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HOW TO BREAK
INTO THE LUCRATIVE
HOME VIDEO MARKET. . .
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FOR TH=

’ *
ﬂ Michact Wiee

1986 372 pp Paperback
by Michael Wiese $16.95

For videomakers interested in pro-
ducing and distributing for the home
market, this book is sure to be the
most cost-efficient tool they can get.
It's straightforward advice on putting
together videos in all different
genres: how to develop ideas,
present projecls, negotiate con-
tracts; and finance, package, pro-
mote, market, and distribute the
product.

Author Wiese has a good track
record in the field, having authored
two related works in this field and is
former Director of Promotion and
Production for Showtime. A good
resource—even for the profession-
al—to spark ideas and stimulate
organization in projects.

Television/Radio Age Books
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New York, N.Y. 10020

Enclosed find $. . for
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TELEVISION/
RADIO AGE.

“I get more out of
Television/Radio Age because more
goes into it. It is accurate and
informative every issue.”
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Fisher Broadcasting Inc.
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STATIONS ADVERTISE IN
TELEVISION/RADIO AGE

THAN IN ANY OTHER MAGAZINE.
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Publisher’s Letter
I

Europe opens its pocketbook
to U.S. program suppliers

U nited States television programming sales overseas, especially to West-

ern Europe, are under increasing competitive pressures from foreign
broadcasters who, ironically, once eschewed Hollywood production values
as “‘too commercial.” Now it seems that TV viewers around the globe have
more in common than many state-owned broadcasters realized. They liked
Hollywood’s commercial values. And with the explosion of private, com-
mercial television around the globe, broadcasters and producers find them-
selves imitating U.S. standards in order to become successful distributors
themselves.

Indeed these same European producers claim to have gone Hollywood
one better, claiming their pacing is faster, their scripts sharper, and so
forth, That’s fine, because after all the talk, it’s the viewers who decide and
everything else will flow from that.

Frost & Sullivan. But before we begin to write off America’s influence—or
even dominance—in the business of supplying TV programs around the
globe, up pops a rather comprehensive study from the market research firm
of Frost & Sullivan in New York. According to the study, the evolution of
private commercial telecasting in Western Europe already is generating
well over $800 million for U.S. distributors, and that figure—despite Euro-
pean import quotas—is expected to hit the $2.7 billion mark by 1992,
That’s a pretty hefty number. The study, reported in the October 3 issue of
TV/RADIO AGE as well as our October international issue, says that total
U.S. TV program sales worldwide now stand at $1.3 billion, expected to
grow to $3.6 billion in 1992.

While Western Europe will account for the lion’s share of U.S. program
exports, Frost & Sullivan appears to be pretty bullish on Japan, seeing that
country’s $318 million spending on U.S. programs soar to $715 million by
1992. While the European figures seem to be on the money, we question the
report’s optimistic evaluation of the Japanese market. Even factoring in
the emerging DBS system in Japan and the strength of the yen against the
dollar, most U.S. program suppliers don’t see Japan so wide open for U.S.
shows. They cite language and cultural barriers among the principal road-
blocks to U.S. exports.

Overseas sales have grown from a lackluster sidelight for U.S. suppliers
into a big-time business. Indeed, many smaller U.S. distributors, unable to
make a go of it in the U.S. television market, have managed to hang on,
supported by overseas revenues while they get on their feet in the U.S.

Some tail. Right now, according to Frost & Sullivan, primetime programs
supplied to the networks will total about $1.66 billion in 1988, up only
slightly from $1.53 billion in 1987. But the cost of programming to the
syndication and cable markets, excluding feature films, was 80% higher
than the networks’ for a total of $2.97 billion. This combined $4.6 billion
figure is expected to grow at a modest 10-15% over each of the next five
years, nowhere near the hot pace of Western European sales.

“It seems predictable,” concludes Frost & Sullivan,” that by 1995 Euro-
pean program sales may grow to equal those in the U.S. ... Given more
dynamic growth in Europe than the U.S. and contlinued demand for Ameri-
can programming there, in Japan and elsewhere, it is quite likely that, for
many U.S. producers, the tail will begin to wag the dog.”

ey lht
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Final Edition

Battlecry sounds again: Save free TV!

broadcasters await marching orders;
but question is: Does the public care?

Does the public really care about
so-called “free” television? Will an
aggressive on-air promotion blitz
warning about the dangers of the
public paying for what it now gets
free do anything to alter the com-
munications evolution in America?
Or is the renewal of the “free” vs.
pay-TV war, which broadcasters
fought and lost almost a decade
ago, best left buried in time?

These are just a few of the ques-
tions that a newly formed Commit-
tee for Free TV is wrestling with as
it tries to decide just how far out on
a limb it’s safe to go.

The committee is the brainchild

“There were a lot
of people in the
room and everyone
had a different
viewpoint and we
were going around
in circles.”

of Milton Maltz, chairman of Mal-
rite Communications. He orga-
nized the meeting at ABC head-
quarters in New York on Sept. 29
(TV/RADIO AGE, Oct. 3), and it
included about 30 representatives
from each of the three networks,
the NAB, INTV and most of the
major broadcast groups.

“We didn’t really accomplish
much,” said Levitt Pope, president

of Tribune's WPIX (TV) New
York. He said the discussion by so
many people about so many issues
resulted in “nothing of substance”
coming out of the meeting.

Ben McKeel, TV vice president
for Nationwide Communications
agreed: “There were a lot of people
in the room and everyone had a dif-
ferent viewpoint and we were going
around in circles.”

McKeel, who along with five oth-
ers makes up the working task force
to draft recommendations to the
full committee, asks, even putting
aside the larger question of “Does
the public care?” about the issue,
what should the scope of such a
campaign be? For example, he said,
should it be narrowly focused to in-
clude on-air promotions extolling
the virtues of free TV, or should it
have a much broader mandate to
include lobbying or the formation
of a Television Information Office-
type organization (the NAB has
voted to disband T10)?

McKeel said the working group
is scheduled to meet later this
month and draft recommenda-
tions.

Maltz organized. Maltz has been
trying to get the committee orga-
nized for months. In a prepared
statement he circulated to the com-
mittee, Maltz warned: “Free televi-
sion has been taken for granted for
more than 40 years by viewers,
public officials, business and the li-
censees themselves. Today, free,

Beam sells two affiliates

Beam Communications has sold its NBC affiliate WDAM-TV Laurel-
Hattiesburg, Miss. and its CBS affiliate WCFT-TV Tuscaloosa, Ala. to
Heritage Broadcasting Group, a Detroit firm headed by Marie laco-
belli. Clyde Haehnle, senior vice president at R. C. Crisler & Co,,
Cincinnati-based broker that handled the deal, said the stations went

at 12 times 1988 cash flow.

Beam, which reportedly sold the stations in conjunction with a
restructuring of debt, retains NBC affiliate WPBN-TV Traverse City,
Mich. and its satellite WTOM-TV Sheboygan, Wisc., and KYEL-TV
Yuma, also an NBC affiliate. Heritage operates WXXA (TV) Albany-

Milton Maltz

“It s time the
greatest marketers
in the world start
telling their story
and selling the
benefits of

free television.”

advertiser-supported TV is endan-
gered. Increasingly, cable anc
VCR’s are siphoning programming
away from free TV; other technal
ogies, whether DBS, optical fiber oy
MMDS, threaten to accelerate the
trend. The ultimate result is nol
more choice or variety for the
American people. Instead, they will
be expected to pay for what they
once got for free through the Amer-
ican system of broadcast TV. ..
“It is time that the greatest mar-
keters in the world—TV broad
casters—start telling their own sto
ry and selling the benefits of fraet
television. . . We must together de-
sign and launch an ambitious ad-
vertising and promotion campai
to educate and inform the Ameri-
can public that the preeminance
and survival of free broadcast TVis
in their hands. -
“This is not an anti-cable cam-
paign, but a pro-free TV effort.”
But Maltz’s cable comment to
the contrary, the tone of the meet-
ing, according to many present, was

Schenectady-Troy, and independent, and AM-FM combos in El Paso (Final Edition
and Wheeling, W. Va. continued on page 12);
=
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‘A very different CBS’ set to debut,

as network preps new promotlon drlve

CBS will be staffmg up its Califor-
nia-based in-house promotion
unit—"but not to any major de-
gree,” said George Schweitzer,
CBS/Broadcast Group senior vice
president for communications.

Backer Spielvogel Bates, New

George Schweltzer

York, has been dropped from the
creative aspects of the CBS ac-
count—a year after landing the es-
timated $40 million account—but
continues to handle media plan-
ning and print advertising for CBS.

CBS’ promo staff, which num-
bers 35 in Los Angeles, now “will be
much more station-oriented, retail-
oriented” in its promotion,
Schweitzer said. The focus now will
be on content of programs rather
than the “generic” approach, “The
days of generic flagwaving are
over,” he said. “We’ll advertise
each show to its audience on its

“We will not
be creatively
handcuffed again.”

own merits.”

CBS lately has been calling on a
handful of “three or four” West
Coast agencies on a project basis,
including Jacobs & Gerber and
Chuck Blore’s radio promotion
shop. That approach means greater
flexibility, Schweitzer said, adding,
“We will not be creatively hand-
cuffed again.”

The new effort, including “all-
new music and graphics,” will be on
the air by Oct. 24 *“at the latest,” he
vowed, saying it will promote “a
very different CBS...a much
brighter much livelier promotion.”

“Much brighter.” On the paid me-
dia side, Schweitzer said, CBS will
be ‘“‘spending more and going
places we haven’t been before and
targeting audiences much more.”

Backer Spielvogel Bates had
been roundly criticized at CBS’ af-
filiates convention last June for
its proposed generic “Television
You Can Feel” campaign, which
was then shelved. Since CBS was
left with no summertime promo-
tional push for the fall season ex-
cept continuing last year’s “CBS
spirit—oh yes,” the network will
‘““start from ground zero,”’ as
Schweitzer put it.

ABC uses Grey Advertising, and
NBC hired D’Arcy Masius Benton
& Bowles last July, replacing
AC&R/CCL.

Battlecry sounds again: Save free TV!

(Continued from page 10)

decidedly anti-cable. Even Maltz,
speaking off-the-cuff at the open-
ing of the meeting, said, “These ca-
ble guys have been getting away
with murder.”

Also, INTV president Preston
Padden saw the campaign as a ve-
hicle for focusing attention on the
must-carry debate.

But Bob Kreek, president of the
Fox TV stations, said he wants the

campaign to focus not on the public
but on advertisers. “We've got to
bring the advertisers back from ca-
ble, radio, coupons in-store ads—
all these other options—and back
to broadcast TV.”

The meeting caught cable offi-
cials by surprise, and one cable ex-
ecutive, speaking not for attribu-
tion, said such a meeting raised all
kinds of antitrust questions.

—Jack Loftus

Cabler bumps |
Tennessee indie |
for Turner’s TNT

When Turner Network Television
made its cahle bow on Oct. 3, at
least one indie, WFLI-TV Chatta- |
nooga, found itself suddenly down-
graded by the local cable carrier.

