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monofilament.

alien productions
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Heres |
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* ABC'’s #1 program for 1988
* Ranked #4 Nationally
* Over 100 markets sold
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This invaluable source book not only provides complete in-
structions for the producer who wants to improve his video
soundtracks, it also helps introduce the experienced audio engi-
neer to video editing techniques! This comprehensive coverage
lets you see how all steps of the video and audio production
processes work together to create a first-rate production.

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

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

T-1994  Hardbound (only) $30.00
224 pages

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

Enclosed find $ for __
Sweetening for Film and TV.

Name — =

Company _— B S

Address =

City State Zip
Price includes postage and handling.

Company Purchase Order or Payment Must Accompany This Order.
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HE MADE HIS
REPUTATION ON
“THE STREETS”

He's the hottest actor of the year, with an Oscar nomi-
nation to prove it! He's Michael Douglas, star of “The
Streets of San Francisco), and he’s making an impact
with films like “Fatal Attraction” and “Wall Street”
And “The Streets of San Francisco” continues to
make an impact, performing far above and beyond the
call of duty. Onits home turfin San Francisco, the show
is drawing three times as many
young men and women than the
off-network program it replaced on
KOFY. On WIBK in Detroit, it earned
a 10 rating/31 share, making it #1
against off-network, movies and
first-run programming. And in
Boston, “Streets” is WQTV's #1
program from sign-on to sign-off
among both men and women!
Michael Douglas and “The
Streets” Two hot performers.

'|'HE STREETS Ol:

SR FRANGIS™

1988 WORLDVISION ENTERPAISES, INC

119 HOURS

Source:
NSl Jan./Feb. '88

LGREEN

PROGRAMS INC.

A DIVISION OF WORLDVISION ENTERPRISES INC.
660 Madison Ave New York, NY 10021 - (212) 832 3838
9465 Wilshire Biwd  Beverly Hills, CA 80212 « (213) 273-7867
625 N Michigan Ave Chicage IL 60611 » (312) 642:2650
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Publisher’s Letter

A short-sighted pact with Congress;
networks are only corrupting selves

It has been a murky and difficult problem from the beginning, going back
to 1972, when exit polling became a significant key to understanding the
electorate. As the techniques became more refined, the information be-
came more reliable, and soon ABC, CBS and NBC could accurately predict
the outcome of an election not long after the first voter pulled the lever.

The reaction from those west coast congressmen to this electoral tide
moving electronically in from the east has been immediate and shortsight-
ed: Gag the messenger.

The issue flared up again on the evening of the New York primary on
April 19, when NBC admittedly goofed by making an early call. After all,
the networks had promised Congress they would refrain from using exit
polls to make projections before the polls closed. Congressional furor ap-
peared somewhat mollified when NBC News president Larry Grossman
admitted, “We let one get out of the box in New York . .. I feel bad, it was
inadvertent.”

No so fast. But The New York Times was not satisfied and in an April 25
editorial castigated NBC for reneging on its promise to Congress and the
public. The Times was on a roll. It was an easy, shot and who could fault it?
But the Times and other network beaters aren’t really after NBC here.
Their problem is with television itself. It’s polluting the political process,
they say. Why can’t radio and television wait until the next morning? Well,
politics, like life, just doesn’t work that way. Neither does broadcasting.

Unfortunately, the networks’ reaction to the election furor has been
equally disappointing. Regulated through their owned stations, the net-
works fear restrictive legislation; and their corporate parents have other
legislative fish to fry, feeling it’s best to stay on the good side of Congress.
And so the networks simply have rolled over, perhaps forgetting it’s this
kind of agreement now, maybe another later. Usually when the regulated
and the regulators get too close it’s the public that loses. Perhaps since the
Times feels so strongly about keeping the political process pure, it would
agree to withhold its own voter preference polling reports until after the
election? Fat chance!

Reconsideration. Since NBC News has been dragged up to the whipping
post, it’s appropriate that Grossman begin to speak out about his discom-
fort with the whole agreement between the networks and Congress. Is it
proper for independent news organizations to enter into such agreements
with the federal government? After all, we are not talking about war and
peace or life-threatening situations. More specifically, Grossman points
out, absent a uniform poll-closing law, there is the prospect of enough
states in the east and central part of the nation giving a candidate the
electoral votes needed to win. But under the agreement with Congress, the
networks would be required to sit on their hands for another five hours
until the polls close in California, Alaska and Hawaii.

The network news organizations have to decide which side of the fence
they are on and let the chips fall where they may. Those who rail against the
immediacy of broadcasting and how it threatents to undermine the repub-
lic fail to understand that the American people have a remarkable ability to
make up.their own minds, regardless of how the vote goes in one state or of
what they see on television or read in a newspaper.

V7
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But Not
Its Priorit

Our business is still firmly based in broad-
casting, with five major-market network-affiliated
television stations and fifteen major radio stations
under our banner.
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Its
Character®

We also remain the world’s leading producer of
animated programming through our subsidiaries,
Hanna-Barbera Productions and Ruby-Spears
Enterprises. Each day, more than 600 million
viewers, in 87 countries around the world, watch
Hanna-Barbera and Ruby-Spears animated pro-
grams and specials.
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« 1988 [Hanna-Barbera Productions, i 1988 Hanna-Barbera Productions.
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OrltsVision

We continue to be one of the industry’s lead-
ing television program distributors. Through
Worldvision Enterprises, we place programming
on stations throughout the U.S. and in more than
one hundred foreign countries.

www americanradiohistorv com



www.americanradiohistory.com

www americanradiohistorv com


www.americanradiohistory.com

You Used [0
ow Us As Iaft

Broadcasting

You've known us as a leader. In broadcasting. In
animation. And in worldwide program distribution.

www americanradiohistorv com
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Great American

BROADCASTING COMPANNX
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Now; Were
(Great American
Broadcasting

You can still call us a leader. But please call us
by our new name, too. |
We're Great American Broadcasting.

www americanradiohistorv com
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(Great American

BROADCASTING COMPANY
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Letters

NBC and cable

I wanted to thank you for the very
nice writeup in TV/RADIO AGE (Ca-
ble Report, April 4). I have been away
and I just got a copy of the article. ]
hope you won’t accuse me again of
“smooth talking,” but I did very much
enjoy our discussion, and I'll look for-
ward to keeping in touch with you on
issues as things progress.

I thought your closing line that
NBC and cable were a “match made
in Washington, if not heaven’ was a
very insightful way of wrapping things
up. Again, I did enjoy the piece.
THOMAS S. ROGERS
Vice president, policy planning
and business development,

NBC

Research setbhack

Your article of Feb. 22, 1988 regarding
the I&A study conducted on behalf of
the SRAC, points out the type of re-
search insufficiencies that have caused
this document to become so contro-
versial.

In your article, you stated: “The ar-
gument about phone penetration is
critical. In the pilot survey, the door-
to-door interviews found only 50%
phone penetration in Chicago as op-
posed to a Census figure of 81% but in
later checking of the reverse telephone
directory it turned out that 17% of
those who said they had no phone did
have one.”

In your article you went on to cite
the text of the SRAC committee’s
summary report as follows: “Using
other typical data from [the door to
door panel in the pilot study| we
would assume that unlisted phones
also were present among those claim-
ing no phone, in a number approxi-
mately equal to those actually without
phones. Thus, the Census data [81%
phone ownership] seems reasonably
‘accurate.”

The SRAC summation is more as-
sertive opinion than it is research fact.
The original study done by 1&A re-
corded a telephone ownership of 50%
among Chicago’s Hispanic households.
As this was not in agreement with the
objectives of the project, namely to
discredit door-to-door interviews in
favor of telephone interviews, the re-
searchers were sent back to the field to
re-do the project. They went back to a
few sample households utilizing a tele-
phone cross directory and found a few
housing units with listed telephones.

No validation was conducted which
established that the phone listing was

actually owned by the family in that
housing unit which was interviewed,
virtually ignoring the nature of the
large number of Chicago’s Hispanics
residing in multi-family units.

The researchers flawed their find-
ings by randomly adding a statistical
increase of 17% more phone homes,
creating a 67% telephone ownership.
This was not enough to correspond to
a target of 81% set by the study objec-
tives.

Therefore, the researchers now “as-
sumed” that a “magic” 14% additional
had nonlisted phones. Without com-
plete field research, they created an
81% incidence of telephone ownership,
by assumption, revising their own
original survey findings of 50%.

The “Research Method” suffered a
serious setback on that day.

GARY L. BERMAN
Vice President,
Strategy Research Corporation

Color it ‘classic’

1 am writing to you in response to the
recent article on colorization that ap-
peared in the Wall Street Report sec-
tion of your April 4 issue.

While I recognize that the focus of
this article was to examine the finan-
cial aspects of colorization, I do be-
lieve that accuracy, balance and objec-
tivity must be the framework for any
well conceived story.

To set the record straight:

1. Our collection of MGM features
can hardly be characterized as simply
and erroneously, “old” movies. These
classics have garnered countless Acad-
emy Awards and include the likes of
Casablanca, Maltese Falcon, High Si-

. erra, Gunga Din, The Philadelphia

Story (ad infinitum}; certainly not
“old” movies.

2. It is not our intent to “paint ev-
ery one of”’ the black-and-white fea-
tures we’'ve acquired. In the event that
we colorize as many as 100 titles, that
would represent a fraction of 1% of the
total film library.

3. We are quite carefully selecting
the films to be colorized, based on cre-
ative/technical considerations, story
and star appeal and station, advertiser
and viewer interest.

4. Our Color Classics have received
tremendous support: (a) Stations: Our
films reach as much as 96% of U.S. TV
HH across lineups of over 165 sta-
tions; (b) Advertisers: Key national
advertisers have committed over $15
million to our Color Classic Networks
thus far, in barter syndication alone.

5. We are at the forefront of main-
taining and restoring the original
prints of all of our feature films.

6. As with any fairly new technol-

ogy, there is always room for improve-
ment. An early ’50s TV can hardly
compare with today’s HDTV. Howev-
er, the colorization process is experi-
encing tremendous, quick strides in
enhancing its technique, and your
“spray painting” analogy is off the
mark.

Our Color Classics have successfully
attracted broadbased support and de-
serve to be properly represented.
Your consideration is appreciated.
RICH GOLDFARB

Vice President,

Syndication sales,

Turner Program Syndication

Turner’s Soviet menu

In response to the (Sidelights, March
7) review of the Turner Broadcasting
System, Inc. production, Portrait of
the Soviet Union, I would like to point
out several factual errors which ap-
peared in the article.

In the second paragraph, it reads,
“The ‘lunch’ for {Ted) Turner was the
1985 Goodwill Games and the hope for
Soviet participation in the 1990 Good-
will Games in the U.S. Mixed into the
menu was a requirement that Turner
produce for U.S. audiences a major
television series on life inside the Sovi-
et Union.”

In point of fact, there was no agree-
ment between Ted Turner or TBS and
the representatives for the USSR
State Committee for Television and
Radio (Gosteleradio) and the USSR
State Committee for Physical Culture
and Sport (Goskomsport) to produce
any U.S. television special on life in-
side the Soviet Union in conjunction
with the Goodwill Games. Portrait of
the Soviet Union, a seven-hour series
which premiered on SuperStation
TBS in March, is completely unrelat-
ed to the coordination or production
of the Goodwill Games and is solely
the property of the network in concept
and creative control.

Additionally, you misled readers
further by referring to Soviet partici-
pation in the Goodwill Games as a re-
ciprocal action for the production of
such a special. As partners in the orga-
nization of the Games, the Soviets’
participation in the 1990 Goodwill
Games is assured by the agreement
between Goskomsport, Gosteleradio
and Turner Broadcasting System, Inc.
to begin sponsoring the Games in
1986.

Finally, you also mistakenly identi-
fied the Goodwill Games as a 1985
event when, in fact, the first Games
took place in 1986.

ROBERT J. WUSSLER
Senior executive vice president,
Turner Broadcasting System, Inc.

Television/Radio Age, May 2, 1988
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For information regarding participation
and entrles, as well as hotel packages
and speclal air-fares, contact:

JEAN-LUC BALMER

Secretary General of the Festival
EVA RUSSBACH

Independent Producers
Competition

Television Sulsse Romande

1211 Geneva 8

Tel: (22) 29.33.33 Telex: 427701

www americanradiohistorv com

SUSANNE ABT
International Competition
VERENA MICHEL
Videokiosk

Swiss Broadcasting Corp.
Giacomeftistrasse 1-3

3000 Bern 15 (Switzerland)
Tel: (31) 43.91.11 Telex: 911534

JOHN E. NATHAN
North American
Representative

509 Madison Avenue
Suite 1810

New York, NY 10022
Tel: (212) 223-0044
Fax: (212) 223-4 531
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Theyl
make you

an offer you
cant refuse.

You could own this town.

You could dominate whole dayparts.
Attract the biggest audiences, and keep them.

Your station could be on the air with
the show that captured Saturday night for
NBC and drove them over the top to their
undisputed #1 position.

GOLDEN GIRLS.The comedy that's
proven its dominating appeal against all
demographics, against all kinds of
programming.

Its the most wanted show in syndica-
tion. Because it's the only breakthrough
show available, and the only show that
could anchor your programming well into
the 905,

GOLDEN GIRLS. Four funny ladies
that mean serious business. Who can say
notothat?

Now available for Fall, 1990 or 199.

THE
(GOLDEN
(;IRLS

THE TOUGHEST BUNCH
OF MOTHERS ONTV.

www americanradiohistorv com
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€ 1988 Buena Vista Television, Inc.
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Final Edition

IShOL-Ll—dWI:UQb_S withhold news?

Grossman contrite but concerned
over early election call in N.Y.

Sounding contrite but uncomfortable
with a promise to Congress not to use
exit poll information to make early
election calls, NBC News president
Larry Grossman agreed “we did let one
out of the box in New York” when NBC
Nightly News made an early call before
the polls closed April 19 in the New
York primary.

The Nightly News report stirred up
a hornet’s nest in Washington as well as

)
Larry Grossman

at CBS and ABC, which had refrained
from projecting Gov. Dukakis the win-
ner before the polls had closed.

The New York Times, which had it-
self been part of the brouhaha when
one of its reporters got hold of an NBC
transcript before it aired and tipped off
Rep. Al Swift (D.Wash.), came out with

“We did let one
out of the box
in New York.”

an editorial on April 25 scolding NBC
News for not keeping its promise made
last year to Congress not to make early
election calls, particularly during the
hotly contested primary voting.

The call. While NBC’s anchor Tom
Brokaw may have based his early call
on information supplied from the can-
didates’ campaign headquarters
Grossman admited that the more de-
tailed demographic breakout of voting
information delivered by John Chan-
cellor was based on exit pool informa-
tion and did violate the network’s
agreement with Congress.

“I feel bad about that [Chancellor’s
report],” said Grossman. “It was inad-
vertant. John wasn’t aware of the
breadth of our pledge to Congress.”

The networks pledged to refrain
from making early calls in exchange for
congressional enactment of a uniform
poll-closing law. The House has passed
such a bill. The Senate is expected to
begin hearings this month.

The assault against the networks’
early projections based on exit poll in-
formation is spearheaded by two con-
gressional legislators from Washington
state—Sen. Brock Adams and Rep. Al
Swift—who quite understandably get
upset to learn that many a national

Chrysler: web TV’s leading spender

Chrysler jumped into the lead among network TV spenders during February,
making it the leader for the year-to-date, according to the latest BAR data.
Fueled by Olympics spending, the auto maker’s web TV investment in the first
two mcaths of this year was 124.4% higher than last year, when it ranked eighth

for the January-February span.

The other Big Three auto makers were also up for the two-month period.
Ford, which ranked 10th for the year-to-date, was up 34.6% over last year.
General Motors, which ranked fourth, rose 17.1%.

Meanwhile Procter & Gamble and American Home Products registered
continued declines in network spending. P&G was down 10.4% from $71.4
million for the two months (its comparable ’86 spending was $78.9 million),
while AHP declined 9.4% from $37.2 million (its comparable '86 spending was
$39.6 million). There were also small declines by Philip Morris and Unilever—

1.8 and 0.7%, respectively.

Kellogg showed a big increase for the two-month period. It was up 54.3%.
Anheuser-Busch was up 40.0%. AHP, which ranked eighth in spending for the
two months, invested_a total of $33,680,800.

election is over before the sun sets in
the west.

Adams is scheduling hearings on the
poll-closing bill before the Rules Com-
mittee for sometime in May and will
invite the network news chiefs in to
testify.

Hit the ceiling. Swift hit the ceiling
when he saw the NBC' Nightly News
report. He was concerned at the outset.
because Grossman, is an address to the
NAB convention, had expressed strong
reservations about the network’s
pledge to Congress and indicated that
unless Congress enacts a uniform poll-
closing law in time for the upcoming
presidential election, NBC would have
to reconsider its position.

But a few days after the New York
primary miscue, Grossman was sound-
ing contrite enough to apparently mol-

“John wasn’t
aware of the
breadth of
our pledge

to Congress.”

lify Swift, at least for now.

“It’s clear once we make a pledge we
should stick to it,” Grossman said.

But Grossman also told TV/RADIO
AGE that he’s uncomfortable with
news organizations making pledges not
to report the news. As for the upcoming
Presidential election, Grossman’s atti-
tude is that absent a uniform polling
law, all bets may be off.

“What happens, in a national elec-
tion, when votes are in from the east
and central part of the country and the
Electoral College kicks in before Cali-
fornia, Hawaii or Alaska?” Grossman
asked. “We’re not just going to sit there
for five hours.”—Jack Loftus

‘Newsfeed’ adds
to Philly staff

The Newsfeed Network, Group W'’'s
satellite newsgathering service, has
added three news producers to its oper-
ations staff in Philadelphia.

The additions include: Steve Peres-
man, formerly a news producer and re-
porter for WTAJ-TV Altoona, Pa.;
Mark Pokedoff, formerly sports direc-
tor at WRTI radio in Philadelphia; and
Darlynne Reyes, who worked as a news
desk assistant for KYW-TV Philadel-
phia.

Newsfeed started up in 1981 and has
about 90 subscribing TV stations.

(Final Edition
continued on page 30)
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Identify the famous
relatives of these people

W\ ALREADY |
CLEARED IN
45%

OF THE US.

The identities of these people are revealed below.

and you're

N

All of these people are related to famous celebrities! And television
viewers, with their insatiable curiosity about famous people, will
find it absolutely irresistible to identify these unknown faces and
their well-known relatives. In fact, it'!l be habit-forming!
The show is RELATIVELY SPEAKING, an all new game show
with lots of laughs, and it will be available as a half-hour strip
on a barter basis starting Fall '88.
Experience the fascination we all have
with the very famous by calling for a demo
today. It’'s all so easy—relatively speaking!

LR L Ele

DISTRIBUTED BY SMC [Hh s
CALL 212/355-0033 .
PRODUCED BY i

ATLANTIC/KUSHNER-LOCKE, INC. M ¢ b1 &
AND THE MALTESE COMPANIES. COMMUN I CATIONS

0 [9RT Sebect Miedla Communacxthoes, ing

14 el Kishaer Lisie G sd (e

lgﬂ'. rmnp .
Www oamericanradiohistorvy com
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Final Edition

WVEC-TV zeroes in on newspapers
as ad war heats up in Norfolk

A reinterviewing technique, overlaid
on a broad market survey, has enabled
a Norfolk TV station to develop some
useful antinewspaper ammunition and
given it entree to upper echelon retail
management. The data developed in
the reinterviews dealt with readership
of specific portions of the newspapers
in the market (see related story in Sta-
tion Report section, page 85).

The station is WVEC-TV, a Belo sta-
tion affiliated with ABC, located in the
Norfolk-Portsmouth-Newport News-
Hampton ADI—or, as the station calls
it, the “Hampton Roads metro,” an
area defined by the Census Bureau.

Stations in the market compete with
two newspaper dailies, each covering
almost mutually exclusive circulation
areas: the “southside” of Hampton

“The study has
reinforced our
position as a
solid researcher.”

Roads (Norfolk-Portsmouth-Virginia
Beach), covered by The Virginian-Pi-
lot/Ledger-Star (VP/LS) and the
north or “peninsula” side (Hampton-
Newport News) covered by the Daily
Press/Times Herald (DP/TH).

The market has been surveyed for
consumer behavior by the Leigh

Rick Keilty

Stowell Co. for the past three years.
About 1,000 adults were interviewed in
the latest survey, which covered (1) so-
cio-economic information, (2) product
and service usage, (3) psychographic
data and (4) media habits.

It was found, for example, that 43%
of adults read VP/LS, 19%, DP/TH
and 38%, neither. “These percentages,”
noted Rick Keilty, general sales man-
ager of WVEC-TV, “represent people
who read any part of the paper.” But,
notes Keilty, the ROP newspaper ad-
vertiser should be concerned with
which parts of the paper are read.

Original sample. The station decided
to find out the particulars and asked

Olympics boosts network TV bhillings

Fueled by heavy Olympic revenues on ABC-TV, network TV billings zoomed
47.1% above the previous year in February, BAR data showed. Total for the
month topped $900 million (see figures below). Biggest percentage jump was in
weekend daytime, where billings climbed 123.1% over 1987.

But primetime was also up considerably—56.2%—while late night did even
better—59.4%. However, daytime was down a little—2.3%—and weekend early
fringe dropped 31.7%, though the dollar amount was relatively small.

Network TV revenue estimates—February

Estimated %
Dayparts $(000) change
Prime $564,047.7 +56.2 %
Mon-Fri daytime 98,335.0 —-23
Mon-Sun late night 41,359.9 +59.4
Sat/Sun daytime 133,863.3 +123.1
Mon-Fri early morning 18,239.8 +11.4
Mon-Fri early fringe 34,005.8 +11.56
Sat/Sun early fringe 13,522.1 —31.7
Subtotal early fringe 47,527.9 =&:8
Totals $903,373.6 +47.1%

Caopyright 1988, BAR

the research firm to go back to the orig-
inal sample. The Stowell people rein-
terviewed 595 adults and found, for ex-
ample, that two-thirds of the readers of
the market’s dailies do not read all sec-
tions of the paper and that most spend
less than a half hour with their dailies.
Researchers collected a considerable
amount of data on readership of both
the daily and Sunday papers. The ratio
of peninsula adults who read the local/
state news was 50% for the DP/TH, and
for southside adults it was 51% for the
VP/LS. Comparable figures for the
first section were 48 and 49%; for inter-
national news, 39% for the DP/TH; and
for national/world news, 35% for the
VP/LS. For sports the figures were 18
and 20%; for the business section they
were 21 and 18%. “Yesterday reader-
ship” was the basis for numbers.
These and other data, including con-
verting the sectional readership figures
into cost-per-1,000, were printed in a
brochure titled “The Report News-
papers Refuse to Print.” The fact that
there are wide variations in readership
by sections of the paper is “practically
ignored by newspapers in their adver-
tising sales efforts,” says the brochure.
Keilty reports that about 600 bro-
chures were mailed to a target list,
mostly local and regional advertisers.
This incorporated a “call to action” for
further information. The followup in-
cluded custom information on specific
industries.
The results? “It takes time to change
the balance of media budgets,” Keilty

. pointed out a month after the report

was mailed. “But it has given us an
opportunity to talk to advertisers
about antinewspaper material. It has
been very well received by upper eche-
lon retail management and it has rein-
forced our position in the market as a
solid researcher.”—Al Jaffe

Turner handle
on ‘All Seasons’

Turner Broadcasting, British Lion and
Agamemnon Films will coproduce a
television version of the stage play A
Man for All Seasons.

Charlton Heston, who has been play-
ing Sir Thomas More during a tour of
the U.K., will repeat the role for the TV
production. He also will direct the TV
film. Sir John Gielgud will play Cardi-
nal Wolsey.

Shooting starts next month with the
special tentatively set for airing on the
new Turner Network Television
(TNT) in December.

Turner Program Services will handle
worldwide distribution.

(Final Edition
continued on page 32)
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® [t’s a winner! WORLD CLASS
WOMEN is the first and only series
to celebrate women's achievements in
sports and other activities.
® [t's the tdeal audience crossover
opportunity! Finally, there's a program
about women which appeals to men too!
® Host Randi Hall, Olvmpic sprint
champion Evelyn Ashford, and world
class bodybuilder Rachel McLish can
help put you over the top, with profiles
of women ac y that will give you
ne-of-a-kind programming that can
run either adjacent or counter to sports.
® |t's the perfect vehicle for advertisers
targeting male or female viewers .. .or both.
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King Broadcasting teams up with
King World’s ‘R&D Network’

Two King Broadcasting stations have
joined the King World “Ré&D
Network,” a station consortium de-
signed to develop and test product for
possible series, and the network is ex-
pected to decide by June 1 on its initial
product to be developed.

The two King stations joining the
consortium are KING-TV Seattle and
KGW-TV Portland, according to Jim
Dauphinee, managing director of the
network, which was formed just prior
to the past NATPE.

In addition, there are conversations
being held with other groups as poten-
tial partners in the research and devel-
opment consortium, notes Dauphinee.

Meanwhile, Dauphinee has been
canvassing the production community
in Los Angeles as well as looking at
proposals on projects from elsewhere.
“One of the beauties of the project is
that proposals we will wind up doing
can come from anywhere—including a
show that is currently on the air on a
local station.”

Dauphinee says he is slowly narrow-
ing down the choices and will key in on

two or three projects over the next

month for two different dayparts, basi-
cally, daytime and late-night. “We
hope to have a couple of options at that
time and to sit with our partners to
discuss various proposals. We don’t
want to go to the group and say that
one specific show is it for testing.”
Overall, Dauphinee says, it's proba-
ble that the network will test some
shows over the next six to eight

months. The tests will most likely not
take place in late September or Octo-
ber because of the Olympics. “That will
be an atypical time, so if we test, it will
be just before or just after.”

Request TV
has big hopes
for 2nd service

Request Television’s second pay-per-
view channel, set for a July 1 launch, is
expected to increase the number of
prospective viewers ordering at least
one title a month by 25-50%, according
to Jeffrey C. Reiss, chairman and chief
executive officer of Reiss Media Enter-
prises.

Reiss told TV/RADIO AGE the buy
rate on systems with advanced order-
ing technology ranges from 40% to
100% currently. Systems that rely on
the viewer reaching someone in the sys-
tem’s office have a buy rate more like
10%, he noted.

Reiss reported he so far has commit-
ments from 10 systems representing
150,000 homes for Request-2. Request-
1 has 175 system affiliates serving 2.8
million addressable subscribers in 4
million cable homes. Selling Request-2
only as an adjunct to the original ser-
vice, Reiss expects that 15% of systems
with the original service will have Re-
quest-2 by the end of the year and 30%
after the end of another year.

What the second service offers is a

P&G leads the cable spenders

Procter & Gamble was Number 1 in cable network expenditures during Febru-
ary, according to the latest BAR report. Time Inc., which was Number 1 in
January, came up Number 2 in February.

The top 10 cable spenders in February were also the top 10 for the year-to-

date.

Top 10 cable network clients—February

February Year-to-Date

FParent company expenditures expenditures
Procter & Gamble $2,848,435 $4,856,278
Time Inc 2,397,596 4,533,293
Anheuser-Busch Cos. 1,626,301 2,763,085
General Mills 1,622,675 3,044,463
Philip Morris Cos. 1,460,883 2,738,896
Eastman Kodak 1,184,609 2,069,211
Mars 1,169,037 1,996,365
RJR Nabisco 977,717 2,017,276
American Home Pdts. 818,555 1,627,913
Chrysler 770,036 1,671,338

Copyright 1988, BAR

Jeffrey C. Reiss

greater choice of starting times plus
some titles that do not appear on the
original service. Request-1 offers
primetime films starting at 7 p.m., 9
p.m. and 11 p.m. (ET). Request-2 will
run films at 6, 8 and 10. Both will pro-
gram for 20 hours a day. Request-1 is
transmitted on Galaxy I, but Request-2
will go out on Satcom III-R.

Request-2 will have one-third to 50%
more titles to choose from than Re-
quest-1. Reiss points out his service has
a leg up on other satellite-delivered
PPV operations in getting product
from all seven major studios. He ex-
plains that Paramount and Universal
only sell direct to the cable system and
that Request is the only satellite PPV
service that allows for this. The system
and the studio split 50-50, and request
gets a distribution fee from the studio.

Reiss expects systems will charge the
same per-film price on both channels—
generally $3.95 or $4.95.

Radio survey
tracks formats

The new edition of Interep’s Radio
Format Report shows adult contem-
porary/soft rock, country music, con-
temporary and AOR to be the most
prevalent formats heard today. Adult
contemporary/soft rock is programmed
by 421 radio stations in the top 125
markets; 309 carry country; there are
245 contemporary stations in the big
125 markets and 200 programming
AOR.

Jane Schoen, marketing research di-
rector at McGavren-Guild Radio, who
compiled the report, also found oldies
enjoying the biggest year-to-year in-
crease in numbers of stations switching
to that format. The number of stations
carrying oldies jumped 23% from Janu-
ary 1987 to January 1988.

(Final Edition
continued on page 34)
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It started out as a
phenomenal ratings success
in the New York market.

Now it’s the fastest-selling
talk show in the country,
with both indies and affiliates
signing up every day.

It’ll blow the
competition away!

I.qusI additions...

WPWR-TV Chicago
WPHL-TV Philadelphia
KRON-TV San Francisco
WSBK-TV Boston
WFTY Washington
WDZL Miami
WPTT-TV Pittsburgh
WBFF-TV Baltimore
WTXX-TV Hartford
KPDX Portland, OR
WTTE-TV Columbus, OH

'I(GMC-TV Oklahoma City

PREMIERING JUNE 1988
ON STATIONS ACROSS

THE COUNTRY.

'I'HE MOR'I'ON DOWNEY JR. SHOW

Produced by
Quantum Mediq, Inc.

