life and of
themselves, and looks at how
these attitudes affect what
they buy and what they
watch on television.

B

Says study pokes holes in
marketing myths that can
cause waste ad spending

The man behind NW Ayer’s Power Group study of
the 25-44 year old ‘““baby boom’ consumer group is
Fred Posner, senior vice president and managing di-
rector of marketing planning and research.

Based on findings of the studyv, which segments
these 80 million consumers by mind set, or attitude
toward life and themselves, and analvzes how these
attitudes relate to what they buy and to what they
watch on television, Posner points out that, “There is
no one homogeneous ‘baby boomer’ group with one
set of goals. Instead, there are fcur distinct groups
with different needs, attitudes and behavior patterns.
That'’s one of the realities this study turned up to
help clients avoid the waste of spending against mar-
keting myths.”

Another myth, he points out, is the widely assumed
buying power of the “yuppie” market. Says Posner:
“If we define yuppies as 25 to 44s who fall into our
category of “Satisfied Selves,” pulling down $30,000
or more, which they’d have to dc to live in the style
most people fantasize about when they hear the
word, ‘yuppies,’ then yuppies meke up only 2 to 4 per
cent of total U.S. population, compared to the 33 per
cent represented by all 25-to-44s. So to create adver-
tising designed for yuppies and then spend 100 per
cent of your budget against this tiny group makes no
sense for the vast majority of prcducts.”

Posner describes the “Satisfied Selves” category as
a well educated group “with a very positive self im-
age. They're keenly optimistic about life and them-
selves. thev're innovative, willing to take risks, and
travel frequently, both for business and pleasure.
And thev’re in the forefront of change, so they’re
prime targets for new ideas and new products.”

The traditionalists

Then there are the two groups of ““traditionalists.”
Posner describes his “Contented Traditionalists” as
“also self-assured, but personally and socially conser-

vative and home-oriented. Because of their strong
traditional values they are most resistant to change
and wish women’s lib was never invented. And they
believe strongly in ‘Buy American’ because it’s famil-
iar to them.”

And to ‘“The Worried Traditionalists,” says
Posner, “The world seems like a terrifying place. If
there’s anything to worry about—from losing their
jobs to being mugged—they’ll worry. They have a
poorly defined self image and tend to use brands as a
way of communicating who they are and to achieve
status. They don’t lead, but once they see a fashion,
they’re quick to copy.”

The fourth group to come out of the Ayer study are
“The ’60s in the '80s” Posner sees these as “The flow-
er children of the '80s who never left the '60s. They’re
aimless, unfulfilled people who never seem to find
the job they want and who have little or no direction
in life.”

And just as the Power Group study splits these
baby boomers into separate life-attitude types, it
finds equally distinctive differences in the viewing
patterns of the four groups. And Posner stresses the
importance of placing ad messages directed to each
group “within the proper programming environment.
We want viewers to identify with what the client is
saying, within the context of programming that rein-
forces that self-identification. Simply buying cost-
per-thousand is not relevant efficiency.”

What they watch

The Ayer study indicates that both Satisfied Selves
and ’60s in the '80s gravitate to such upscale pro-
grams as the MacNeil-Lehrer News Hour, Cheers,
Hill Street Blues, St. Elsewhere and Masterpiece
Theatre. The Contented Traditionalists include an
above average number of stay-at-home housewives,
and thus an above average number of daytime serial
and game show fans, and of those who prefer such
drama-adventure series as Fall Guy and Highway to
Heaven. Worried Traditionalists scored higher than
the other three groups on a list of 56 “concerns,”
from fear of job loss to fear of getting mugged. One
result, notes Posner, is a preference for “the blood
and guts cop shows like Miami Vice and Magnum.
Shows watched by each group are extensions of their
own values and goals.”

Posner says Ayer commissioned the study last year
as a followup to the agency’s earlier Trends in Amer-
ica study, which indicated then that too many mar-
keters were incorrectly assessing the values and atti-
tudes of the baby boom bracket—those born between
1946 and 1964, who now make up 33 per cent of the
total population, or about half of all adults.