To the indie, TNT"s arrival had |
an explosive impact. Though it was |
not quite gone with the wind on the |
Chattanooga Cable TV system, §
WFLI was bumped from channel}
28 to 31, the last channel on the
dial. TNT now occupies channel
28.

Chattanooga Cable, owned by
Scripps-Howards’s TeleScripps |
Cable Co., serves parts of Georgia |
and Tennessee.

At WFLI Ying Benns, general |
manager, lamented that her station |
no longer has the full cable cover- |
age it once had. That will have |
“some effect” on local and spot
sales, she guessed, but “it’s hard to |
say how much. ..Some viewers can |
still get us on UHF.”

Likely growth in local ad reve- |

“We won’t make
afuss... We'll
just hang in there.”

nues undoubtedly is a key factor in
TNT’s solid welcome by the cable
community, industry sources said.
Systems are getting four commer-
cial minutes an hour to sell locally, |
more than the norm in cable.

No fuss? Prior to a meeting with
TeleScripps execs on Oct. 5, Benns
said, “We want to see an improve-
ment. .. We won’t make a fuss” if
the system can restore some of
WFLI’s lost coverage and viewer-
ship.

Following that meeting, Benns
said that TeleScripps will continue
to ‘‘keep us on Channel 31 and par-
tial coverage...l cannot say it is
good. ..We'll just hang in there.”
She added that the cable system
promised to explore ways to help
the station.

(Final Edition
continued on page 14)
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The New York State Consumer
Protection Board is now trying to
resolve the feud between Madison
Square Garden Network—the re-
gional cable network in New
York—and Cablevision Systems,
the largest cable system in the re-
gion.

The long-simmering dispute
over how MSG should be marketed
and sold to Cablevision’s 500,000
regional subscribers reached the
boiling point recently when the
network went off the system. The
controversy involves major corpo-
rations, clashing personalities,
money (lots of it) and Major
League Baseball. As for the public,
it’s caught right in the middle.

MSG Network, owned by Gulf &
Western (Paramount, Simon &
Schuster, etc.) markets itself as an
advertiser-supported basic cable
service and is the home network for
the N.Y. Rangers (hockey) and
Knicks (basketball) among other
big-time events from ‘“the world’s
most famous arena.” The network
makes money by selling ad time
and charging cable systems a flat
fee per basic-subscribing house-
hold. More than two-million cable
homes in New York, New Jersey
and Connecticut pick up MSG.

Cablevision, however, has long
refused to sell MSG as part of its

Bob Gutkowski, head of
Madison Square Garden Net-
work, may have pulled the
coup of his career by wooing
the Yankees away from Cab-
levision and onto MSG.

N.Y. State enters bitter dispute
between The Garden & Cablevision;
are Yankees ready to tango, too?

basic cable package and instead
markets MSG as part of its own
Sportschannel pay service. Unlike
most other cable systems in the tri-
state area, MSG has no channel of
its own on Cablevision, so in addi-
tion to the loss of identity, MSG
can’t sell those 500,000 basic-ser-
vice customers on Cablevision’s
systems to its advertisers.

With G&W behind it, MSG may
well afford to talk tough, threaten-
ing to keep fans in the dark until
Cablevision comes around. But
Cablevision has demonstrated
some pretty deep pockets of its
own, for example, by ponying up
$550 million to acquire the Long
Island and Cleveland cable opera-

\r Sl dele J

Georg:e Steihbrenner, Yan-
kees owner, will be laughing
all the way to the bank.

tions of Viacom—a move that will
bring Cablevision about 124,000
customers on Long Island and an-
other 75,000 in Ohio—for a total of
1.3 million customers in 11 states.
And just to sweeten the pot for Via-
com, Cablevision tossed in an extra
$25 million for a 5% share in Show-
time/The Movie Channel.

With Cablevision getting bigger
all the time, MSG Network, under
the direction of Bob Gutkowski,
needs unrestricted access to those
basic-service customers in order to

Chuck Dolan, president of
Cablevision Systems, is furious
over an impending Yankees-
MSG television deal.

provide the network with the kind
of clout and revenue it needs to
move into the big time. That’s
where the New York Yankees come
in. |

Tit for tat. For years, Cablevision
president Chuck Dolan has regard-
ed MSG as little more than a sec-
ond-rate network and Gutkowski a
minor player. Dolan, after all, had
bigger fish to fry, and the linchpin
of his Sportschannel service was
the exclusive pay TV rights to most
pro sports events in the area—the
Mets, the Yankees, Islanders and
Devils hockey and Nets basketball. |
Cablevision had a virtual monopoly
on the New York sports scene (the
Knicks and Rangers are owned by
MSG).

Then one day Gutkowski had an |
idea. He convinced the powers that |
be at G&W that the Yankees could i

|

-

— -

be had for approximately $500 mil-
lion—that’s “had” in terms of ex-
clusive TV rights: cable, pay and |
over the air. It’s understood that |
Gutkowski and Yankees’ principal |
owner George Steinbrenner are on |
the verge of making just such a
deal, taking advantage of a window |
in the Yankees’ contract with Ca- |
blevision giving Steinbrenner a
{Final Edition
continued on page 16)
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No gold medal for Brokaw newscast;
Olympics do more harm than good

Tom Brokaw couldn’t bring home
the gold from Seoul.

In contrast with Peter Jennings,
whose World News Tonight on
ABC got a ratings lift to No. 1 dur-
ing the two weeks of the Calgary

‘l

Gerald Jaffe, NBC’s vice presi-
dent for research, explained, “We
lost clearances on the west coast
due to the [newscast’s| feed pat-
terns” conflicting with the Olym-

pics coverage. Consequently,
- h

Tom Brokaw failed to get the boost from the Olympics that

ABC got during its coverage of the Calgary Winter Games.

Winter Olympics last February,
NBC’s newscast stayed in third
place, and even lost some audience
since the Olympics began.

Nightly News’ coverage dwindled
to 94% during the two weeks of the
Seoul Olympics, versus 99% ordi-
narily.

David Poltrack, CBS’ senior vigy
president for planning and re:
search, agreed that NBC’s “Olym
pics patina” was offset to a degre
by “some dislocation on the wesi
coast.” So far, he felt, “it’s hard t¢
read what the impact of the Olym.
pics will be on their newscast.”

In New York, Brokaw’s numbers
rose significantly during the Game
to a 20 share, versus a 13 in th
summer. The post-Olympics datalf
show Brokaw’s New York perfor-
mance back where he was before
the Olympics, with shares in th
low to mid teens.

At ABC, Paul Sonkin, vice presi
dent of audience research, agree:
that the preemptions and NBC
having to push its newscast into a
earlier time slot in some time zone
were factors. He couldn’t resist on
barb, however. “Possibly it’s the
show itself,” said the admittedly
biased ABC exec.

Some agency sources felt thatls
the full impact of Brokaw’s visibili-§:
ty at Seoul during the Olympics as
well as the heavy two-week promo-§:
tion he and his newscast got withinf§s
the coverage would show up in the§:
Nielsens for the week ending Oct.}:
7. But they didn’t. For the first#
post-Olympics week, ending Oct. 7,1
CBS’ newscast led with a 10.2/20,
followed by ABC’s 9.9/21 as NBCE:
again brought up the rear with at:

N.Y. State enters dispute between The Garden & Cablevision

(Continued from page 14)
buyout option.

Suddenly, MSG is no longer a
second-rate network and Gut-
kowski no minor leaguer; and Do-
lan is furious.

But Dolan also knows that to be
successful, MSG will have to mar-
ket a big chunk of the Yankees
games as part of its basic cable net-
work service, and by keeping MSG
off Cablevision Dolan can seriously
hamper MSG’s run for the big
time.

Final appeal. MSG went off Ca-
blevision on September 14, the
date its contract expired, and for
the past few weeks the two sides
have not spoken. Shortly before
MSG went off Cablevision, Gut-
kowski made an offer to keep MSG
on Cablevision’s pay tier for a 90-

day cooling-off period while talks

continued. But Dolan rejected the
offer, according to MSG.

“We were prepared to stay on for
90 days under their terms while we
talked,” said an MSG official, “but
they said no.”

Since no further talks appear to
be forthcoming, Richard Kessel of

Cablevision’s
virtual monopoly
on pay-TV sports
in New York would
be broken by the
Yankees’ defection
to MSG Network.

the New York State Consumer
Protection Board in Albany con-
tacted both sides in an attempt to

mediate the dispute. So far, howev-§..
er, he hasn’t been successful. |

Meanwhile, with the Rangersii:
hockey season now underway, a mi-j§
crowave (MMDS) company is tak-#
ing advantage of the blackout onf§
Cablevision by pitching its MSG#-
pay service to subscribers. MSG li-§
censes its service to the company,f
Microband.

To show the bitterness of the dis-#u
pute between Cablevision and}:
MSG, both companies held pressf:
conferences on the same day lastf;
August to denounce the other. Ca-§
blevision accused MSG of being§:
“manipulative,” while the Garden¥:
accused Cablevision of being anil
“unregulated monopoly.”

The whole broohaha was
summed up by Madison Squaref#:
Garden’s corporate president Rich-§:
ard Evans, who said, “It’s like a la-
bor strike. Nobody wins.”

16

Television/Radio Age, October 17, 1988

www americanradiohistorv com



www.americanradiohistory.com

Katz. The best.

www americanradiohistorv com


www.americanradiohistory.com

FINAL EDITIOMN

- Wall St. unsure Knight-Ridder can get
top dollar for its eight TV affiliates

Knight-Ridder will not have an
easy Lime selling its eight TV affily
ates—not If they're looking for the
| cash-flow multiples of recent years
That appears to be the consensus
of Wall street and the brokerage
community following the news that
the eight stations were on the
block. However, there was also a
feeling that they represented a
good deal for the right party, since
not many medium-size affiliates
have been available

Says Greg Dougherty, senior vice
president of Henrv Ansbacher Ine
"People now realize that a lot of
buyers overpaid for TV stations in
recent years and now have heavy
debts to service. Shoppers are now
taking longer to make up their
minds.”

There's also concern about the
future level of business for TV af-
filiates as well as disappointment
about station time sales this year,
added Dougherty.

Performance factor. Curtis Alex-
ander, an analyst for Eberstadt
Fleming, feels the performance of
the Knight-Ridder stations leave
something to be desired. He pro-
jects revenues of $105 million this
year, with a cash flow of $29 mil-
lion, a 28% margin after deprecia-
tion and amortization are factored
in.

At a cash-flow multiple of 14
times, Alexander put the group’s
value at about $400 million. He
doubts the stations could be sold
for $450 to $500 million, as some

have estimated, and savs Lo some
estimates of the group's value are
well below 2400 million

One Wall Streeter said some of
the station prices set by buvers
these davs are down to 117
cash flow

Ed Atorino, managing director at
Smith Barney, estimates K-R
Broadcasting cash flow at £35¢
million in '86 and $31.8 million in
'R7. He figures about the same cash
flow in 'B8 as in ‘87, As for business
this vear, he sees revenues up
through August

fir
Liimes

Lots of debt. K-R': decision to =ell
its TV station group, after buving
three of the eight stations from
Gannetl over two vears ago, {ol-
lowed their assumption in July of a
large debt to buy Dialog Informa
tion Services for 353 million and
7.5% of the Storer Cable operation
for $112.5 million.