Distributed by

MCATV

New York (212) 605-2786
Los Angeles (818) 777-5816
Dallas (214) 386-6400
Atlanta (404) 875-1133
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Stakelin shakes up RAB staff;
aims at broader marketing effort

Offering high praise for Daniel Flam-
berg, promoted to the new position of
senior vice president for marketing and
communications, William Stakelin,
president/CEO of the Radio Advertis-
ing Bureau, launched phase two of his
administration with a staff restructur-
ing.

Flamberg, who was senior vice presi-
dent, communications, is now directly
in charge of field operations, which had
been under Henry Hays. The latter,
who was senior vice president of sales
and marketing, recently left the RAB.

Special projects. Stakelin also named
Wayne Cornils to the new position of
senior vice president for meetings and
special projects. Cornils will serve as
“principal outreach and coordination
officer” in addition to his duties direct-
ing RAB’s meetings and training pro-
grams. Cornils had been executive vice
president, a layer that’s been eliminat-
ed. There are now four senior vice pres-
idents reporting directly to Stakelin:
Flamberg, Cornils, Robert Galen, se-
nior vice president for research and Sal
Sabatino, senior vice president for fi-
nance.

Other staff changes include the pro-
motion of Raymond Holbrook to the

Daniel Flamberg

new position of vice president for sta-
tion relations and the hiring of Joan
Voukides as vice president for commu-
nications, succeeding Flamberg. Hol-
brook, who had been a regional manag-
er for two years, will be responsible for
member services, regional directors
and membership solicitation. Vou-
kides, who was director of advertising
and promotion for the NBC Radio Net-
works for 10 years, joins the bureau this

month.

Campbell is No. 1 in web radio

Campbell Soup Co. jumped into the lead position in network radio spending
during February, according to the latest report from BAR. Ranking third in
January, the food manufacturer upped its spending for the two-month period
146.8% over the previous year, Meanwhile, the usual leader, Sears Roebuck,

was down 25.8%
ended up ranking second.

¢ from a year ago during the January-February period, but

Biggest jump in spending was recorded by Triangle Publications, which
rocketed up 453.5% (from $688,055) to rank sixth in spending.

Top 10 network radio clients—February

February Year-to-Date

Parent company expenditures expenditures
Campbell Soup $3,563,300 $6,258,775
Sears Roebuck 2,990,347 5,419,558
Bayer 2,350,285 4,429,290
Triangle Publications 1,918,175 3,808,360
Procter & Gamble 1,626,220 4,836,182
Warner-Lambert 1,558,590 3,626,550
Hershey Foods 1,533,425 2,507,045
Unilever 1,438,660 3,294,985
Anheuser-Busch Cos. 1,435,300 3,394,150
General Motors 1,408,225 4,468,980

Copyright 1968, BAR.

I

TvB to double
its sales team
under Joyella

Though TvB will almost double the
sales development team devoted to
generating more national spot dollars,
it’s still not a lot of manpower, said the
Television Bureau of Advertising’s new
senior vice president for national sales.

James A. Joyella, key figure in the
restructuring of TvB, announced by
president William Moll at the NAB
convention last month, pointed out
that the number of account executives
working on spot sales development will
be increased from four to seven, ex-
cluding himself.

The TvB restructuring was triggered
and shaped by a bureau-sponsored
study conducted by the Butterfield
Communications Group of Cambridge,
Mass. In addition to the extra manpow-
er for spot missionary work, the new
development drive entails a doubled fi-
nancial commitment by rep members
of TvB in terms of dues. Moll also an-
nounced an enhanced local business
development effort by dividing geo-
graphical markets into two groups—
above and below the top 30.

Beat goes on. Other appointments—
both from inside and outside—in the
restructuring include Diane Healey
Linen, senior vice president/develop-
ment, responsible for membership;
John Krubski, vice president for local
sales development in the top 30 mar-
kets; Patrick Ryan, vice president for
local sales development in the 31-plus
markets; Barbara Zeiger, senior vice
president/member services; Wallace,
Westphal, senior vice president/retail
development.

Richard Severance, who has been se-
nior vice president/national sales, was
named executive vice president and
general manager. Robert Baker, execu-
tive vice president/operations, will
leave the bureau in June to form his
own sales training company. But he
will continue to work with the bureau
to develop a “TvB Sales University” to
replace the present Regional Sales
Conferences.

A new national sales executive will
be added in Los Angeles shortly and
others in Dallas and Atlanta later this
year.

Other proposals that came out of the
Butterfield study included (1) the need
for station sales force development
through training and education, (2)
more effective TvB research and sup-
port materials and (3) increased infor-
mation exchange among members.

(Final Edition
continued on page 36)

34

www americanradiohistorv com

Television/Radio Age, May 2, 1988



www.americanradiohistory.com

Effective May 1, 1988

Storer Television Sales

will change its name to

Gillett
Television
Sales

Representing

WAGA-TV CBS ATLANTA
WITI-TV  CBS MIIWAUKEE
WIBK-TV — CBS DETROIT
WIW-TV  CBS CLEVELAND
WSBK-TV  IND BOSTON
WIVG  NBC TOLEDO
KCST-TV. - NBC SAN DIEGO

Gillett Television Sales * 800 Third Avenue * New York, NY. 10022 * (212) 935-6000
Oftices: Atlanta * Chicago * Dallas * Detroit * Los Angeles * San Francisco
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MCA & King World joint venture
hopes to rekindle TV flames

MCA Inc. and King World Productions
have formed a joint venture to produce
product for network, cable and first-
run syndication. Distribution of the
syndicated shows will be determined
on a project-by-project basis, to be
handled by either MCA or KW. The
productions will come from the West
Coast, where a fully staffed separate
entity will be established.

According to one observer, the joint
venture makes sense for both compa-
nies. MCA has not been setting world
records as far as first-run efforts are
concerned, and on the network level,
the company, through Universal, once
was a major series producer.

As for King World, it needs new
product desperately. The only major
product source for the company has
been Merv Griffin Productions (Wheel
of Fortune and Jeopardy). “This move
can now put them into a solid produc-
tion position, both in network and in
syndication as well,”” said one rep
source.

Cost. Overall, he continued, the joint
venture is important to both because it
obviously represents immense cost-
cutting, as against product produced
separately. One of the immense head-
aches experienced by syndicators has
been the large costs of deficit financing.
The joint venture will attempt to cut
these expenses in half.

The as yet unnamed company is
starting out with $20 million to seed a
small senior staff and to create, develop
and supervise productions, explains
Sid Sheinberg, MCA’s president and
chief operating officer.

Although MCA has limited partner-
ships with several other creative com-
panies, Sheinberg believes “this is the
first time two major distributors have
created a company based on a targeted
market basis. We can’t find an example

of where anyone else has done anything
like this.”

Sales. Explains Al Rush, MCA Televi-
sion’s group chairman, Both MCA’s
and King World’s sales organizations
will handle the programs, “based on
who has the greater relationship in the
market and has the most knowhow.”

Both companies are 50-50 partners
in the new operation and will share
equally in revenues. Offices will be es-
tablished at both MCA and King
World in the LA. area, with a board
consisting of three representatives
from each company overseeing its op-
erations.

Creative ideas for half-hour and
hour-programs will be sought from
within and outside the two firms.

Michael King, King World’s presi-
dent and chief executive officer, indi-
cates he hopes there will be projects
completed within the next year. The

LBS, Casablanca set alliance

LBS Communications and Casablanca IV have formed a nonexclusive working
relationship to fund, develop and coproduce projects for first-run syndication,
network, cable, home video and acquire existing libraries.

The new “alliance,” as both firms call it, is unnamed and calls for each party
to place three representatives on a steering committee to decide which projects
and acquisitions the two firms will handle together.

LLBS’s representatives include Henry Siegel, Phil Howort and Paul Siegel.
Casablanca will be represented by Richard Gold, Chuck Gerber and Jim

MeCallum,

Notes Gold, Casablanca’s president, “If one of the entities chooses not to
participate in a project, the other is free to go it alone or explore the idea with
another party. If both choose to participate it will be as equal financial part-

"
ners.

Gold says the alliance will be looking at half-hour and hour programs for

hoth barter and straight cash deals.

While Casablanca handles distribution, LBS will handle sales, much as it has
bheen doing since last January for Casablanca when it began handling Hit
Squad and will also do during the fourth quarter for Crimes of the Century,

another Casablanca program.

Gold says there are half a dozen projects under discussion by the two
entities. How many projects can the team handle? “I'm not sure you can
gquantify the number,” Gold says, adding: “'T'here's a limited number of first-

run anvone can handle.”

new venture could have access for its
shows with King World’s recently an-
nounced R&D Network of stations
funding the development of programs.
MCA’s ownership of WWOR-TV in
New York and its percentage owner-
ship of the USA Cable Network are ad-
ditional possible avenues for new pro-
gramming.

“We are looking to develop series,”
King explains. “We will look at time
periods where there is a need.” The
new operation will utilize the expertise
King World has dealing with affiliated
stations and MCA has with indepen-
dents in planning its market targeted
programs.

King World does have an agreement
with Merv Griffin Enterprises not to
distribute game shows that would com-
pete with Wheel of Fortune and Jeop-
ardy.

Film suppliers
say webs mum
on strike plans

With the three TV networks announc-
ing their fall schedules in a few weeks,
will the writer’s strike now going into
its ninth week play havoc with the pro-
gram schedules?

It’s a question of major concern
which the networks have not publicly
addressed. Other than the obvious se-
ries repeats, will the networks acquire
film packages as one contingency plan?

Movie suppliers contacted indicate
they are not pushing film packages nor
have they been approached by network
officials seeking to expand their movie
nights this fall.

“We haven’t heard anything from
the networks,” says Republic Pictures
TV president Chuck Larsen. “Nor for
that matter have we been soliciting
package sales. Maybe we should. NBC
has the Summer Olympics to fall back
on, but the other two networks will
have to come up with something
splashy.”

“We haven't received any calls look-
ing for additional movies, nor have we
made a point of filling gaps,” notes
Dick Askin, president of Samuel Gold-
wyn Television. “We just haven’t ad-
dressed this subject.” Askin does note
that the kinds of male-oriented action
films in the Goldwyn catalog are gener-
ally bought by independent stations,
nol. the networks, which he claims pre-
fer female-oriented titles.

MGM/UA, with its plentiful library
of film titles has not been approached
by the networks, notes chairman Lee
Rich, nor has the company gone solicit-
ing package business. The film studios
believe it's up to the networks to go
after film packages.
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WCBS-TV scores election coup,
but gets N.Y. City Hall all riled up

In order to demonstrate the potential
for widespread vote fraud in New York,
a WCBS-TV reporter registered five
times to vote in the April 19 primary
election. The resulting journalistic
coup for the CBS-owned station creat-
ed something of a brouhaha in the Big
Apple.

The reporter, Barbara Nevins, told
the TV audience how she had regis-
tered under false addresses in Manhat-

Roger ColloHf

tan, Brooklyn, Queens, Staten Island
and Nassau County without a chal-
lenge from election officials.

To sweeten the story, a triumphant
reporter confronted Betty Dolen, the
executive director of the city’s Board of
Elections. Dolen, recognizing an am-
bush when she saw one and believing

the best defense is a good offense,
roared into the District Attorney’s of-
fice demanding the reporter be prose-
cuted for felony violations of the elec-
tion law.

“She is admitting on television that
she committed two Class-E felonies,”
Dolan declared.

All's fair. But WCBS defended its re-
porter, pointing out that such high
crimes and misdemeanors are accept-
able in the lofty pursuit of the scoop.
Besides, WCBS said, reporter Nevins

“The reporter
can violate

the law if

it’s the only
way to get

a story

of importance.”

registered five times, but she only vot-
ed once.

“This is permitted under CBS poli-
cy,” satd WCBS-TV vice president and
general manager Roger Colloff. “The
reporter can violate the law if it’s the
only way to get a story of importance.”

Before Nevins went about her merry
rounds, Colloff said, she and the sta-
tion’s news director, Paul Sagan, sat
down with CBS lawyers who in turn
gave their imprimatur to the project.

Broadcasters promote voter turnout

Broadcasters are planning to do their part to turn out the vote. Leading up to
election day 84.4% of radio stations and 63.1% of television stations surveyed
for the National Association of Broadcasters say they plan local news stories
encouraging their audiences to register and vote. Also, 73.6% of the radio
stations and 66.3% of the T'V stations told the NAB they plan local public
affairs shows or program segments déaling with this year’s political campaigns

and elections.

The telephone survey of 750 stations was conducted in March for the NAB
by Smith Research of Washington. The survey also found 94% of the radio
stations and 89% of the I'V stations planning to run PSAs between now and
election day encouraging people to vote. And roughly 22% of the TV stations
replying and 7% of the radio stations plan to send news teams to cover the
Democratic Convention in Atlanta and the Republic Convention in New Or-

leans this summer.

I'ne NAB says the survey was conducted in conjunction with Broadcasting
& Democracy: The Winning Ticket, the theme of the association’s 66th annual

convention held last month,

Colloff also notified his superiors at
Black Rock “as a courtesy sort of
thing.”

So the story aired, and the city’s elec-
tions honcho, fearing that such expo-
sure would lead to an epidemic of vote
fraud, demanded the reporter’s scalp.

The DA’s office mulled the story
over for a day and then announced it
will investigate the Board of Elections.

Stations air
less violence
during sweeps?

Are some stations’ news teams toning
down the sensationalism viewers and
advertisers have come to expect during
sweeps weeks?

It’s true that a sampling from New
York’s WNBC-TV, which has been
winning its share of news awards lately,
does include a series on Chinese gangs,
said to have “taken over the heroin
trade in the U.S.,” scheduled May 2-5,
and a three-parter coming up May 23—
25 on the U.S, losing war on drugs. And
a series Is scheduled May 16-18 on the
exploits of some of television’s more
notorious evangelistic preachers.

But WNBC also has scheduled such
nonsensational series during the
sweeps as reports on caring for the el-
derly and on the improved status of
secretaries portrayed by some of the
primetime TV series. And in another
three-parter coming up May 17-19,
consumer reporter Betty Furness is
scheduled to take a look at history
through a study of memorabilia she
and her family members have saved
over the years—sounding like some-
thing CBS’s Andy Rooney might do.

Wait not. It’s also been noted that sta-
tions don’t necessarily wait for the
sweeps to concentrate on the more vio-
lent aspects of the news. Boston sta-
tions, for instance, often justly proud of
their more cerebral news and public af-
fairs offerings, recently aired programs
on domestic violence and people’s love
affair with guns that they could have
saved for the May sweeps but didn’t.

Armed and Dangerous, aired April
13 by WCVB-TV, reported that among
Massachusetts citizens surveyed, al-
most one of every four admitted own-
ing a handgun, and that one of every
two families nationwide owns some
type of gun.

The program covered teenagers who
steal guns, carry them to school, and
shoot others and even themselves.

an
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l WHEN IT COMES TO
' INSURING YOUR STATION,
WE DON'T CUT CORNERS.

BUT YOU CAN.

At The Hartford, we know there’s more to protecting your station
than meets the eye. Or the ear. And we’ve developed a package of coverages
that’s attuned to the special needs of the broadcast industry.

We start at the top with tower and antenna coverage—including tun-

ing and retuning. In fact, we’ll even provide up to an additional $5,000 for ,
retuning should the amount of loss exceed the limit of liability.

When a mobile unit hits the road, our coverage rides along—protect- ’
ing not only the unit itself but also the permanently installed equipment
inside and the portable equipment used on location.

If, due to a covered loss, your station is off the air, our business
interruption liability is on the job. And should a piece of communications
equipment fail, we don’t offer garage sale value. Instead you get full
replacement value for state-of-the-art equipment.

| What’s more, you can call us with anything from a ,

claim to a policy change to a question and you’ll get

service, not static.

| Now consider our price. Sure, business insur-
| ance 1S a necessary expense. But it doesn’t neces-
sarily have to be expensive.

Let us show you what we mean. '
To improve your bottom line,

cut along the dotted line.

"

S\ V77 i/

& &
S THE HARTFORD
Q’.QOQ The Insurance People of ITT
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Sidelights

When Seattle’s KOMO-TV produced
Fast Track Kids in 1986 and the fol-
lowup booklet, Valuable Person on
Board, to throw light on such teenage
problems as low self esteem, stress, de-
pression and suicide, the station’s as-
sistant director of community and em-
ployee relations, Jimm Brown, recalls
that the station started with a compar-
atively modest goal: “All we wanted to
do was serve as a catalyst for more open
dialogue on the sensitive subjects fac-
ing young people and their families.”
No one at the station, and least of all
Brown himself had any idea that he
and KOMO would wind up at the

Jimm Brown

White House representing one of only
eight companies, individuals or local
governments—and the only media
company—to be honored by the Presi-
dent himself with the President’s Child
Safety Partnership Award.

The Partnership was established by
executive order in 1985 to look into vio-
lence against children and promote pri-
vate sector initiatives in the area of
child safety and present their findings
to the President.

Cited. Along with Valuable Person on
Board, the President’s awards presen-
tation cited such other KOMO projects
as its month-long parenting campaign,
the “Stop Child Abuse” outreach pro-
gram, Missing Kids and Operation
Street Wise, warning young people
about the dangers of drinking when
driving.

Brown supervised production of
Valuable Person and its distribution to
counselors in junior and senior high
schools, alternative schools, communi-
ty colleges, social service agencies and

KOMO-TV aids youth self-esteem
and earns President’s esteem

sexual assault centers as well as to par-
ents who contacted KOMO. Some
12,000 copies went out, and the station
says they were found so helpful it even
had a request for additional copies
from an Army counselor at Fort Lewis
and from a junior high that had gone
through a student suicide and needed
the booklets for a suicide prevention
workshop. An adult viewer told
KOMO, “I have spent many dollars for
family and individual therapy to get
the same information, and it was never
presented as simply and understand-
ably as in your booklet.”

Asked what he’d tell parents of kids
who seem to have no drive and no en-
thusiasm for life, Brown says parents
should realize that raising children to-
day “is drastically different than it
used to be. It’s far more difficult and

No one at the station
had any idea that
Brown and KOMO
would wind up at
the White House.

complicated. With so many distrac-
tions so easily available, from videos
and video games to drugs and porn,
parenting today puts increasing pres-
sure on mom and dad, grandma and
grandpa, to parent by example. ‘Do as [
say, not as I do!” no longer works. Stop
and think: No matter how refreshing
that glass of wine with dinner may be
after a tough day on the job, what mes-
sage are you sending to your kids?

“We learn to parent from our parents
and from the memories of our own
childhood experiences. But sometimes
even that’s not good enough. We par-
ents need to know it’s okay to seek ad-
vice and ask for help. I don’t know
about you, but before my first child was
born, I had no practical parenting ex-
perience, nor had I taken any parenting
courses.”

Steps. Brown believes kids “need to
have warm, fuzzy feeling about growing
up. It helps adults, too, when we look
back on our childhood. And if nothing
else, | maintain that this can be done
with these four simple steps:

® Say “Good morning” and “Good-
night” to each family member every
day.

President Reagan honors
KOMO's Brown

m Eat at least one meal together as a
family unit, preferably dinner.

@ Ask your kids how their day was
from time to time. We parents aren’t
the only ones who have johs. Our kids
work too. Going to school is their job,
and it’s no less important than ours.

® Give them an occasional hug and a
kiss. The power of human touch is ama-
zing.”

Brown says these steps “will do won-
ders to strengthen the family and rein-
force to each member they are an im-
portant part of it. Parents should keep
in mind that home is where kids should
feel safe, secure and loved. They should
know that at home, if nowhere else,
they are valuable and that their value is
appreciated. That’s where our title
comes from: Valuable Person on
Board. When you tell your kids you're
proud they're your kids, in their own
way they will tell you they’re proud to
be in your family.”

Brown joined Fisher Broadcasting’s
KOMO Radio and Television as a pub-
lic affairs producer-coordinator in
1973. From then until 1980 he was pro-
ducer, host or reporter for several pro-
grams as well as station liaison for Os-
car Production’s Action: Inner City.

From 1978 to 1980 he was also co-
producer for Viewpoint on the News
and momthly, hour-long public forum,
PM/Northwest/Town Meeting—pro-
grams now called Viewpoint, North-
West Afternoon and Town Meeting.

He also worked with Norman Lear’s
half hour comedy, The Baxters, for
which he produced the local audience
segments from 1979 to 1980. And he
produced the weekly half-hour maga-
zine series Up Front from 1981 to 1984,
a production which won him an Emmy
for excellence in program achievement
from the Seattle Chapter of the Na-
tional Academy of Television Arts and
Sciences. Currently, among his other
responsibilities, is supervision of KO-
MO’s minority scholarship program,
now in 1ts third year, which selects can-
didates for schooling that will lead to
careers in broadcasting.
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MARKETING AND DESIGN EXCELLENCE
IN A NEW AGE OF BROADCASTING

A major radio and television event!

The annual Broadcast Promotion & Marketing Executives
and Broadcast Designers’ Association Seminar

Los Angeles, California June 8-11, 1988

Major Presentations

Chuck Blore
What's The Big Idea?

Lou Dorfsman
The History of Broadcast Design

Alan Kay, Apple Computers
A Vision of the New Age

Steve Sohmer

John Miller

Ad Dimensions, Inc.

Aircraft Music Library
Associated Production Music
Audience Direct, Inc.
Broadcast Image Design
Cascom, Inc.

Carspaw Productions, Inc.
Century [l Teleproductions
Claster Television, Inc.
Colorgraphics Systems, Inc.
CPC Associates

Crawford Post Production, Inc.
Dallas Post Production Center
Danino Films

Digital Images/ Century Three
Edward Thompson Group
Effects Animation Design Group
Energy Productions

Microtime, Inc.

Multichannel News

Nerwork Production Music, [nc.
Non-Stop Productions

Pinnacle Productions

Post Perfect

Quantel

San Francisco Production Group
Shelton Leigh Palmer

Six Fifteen Productions, Inc.
Sports Graphics, [nc.

Sporwise Productions

Targer Productions

The Post Group

The VTS Companies

TM Communications, Inc.
Tuesday Productions

U.S. Tape & Label Corp.
Vizwiz, Inc. Film/ Video

Buena Vista Television
Group W Productions
Group W Television Sales
GTG Markeung

King World

Lorimar Telepictures
MCATV

Multimedia Entertainment
Paramount Pictures
Turner Program Services
Viacom Enterprises

Hands On
Workshops

3M Company/Broadcasting
Aurora Systems

BTS Broadcast Television Systems
Colorgraphics Systemns Inc.

Marketing The Movies The State of Our Art:
['V Advertising
) Hypermedia
EXhlbltorS [tchydog Productions Program Roundtables
2B Systems Lamb & Company Dlstrlbutor Access Syndication
3M Company/Broadcasting March Frame Computer Graphics Genesis Entertainment
Abekas Video Systems, Inc. Mediawest Marketing Services ROOmS Group W Productions

GTG Marketing

LBS Communications, Inc.
Lorimar

MCATV

Multimedia Entertainment
Paramount Pictures

Television Program Enterprises
The Samuel Goldwyn Company
TV Extra

Twentieth Century Fox Film
Variery

Worldvision Enterprises, Inc.

After May 10, register on site.
Listings as of March 31, 1988

For exhibit availabilities, call:
Eddie Barker

Exhibits Manager
1-800-225-8183

The only seminar exclusively for

radio, TV and cable marketers, promoters,

advertisers and designers!

For registration information, call Pat Evans, BPME East: 402 East Orange Streer, Lancaster, PA 17602—717/397-5727
For agenda information, call Maryann Wiedemann, BPME West:
6255 Sunset Boulevard, Ste. 624, Los Angeles, CA 90028-—213/465-3777
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TV Business Barometer

Local February
biz up 12.7%

Local TV time sales in February
held on to the January level, giv-
ing double-digit percentage in-
creases for two months in a row.
This follows a moderate level of
increase for the final quarter of
last year, which was better than
spot, though not a lot better.

The local TV time sales increase
for February came to 12.7%, al-
most identical to the 12.9% rise in
January. These two monthly in-
creases follow a fourth quarter rise
of 7.3% and a full year increase of
6.5%.

Both February of 88 and ’87
were four-week Standard Broad-
cast Months, indicating little ef-
fect on the numbers, although the
February SBM last year ended on
the 22nd of the month and Febru-
ary this year ended on the 27th.

This is because the operative rule
of the SBM is that it ends on the
last Sunday of the calendar
month.

The local increase in February
was higher than spot’s, which
came t0 9.5%, but lower than
spot’s in January, which hit a
healthy 14.9%. The spot figure for
the fourth quarter was plus 3.5%
and the spot number for the full
year, showed a rise of only 3.8%.

Local billings in February came
to $347.5 million, compared to
$308.3 million during the previous
February. For the two months of
the year to date, local time sales
amounted to $709.3 million vs.
$628.8 million. The two-month in-
crease came to 12.8%.

Spot for the two months was not
much different, at least as far as
the percentage increase goes. Spot
rose 12.3%, up from $700.4 to
$786.6 million. So spot is still more
than $75 million ahead of local for

the two months.

As for network compensation,
February continues the pattern of
decline which emerged in January.
February network comp was down
2.7% from the year before follow-
ing a 2.2% decline in January. It
might be noted that there were
four months last year during
which network comp declined
from year previous,

The year ended with network
comp up only 1.5% from the year
before.

Network comp

Billings from network comp came
to $37.4 million in February vs.
$38.4 million the year before. For
the two months so far measured
this year, network comp is down
2.5% to $71.4 million.

The total of spot and local time
sales plus network comp for the
first two months of the year came
to $1,567.5 million vs. $1,402.4
million in '87. That’s an increase
of $165.1 million, or 11.8%.

February

Local
business +12.7%
{millions)
1987: $308.3 1988: $347.5

Changes by annual station revenue

Under $7 million ... ... ... +17.6%
$7-15 mitlion .. .. ... ... +13.8%
$15millionup ........... +11.8%

Network
compensation —2.7%
(millions)

1987: $38.4 1988: $37.4

Changes by annual station revenue

Under $7 mitlion .. .. ... .. —3.4%
$7-15 million .. ... ... . .. —4.6%
$15 millionup ... ...... .. —2.0%

Local (millions)

$620
600
580
560
540
520
500

480

460

440

420

400

380

360

340

320

300

280

Network compensation (millions)
$60

40
20

M A M J

J A S O N D
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TELEIRELD

NOW REPRESENTS

WHBEF TV
QUAD CITIES

DAVENPORT—ROCK ISLAND—MOLINE

TELEIREE

TeleRep Inc. » 875 Third Avenue « New York, N.Y. 10022 « (212) 759-8787
Offices: Atlanta - Boston « Charlotte « Chicago « Cleveland - Dallas « Detroit « Houston » Los Angeles
» Miami » Minneapolis - New York ¢ Philadelphia = St. Louis * San Francisco « Seattle
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International Report

No quotason U.S. programs

Europe gets closer to television without frontiers

epresentatives from 21 coun-

tries have moved a step closer

to ensuring that a set of pro-

posed European television regulations

will not make any substantive changes
to the way broadcasters do business.

Following months of haggling, at a
recent meeting of the Council of Eu-
rope in Vienna, proposals to place quo-
tas on the number of imported pro-
grams were dropped. If U.S. distribu-
tors were concerned about restrictive
action, they can now rest more easily.

Technical experts were given the job
of working out wording on another con-
tentious proposal, whether programs
can be interrupted for commercials.
The British in particular are adamant
that the system presently existing in
the U.K. allowing for breaks be re-
tained.

The Germans and a few less commer-
cially minded representatives from
countries in which commercials are
only shown between programs appar-
ently are prepared to compromise.
Commented Timothy Renton, a some-
what pacified but not completely satis-
fied U.K. broadcasting minister: “We
have climbed the foothills, but not the
mountains.”

It is now almost certain that two sep-
arate codes, one initiated by the Coun-
cil of Europe and another promulgated
by the European Commission {a part of

Council of Europe
agrees on rules
which satisfy
most nations.

the Common Market), ultimately will
be approved in one form or another.

Until recently, however, many of the
countries preferred the Council’s codes
for several reasons. Their proposals are
not only more lenient, but 21 European
countries are members of the Council,
plus Finland and the Vatican, whereas
the EEC only represents 12 nations.

In addition a number of countries are
believed to originally have voiced their
support because they thought the re-
quirement that all nations must ap-
prove the final document actually
would preclude an agreement. As it has
turned out, that has not happened. The
proposals have been so watered down
that they have become generally ac-
ceptable. Even the British who have
been among the most vehement critics
are predicting final approval of the
draft at the next formal Council meet-
ing set for November.

Assuming that happens, the govern-
ment of each of the 23 states involved
still will have to ratify it individually, a
process likely to take another year. At

Unsettled TV skies over Europe

The European Court is expected to rule soon on whether commercials specifi-
cally aimed at the Dutch audience may be made. At the moment it is illegal to
do so, but there is widespread feeling that the regulation will be overturned.

“It would be a wonderful sixth birthday present,” said a Sky Channel
spokesman. Pan European satellite channels Sky and Super Channel are likely
to be major beneficiaries if the court decides in favor of the Dutch Advertising
Association, which brought the case against the Dutch government. The satel-
lite channels’ largest audiences are in Holland.

There also have been a few other developments involving the two channels.
Sky has decided against taking any shareholding in Super Channel. Meanwhile
talks are continuing between Super Channel and The Broadcast Company
(TBC), a consortium comprised of Carlton Communications, Saatchi and
Saatchi, Thames Television, London Weekend Television and Dixons. TBC
was one of the groups which originally applied for but didn’t get the British
direct broadcast satellite franchise. The company is now expected to take two
transponders on the ASTRA satellite.

Secondly, a Belgian court has ruled that the Flemish government and its
Cultural Minister, Patrick Dewael, are illegally keeping Super Channel out of
Flanders. The minister has refused to grant cable networks the right to carry
the Knglish language channels. French, German and Italian stations are per-
mitted.

that point the convention officially
would come into force.