Asked what’s next on his research agenda, Posner
says his guess is that “This kind of four-way mind set
segmentation probably exists in any age group, ex-
cept that the percentage of each age bracket that
might fall into each of the four segments would prob-
ably differ. So our next steps might include checking
this out, and testing to see how this kind of segmen-
tation works out in some other countries.”
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AM STEREO-
TV STEREO...

Hereitis...

The most recent sourcebook
available on the new sound in
AM radio and TV broadcasting!

[
Audio enthusiasts discover the lat-
est information on all types of AM re-
ceivers with a focus on integrated
circuitry, electronic tuners, stereo
pilot signal, multi-reception receiv-
ers and more . . .

[ ]
A complete intro to multi-channel TV
sound is followed by a closer look at
Zenith’s initial tests and proposal;
the XC-TV system; the dBs, Inc. Sys-
tem; EIAL Teisonics and Zenith En-
coder/Decoder and more . ..

Chapter Titles include:
* The FCC’'s Marketplace Decision
Kahn/Hazeline and Harris Systems
AM Stereo Transmitters/Receivers
Introduction to Multichannel TV
Sound
Cable Problems and Buzz
.. . and More!

TV/Radio Age Books

1270 Avenue of Americas
New York, NY 10020

T-1932 Hardbound O $17.95
Paperback 0O $12.95

Enclosed find $ for copies
of *‘AM Stereo and TV Stereo — New
Sound Dimensions’’

Name
Address.
City

____State.

Zip._ _

Payment or Company P. O. must
accompany each order.

HBO (from page 114)

Carol Myers Martz
of KCOP Los Angeles
welcomes off-cable
original films, but
questions whether
reality shows and
specials will work.
She’s not overly
concerned about prior
exposure on cable.

Lorber’s strategy involves repackaging
the material into an initial outing of
two high-continuity series of 26 hours
each. The concept was devised by In-
ternational Marketing Communica-
tions, which was retained by the syndi-
cator.

The first package, entitled “The
Great Performers,” encompasses com-
ics (Robert Klein, George Burns, Pee-
Wee Herman), magic, and musical per-
formance (Bette Midler, Harry Bela-
fonte, a '50s rock 'n’ roll reunion
concert).

The second package, and arguably
the more difficult sell, has been labeled
for marketing purposes “Extra, See All
About It.” It is comprised of the ‘“reali-
ty” documentaries, including such fare
as Bad Guys and Wicked Women and
The Greatest Scandals of the 20th
Century.

Fox/Lorber is going for two runs over
ayear. It also is offering a ratings guar-
antee: If the first run for any show reg-
isters a third less than the average rat-
ing of the whole series, based on me-
tered markets, the syndicator will give
the station a substitute show for the
second run.

Explains David Fox, CEO of the firm,
“It’s hard to sell this many specials, but
by packaging, we give stations the op-
portunity to make this into a series.
Remember, this was the type of materi-
al HBO turned to when it realized that
theatricals weren’t enough to drive
pay. We think it will have the same
effect on stations that have relied a lot

on theatricals.”

Fox/Lorber is about to go to market
with the two packages and is hopeful
about the prospects of the off-cable
fare: “Within the trade, HBO lends a
quality image to the programming; it
means it's already passed a level of fair-
ly high standards. And that’s an advan-
tage over independently produced pro-
gramming that never has had that kind
of track record.”

Fox also is cognizant of the impor-
tance of his syndication efforts to
HBO: “It’s important that they estab-
lish themselves in this area, because
becoming a success in syndication will
allow HBO to spend more on their orig-
inal cable productions. If we're success-
ful, it will increase HBO’s perception as
a viable producer for broadcast.

There is another risk to the sale of
HBO original programming to mass
outlets such as broadcast: Some HBO
subscribers, upon seeing HBO originals
on broadcast stations, may be left with
the feeling they are paying for some-
thing that others are getting for “free.”
Of course, HBO subscribers get it first,
and officials at the pay service see that
as the key distinction in a video world
where the first window is highly valued.