Alexander said Knight-Ridder
paid 17.7 times cash flow for Dialog
in a bidding war that included
AT&T, Dun & Bradstreet, Dow
Jones and Mead Data Central, the
second biggest data base company
after Dialog. He also noted that the
K-R stations only represent 5% of
the company’s sales and 4.7% of
earnings.

K-R kicked off its station acqui-
sitions campaign in 1978, when 1t
bought three stations from Poole
Broadcasting, WTEN (TV) Alba-
ny, WPRI-TV Providence and
WJRT-TV Flint. In 1981 it bought
WTKR-TV Norfolk for 48 million

sion and Tri-Star Television.

Murphy's Romance.

cases.

Pictures, said Thurston.

Feature package from Col TV

Columbia Pictures Television will introduce its first feature film pack-
age to stations under the merger involving Columbia-Embassy Televi-

The package, Columbia Showcase I, consists of 22 titles which have
won a combined 40 Oscar nominations, according to Barry Thurston,
president, syndication at CPT. These include such film goodies as
Tootsie, A Passage to India, Hope and Glory, A Soldier’s Story and

Showecase I will be sold on a cash basis, with six runs over four years,
said Thurston. Titles will be released for airing beginning next fall
according to availability date. Release dates are through 1993 in some

First two markets being pitched will be New York and Los Angeles.
Plans call for future packages to be released every 12-18 months,
depending on the release output from Columbia Pictures and Tri-Star

from Landmark; in 1983, WKRN
'V Nashville from General Elee
tric for 838 million and in 19
KOLD-TV Tucson, KTVY (TVY
Oklahoma City and WALA-TN
Mobile from Gannett for $160 mil
Hon

Action Media
buys 50% of
Casablanca IV

Action Media Group has bought
Y% of Casablanca IV in a covens
ture arrangement entailing the for-
mation of a new company, (nasa-
blanca/AMG
I'he new firm will handle clear-
ances of both AMG lJI’iullj:T_ “:lh
the exception of The Wrestling
Network, and Casablanca’s. AMG
will continue to sell its own barter
shows, A= 4 separate entily but now
will sell harter shows from Casa-
blanca, under its own name
Both parties will |n||rur!1|1'e
shows that may be syndicated hy
outside entities. Included in the
new deal is Crimes of the Century,
a first-run weekly series from (Casa-
blanca that will be launched in Jan-
uary. Another Casablanca show,
Celebrity Secrets, will be sold by
LBS Communications, under mar-
keting arrangement struck befor
the AMG deal, notes Rick Pack,
AMG president and chief operate
ing officer. Robert Sillerman, wh
recently purchased Seltel for about
$20 million, 1s a minority stock-
holder in AMG.
Crimes of the Century, whic
was offered for a fall 1988 start, w
pulled back because of clearan
problems. But according to Rich-
ard Gold, Casablanca president,
the docudrama series has cleare
67% of the U.S. households
enough to make it a go, he says. Th
series is being offered via barter
with four minutes for local sale an
three retained by the new venture.
The half-hour game show Celeb-
rity Secrets will be marketed on
cash-plus-barter basis, said Gold.
with Casablanca keeping two 30s ip
each episode. Celebrity Secrets wi
be hosted by Bob Eubanks, an
Gold said a pilot, which cost a hefty
£400,000. will be shown to reps thi
week in New York.
Secrets features five differen
celebrities each week.
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).6/20.

During the second full week of
Dlympics coverage, ending Sept.
30, NBC’s newscast averaged a 9.6
ating and 21 share, trailing CBS’
8/20 and ABC’s 10.0/20. For the
dweek ending Sept. 23, week one of
he Olympics, CBS led the dinner-
ime news ratings with a 10.1/20,
hile its rivals were in a virtual tie
h9.8/21 for NBC and 9.8/20 for
ABC).

In the pre-Olympics week ending
ISept. 16, meanwhile, CBS’ Dan
ather led with a 10.8/22 average

as ABC ran second at 10.3/21 and

iGranite closes deals
for two midwestern
Itelevision stations

he newly formed Granite Broad-
geasting has closed its first two ac-
Hguisitions—of WEEK-TV Peoria,
dlll., from Price Communications
and KBJR-TV Duluth, Minn.,
rom RJR Communications. Both
ware NBC affiliates.
44  Approved by the FCC as a mi-
dnority-ownership situation, the ac-
uisitions launch Donald Cornwell,
a former investment banker with
Goldman Sachs, and Stuart Beck,
attorney, into broadcast man-
agement careers. Cornwell said
both will devote full time now to
he broadcast venture.
1 Cornwell owns 55% of voting
stock and Beck 456%. Cornwell adds
A4that more than $10 million in equi-
Mty has been raised from institutions
Jand individuals including James L.
AGreenwald, chairman of Katz
ommunications, which continues
fto represent both stations; talk
Ashow host Oprah Winfrey; Gold-
fman Sachs and “friends from Gold-
il-' nan Sachs.”
Robert Rich, principal share-
dholder of RJR, also is an investor
fand a director of the company but,
Aaccording to Cornwell, has elected
Anot to remain in a management ca-
Apacity, Robert Kalthoff, former
Avice president of Beam Communi-

ations, another investor, will be
president of the company’s Mid-
western Television Group—now
onsisting of these first two sta-
.fions—and will operate out of the
Duluth station.

Rating Council resolves a dispute,
decides not to validate methodology

The dispute at the Electronic Me-
dia Rating Council over whether to
extend its examination of rating
service methodology has been re-
solved—for the moment, anyway—
in favor of confining its basic func-
tion to auditing the services.

The issue, debated at the Sep-
tember 23 meeting of the EMRC
board, was whether to validate
methodology or stay with the cur-
rent policy of examining whether a
rating service “‘does what it says it
does.”

John D, Sawhill, vice president
and general manager of WJAR-TV
Providence, who was elected chair-
man of council, said that it was de-
cided that “at this time, it is not
effective to get into validation.”
The council, he reported, wants to
avoid “adversarial points of view.”
It cannot, he maintained, get into
who is doing best, for example, as
between the Arbitron and Nielsen
local TV rating services.

If the EMRC went ahead on vali-
dation, said Sawhill, it would usurp
other research going on, such as
that by the Committee on Local
Television Audience Measurement
(COLTAM). “We should do what
we do better and work more closely
with the rating services.”

EMRC will be
satisfied that
rating services
Just do what they
say they do.

Sawhill had been described as in
favor of getting the EMRC into val-
idation, with the support, among
others, of the retiring council chair-
man, Gary Chapman, who is in
charge of the broadcast division of
Freedom Newspapers (see Final
Edition, September 19). One insid-
er believes support for the valida-
tion policy reflects a fear among
broadcasters of the effect of people
meters when they become installed
in local TV audience measurement.
They are especially worried about
data on children’s viewing levels,
he said. Another source expressed
the opinion that the issue of valida-
tion was still up in the air.

In addition to Sawhill’s election
as chairman, Tom McClendon of
Cox Communications was elected
vice chairman and David Poltrack
of the CBS Broadcast Group assis-
tant secretary and assistant trea-
surer. Melvin Goldberg, executive
director of the council, remains sec-
retary/treasurer.—Al Jaffe

Jacquemin promoted at Buena Vista TV

Robert Jacquemin has been pro-
moted to president, a newly creat-
ed position, at Buena Vista Televi-
sion. He had been senior vice presi-
dent of the Walt Disney Co.
subsidiary.

As president, Jacquemin will be
in charge of all operating activities
relating to the company’s first-run
and off-network programming. He
reports directly to Richard H.
Frank, president of Walt Disney
Studios.

" Jacquemin said his appointment
will not change Buena Vista’s pro-
gramming direction. But he does
see Disney stepping up its produc-
tion efforts in all areas of program-
ming, except in the network prime-
time area. “It will be business as
usual for me, but I see the produc-
tion end expanding, including new
opportunities on the networks and
for co-ventures overseas.”

Bob Jacquemin

Jacquemin joined Disney in
1985. Before that, he was executive
vice president, sales and marketing
at Paramount Domestic Television
and Video Programming.

(Final Edition
continued on page 18)
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Local morning news hits the spot for NBC 0&0Os

he recent expansion of its early

morning local news by WNBC-
TV New York is only the latest ex-
ample of local news emphasis in
that daypart by NBC-owned sta-
tions. And it will be followed by two
remaining owned stations in ex-
panding their early morning local
news.

With the cancellation of the
NBC Television network’s 15 min-
ute business show, Before Hours,
which ran on WNBC-TV from 6:30
to 6:45, general manager Bud Carey
decided to expand his local Morn-
ing Edition with Jane Hanson,
which had aired 6:45 to 7, to a half
hour. This took place Sept. 19.

But the object in expanding the
local news show was not just to fill a
hole, or to add local inventory. Oth-
er NBC-owned outlets had shown
there were audience opportunities
in early morning local news.

NBC TV stations president Al
Jerome points out that both NBC’s
Cleveland and Denver stations
have long done well with early
morning local news. WKYC-TV
Cleveland, for example, has been
running Today in Cleveland, a
news-and-talk show, for years. It
runs 6:30 to 7 and has personality
overtones, being anchored by news
reporter Dell Donahoo and public
affairs host Tom Haley. The show

Jane Hanson anchors WNBC-
TV’s newly expanded “Morn-

ing Edition” from 6:30-7. The

result has been a ratings boost
of more than 40%.

Al Jerome, president of the
NBC owned TV stations, says
there are big audience oppor-
tunities in early morning local
news.

regularly corrals shares in the 30s,
says Jerome,.

In Denver, KCNC-T'V hasrun an
hour-long (6-7) local news show for
seven years. Noting that Gannett’s
KUSA-TV also telecasts an hour of
local news at that time, Jerome
points out that over the seven-year
period, the HUT level during that
hour has risen from six to 18.

“Today in L.A.” The experience of
these two stations was not lost on
John Rohrbeck, general manager of
KNBC-TV Los Angeles. In May
1986, he started Today in L.A,
running it from 6:30 to 7 in place of
NBC News at Sunrise, which was
moved to a half-hour earlier, re-
placing an exercise show.

Sunrise doubled the audience of
the exercise show, Jerome says, go-
ing from about a 1/8 to a 2/17, while
Today in L.A. just about doubled
the audience of Sunrise, going from
about 2/15 to 4/27. Thus, while
Sunrise did not increase its audi-
ence, it held on to it even though it
ran a half hour earlier in a lighter-
viewing time period.

Furthermore, this led WRC-TV,

NBC’s Washington outlet, to start o
its own early morning news show @
this summer, following the July 4
weekend. As part of a news rejuve-
nation on the station general man-
ager Allan Horlick started News 4
This Morning at 6:30 to 7, replac-|
ing Sunrise, which was moved a
half hour earlier. Sunrise replaced
a checkerboard of public affairsi§
shows, which had been getting 1essT.
than one ratings, Jerome says.