The European Commission’s pro-
posals are more complex. Although
most experts say they will not material-
ly affect television broadcasting in the
short term, their long term effect ap-
pears to be somewhat unclear and far
more debatable.

Defenders of the European Commis-
sion’s directive point out that the EEC
supports “television without fron-
tiers,” but as long as states have differ-
ing regulations on issues such as import
quotas, advertising and copyright, that
ideal can never be possible.

Slightly paranoid. Nevertheless, while
the proposals expected to be agreed
upon certainly are an attempt to har-
monize national regulations, an Ameri-
can might be forgiven for being slightly
paranoid.

The fact does remain that many of
the Commission’s proposals are aimed

The proposals
have been so
watered down
that they have
become acceptable.

at trying to make sure that the prospec-
tive Pan-European satellite channels
do not flood the continent with U.S.
imports. Although those involved do
try to put it in a different light—that
they are actively seeking to promote
Pan-European programming—the
contention is not denied.

In a recent speech, for instance,
Commission vice president Lord Ar-
thur Cockfield called on European
countries to stand together more cohe-
sively. In 20 years time, he declared,
Europeans must not decline to the role
of marginal producers so that in the
year 2000 the continent will be depen-
dent on the enormous resources and
production of the U.S.

TYurbulent era. He adds that direct
broadcasting by satellite, the spread of
cable TV and increasing commercial
pressures from outside Europe will in-
evitably create a turbulent era for
broadcasting in the next decade.
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international Report

For the moment, however, none of
the satellite channels which can be seen
throughout Europe would have trouble
adhering to any of the directive’s pro-
spective programming codes. In spite
of the fear of widespread broadcasting
of cheap American programming, there
is no evidence that the satellite stations
rely solely on American TV distribu-
tors.

At the present time only 31% of Sky
Channel’s programming is U.S. ac-
quired. Even after three years the
Commission would permit 40% of pro-
gramming to be imported.

Oppose quotas. Nevertheless, the Brit-
ish and the Germans are firmly against
import quotas. Although both conser-
vative governments would be against
quotas in any event on purely ideologi-
cal grounds, the British believe it 1s im-
portant to protect the new media in
their first years of broadcasting by en-
suring the availability of less expensive
programming, which normally means

Most agree that
U.S. programs
are important

to the new
TV channels.

U.S. shows. The Germans, probably
unrealistically, fear that it would inter-
fere with some of the coproductions
they hope to undertake with Ameri-
cans.

In contrast, the French are insisting
on fixed minimum quotas. The techni-
cal advisor to the minister for televi-
sion, Walter Butler, maintains that the
U.S. has 75% of the world market in
terms of programming and that Europe
is the chief importer. “Europe,” says
Butler, “must have quotas so that we
can export more and import Jess. The
regulations are necessary to prepare
the way for joint ventures in Europe.”

The French also want to protect
“cultural interests” with the introduc-
tion of language quotas and want to
have sharply defined windows for the
release of theatrical, video and TV pro-
ductions.

How much time? In addition to the ar-
gument over commercials inside pro-
grams, there is also the question of per-
centage of airtime devoted to advertis-
ing, the making of commercials aimed
at specific nationalities and the type of
products acceptable.

In the first instance, almost every
broadcaster which already takes adver-
tising, except for the Italians, theori-

cally would benefit from both sets of
proposals which are more relaxed than
present national restrictions. In Italy,
however, the proposal to restrict adver-
tising to 15% of total airtime, would
sharply reduce the amount of advertis-
ing.

The French are
determined to
protect their
cultural interest.

But said RAI vice presidential assis-
tant, Raphaelle Barberio, “We’ll just
have to charge more to compensate.”

Then there is the unique Dutch sys-
tem which The Netherlands is trying to
maintain. The state collects all adver-

ttising revenue and then redistributes it
to broadcasters.

The Swedes and the Dutch are in
favor of continuing their own restric-
tions which prohibit any international
broadcaster from showing a commer-
cial specifically aimed at them. That
affects the satellite channels. Norway
recently backed down from a similar
restriction following protests from the
newly launched Scandanavia satellite
channel, TV3.

Some national broadcasters do not
carry alcohol and tobacco advertising.
The ones which do want to retain that
right; the ones which don't are op-
posed,

Thorny issue. Then there is the thorny
issue of copyright regulations. Both the
U.K. and Italy feel the less said the
better, a position sharply criticized by
Dr. Georg Michael Luyken. Luyken is
deputy director of the University of
Manchester (England) based Europe-
an Institute for the Media, an indepen-
dent research group commissioned by
the EEC and others to study its broad-

casting recommendations.

He contends that the British and the
French are trying to make the issue far
more complicated than it is by saying
that countries will never agree on a so-
lution to the problem. “Obviously,” he
points out, “with the increasing inter-
nationalization of programs, it is neces-
sary to have an international agree-
ment on copyright,” adding that “if
this matter is not tackled, it will create
a minefield of difficulties for the
future.”

There is no clear consensus at the
moment on how this issue will be re-
solved.

Copyright remains
a thorny issue.

It could be

a minefield

in the future.

Depending on which countries are
involved, disputes will be handled in
accordance with either EEC or Council
of Europe rules. While no one expects
the final two documents to differ great-
ly, the Council convention will apply in
the case of a misunderstanding be-
tween an EEC country and a non-EEC
country.

A framework. Thus after several years
of giving, taking and defending, almost
all Europeans expect passage and im-
plementation within the next year or
so. Most of them recognize, however,
that the changes will be minimal and
possibly nothing more than a coherent
framework for broadcasting in the 21st
Century.

The whole concept perhaps is put
most succinctly by Jane Dimsdale, a
member of the committee of the Coun-
cil of Europe: “Anyone can learn to dri-
ve,” she said, “but when you drive
down the street you need a license.”

Sponsorships: how effective?

Research Services Limited (U.K.) has undertaken an ongoing survey aimed at
determining the effectiveness of sponsorship.

According to RSL director Ken Parker, 11 of the country’s best known
sponsors have already agreed to take the service.

The surveys deal with 55 sports and arts most commonly attracting spon-
sors. They are attempting to measure a respondent’s awareness of particular
sponsors before, during and following events. In-depth, in-home interviews,
started in early March with the first of the 6,000 adults RSL plans to canvass
annually. The first report is due within the next six to eight weeks.

While there are a number of reasons why sponsors pay to be identified with
sporting or cultural events, there is little doubt that a number of them do so
because they know their billboards will be seen by large TV audiences. Should
the surveys reveal that a particular sponsor is not demonstratively benefitting
from such exposure, it is likely that company officials may want to reconsider

how they spend their money.
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From London to Los Angeles, from
Cannes to New York our fax machines
are busy carrying the latest
international information into the
latest issue of TV/Radio Age.

Our International Report is
gathered from the TV capitals of the
world and presented in easy to read
digest form in every issue throughout
the year. Therefore your
international ad in TV/Radio Age

reaches the TV influentials
throughout the world.
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Radio Report

Larry King speaks out:
Yes to a fairness rule,
and boo to the FCC

The new generation of broadcast group owners, often
more concerned with the bottom line than a fair line,
need the fairness doctrine and similar government

- regulation now more than ever. So says Larry King,
the guru of television and radio talk-interview shows.
Speaking to TV/RADIO AGE in New York recently
while on a promotional tour for his new book, Tell it
to the King, he had this to say about government reg-
ulation:

“I think broadcasters should be forced to be fair.
Now on cable you don’t have to be fair at all, and I
think that’s wrong . .. The public owns those air-
waves, not us. NBC leases channel 4 in New York.

“Broadcasters
should be forced
to be fair.

The public owns
those airwaves,
not us.”

Larry King

They lease it from all of us. They don’t own it. Who
the hell do we think we are? A lot of group broadcast-
ers just look at the accounts and don’t give a damn
about anything else. They only care about what the
station netted and ‘can we get rid of three more em-
ployees this month?’ "

What about the FCC? King has nothing but disdain
for the Reagan-years FCC. He calls the commission’s
deregulation actions “terrible. I liked the Newton
Minow FCC.” Comparing broadcast deregulation to
airline deregulation, King muses: “I wonder if those
in Congress who voted for airline deregulation would
do so again today?” He doesn’t buy FCC chairman
Dennis Patrick’s marketplace philosophy. “The mar-
ket just doesn’t take care of things,” King says, refer-
ring to the days when blacks were systematically ex-
cluded from the media.

King also lashes out at the FCC for attempting to
muzzle broadcasters. “I would never ban a Howard
Stern,” he says of the controversial New York DJ.

How much longer? King’s all over the place. He does
a daily three-hour radio show on Mutual (a daytime
show which Mutual repeats at night), an hour show
for CNN, a column for {/SA Today (the newspaper),

and now he’s been asked to do a weekend insert seg-
ment for the TV show USA Today. The latter move
is expected to be approved by CNN, which has exclu-
sive rights to King’s TV life. King says the additional
exposure on USA Today will boost the CNN audi-
ence.

King is only in the first year of a five-year contract
with CNN. He’s got two more years running on the
Mutual contract. Will he stay with Mutual? “I got
my start in radio,” he says, “and I tend to be very
loyal. So barring the unforseen, I expect to stay.” He
admits, though, to getting “all kinds” of offers to
switch radio networks. “It’s a very competitive busin-
ess,” he adds.

His next project. Having just come out with Tell it to
the King, a fast-read filled with stories and recollec-
tions, his next literary attempt will be in a more seri-
ous vein, about the heart attack he suffered last year.
“It’ll be sort of a year-in-the-life,” says King. The
book will begin with when he first had the attack in
February 1987, through bypass surgery and up to
February 1988, when he passed a stress test with fly-
ing colors. The book will be published by Dell Pub-
lishing. B. D. Colen, science editor at Newsday, will
help in the writing. Proceeds from the book and
speeches King makes will go to The Larry King Car-
diac Foundation. New York Governor Mario Cuomo,
a good friend of King’s, and Ted Turner are among
those who will be on the board of the new foundation.
The foundation, King says, will help people needing
heart surgery but who can’t afford it. “I want to give
a little something back,” says King.

The interviews. Real quick now, what about the ma-
jor political figures he’s interviewed? Jesse Jackson:
King’s met him 30 times. “He’s the most improved
campaigner I've ever seen . .. But he doesn’t get into
himself. I know what he thinks, but I don’t know
what he feels.” Governor Cuomo? “I know what he
thinks and how he feels.” Senator Gore? “I like him.
He’s bright, well educated and up on things. But
there’s a lot of other guys like him in the Senate.”
Ronald Reagan? He’s never interviewed the Presi-
dent. What would he ask him? “About the movies,”

King interviews former President Ford
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Radio Report

King smiles. “What kind of films he watches, the
films he likes and doesn’t like. If he thinks a well-

educated actor could become President . .. Things
like that.”

From Russia with love. Turner Broadcasting is send-
ing King to the Soviet Union in June for a report on
Soviet broadcasting. King hopes to compile enough
information, with cooperation from the Soviet Gov-
ernment, for a three-hour TV special next Septem-
ber. In return, a Soviet version of Larry King will
come to the U.S., look over CNN’s shoulder for a
while and do a similar profile for Soviet audiences on
U.S. broadcasting.—Jack Loftus

SRC wins again
for Spanish radio

in door-to-door surveys

A new analysis by Katz Hispanic Radio confirms that
door-to-door personal interviewing yields higher lis-
tening levels and cumes for Spanish language sta-
tions than either the current diary or telephdne
methodologies.

Janet L. Therrien, associate research director of
Katz Hispanic Radio, compared fall 1987 audience
estimates for New York radio stations produced by
Strategy Research Corp. (door-to-door), Arbitron (di-
ary) and Birch (telephone) and found that New

“The possibility
exists that
Arbitron & Birch
underreport
Spanish listening.”

-\

York’s four Spanish-format radio stations finished in
top rated positions according to all three services.
Also ranking high were WQHT(FM) and
WHTZ(FM) because of their youth appeal on the
FM band, probably, suggests Therrien, because there
is no FM Spanish language station in the market.

Also, while Strategy Research shows higher cume
levels for most New York stations than Arbitron and
Birch, Therrien found them much larger for the
Spanish language stations. She suggests that since
the differences in cumes are so much greater for the
Spanish formats than for the general market stations,
“The possibility exists that Arbitron and Birch un-
derreport Spanish listening.”

She recalls that when the Spanish Radio Advisory

Janet L. Therrien

Council compared the relative merits of door-to-door
against telephone with the Chicago test study con-
ducted by Information & Analysis, “the initial results
also showed much higher audience estimates report-
ed for the door-to-door subsample versus the tele-
phone. But then when some respondents in the origi-
nal door-to-door sample were reinterviewed by tele-
phone, their reported listening estimates conformed
more closely with the original telephone subsample.”

Although Therrien concedes that the “best meth-
od” of measuring Hispanic listening remains up in
the air, she’s still convinced that “The inclusion of
non-telephone homes remains a major discrepancy
among existing methodologies. Both Arbitron and
Birch rely on telephone households for their sample,
thus missing a significant segment of the Hispanic
population. Years ago, Arbitron used personal place-
ment and retrieval of diaries from Hispanic house-
holds. Arbitron’s representatives could answer any
questions or clear up diarykeepers’ problems on the
spot. But then in 1983 Arbitron switched methodolo-
gy and began sending diaries to telephone households
just as they do for the general market.”

Agencies use. She points out that SRC has been us-
ing door-to-door personal interviewing for Spanish-
language television ratings for years and that agen-
cles routinely use the SRC results rather than Niel-
sen or Arbitron to buy Spanish television. She notes,
“Even though some agencies do apply a factor to
weight down Strategy Research’s TV estimates, they
believe this method still provides more accurate data
than either Arbitron or Nielsen. The figures for New
York show SRC also reporting higher viewing for
Spanish-language TV stations. But it wasn’t until
November 1987 that SRC conducted its first radio
ratings study in New York.”

KOMO gets Golden Mike

The 25th annual Golden Mike Award was presented
to KOMO(AM) Seattle by the Broadcast Pioneers.
Pictured here . tor.. John Behnke, chief executive
of Fisher Broadcasting; ABC News correspondent
Hugh Downs; Rich Robertson, vice president/general
manager of KOMO, and Stuart Krane, vice presi-
dent/ABC Adult Networks.

Television/Radio Age, May 2, 1988
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Billings for the four market

Radio Businesg Barometer

March épot radio
billings up 11.2%

For the third month in a row this
yvear and the fifth consecutive
month in a row, spot radio billings
have shown up in the plus column.
That’s what the latest figures, cov-
ering March, show, as reported by
Radio Expenditure Reports.

The increase, however, 1s a com-
puted one, since March was one of
those Standard Broadcast Month
(SBM) situations. March this year
was a four-week SBM, but last
year March was a five-week SBM.
The reverse occurred in January,
so that first quarter ends up
even— 13 weeks vs. 13 weeks.

In any case, the actual (precom-
puted) figures show a decline of al-
most $8.7 million in March vs. a
year ago. March of '87 hit a
$78,397,300 level and the latest
March figure came to $69,723,300,
which represented a drop of 11.1%.
But because of the difference in
SBMs, RER downconverted last

year’s figure to $62,717,800 to

make it comparable to this year's
four-week span. That represents
an increase of 11.2%, which makes
March the best month of the quar-
ter, January being up by an ad-
justed 7.2% and February increas-
ing by 6.1%.

March was also the biggest
month in billings so far this vear,
which is prumarily a seasonal fac-
tor. The first month of the vear
brought in $53,245 800 and the
second month 360,576,100, though
February was a week shorter than
January.

The total for the quarter, after
some minor adjustments by RER,
came to 5183,614,500, compared
with $175,236,500 tor first quarter
of '87. That represents an increase
of 4.8%, which sounds small after
the larger percentage increases for
each month. But it must be kept
in mind that the unadjusted per-
centage changes for the first three
months of this year were, in chro-
nological order, plus 33.9%, plus
6.1% and minus 11.1%, the latter
representing the biggest billing
month of the three.

groups hroken out by RER, along
with their adjusted percentage
changes were: top 10 markets,
$26,357,000, up 13.8%; 11th-to-
25th markets, §15,250,500, up
7.6%; 26th-to-50th markets,
$10,600,200, up 11.9%, and 51-plus
markets, $17,515,600, up 10.1%.

1st quarter totals

The first quarter totals for the
four market groups, plus percent-
age changes, came to the follow-
img: top 10, 369,685,500, up 6.8%;
11-25, $39,817,500, up 3.3%; 26
50, $28,329 800, up 3.0%, and 51-
plus, $45,781,700, up 4.2%.

A vear-end analysis of 1987 spot
radio revenue by CBS Radio Rep-
resentatives shows that the bulk of
the spot radio drop last vear,
which amounted to $12.2 million,
occurred in the top 10 markets,
which were down more than $7
million. In fact, the top 100 metros
were off almost $17 million, while
the 100-plus markets were up over
$4 million.

Quarterly rises last year were, in
chronological order, up 2%, down
5%, down 2% and up 1%.

February

2 3 i — - l T -
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Arbitron, you can easily fingertips all the information
“crunch” estimates, dayparts, you need for decisions that
demos. Define audiences by pay off.

more than just age and sex. : e
; : oin the 318 television

AND get professional . g*,tations already using

presentations in a flash. Arbitron PC applications. Call

information than ever before. so youcan make more money
In the time it takes you to slip : every day. Quick as you can say

a gliskette#nfo your personal - Arbitron. *

. Quick as you can say ; your Arbitron representative
Arbitron, our PC today. Let us show you how our
applications handle more i PC applications save you money

-
-


www.americanradiohistory.com

= If vou're looking for a program
with a solid track record of success;
if you want a program that has al
the “bugs™ worked out; if you want
. to establish a daytime franchise

with women; then “Good Company”
1s the program tor your station.

¢ Agam in February, “Good Company™
continues a seven-year tradition of
dominating the competition. This

&
unique personality-driven show
features husband and wife team
: Steve Edelman and Sharon Anderson,
. A combination that women viewers

can't resist. ® So don't buck rhe odds
with an unproven first-run concept,
Why take the chance? These
numbers could be vours!

TOTAL  WOMEN WOMEN WOMEN
WOMEN 18-34 18-49 25-54

3-4 PM RATING  SHARE

GOOD COMPANY ' 52% 48% 52% S55%

HOLLYWOOD SQUARES o e T
THE NEW NEWLYWED GAME B 17% 26% 15% 17% 16%

f—
MAGNUM PL 13%  15%  20%, 18%  18%

Source: NSIFeb, 1988 Minncapolis-St. Paul

PRODUCED BY

Hubbard Broadcasting, Inc.

IN ASSOCIATION WITH AND DISTRIBUTED 8Y

‘VGROUP W

Available
September

1988 GROUP W PRODUCTIONS

PRODUCTIONS

A WESTINGHOUSE BROADCASTING COMPANY
J601 BARHAM BOULEVARD, LOS ANGELES. CA 900688 (213} B50-3800
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At this point,
there are two
basic applications
for interactive
technology:
children’s fare
and game shows.

A fad, gimmick or wave of the future?
Industry believes program’s the key

Just a few venture
down interactive’s
two-way street

BY ROBERT SOBEL

in the mainstream of television
programming technology, but will
it be a wave of the future? Based on
interviews with various sources, the an-
swer is a qualified yes. Obviously, those
on the gung-ho side are the few pro-
gram suppliers of present or planned
interactive shows. Station reps, on the
other hand, are more reserved about
the technology’s practical uses and col-
lectively question its potential. Howev-
er, both sources agree on one thing: The
program’s the thing.
At this juncture, there are two inter-
active players, MTS Entertainment, a

I nteractive video is creating a ripple

ayq

apt.:
ptam P, Wepr

WWW-8 1icanradiohistorv cof

subsidiary of Mattel Toys, with Cap-
tain Power and the Soldiers of the Fu-
ture; and Tele-Quest, a Denver-based
company, with Tele-Quest, half-hour
strip quiz series. Two other players
have announced: King World with an
interactive version of Wheel of For-
tune,and M&M Syndication with Puz-
zle Pix, a game strip. On the other
hand, World Events which had been
exploring going interactive with a kids’
show as an extra bonus, dropped the
idea because of lack of toy support.

At this point, there are two basic ap-
plications for interactive technology:
children’s fare and for game shows.
Both require different technological
setups. In the case of Captain Power
and Wheel, an electronic device is
needed to trigger the interactive por-
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tion on the viewer’s side; with Tele-
Quest and Puzzle Pix, only a touch-
tone phone i1s necessary.

It almost goes without saying that
the four participating syndicators in
interactive are highly bullish on the
technology. At King World, Jerry
Kapner, vice president of merchandis-
ing, believes interactive technology will
make a large impact on enhancing
viewership in general, and on Wheel in
particular.

“Whenever, there is something new
and revolutionary entering the market-
place, it will lend itself to new plateaus
of viewership,” notes Kapner. “When
Wheel’s format was changed, that was
the first step in making it succeed. And
now we, along with Mattel Toys and
the technology’s designers, Interactive
Systems, are giving home viewers an
opportunity to play along. I would
think the interactive aspect will have
an impact on the loyal viewership
that’s already been established when
the interactive Wheel debuts in the
fall.

“It’s easy to dismiss the new wrinkle
as agimmick or as a novelty, notes King
World’s Kapner. “Probably, the first
crawling steps we take with any new
technology might even look like that.
But the fact is that interactive is new,
does work and does enhance particular
programming, in our case Wheel, and 1
can’t think of a better place to start
than with that program.

“Is high-definition TV a novelty, or
is the broadcast industry serious about
moving it into the 1990s? Several years
ago, several companies were experi-
menting with holographic images. I
have to believe that in the future some-
one will break through with that. Pay-
per-view several years ago was a novel-
ty as well.”

Behind ‘Wheel”’s turn

The reasons for Wheel going interac-
tive were several, continues Kapner.
“Obviously, one was to continue to
have Whee! maintain its Number 1 po-
sition, and we are not afraid to proceed
in a revolutionary way to do that. Two,
interactive is a logical step, helped by
the fact that Wheel is a good game
show.

“Also, we are involved with a compa-
ny such as Mattel. And that we are in-
volved in marketing the ancillary rights
to Wheel and other properties is terrif-
ic. It’s a win-win situation.” Bob Jones,
vice president, sales, at Tele-Quest,
also sees interactive as enhancing sta-
tion viewership.

“Stations have found that viewers
don’t watch a strip show consistently
five days a week. In fact, most shows
are happy to get good viewership three
or four days a week. But in interactive,

54

I believe there is a much higher likeli-
hood that viewers would make a much
higher commitment to watch the show
daily if it were interactive. The attrac-
tion for watching every day would be
the prizes or other things that would
make the program attractive.

“If you can get viewers to watch one
additional day, that would be a tremen-
dous jump in ratings and, consequent-
ly, would mean additional ad reven-
ues.”

But one obstacle facing interactive
growth is that toy manufacturers are
wary about making two-way units for
kids. Last year was not exactly the
brightest for toy people, who wound up
with disappointing toy sales for the
most part or who found themselves in a
struggling position. Worlds of Wonder,
for example, filed Chapter XI. One of
its toys is Teddy Ruxpin, which is now
a TV series, distributed by LBS Com-
munications.

Brian Lacey, World Events vice
president, general manager, says plans
to go interactive on Saber Rider, The
Star Sheriff, launched last fall, were
shelved because no toy manufacturer
“would come to bat” to make a Saber
Rider interactive toy. Although the
show has been encoded, the program
was not created for interactive and was
perceived as standing on its own. Any
ancilliary benefit arising from interac-
tive would be an extra bonus, he em-
phasizes.

On the other hand, WE has arranged
interactive deals abroad on Saber Rid-
er, Lacey continues. In France a deal
was made with Ideal Toys for the com-
pany to make the toys for the program,
which will be carried by TF-I, and in
Italy, by Reteitalia. Toy manufacturer

Behind the scene on “Puzzle Pix”’

in Italy is being firmed.

Meanwhile, the interactive setup for
both Tele-Quest’s and M&M's pro-
grams are practically identical, with
contestants on the screen and at home
competing simultaneously but not
against each other. Winners get cash
prizes on both ends, and at-home view-
ers are required to ‘‘register” via a
small payment fee for each round they
play. The answers to the game ques-
tions are made by phone, encoded, and
recorded on computer, according to
Jones of Tele-Quest and Michelle
Pruyn, president of M&M. Also, in
both game show cases, viewers compete
against each other only within their
ADTI’s.

Tele-Quest, was launched in early
April, while M&M’s half hour strip is
planned for a July blastoff. Tele-Quest,
notes Jones, is offered without a cash
license fee, with six minutes for local
sale. Outlets keep 5% of the gross local
sales, but the remainder goes to Tele-
Quest. Beginning in January, Tele-
Quest will go barter, with the company
keeping one national minute in each
show, notes Jones.

The show’s present lineup totals
about 10, including KCNC-TV, NBC-
owned station in Denver; KARE-TV
Minneapolis; WEEK-TV Peoria;
WZZM-TV Grand Rapids; KFNB-TV
Casper-Riverton; WCPO-TV Cincin-
nati and, in San Francisco, KRON-TV.

In addition, Jones says, there are a
number of other stations that are close
to being firmed. At present, Tele-
Quest is being aired only by KCNC-
TV, KARE-TV, WZZM-TV and
WEEK-TV, in a rollout plan that be-
gan April 4. Jones explains the program
is being aired in stages because he
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‘“Wheel of Foi‘fune”

wants to make certain that all the bugs
are eliminated before it gets national
exposure.

While it’s still too early to get ratings
on the stations carrying Tele-Quest,
the quiz show has received positive re-
sponse from KCNC-TV viewers via
phone calls and letters, notes Roger L.
Ogden, president of the station. The
time slot for the strip is at 2. am., he
continues, so the station is not antici-
pating a high viewership. “Unfortu-
nately, the early time period is all we
can handle for the show at this point,”
says Ogden.

Previous to Tele-Quest, the station
was carrying various other quiz shows
in the time period. In any case, KCNC-
TV’s agreement on the show runs
through the summer, at which point an
evaluation will be made to determine
whether to continue airing Tele-Quest.

At M&M, Pruyn says a pilot of Puz-
zle Pix has been produced, with Bill
Elliot as host, and that a July launch is
planned for the half-hour strip. Initial-
ly, Pruyn says, the program is being
offered on a cash basis but will be mar-
keted on the basis of cash plus one min-
ute of barter beginning in January.

At that time, M&M expects to grab
markets in the top 10, Pruyn points
out. Initially, the lineup thrust will fo-
cus on smaller markets because she
wants to monitor how the computer is
working. “We don’t want to overload
its capacity. We want to know what
percentage of the viewership it can take
without being overloaded. After that’s
ironed out, we will be able to go into the
major markets.”

At this point, the number of stations
signed for Puzzle Pix has not yet been
determined, she says. However, ac-
cording to Pruyn, meetings with sales
staffers were to be held on which sta-
tions have signed to carry the quiz
show. M&M has a few shows on air.

! By making “Wheel”

interactive, it’s
hoped viewers
will make a
commitment to
watch it five
days a week.

These include Record Guide '88, a half-
hour strip now in its fourth year, and
Nightmoods With Melba Moore, plus
specials and vignettes.

Meanwhile, syndicators that are not

in interactive at this point are express-
ing mixed reactions on the technology.

Dick Askin, president, TV distribu-

tion at Samuel Goldwyn Co., says in-
teractive video at this point represents
a specialized niche in the broadcast in-
dustry. If interactive is to become a
wave of the future in syndicated pro-
gramming, he adds, it won’t occur until
four or five years, at the earliest.

He notes, the business is crowded

and competitive to begin with, and get-
ting something that is as specialized as
interactive to work at this time would
require a special program and a special
marketing effort to support the prod-
uct. “Down the road, perhaps, if prod-
uct production gets tight, things may
be different.

“For five or six such projects to come

out at this point would be self-defeat-
ing, when syndicators are having prob-
lems getting traditional programs on
the air. We are a program-driven busi-
ness and interactive is a nice techno-

logical advance, but it will probably

have limited applications, even later.”

In addition, Askin sees the technol-

ogy as not affecting the industry gener-
ally. Early in cable T'V’s major growth
period, Warner Amex Cable intro-
duced a two-way cable system, Qube,
which had negligible impact on cable’s
growth overall. “Cable, and pay-TV,
for that matter, have both followed the
traditional pattern as far as program-
ming is concerned. Taking that logic

and applying it to us, our market will

not change either,” Askin comments.

Qube was initially designed as an in-

teractive technology back in the early

1970s, for Columbus, then for Cincin-
nati and Pittsburgh cable systems. The

Rep program execs
interact cautiously
on syndicator plans

Station reps are being cautious on in-

teractive video and are holding any

specific endorsements on its potential.
At Petry Television, Jack Fentress,
vice president, director of program-
ming, says he reserves comments at
this point because interactive is still
new and at present is being used basi-
cally for only one program, Captain
Power, on a regular basis.

Also, he points out, Power is basical-
ly a children’s vehicle and, as such,
probably is not getting a child’s undi-
vided attention all the time. With their
attention span being measured in days
or weeks, it’s hard for me to say how
long the program will get kids’ viewer-
ship. It started off with a bang last year,
and then it lost a lot of greund. It re-
mains to be seen what will happen with
Wheel or with Tele-Quest, both game
shows.

“The idea is interesting, but any-
thing that requires the viewer to do
something becomes a problem, we have
found over the years. The viewer may
do it once or twice but then get bored,
because basically, television is seen as
nonparticipatory entertainment. That
it may be for the masses may be a pipe-
dream.”

On the other hand, Fentress contin-
ues, the execution can be done very
well. “The hardware and the software
are around, so that’s no problem.”

At Seltel, Janeen Bjork, director of
programming, views interactive as be-
ing very limited. Kids are awfully fick-
le, and the toys that have to be bought
are very expensive. As for game shows,
they may be entertaining to some
adults, but I think most adults will find
them boring or annoying and they will
not want to participate on their end.