Subscriber perception, says Henry
Schleiff, ““is of great concern to us, part
of the reason that we are not letting our
programming go to free TV until well
after it’s played several times on the
service.”

As good as they believe their product
to be, HBO Enterprises executives also
are mindful that not everything that
works for a pay audience works for a
mass broadcast audience. Indeed, the
economics of pay 1V differ markedly
from free TV. The documentary genre
is a striking example of programming
that’s often appreciated by smaller pay
audiences, but which typically draws
low ratings on broadcast TV, where the
numbers spell success or failure.

Recognition of the substantial differ-
ences between pay and broadcast TV
help explain why HBO is prudent in
assessing its entry into the broadcast
syndication market. Says Warner:
“There is still a limited track record for
off-cable product on for off-cable prod-
uct on broadcast; it’s still very much
the early days. HBO has taken the posi-
tion that the syndication marketplace
is nice, so let's take advantage of it
where we can. But we're also saying
that pay-Tv programming is different
than syndication. We make program-
ming people are willing to pay for, and
that sometmes means that not all our
product is suitable for syndication.
We’d rather put our dollars into mak-
ing sure HBO is the most marketable
pay service, rather than diverting our
attention and energy into a business
where we're not a primary player.” 0O

Television/Radio Age, July 7, 1986




Inside the FCC

Jack D. Smith

General counsel, Federal
Communications Commis-
sion, in a recent speech be-
fore the New York Chapter
of the Federal Communica-
tions Bar Association.

First Amendment rights
of cable operators surface
on a variety of fronts

Just recently, the Supreme Court handed down its
decision in the Preferred Case, stating that the activ-
ities of a cable operator “plainly implicate First
Amendment interests.” See City of Los Angeles v.
Preferred Communications, Inz., no. 85-390, slip op.
at 5 (June 2, 1986). The Preferred Case involved a
challenge to a decision by the City of Los Angeles to
limit the number of cable franchises to one, even
though there was sufficient excess capacity to accom-
modate more than one system. The Ninth Circuit
held this practice unconstitutional on its face. The
FCC argued before the Suprems Court that cable op-
erators did have substantial First Amendment rights
and that the Ninth Circuit should be affirmed. Hap-
pily, the Supreme Court Agreec and it gave direc-
tions that require close scrutiny of municipal efforts
to restrict the number of cable operators attempting
to serve the community.

In his concurring opinion in Preferred, Justice
Blackmun noted that in order to ascertain the degree
of first amendment protetion afforded to cable, one
must determine “whether the characteristics of cable
television make it sufficiently analogous to another
medium to warrant application of an already existing
standard or whether those characteristics require a
new analysis.” Justice Blackmun seems to be suggest-
ing that the degree of protection that should be ac-
corded the cable medium is somewhere between that
accorded the print medium and that accorded the
broadcast medium.

Spectrum scarcity rationale

Whereas the print medium is entitled to a high de-
gree of First Amendment protection—see Miami
Herald v. Tornillo, 418 U.S. 241 (1974), the broadcast
medium has been accorded more limited First
Amendment rights. In the past, the Supreme Court
rationalized limitations on broac.casters’ First
Amendment rights by citing to a scarcity of available

spectrum. More recently, however, the Supreme
Court has begun to question the continuing wisdom
of the spectrum scarcity rationale. In FCC v. League
of Women Voters, 82 L. ED. 2D 278 289, N.11 (1984),
the court indicated that it would reconsider the mat-
ter when there is ‘““‘some signal from congress or the

FCC that technological developments have advanced
so far that some revision of the system of broadcast
regulation may be required.”

The FCC has sounded that signal as loud as it
could in its 1985 Fairness Doctrine proceeding. The
Fairness Doctrine imposes upon broadcasters an obli-
gation to present controversial issues of public im-
portance and differing views. In its reexamination of
the doctrine, the commission found it to be no longer
warranted because of the proliferation in recent years
in the number of media voices providing information
services. As a result, old concerns about spectrum
scarcity have been significantly diminished. Further-
more, the commission found that the Fairness Doc-
trine actually chills the presentation of controversial
issues and that the multiplicity of voices now in the
marketplace would be more likely to produce diverse
views.