As in the case of Los Angeles.
Sunrise kept its rating, though i
ran a half hour earlier in a lighter-
viewing time period. But News 4
This Morning, says Jerome, went
from about a 2/14 for Sunrise to a},
3/18. He concedes, however, thal}.
the ratings are still too early to call. §

Looking good. Meanwhile §,
WNBC-TV’s early Morning Edi-§
tion anchored by Jane Hanson is
looking good after two weeks®
though that situation is obviously®,
too early to call. But Jerome stil L
likes to point out that after abouti

two weeks the 6:30 to 7 time perioc ¥,
is up 42%.

NBC stations
are discovering
skyrocketing
audiences for
local early news.

That leaves Chicago and Miamij#
among the NBC 0&0s. WMAQ- %
TV Chicago was set to expand itshs
15 minutes of local news in the
morning to a half hour sometime in
the near future, says Jerome. Thell
Windy City outlet is now running
15 minutes of local news at 6:45,
preceded by 45 minutes of Sunrise |8
The decision to go for the locail
half-hour was made by WMAQ-|}
TV’s new general manager, Bok
Morse. |

And WTVJ(TV) Miami, whickfi
has been operated by NBC sincefs

last November, will begin a halifi.
i
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THE DOMINANT
NEW FORCE
IN LATE NIGHT.

Wherever it airs in late night time periods...

Los Angeles Norfolk
Boston West Palm Beach
Minneapolis Omaha
Phoenix Cedar Rapids
Monterey
...Hill Street Blues Blues delivers the goods in every
key demo.

In the programming war, if you want to beat the enemy
you have to take the Hill.
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Chuck Southcott does it his way
in reformatting KMPC for 35-plus

KMPC-AM Los Angeles, flagship
of Gene Autry’s four-station Gold-
en West Broadcasters, has become
the musical home of “the interpre-
tative performer” in middle-of-
the-road music.

With its sixth format change in
16 years, the once powerful MOR
mogul of southern California, is at-

tempting to ensnare a 35-plus audi-
ence and get away from the much
older demographic which had been
listening to its previous big band
and pre-rock 'n’ roll programming
through various format changes.
The station had sought to find a
secure niche for itself after talk and
a range of new evergreen musical
formats began to change the south-
ern California marketplace.

On Oct. 3, the station, 50,000
watts in daytime and 10,000 at
night, went fullbore into playing
what new program director Chuck
Southcott calls “the greatest hits of
all time” after one year of airing
Transtar’s live syndicated “AM
Only” service.

Southcott, who during his 32
years in L.A. radio has competed
against KMPC at non-rock AM
stations, KGIL and KPRZ, feels
“there’s a range of music which has
long been ignored, music by the in-
terpretative performer like Frank
Sinatra and Barbra Streisand.
We're giving them a lot of airplay.”

Under the format developed by
Southcott, who has worked as both
a disc jockey and program director
in L.A., KMPC is playing a combi-
nation of single record chart hits
and familiar songs by familiar art-
ists. He and John Felz, the station’s
operations manager, are computer-
izing a list of 3,000 tunes from
which the station’s personalities
can freely select material for their
air shifts.

In addition to playing music by
artists not normally heard on AM
radio any more—like Jack dJones,
Steve Lawrence, Eydie Gorme,
Anita Bryant, Johnny Mathis and
Count Basie, for example—KMPC
has also introduced 24-hour traffic

The station’s
seven-person
news staff has
a continuing
banter with the
DeJs.

advisory, one hour of old radio dra-
mas from 7-8 p.m. weeknights, a
greater emphasis on personality ra-
dio, and starting Oct. 24, a two-
hour sports call-in show week-
nights from 5 to 7.

Bill Ward, president of the Gold-
en West Broadcasters radio divi-
sion who oversees KMPC, sees an
opportunity for a resurgence in rat-
ings and listenership, tied into
what he calls the “revision” of the
station’s music. While Ward says
the station remains profitable, he
does admit that if ratings improve
from the 2.0 in the Arbitron sum-
mer book, “advertising will also im-
prove.”

Ward points to changing market
conditions in which pop music-ori-
ented KFI has gone to a talk for-
mat, with the exception of the
morning Gary Owens-Al Lohman
show; soft adult contemporary
KIQQ(FM) is in the process of be-
ing sold; and former FM beautiful

music outlets KBIG and KJOQI
have become more contemporary'
pop. “There’s no place to hear mu-
sic by a lot of the artists who we are
playing,” he says.

Can KMPC return in 1988 to the
vaunted No. 1 position it held as an
MOR kingpin of the ’60s? *“I don't
think we can return to the position
we held in the '60s when there was
no FM competition,” admits Ward.
“We will be happy staying in the
twos. With so many competitors in
the market [87 stations of which 49
are measured in the ratings], you
can make nice money being in the
top 10. Being a high two, you can be
number seven or eight in the mar-
ket.”

In the latest Arbitron summer
ratings, urban contemporary|
KPWR-FM remains the No. 1 sta-}
tion with a 7.4, followed by contem-|
porary hits KIIS-AM-FM, 6.9; talk
KABC-AM, 5.7; adult contempo-f ..
rary KOST(FM), 5.0; and album-! *
oriented rocker KLOS (FM), 4.3, °
During its heyday, KMPC used to}
reap 17 ratings in the Pulse and|
Hooper surveys, according to
Southcott. i

KMPC is banking on its DdJ line-[
up and its growing list of artists as’ *
the one-two punch for attractingf *
listeners to add to those who tunej *
in for the strong sports roster off""

Johnny Magnus

Angels baseball (owner Autry’s|
team), UCLA football and basket-|
ball and Rams football.

The 6-10 a.m. drive shift is the
domain of Robert W. Morgan, who/,
replaced KMPC's legendary morn-
ingman Dick Whittinghill in 1979,
followed by Scott O'Neil, 10-3 a.m.
(with the station on and off for 10f
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our of early morning local news
(also 6:30 to 7) on January 1, when
CBS affiliation runs out. The
receding half hour will be occu-
pied by Sunrise. Dick Lobo, gener-
al manager of WTVJ(TV), made
the decision,

Wrapping up all these changes,
Jerome comments, “This is not just
#a windfall. The reason for doing it
is viewership. The lineup of Sun-
Frise, local news and T'oday is a good

NBC budgets for
local morning news
have gone up 45%
in the last 10 years.

lineup.”

Jerome could not resist a bit of
philosophy. “We are flooded with
distribution systems,” he says, not-

ing that the broadcast station is no
longer the sole funnel for program-
ming.

So, “What is our longtime role?”
It’s to transmit local news, public
information, public affairs, Jerome
says. “Our [station] budgets for
these has increased to about 40 to
45% over the past 10 years.” Some
stations ae cutting back on news,
says Jerome, but not the NBC
0&O0s.

ABC’s Good Morning America and
§CBS’ This Morning had hoped to
benefit from Today’s absence from
the early morning, but NBC's
Seoul Olympics coverage won the
daypart, although not by as much
‘las it had projected.

“The Olympics did better than
we normally do with Teday,” said
Gerald Jaffe, NBC’s vice president
for research projects. “The other
H3uys didn’t benefit because we put
on competitive programming.”

NBC had the Olympics morning
data broken down for the 7 a.m. to
10 a.m. span Monday through Fri-
day. For the week ending Sept. 23,
#Week 1 of the Olympics, NBC aver-
aged a 5.3 Nielsen rating and a 27
share, Although that was 18.5% be-
low NBC’s early morning projec-
tions, it still was above Today’s lev-
Is. During the pre-Olympics week,
oday scored a 4.5/19 for 7 to 9
1.10. time.

For Week 2 ending Sept. 30,
NBC’s Olympics coverage, hosted
oy Jane Pauley and Gayle Gardner,
slippgd closer to Today levels, with
14.7/26.

o bragging. However, GMA’s
numbers also dropped off that
week. After having done well the
Mfirst week—its 4.1/19 average post-
Mling a slight uptick from 4.0/19 the
Mweek before—GMA slid to a 3.8/18
uring the second Olympics week.
M{The ABC program had scored a
.0/19 in the week ending Sept. 16.)
A CBS’ This Morning averaged a
2.4/11 in its first Olympics face-off,
en inched up to a 2.5/12 in week
#2—thus matching its performance
" Mor the week before the Olympics.
At ABC, Paul Sonkin vice presi-
lent of audience research, said that
uring week 1 of the Summer
¢ Games, “Some new audience came

“Today"

—It’s still No 1.

in for the Olympics. HUTs in-
creased, total viewership increa-
sed.”

At CBS, David Poltrack, senior
vice president for planning and re-
search, said, “The important thing
from our perspective is that a year
ago CBS had a 2.0” and now is at
2.5. After gaining, as did its rivals,
from the Hurricane Gilbert watch
in September, This Morning

{ABC & CBS show little improvement durmg ‘Today hiatus
=

stayed in the 2.4 to 2.5 range
throughout the Olympics.”

Without Today present, he add-
ed, “our hope was that we'd get
some sampling, and we're con-
vinced that has happened.”

Some viewers no doubt switched
back and forth from news to the
Olympics, Poltrack said, so “the
big test” will be for CBS to hang
onto those viewers.

e BRI

Local news wraparounds grow

Wrappmg local news broadcasts around network evening news is be-
coming an mcreasmg practice. A Television Information Office study
of early evening news programming reveals that 140 affiliates telecast
' 30 minutes of news both before and after the network news during
~ May. The TTO found that that’s an increase of 19 affiliates over May a

year ago and 32 more than May '86.

The m&y based on Nielsen data about 627 affiliates, also showed
w - more half-hour local newscasts in early fringe time follow
WW

. NNews.

k.news ﬁ'm;n precede it, there appears to be a recent shift in
vever, almost all affiliates with one- -hour news-

: eﬁn fél-l;lﬁ ﬂ:ﬂ#lﬁﬂh affiliates switching to 90-minute local
hefare the network news.
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TV Business Barometer

August local TV
increased 6.3%

Local TV time sales showed a per-
centage increase in August that was
just about the same as in July. This
means that it was acceptable but
nothing to brag about. It also
means local business for the sum-
mer is running a little behind the
first quarter and the second quar-
ter in growth rate. But local is still
running ahead of national business
in percentage gain for the eight-
month period.

Local time sales were up 6.3% in
August, compared with an increase
of 2.8% for spot. Local was not only
ahead of spot in the August per-
centage increase, but in dollars,
too.

The volume of local time sales
was $504.6 million, up from $474.7
million the year before and well
ahead of spot’s August time sales,
which came to $452.1 million.

August was the second month
this year in which local dollar bill-
ings were higher than spot’s. Local
topped spot in March also.

While the local percentage in-
crease in August was about the
same as in July, the Standard
Broadcast Month (SBM) situation
differed. August was a four-week
SBM this year and a five-week
SBM last year. On the other hand,
July was a five-week month this
year and a four-week month last
year.

Therefore, August was a little
better than it looked and July was a
little worse than it looked. This is
because some of the smaller sta-
tions report on an SBM, though
most of the sample reporting to TV
Business Barometer employ the
calendar month for comparison
year-to-year.

For the eight months through
August, local time sales are now
$3,744.3 million, up from $3,457.9
million during the corresponding

|

period last year. That's an increa‘s;}
of 8.3%.

The local total compares with
$3,915.4 million for spot, but the
latter is only up 5.1%. Spot is now
only $171.1 million ahead of local
for the eight-month period.