“It’s similar to VCRs. Two-thirds of
the people with VCRs use them as a
playback unit. They can’t figure out
how to record with it or perhaps don’t
want to bother. As a group, adults are
not really technically proficient, so it
will take some time before interactive
TV makes any inroads, and that in-
cludes in ratings as well.”

Michael Levinton, Blair Television’s
director of programming, admits that
the interactive question is not high on
his agenda. “I don’t have any opinion
on interactive. It’s an interesting ap-
proach, but whether the time is ripe for
it, I don’t really know. There is a road-
block in the way—which is the cost of
buyinig the gun, or whatever the hard-
ware is.

Television/Radio Age, May 2, 1988
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technology is no longer being used for
interactive programming of game
shows and the like. Instead, the Qube
technology 1s being utilized only for
pay-per-view events, explains a Qube
spokesman.

The program-carrying concept was
abandoned after a few years, he contin-
ues, because the expense and capital
needed to support that type of pro-
gramming was prohibitive. “Also, we
found that in the longterm, people
wanted a much more simplified tech-
nology at acceptable rates to them.
Warner’s plan was to produce some of
the programs and to acquire others.
But we found that maintaining the
computers and the plant was very ex-
pensive and time-consuming.”

But King World's Kapner says that
there’s a vast difference in the Wheel
technology and Qube’s. “The Wheel
system 1s wireless and doesn’t require a
cable hookup. And ours is dedicated
solely to a successful game show.

While Barris Industries, which has
three game shows in a “go’ position for
the fall—The Gong Show, The New
Newlywed Game and The All New
Dating Game—has not yet moved into
interactive, the company doesn’t rule
out producing a show in the technology
down the road. “For competitive rea-
sons, | won’t be specific,” says Jeff
Wald, senior vice president, who sees
the format as having unlimited poten-
tial, albeit with some qualifications,
centered on the program per se.

“There are no rules in this business.
If you get the right program to capture
the public’s imagination and the right
hardware to go with it, there’s unlimit-
ed potential. Programming 1s the es-
sence. We are not about high-defini-
tion or satellite dishes.”

Kapner at King World also notes
that it is the program, rather than the
technology, that makes the show work.

“Tele-Quest”

The show’s present lineup is
about 10 stations, with a
number of others in the wings.

“We don’t license any product in
Wheel of Fortune that cannibalizes or
alters the nature of the program. The
game is the thing, and we have insisted
that anything that is done should be
true to the program. The interactive is
really just an extension of Wheel.

From what the interactive syndica-
tors say, the technology is not only here
to stay for the present but for the fu-
ture as well. At King World, Kapner
says the company is looking for many
applications of interactive, not only In
existing programs but for future devel-
opment as well. “We now know there is
an existing technology that might
make sense in our future development
plans. I can’t believe that our program-
ming development group isn’t taking
notice of some of the things that are
available.

“The technology exists. It's just a
matter of developing the proper format
forit.”

Jones at Tele-Quest supports inter-
active technology not only when it

And then there’s Captain Low Power

While interactive video for broadcast use is being hotly debated, it may find a
home on low-power television. Channel America, which owns 23 station prop-
erties, of which seven are built, is set to introduce several interactive game
shows, according to David Post, chairman and CEO.

“What we will be doing in May are original games that we have created that
look like games-—not that have somebody calling off numbers or reading
questions,” says Post. “It is done like T'V not like a bingo show.” Involved will
be five shows of a half-hour each. One will be a checkerboard, whereby a
different show will be telecast each night. Shows will be done in-house, and
each format will have its own producer, according to Post.

Viewers may participate in the interactive shows in two ways, points out
Post: by phone or by game cards picked up at participating locations. Mer-
chants buy the cards from Channel America and merchants’ costs will be offset
by national co-op advertising. As in the case of Tele-Quest and Puzzle Pix,
each viewer will compete for prizes in their ADI only. Cable operators are also
being pitched on picking up the programs, says Post.

comes to game show two-way commu-
nication but sees the technology having
other applications as well. This in-
cludes getting immediate results from
election polls. “We aren’t just in the
business of doing game shows. We are
in the interactive business. With the
Presidential race upcoming, when a de-
bate is over, you can know immediately
how the cities have responded to it in
demographics. This can be very useful
for either news analysis or for the cam-
paign.”

On the programming end, Jones en-
visions interactive being applied on
such court shows as The Judge or Di-
vorce Court, “making the entire audi-
ence the jury. We could do that with
our system.”

Another application seen for interac-
tive is sports, notes World Events’ Lac-
ey. “A lot depends on how creative you
want to be. You can play along in base-
ball and football. A viewer can throw in
his own plays as he goes along.” Of
course, legal arrangements would have
to be worked out in interactive sports
events, he notes. Lacey says his compa-
ny is open to such ideas, plus games, for
adults, and children, or both.

At Interactive Systems, John Gal-
miche, president, sees interactivity ex-
panding especially in game shows,
which he says is a genre particularly
suited to the technology. “What we can
do with Wheel, we can do with other
game shows. Qur commitment, howev-
er, for this coming season is with
Wheel, but we have received interest
from other syndicators. My projection
is that others will be involved in game
shows over the next year or two.”

Still other applications for interac-
tive seen by Galmiche are for commer-
cials verification and for encoding the
commercials to do couponing, “both of
which would have significant advan-
tages in the broadcast industry.” )
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Fred Silverman’s silver lining

Network’s decline doesn’t worry veteran programmer

By ELIOT TIEGEL

red Silverman—pundit, power-
F broker, producer, creative execu-

tive—senses the winds of change:
“I think the two areas where you will
see the most explosive growth are basic
cable and pay-per-view.”

Words of heresy from a former top
executive who spent 18 years with the
three networks? Not from his stand-
point as a supplier of programs these
days, where the more buyers for his
goods, the better life can be for this
coexecutive producer of network series.

The signs of success and achieve-
ment are already evident in the glisten-
ingly modern offices of Fred Silverman
in the Brentwood section of Los Ange-
les, on the “fashionable West Side.”
Awards, photos of Silverman, 50, with
famous names of show business during
his careers with ABC, CBS and NBC,
and, of course, the Sept. 5, 1977 Time
cover extolling him as “TV’s Master
Showman.”

‘Kid in a candy store’

“From a producer’s standpoint, it’s
like a kid in a candy store,” he says
joyfully. “There used to be three places
to sell shows; now there’s about 18, in-
cluding pay cable and a half-dozen ba-
sic cable services who are all buying
everything—talk shows, game shows,
half-hour series, movies, variety shows.

Fred Silverman

It’s great to be a producer.”

Silverman, who started the InterMe-
dia Entertainment Co. in 1982 after
leaving NBC after three years, as presi-
dent, CEO and head programmer, per-
sonalized the name of his production
company several years ago.

Today, working with a staff of five,
including creative assistant Gigi Le-
vangie, from a suite of offices off Wil-
shire Blvd. with a panoramic view of
the city, the Pacific Ocean and Catali-
na Island (on a clear day), Silverman
‘steers himself along with the tides of
change.

“In the not too distant future the
entire nation will be wired, and the
USA Network will have parity with
CBS, NBC and ABC. Services like
Lifetime have owners with deep pock-
ets and they’ll give the three networks a
real run for their money.

“That cable box is the real equalizer.
USA is right next to HBO, which is
right next to CBS. People who run the
cable networks come from a whole dif-
ferent direction. They were brought up
on cost efficiencies. They’re scrappers
who worked for years with meager
staffs and will transition this mindset.

“As for pay-per-view, five million
homes are starting to see occasional
sports events, but when there will be 10
million homes, which is the critical
mass, think of the possibilities. If you
can get half of those homes to subscribe
for $25, it’s a lot of money for one

“The day the

Academy Awards are
presented on pay-
per-view and they
get 8 million

homes, it’s

millions of

dollars.”

night’s work. The day the Academy
Awards are presented on pay-per-view
and they get 8 million homes, it’s mil-
lions of dollars.

“An event like the Super Bowl could
charge $50 and get all those homes.
You're talking about astronomical
money for a single event. And with the
rise of pay-per-view and high defini-
tion screens, you can be in on a world
premiere of a major motion picture. In
one night a studio can make a couple
million dollars in sales. It boggles the
mind. When pay-per-view takes hold,
it will have a major effect on the home
video market and the pay-cable ser-
vices.”

As more homes become wired for ca-
ble, Silverman sees the over-the-air
networks being greatly affected —
“60%-70% more”’—by the cable com-
petitors. “There’s every indication
these basic services are being upgrad-
ed, and as they gain a larger viewer
base, they can charge more for adver-
tising. In the next 10 years the cable
services will be putting back revenues
from cash flow into programming.

“The over-the-air broadcasters, in-
cluding the independents, may have a
very difficult time.”

Silverman isn’t ready just yet to give
up on network broadcasting. Of the six
new projects he’s developing, only one
is for HBO. The brunt of his efforts and
finances are being derived from net-
work series and movies, of which there
are four: Matlock with Andy Griffith
on NBC Tuesdays; In the Heat of the
Night with Howard Rollins, Jr. and
Carroll O’Connor, NBC Tuesdays;
Jake and the Fatman with William
Conrad, CBS Wednesdays and the Per-
ry Mason movies with Raymond Burr
on NBC.

Costs and distribution

The escalating costs of producing
hour and half-hour series are a major
problem, Silverman admits. “Costs are
not coming down, and we have to find
new ways of recouping our investment,

- like going from network to basic cable

to syndication.

“If the Los Angeles creative commu-
nity doesn’t come up with solutions,
you will continue to see production
moving all over the place, not only net-
works, but first-run syndication and
cable. A large number of miniseries are
already shot in Canada. A producer is
going to go where he or she can get the
better deal.”
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‘‘In the Heat of the Night”

From the the producer’s standpoint,
Silverman says there are things that
can be done to lower costs. “You don’t
have to write in a helicopter crash every
week. You can spend a very finite
amount of time outside. But planning,
more than anything else, is required in
order to bring in a show on budget. You
can make compromises in the script
that don’t destrov the show, like going
to a side street instead of the airport.”

What about the escalating salaries
for the stars? “Actors who command
large salaries des¢rve them. Andy Grif-
fith ts Matlock. That's not the prob-
lem. The major problem is the cost of
good writing and the cost of the pro-
duction with all the unions involved.
Costs have absolutely exploded i the
last five years.

“II you look at over-the
casters’ sales, the inereases are in low
single digits for network and spot ad-
verlising, and the show costs are going

air broad-

up at a much higher rate than that.
Sales aren’t following costs hecause
ratings are trending down. While over
the air broadeaster numbers are get
fing lower and the cable numbers are
petting hipher, the numbers are flal
tening oul. Major supphiers won't do
hour series hecanuse they believe they
can't et their money hack i syndiea
b, But there are suceessinl hour
hows Dike Murdor, she Wrote, 1A,
Lo and Matlock . PPeople said comedy
was dead until Coshy eame l]()l]{ §0
the hionr sitoadion may chang l(m v
(Canthe networks stem Hu erosion of
viewers to the other medinma? Silver
pan oeso 't beliove they'l ever have
Q0% condrol agam. Bal e sweep per
ot e vays hetwern pulls of the ever
preaent clparette, 0 vou have pood

Stlverman isn’t
ready just yet
to give up on
commercial
broadcasting.

shows competing, homes can go from
65% to 80%. Network shares will be
driven by the shows. The networks will
never have the dominance they once
had. It’s a reality; things change. The
exciting thing is the viewer will have
choices they never thought they’d
have, and that’s great from my point of
view.”

Return to comedy

With his prime coexecutive producer
Dean Hargrove, Silverman is eying a
move back into half-hour comedies. ‘I
think it will be easy because we both
have comedy backgrounds.” It also
helps to know just about everybody of
importance, including two presidential
friends named Brandon Tartikoff and
Kim LeMasters who will answer the
phone at NBC and CBS, respectively,

o

and listen to Silverman the pitchman.

The six new fall projects Silverman’s
working on include:

B Father Dowling, a one-hour series
for NBC starring Tom Bosley and Tra-
cey Nelson. “It’s the story of a priest
and nun who solve mysteries. It’s a puz-
zle mystery,” cites Silverman.

B A two-hour movie for Gene Barry
which brings back his Amos Burke mil-
lionaire detective character for CBS.
“If the movie works,” notes Silverman,
“we see doing two or three a year like
we do with Perry Mason.”

B A two-hour movie called Dr. Elsie
for NBC based on the real life Dr. Elsie
Giorgie, who became a doctor late in
life, treats star patients in Beverly
Hills, but also does work at the Watts
Free Clinic.

B A two-hour movie for Charles Bron-
son for HBO as a lawyer named Kill-
ram who does his own investigations.
“We’ll do the movie as a model, like
Burke’s Law, and if it works, there will
be multiple movies.”

® Developing a daily early access half-
hour strip with consumer advocate Da-
vid Horowitz for syndication with Ea-
gle/Horowitz Productions. “This will
be a consumer news show with features.
We will present it to station groups. My
concept of syndication is simple: Come
up with the idea and sell it to a station
group. And then find the distributor.”
B Developing a one-hour variety mu-
sical comedy series with Steve Binder
for the female rock group called Big
Trouble, which Silverman owns. The
group’s debut LP was released by Epic,
with the first reaction coming from the
Continent.

How many projects can Silverman
handle each season? “As many as I feel
comfortable with,” he says confidently.
“All the shows have strong creative
partners, so it makes it a little easier.
And as shows go on they become easier

The escalating costs of
producing hour and half-
hour series are a major problem.

“Jake and the Fatman"
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“Matlock”

“People said comedy
was dead until
Cosby came along,
so the hour
situation may
change, too.”

to do. You are somewhat of a creative
executive in this job. When I was at the
networks I handled more than four or
five series at one time.”

Matlock, Perry Mason, Jake and the
Fatman and Father Dowling are all
coexecutive-produced with Dean Har-
grove through Viacom. In the Heat of
the Night is through MGM/UA with
Juanita Bartlett the coexec producer.

Syndicator ‘networks’

Every time a show like Entertain-
ment Tonight or Wheel of Fortune
lines up a strong array of stations, Sil-
verman sees this as a new means of
“syndicators putting together their
own networks.” Syndication and the
barter business have exploded ‘“hand-
in-hand.”

Another recent explosion, that of
NBC Productions linking with The
Disney Channel to produce the half-
hour series, Good Morning, Miss Bliss,
doesn’t surprise Silverman. (The show
originally aired on NBC as a special

July 11, 1987.)

“I think there will be opportunities
across all the media. Disney will be
there whether NBC does the show or
not. Its distribution base is very small,
and it’s a good way to get more product
made. It’s good for NBC because it’s an
original product and it gets it after Dis-
ney. You will see more of these arrange-
ments, including cable to over-the-air,
like the Garry Shandling arrangement
with Fox. That’s terrific.” {Shandling
airs first on Showtime and then runs on
the Fox Network.)

Silverman thinks there is life for the
variety genre. “‘Variety is as good or as
bad as the personality host,” he says.
“You can’t do a ’60s variety show to-
day. You need to keep up with technol-
ogy and do a show that also keeps up
with the tastes of the audience. CBS
seems pleased with the Smothers
Brothers, but nobody did Dolly [Par-
ton] any favors with her format.”

Life as a freelance producer rather
than as the head of a network is surviv-
able and enjoyable, he indicates. The
key difference, Silverman explains, is
that now “if you want to develop a
show, there’s the pitch involved. In my
former life if I wanted to do something
I did it. Now I have to sell, and if it’s a
marginal show, you have to sell it again.
The degree of control is much more dif-
ferent on this side of the desk.”

During the ’60s through early '80s,
when Silverman was in command of
programming at all three networks—a
feat still unattained by any successor—
“a failure then would be a hit today. At
NBC in ’80-81, we averaged a 16.2 rat-
ing, which is what NBC has in its sea-

son 1n first place.”

With viewers “bowdlerized” by all
the available programs, Silverman sees
the common challenge facing buyers
and sellers as “‘coming up with unique
elements within a show’s ideas. Com-
mercial TV is 40 years old, and people
have seen everything.”

The creative community must make
its show special for new viewers, “oth-
erwise the shows won’t succeed.” Sil-
verman does concede, however, that
it's getting tougher to satisfy TV audi-
ences today because of the plethora of
choices and the fractionalizing of the
audience.

Is there a network post in his future
somewhere? Responds Silverman: “I
would never go back to a network.
There’s no reason to do that; it’s too
tough, and financially it’s not in the
cards. I like what I'm doing now. You
make your own agenda. It’s easier, and
you're fulfilled creatively and finan-
cially. There is less visibility, which is
terrific. After a while you get tired of
reading about yourself negatively.
You’re not made out of stone.”

Silverman, who recently got his Cali-
fornia driver’s license (“Now I know
I’m a Californian’’) has been living in
the state since 1981, with his family
leaving the East Coast in the past year.
Very seldom does he travel on business
to New York. “The business,” he notes,
“i1s really out here. All the entertain-
ment divisions of the networks are
here, as are the creative buying people
for HBO and Showtime and most of the
talent.”

A typical day means driving to the
various studios where his shows are
done, like Lorimar in nearby Culver
City, where Jake and Matlock are shot.
This fall Matlock moves to Universal
Studios in the San Fernando Valley.
But Silverman’s office is near the San
Diego Freeway, which can take him to
Universal.

He’s in his office, a five-minute car
ride from his Brentwood area home, by
9:30 a.m. and out by 6:30 p.m. He
doesn’t take as much work home as he
did when a network power. “This is a
different lifestyle. The challenge on
this side [of the desk] is to do varying
things. There is a point where you say
enough is enough.” O

“Perry Mason”
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Drive for money by two systems
hindered by U.S. security laws

Funding problems
bedevil HDTV
development efforts

By ALFRED J. JAFFE

s if the problems of developing a

A compatible high-definition TV

system which can be stuffed

into one channel were not enough,

there remains the problem of funding
the development work.

Funds for the two of the most prom-
ising HDTV systems are currently be-
ing sought by their developers, but in
both instances the lead broadcasters
offering to fund them are treading
carefully to avoid falling afoul of the
securities laws. However, there are
HDTV development efforts that ap-
pear to be adequately funded for the
moment and that includes the broad-
cast industry’s own neutral test center,
now in the process of being launched.
Still, it is an anomoly of some kind that
the HDTV customer—that is, the

Harold Protter

60

broadcaster—must finance the new
technology rather than the manufac-
turer. The problem is that there is no
U.S. manufacturer prepared to assume
the task. One question is whether the
government will lend a hand—as it has
in Europe and Japan.

There is also the fundamental ques-
tion about whether any of the U.S.
funding efforts are truly adequate in
comparison with what the Japanese in-
vested in their 1,125-line system.

At least one key player in the HDTV
game believes that U.S. efforts are too
puny for any solid successes in the fore-
seeable future. He is Prof. William
Schreiber, director of the Massachu-
setts Institute of Technology’s Ad-
vanced Television Research Project.
He has been getting $800,000 to
$900,000 a year since 1983 from the

Gaylord executive
has been helping
HDTYV cause by
organizing
presentations

on Glenn system
to groups of

TV stations.

three major networks, HBO and a
group of manufacturers and is now per-
forming computer simulations on two
systems.

But Schreiber estimates that the
Japanese have spent about $300 mil-
lion on their HDTV system since the
early *70s and even now have about 300
engineers working on HDT'V problems.
“They now have 300 engineers working
on HDTV. At $100,000 a year per engi-
neer, that’s $30 million a year.” (A
study for the National Telecommuni-
cations and Information Administra-
tion has estimated that Japanese
spending totals $500 million compared
to only $70 million for the U.S.)

The two systems that are actively
seeking broadcaster funding are (1)
HD-NTSC, a compatible process that
can be transmitted on a single 6 MHz
channel, developed by The Del Rey
Group and (2) a compatible two-chan-
nel system, now called VISTA (VIsual
System Transmission Algorithm), de-
veloped by Prof. William Glenn of the
New York Institute of Technology.

In addition to these two and the MIT
systems, there are at least another doz-
en methods proposed or in various
stages of development. These include
two versions of Advanced Compatible
TV developed by the David Sarnoff
Research Center, with funding from
NBC and RCA Consumer Electronics;
two approaches from North American
Philips; a dual channel systems from
AT&T’s Bell Laboratories; single
channel systems from Matsushita and
Hitachi; a “SuperNTSC” process from
Faroudja Laboratories and a wide band
system from Scientific Atlanta. Not in-
cluded in this roster is the numerous
“family” of MUSE processes which
were developed by the Japanese to
transmit their 1,125-line system.

The Del Rey Group has launched its
money-raising efforts with the aid of
two major broadcasters, Cox Enter-
prises and Tribune Broadcasting. The
three parties have set up a limited part-
nership, with Del Rey as the general
partner, called the Compatible Video
Consortium. A prospectus is now being
drafted and Richard Iredale, head of
Del Rey (which is located in Marina del
Rey, Calif.), hopes to see it finished in a
couple of weeks.

In announcing their support of the
HD-NTSC system, Cox and Tribune
have “called on the North American
broadcasting and cable television in-
dustries to join them in investing in the
research and development of [HDTV]
transmission methods.”

But Iredale emphasizes that, under
the U.S. security laws, ‘“you cannot just
ask for money (for a specific system)
broadly. There are laws which protect
the investor against unscrupulous op-
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erators. You have to follow a proce-
dure.”

The Del Rey chief explains that the
limited partnership, registered in Dela-
ware, is not making a public offering.
“We are looking for investors with fi-
nancial savvy, broadcasters who know
the technical aspects.”

Iredale said that Cox pledged
$200,000, which represents $100,000
from the broadcast division and an
equal amount from the cable division,
while Tribune is putting in $100,000.
The intention is to sell limited partner-
ships in units of $50,000, with a possi-
ble deadline of May 15, after which the
unit price would increase. Up to now
the bulk of the funding for the neces-
sary computer simulation of the HD-
NTSC process has come from Canada,
via the National Institute for Scientific
Research (INRS), which 1s affiliated
with the University of Quebec.

The additional funding sought will
be used, for the most part, for more
computer simulation. Iredale believes
strongly that if the simulation ap-
proach is rigorous, much can be learned
about the workability of the transmit-
ted signal. However, there are already
signs that to be in the running, a pro-
posed HDTYV system will have to reach
the hardware stage. This requirement
was recommended by one key execu-
tive at a meeting of the systems sub-
committee of the FCC’s Advanced
Television Services Advisory Commit-
tee earlier this year. The Advisory
Committee will make HDTV recom-
mendations to the FCC.

Speaking of the Cox Cable contribu-
tion, John Dillon, vice president and
chief financial officer at Cox Enter-
prises, declared that, like broadcasters,
cable would be better off with a com-
patible HDT'V system. He noted, how-
ever, that cable operators in general are
not as concerned about obsolescence as
broadcasters because cable can easily
add bandwidth. And he also pointed
out that one segment of the cable in-
dustry believes that noncompatible
HDTV might be preferable.

Dillon feels that while a great deal of
money will be needed ultimately to de-
velop HD-NTSC, it is just as important
currently to get evidence of broad sup-
port as it is to raise a lot of money.
Evidence of support, of course, is testi-
fied by a financial contribution. Dillon
also believes that it will not be a prob-
lem to get that support, particularly if
the simulations show clear promise of
success.

In the meantime, the Compatible
Video Consortium can only make an
offering with the prospectus. This will
include the lure of royalties from li-
censing the system, Iredale pointed
out. Another important reason for in-

Developer of
HD-NTSC system
believes it 1s
possible to provide
HDTV on a single
6 MHz channel,

1s backed by
Cox, Tribune.

vesting in the system, he added, is that,
because it is compatible, it secures the
broadcaster’s investment in his NTSC
hardware.

Progress on funding VISTA is pro-
ceeding slowly. A strong supporter of
the Glenn system is Gaylord Broad-
casting, which has organized presenta-
tions of VISTA to broadcasters. At the
forefront of this effort is Harold Prot-
ter, a Gaylord vice president and gener-
al manager of WVTV(TV) Milwaukee.
But Protter says he has to tread care-
fully. “We’re not an intermediary be-
tween Glenn and other groups,” he in-
sisted. The station boss says Gaylord
has to be careful to avoid the percep-
tion that the company is an underwrit-
er in the legal sense of the term. “When
you ask friends to invest, that’s a prob-
lem. You’re inducing a third party.”
Such an appearance is a no-no under
the security laws, Protter said he was
informed by his company’s law firm,
Pierson, Ball & Dowd. “How to pitch
people is a legal problem.” As Protter
explains it, the way to do it involves the
exchange of drafts between lawyers.

Whatever the perils of encouraging
investments in HDTV development
work, there still remains the question
of what kind of structure the New York
Institute of Technology wants to set up
to handle the funding and what rights
the funder and fundee retain.

Richard J. Iredale

Explains Terry London, assistant
treasurer of the Gaylord company:
“We're willing to put money into
NYIT, but we're waiting to hear what
kind of structure they want.” While
London felt NYIT was moving slowly,
he felt they will come up with a suitable
contract in time. “We would like to see
it succeed.” The financial executive
also felt that since the arrangements
were something new to the institute, it
was moving carefully.

London didn't feel that a limited
partnership such as the Compatible
Video Consortium would make sense
since “NYIT doen’t want to give up its
rights.” Presumably, said London, the
institute would retain the intellectual
rights to the invention, but would pro-
vide for investors to receive royalties
from licensing.

Does the variety of systems contend-
ing for approval water down the effec-
tiveness of scattered funding? Protter
doesn’t think so. He said that there
were only two basic types of systems
proposed: those that will fit into a 6
MHz channel and those which needed
extra spectrum. But he estimates that
Glenn could use “several million” dol-
lars. He thought that “a couple of mil-
lion” could be raised over the next
three years but said that initially more
than $300,000 was needed.

Both the Del Rey and Glenn systems
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were represented at the special HDTV
exhibit at the recent NAB convention
in Las Vegas. The Del Rey Group was
represented primarily by brochures,
and Glenn’s VISTA system by a still
picture shot by a jerry-built camera.

A slicker display was put on in the
exhibit by sponsors of the ACTV pro-
cess—NBC, RCA and the Sarnoff Re-
search Center. In addition, full-scale
demonstrations were put on for the
press and others during the convention
at the Riviera Hotel. The demonstra-
tions heralded phase II of the ACTV
system—which was called ACTV-II in
contrast to ACTV-1.

The first ACTV version, which made
its debut last year, is a compatible sig-
nal which will fit into the normal 6
MHz NTSC channel. ACTV-II is a
dual-channel system, which requires
an augmentation channel to provide
the high definition resolution and
wide-screen picture. While ACTV-I
was called “advanced” rather than
high-definition TV, ACTV-II was giv-
en the accolade of true high-definition.
Both systems have been tested only by
computer simulation, but hardware for
transmitting and receiving their signals
will be ready before the end of ’88, it is
said, and over-the-air testing is target-
ed for next year.

The bulk of the funding for ACTV,
which has been developed over a num-
ber of years, had been provided by
RCA, when the David Sarnoff Re-
search Center was RCA’s laboratories.
When General Electric bought RCA, it
turned the labs over to SRI Interna-
tional but provided continuing funds
for research under a five-year contract.
The specific funding for ACTV cur-
rently is being provided by RCA Con-
sumer Electronics, now owned by the
Thomson organization of France, and
by NBC.

A considerable amount has already

D. Joseph Donahue

@&
N

Ikegami TV camera

been spent on developing ACTV. Mi-
chael Sherlock, president for opera-
tions and technical services at NBC,
put the figure last year at $45 million.
While the research center has been
seeking moral support for its system
via a number of presentations, RCA
and NBC are apparently looking for
additional funding from outside
sources. How far this has gone is diffi-
cult to determine at this point. But
Sherlock said another $30 million
would be required to finish developing
ACTV and implied that the research
center would get the money.
Apparently launched with adequate
funding is the Advanced Television
Test Center (ATTC) in Washington,
originally set up by the NAB but subse-
quently expanded to include the three
major TV networks, PBS, the Associa-
tion of Independent Television Sta-
tions (INTV) and the Association of

RCA Consumer
Electronics v.p.
shows new look
in T'V recewvers
promised by Advanced
Compatible TV system. |

Maximum Service Telecasters (MST).
Out of this combine has come a series of
pledges which add to $3.5 million.
This is made up of contributions of
$700,000 from each of the three net-
works, $700,000 from the NAB and
$700,000 from the members of INTV
and MST. Contributions in kind or fa-
cilities are expected from PBS. The
test center, which at this point is an
idea rather than a place, is currently
looking for an executive director. This
is being undertaken by a committee
headed by John Abel, NAB executive
vice president, operations. Abel was
named by Joel Chaseman, chairman of
the newly-constituted ATTC board and
chairman/CEO of the Post-News Sta-
tions. Chaseman, along with Thomas
Cookerly, executive vice president of All-
britton Communications Co., is credited
with bringing together the networks and
assoclations into the funding pool. O
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A media service alliance?

Agree 1image needs polish; common code debated

By GEORGE SWISSHELM

hough the major media services

I have come a long way since the

early days of television and their

own industry, the recent indictment of

a media broker and three salesmen for

New York's WNYW(TV) throws the

spotlight one more time on the image of

companies in the business as wheelers
and dealers.

In the face of general badmouthing
by agencies, there’s long been talk
among media service leaders about
forming an association with a code of
standard practices in an effort to polish
their image and ‘‘get more respect.”
But it has yet to happen.

At Time Buying Services, executive
vice president Jack Caplan believes an
assoclation with a standard code of
procedures in such areas as fully docu-
mented post analyses and full disclo-
sure of how clients’ money is spent
should help increase industry accep-
tance.

Caplan says, “With some agency
people still talking about the way a cou-
ple of questionable operators ran their
companles back in the '60s and trying
to spread the implication that most
services are still run that way today, an
association that could say its members
adhere to such procedures as providing
post analyses and making all affidavits
available to clients should help add
credibility to our business.”