Even if there were a justification for continuing to
regulate broadcast content, it would have no applica-
bility to cable television. An array of decisions of the
courts of appeals indisputably hold that the scarcity
rationale cannot be directly applied to cable televi-
sion.

Nor can it any longer be plausibly argued that ca-
ble is a pervasive medium, available everywhere like
over the air broadcasting. Subscribers must affirma-
tively elect to subscribe to cable; program guides are
furnished to subscribers; and lockboxes are available
to prevent undesired viewing by minors. In fact, four
federal decisions have held that cable television is not
sufficiently pervasive to justify treating it like broad-
casting.

Airwave ownership

The concept of public ownership of the airwaves has
also been held to be inapplicable to cable television.
The courts have consistently rejected the argument
that since utility poles occupy space on streets and
other public rights of way, the conduits constitute
public fora. Other proffered justifications for treating
cable television differently from print have also been
rejected. For example, the idea that cable constitutes
a natural monopoly was rejected by the D.C. Circuit
and by the Ninth Circuit.

These decisions are part of a growing trend to ac-
cord cable operators First amendment Rights more
akin to newspapers publishers than broadcasters.
The commission believes that the cases recognizing
that cable systems have first amendment rights simi-
lar to those accorded newspapers are going in the
right direction. The American people are best served
by an electronic media which is free to engage in all
constitutional speech, unrestricted by government
second-guessing. An unregulated, competitive mar-
ketplace environment ensures that the viewers’ and
listeners’ interests are served.
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Inside the FCC (continued)

One of the more significant decisions in this area is
last year’s D.C. Circuit opinion holding the “must
carry” rules, which required cable operators to carry
the signals of local broadcasters, were unconstitu-
tional (Quincy Cable TV, Inc. v. FCC, Supra). The
court found that the must carry rules favored one
group of speakers over another, severely impinged on
cable operators’ editorial discretion, and, in cable
systems with a limited number of channels, prevent-
ed cable programmers from reaching their intended
audiences, thus prohibiting programmers from pro-
viding programming according to the dictates of the
marketplace.

The court did leave open the possibility that the
FCC might be able to craft valid must carry rules,
and the commission currently has under consider-
ation proposals filed by the broadcast industry to do
that. Meanwhile, I expect to hear any minute from
the Supreme Court regarding the pending petition
for certiorari in the Quincy case.

Indecency rulings

Another area in which the courts have held that the
First Amendment rights of cable operators are closer
to those of newspapers is with respect to indecency
on the electronic media. For those common carrier
lawyers who may not recollect the prevailing defini-
tions of obscenity and indecency, I will attempt to
describe them. Obscene speech was defined in Miller
v. California as speech which (1) taken as a whole,
appeals to the prurient interest in sex, (2) portrays
sexual conduct in a patently offensive way, and (3)
taken as a whole, has no serious literary, artistic, po-
litical or scientific value.

It is somewhat more difficult to define the term,
indecent, but I think it is fair to characterize inde-
cent speech as similar to obscene speech except that
it need not appeal to the prurient interest and may
have redeeming social value. Thus, indecent speech is
probably best defined by the words “altogether of-
fensive to local community standards.”

The supreme court has held that obscene speech is
not entitled to First Amendment protection, at least
outside the privacy of one’s home—See Miller v. Cal-
ifornia, 413 U.S. 15 (1973), REH denied, 414 U.S. 881
(1973)—and has sanctioned FCC efforts to restrict
indecent speech on the broadcast medium to those
hours when children are likely to comprise a substan-
tial portion of the listening audience. See FCC v. Pa-
cifica Foundation, Supra. However, the courts have
declined to apply Pacifica to cable systems.