The medium-size stations had
the biggest increase in local billings
during August (see numbers be-
low), while the other two brackets
were about tied in percentage in-
crease.

As for network compensation,
August turned in the worst perfor-
mance of any month so far this
year, following a July that regis-
tered the biggest percentage in-
crease.

Network comp in August was off
3.8%, while the July figure was upl -
3.4%. The station take in August
came to an estimated $40.0 million,| =
compared to $41.6 million the year| .
before.

For the year-to-date networkl-:
comp stood at $306.8 million, as
against $307.3 million for the eight
months of last year. That repre-
sents a decline of 0.2%.

T —

August

Local

business +6.3%
{millions)

1987: $474.7 1988: $504.6

Changes by annual station revenue

Under $7 million . ... ... .. +5.0%
$7-15million ........... +10.5%
$15 millionup .. ....... .. +5.3%

Network
compensation —3.8%

(millions)

1987: $41.6 1988: $40.0

Changes by annual station revenue

Under $7 million . ... ... .. —-1.1%
$7-15million .. ......... ~3.1%
$15millionup ... ........ —4.3%
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W. Morgan

pars); Jim Lange 3-7 p.m., who
ame to KMPC from Autry’s San
srancisco AMer KSFO in 1983;
‘ohnny Magnus, “the Prince of
Jlarkness,” with the station on and
'ff 15 years, who favors jazz and
{ lues music; and Don McCulloch,
idnight—-6 a.m. since 1982, who
l outhcott calls an “interim” over-
ight host, as the station has been
| dvertising for the timeslot. But,
L dds Southcott, McCulloch could
‘ideed stay in that slot.

. On weekends, Pete Smith, with
e station 26 years, and Larry Mec-
.ay, are the regular hosts, filling in
wots where there are no sports or
yndicated programming.

e-day week. KMPC’s well-paid
ersonalities work five days, which
puthcott, who plans to do some
irtime himself, admits is an un-
sual situation for major market
idio.

All the tunes are being tempo
ited from one to 10. The slowest
allad gets a one, “the most raging
iptempo” tune is a 10. The DJs
Ihust play a certain percentage of
ats from different time periods
om the '50s to now. During a one-
our block, an average of 15 songs
nould get played, with one-third
) one-half coming from both stan-
ard and chart listings. Everything
$as to have “solid adult appeal.”
etween 10-12 commercials are
in in an average hour; the top
rice for a 60-second spot is $300.
There is room in the format for
ew tunes by the likes of Johnny
fathias, Toni Tennille, Linda
ionstadt and Bobby McFerrin, for
ample. Notes Southcott: “We’re

not here to break hits, but we will
certainly be the first station to play
new tunes” by artists such as these.

The DJs strike to build links
with their audiences. They speak
regularly on the phone to callers,
and there are conversations be-
tween hosts and newsmen. The sta-
tion’s seven-person news staff, di-
rected by Bob Steinbrinck, just
doesn’t read the news con the hour
{and half-hour during drivetime)
and and then fade away. Their ban-
ter with the DJs gives them a great-

er on-air presence. The station re-
cently switched from UPI to NBC

News at its prime audio service.
Scott O’Neil has his 6,000 mem-
ber “lunch bunch” club which regu-
larly wins money and trips to places
in and out of the state. Morgan, dur-
ing his stint, has been giving away a
free trip on TWA in a phone-in
sports quiz contest. When Morgan
held his “booster bowl” where lis-
teners play flag football, some
10,000 showed up for the festivities,
—Eliot Tiegel
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DATES TO
REMEMBER!

The Television/Radio Age “ROAD TO
NATPE”© series is in its 10th consecutive
year.

This exclusive five-part series explores, 1n
detail, what stations are looking for in each
daypart, new product availabilities and the |
projected needs of independents, affiliates and
advertisers. ‘

This series takes the reader through INTV
into NATPE and BEYOND.

Companion pieces will further explore
subjects such as barter alliances, the shifting of
advertising dollars from network to
syndication, the growing importance of h
international program acceptance in the
launching of new product and the development «
of production consortiums. i

Television /Radio Age’s exclusive program
syndication coverage will continue through the
post-NATPE period and throughout the year.

The “Road to NATPE is a copyrighted [ea of TelevisionfRadiv Age.

—
I

www americanradiohistorv com


www.americanradiohistory.com

Inderstanding today’s TV audience is like trying to sclve
|puzzle. It takes many pieces to create the whole picture.
Jnly Nielsen can “put it all together”

lielsen Media Research combines technology, knowledge,
perience and resources to provide high-quality, value-
dded information to its customers. It's this combination
1at allowed us to deliver the first national sample of 4,000
lielsen People Meter households. On time. As promised.

ith Nielsen Media Research, there are no missing pieces.

ielsen _
nformation with Integrity

sen Media Research

pany of
DUN& Bradsireet Corporation

tting ItAll Together

USS[OINI
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International Report

BBC strengthens its U.S. operations
as Masters joins Reynolds in New York;
British on the acquisition trail, too

The BBC is giving its U.S. presence
some added clout by tapping Jack
Masters as president and chief ex-
ecutive of BBC/Lionheart TV. At
the same time, the British compa-
ny is looking around for potential
acquisitions in the U.S.

Masters, who will be based at the
BBC’s U.S. headquarters in New

Jack Masters joins BBC/
Lionheart from Samuel Gold-
wyn where he is vice presi-
dent, national TV sales.

York, joins the company Nov. 1, re-
porting to John Reynolds, head of
BBC North America. Masters is
leaving Samuel Goldwyn Co.,
where he is vice president for na-
tional TV sales.

Masters succeeds Frank R.
Miller who left BBC/Lionheart

earlier this year when it reorga-
nized and moved its headquarters
from Los Angeles to New York.
Reynolds took over the top BBC
job in the U.S. last February. He
had been general manager in
charge of coproductions for the
BBC worldwide. In the U.S., Reyn-
olds handles all BBC commercial

John Reynolds says nothing
will be decided until Masters
is aboard and they can think
things through.

operations—television, home vid-
eo, publishing and records.

Like some of its commercial
counterparts in the U.K., the giant
public broadcaster has been look-
ing to expand its business in the
U.S. beyond selling programs and
making coproduction deals (it co-

‘Betrothed’ looking for U.S. distributor

SACIS marketing director Sesto Cifola says he hopes to name a U.S.
distributor soon for the RAI-TV $25-million coproduction The Be-
trothed. Burt Lancaster, F. Murray Abraham and Danny Quinn head-
line a large international cast, many in cameo roles.

While the original budget was set at approximately $14 million,
production overruns have escalated costs to their present level. The
series now is in post-production following the recent completion of
nine months of shooting in Italy and Yugoslavia. Cifola will have a 20-
minute trailer, however, to show MIPCOM and MIFED buyers.

Hermes Films of Germany, Gevest of Holland and a Yugoslavian
production company are the other coproducers.

In addition to the 270 speaking parts, 10,000 extras were involved.

BBC expansion
could nvolve

TV, publishing,
records or video.

produced The Story of Hollywood
with Ted Turner’s new TNT net-
work, for example; and, of course,
earlier bought Lionheart).

According to Reynolds, the Beeb
also is “thinking of the future in
terms of North American acquisi-
tions. . .But this could be publish-
ing just as easily as television.” He
says nothing will be decided until
Masters joins the company “and we
get a chance to really think through
what we want.”

While acquisitions are attrac-
tive, Reynolds says the BBC’s first
priority in the U.S. is to sell. On the
TV side, that means Masters will
be out there pitching shows such as
The Singing Detective, East-
Enders and Mafia Wars.

In addition to selling, Masters |
will be involved in the BBC’s |

coproduction, program acquisi-

tion and planning operations. .
—-Jack Loftus |

Henson & NHK
in series pact;
HDTYV plans

Henson International and NHK
Enterprises of Japan have conclud-
ed arrangements for three major

joint projects. Details of the ven- -

tures include the creation of a crea-
ture specifically aimed for presen-
tation on high-definition TV. The
two companies will collaborate on
finding ways of fully utilizing
HDTYV for future Henson produc-
tions.

In the other ventures: Kermit,
Miss Piggy and other Muppet com-
patriats may soon be helping the

I

Japanese learn English in a series

of programs which the organiza-
tions are planning to develop. Also,
NHK has become the Japanese co-
production partner in a massive
worldwide programming project
contemplated by Henson.

Details of the project and 11 oth-
er international partners will be
named in the near future.
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november 1988
S M T w T F S

] 2 3 4 5
6 7 8 9 10 11 12

13 15 16 17 18 19

20 21 22 23 24 25 26

27 (28) 29 30

december 1988

S M T w T F S

1 2 3
4 5 6 7 8 9 10

11 @ 13 14 15 16 17

18 0O 21 22 23 24

19 2
25 27 28 29 30 3

Nov. 14—ROAD TO NATPE
Part I—(Daytime) Closes Ucl. 31

Nov. 28—ROAD TO NATPE
Part Il—(Late Night) Closes Nov. 14

Dec. 12—PRE-INTV ISSUE
ROAD TO NATPE
Part Ill—(Early Fringe) Closes Nov. 28

Dec. 26—INTV ISSUE

(distributed Jan. 3-8 in Los Angeles)
ROAD TO NATPE

Part IV—(Primetime) Closes Dec. 12

january 1989

s M T W T F S
| 2 3 4 5 6 7
8 (® 10 11 12 13 14
15 16 17 18 19 20 21
22 (23 24 25 26 27 28
29 30 31

Jan. 9—PRE-NATPE ISSUE
ROAD TO NATPE
Part V—(Prime Access) Closes Dec. 26

" Jan. 23—NATPE ISSUE

(distributed in Houston Jan. 23-27)

A COMPLETE OVERVIEW OF ALL
PRODUCT BEING INTRODUCED AT
NATPE including a directory of all
programmers, product and personnel
Closes Jan 9th

february 1989

S M T W T F S

] 2 3 4
5 6 7 8 9 10 11
12 13 14 15 16 17 18
19 21 22 23 24 25
26 27 28

FEB INTERNATIONAL ISSUE
(distributed in Monte Carlo, Feb 12-18)
The annual Monte Carlo Issue con-
taining an update of international
activity and a look at the new product

heing introduced at the market.
Closes Jan 23rd

Feb 20—POST-NATPE ISSUE
A recap of activity at NATPE includ-

ing a rundown of ‘“Go’s and no Go’s.”
Closes Feb 6th

To place your space reservation now, please call Mort Miller in New York
(212) 757-8400 or Jim Moore in Los Angeles (213) 464-3552.
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International Report

BBC strengthens its U.S. operations
as Masters joins Reynolds in New York;
British on the acquisition trail, too

The BBC is giving its U.S. presence
some added clout by tapping Jack
Masters as president and chief ex-
ecutive of BBC/Lionheart TV. At
the same time, the British compa-
ny is looking around for potential
acquisitions in the U.S.

Masters, who will be based at the
BBC’s U.S. headquarters in New

Jack Masters joins BBC/
Lionheart from Samuel Gold-
wyn where he is vice presi-
dent, national TV sales.

York, joins the company Nov. 1, re-
porting to John Reynolds, head of
BBC North America. Masters is
leaving Samuel Goldwyn Co.,
where he is vice president for na-
tional TV sales.