Time not ripe?

Allen Bohbot, president of Bohbot &
Cohn, is “all in favor of trying to put
together an association,” but adds, ‘I
think it would be difficult. I could
count on the fingers of maybe one-and-
a-half hands the number of full service
media companies that offer real re-
search-backed planning and computer-
ized post buys along with their buy-
ing—and who could honestly say they
live up to the practices we’re talking
about. I think a lot of credit for there
being even five or six companies that fit
that description goes to Dennis Holt
and Western International Media. On
the other hand, when and if these five
companies grow to 25, then we’ll be
ready for an association.”

Jim LaMarca, chairman and presi-
dent of The LaMarca Group, agrees
that an association could “help up-
grade the perception some people have
of our business. But I think such an

association could add still more to our
stature if it could be formed as our own
division of the 4As.”

He explains, “Essentially, 4A’s mem-
bers do two things: create the advertis-
ing messages, and, two, place those
messages where consumers can see and
hear them. Media services concentrate
on the second job. Creative shops
boutiques- concentrate on the first.
There’s no problem about 4A’s mem-
bership for creative shops with no me-
dia department, so why should there be
a question about admitting media ser-
vices with no creative department?
The fact is a lot of 4A’s members are
clients of media services themselves,
and appreciate the job we do for them.”

But the head of one of the majors,
who prefers anonymity, opposes being
part of an assoclation “because we've
worked too hard building a good repu-
tation. We don’t want to lend our credi-
bility to some of these other operators.
Fifteen years ago there were some peo-
ple in this business with rather ques-
tionable reputations, and today there
are still people fooling around doing
things that might be all right for them,
but not all right for us. We see no rea-
son to get into bed with them and be
identified with them.”

In Chicago, Roger Casty, executive
vice president at CPM, Inc. would
“Personally like to see a set of operat-
ing guidelines recommending how this
business should be run. But at the same
time, I wonder how such guidelines

Don Miller
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could be policed and enforced, short of
throwing a member out of the club. 1
think most people would agree to some
of the rules but other rules might be
harder for everyone to go along with.”

Mike Kubin, executive vice presi-
dent, Corinthian Communications,
also believes “It’s a guod idea, if it can
be done. There’s much to be gained. I'd
like to see the strained relations be-
tween our industry and the agencies
take a turn for the better. If we had an
association, maybe a delegation could
sit down with a delegation from the
4A’s and try to change the perception
of agency people who think we're a
bunch of hired guns trying to steal their
clients.”

Tothat idea, TBS’s Caplan counters,
“So many advertisers today are con-
cerned about the rising costs of media
and want their media handled by expe-
rienced professionals, there's no need
to kidnap anyone else’s clients. There’s
enough business out there for all of us.
We don’t need an association to find
out who has which clients; we need it to
get agreement to follow a set of policies
and rules that would widen recognition
throughout the advertising community
of the legitimacy many of our compa-
nies have already earned. And I'd like
to see that association make things
even more open by inviting speakers
from advertisers and agencies.”

Another man “very much in favor of
an association” is Don Miller, presi-
dent of Media General Broadcast Ser-

“In at least some
cases, the
competition seems
to be just too
cutthroat to
permit some of
our colleagues

to trust each
other enough.”
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vices. "If I had time and felt there was
enough real interest, I'd actively pro-
mote an association like the Propri-
etary [drug| Association—not just a
club people pay dues to that throws a
convention in Hawaii once a year.”

Miller explains: “The Proprietary
Assoclation was formed around the
turn of the centurv, back when medi-
cine men were still peddling ‘guaran-
teed cancer cures’ out of the back of a
wagon that would sneak out of town the
same night. So legitimate companies
like Bristol-Myers, American Home
Products and Vick Chemical decided 1f
they were going to gain the respect of
the public and the medical profession
they were going to have to put together
a ~trong code of ethics, and everyone
they let into the association was really
going fo have to live by it. And today
they still do. That'- the kind of associa-
tton we should have.”

On the other hand, Hal Katz, execu-
Live vice president at Vitt Medha Inter-
national say- “We’d support an associ-
ation bt not one with a list of proce
durer that would cut down the
Mexibility of the mapny ways we do busi-
ne - We do business differently, de-
peneing on what cach different client
wanis.”

Katz explain., “We could easily live
wilh i promise Lo provide post analysis

bhecause we do this anyway. Bul nol
cvery client wants ol diselosure. We
tried that years ago and it hackfired
and cost the client more money ™

He deserihes o typireal case m whieh
the apency had heen payving $300 0 spol
for news on o cerbiin statton and Vitl
win paying 2000 “Bat when we dis
clomed, the client told the agency, and

the apeney commpliined Lo the station,
Bt instead of giving 1t 1o The apgency
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“I'd like to see
the strained
relations between
our industry and
the agencies take
a turn for the
better.”

for $200, the station raised the price to
us, and we had to pay $300 from that
point forward. We could no longer get
the client a deal on the stations that
agency was buying from. So much for
full disclosure.”

LaMarca has an acronym all ready
for an association: “AIMS—for Associ-
ation of Independent Media Services.”
And he figures it would “probably be
hest if it were headed by a person
brought in from outside our ranks, per-
haps a retired top agency executive
with stature in his own industry who
wouldn’t be carrying the extra baggage
of having to also serve as spokesman for
his own busmess.”

Jim LaMarca

LaMarca adds, “I’ve wondered why
we're one of the few industries without
an association, and mavbe it’s because
our business is still too entrepreneurial.
Maybe the people who run services are
too individualistic. It may be that any
industry has to reach a certain level of
maturity and have time to settle in be-
fore it’s ready to form an association.”

Similarly Corinthian’s Kubin be-
lieves it may be no easy thing for media
services to get together “because al-
most all the major players share the
same common traits—among them, be-
ing extremely individualistic people
who thrive on their autonomy and who
tend to be highly suspicious of their
competitors. Some probably see them-
selves as media cowboys and wouldn’t
want to tie themselves up in any set of
rules that could rein in their freedom of
action.”

Kubin points, for example, to full
disclosure, noting, “Standing in the
way of that are the agreements some of
the services have with stations not to
divulge the rates we get.”

Vitt's Katz also observes that a set of
standard practices could be difficult
for everyone to follow “because many
of the companies thal call themselves
media services are such different kinds
of businesses.”

He explains, “Some are full-service
media departments. But others are es-
sentially barter houses, still others are
big in program syndication, and some
are really advertising agencies because
they have writers and artists and pro-
ducers on staff who can make commer-
cials, along with their planners and
buyers and research people.”

“I've wondered
why we’re one of
the few industries
without an
assoclation, and
maybe it’s because
our business is
still too
entrepreneurial.”
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Jack Caplan

TBS’s Caplan says one factor stand-
ing in the way of an association is that
“Most of the founders grew up in the
'60s and early '70s in an era of such
intense competition, they were afraid
they might talk in their sleep and
someone might find out who their cli-
ents were and steal them.” He adds
that the intensity of competition “ex-
tended especially to the ability to save
clients money: They wanted to keep as
guiet as possible about the tactics they
used to do this.”

Setting things straight

Media General’s Miller observes,
“Companies in other lines of work com-
pete hard, too, but nevertheless man-
age to sit down together to form mutu-
ally beneficial groups. But I've talked
to people at some of the other major
entities in our business about the possi-
bility of coming together and found too
few who like each other enough to be
willing to do it.

“In at least some cases, the competi-
tion seems to be just too cutthroat to
permit some of our colleagues to trust
each other enough.”

Vitt’'s Katz says, “Aside from any
mandatory list of procedures to follow,
we like the idea because there’s a lot an
association could do for us. It could
publicize how many clients of major
agencies use media services and publi-

“We don’t need an
association to find
out who has which
clients; we need

it to get

agreement to follow
a set of policies

and rules ...”

cize the reasons for this in terms of sol-
id client benefits. And when the agen-
cies claim services are somehow sleazy,
an association could draw attention to
the way agenciles traditionally under-
deliver on a post analysis and how
many agencies don't even bother to
provide post analyses.”

Katz further observes, "'Services get
a bad rap from the 4A’s even though
65% of 4A’s members have used media
services, and even though most of the
top 10 4A’s agencies own media ser-
vices in Britain or Europe.”

Katz adds another reason the ser-
vices have yet to join hands: “We're a
young industry. Most are still run by
the people who started them. Vitt is
one of the few with a second-generation
management. But it’s been so competi-
tive, you’d have arough time getting all
those original founders together in the
same room. But as the industry ma-
tures to the point where most have
transferred management to a second
generation, I think it would then be a
lot easier to get together.” He recalls,
“Years ago when the 4A’s was formed,
agencies were competitive, too. But
they had at least one point of common-
ality: They all based their compensa-
tion on the standard 15% commission.
But today even that is no longer true.
Today many agencies operate almost
as differently from each other as most
media services.” m|

Real togetherness
among buying
services overseas

Not only do media services overseas get
along with each other and form and
join their own associations; they even
get along with the full-service agencies
so well that it's not uncommon for
agencies and services to band together
as negotiating consortiums for the sake
of greater clout, says Matthew Bryant,
president, U.S.A. at Media Buving Ser-
vices International.

The way Brvant sees it, “If broadcast
group owners can now acquire more
stations and negotiate as larger groups
with buyers and program syndicators,
or Time Inc. can negotiate a ‘MaxPlan’
covering every magazine it publishes,
it’s only logical that buying entities
should be able to join forces in order to
sit across the bargaining table backed
by equally impressive resources. They
dothis in the U.K., thev do it in Europe
and they do it in Australia,” he savs.
“And it’s often the media service that
acts as lead negotiator for a group of
two or more advertising agencies.”

Examples. As examples of how services
overseas “have developed much farther
than we have here,” Brvant estimates
that the top three services in France
probably handle 60% of French televi-
sion billing and that the largest TV
biller in Germany, HMS Media, *bills
about 20% more than BBDO, the Num-
ber 2 biller there. In Australia our affil-
1ate Merchant & Partners is one of the
biggest broadcast billers, and in the
U.K. I'd say media services are respon-
sible for about 40% of television place-
ment.”

In Britain, adds Bryant, “There are
at least 15 strong media services, most
are members of the Association of Me-
dia Independents. and to become a
member, a service must maintain an
outstanding reputation.” He says each
AMI member submits its accounts to
an outside independent accounting
firm, though no member sees the oth-
er's books. The accounting firm keeps
each service's finances confidential, re-
porting to the association only if they
unearth evidence of foul play.

“It’s about time we did the same here
in the U.S..”" says Bryant, “The leading
services here put a tremendous effort
into growing this business, and if we
want it to continue to grow it's high
time the fast buck operators were
weeded out.”
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WNYW out-Foxes them all

‘Nothing like this has ever existed before”

By JACK LOFTUS

est tetevision stations in the coun-

try, and behind WCBS-TV and
WNBC-TV {(both of which were offto a
three-year head start), it became the
third network-owned station in New
York. Ten years later the station ended
its network connection with the demise
of the DuMont Network, and for the
next three decades sailed on as the flag-
ship of the Metromedia independent
{leet.

Todav WNYW(TV) has evolved into
what its new general manager Carolyn
Wall calls "a hvbrid station,” still the
leading independent in New York City,
but an outlet now owned and uperated
by a network-—Fox, itselt under new
management, Rupert Murdoch.

In a way, WNYW has come full cir-
cle. It started out as part of the Du-
Mont Network, which failed in compe-
tition against ABC for a third-network
position and went belly up in 1955.

I t bepan hfe in 1944 one of the carhi-

Like DuMont, today Fox finds itself

strugeling against three networks, its
position perhaps no more secure con-
sidering the major dollars to be spent
and the advertising revenue needed to
keepa full or,in Fox's case, even partial
petwork on an even keel.

Yet times and circumstances cer-
tainly have changed since DuMont,

Carolyn Wali
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manv ot them in Fox's {avar,

® (able and home video have severels
croded the big three networks share ot
audience, a trend which surelv will con-
tinue, making ABC. CBS and NB(C no
longer the major domos they once were
® Svndicators have proven that ad-
hoe networks can work, sometines.

B Twentieth Century Fox certainly is
no novice when it comes to producing
shows, distributing them and making
money. In fact. two Fox-distributed
shows, America’s Mixt Wanted and A
Current Affair (the latter produced by
WINYW) are enjoving success outside
the network in syndication.

A fourth network

As a result, Wall no longer sees
WNYW as an independent in competi-
tion against MCA's WWOR-TV or Tri-
bune's WPIX{(TV). Instead Wall looks
at her station as the fourth network
station in the market and there are
days when the Fox station gives the
other network stations a run for their
money.

“I don't think anything like this has
ever existed before,” savs Wall, who
joined WINYW last year from Murdoch
Magazines where she was executive
vice president responsible for all con-
sumer and business publications.

And how did she find the transition?
“Twalked in thinking of television as a
mass medium,” she savs, “Buatin reah
v it's g segmented husiness, ltargeting
specific audiences.”

With the emphasis more on the tar-
et than the mass, WNYW has reorga-
nized 1ts staff, put more zip into its
locally produced programming while at
the same time tryving to forge a stronger
identity for itself in a community 1n

..--—W

)

NEW YORK

which it's already quite well known (it's
been the leading independent for
years}.

On the staff side, lan Rae, a veteran
from Murdoch's News Corporation,
joined the station as vice president and
news director and also serves as execu-
tive producer of A Current Affair, a
news feature magazine program that'’s

“I walked in
thinking of
television as a

mass medium. But
in reality it’s a
segmented business,
targeting specific
audiences.”

!

adiohistorv com
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Peter Temple

become the station’s pride and joy.

Another change is the addition of Pe-
ter Temple, a veteran station executive
at CBS and most recently senior vice
president of Lorimar Syndication.
Temple is vice president and station
manager.

The result i1s that Wall has a solid
team on both the station and news side,
And the news side already has begun to
pay solid dividends.

Rae has transformed A Current Af-
fair into a kind of tabloid news maga-
zine that New Yorkers seem to love,
even more than WNBC.

Instead of hiding the show, WNYW
puts its local news magazine show up
against the toughest competition in
town at 7:30 p.m. While the show runs
third behind Wheel of Fortune on
WCBS and Hollywood Squares on
WABC, it’s trouncing WNBC’s check-
erboard lineup and picking up strength
every month.

In March 1987, for example, Current
Affair, posted a respectable 8 rating, 12
share in the Nielsen households, went
up to a 9/14 in last February’s sweeps
and nudged up again in March to a 9/
15. It’s comfortably ahead of Barney
Miller on WWOR and the news on
WPIX.

And Rae is delighted. “What makes
the show so attractive is that it’s so
unpredictable, it’s charged with human
emotion. It focuses on the people, not
always issues.”

With eight crews roaming all over the
country, Current Affair has become
something much more than a locally-

And addition to
the station is
Peter Temple,
veteran station
executive with
CBS and most
recently senior
vice president of
Lortmar
Syndication.

produced New York magazine show
about people getting mugged on New
York subways.

“This show is hot,” says Joseph
Greene, senior vice president, sales de-
velopment for Fox Television Syndica-
tion. Fox began aggressively selling the
show in syndication last November and
now has more than 60 stations signed
on, says Greene.

The show has caught on so quickly,

Rae has
transformed “A
Current Affair”
into a kind of
tabloid news
magazine that
New Yorkers seem
to love.

according to Greene, that “stations are
sending us stories and story ideas ... |
mean it’s getting like 60 Minutes, tips
are coming in from everywhere. We're
being inundated.”

Not surprisingly, the all-cash show
will hold back two 30-second slots for
barter next season.

Rae and company also will be head-
ing to the Republican and Democratic
conventions this summer to file spot
news reports to the Fox Network sta-
tions. Like ABC, CBS and NBC, the
Fox team will have a sky booth as well.
Also, Rae says, A Current Affair will be
at the conventions.

7 p.m. news

WNYW’s half-hour news at 7 p.m. is
no slouch either. In fact, for the March
Nielsen household ratings, the Fox
news ran about even with NBC Nightly
News with Tom Brokaw. “This is a first
for us,” boasts Wall. “It’s a wonderful
accomplishment.”

In fact, in the young 18-49 demo-
graphic, WNYW is more than holding
its own against its network rivals, and
in this category its news ties both the
CBS Evening News with Dan Rather
and NBC.

For the past 20 years, WNYW has
carved out a winner for itself with a 10-
11 weeknight newscast.

Its 6/10 numbers put the station
comfortably ahead of WWOR’s news-
cast and slightly ahead of the movie on
WPIX, again according to March Niel-
sens. WNYW’s share was up about a
point from the same time last year, an-

lan Rae
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“The D. J. Kat Show”

other good sign for the station.

At 11 p.m., WNYW is able to keep up
the pressure with Mash, which cleans
up with a 6.5 rating, 13 share.

‘Most Wanted’

If A Current Affair has been
WNYW’s most successful export,
clearly America’s Most Wanted has
been the station’s most successful im-
port from the Fox Network, running 8-
8:30 on Sunday nights.

On April 10, Most Wanted posted a
7.2/11in New York and grew to a 9.2/16
locally on April 17. “It’s incredible, ab-
solutely incredible,” says Wall.

In its first 10 weeks on the air, the
program has led to the capture of six
fugitives. The show gives information
about wanted criminals and uses actors
to recreate their crimes.

In its first national exposure on the
Fox Network on April 10, America’s
Most Wanted posted a 4.8/8, almost a
full rating point betier than Werewolf,
the show it replaced. On April 17, the

Wall, L., commissions subway poster campaign

==’ with youhk I;l[ﬂﬂ .

d: i
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show posted a 7.6/13 nationally.

The other Fox show on Sunday, 21
Jump Street, is also bringing in good
numbers for WNYW,

Fox’s decision to expand its Sunday
network lineup by a half-hour, from 7~
10:30, has lifted WNYW out of the “in-
dependent” category and into the net-
work arena where—at least in March—
it’s running neck and neck with
WABC.

Looking at the March Nielsen house-
hold numbers, the 7-10:30 Fox sched-
ule in New York on Sunday posts a 9.8
rating, 15 share. WABC’s numbers for
the same period were 10.2/15. WPIX is
further down the line with a 4.4/7, and
WWOR comes in with a 3.6/5.

Another way to see the Fox influence
on WNYW is to look at the March 1987
Sunday primetime numbers, when the
station could only muster a 4.9 rating
and a7 share for the evening. While the
news and the Fox network schedule
have captured the limelight for
WNYW, the station’s picking up a big-
ger children’s audience with The D. J.

This a-little-

local, a-little-
cartoon show
jumped toa 5.1/19
in the March
Nielsens.

Kat Show, which runs Sunday morning
9-10. This a-little-local, a-little-car-
toon show featuring Gary Dazey was a
midseason entry which pulled in a 3.6/
14 in the February book, but jumped to
a 5.1/19 in the March Nielsens.

The station also has jumped on the
For Kids’ Sake campaign, a year long
effort led by Group W. Wall says that
WNYW’slocal angle appears under the
banner “Drop Everything and Read.”
This campaign encourages parents to
read 15 minutes a day to their children.

“We see this as a long-term obliga-
tion,” says Wall. “We tell the audience
to turn off the TV set—we’ll be here
when you get back—and read to your
child.” Not too many stations would
encourage viewers to turn the set off.
But the station seems anxious to try
new things.

“We're breaking out of the old inde-
pendent station mold into a full-
fledged network affiliate,” says Wall.
“We're an O&O but with a greater per-
centage of locally produced program-
ming. | look at it as a new journey.” O

Joining Group W’s
For Kids’ Sake |
campaign, WNYW
says, “Drop
everything and
read.”

Television/Radio Age, May 2, 1988
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Viewpoints

—

Werner K. Hartenberger

Partner, Dow, Lohnes & Al-
bertson, Washington. Har-
tenberger is a former Federal
Communications Commis-
sion general counsel. As
partner in a communications
law firm, he counsels the
firm’s broadcast clients on
corporate strategies, opera-
tional matters and public
policy analysis.

Will HDTV developments
leave local broadcasters
standing out in the cold?

The face of television is changing. Its image will be
sharper, wider, with more vivid color and digital ste-
reo sound fidelity. Although a few skeptics carp that
it is a “technology looking for a market,” informed
observers agree that high definition television is the
video technology of the future. Those who have seen
HDTYV are favorably impressed, comparing HD'TV
resolution quality to that of 35mm film. The most
pressing question, however, is not whether HDTV
will be attractive to American consumers; it almost
certainly will be. Rather, it is whether local television
broadcasters will participate in the delivery of HDTV
to the home.

Local broadcasters face a very real prospect of be-
ing left out of the HDTYV picture. Foreign competi-
tion already has an enormous headstart in the devel-
opment of HDT'V, and that technology is not de-
signed for local broadcasters’ use.

The Japan Broadcast Corporation (NHK), after 20
years and hundreds of millions of dollars in research,
has developed an HDTV system called Muse. The
Muse picture (with about 650 test pattern lines of
resolution) is significantly better than the off-air pic-
ture now available to American consumers on their
NTSC televsion receivers (with about 250 lines of
resolution).

Muse is the only tested and operational HDTV
transmission system, and will be introduced in Japan
and this country in 1990. Local U.S. broadcast sta-
tions, however, cannot carry the Muse system for two
reasons. First, the 9 MHz-wide Muse signal cannot be
squeezed into the 6 MHz-wide channels allocated by
the FCC to local television broadcasters. Second, the
Muse signal is not “compatible” with, and, therefore
cannot be viewed on, the NTSC television receivers
used by viewers of terrestrial television signals.
Frequency constraints do not similarly foreclose local
broadcasters’ video marketplace competitors (cable,

VCRs, videodiscs and satellite programmers) from
using the Muse system, although consumers would
have to purchase a separate Muse-type receiver or
“black box” converter to view HDTV programs. It is
widely assumed that Muse HDTV programming will
be available to consumers in this country initially on
videocassette and videodisc, and eventually by satel-
lite and cable delivery systems.

Local television broadcasters are not likely to par-
ticipate in HDT'V unless they overcome the obstacles
of receiver compatibility and frequency limitation.
Efforts are now underway to develop a single HDT'V
system compatible with existing NTSC television re-
ceiver standards.

These various proposals, however, are still early in
their development and require much more testing be-
fore it can be determined whether they are suitable
for use by local broadcasters as HDTV alternatives to
Muse.

That raises the second major obstacle to local
broadcasters’ participation in HD'T'V: The transmis-
sion of HDTV by local broadcasters may require
more than the current 6 MHz-wide channels. The
UHF frequency band contains what may be the only
remaining spectrum which could be used for HDT'V,
and a pending FCC proposal to reallocate UHF spec-
trum to land mobile radio users jeopardizes local
broadcasters’ use of that spectrum for HDTV.

Some encouragement

Several recent FCC actions, however, have encour-
aged broadcasters. First, in response to a request
from more than 50 broadcast companies and major
industry trade associations, the commission issued a
Notice of Inquiry to examine “advanced television
systems” (ATV) and announced the formation of a
blue-ribbon ATV advisory committee consisting of
leaders from the broadcast, cable, program produc-
tion and electronics industries.

The advisory committee has been organized into
advisory subcommittees and working parties which
are meeting regularly to establish standards for test-
ing and evaluation of HD'T'V systems. A steering sub-
committee report is expected by May 17. The work of
the full ATV advisory committee is expected to be
completed within two years.

Broadcasters are also encouraged by the commis-
sion’s announcement that it would postpone consid-
eration of its proposal to reallocate UHF spectrum
until the ATV advisory committee releases its initial
report later this year.

The future of local television broadcasting, partic-
ularly in today’s marketplace of video entertainment
competitors, rides on the outcome of the FCC’s
HDTYV proceeding. Viewers must not be forced to
choose between high-definition pictures available
from broadcasting’s competitors and a lesser-quality
picture on local television. HD'TV is a public service
issue, perhaps unlike any other in recent memory,
that should mobilize the television industry’s major
trade associations as well as individual stations to
work together for the development of a local televi-
sion broadcast HDTV system.

Television/Radio Age, May 2, 1988
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Programming

|

The syndication marketplace may have
hit a new low, with syndicators desper-
ate to get a new first-run show on the
air. One major syndicator is character-
izing the arena as “brutal,” and anoth-
er strongly believes that cable buyers
will grab the lion’s share of product
down the road unless stations begin to
increase their buying posture on syndi-
cated product. One or two other syndi-
cators canvassed took a brighter, but
qualified, approach to business today.
One of the major factors in the pessi-
mism is that a “‘tremendous credibility
gap” has been created by overzealous
syndicators who are erroneously de-

A tremendous credibility
gap has been created

by overzealous
syndrcators

claring that their new first-run projects
have reached the go level for the fall.
According to one of the major suppli-
ers, who preferred anonymity, many
people are saying their shows are a go
when they are not. (TV/RADIO AGE,
April 18.) “They are taking shots with
the third or fourth independent in the
market, and maintaining they have the
market cleared. Their chances of suc-
cess for the show are nijl.

“Even if the syndicator had the best
stations, such as in the case of Wil
Shriner, which is going off, how could a
marginal show do well with second-rate
stations?”

While Shelly Schwab, president of
MCA TV Enterprises, says the market-
place is not “brutal,” he calls it tough,
“although it was tough last year also.

Shelly Schwah
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Syndication market called ‘brutal’ as
credibility gap surfaces; stations tight

Stations are being very selective in pro-
gramming. We experienced our best
year last year in a difficult market-
place, when we had seven series on the
air. But I think we will have a better
year this coming one. We have already
firmed seven series, s0 we see opportu-
nities even in a marketplace like this.
But it is a very, very tough market-
place.

s £
Henry Siegel

Credibility. When it comes to credibil-
ity, Schwab says MCA and other simi-
lar companies are in a different boat.
“We benefit in a tight and difficult
marketplace because what a station
fears most 1s committing to a show and
then in May or June being told there
aren’t enough clearances to make the
show a go. Then the station has to go
back in the marketplace, and what is
left are generally the weaker shows.

But we have the reputation for
launching most of the shows we bring
into the marketplace. And I don’t think
you will find companies such as our-
selves and Paramount and Lorimar
making go announcements and then
pulling them back. We all have had dis-
appointments, but we announced right
off that these shows are not available.
But others, after there is a failure, say
the show is coming back the next sea-
son. But they never do.”

Unless stations come
back with a roar,
cable will become

a big buying source,
says Ranck.

“Also holding back the marketplace
1s that a lot of stations are still running
programming they own. This is be-
cause a lot has to do with the fact that
first-run programs in general are more
successful and the successratio is much
better than it has been.”

Henry Siegel, chairman of the board
and president at LBS Communica-
tions, says the clearance situation has
to do with competition. “The reason
that syndicators have to go to the sec-
ond or third station in the marketplace
is because there is so much product out
there. It’s ludicrous for example, how
many game shows are in the market-
place at this time. [ can’t see how every-
one can be in a go position.”

Also creating a “down” atmosphere
is that a lot of stations are hurting, he
continues. “If you were to call stations
around the country, they will tell you

Two advertisers, Group W in ‘Coshy’
lead; Viacom 32.5% distribution fee

Procter & Gamble, General Mills and Group W are the leading contenders to
get the barter minutes of The Cosby Show reruns, according to an authorita-
tive source. The minimum bidding price for Cosby was $45,000 per 30 for a
three-and-a-half-year commitment, with $55,000 reserved for one unit in the
block of 10 for one year. If the average price winds up as $50,000 per 30, the
total take on the series would be about $21 million.

Meanwhile, in its financial report filed with the SEC, Viacom notes the
company has licensed Cosby to about 166 stations in the U.S,, for a total
amount equivalent to approximately $4,128,000 per episode, plus barter reve-

nue.

Further, according to the report for the fiscal year ended Dec. 31, 1987,
Viacom expects the one minute of barter time during the first 52 and/or first
182 weeks of syndicated broadcasts to be sold for about $60 million, “which
amount would be received during 1988 but would be subject to adjustment in
future years. The company is entitled to a distribution fee of 32.5% of The
Cosby Show license fees and commercial time proceeds and recoupment of out-
of pocket distribution expenses.” That’s the first time that Viacom officially
has made public its distribution fee arrangement on Cosby reruns.
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that to date 1988 has been a major dis-
appointment as far as revenues are
concerned. They are not getting the ad
dollars. One of the reasons is because
there are too many alternatives to free-
TV that are available to viewers. There
is a general digging in on the part of
stations.

“It’s dangerous when stations pull
back against the competition in buying
of shows, and it becomes difficult to get
the audience back because of their un-
willingness to spend money on shows.”

Better. On the other hand, John
Ranck, executive vice president, sta-
tion sales at Orbis Communications,
feels the market is slightly better than
it was a year ago, “although I can’t
proveit.” In the case of one of its shows,
Public People, Private Lives, he notes,
clearances have been very good at this
point. “We still have a lot of markets
we want to add, but the quality of the
lineup and the reception of it have been
quite good. However, I want to point
out that it is a once-per-week hour
show so may not be representative of
the product-buying climate by sta-
tions.

“We still are faced with stations
wanting to amortize the last run of a /
Love Lucy before they buy something
else. However, I think we are finding

that theory is being somewhat tem-
pered with the realization that you can
only amortize so much and that one of
these days you will wake up noticing
you have no viewers but that you are
well-amortized. All in all, I don’t see
stations loosening up their purse
strings on buying unknown product.”

John Ranck

The syndicator who spoke without
attribution notes it’s an ordeal to get
stations in line and to make good deals.
Stations are negotiating down to the
bare bones. “While we are getting fair
deals because they want our show, they
also know that if they pass, there are 20
other syndicators that are willing to
make a barter-only deal just to get on
the board. Several shows are trying to

hold the line, but most are compromis-
ing, which again hurts the industry. I
don’t fault them; they have their own
agenda to address.”