In Cruz v. Ferre, Supra, and Community Televi-
sion of Utah v. Wilkinson, Supra, the courts invali-
dated restrictions on the transmission of indecent
material on a cable system. Both the 11th Circuit and
the Utah District Court inferred, essentially, that
while material which is obscene under the Miller test
might be regulated, the transmission of indecent ma-
terial via a cable system constitutes protected speech.
Pacifica was found inapplicable to cable on the
ground that cable was not a particularly pervasive

medium, since a subscriber must affirmatively elect
to obtain cable service, and, in addition, often must
further elect to subscribe to supplemental program-
ming services. Further, cable was found not to be
particularly available to children, for, in addition to
the factors I mentioned, parents can easily identify
objectionable channels in advance.

Apparently, some people fear that because the
Constitution allows indecent programming over cable
television with appropriate protections, this means
that there are no restraints for over-the-air broad-
casting or cable. Just four days ago, a group conduct-
ed a demonstration against indecency in front of the
commission. The protest leaders were quoted as ask-
ing, “Does this mean we’ll see Playboy or Penthouse
on the evening Tv?” The answer is no. Over-the-air
broadcasting is still pervasive, and the Pacifica case
is still good law. Persons broadcasting obscene or in-
decent materials are subject to criminal penalties of
$10,000 fines, two years in prison and revocation of li-
cense. The FCC supports these provisions and is pre-
pared to do whatever is necessary to back them up.
Of course, the fines and prison terms must be ob-
tained through the department of justice and the
courts. The FCC has no authority to put people in
prison. But, once a conviction is obtained under 18
U.S.C. 1464, we are prepared to impose whatever ad-
ministrative sanctions are appropriate.

Penalties for cable

The same thing holds true for obscene and other un-
protected programming transmitted over cable tele-
vision. The 1984 Cable Act provides for a $10,000 fine
and two years in prison. We stand ready to provide
whatever assistance is necessary to back up those
sanctions. Of course, under our Constitution, laws
and regulations, we cannot sanitize programming to
everyone’s satisfaction, and, as in other areas, the law
should be backed up by good, old fashioned parental
supervision.

Let me turn to a case that was not going in the
right direction until the Supreme Court just recently
agreed to hear it: FCC v. Florida Power Corp., 772
F.2D 1537 (11th Cir. 1985). REH. denied (en banc)
778 F.2D 793 (11th Cir. 1985), probable juris noted,
54 U.S.LL.W. 3787 (June 3, 1986). That case involves a
challenge to the constitutionality of the Pole Attach-
ment act, which authorizes the FCC to prescribe the
rates which utilities may charge cable systems to
string cables on their poles. The 11th Circuit held
that an FCC order authorizing cable operators to oc-
cupy space on the Florida Power Co.’s poles consti-
tuted a taking for which just compensation was due
under the Fifth Amendment and that only an Article
III court could constitutionally determine the
amount of compensation. The FCC has disagreed
strenuously, arguing that the Pole Attachment Act is
a valid exercise of utility regulation and that the
availability of judicial review of FCC determinations
as to the amount of compensation is sufficient to
comport with Constitutional requirements. We are
hopeful that the Supreme Court will see things our
way.
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“Over 200 reasons
why Jim and Pefer are
winning feam?!”’