Masters succeeds Frank R.
Miller who left BBC/Lionheart

earlier this year when it reorga-
nized and moved its headquarters
from Los Angeles to New York.
Reynolds took over the top BBC
job in the U.S. last February. He
had been general manager in
charge of coproductions for the
BBC worldwide. In the U.S., Reyn-
olds handles all BBC commercial

John Reynolds says nothing
will be decided until Masters
is aboard and they can think
things through.

operations—television, home vid-
eo, publishing and records.

Like some of its commercial
counterparts in the UK., the giant
public broadcaster has been look-
ing to expand its business in the
U.S. beyond selling programs and
making coproduction deals (it co-

‘Betrothed’ looking for U.S. distributor

SACIS marketing director Sesto Cifola says he hopes to name a U.S.
distributor soon for the RAI-TV $25-million coproduction The Be-
trothed. Burt Lancaster, F. Murray Abraham and Danny Quinn head-
line a large international cast, many in cameo roles.

While the original budget was set at approximately $14 million,
production overruns have escalated costs to their present level. The
series now is in post-production following the recent completion of
nine months of shooting in Italy and Yugoslavia. Cifola will have a 20-
minute trailer, however, to show MIPCOM and MIFED buyers.

Hermes Films of Germany, Gevest of Holland and a Yugoslavian
production company are the other coproducers.

In addition to the 270 speaking parts, 10,000 extras were involved.

BBC expansion
could tnvolve

TV, publishing,
records or video.

produced The Story of Hollywood
with Ted Turner’s new TNT net-
work, for example; and, of course,
earlier bought Lionheart).

According to Reynolds, the Beeb
also is “thinking of the future in
terms of North American acquisi-
tions. . .But this could be publish-
ing just as easily as television.” He
says nothing will be decided unti]
Masters joins the company “and we
getachance to really think through
what we want.”

While acquisitions are attrac-
tive, Reynolds says the BBC’s first
priority in the U.S. is to sell. On the |
TV side, that means Masters will
be out there pitching shows such as
The Singing Detective, East-
Enders and Mafia Wars.

In addition to selling, Masters
will be involved in the BBC’'s
coproduction, program acquisi-
tion and planning operations.

—Jack Loftus

Henson & NHK
in series pact;
HDTYV plans

Henson International and NHK
Enterprises of Japan have conclud-
ed arrangements for three major
joint projects. Details of the ven-
tures include the creation of a crea-
ture specifically aimed for presen-|
tation on high-definition TV. Thel
two companies will collaborate on
finding ways of fully utilizing}’
HDTYV for future Henson produc-
tions, .

In the other ventures: Kermit,
Miss Piggy and other Muppet com-
patriats may soon be helping the
Japanese learn English in a series
of programs which the organiza-i
tions are planning to develop. Also,
NHK has become the Japanese co-
production partner in a massive
worldwide programming project
contemplated by Henson.

Details of the project and 11 oth-
er international partners will be
named in the near future.
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INTERNATIONAL REPORT

ina & Soviets
timers at

don Screenings

s MIPCOM draws to a close, final
angements are being made for
1e London Screenings set for Nov.
13.
Organizers hope to attract about
)0 buyers this vear, up from the
30 who attended last year’s inau-
aral screenings. Of that number
aly about 30 buyers will be from
p U.S., which, nonetheless, does
spresent an increase over last
sar, due largely to more buyers
pom PBS and the cable channels.

Most of the British ITV sales di-
ors say they are not bothered
¢y the relatively low U.S, atten-
nce since they regularly call on
.S. buyers during the yvear.

All buvers who do attend are
1ere by invitation, according to
sordinator Fenella Henderson.
Among the buyers from more
pan 50 countries expected, repre-
mtatives from China and the So-
iet Union will be attending for the
st time.

Although many of the ITV com-
ies hold in their own screenings
ach year, the joint screenings were
itiated following the demise of
London Market. As of last year,
h I'TV company is allocated one
more days to sell its product,
ith the independent Producers
gsn. screening all week. Thames
will continue to hold its tradi

onal weekend screening sessions

aring the last two days of the
PENINES. |

British satellite squabbles are just
so much birdfeed to most TV viewers

For all practical purposes until
now, the battle for prospective
British and European satellite
channel viewers has been fought
largely in the trades.

British Satellite Broadcasting
has been regularly announcing new
film deals, its latest an exclusive
arrangement with Cannon for more
than 50 features, including Salsa,
Barfly, Superman [V, Business as
Usual and Tough Guvs Don't
Dance. That follows other deals
with Warner Bros. and a coventure
with Warner and David Puttnam’s
Enigma Productions among others

Sky Channel has been signing up
journalists and well-established
British anchorpeople for its forth
coming round-the-clock news ser
vice.

For its part, Super Channel has
managed to attract a certain
amount of continuing attention on
two fronts: first, its flirtation with
affectionate suitors, including
Denver based United Cable. Sec
ondly, Richard Branson is trying to
return Super Channels principal
shareholder, Virgin Group, to pri
vate ownership by reacquiring all
the outstanding public shares

But now in a public showdown,
or at least an attempt at one, Sky is
charging BSB with misrepresent
ing Sky's reception capabilities and
has taken its case to the British Ad
vertising Standards Authority
This follows a BSB ad which ap
peared in five national newspapers
in which BSB listed the size of

axwell’s plum
some danger?
shert Maxwell has bought nearly
b of the French construction com-
ny Bouygues. Bouvgues is the
incipal shareholder of TFI in
nich Maxwell also has an interest.
Trading in Bouygues stock on
¢ French bourse has been hectic
' recent weeks amid speculation
e firm was about to be threatened
¥ & hostile takeover bid.
Maxwell's purchase reflected his
ncern about the possibility of
puygues being purchased by peo-
s with whom he would not be able
work.

Ads on which
satellite dish
is the best,
get a ho-hum
reaction from
the public.

dishes it said would be required to
receive Sky. The dish size stated in
the ad 1s larger than the size Sky
claims is needed

As almost evervone in the trade
knows at this point. BSB intends to
market a small, flat dish.

Amusingly, some commentators
have noted that the compactness of
the new BSB dish may actually be
CAUsSINE some concern ht-r.lll-u'
householders may not be able to
see that their neighbors own a dish

In any event, offended Sky exec
utives have hollered foul.

Who cares? Perhaps given the cur
rent attitude of the British public
toward satellite television, howey
er, the new medin entrepreneurs
might be better advised to invest
rlﬂ".l.hrn'

In & recent nationwide opinion
poll, an overwhelming majority of
the public said they wouldn't buy a
satellite dish. In farrness, of course,
observers point oul that the satel
lite question 18 being asked inavac
uum, No one, they explain, knows
what thev'll be missing until the
channels actually are available

France tries the people meter

A new people-meter ratings system is about to make its commercial
debut in France. Under the name Médiamat, the Médiamétrie com-
pany hopes to sell the new results to an advertising profession that is
increasingly dissatisfied with the existing Audimat service.

The Médiamat service possesses a number of new characteristics
designed to respond to criticism of the current system. For example,
the people meter figures will be available year round, including the
summer months, The sample size is increased from 1,000 to 2,000
households, covering all TV sets in the household, including VCR
usage. The geographical distribution of the households has been re-
adjusted, so there are no more than two people-meter homes in any one

small town or rural community.

Médiamat also will include children six years or older in its sample,
and provide breakdowns of the figures according to three different

child and adolescent age groups.

evision/Radio Age, October 17, [954
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Radio Report

National spot radio
strong in 3d & 4th qtrs.;
1989 outlook cautious

National spot radio took a healthy turn for the better
in third quarter, and radio reps are calling the fourth
quarter promising, too. Perhaps still more encourag-
ing for the long haul, the medium appears to be broad-
ening its advertiser base with more categories climbing
aboard.

To Bill Fortenbaugh, president of Christal Radio,
“Third quarter was, and fourth quarter is, a pleasant
surprise. After two or three years of going nowhere—
including this year’s first six months, we've finally
started to see real growth in many of our markets,
though not all. But of 13 sales offices, only one or two
are behind budget for third and fourth quarters.”

Ellen Hulleberg, president, McGavren Guild Radio,
reports national spot 5.3% ahead, January through
August, according to Radio Expenditure Reports, not-
ing that “August looks like it’s 5% behind. But when
it’s adjusted for last year’s five-week August, the
month was actually 15% ahead.”

She points to computers, the automotives and tele-
phone services as strong, active categories and says
McGavren Guild is looking for a 4 to 5% increase for
both fourth quarter and for 1988 as a whole. And that,
she adds, “is what we predicted.”

Bennett Zier, vice president, sales, CBS Radio Rep-
resentatives, reports the airlines “doing so well they’ve
stopped advertising, at least for the time being. 'That
sent us out looking for business elsewhere. We found it
in the automotive and retail areas. Also, Donald
Trump has been investing a nice piece of change to
advertise his Atlantic City Casino. So the industry
continues to outpace last year, and we continue to
outpace the industry. Third quarter turned out sur-
prisingly strong, and at this point, fourth quarter looks
quite promising too.”

The best. Carl Butrum, president of Eastman Radio,
calls third quarter “the best of the year, by far. Our
like-to-like stations are 24% ahead of last year. And
the most exciting good news is the number of catego-
ries that have been increasing their use of spot.”

Butrum quotes RER figures for first half showing
automotive up 30%, retail stores up 41% and restau-
rants 35% ahead of the 1987 half. At the same time,
entertainment’s use of spot radio registered a 46%
gain, financial services were 10% ahead, computers
used 56% more spot radio, and communications—
mostly telephone services—were up 19%.

Butrum adds, “The not-so-good news was that ma-
jor categories like food and food stores are up only 3%
and gasoline and oil only 5% ahead. And traditionally
strong radio categories like airlines and travel, beer
and wine, and soft drinks and farm business were flat
or down.”

At Major Market Radio Jeff Wakefield, senior vice

president, marketing and research, reports September
“looks like it should end 2 to 3% ahead. If it does, that
should put third quarter 5 /,% ahead. And if that's the
case, it will be one of the best quarters national spot
radio has had in the past two vears.”

Wakefield adds that the way it’s currently pacing,
“Fourth quarter may turn out even better. To date, it’s
been pacing 6 to 7% ahead. We'’re writing a lot of
business for October. Orders are moving so hriskly,
October could conceivably wind up with a 10% in-
crease. That’s especially surprising for a five-week
month. They usually hurt business instead of helping,
but not this October.”

WCCO sports web
on K-band satellite

How about a technical improvement that saves radio|
stations big bucks at the same time it multiplies adver-
tiser flexibility for retail chains?

Mark Durenberger, director of development for
WCCO Radio Minneapolis-St. Paul, says that while
the existing Midwest Radio Network, made up of an
AM-FM combo in each of six markets, reaches 5.5

“We’re the first
sports network
to be distributed
by K-band
satellite.”

Mark Durenberger

million listeners with one buy, the new WCCO Sports
Network offers great flexibility for retail chains that
keep changing their specials and need to switch copy
fast. This, he explains, is because “We’re the first
sports network to be distributed by high-power Ku-
band satellite.