Interestingly, Ranck at Orbis sees al-
ternative buyers such as cable net-
works becoming heavier purchasers of
shows unless the commercial stations
change their ways. “‘I detect that unless
stations come back with a roar on pur-
chasing of product, cable, such as USA,
Lifetime and Arts & Entertainment,
will become a bigger and bigger stop for
those of us who sell programs. Another
year or two of stations sitting on their
hands, or charging out to buy only hits,
could ultimately make stations almost
irrelevant in the mix.

“Producers and syndicators going
back to the same normal sources time
and again and coming back empty is
too risky, so they have to go somewhere
else. The whole chain has to go some-
where to get produced and get on the
air.”

But Siegel sees cable as the last fron-
tier for selling shows. ‘““That’s when you
are really in a desperate situation. And
you're getting almost a dollar-a-holler
in CPMs from advertisers. When you
get into that, you are practically giving
the show away.”

On the ad sales end, Siegel says, the
syndication marketplace is not strong
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overall. There are three issues in-
volved: the people meter situation re-
garding network children’s viewing,
which shows a decrease; the writer’s
strike; and the question of when season
will start. “The networks, of course, de-
termine much of the pricing for us. And
we're waiting for the second shoe to

drop to some degree. The way we see it,
the networks realize it will be a tough
season and that the business may not
be as strong as they hoped. On the oth-
er hand, they may say they are the only
game in town and won’t drop prices.
“We are not panicking. We have
strong programming, such as Holly-

wood Squares, Family Feud and A
Current Affair, plus kid programming
like The Real Ghostbusters. The con-
cern should be with smaller syndicators
which are in the marginal area, as
pointed out in TV/RADIO AGE [April
18], who know they may get bought last
or not at all.”—Robert Sobel.

NATPE first-run syndicated shows: Update on status

The list of first-run syndicated shows
introduced at NATPE has not gotten
any slimmer so far as ‘“active” pro-
grams are concerned has not gotten
slimmer. In fact, the number has in-
creased, while several continue to be in
the question-mark status. As of pres-
stime, about 50 were still in the “go”
mode, while the remaining 35 or so

were still up in the air so far as produc-
tions are involved. Only fifteen or so
have gone down the drain, since TV/
RADIO AGE’s previous listing in the
March 21 issue.

~ Some of the announced go’s continue
to have less than the mandatory num-
ber of clearances for the show to be a
go, about 65-70%, a major reason for

First-run half-hour strips (fall 1988)

the increase, but as TV/RADIO AGE
pointed out in a story on Aug. 3, 1987,
syndicators are quick to push the go
button regardless of clearance levels.
Updates on the “active” programs
will continue in following issues. The
first number on the list under terms
reflects national time for sale, the sec-
ond, local. Each + equals 30 seconds.

Program Distributor Terms Stations Top 10 % of U.S. Go/No Go
Body by Jake Samuel Goldwyn B(3/4) 45 9 60 Go
Family Feud LBS C++ 94 8 70 Go
Family Medical Center l_orimar C++ 64 3 52 ?
Gong Show Barris Program Sales  C++ 53 8 61 Go
Group | Medical MGM/UA C+ 65 9 64 Go
Improv Tonight Peregrine B(2+/4) 35 7 36 Go
It's a Living Lorimar C 109 8 68 Go
Leave it To Beaver (new) Hal Roach C 27 2 N.A. ?
Liars Club Four Star B 52 5 40 ?
Mama's Family* Lorimar C 117 8 71 Go
On Trial Republic C++ 44 10 59 Go
Puttin’ on Hits MCA C N.A. N.A. N.A. ?
Puzzle Pix M&M Synd. C 16 0 N.A. ?
Queen for a Day Fries C++ 36 8 45 Go
Relatively Speaking Select Media C++ 47 6 45 Go
Small Wonder* 20th Fox C 126 10 85 Go
Sweethearts Multimedia C++ 74 8 60 Go
StarTalk Multimedia B 15 1 N.A. ?
The Street MCA C++ N.A. 4 N.A. ?
Triple Threat TeleTrib C++ 24 3 30 ?
Trivial Pursuit Worldvision C+ N.A. 1 N.A. ?
USA Today GTG C++ 127 9 85 Go
Who's Baby? Taffner C++ N.A. N.A. N.A. ?
Wipeout Paramount C++ 70 8 60 ?
fall 1989
First-run hour strips (fall '88)
Program Distributor Terms Stations Top 10 % of U.S. Go/No Go
Good Company Group W C++++ 23 0 13 ?
Liddy All American C 30 5 40+ ?
Live with Regis & Kathie Lee Buena Vista C++ 120 7 75 Go
Star Trek Paramount C 115 10 91 Go
(Continued on page 73)
72 Television/Radio Age, May 2, 1988
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First-run half-hour weekly (fall '88)

Program Distributor Terms Stations Top 10 % of U.S. Go/No Go
Candid Camera Blair B(3/3.5) N.A. N.A. 20 ?
Celebrity Bowling UsTv B(3/3+) 10 4 15 ?
Charles in Charge™ * MCA B(3/4) N.A. N.A. N.A. Go
Crimes of the Century Casablanca IV B(3/4) N.A. 8 60 Go
Golden Greats TeleTrib B(3+/3+) N.A. N.A. N.A. ?
Great Escape Genesis B(3/3.5) N.A. N.A. N.A. ?
Hollywood Countdown All American B(2.5/3.5) 10 4 15% ?
Learning Ropes Action Media B(3/3+) 54 7 63 Go
Life's Embarrassing Moments Group W B(2.5/4) N.A. N.A. N.A. ?
Monsters TeleTrib B(3+/3-+) N.A. N.A. N.A. ?
Mr. Belvedere* 20th Fox C 72 9 64 Go
Munsters Today MCA B(3/4) N.A. 9 70 Go
My Secret Identity MCA C+++ N.A. 7 55 ?
New Generation Fries B(3/3.5) 36 6 25 ?
Punky Brewster* * Columbia B(3/4) N.A. N.A. N.A. Go
Secret World Turner C N.A. N.A. N.A. Go
Starting From Scratch Worldvision B(3/3+) 85 10 80 Go
Tiko, Pride of Rockies ITC B(3/3+) 25 4 35 ?
Twilight Zone MGM/UA B(3/3+) 85 9 69 Go
Webster* * Paramount C 134 10 88 Go
World Class Women Select Media B(2+/4) 64 7 56 Go
World of Guinness Records* * Peregrine B(2+/4) N.A. 8 N.A. Go
‘= fall 1989. ** = new epjsodes. * " * = available May 30.

(Continued on page 74)
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Childrens—Live Action (fall '88)

Program Distributor Terms Stations Top 10 % of US Go/Ne Go
Dr. Fad Fox/Lorber B(2/4) 14 6 30 Go
Finders, Keepers Viacom B(5/1.5) 61 10 70 Go
Footlight Follies Peregrine B(2+/4) N.A. N.A. N.A. 1
Fun House Lorimar B(2+/4) 82 B iF Go
Slime Time/Treasure Hall Access Synd. N.A. AF 7 65 Go
Superboy Viacom B(3/34) 60 9 65 Go
First-run hour weekly (fall ’88)

Program Distributor Terms Stations Top 10 % of U.S. Go/No Go
Fairie Tale Theatre Silverbach/Lazarus C 23 7 35 Go
Freddy's Nightmares Lorimar B(6/6) 100 8 68 Go
Latin Connection All American B(5/7) 8 3 20 ?
Original Vaudeville Game Firestone-Cohen B(6/7) 12 3 25 ?
Portrait of Soviet Union Turner B(5/6%) N.A. N.A. N.A. Go
Public People, Private Lives Orbis B(5/7) 70 5 66 Go
USA Weekend GTG B(5/7)(?) 127 9 85 Go
War of the Worlds Paramount B(5+/6+) 140 10 89 Go
First-run cartoons (fall '88 & '89)

Program Distributor Terms Stations Top 10 % of U.S. Go/No Go
Alvin & the Chipmunks Lorimar B(2+/34) 112 10 84 Go
Animated Classics Taffner C N.A. N.A. N.A. ?
Bionic 6 * MCA B(?) N.A. N.A. N.A. Go
Bugsburg” Group W B(2+/34) 40 4 34 ?
Camp Malibu Access B(2+/4) 57 7 65 ?
Care Bears SFM B(2.5/4.5) 71 9 65 Go
Chip-N-Dale* Buena Vista B(3/3) 103 9 83 Go
Cops Claster B(2/ 75 10 81.5 Go
Denver the Last Dinosaur World Events B(2+/34) 35 9 50% Go
Gumby Lorimar B(2/4) 82 10 70 Go
* = fall 1989. ** = new episodes.
First-run cartoons (fall ’'88 & '89)

Program Distributor Terms Stations Top 10 % of U.S. Go/No Go
Marvel Universe New World B(2/4+) N.A. N.A. N.A. ?
Police Academy* LBS/Warner Bros. B 15 N.A. N.A. ?
Snorks Worldvision B(2+/4) 75 10 70 Go
Solar Man Orbis B(2/44) N.A. N.A. N.A. ?
Teddy Ruxpin LBS C 76 10 73 Go
Vytor* World Events B(2+/3+) N.A. N.A. N.A. ?
Yogi Bear Worldvision B(2/4) 80 10 80 Go
© = fall 1989. " = new episodes.

Syndication shorts

Turner Broadcasting System has
bought the exclusive U.S. telecast
rights to The Muppet Show. The show
will debut on TNT in October under a
four-year agreement. The Muppet
Show has been in syndication previous-
ly, distributed via ITC Entertainment
Lsevera] years ago. Also involved in the

agreement between TBS and Jim Hen-
son Productions is a collaboration on
several new T'V projects.

GTG Marketing and Multimedia En-
tertainment have named their joint
barter sales venture. It’s called Spec-
trum and will not only sell all the barter
inventory from GTG and Multimedia
but is available to represent other dis-

tributors as well (TV/RADIO AGE,
April 18),

Blair Entertainment’s Divorce Court
has gotten a go for its fifth season. Mar-
kets renewing Court include eight of
the top 10. Stations include WCBS-TV
New York, KHJ-TV Los Angeles,
WMAQ-TV Chicago, WIBK-TV De-
troit, KXAS-TV Dallas, KTVU-TV

74
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San Francisco, WUSA-TV Washington
and WAGA-TV Atlanta.

Samuel Goldwyn Television has sold
November Gold 2, package of “acven-
ture” films, to more than 20 markets.
Among the stations are WTAF-TV
Philadelphia, KTVT-TV Dallas,
WDCA-TV Washington, WUAB-TV
Cleveland, KHTV(TV) Houston,
WGNX-TV Atlanta, KTZZ-TV Seat-
tle, KPLR-TV St. Louis, WVTV(TV)
Milwaukee and WZTV(TV) Nashville.
Titles include A Prayer for the Dying,
Hello Mary Lou, Prom Night II and
April Morning.

Great Weekend has been sold by
USTV to four markets, for a current
total of 49 representing 50% of the U.S.
households. The new markets are
KATV(TV) Little Rock, WOKR-TV
Rochester, WAKA-TV Montgomery
and KCIP-TV Amarillo. The news/in-
formation Saturday morning weekly
hour has been averaging a 3 or a 4 rat-
ing around the country. In Boston, on
WCVB-TV, it has been averaging a 2,
up 42% from the station’s previous oc-

cupant; in Minneapolis, on KSTP-TV,
1 it has been registering a 6, an increase
of 466%; and on WTHR-TV Indianap-
olis, Weekend is scoring a 4, a rise of
120%. Paula McClure has been added
to Weekend as consumer reporter, and

Sandy Newton has been named enter-
tainment reporter.

Coral Pictures has sold five telenove-
las to the Univision Network: Prima-
vera (200 hours), to debut June 1; Cris-
tal (246 hours); La Dama De Kosa (219
hours); Leonela (133 hours); and Topa-
ciao (187 hours). Also, Coral recently
concluded 111 sales in Latin America
on 10 novelas, including 47 deals in
South America, 47 in Central America
and nine in the Dominican Republic,
four in Mexico and four in Puerto Rico.
All told, Coral is now distributing 5,176
hours of Spanish-language program-
ming.

The Care Bears Family has been
cleared as a strip in 75% of the country,
according to SFM Entertainment. The
lineup includes WWOR-TV New York,
KTLA-TV Los Angeles, WPWR-TV
Chicago, WGBS-TV Philadelphia,
WSBK-TV Boston, WXON-TV De-
troit, WPGH-TV Pittsburgh, KDNL-
TV St. Louis and KRIV(TV) Houston.
The program debuts on Sept. 12.

MCA TV has added three stations to
the The Morton Downey Jr. Show line-
up. These are WPWR-TV Chicago,
WPHL-TV Philadelphia and KRON-
TV San Francisco. Previous markets
signed include Boston, Washington,
Miami and Pittsburgh.

Palladium/New Century Television’s
Power Pack film package has been li-
censed to 31 stations since its release in
mid-January. Among the stations are
WTAF-TV Philadelphia, KGMC-TV
Oklahoma City, WXXA-TV Albany,
WAWS-TV Jacksonville and KING-
TV Seattle.

LBS Communications will distribute
the one-hour HBO Sports production
of Countdown to Tyson-Spinks, to air
between June 13 and June 26. The one-
hour show is being offered via barter,
with stations getting eight minutes,
and national five. Stations have option
of running program twice.

The latest station to renew The Jet-
sons for 1988-89 is WFTS-TV Tampa,
reports Worldvision Enterprises,
bringing the total on board to more
than 80. Other markets cleared include
WWOR-TV New York, KCOP-TV Los
Angeles, WPWR-TV Chicago, WTAF-
TV Philadelphia and KBHK-TV San
Francisco. Also at WE, The Yogi Bear
Show strip has added four stations:
WGNX-TV Atlanta, KSTW-TV Seat-
tle/Tacoma, KMSP-TV Minneapolis
and WPGH-TV Pittsburgh. Total
clearances represent 65% of U.S.

Speaking of Everything, late-night
weekly talk show hosted by Howard
Cosell, has suspended production. Pro-
duction may start up in the fall.

iohistorv com
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Nearly extinct music programming
kept alive by producer Ken Ehrlich

Producer Ken Ehrlich specializes in
music programming for regular and
pay-cable TV. And with music shows
almost extinct, Ehrlich remains one of
the few specialists keeping this genre
alive.

His most recent project, the Grammy
telecast for CBS, drew a 21.3 rating, 33
share, the best since 1965. It was the
ninth consecutive year he’s worked on
the awards show for Pierre Cossette
Productions. On cable he’s producing
the 90-minute Showtime Coast to
Coast.

Ehrlich, 45, and celebrating his 15th
year as a music/entertainment produc-
er, recently developed a pilot for ABC-
TV’s late-evening period following
Nightline, titled Good Night with DJ
Rick Dees. He's been signed to do two
shows for HBO: a four-hour Atlantic
Records 40th anniversary for May 14,
and a comedy/music review of the year
for New Year's Eve. He'’s hoping to spin
off a two-hour highlights show from the
Atlantic bash for ABC.

His Ken Ehrlich Productions of En-
cino, Calif., Is also codeveloping with
Fugitive Television of England a two-
hour rock festival from Ibeza, Spain,
for airing on cable in June. With the
summer Olympics set for Spain In
1992, the Spanish government is trying
to build interest in the games, Ehrlich
says, and is promoting the idea of a
music festival. The show will be called
lbeza 1992 and will be shot over two
nights, featuring American and Euro-
pean acts, with a heavy emphasis on
British rockers, since Fugitive is heavi-
ly involved with rock music shows.

Unusual. T'he Atlantic project excites
Ehrlich, whose background is heavily
music (starting with the highly-ac-
claimed Chicago-based Soundstage se-
ries for PBS in 1972) because he gets an
opportunity to do some unusual artist
pairings. For example, in an event in
Madison Square Garden before a pay-
ing audience, with monies going to the
Atlantic Fund for needy musicians,
hrlich will pair contemporary acts
wilth trendsetters. He's got Bette
Midler working with legendary blues
helters Ruth Brown and Laverne Bak-
cr and Manhattan Transfer working
with the Drifters, for example. The
lomg lincup of performers will begin
plaving and singing al 2:30 p.m., with
HBO airing Che segments al 8 pon,
While: hroadeast "I’V has just aboul.
turned 1t back on musical variely
shows, "eable has become the home for
Lhiese types of shows,” Ehrlich says.
“Calde allows arlists greater freedom

76

than the networks do. People in charge
of music and comedy at HBO and
Showtime allow a producer his head.
There is a new freedom.”

Herbie Hancock, r., who hosts and
performs on “Coast to Coast” for

Showtime, goes over a number with
Ken Ehrlich.

Most major stars have appeared on
The Tonight Show with Johnny Car-
son, so there is less motivation for view-
ers to tune in to their programs. There
was also a glut of variety shows until
the mid-1970s. And today’s hot musical
acts can make more money doing con-
certs and records, not hosting TV se-
ries.

“The networks keep saying they
want new forms of variety, but they
keep buying the old forms,” Ehrlich
charges. Dolly Parton’s ABC series is
still struggling for an identity and audi-
ence, he points out.

Ehrlich says he’s gone to a different
concept for Coast to Coast, using the
contacts he made with the music indus-
try while with Soundstage. He did last
year’s pilot and is producing the first
four shows, which air every four
months. His concept 1s to tape the art-
ists on location in a setting which is
natural for them, rather than in a stu-
dio before an audience which got its
free tickets from someone at a street
corner or shoppng mall.—Eliot Tiegel.

Zooming in on people

Tony G. Habeeb has been named to the
newly created position of senior vice
presicdent of promotion and marketing
at Fries Entertainment. Habeeb was
most recently senior vice president of
publicity and promotion at New Cen-
tury/Vista.

Paul Bendat has been named chief
operating officer, Network Media
(America) and chiel executive officer of
its subsidiaries, Syndicast and Net-
work Media sales. He comes to Net-

work Media from Channel 10, Perth,
Australia, where he was manager of
planning and development. In 1982,
Bendat joined Golden West Network
Ltd.

Neil Stearns and Ellen Glick have
joined Dick Clark Productions. Stearns
becomes senior vice president, creative
affairs, a new position. Glick is named
vice president, creative affairs. Stearns
joins Clark after one year at Taft En-
tertainment as senior vice president,
program development. Glick had also
been at Taft, as vice president, pro-
gram development.

Two former Blair Entertainment
sales executives have joined Select Me-
dia Communications: Marlene Roch-
man and Mari Kimura.

Lisa Merians has been promoted to
vice president, creative services, Via-
com Enterprises. She has been direc-
tor, creative services, since April 1984.

Lisa Merians

Before joining VE, Merians was di-
rector, advertising, promotion and
publicity at Lexington Broadcast Ser-
vices (now LBS Communications). She
currently serves on the board of the
BPME.

Dana Ardi has joined Orbis Commu-
nications as vice president, program
development. Prior to Orbis, Ardi was
president of Network Video, an inde-
pendent production company. Other
background includes a four-year term as
vice president of McGraw-Hill Broad-
casting.

Eve Joffee has been named director
of sales, western division, Syndicast
Services. She comes to Syndicast from
The Entertainment Network.

Vance Scott Van Petten has been
promoted to senior vice president,
business affairs at the domestic televi-
gion division of Paramount Pictures.
Previously, Van Petten was vice presi-
dent, business affairs and legal since
1986. He joined Paramount as director,
business affairs and legal, in 1984.
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MCA bucks tradition on two shows

MCA TV is on its way to making late-
night overcome the marketing taboos
associated with programs geared for
that time period. Both of its first-run,
late-night syndicated series, The
Street and The Morton Downey, -Jr.
Show, were launched against the con-
ventional wisdom that stations would
not put up dollars to license late-night
shows, explains Shelly Schwab, MCA
TV Enterprises president. (Both are
offered on a cash plus barter arrange-
ment.)

“Initially, stations told us they have
no money for late-night. What usually
i happens is that a syndicator, meeting
such resistance on cash-plus-barter
shows, vields and readjusts by offering
the program on a straight barter basis.

Then the syndicator lowers the pro-
i duction costs and the budget on the
i show, and a vicious cycle begins. This
means that because the show is made
i on a low budget, the program gets a
limited rating and, consequently, the
program goes off the air. So it's a vi-
¥ cious cvcle that goes on and on. We
made a strong statement to stations
that we will offer the shows on a cash
basis, and if the station doesn't want
the shows on that basis, we would not
sell that market. Period.

“They reevaluated and, for the first
time, the stations have created a bud-
get just for late-night.” With Street

and with Downey, the company was
trying to do something innovative, he
says. The Street is different and Douw-
ney is the talk show of the 1990s,
Schwab notes.

-

\

\

\

‘h'\-

\ ; -T.-
. “ ¢
v

KDKA-TV, Group W station in Pittsburgh, took time out recently to encourage
viewers to share time with children and families. The station, during a special
Story Break show, urged viewers to stop watching TV and to spend time reading
stortes to children. The program “stopped,” and a slide on the screen appeared
for 15 minutes, plugging reading. In photo, news anchor Stacy Smith reads to
friends in the studio at the station. [t's all part of the For Kid's Sake campaign
introduced by the Group W stations.

com

Farrell Meisel, Director of Programming, WWOR-TV, New York
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Charles Nelson Reilly,
Actor, Director, Author, Host of SWEETHEARTS
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“SWEETHEARTS,” TELEVISION’S FIRST
COMEDY-GAME-TALK-SHOW
IS SWEEPING THE COUNTRY!!

PREMIERING THIS FALL ON:

NEW YORK WWOR JACKSON, MS WAPT
LOS ANGELES KCBS BEAUMONT KJAC
SAN FRANCISCO KGO MEDFORD, OR KDRV
ALBANY,NY WTEN SYRACUSE WSTM
SALTLAKECITY KUTV MINNEAPOLIS WCCO
BOSTON WCVB MIAMI WPLG
DETROIT WXYZ PITTSBURGH KDKA
DALLAS KDFI ST. LOUIS KSDK
ATLANTA WAGA DENVER KCNC
TAMPA WTSP SACRAMENTO KCRA
SEATTLE KIRO PORTLAND DGW
SAN DIEGO KGTV GREENSBORO WGHP
MILWAUKEE WITI JACKSONVILLE WJIXT
GREENVILLE WLOS MOBILE WALA
COLUMBUS WCMH WICHITA KAKE
HARRISBURG WGAL ALBUQUERQUE KOB
LOUISVILLE WAVE ROCHESTER WOKR
DAYTON WDTN ROANOKE WSET
CHAMPAIGN WAND FT. MEYERS WBBH
CEDAR RAPIDS KCRG RENO KTVN
TUCSON KOLD WICHITA FALLS KFDX
SPRINGFIELD KSPR MACON WMAZ
LAS VEGAS KLAS PANAMA CITY WMBB
WACO KCEN OKLAHOMA CITY KOCO
COL. SPRINGS KKTV GRAND RAPIDS WZZIM
GREEN BAY WLUK LAFAYETTE KATC
MADISON WMTV OTTUMWA KTVO
WEST PALM WPTV ALBANY, GA WFTG
PEORIA WEEK BAKERSFIELD KGET
DAVENPORT KWQC BALTIMORE WJZ

...and more every day.

If you have a taste for success, have your own love affair with “Sweethearts!” and:

GERRY PHILPOTT MIKE MARSHO NORM HAYES JUDITH BERNAT ED MONAHAN
WESTERN DIVISION MIDWEST DIVISION SOUTHERN DIVISION SOUTH CENTRAL DIVISION NORTHEAST DIVISION
(213)479-5150 (312)751-4283 (404) 889-9590 (212) 4848-7958 (212) 484-7085
SWEETHEARTS is a Richard Reid Production in association with Createl Ltd. and Multimedia Entertainment, distributed by Multimedia Entertainment,

=
SMs |
AMULTIMmEDIA
ENTERTRINMENT

First run for the long run.
www americanradiohistorv com
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NY's Largest
Teleproduction
Program
Facility

NATIONAIL VIDEO CENTER
460 West 42nd Street, NY 10036
Phone: (212) 279-2000

PROGRAMMING

- TELEVISION VIDEOTAPE
SATELLITE COMMUNICATIONS
27 Years of videatape (all formats) duplication,

standards conversion, satellite uplink and space
segment service to broadcasting and industry.

(412) 928-4700 / 1-800-245-4463

TVSC/GROUP W PRODUCTIONS
310 Parkway View Dr., Pittsburgh, PA 15205
Phone: 1-800-245-4463

PHENOMENAL
FOOTAGE

lt 1sta phone call away, Footage from
fils e m e*lln oW m b »mmum =3
-!‘.w U= i 11 e, fJ\ leared for use
il

{ i [ﬂ .|r|".‘:|l‘| Y"
Calbor write for g m Prod ure and sample ree!

Dept. TVRA, 212/R20-3955

ARCHIVE FILM PRODUCTIONS
530 West 25th Street, NY, NY 10001
212-620-3955

e Duplication
All Formats, All Standards
600 VHS machines on line

e Digital Standards Conversion
PAL-SECAM-NTSC

e Broadcast Quality—
Program, Spot, Home Video

AME, INC.

10 Sausiiito Court

Annapolis, MD 21403

(307) 858-6907/(800) 824-2560

80

Schwab sayvs he's pleased with the
shows’ station lineup. "Just a few
weeks ago we closed Douney in Chica-
go, Philadelphia, San Francisco, Balti-
more and Pittsburgh. These are sta-
tions, he points out, that initially re-
jected buying the program for cash.
Cash-plus-barter arrangements are
common for access or early fringe, hut
not for late-night, he emphasizes. He
adds he doesn’t recall when a first-run
late-night show was marketed on a cash
basis.

Downey 1s getting a large number of
clearances, and Street’s lineup is a lit-
tle slow, notes Schwab, “but we still
have seven of the top 10 markets sold.
The Street is a totally radical way of
shooting, so we expected that to be slow
on clearances.”

Award winners
named by ACT

Action for Children’s Television has
named 25 winners from broadcasting,
cable and home video in its 16th annual
achievement in children’s TV awards.

The following is a list of ACT award
recipients for the 1987-88 season:

Public Television—Children’s Tele-
vision Workshop, for Square One TV:
WGBH-TV Boston, for Degrassi Ju-
nior High, and WQED-TV Pittsburgh,
for Wonder Works. Commercial Tele-
vision—Bakshi-Hyde Ventures, for
Mighty Mouse: The New Adventures;
Behrens Productions, Inc., for Young
Universe; KATU-TV Portland, for
Popcorn; Together Again Productions,
for The Kidsongs TV Show; WBZ-TV,
Boston, for Rap-Around; and WTTG-
TV Washington, for Newsbag.

Radio—Ainsley Communications,
for KPAL-AM, Little Rock. Cable
Television—Continental Cablevision
of Western New England, for Kids &
Books; The Disney Channel, for Anne
of Avonlea; Showtime/The Movie
Channel, for Children’s Storybook
Classics.

Home Video—New World Video, for
Where Did [ Come From?; Playhouse
Video, for Kids In Motion, Random
House, for Sign-Me-A-Story; Storytel
Enterprises, for American Storytelling
Series; Walt Disney Home Video, for
Sing Along Songs: Heigh Ho.

Constitution Programming —Agency
for Instructional Technology for Equal
Protection of the Laws, and CBS, for
The Day They Came to Arrest the
Book; Home Box Office, for First Of-
fender.

Public Service Announcements—
Children’s Television Workshop, for

Be Smart! Don’t Start! Just Say No!
and WCVB-TV, Boston, for Don’t Be
Pushed.

Winners named
in NY Emmys

Twenty-nine programs and 15 individ
uals won New York area Emmy awards
presented by the New York Chapter of
the National Academy of Television
Arts & Sciences. In addition, a gover-
nors award was given to Mayor's Office
of Film, Theatre and Broadcasting.

The program winners are:

News Broadcast— Neuws 4 Neu
York, WNBC-TV; Spot News— Boro
Park Collapse, WCBS-TV; Single
News Feature—/nterview With Marla
Hanson, WNBC-TV; Multi-part News
Feature—There But for the Grace of
God; Investigative Reporting— Bus
Safety, WCBS-TV, and Home Health
Care, WCBS-TV; News Special — War
on Crack: How to Cope, WCBS-TV.

News Magazine—First City,
WNYC-TV; Issues—The American
Promise: No Place Like School,
WNBC-TV, Whistleblowers, (Cur-
rents), WNET-TV, and Whose Child
Am I[?, WCBS-TV; Religious—Catho-
lics in Crists, (Currents), WNET-TV,
and The Church of St. John the Divine
(Best Talk in Town), WPIX(TV); En-
tertainment—CGertrude Stein and a
Companion, Bravo; Programming for
Young People —Alussa’s World,
WCBS-TV.

Business/Consumer—Strictly Busi-
ness, WNBC-TV; Health and Sci-
ence—7To the Nth Dimension...and
Back, (Innovation) WNET-TV:; Arts/
Cultural/Mistorical —McSorley’s New
York, WNET-TV; Sports—Bring it
Home Mets, WWOR-TV, and Len Ber-
man Sportscasts, WNBC-TV; Live
Sports Coverage—Mets Baseball,
WWOR-TV and New York Yankee
Baseball, SportsChannel; Documenta-
ry—AIDS Ward, (Currents), WNET-
TV, Event Coverage—Mets Parade,
WCBS-TV; and Editorial, WCBS-TV;
Promotional Announcement— Whee!
of Fortune, WCBS-TV; Public Service
Announcement—Project Youth,
WCBS-TV; Community Outreach Sta-
tion Project—Project Literacy U.S.,
WNET, and Teen Turmoil: Reaching
Out, New Jersey Network.

The 29 program awards were select-
ed from a list of 282 entries. The Em-
mys are presented for excellence in the
arts and sciences of T'V-produced pro-
grams and seen in New York between
Sept. 1, 1986 and Aug. 31, 1987.

www americanradiohistorv com
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PROGRAMMING

Program Formatting
Time Compression

NATIONAL VIDEO CENTER
460 West 42nd Street, NY 10036
Phone: (212) 279-2000

4 East 46 St. NY 10017
Phone: (212) 687-0111

The lmmm'

SPEGIAL EFFECTS

ON TAPE READY TO USE
1500 EFFECTS $ 1500

PLUS 10 SECOND ID LOGO FREE

CORPORATE & STATION IDS

DARINO FILMS
222 Park Ave So. NYC 10003
(212) 228-4024 TX: 494-0255

VIDEO DUB INC.