= — Marlin Perkins

Chorlestan, WV WCHS  CBS Rachester, NY WUHF  IND
Flin/Saginaw, Ml WEYt CBS Bristal, VA WCYB NBC
Raswell, NM KHFT IND Gainesville, FL WBSP IND
Billings, MT KTVQ CBS Evonsville, IN WFIE NBC
Idaha Folls, 1D KIFI NBC Salt Lake, UT KUtV NBC
Calo. Springs, CO KRDO  ABC St. Croix, Vi WSV| ABC
Calumbia, wiS NBC Wichita Fls, TX KFDX NBC
Wilmingtan, NC WECT NBC Augusta, GA WAGT NBC
San Juan, PR S'HEP) WKAQ CBS Fayetteville, NC WKFT IND
San Antania, TX KMOL  NBC Mantgornerr, Al WSFA  NBC
Dathan, AL WIVY  CBS Klamath Falls, OR KOTI NBC
Macen, GA WMGT NBC Duluth, MN KBJR NBC
Japlin/Pitts, KS KOAM  CBS Baltimore, MD WBFF IND
Savannah, GA WICL ABC Bastan, MA WBZ NBC
Wenotchee, WA KCWT  IND Watertown, NY WWNY (8BS
Lander, WY KOwWY  CBS Jahnstown, PA WOPC  ABC
Spokone, WA KHQ NBC Seattle, WA KIRO @S
San Angela, TX KFDY IND Pittsburgh, PA WPXI NBC
Springfield, MO KSDK NBC Lauisville, KY WDRB  IND
Yaungstawn, OH WKBN  CBS Columbus, OH WITE IND
Burﬁngtan, VT WVNY  ABC Wausau/Rhine, Wi WAEQ NBC
Phaenix, AZ KPHO IND Syracuse, NY WIXT ABC
7 MinnV/St. Paul, MN WUSA  NBC Siaux Falls, SD KSFY ABC
Davenport, I1A WOC NBC Denver, C KCNC  NBC
Okla. City, OK KWTV  CBS Chicn/Redding,ACA KRCR ABC Kansas City, MO KCTV ABC Greenville, NC WATN NBC
Hila, HI KHAW  NBC Philodelphia, KYw NBC Huntsville, AL WAFF NBC New York, NY (Hisp) WXTV SIN
St. Lavis, MO KSDK NBC Providence, RI WLINE  CBS Toledo, OH WTOL  CBS New York, NY WABC  AS8C
Lima, OH WILW  IND Eugene, OR KVAL CBS Lareda, TX KVTV CBS Wildwaod, NJ WMGM NBC
Batan Rouge, LA WRBT NBC Medfard, OR KOBI NBC Na. Platte, NE KNOP  NBC Alexandria, MN KCMT  (CBS
utle, MT KTVM NBC Green Bay, WI WFRV ABC Manroe, LA KNOE  CBS Lexington, KY WKYT (BS
Omoha, NE WOWT  CBS Aberdeen, SD KABY ABC Boise ID KTVB CBS Ft. Myers, FL WEVU  ABC
Rena, NV KCRL NBC McAllen/Wesl, TX KVEQ NBC lincojn/Has', NE KHAS NBC
Tulsa, OK KOTV CBS Heleno, MT KTVG NBC Haroluly, HI KHON  NBC
F. Wayne, IN WANE  CBS Odesso/Midl, TX KMID  ABC Columbus, GA wlTZ NBC
Mabil/Pens AL/FL WEAR  ABC Charleston, SC WwCIvV NBC Jackson, MS WAPT  ABC Add
RockSpman WY KWWY CBS b WON D Jorora AR KA ABC A
ock Springs, K’ uffalo, Jonesboro H :
Euruke GA KVIQ  ABC Norfolk/Ports, VA WAVY  NEC Poplar Bluffs, MO KPOB  ABC station to this
Utico, NY WKTV  NBC Springfield, MA WGGB ABC Rockford, IL WREX  ABC growiﬂg |isfl
Yakima, WA KNDO  NBC arotte, NC WHKY  IND Hartford/NH, CT WVIT NBC T
Alpena, MI WBKB  CBS Chatianaoga, TN WRCB  NBC Chorloftesville, WV WVIR  NBC Call Hal Davis at
LaCrosse, W1 WKBT CBS Manchester, NH WMUR  ABC Missaula, MT KEC! NBC
St. Maartens, Vi LBC ABC Washington, DC WIKK  IND Cheybaygan, M WTOM  NBC (402) 397-8660
Waco/Temple, TX KCEN NBC Richland, WA KNDU  NBC Walker, MN KNMT  CBS
Leod SO KHSD - ABC 3t Thomes, VI WENB  CEo Grand Ropics, M yuHa  AsC or Bob Aaron
Madisan, Wi nchorage, ) arasota, Al
Paducah/Harr, IL WSIL ABC Noshville, TN WITV  IND Santc Barbarn, CA KEYT ABC (804) 481 -4727.