He says Ku was selected because it allows affiliate
to install a receiving dish “at a fraction of the normallf
cost. And our computerized controls mean we can
change items and prices twice a day if an advertise
wants. Or we can feature different items in differen
markets for the same chain, or run updated price quo-§f
tations from a securities or commodity broker, whic
keep changing throughout the day.

As for costs to stations, Durenberger says that wher
the average sized receiving dish most stations use t
receive an ABC or NBC or CBS costs $3,000 to $15,000
for a digital system, “Our receivers are about half tha
size. The whole system comes in for under $1,000. An
our system can be installed in 24 hours, against week
for the normal dishes that require poured-concret
foundations.

Our receiving gear can be drilled into the ground like

32
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INTERNATIONAL REPORT

vhina & Soviets
irst timers at

ondon Screenings

s MIPCOM draws to a close, final
rrangements are being made for
e London Screenings set for Nov.
-13.

'Organizers hope to attract about
100 buyers this year, up from the
150 who attended last year’s inau-
baral screenings. Of that number
b aly about 30 buyers will be from
e U.S., which, nonetheless, does
l:present an increase over last
Wear, due largely to more buyers
om PBS and the cable channels.

I Most of the British ITV sales di-
“ectors say they are not bothered
Ty the relatively low U.S. atten-
bance since they regularly call on
© .S. buyers during the year.

§ All buyers who do attend are
liere by invitation, according to
“vordinator Fenella Henderson.
© Among the buyers from more
an 50 countries expected, repre-
Wintatives from China and the So-
et Union will be attending for the
b rst time.
& Although many of the ITV com-
anies hold in their own screenings
ach year, the joint screenings were
nitiated following the demise of
“ae London Market. As of last year,
ach ITV company is allocated one
r more days to sell its product,
lith the independent Producers
'ssn. screening all week. Thames
&'V will continue to hold its tradi-
sonal weekend screening sessions
aring the last two days of the
‘reenings.

axwell’s plum
some danger?

i obert Maxwell has bought nearly

wo of the French construction com-
any Bouygues. Bouygues is the
incipal shareholder of TF1 in
‘hich Maxwell also has an interest.
I Trading in Bouygues stock on
4e French bourse has been hectic
| recent weeks amid speculation
ue firm was about to be threatened
y a hostile takeover bid.
Maxwell’s purchase reflected his
sncern about the possibility of
ouygues being purchased by peo-
ile with whom he would not be able
rwork.

British satellite squabbles are just
s0 much birdfeed to most TV viewers

For all practical purposes until
now, the battle for prospective
British and European satellite
channel viewers has been fought
largely in the trades.

British Satellite Broadcasting
has been regularly announcing new
film deals, its latest an exclusive
arrangement with Cannon for more
than 50 features, including Salsa,
Barfly, Superman I'V, Business as
Usual and Tough Guys Don’t
Dance. That follows other deals
with Warner Bros. and a coventure
with Warner and David Puttnam’s
Enigma Productions among others.

Sky Channel has been signing up
journalists and well-established
British anchorpeople for its forth-
coming round-the-clock news ser-
vice.

For its part, Super Channel has
managed to attract a certain
amount of continuing attention on
two fronts: first, its flirtation with
affectionate suitors, including
Denver based United Cable. Sec-
ondly, Richard Branson is trying to
return Super Channel’s principal
shareholder, Virgin Group, to pri-
vate ownership by reacquiring all
the outstanding public shares.

But now in a public showdown,
or at least an attempt at one, Sky is
charging BSB with misrepresent-
ing Sky’s reception capabilities and
has taken its case to the British Ad-
vertising Standards Authority.
This follows a BSB ad which ap-
peared in five national newspapers
in which BSB listed the size of

Ads on which
satellite dish
1s the best,
get a ho-hum
reaction from
the public.

dishes it said would be required to
receive Sky. The dish size stated in
the ad is larger than the size Sky
claims is needed.

As almost everyone in the trade
knows at this point. BSB intends to
market a small, flat dish.

Amusingly, some commentators
have noted that the compactness of
the new BSB dish may actually be
causing some concern because
householders may not be able to
see that their neighbors own a dish.

In any event, offended Sky exec-
utives have hollered foul.

Who cares? Perhaps given the cur-
rent attitude of the British public
toward satellite television, howev-
er, the new media entrepreneurs
might be better advised to invest
elsewhere.

In a recent nationwide opinion
poll, an overwhelming majority of
the public said they wouldn’t buy a
satellite dish. In fairness, of course,
observers point out that the satel-
lite question is being asked in a vac-
uum. No one, they explain, knows
what they’ll be missing until the
channels actually are available.

France tries the people meter

A new people-meter ratings system is about to make its commercial
debut in France. Under the name Médiamat, the Médiamétrie com-
pany hopes to sell the new results to an advertising profession that is
increasingly dissatisfied with the existing Audimat service.

The Médiamat service possesses a number of new characteristics
designed to respond to criticism of the current system. For example,
the people meter figures will be available year round, including the
summer months. The sample size is increased from 1,000 to 2,000
households, covering all TV sets in the household, including VCR
usage. The geographical distribution of the households has been re-
adjusted, so there are no more than two people-meter homes in any one

small town or rural community.

Médiamat also will include children six years or older in its sample,
and provide breakdowns of the figures according to three different

child and adolescent age groups.
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www americanradiohistorv com

31



www.americanradiohistory.com

Radio Business Barometer

August spot up
18.1% (adjusted)

There was a sudden surge of spot
radio business this past August,
making it the best month of the
year to date, according to Radio
Expenditure Reports, whose fig-
ures are based on data from reps.

The increase, it must be noted, is
an adjusted figure, required by the
difference, year to year, in the
Standard Broadcast Month
(SBM).

Billings were literally down in
August from last year, but, as it
turned out, August 1988 was a four-
week SBM and August 1987 was a
five-week SBM.

Spot radio time sales this August
came to $88,116,600. This was
down from $93,247,600 last year,
but when the adjustment is put
into effect-—down-grading last
year’s August to a four-week fig-
ure—the August ’87 total is cut to
$74,598,100. So while the unadjust-
ed result comes to minus 5.5%, the
adjusted figure is boosted to plus

The next best month to August
In 1988 was March, which was up
11.2%, also an adjusted figure and
also adjusted because the current
SBM was four weeks and last year’s
SBM was five. March shows the
only other double digit percentage
increase for the year-to-date.

Another fact worth noting is that
the August hike follows the worst
month of the year-to-date. July was
down 2.6%, also an adjusted figure,
since July this year was five weeks
and July last year was four.

The market groups were all down
before adjustment and all except
one up substantially after adjust-
ment. The exception was the top 10
markets.

The latter market group was
down 8.5% before adjustment and
up only 4.4% after adjustment to
$32,638,300. Last year’s billings of
$35,668,700 were reduced to
$28,535,000.

The best performing market
group was the 51-plus category,
down 0.7% before adjustment and
up 24.1% after adjustment to
$21,946,800. Last year’s billings of

$17,687,900. !

Next best performing market
group was the 11th-to-25th, down
4.6% sans adjustment and up 19.3%
to $20,064,000 after adjustment.
Last year’s billings of $21,027,000
were chopped to $16,821,600.

The final group, the 26th-to-
50th markets, went down 6.7% but,
after adjustment, were up 16.6% to
$13,467,500. The 87 billings were
cut from $14,442,000, to
$11,553,600.

Year-to-date $$

Year-to-date figures, unlike those
through July, are now unadjusted,
since the Standard Broadast Cal-
endar through August shows 35
weeks for both this year and last.

This year’s spot radio total for
eight months comes to
$628,766,100, vs. $600,475,000 last
year. The January-August increase
comes to 4.7%.

As for market groups to date, the
RER figures show the top 10 mar-
kets up 5.0% to $236,477,800, the
11th-to-25th markets up 2.1% to
$137,810,800, the 26th-to-50th
markets up 5.7% to $97,819,500 and
the 51-plus markets up 6.1% to

18.1%. $22,109,900 were cut to | $156,658,600.
o =
£

110 ‘

100 T «[ ;
Au_gust | R ,1 (\ ,
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RADIO REPORT

 telephone pole or placed in a roof bracket on top of
your building.”

The new radio network will broadcast Minnesota
ikings football over 50 affiliates in Minnesota, North
and South Dakota, lowa and Wisconsin and is project-
ing a reach of over two-million listeners. University of
Minnesota football will be networked to 20-plus affili-
ates with an estimated reach of more than 1,250,000.
And 20 stations will be rebroadcasting Minnesota
North Stars hockey originated from WAYL Minne-
apolis.

iAccent on creativity:
‘A one-man show

4 second impressive demonstration of radio creativity,
4l the more impressive in that it’s the single-handed
dhutput of one man, is the performance of Jeff Geessen,

roduction director of WLPO/WAJK(FM) LaSalle,

ol Geessen picked up five of the 25 Orson Welles
Mwards presented by the Radio Advertising Bureau to
idhonor excellence in local radio commercial production
ifluring 1987. He took Orsons in the supermarket, de-
bartment store, bank, professional services and hospi-
#al categories for his market size.

His secret of success?

Geessen says it’s “being different: looking at each
#hew client in a new way. I start by looking at the new
lient’s business, at his competition, at his problems.
hen 1 try to figure out how to beat his problems by
rst grabbing the listener’s attention, then delivering
1 message so different, he’ll remember it because he
ever heard one like it before. That’s instead of set-
&ling for a straight presentation of the copy points the
-Bitation salesman usually brings back from a new
Jlient.”

His advice for agency creative people? “You know in
Aour own gut when a great gag or a good new angle hits
Aou. Don’t waste time pulling it apart and trying to
‘Binalyze why it’s great from 18 different directions.
#lust go ahead and do it.”

‘War of the Worlds’:
The sound that sells

It was 50 years ago, back in 1938, that Orson Welles
simulated a radio “news report” of Martian invasion
so realistic that listeners abandoned their homes, bun-
dled their families into cars and took off toward what
they hoped was safety.

If radio can sell that kind of fiction, think what it
can do for a real product.

McGavren Guild Radio likes the idea so much it’s
gone in with the National Endowment of the Arts to
provide major funding for ‘“‘the first authorized radio
remake” of War of the Worlds, with a cast that in-
cludes the likes of Jason Robards, Steve Allen and
Douglas Edwards as radio newscasters. The present-
ing radio station is WGBM Boston, and the produc-
tion company is OtherWorld Media. And the recrea-
tion of drama, originally written by Howard Koch, is
being offered free to all public radio stations in the
U.Ss.

Over 200 public stations have signed up so far, and
the national broadcast is scheduled for Halloween
Eve, October 30, not long after launch of the weekly
syndicated television version out of Paramount.

But to McGavren Guild president Ellen Hulleberg
and chairman Ralph Guild of parent company In-
terep, War of the Worlds is more than art for art’s
sake. Tothem, both the original and new 50th anniver-
sary versions are ideal demonstrations of how sound
alone—words, music, and effects—can move listeners’
imaginations to form their own pictures in their own
heads. The way they see it, and many an agency media
expert agrees, those who can stand to benefit most
from such a demonstration are agency creative people.