Videotape duplications in all formats,
syndication and tuﬂickin?, satellite uplinking
and unsupervised film-to-tape transfers.

24 hours-a-day, seven days-a-week!

VIDEO DUB INC.
423 West 55th Street, NY 10019
Phone: (212) 757-3300

Television/Radio Age, May 2, 1988

LPTV network
sets launch

Channel America, said to be the first
programming network composed ex-
clusively of low-power TV stations, will
begin broadcasting June 1. Plans ini-
tially call for 12-14 hours of airing dai-
ly, including four hours of original pro-
gramming, considered the cornerstone
of the network. One of the shows is
called Runaway Club, a half-hour info-
tainment format, according to David
Post, network chairman and chief exec-
utive officer.

Also planned in original program-
ming are two audience participation
game shows, Kennel Club and 310,000
Bingo (see separate story), with three
additional shows on the drawing
boards. At this point, Post projects that
the network will be seen by 21 of Chan-
nel America’s owned and operated sta-
tions plus 30 independent stations by
the fall.

Low-power stations signed for vari-
ous rollout hookups include those in
Syracuse, Salt Lake City, St. Louls,
Chicago, Miami and Minneapolis.
Some are either being built or are
scheduled to become operational, notes
Post.

The nonoriginal programming will
consist mostly of public domain oldie
movies, secured for syndication. How-
ever, Post continues, the network is
talking with four difterent syndicators
on buying additional product.

The original shows will have direct
response inserts, and participating sta-
tions will share in the revenues from
tbe ads in exchange for signing up to
take the shows.

Post says he expects to increase the
network’s original programming air-
ings to six hours in early 1989, in a
phase-two expansion. During this
phase, Post expects the network to in-
crease to 30 owned stations and 50 af-
filiates. Also, three cable systems have
signed as well, and he sees this area
proliferating as well for his network.

Cable program news

Showtime/The Movie Channel will
have exclusive pay-TV rights in the
U.S. for 20 upcoming movies under a
multi-year licensing agreement made
with Weintraub Entertainment Group.
In addition, the cable company will
show WEG product on its pay-per-view
network, Viewer’s Choice. The accord
marks WEG's first exclusive pay-cable
arrangement.

Weintraub currently has in excess of
60 projects in development. The first
pictures to be released under the pro-
duction program include Fresh Horses,
with Molly Ringwald.

www americanradiohistorv com

Now airing

. markets
e nearal Qroun d th C
world

CONVERSION €XPERIENCE
NTSC/PAL/PAL-M/SECAM

in broadcast

R DECANE OF VIDEOTAPE STANDARDS

INTERCONTINENTAL TELEVIDEOQ, INC.

29 West 38th Street, N.Y., N.Y, 10018
Phone: (212) 718-0202

VIDEO
WORNKS

”~

VIDEOWORKS, INC.
24 West 40th Street, NYC 10018
Phone: (212) 869-2500

“THE
PRODUCER'’S CHOICE”
..for production, post-production, video-
tape and satellite distribution, film
transfers, videotape duplication in.all

formats, audio production and custom-

ization.
hannel one:

Satellite and Distribulion Service

(412) 741-4000

CHANNEL ONE, LTD.
Production Plaza, Sewickley, PA 15143
Phone: (412) 741-4000

BLANK VIDEO TAPE
HALF PRICE! T

1/27,3/4”7,17, 2” Videotape
Free Delivery
[BROADCAST QUALITY GUARANTEE
Call Today — 800-238-4300
CARPEL VIDEO INC

D

CARPEL VIDEO INC.
429 E. Patrick St., Frederick, MD 21701
Phone: 1-800-238-4300
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ALL NEW!

TELEVISION SOURCEBOOK —

A Directory of U. S. Commercial TV Stations—is published each Spring and
Fall. This “‘Just Published” 1988 Spring Edition of our directory of TV
Commercial Stations is now off-press.

Besides listing each station’s General Manager, Station Manager, Sales
Manager, Promotion Manager, Program Director, News Director and Chief

Engineer in alpha order by station within state and market—you get these

special ADDITIONAL listings:

® Group Ownership of Television Stations
ADI Rankings

Index of all listed Station Personnel
Index of Station Call Letters
Market-by-Market Stations

Don’t delay—ORDER your copy NOW and have the most up-to-date

listing of TV Stations and their personnel available!!!!!
r—-———~FFT""~""™"""™F"F7""™/7""™—/""="""=—/"/""7"/7"-"7"7"¥7”"7//"7/ "7/ "7/ /" 7/7//_//= 1
| |
| TELEVISION SOURCEBOOK ONLY $50 Each |
| Television/Radio Age '
' 1270 Avenue of the Americas :
| New York, New York 10020 |
|
: Name - - :
I
I Company E—— _ :
I
: Address — _ :
: City State Zip :
|
: Company purchase order or payment must be enclosed. :
: :
-
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i T BUYER'S SPOTLIGHT
AT | OPINION ON...
People meter Leslie Marshall,
passivity tested, general sales manager,
found wanting/87 KDVR-TV Denver

May 2, 1988

#1IN AMERIGA
OVER 23

!
@ kelodand tv
- ' KELO-TV Sioux Falls, $.D. and satellites XDLO TV, KPLO TV plus Channel 15, Rapid City
h e, YOU CAN'T REACH THE MARKET WITHOUT US!

*Based upon Arbitron ratings since 1965, KELO-Land has posted the highest share of
l audience in markets with 3 or more stations in the United States.

E Represented natlonally by m
i

A ORMANCE 1S THE BOTTOM

L L L —— =
| b

e e e e swwwe=americanradiohistory com
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Integrity
TheNielsen Commitment

Nielsen. Integrity. These two words are synonymous.

Nielsen integrity means more than three decades of delivering on
our promise to provide customers with the best possible television
audience research. Research of superior value. Research with integrity,

Nielsen integrity means delivering a range of services unequaled in
the industry. Services such as Nielsen Television Index—the foremost
people meter-based research service—Nielsen Syndication Service—
created exclusively for program syndicators—Nielsen Station Index—
the leading local market research service—Nielsen Homevideo
Index—the only service exclusively fracking the cable industry.

Nielsen integrity means now and in the future delivering on our
promise to form partnerships with all of our clients, It means giving
you a competitive edge in the marketplace with improved products,
new technologies and an increased focus on customer service.

Nielsen integrity means total support from the most dedicated
professionals in the business.

Nielsen
The Commitment to Integrity

Nielsen Media Research

na acompany ol
‘The Dun K Bradstrect Corporahion

www americanradiohistorv com
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STATION REPORT

Twin Cities stations proving
more efficient newspaper ads
mean more money for TV spots

ing more local newspaper advertis-

ers to television with the help of
Katz’s computerized media mix sys-
tem, vice president, general manager
Stuart Swartz of KMSP-TV Minne-
apolis-St. Paul says the Twin Cities TV
stations had the local newspapers
“Starched” and can help advertisers
actually improve their newspaper sched-
ules and use the leftover money to buy
TV time.

He explains that some categories pull
better readership, depending on the
section of a newspaper the ad appears
in: “It’s common sense,” he says, “that
automotive will get higher male reader-
ship in the sports and business sec-
tions. But what people may not realize
is that some household appliances do
better in the general news section than
in the Home or Living section where all
the food advertising is. So instead of
paying for a half page in the Home sec-
tion, the system shows the appliance
advertiser he can get the same reader-
ship for a quarter page in the general
news section, and hopefully use the
money saved to advertise on televi-
sion.”

Swartz points out, too, that the Katz
system isn’t limited to TV vs. newspa-
pers. It can also show via comparative
reach and frequency data which radio
stations a category should be on and
includes reach of local regional editions
of national magazines. He says some
agencies have been so impressed with
the system, they’ve ‘“‘come to us and
asked us to run alternative media mix
schedules for them.”

I n describing his success in convert-

$200 million. Swartz sees Minneapo-
lis-St. Paul as a $200 milion-plus televi-
sion market for 1988, adding, “As
the only VHF independent here, I
wouldn’t want to have to trade our na-

T he advertiser
1s shown how

to save money
and buy T'V.

tional and local revenue for that of
some of the network affiliates. We get a
12 share and that’s the Number 2
ranked share in the top 50 markets.”

On the other hand, he says the UHF
independents in the market are at a
disadvantage. For one thing, at 37%,
the Twin Cities has one of the lower
cable penetration rates in the country,
he says.

WBZ staffers
work on house

I —
1 S

KMSP-TV uses
the Katz media
mix system.

Agencies love it.

Swartz calls business “much better
this year than last, and our media mix
system is only one of the reasons.” He
says the market has been relatively re-
cession proof so far “because our indus-
try is largely white collar with compa-
nies like Control Data, Honeywell, 3M,
General Mills and Pillsbury headquar-
tered here. Some people perceive us as
an agricultural market, but only 27% of
our audience is farm operators and
their families.”

He says automotive and fast foods
are strong categories, as they were last
year, and “Now the grocery stores are
advertising more. They haven’t done
much here before, but I think they’'ve
started to take a look at what’s been
happening in other markets and
they’ve seen what television can do for

No sacrifice is too great for the kids,
says WBZ Radio air personality Bruce
Stevens (right) as he holds natl for
the station’s Dave Maynard, here
swinging a mean hammer. Setting 1s
Stevens’ ‘dream house,” built entirely
of donated materials and seruvices,
much of it from WBZ advertisers.
When the job is completed, hopeful-
ly by June 1, the house will be auc-
tioned off, with the proceeds destined
for Boston’s Children’s Hospital. Tar-
get auction price for the house, when
completed, is “roughly a quarter mil-

them,” lion dollars,” including furniture.
WTVR gets behmd ‘“For Kuds Sake”
-_\1’3" 0w % § =D \ L

"g-: ;t‘

At site chosen for one of two “For Kids’ Sake’ tot lots, WT'VR-TV execs present
commemorative T-shirts to Richmond city officials Mayor Roy West, far left,
and next to the mayor, city manager Robert Bobb. Doing the honors are WTVR
“For Kids' Sake” coordinator Norma Blalock and, at far right, vice president/
general manager Rich Pegram. WTVR’s sponsoring partners for this year’s “For
Kids’ Sake” program are WEZS(FM) Richmond, Medical College of Virginia
Hospitals, Ukrop’s Super Markets and Central Fidelity Bank.

Television/Radio Age, May 2, 1988
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STATION REPORT

Marathon man bikes for WDIV
and Detroit’s littlest Tigers

Post-Newsweek’s WDIV-TV Detroit
opened the Detroit Tigers’ new season
with its own new management lineup,
and the Tigers themselves opened it
April 12 with a baseball that traveled
475 miles throughout Michigan before
the mayor and governor tossed it out
for the offical opener against the Rang-
ers.

The good cause is The First Pitch is
for CATCH, a fund-raising event
dreamed up by WDIV program direc-
tor Henry Maldonado. CATCH, organ-

Long ball goes
475 miles

to reach the
season opener.

ized and headed by Tiger manager
Sparky Anderson, stands for Caring
Athletes Team for Children’s and Hen-
ry Ford Hospitals. WDIV is the origi-
nating station for the Tigers TV Net-
work as well as for seven NBC Game of
the Week Tiger broadcasts during the
1988 baseball season.

The first ball carriers are Michigan’s
top triathlete, Charlie Blanchard, and
his 16 year old son Neal. They left from
the Mackinac Bridge in Michigan’s
Upper Peninsula to take the baseball
by bicycle throughout the state. The
475-mile trip included 310 miles by

February

National spot business

+12.7%

{(millions)

$347.5

$308.3

TN Ficarness Baromelvr defails po 12

bike and a marathon run of the last 26
miles from Pontiac to Tiger Stadium.
Special events along the way included a
softball tournament, mayoral greetings
and balloon launches, each taped by
the nearest Tiger Network affiliate.
And following the triathletes was a
WDIV camera van hauling a big bill-
board for fans along the route to auto-
graph with best wishes for the Tigers.

Updated reports. Throughout the five-
day trek WDIV kept viewers up to date
via live reports during most newscasts,
and there were also one-minute up-
dates three times a day. And the bi-
kathon-marathon was also featured on
WDIV’s Tigers pregame shows on
April 8 and April 10 and on Sports Fi-
nal Edition. And the week after the
game, WDIV aired a half-hour special
recapping the entire bikeathon-mara-
thon from start to finish.

Corporate sponsorship of the event
brought CATCH at least $75,000 from
Ford Motor Co., Domino’s Pizza and
the National Bank of Detroit. General
manager Alan Frank says sponsors of
WDIV’s intensive coverage included
many of the regular season-long adver-
tisers on the Tigers Network broad-
casts, including Ford and Miller Beer.

At WDIV, following former general
manager Amy McCombs (now presi-
dent, general manager at KRON-TV
San Francisco) up the ladder is Frank,
to vice president, general manager
from vice president of programming
and production for all Post-Newsweek
stations. At the same time Chris Rohrs,
formerly vice president, sales, becomes
vice president of marketing and station
manager; and Bob Warfield moves up
to vice president of news and director
ol broadcast operations.

KCST expands
in-house force

to boost sales

Joe Collins, KCST(TV)’s new general
sales manager is bringing a ‘“people-
oriented” sales philosophy to this San
Diego NBC affiliate.

Collins, 35, who formerly headed
sales for KCBS-TV, the CBS owned
station in Los Angeles, joined KCST
last May.

Collins: “The business has become
very efficiency-conscious. Buying is
predicated on how efficient the station
or program is. We have to get away
from that and not lose sight of what the
business is for. We need to be con-
cerned with the needs of the adverti-
ser.”

He mentions sales promotions that
are event-oriented, utilizing co-op ven-
dor programs for retailer customers,
and providing in-house creative and
production services.

“It’s going to be a priority to do as
much work in-house as possible,”
stresses Collins, who spent nearly 12
years with CBS in various positions be-
fore coming south to this city of two
million with its estimated 800,000 TV
households.

Having work done by the station’s
own commercials production staff of
three, maybe four producer/writers,
plus the onsite production staff, “will
help us get closer to clients,” stresses
Collins. He hopes to have his enlarged
sales production unit in operation by
July 1.

With San Diego less than 20 miles
from the Mexican border and the sta-
tion’s signal travelling into Tijuana,
KCST is naturally concerned about
Hispanic viewers. “We are exploring
the Mexican influence into local televi-
sion.”

=

NBC affil to bump ‘Bunt?’

WOWT(TV), the NBC affiliate in Omaha, is preempting Beverly Hills Buntz

once a month, beginning April 22,

to air the locally-produced Cover Story

Magazine: Special Edition. For the most part, the replacement program is a
collection of Cover Stories previously aired on that station’s nightly 6 p.m.

newscasts.

According to president and general manager James Smith, the switch was
intended to amortize the cost of the four-person Cover Story production unit
as well as crosspromote his nightly news, the viewership of which has slipped in
recent months. Says Smith, “Not everybody has time to watch the evening
news. And that kind of exposure for local news anchors cannot be measured in

terms of media dollars.”

Smith anticipates 10-12 ratings and ad rates similar to his 10 p.m. newscast
for the venture, which is similar to one he successfully employed while at
KRON-TV San Francisco. And while he would consider selling the project to a

single sponsor, one has vet to surface.

www americanradiohistorv com
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STATION REPORT

Harry Stecker has been promoted to
executive vice president, director of
client services at Petry Inc. He joined
the company as director of research in
1980 and now moves up from senior
vice president, marketing.

Vicki Parr has heen appointed sales
manager for CBS Radio Representa-
tives in Chicago. She is replaced as
sales manager of the Detroit office by
James Szilagyi who moves up from ac-
count executive.

Charles Lore has been named pro-
gramming director at Independent
Television Sales, reporting to Sharon
Wolf, vice president, research and pro-
gramming. He had been programming
director at Seltel and Blair Television,
and most recently an account execu-
tive with Coca-Cola Telecommunica-
tions’ Screen Gems Division.

Kerry Andrews has returned to Katz
Independent Television as manager of
the Lancers sales team in New York.
He was previously manager of the
Swords team in Los Angeles and now
returns from MTV Networks where he
had been director of business develop-
ment.

Nick Febrizio, Yvonne DiAngelo and
Kathleen Johnston have been promot-
ed to the new post of assistant re-
search director at Blair Television in
New York. All three had been research
managers for various Blair Television
sales teams.

One Buyer’s Opinion

‘Passivity’ of people
meter tested, tried,
and found wanting

Moody

While it sounds like an improvement, the peoplemeter is tainted by two
factors: One, it stays in the household for up to two years. That would
seem to point to a far greater fatigue factor than keeping a one-week diary,
although the point has yet to be clinically tested. Second, the peoplemeter
is in the same households as the passive meter collecting tuning data. So
much for “purity.”

Since Nielsen began testing peoplemeters in early 1986, they’ve general-
ly showed lower overall viewing levels. These differences were dismissed as
a product of the small (at the time) peoplemeter sample. It was not until
July 1987 that the sample reflected the 2,000 homes targeted for the offi-
cial August start of peoplemeter service. Hence, only recently could we try
to isolate the attention the peoplemeter may draw to the passive process.
We decided to do our own test.

With the “old” system shutting down for good last September, we select-
ed the final two weeks to compare the two methods in parallel with equal
sample validity. Using primetime viewing hours only, we separately com-
pared viewing levels as measured by each method.

Within the newer peoplemeter sample, we found viewing levels gathered
by the passive device consistently lower than those gathered by the passive
device of the old system. Of 176 quarter hours compared, 124—over 70%—
showed lower viewing levels under the new system by an average of one full
rating point. Only 47 quarter hours showed higher levels. Theoretically,
there should be little or no difference anywhere within the time frame.
Each system measured the same thing at the same time by the same com-
pany, using the same sampling method, and same passive meter. Yet obvi-
ously, the presence of the peoplemeter was causing lower reported house-
hold viewing than under the old system.

If the peoplemeter has brought the passive meter out of the closet, then
perhaps household members, newly aware that their viewing is being moni-
tored, are diligently turning off the set when no one is watching it. The im-
ptication is that the old system included a lot of sets playing to empty
rooms, making the new system the “right one.”

On the other hand, perhaps placing a peoplemeter (or any other distrac-
tion) in front of the passive meter violates the very principle of passivity.
That is, it may tend to cause atypical behavior, rather than monitoring the
typical. How many viewers might deliberately watch or turn off a given
program if, top of mind, they now know their vote counts for thousands of
households? How many special interests might try to move history in their
direction, given the constant reminder of their ability to do so? The peo-
plemeter may be nudging viewers to what they believe they should (or
should not) watch, rather than to what they actually want to watch. If so,
that may make the old, totally passive system the “really right one.”

Like a Fahrenheit/Celsius scale in water, we are free to use the measure-
ment unit of our choice. Changing that unit will change the number, but it
won't change the temperature.—Gerald Moody, senior vice president, di-
rector of media services, Ross Roy Inc.
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STATION REPORT

Slaﬁons had been vice president, general man-
yie .- . ager of KTXH-TV Houston, formerly
owned by Great American.

Tom Kirby has transferred to Oklaho-
ma City as vice president, general

manager of Gannett’s KOCO-TV. The Dave Milner has been promoted to the

former news executive had been a vice new post of vice president/radio for
president at Gannett’s KARE-TV Great American Broadcasting Co., for-
Minneapolis-St. Paul. merly Taft Broadcasting. The former

vice president, general manager of
KEX/KKRZ(FM) Portland has been

Robert H. Levi has been named execu-

V.incemll_-', Barresi has been named with Great American since 1974 and, tive vice president of WTBS, heading
vice preSIdept, general manager of in his new post, will oversee 16 radio programming and promotion, for the
Great American Broadcasting’s stations as well as manage WKRC TBS Network. He joined Turner

WTSP-TV Tampa-St. Petersburg. He Cincinnati.

Broadcasting in 1970 and now moves
up from vice president, general man-
ager.

STAY TUNED IN!

Television/Radio Age

THE MAGAZINE OF
BROADCAST MANAGEMENT

26 ISSUES A YEAR

Mick Anselmo has been appointed
general manager of Malrite’s WDGY/
KEEY(FM) Minneapolis-St. Paul. He
came to Malrite in 1984 and now steps
up from general sales manager at the
stations.

Check the term you prefer:

Three years for $120
(Save $153 off the cover price.)

Two years for $90

(Save $92 off the cover price.)

Jack Sander has been named presi-
dent and general manager of the Gil-
lett Group’s WAGA-TV Atlanta and
vice president of the station’s licensee,
SCI Television, Inc. He was formerly

One year for only $60
(Save $31 off the cover price.)

Name _ Title president, Television Division, of

Company

Address Don Peterson is now vice president,
general manager of Capitol Broadcast-

City _State Zip ing’s WSTF(FM) Orlando. He trans-

fers from Kansas City where he had
been general manager of Capitol’s

Check ONE box which best describes your business.
KBEQ.

01 Nat'l, Reg’l, Local Radio, TV Sponsor/Advertiser
02 Advertising Agency

03 TV Station/TV Network

04 Time Rep

05 Radio Station/Radio Network

06  Production/Post Production Company

07 Government/Schools/Libraries/Trade Associations
08 Film Syndicator/Distributor/Program Supplier

10 Equipment Manufacturer

11 MSO Hdqgrts/Operation

12 Independent CATV Operaticn

13 Financial Institution/Investor/Consultant

09 Other (please specity)

James H. Sumpter, Jr. has been
tapped as general manager for KMGR
AM-FM Salt Lake City. He joins
Bingham Communications from Mal-
kan Broadcasting where he had been
executive vice president and general
manager of its stations in Corpus
Christi and Dayton, Ohio.

Karen Foley has been named director
of the ABC Information Network. She
had been director of ABC’s Direction
Network and before joining ABC she
had been national sales manager of
WBAP/KSCS(FM) Fort Worth-Dal-

las.

ODoooO0oo0oogooDbooD
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STATION REPORT

Spotlight On...

Peter C. McCampbell

General sales manager

KDVR-TV Denver

ete McCampbell is using results of Arbitron’s

PScanAmerica single-source viewing and product
use in presentations to marketers of categories he
says index higher among KDVR viewers. He reports,
for instance, that the station “indexes higher than
the affiliates here among customers of one of Den-
ver’s leading banks—specifically among viewers of
Family Ties on our Channel 31, as opposed to view-
ers of Entertainment Tonight on one of the affili-
ates.”

He says Denver’s independent stations have been
faring better ever since Nielsen first installed its set
meters in Denver television homes in 1985, well be-

fore the advent of the people meter.

“Right away,” he recalls, “the new meters started
showing increases in both homes using television and
persons using television, compared to the previous
diary-only measurement. And along with the higher
HUTs and PUTSs came larger audience shares for the
independents.”

Then more recently when people meters went in,
McCampbell says, “This brought Denver’s indepen-
dents a two-pronged gain: among other things, aggre-
gate increases of independent movie shares exceeding
30%, at the same time that aggregate news and
primetime audience shares were falling off for Den-
ver’s network affiliates.”

He adds that independent stations “‘gained shares
in the face of lower overall television viewing, accord-
ing to the people meter results. For our sales staff,
these results of the latest in audience measurement
technology have meant a shift to more demand for
advertising time on the independent stations here.
Operating in one of the guinea pig markets for the
ratings services has paid off well for independents.
No longer are we the struggling underdogs we used to
be.”

McCampbell, who came to KDVR in September
1985, had previously been with the Chicago sales of-
fice of Katz American Television, and with the sales
staff at WLVI-TV Boston, WTOG-TV Tampa-St.
Petersburg, WCPX-TV Orlando, and WFFT-TV in
Fort Wayne, Indiana.

In aword...
Quality

GROUP

RADIO

The First Name In Radio

WBZ, Boston WINS, New York KYW, Philadelphia KDKA, Pittsburgh
WMAQ, Chicago KODA, Houston KQZY, Dallas/Fort Worth
KQXT, San Antonio KEZW (AM) and KOSI, Denver KMEOQ-AM-FM, Phoenix
KAER and KFBK (AM), Sacramento  KFWB, Los Angeles  KJQY, San Diego

Westinghouse Broadcasting Company
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STATION REPORT

Mel Grossman has been appeinted
vice president, general manager of
Wabash Valley’s WOGX-TV Ocala-
Gainesville, Fla. The one-time H-R
Television executive had been general
sales manager for WTHR-TV India-
napolis.

Peter Gardner has been named direc-
tor of operations for the Texas State
Networks. He had been news director
at KRLD Dallas-Fort Worth, also
owned by T'SN’s parent company,
Metropolitan Broadcasting Corp.

John Beebe has been promoted to na-
tional/agri sales manager for WGN
Chicago and the Tribune Radio Net-
works. He joined WGN as an account

executive from the sales staff of Chris-

tal Radio.

Laurie J. Giddins has been named di-
rector of marketing and administra-
tion for Bravo Cable Network. She
comes from The Playboy Channel.

Frederick C. *Ted” Livingston has
been elected senior vice president,
marketing for Continental Cable-
vision, Inc. He joined the company in
1979 as director of marketing and now
moves up from vice president.

 New Representatives

Banner Radio is the new national sales
representative for WMDN/
WQIC(FM) Meridian, Miss. WQIC of-
fers an urban format and WMDN pro-
grams adult contemporary music.

Christal Radio is now the national
sales representative for WFRG AM-
FM Utica-Rome, N.Y. The stations
are owned by Target Communications
and both carry country music.

Eastman Radio has added WQIZ/
WKQB(FM) Charleston, S.C. to its
list of client stations. WKQB is a con-
temporary hit station and WQIZ airs a
religious format.

Katz Continental Television has been
named national sales representative of
WOGX-TV Ocala-Gainesville, Fla.
The independent is owned by Wabash
Valley Broadcasting Corp.

Media brokers elect Mahiman

Robert O. Mahlman, president, The Mahlman Co., has been re-elected presi-
dent of the National Asgsociation of Media Brokers for a second term. Other
NAMB officers elected are Richard Kozacko, partner of the Kozacko-Horton
Co. as NAMB vice president and William N. Cate, president of Chapman
Associates as secretary. James W. Blackburn, Jr., president, The Blackburn
Co., was re-elected treasurer for a fourth term,

Mahlman reports that nine new media brokerage firms became members of
the Association during the fiscal year ended April 1988, and that there are now
more than 42 independent brokers belonging to NAMB, “representing a ma-

jority of the media brokerage firms in the U.S

21 v

Katz Hispanic Radio Sales has been
appointed national sales representa-
tive for KXTQ Lubbock Texas and
KHOT(FM) Fresno, Calif. KHOT fea-
tures international contemporary hits,
news and sports in Spanish, and
KXTQ carries contemporary top hits/
tejano.

Republic Radio now represents
WLBIJ/WCBZ(FM) Bowling Green,
Ky. and KXEL/KOKZ(FM) Water-
loo, Iowa. KXEL and WLBJ program
country music, KOKZ airs contempo-
rary hits, and WCBZ is an adult con-
temporary station.

National Broadcasting Co. has agreed
to sell WKYS(FM) Washington, D.C.
to Albimar Communications for a re-
ported $47.5 million, subject to FCC
approval. Principals of Albimar in-
clude Bertram M. Lee, chairman and
Skip Finley, president. NBC is also
negotiating to sell its one remaining
radio property, KNBR San Francisco.

Westwood One Inc. has agreed to ac-
quire WYNY(FM) New York from
Emmis Broadcasting for $39 million
plus certain other considerations, sub-
ject to approval by the FCC. Though
Westwood One is the parent company
of three radio networks, WYNY will
be the first radio station acquisition
for the company.

Telemundo Group Inc. has completed
the purchase of Bluebonnet Broad-
casting Co., licensee of KTMD-TV
Galveston (Houston) from Raymond
Schindler for a reported $10 million.
The station has been a Telemundo af-
filiate since February when it com-
menced operation as a Spanish-lan-
guage station.

Act lll Broadcasting Inc. has agreed to
acquire the stock of Multimedia Enter-
tainment Co. of Tennessee and the
stock of Reel Broadcasting Co., owner
of WZTV(TV) Nashville. Bertram El-
lis, Jr. is president of Act III Broad-
casting and Walter E. Bartlett heads
Multimedia.

New Affiliates

Univision has added three new VHF
Spanish language television affiliates.
They are XEWT-TV San Diego-Ti-
juana, XHBC Yuma, Ariz.-Mexicali
and XHAB-TV McAllen-Brownsville,
Texas-Matamoros.

20
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Wall Street Report

Lin Broadcasting’s
biggest growth in cellular;
TV stations nearly flat

At the rate Lin Broadcasting is going, it won’t be long
before its cellular telephone interests catch up with
broadcasting in both revenues and earnings. Last
year, Lin got out of radio station ownership altogeth-
er, selling its four remaining radio stations. It’s still
heavily into TV, though, owning seven network-affili-
ated stations. But the stations moved ahead only
marginally for 1987 and the first quarter of this year,
while the cellular telephone operations were respon-
sible for significant corporate gains.

Corporate results for the first quarter show net in-
come from continuing operations busting ahead 53%
to $13,231,000 from $8,625,000 in 1987’s first quarter.
Per share earnings increased 67% to 25 cents from 15
cents. Investment income was reduced because of a
further market price decline in adjustable rate pre-
ferred stocks in the first quarter of ’88, which re-
duced net income by approximately $3.4 million, or 6
cents per share.

Net revenues from continuing operations increased
24%, to $60,248,000 from $48,504,000 in the quarter.
Revenue from the media segment increased 2%, while
cellular telephone operations forged ahead 73%. Me-
dia operating income before depreciation rose 3%,
while cellular operations recorded operating income
before depreciation of $13,021,000 against $2,038,000.
Cellular operating margins, before depreciation, are
approaching 50%.