Tollahassee, FL WIXI NBC Miom, Fl. (Hisp) WLV SIN Hazard, KY WKYH  CBS or write c/o
Fairbonks, AK KTVF CBS Richmond, VA WWBT  NBC Terre Haute, IN WTHI CBS
Loke Chorles, LA KPLC NBC Meridiar, MS WHTV  CBS Ardmore, OK KXII CBS Boze" & Jacobs
Solinas/Mant, CA KSBW NBC Son Diego, CA KUSI IND Greenville, SC WSPA CBS 4
Panoma City, FL WMBB  ABC Pierre, KPRY  ABC Peoria, IL WEEK  NBC 10250 Regency
Socramento, CA KCRA NBC Wilkes-Barre, PA WNEP  ABC Shendon, WY KSGW  ABC A
Tampo, FL WXFL  NBC Knoxville, TN WBIR  CBS Springfield, 1L WFHL  IND Circle, Omahaq,
Binghomtan, NY WBNG  CBS Woiluku, HI KAll NBC Palm Springs, CA KMIR NBC
Son Juan, PR WSIU ABC Ausfin, TX KTV NBC Hays Springs, NE KDUH  ABC NE 68114.
Esconobo, MI WIMN  ABC Quincy/Hann, MO KHQA  CBS Clorksburg, WV WBOY NBC
Indianopalis, IN WTHR  NBC Birminghom, AL WCA)  IND New Orleans, LA WDSU  NBC
Portlond, ME WMIW  ABC Cincinnofi, OH WKRC  ABC Akron, OH WAKR  ABC
Ropd City, SD KOTA  ABC Minot, ND KMOT  NBC Corp. Christi, TX KZTV CBS
Forga, N WDAY  ABC Sioux City, 1A KTIvV NBC Harrisonburg, VA WHSV  ABC
Amorillo, TX KAMR  NBC Memphis, TN WPTY IND Los Angeles, CA KHJ IND
Great Folls, MT KFBB ABC Son Francisco, CA KPIX CBS Las Vegos, NV KVBC NBC
Troverse Cig, Ml WPBN  NBC Bismorck, ND KFYR NBC Dollas/Ft. Warth, TX KRLD IND
Coos Bay, OR KTVR CBS Williston, ND XUMY  NBC Greensboro, NC WEJC  ABC
Daylon/gpfd oH WTJC IND Detro#t, MI WKBD  IND Harrisburg, PA WLYH CBS
Raseberg, OR KPIC  CBS Liffle Rock, AR KAV CBS Leasburg, EL WIYE  IND wup K
Columbio, MO KOMU  NBC Dickinsor, ND KQCD NBC Lansing, MI WSYM  IND
Lubbock, TX KCBD  NBC El Centro, CA KYEL NBC Fresma, CA KFSN ABC .
Columbus/Tup, M$ WIVA  NBC Clevalond, OH WOIO  IND El Paso, TX KTSM NBC S'ﬂrrlng ‘m Mkr
Rocvhosin MN  BAAL AR Oeond OF WMOD D Keteat i kow N and featuring Peter G
och/Austin, rlanda, M alispell, M
Grond Junc, CO KJCT ABC Atlonta, GA WXIA NBC Casper, WY KCWY  CBS a mr e‘er ros
Cedor Rapids, 1A Kwwl  NBC Albary, NY WRGB  CBS Flagstaff, AZ KNAZ  NBC
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An out-of-this-world futuristic fantasy with a western twist.

Blaze a whole new ratings trail from East to West and individualism of the Wild West with vibrant extra-
North to South and draw exactly the audience you want terrestrial adventure.
when you add Saber Rider and the Star Sheriffs to your Saber Rider and the Star Sheniffs, a stunning new
program schedule! concept in non-stop adventure, with the driving excitement
Brought to you by the producers of the intergalactic of MTV ™ and the “‘magic” of classic animation.
mega-hit, Voltron. Its expert animation is light years Exactly the program you need to draw exactly the
ahead of the competition. audience you want, kids age two to eleven.

Combine the legendary honor, virtue and w 65 episodes available for Fall 1987.
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