Media’s mostly broadcast

Although Lin’s publishing activities are slowly gain-
ing in share of revenues, broadcasting is still top dog
in this bracket, representing 87.6% of revenues in
1987, while publishing—hardcover and softcover
magazines placed in hotels—represented 12.4% last
year, compared with 11% in the previous year.

Lin’s four NBC-affiliated stations are KXAS-TV
Dallas-Fort Worth, WOTV Grand Rapids-Kalama-
zoo-Battle Creek, WAVY-TV Norfolk-Portsmouth-
Newport News-Hampton and KXAN Austin, Tex. It
also has two CBS affiliates, WISH-TV Indianapolis
and WANE-TV Fort Wayne, Ind., and an ABC-affili-
ated station, WAND Decatur-Champaign-Spring-
field, TI1.

Going along with the national trend, Lin’s stations
progressively have been getting a larger share of their
revenues from local advertising sales, with local’s
share moving ahead of national spot’s for the first
time in 1987. Last year, local’s share was 48.9%, na-
tional spot’s 46.9% and network compensation’s 4.2%.
Lin reports that last year the Texas stations suffered
from a weak economy, but three stations in the group
showed significant gains.

Lin Broadcasting Corp. ows)
‘ Three months
ended March 31,
1988 1987

Media:

Net revenues $38; 757 $33.211
Direct costs and expenses 18,098 18,065
Depreciation 1,223 1,337

Total operating costs 19,321 19,402

Operating income 14,436 13,809

Net revenues 26,491 15,293
Direct costs and expenses 13,470 13,255
Depreciation 1,769 1,491

Total operating costs 15,239 14,746

Operating income 11,252 547

Corporate expense
(including depreciation) 1,858 1,441

Consolidated:

Net revenues 60,248 48,504
Operating income 23,830 12,915

Income from continuing operations in 1987 was
ahead 39% to $55,444,000. Media operating profit be-
fore depreciation was up 4%, aided by a strong per-
formance in publishing and tight controls in the TV
properties. As a group, the stations’ operating profits
were up 2%. Cellular operations showed operating
profits before depreciation of $24,300,000 on over $80
million in revenue. Overall, net revenues for the year
were $236,750,000, compared with $195,340,000. Net
income was $87,431,000, or $1.56 per share, compared
with $66,240,000, or $1.19 per share.

Financial position

Lin reports the company is in a strong financial posi-
tion, with more than $200 million in marketable secu-
rities, approximately $375 million in equity and less
than $50 million of debt as of the end of 1987, that
debt being an obligation of the cellular companies
only. Lin reported it would like to invest in addition-
al media, cellular and related operations when it can
do so on a favorable basis.

Meanwhile, Craig O. McCaw recently informed Lin
that his company has been buying Lin stock since
Oct. 19 and that recent purchases brought the inter-
est up to 5.37%. He stated that Lin was one of a num-
ber of cellular telephone companies in which he had
invested excess cash and that the Lin purchases were
made “‘purely as an investment in a well-run compa-
ny, without any unfriendly intent.”” Lin, itself,
bought back approximately 5% of its own stock dur-
ing the fourth quarter.

Lin has major ownership interests in cellular tele-
phone systems serving New York, Los Angeles, Phila-
delphia, Dallas-Fort Worth and Houston.

Television/Radio Age, May 2, 1988
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FEEDBACK

- The Association of Independent
Television Stations has endorsed
quotas for community service
programming in exchange for
license renewal stability. What is
your reaction to that?

] think it’s an idea I'd
support very definitely.
However, | think there’s
more to proving yourself a
good community service
station than the number of
locally produced public
affairs programs you can
do. There are other
measurements like how
you program beyond public
service shows and the
kinds of community action
programs on and off the
year you are involved
with.”

John A. McKay
President /peneral manager

KDIEL-TY Dallas-1FL. Worth

92
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“The INTV is standing in the

forefront of the industry
and saying to Congress we
are willing to declare our
public service
responsibilities in exchange
for the things the industry
needs to keep competitive
and keep growing. | am on
the board of INTV, and |
wouldn’t call it quotas.
What the board is saying is
that when broadcasting
loses its special status as a
public interest medium,
broadcasting loses its
uniqueness. INTV is behind
the campaign to provide
free television, which cable
is threatening.”

Steve Bell
Senwar vice president/general
manager

KTLA(TV) Los Angeles

ince we are a station
committed to public affairs,
the idea doesn’t bother me
a bit. But from the
standpoint of a quota issue
I’d oppose it because | feel
broadcasters are capable
of making decisions
themselves. Anytime you
deal with what content is
going to be, you're dealing
with First Amendment.
Whether it’s two hours of
children’s programming
every day, it’s something
the commission has gotten
away from. Also, in this era
where there is an incredible
diversification of video
signals, if you start dealing
with quotas of any kind,
you open up the door to
other quotas.”

Irwin P. Starr
Vice president, general manager
KGW-TV Portland, Ore.
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“Fundamentally | have no
problem with it except that
I think those kinds of
requirements are an
infringement on First

Amendment Rights and on
the viewers. Because there
are a hell of a lot more
stations competing in any
given market than there
are newspapers, it gives
the public a lot of diversity
this way. We produce
programs that are locally
oriented not because we're
told to but because it
makes good sense.”

Jack Clifford

Vice president
Providence Journal
Broadcasting Corp.

‘] think today’s television
stations and operators
don’t need quotas to ensure
that they get equal
representation to all
different entities. | think the
license renewal should be
matter-of-fact unless
someone can realistically
prove that they have done
something of disservice in
their management.”

Timothy Lynch
Vice president, general manager
WDCA-TV Washington

‘1 don’t know that quotas
are necessary. I'd like to
see no quotas and then let
the marketplace decide. |
think the guy that does the
best job is going to steal
the bet. If you don't serve
the public, you ain’t going
to win in this business. And
| don’t think there is any
license instability.”

Andrew Ockershausen

Vice president, general manager
WEFTY(TV) Washington

‘““As a member of the INTV
board that voted for that
exchange, 1 want to explain
that endorsing quotas is a
principle that we're willing
to discuss. No one at the
board meeting talked about
specific levels of
community service
programming, however. As
for license renewal
stability, we're looking for
a fair standard. We
shouldn’t be subject to
challenge by someone who
says, ‘Anything you can do,
we can do better.””

Leauvitt J. Pope
President/CEO
WPIX(TV) New York
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Washington Roundup

House subcommittee moves toward
letting telcos invade cable turf

The House Telecommunications sub-
committee has taken the first step
along what may prove to be a trouble-
some road for the cable TV industry.
In opening statements at a hearing
on the subject, many of the key players
on the panel made it clear that their
sympathies lie with removing some of
the restrictions on the entry by tele-
phone companies into the business of

N

providing data transmission and other
information services that cable has
wanted reserved for itself.

Reps. Al Swift (D-Wash.) and Tom
Tauke (R-Iowa), two of the most influ-
ential members on the subcommittee,
voiced thetr unreserved support for al-
lowing the regional Bell operating com-
panies (RBOCs) more freedom to enter
those markets.

In early March, District Court Judge
Harold Greene, who presided over the
hreakup of AT&T, loosened some of
the restrictions on the telephone com-
panies, hut kept many others. The ca-
ble industry cheered the part of the
decision that maintained restrictions.

Rep. Al Swift (D-Wash.)

Rep. Tom Tauke (R-lowa)

94

Behind the concern of the subcom-
mittee members, as expressed by Rep.
Michael Oxley (R-Ohio), is the feeling
by members of Congress that they, as
policy makers, are sitting on the side-
lines as a federal judge and the anti-
trust division of the Justice Depart-
ment make telecommunications policy
for the nation.

The cable industry’s argument,

Rep. Michael Oxley (R-Ohio)

which it may be able to voice when
oversight hearings on the industry as a
whole get underway in June, is that the
regional phone companies already pos-
sess bottleneck control over local ex-
change facilities, information content
services are vulnerable to manipula-
tion, and the safeguards supposed to
have been put in place by the Federal
Communications Commission have not
been proven effective.

The avowed fear of the members of
Congress on the side of the phone com-
panies, however, is that the restrictions
are hampering the ability of U.S. com-
panies to compete with foreign tele-
communications companies.

CPB bird croaking

Officials of the Corporation for Public
Broadcasting have made a pitch before
a House Appropriations subcommittee
for an extra $200 million beyond its

CP-B’s Howard Gutin

regular fiscal-year request of $395 mil-
lion in order to put up another public
broadcasting satellite to replace the
current one expected to die in 1991.

CPB chairman Howard Gutin and
president and CEO Donald Ledwig
told the subcommittee, which is ex-
pected to look with favor on the re-
quest, that the continuation of public
broadcasting beyond 1991 depends on
replacement of the bird.

They may have trouble getting the
other part of their request, to keep
CPB funding at the level it feels it
needs in the face of Reagan administra-
tion proposals to take a new look at the
appropriations already made for fiscal
yvears 1989, which begins Oct. 1, and
1990, and to cut those funds by $32.6
million over the two-year period.

The administration also recom-
mended funding at $24 million for fis-
cal year 1991, far below the $395 mil-
lion CPB feels it needs to continue cur-
rent programming services on public
radio and TV.

Web campaign coverage

The subject was supposed to be cable programming, but the three major
networks came in for some bashing from two top presidential campaign man-
agers for their allegedly inadequate coverage of the 1988 presidential races.
Robert Beckel, manager of Walter Mondale’s 1984 campaign, and Edward
Rolling, manager of President Reagan’s last campaign, both said network
coverage is suffering because of staffing cutbacks and overreliance on polling.
And they suggested, at a panel discussion sponsored by the National Cable
Television Association and National Academy of Cable Programming to cele-
brate National Cable Month, that deteriorating network coverage is occurring
al a time when cable coverage--specifically CNN and C-Span-—is revolution-

izing the way campaigns are covered.
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In the Picture

Jack H. Irving

Now an executive vice presi-
dent, this media executive
cites reasons for increased
client recognition of the key
contribution of media to ad
effectiveness and says some
of these same factors are
helping attract more good
young people into the field.

Sees more imaginative
media planning,
says clients see it, too

Jack Irving, newly promoted to executive vice presi-
dent, chairman of the Media Plans Review Board at
Saatchi & Saatchi DFS Compton, has been in media
for almost 19 years and observes, “While we who
have been closest to media have always realized its
key importance to successful marketing, several de-
velopments have come together in the past few years
to give a big boost to client recognition of the impor-
tance of first-class media performance.”

He points out, “The fractionalization of network
audiences brought about by growing numbers of in-
dependent stations, the spread of cable, growing use
of videocassettes and the growing numbers of radio
networks have drawn increasing client attention to
media’s contribution to their marketing and advertis-
ing plans, particularly as costs of all media keep
climbing, along with the costs of almost every other
aspect of doing business.”

Along with all these new and expanding forms of
video, he adds, “Clients have seen how well media
people have been able to come up with imaginative
new ways to insert advertising messages into video-
cassettes and take advantage of the availability of

some of the more selectively targeted programs of-
fered by cable.”

Compatible environments

Irving also points out how development of more soft-
ware programs “has allowed us to delegate most of
the numbers crunching to the computers, so we've
been able to devote much more of our time to search-
ing out, and where we can’t find it, helping to create,
more compatible environments for clients’ sales mes-
sages. Clients today recognize how our contribution
has been able to increase the impact of their adverti-
sing.”

He says this has also encouraged more of the better

qualified young people to enter media today, “since
what we do now is a much more exciting challenge
than it was when I started and we were still spending
so much time with calculators, doing the grunt work
the computers do now.”

With some of his clients active in children’s televi-
sion, Irving says he’s been “happy to see the rebirth
of good solid entertainment cartoons like The Flint-
stones and Woody Woodpecker, not only coming
back but rising in the ratings to join the top five syn-
dicated children’s shows at a time when some of the
faddish animation is starting to fade. It’s a pleasure
to see some wholesome entertainment competing so
successfully against series tied to product lines whose
shelf life in the toy stores is about as long as that of
the programs.”

Nielsen’s working on it

Asked about the problems the kid’s shows are having
with people meters, Irving replies, “In the long run
we think this will straighten itself out. For most adult
programs we believe people meters are already pre-
senting us with a more accurate picture of the way
most viewers really watch television in an era of more
independents, growing cable penetration and growing
use of VCRs. But even with children’s shows, Nielsen
has been taking steps to correct things. Nielsen’s
field service teams are both well aware of the prob-
lem and are doing something about it. They’ve been
running orientation sessions with their panel mem-
bers to impress on both the parents and the kids the
importance of handling the people meters per in-
structions. I haven't followed AGB as closely, but I
know they know they’re in a tight competitive race
with Nielsen and I assume they must be making as
serious an effort as the Nielsen people are.”

He calls his promotion “pretty much of an honor-
ary title because I've been making client presenta-
tions and working on new business all along, and I've
also made a few speeches from time to time.”

He recalls that when asked by one media company
to give a talk on how their salespeople should ap-
proach an agency, he advised his audience to “ac-
quire a thorough knowledge of the planner’s business
as well as the buyer’s and show a real interest in it.
Salespeople would do well to provide a reason for be-
ing by showing how they can help the planner. You
should also recognize that your medium is not the
only game in town, sell your strengths rather than
your competitor’s weaknesses and learn to take no for
an answer.”

Irving says that when he finished college with a de-
gree in economics, “I was originally interested in
market research. When someone suggested media, I
didn’t really know much about it but was assured
that market research was part of it, so why not give it
a try? That turned out to be a good steer, and the far-
ther I got past the initial calculator stage, the more
fascinating it got, and I've stayed with it ever since.”

On weekends, Irving puts in a lot of time coaching
and organizing youth basketball in Rutherford, N.J.
He’s coached as many as four teams a season for the
town’s Department of Recreation.
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Scuttlebutt around ABC is that the
network 1s working up a buyout of Dol-
ly Parton’s pact following the lacklus-
ter ratings performance of her variety
show.

Musicman, film producer Quincy
Jones has moved into TV production.
He’s exec producing two projects: Li-
vin’ Large, a 30-minute young adult
comedy pilot with Stephen J. Cannell,
recently shot at the Ambassador Hotel
for ABC, and Heart and Soul, the first
TV vehicle for singer Morris Day, for-
merly with the Prince aggregation and
a star on Warner Bros. Records. This
latter pilot for NBC is in association
with Rob Reiner’s Castle Rock Produc-

tions. Both shows provide plenty of op-
portunity for contemporary music.

Mattel’'s MTS productions wing is
getting out of cartoon syndication after
this September, when all 22 episodes of
Captain Power are aired. Each episode
features interactive special effects plus
computer graphics, which have raised
the cost of each segment to a staggering
$575,000. MTS will pitch the kiddie
show to cable after it ends its regular
TV run.

The Corp. on Disabilities and Tele-
communication, a special TV produc-
tion company which deals with dis-
abled persons, had its latest effort, Am-
nesty. The Dream Fulfilled? air on

KTLA(TV) Los Angeles April 24 from
11-11:30 p.m. The show, hosted by Ed-
ward James Olmos, focused on how the
amnesty laws affect people with dis-
abilities. Tom Ritter and Neil Gold-
stein are the producers, with R..J. John-
son, Ginger Myers and Al Reyes the
coproducers, Reyes was also the direc-
tor. The company’s previous program
for KTLA was Breaking Ground, a
study of successful TV actors with dis-
abilities.

Four Star International has come to
life after several years of inaction. The
Burbank-based firm is considering re-
makes of several Four Star series like
The Big Valley, which originally
starred Barbara Stanwyk; The Detec-
tives, which starred Robert Taylor;
Amos Burke, which starred Gene Barry
and which Fred Silverman is working

Baker Scott
& Co.

CABLE PLACEMENT

@* PEOPLE

Positions available with MSO's,
Networks. Regional & Independent
Operators, Coast to Coast.

THE PROFESSIONAL

All Levels of Management
FEE PAID
Call or write in CONFIDENCE

DAVID ALLEN & JUDY BOUER

Principals
L

WE KNOW CABLE

L ]
1259 Route 46 — Parsippany. NJ 07054
201/263-3355

10,000 RADIO-TV JOBS
American Radio TV

Up to 300 openings weekly over 10,000
yeary-The most complete and current job
listings published ever by anyone. Disk
Jockeys, Newspeople, Programming

Engineers, Salos. Money Back
Guarantee- One week $7 00 Speclal;

Six weeks $15.95. You save over $20. ¢
AMERICAN RADIO TV JOB MARKET. .

1553 N. EASTERN Dept F
AS VEGAS, NEVADA 89101

8

WANTED: COLLEGE RADIO
STATION SEEKS TRANSMITTER
(approx. 1000w) AS DONATION
OR AT REASONABLE PRICE.
TAX-DEDUCTIBLE. CALL RAN-
DYLL K. YODER, WJMU-FM
(217) 424-6369.

WANTED: COLLEGE RADIO
STATION SEEKS DONATIONS
OF RADIO BROADCAST CON-
SOLES OR AT REASONABLE
PRICE. TAX-DEDUCTIBLE. CALL
RANDYLL K. YODER, WJMU-FM
(217) 424-6369.

- Situations Wanted

GENERAL MANAGER

General Manager whose exper-
tise spans all aspects of televi-
sion broadcasting. A competi-
tive, profit generating, people
motivator. Performance at three
stations increased revenues
100, 300 and 550 % . Contact
John Radeck, 904-737-9712.

Help Wanted Equipment Needed Help Wanted

TELEVISION
Local Sales Manager

TOP 10 MARKET INDEPENDENT
IS SEEKING A LOCAL SALES
MANAGER WITH AT LEAST 3
YEARS TV MANAGEMENT EX-
PERIENCE. IF YOU ARE AN AG-
GRESSIVE, CREATIVE, ORGA-
NIZED TEAM PLAYER WITH
NEW BUSINESS DEVELOPMENT
COOP AND AGENCY EXPER-
TISE AND WANT TO WORK FOR
A LEADING GROUP OWNED
INDY, SEND RESUME WITH
SALARY HISTORY TO: PER-
SONNEL L.SM., P.O. BOX
2350, SOUTHFIELD, MI 48037,
AN EOE/MF EMPLOYER.

Career Counseling

NEW YORK BROADCAST
EXECUTIVES IN TRANSITION?

Make your next move profit-
able. Confidential career con-
sulting. Please write: Box
#CEL4, TV/Radio Age, 1270
Ave. of Americas, NYC 10020.

CLASSIFIED ACTION

Get action quick in TELEVISION/RADIO AGE Marketplace/Classified. For details
call Marguerile Blaise at 212-757-8400, or send your ad copy to TV/RADIO AGE,
1270 Avenue of the Americas, New York, NY 10020.
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on, and The Rogues, series which
starred David Niven, Charles Boyer
and Gig Young.

Lance Thompson, business affairs
vice president, says Four Star is also
coproducing The New Liar’s Club with
Golden West Broadcasting for fall
1988, starring Eric Boardman, and
Matchmaker, first-run syndicated
game show hosted by Jimmie Walker.
The company has been offering movie
packages during recent seasons.

John Hillerman will do a special ap-
pearance in the CBS movie, Street Of
Dreams, starring Morgan Fairchild.
Hillerman, of course, has been one of
Magnum P.I.’s stars for the past seven
years. .. .Kate Jackson to star in the
half-hour comedy series Baby Boom for
NBC from Finnegan-Pinchuck-

....Judd Hirsch stars in the new NBC
half-hour comedy series Dear John
from Paramount TV.... Bill Bixby
and Lou Ferrigno reprise The Incredi-
ble Hulk for NBC’s Sunday Night
Movie May 22.

The Television Academy focuses on
TV news May 4 at the Directors Guild,
with panelists including John Beard,
KNBC-TV; Rick Feldman, KCOP-TV,
Wendy Gordon, KHJ-TV, Paul Moyer,
KABC-TV, Tritia Toyota, KCBS-TV
and Jeff Wald, KTLA-TV.

CBS has extended The Smothers
Brothers Comedy Hour to nine weeks,
running through May 25. The show is
the only new variety stanza on the net-
works. ... Paramount has gained dis-
tribution to three films from Paradise
Entertainment, Jack’s Back, Brain

Damage and White of the Evye, for
commercial TV, pay cable and pay-
per-view.

Over Seventeen Not Admitted is a
new half-hour magazine show for kids
airing on the seven Fox TV stations. It
is produced at Fox’s WFLD-TV Chica-
go. ... It’s a Living from Lorimar, will
enter its fourth season of first-run syn-
dication this fall. The weekly half-hour
comedy is produced by Witt-Thomas
Productions.

American Spectacor of Philadelphia
is developing two two-hour TV movies
as its entry into network production:
Sanctuary, story about a Tucson
church which became a sanctuary for
Central American refugees, for CBS,
and Devil’s Food, a comedy for NBC
Television Network.

, Help Wanted

Radio General Manager
or Sales Manager

General Manager or Sales Manager. Our
group is looking for that unique person
who can sell radio on the street, as well
as manage and motivate others. In return,
we offer an exceptional opportunity for
personal and financial growth, including
equity in one of our properties in the
Southwest, Midwest or Southeast. E.O.E.
Please forward your current resume to
Box 418A, Television/Radio Age, 1270
Ave. of Americas, NYC 10020.

DIRECTOR OF SALES

Major market group owned inde-
pendent television station has
opening for a Director of Sales.
This is an excellent opportunity for
a broadcast sales executive who is
professional, aggressive and goal
oriented. The candidate must have
at least five years sales manage-
ment experience and be ablé to
demonstrate numerous past suc-
cesses. This position offers higher
than normal income, numerous bo-
nus options and all appropriate
health and pension benefits. We're
looking for someone who wants to
further their career, work for the
best and be treated accordingly.
EOE. P.O. Box 321, TV/Radio Age,
1270 Ave. of Americas, New York,
NY 10020.

Help Wanted | Help Wanted

Broadcast
Comptroller

Comptroller
Location Rome/Italy
Excellent Opportunity

Position requires fluent
ltalian, heavy background
television administrative
systems, procedures,
budgets and accounting.
Send resume to: Box
7285, Television/Radio
Age, 1270 Ave. of the
Americas, New York, NY
10020.

YOUR MESSAGE
BELONGS HERE!

Assistant Sales
Operations
Manager

Energetic manager will
supervise traffic operations
of CBS affiiate in Boston, MA.
A minimum of 5 years' pro-
ven traffic experience in a
major market coupled with
the ability to communicate
effectively with sales man-
agement are essential. A
working knowledge of BIAS
and Minipak traffic system is
essential.

Send salary history and
resume fo:

Mr. Joseph Chaplinski,
WNEV-TV, Inc,,
Government Center,
Boston, MA O2114.

WNEV

We are an Equal Opportunity Employer

NEED HELP?

If you are looking for executive personrnel, TELEVISION/RADIO AGE is the cost-
effective way to reach the most and best qualified prospects. Like you, they are
readers of these classified columns. Call M. Blaise at 212-757-8400.
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Washington Report

Eleventh Amendment
could give states license
to steal from broadcasters

The 11th Amendment to the U.S. Constitution
states: “The judicial power of the United States shall
not be construed to extend to any suit in law or equi-
ty, commenced or prosecuted against one of the Unit-
ed States by citizens of another state or by citizens or
subjects of any foreign state.”

What in the world does that have to do with broad-
casting? As several states, backed by some federal
courts, have been interpreting the amendment, it
means state-run entities, such as universities, can lift
programming from radio and television stations and
reuse it however they wish and not be sued for copy-
right infringement.

Sometime soon, the U.S. Copyright Office is ex-
pected to submit to Congress its recommendations on
the constitutional issue that could be of some impor-
tance to broadcasters. The issue also 1s before a U.S.
Appeals Court in Los Angeles and another in Rich-
mond, Va.

There are no indications yet that any infringement
of broadcast properties has occurred, but it is possi-
ble that unless the courts rule favorably, even univer-
sity-operated television stations could rerun commer-
cial programs without fear of challenge.

NAB steps in

The National Association of Broadcasters, without
identifying any problem that has cropped up so far,
submitted a brief to the Copyright Office asking it to
conclude in its report to Congress that “the federal
copyright laws are, and should be fully applied to
acts of infringement by states.”

The NAB filing, prepared by the staff of vice presi-
dent and general counsel Jeff Baumann, is general in
terms but states the organization “is concerned by
the recent federal court decisions” that appear to ig-
nore a 1973 ruling by the U.S. Supreme Court on a
similar matter.

In that case, Goldstein vs. California, the court said
Congress had the power under the copyright clause of
the Constitution (Article 1, Section 8, gives Congress
power “to promote the progress of science and useful
aris, by securing for limited times to authors and in-
ventors the exclusive right to their respective writ-
ings and discoveries”) “to subject states to liability
for monetary damages resulting from their infringe-
ment of another’s copyright.”

The NAB also is concerned, it says in its brief to
the Copyright OfTfice, that those recent lederal court
decisions “could result in the adoption of a hodge-
podge of differing levels ol state recognition of copy-
right interests such that one state would allow its
agencies Lo ignore or willfully infringe copyrights
while a neighboring state allowed its agencies to be
sued for such conduct.”

The brief suggests that the issue does not justify a
corrective effort by Congress yet. But if court deci-
sions yet to come down “‘result in a more definitive
judicial conclusion that Congress has not sufficiently
clarified its intent with respect to requiring states to
be accountable for copyright infringement, NAB
would then urge Congress to provide any such clarifi-
cation that might be necessary.”

The cases it is watching are BV Engineering vs. the
University of California, Los Angeles, and Richard
Anderson Photography vs. Radford University.

In the BV Engineering case, now before the Ninth
Circuit Court of Appeals, UCLA is accused of copy-
ing seven copyrighted software programs and docu-
ments associated BV. Last year, a District Court
ruled that since UCLA was an arm of the state of
California, the 11th Amendment protected it from
private suits.

NAB has endorsed the briefs of several publishing
organizations in behalf of BV Engineering. They said
Congress does have the power to abrogate the 11th
Amendment and that it already has expressed its in-
tent to abrogate state immunity to copyright in-
fringement suits.

The Anderson case, pending before the Fourth Cir-
cuit Court of Appeals in Richmond, Va., involves An-
derson’s charge that Radford University, a state-sup-
ported school, reused some of his work without Rich-
ard Anderson’s permission and without
remuneration. He said he had taken photographs for
the school’s student prospectus and that they were
later used in other publications.

Briefs in his behalf said that the states gave up
their immunity against copyright infringement suits
when they ratified the original Constitution contain-
ing the copyright provision. One said, “There i1s not a
shred of evidence to suggest that Congress intended
to leave states free to violate federal law by infringing
the rights of copyright owners.”

Single or dual system?

In its appeal to the Copyright Office for some clarifi-
cation of the matter, the NAB writes that the legisla-
tive history of the 1976 revision of the Copyright Act
“establishes that Congress clearly was concerned
with creating a single federal system to replace the
then-existing dual system.”

The AB brief notes that even the federal govern-
ment itself has consented to be sued in the U.S.
Court of Claims for copyright infringement.

The brief says, “Under the circumstances, copy-
right proprietors have a great economic stake in the
resolution of this issue. NAB believes that the exclu-
sive rights of copyright owners would be illusory and
severely diminished if states were permitted to in-
fringe those rights with impunity.”

Even if those two appeals courts issue a ruling in
favor of the position taken by the broadcaster organi-
zation, the matter will be far from resolved.

That means the ultimate resolution of the problem
will lie with the U.S. Supreme Court, or, in the mean-
time, in clarifying language enacted by Congress,
which itself could be challenged as unconstitutional.

_——

Television/Radio Age, May 2, 1988

www americanradiohistorv com


www.americanradiohistory.com

HISPANIC
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A hot market thats exploding.

Exploding with over $134 billion of buying power.
Reaching this market has been difficult—until now...

Announcing
Hispanic Media and Markets from SRDS

With Hispanic Media and Markets you can An Unbeatable Offer

target your advertising buy to the exact Subscribe to Hispanic Media and Markets
Hispanic media serving your market. Every- on a 20-day trial basis at no cost or obligation.
thing you need to know about Spanish See for yourself how it will help make your
language media is at your fingertips—media  job easier and your media decisions more
rates, closing dales, market data, programming  effective. An annual subscription includes four
facts, circulation figures, contact names, issues plus monthly update Bulletins.
contact numbers. To reserve your copy of the premier issue
R . of Hispanic Media and Markets, available in
One Source For Mulhple Media March[,)1988, fill out and return the coupon. In

Hispanic Media and Markets includes a hurry? Call 1-800-323-4588 or 312-256-8333.
detailed listings by media and

ADI for over 400 media serving ———————————————

the Spanish language market — radio, b= ® =0 Yes, enter my trial subscription to Hispanic Media and
television, daily and community Markets. If | am not completely satisfied | will return the

newspapers, business publications, HIS;%E:E rst issue within 20 days. ZFETR
consumer magazines, direct mail Yty Erclosed is my payment of $145

lists and outdoor advertising. TR [ Bill my company O Send me more information

: HISPANIC AN SARKETS i ’r. I o -
More Than Media ol e e

RADIO STATRING

HlSpaﬂlC Medla and Marke[s TELEVISION STATIONS

DWILY NEWSPAPERS

includes com prehensi\/e market Tl Address

data estimates for population, el Cily State Zip
hOUS@hOJdS, and other media/ Type af Business
market indicators for the top 30

Hispanic ADI.

Company

Telephone Number

Srds SRDS Circulation Department
oudl S aud 3004 Glenview Road, Wilmette, IL 60091
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il Hq one sells Spot Television better R
_ ‘than Petry salespeople. Our specially designed
LA and intensive tmining program shapes and molds

o - sales professionals who set the standard
% h for the industry. Their desire to be at the top .
AW - 'of the field. . .to finish first. .. makes them |

.} Spot TV's best sellers. After all, :
selllng Spot Television is our only business.

\
PETRY

Pet.li'y, Inc., The Original Station Representative
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