With this in mind, McGavren has based a major
creative presentation on the new production, and a
trio from the award winning production team who
created it: director David Ossman, producer Judith
Walcutt, (a.k.a. Mrs. Ossman) and Oscar-winning
sound wizard Randy Thom (for The Right Stuff).

The presentation premiered before agency creative
guests at Windows on the World atop New York’s
World Trade Center, on Qct. 4, prior to hitting the
road for Chicago and points west.

Awaiting the invasion atop the World Trade
Center, l. to r., George Swisshelm, TV/RADIO
AGE; Jerry Greenberg, Grey Advertising; Ellen
Hulleberg, McGavren Guild; Rona Greenberg;
Les Goldberg, Interep.
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How did we get our
system into 500 of the
top 800 TV stations

in just six months?

Connections in high places

Every day. the management of more and
more progressive television stations across the
country are taking advantage of our connec-
tions in high places to increase the revenues
of their stations. Right now, the Cyclecypher
System is represented in 95 of the top 100
markets and 198 of the 214 ADI markets.

With Cyde Sat Satellite Courier System's
proprietary Cyclecypher® and either Ku-band
or C-band reception, our nightly transmission
schedules can reduce your recording equip-
ment contlicts by allowing you to receive all
scheduled commerdials during a single feed.

And with the Cyclecypher System you can
receive last minute spots and traffic instruc-
tions ug to 24 hours eatlier than by conven-,
tional distributors.

Join the growing number of TV stations
across America that use the Cycle Sat
Satellite Courier System to:

» Increase station profitability

« Reduce or eliminate make-goods

« Provide eas% accessibility from clients
Sign up today by calling Cycle Sat’s
Broadcast Service.

Dial, toll-free, 1-800-622-1865.

)
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CYCLE:SAT

SATELLI"E L QURIERS

DELIVERS CLEAR SOLUTIONS

A Subsidiary of Winnebago Industries, Inc.
119 willowglen Drive
Forest City. [A 504306
1-800-622-1865

Offices in Los Angeles, Chicago and New York
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RADIO EXPENDITURE REPORT'S INC.

740 West Boston Post Road * Mamaroneck, NY. 10543 « (914) 381-6277

THE INDUSTRY SOURCE

National Spot Radio Expenditures

Market By Market
Account By Account

o "wETml

There is but one source for comprehensive,
detailed advertising expenditure information
in National Spot Radio. . .
For information as to how we can serve your needs,
call account executive Jane Zack at 914-381-6277.
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DeWitt Helm, Jr., ANA

on the record, foresee little or no
disruption in their creative and
buying processes, some, off the re-
cord, are concerned about a worst-
case scenario whereby a logjam of
commercials to be cleared could de-
velop, thereby delaying their
clients’ well laid campaign plans.
And several agency execs shied
away entirely from discussing the
matter.

Looser reins

Then, too, there could be a grad-
ual loosening of some restrictions
in advertising as there has been on
the programming side—where
once verboten words cropped up
often in last season’s primetime se-
ries.

One network ban bit the dust last
year when, after decades of resis-
tance, the Big 3 okayed an Interna-
tional Playtex commercial showing
a live model wearing a bra. Until
then, bra commercials had to show
the undergarment on mannequins
or on models wearing another gar-
ment underneath.

Although many thousands of
storyboards are submitted for ap-
proval, relatively few are rejected.
Most require some revisions, with
the most troublesome involving
toys and olher children-oriented
products; claims made in endorse-
ment, drug and nutrition spols;

38

The cutbacks give
the industry’s
critics “the
ammunition they
need to maintain
that government
regulation must be
enacted to fill the
vold in protecting
the marketplace.”

and a handful of commercials that
try to use sex as a selling tool and
are held in questionable taste by
one or more of the nets. Examples
of the latter have included Jovan
Inc.’s Jovan musk campaign
themed “What is sexy?” and Cal-
vin Klein Cosmetics Co.’s Obses-
sion fragrance.

On top of such clearances, there
are between 60 and 85 challenges
put forth annually by advertisers
who question copy and product
claims made in rivals’ commercials
that had passed muster and got on
the air. These have included last
summer’s Pepsi-Cola Co. Diet
Pepsi campaign, in which taste-test
results were keyed to Mike Tyson’s
heavyweight title bout.

It strikes some agency execs as
unlikely that the newly truncated
continuity departments can handle
all this volume without some clog-
ging in the creative and buying
pipeline,

Says Harvey Herman, chairman
and creative director at Harvey
Herman Associates, New York,
“No doubt we’ll wait longer to get
approvals,” given the leaner stan-
dards staffs. Still, he feels that, as
before, “You can call the continuity
people and say you need an okay as
soon as possible to get on the air”
by a certain date. Generally he
deals with one person regularly at
each network and “It’s not really

an adversarial relationship.”

On the other hand, he adds, “We |
know the rules. There's no way |
we're going to shoot and spend fora |
spot that won’t be approved to go |
on.”

Art Heller, executive vice presi- |
dent and director of media, pro- |
gramming and marketing services |
at Griffin Bacal Inc., whose biggest |
client is Hasbro Inc., the No. 1 toy |
company, stresses that the net-|
works “are not going to walk away |
from their responsibilities,” what- |
ever the staff reductions.

He acknowledges, however, that*
“increased workload” could be a
factor in that “something may slip
through here or there that might
not have before; I don’t know.” The !
greater volume spread among few-
er censors could contribute to de- |
lays, he adds. “That is possible.” At
the same time, he says, “When ad-
vertisers have been late getting
stuff to the networks, the networks
have stepped up the process. May- |
be that process will be slowed down
now.” If so, “we may advance the
process on our end” by preparing
spots sooner, when possible.

On the client side, Heller says, ¢
“No one called and said, ‘Hey guys, ¥
the gates are down. Let’s go for it.” |
Good advertising doesn’t rely on |
deception.”

Got prompt response

At Campbell Mithun-Esty,
Rand Pearsall, vice president and |
account supervisor, says, “From !
what I've been able to see, so farit’s |
too soon to tell” the impact from |
the latest round of network cut-|
backs. “We had some work cleared |
while the cuts were going on and |
had no problem with clearances. |
We were pleasantly surprised at
the very prompt response.’

He adds, “The only thing we ve !
noticed in the past year or so is they
seem increasingly busier.” Looking {
ahead, Pearsall says, “There could |
be a relaxation in the amount of
substantiation required” from}{
some accounts. “All commercials/!
are different. The networks and the |
people within them are different in
terms of how rigidly they apply the |
standards. So it’ll take time to de- !
termine changes” due to all the
manpower reductions. “I'd hope!
the process will stay the same. It’s |
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4s many as 50,000
ommercials or
Mstoryboards must
be screened yearly
Mby the networks.
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Traffic jams in clearance,
looser policing of spots among concerns

Agencies, stations
mull aftermath
of web censor cuts

By JAMES P. FORKAN

espite the shrinking stan-

D dards and practices depart-

ments at the cost-conscious

TV networks, the advertising com-

munity is hopeful that few major
problems will arise.

As they head into an admittedly
uncertain new era in commercial
clearances, it is hard to say whether
that is wishful thinking. The full
impact of the Big 3 networks’ staff
cutbacks is as difficult to predict as
the course of Hurricane Gilbert was
in the Gulf of Mexico a few weeks
ago.

Thus there are more questions
than answers facing the advertising
agencies and their clients: Will
clearances now take longer as fewer
of the networks’ so-called censors
cope with the deluge of commercial

laste-test claims made in Diet Pepsi’s Mike Tyson spot were challenged by Coke.

¥

=

and storyboard submissions? Will
agencies encounter delays in pro-
ducing spots, thereby disrupting at
least some of their accounts’ cam-
paign starts in the months ahead?
Will there be a backlog at not only
the network level but at the sta-
tions as well, as they try to pick up
some of the anticipated standards
slack?

As many as 50,000 commercials
or storyboards must be screened
yearly by the networks, whose pro-
gramming and commercials stan-
dards staffs soon will total about 75
people, down from 270 just a few
years ago. At NBC, for example,
eight harried people will focus on
commercial clearance chores, 20 on
programming matters, while half of
CBS’ 30 censors will focus only on
commercials.

While most agency executives,

b YL
M N
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toy commercials look so similar in
format and style. The stations al-
low greater freedom, and “we don’t
take advantage,” he notes.

Even with a full staff, networks’
standards procedures were some-
Limes Lime-consuming, various
ageney people say.

Citing Griflfin Bacal’s experience
with Hashro, Heller says, “We usu-
ally submit storyboards first and
wel sugpestions, then modify within

40

the guidelines...The process
starts with the storyboards months
ahead of air date. We then go back
with a rough cut or finished spots.”

While one of his areas of exper-
tise is toys, Herman says other
child-directed products, such as ce-
reals, also are hampered by net-
work rules. Many adult-oriented
products also must cope with some-
times strange prohibitions, he con-
tinues. Automotive spots must

show certain claim substantiations
in visual and/or audio segments,
and beer spots cannot show anyone
actually consuming the product
on-camera, he says, despite the fact
that programming has no such re-
strictions.

“Basically, censorship [in com-
mercials] is a good thing, to have a
certain amount of rules to keep
some people from going overboard”
with exaggerated claims or visuals,

Television/Radio Age, October 17, 1988

MWW americanradiohisto om



www.americanradiohistory.com

ways been timely. We've never
issed an airdate because of clear-
ce.”
Barry Wagner, BBDO’s senior
ice president and chief legal offi-
er, says, ‘“T'o date it hasn’t affect-
us at all. We would be concerned
it would affect [campaign] dead-
#llines, but there have been no no-
iceable differences to us so far.”
The Big 3 have periodically
ked for additional substantiation
for claims made in some commer-
ials and for changes in visuals, “a
whole range of things,” but nothing
at disrupted campaign schedul-
ing, he adds. Some claims made ina
iet Pepsi taste-test spot featuring
ike Tyson were challenged by ri-
Mval Coca-Cola Co. In any case, that
ampaign was planned to be of
ort duration, notes Wagner.
“If [these departments] were
done away with completely, it
ould be a blow to self-regulation,”
agner says, but that is not the
case.
Nevertheless, the American
ssn. of Advertising Agencies and
e Assn. of National Advertisers
ave cited that concern in letters
ecently sent to the networks. 4A’s
resident Leonard Matthews, for
mstance, fretted about “diminu-
tion of the self-regulation process,”
altimately leading to government
egulation. DeWitt Helm, Jr.,
NA’s president, made a similar
ooint when he wrote these cutbacks
‘play into the hands of our crit-
ics. . .and provide them the ammu-
Mnition they need to maintain that
overnment regulation must be en-

acted to fill the void in protecting
the marketplace.”

Locally, too, there may be some
bottlenecks as the stations try to
fill some of the expected vacuum.
Many affiliate execs have indicated
that they will become more vigilant
in prescreening programming and
commercials since they now believe
the networks will be less so, despite
the Big 3’s statements to the con-
trary. As James Sefert, president,
Cosmos Broadcasting, Greenville,
S.C., puts it, “We will probably
have to be more watchful now, and
that goes for commercials as well as
programs” (TV/RADIO AGE,
Sept. 19).

Until now, most stations and ca-
ble networks looked to the
networks’ censors to, in effect, pre-
clear commercials: If they passed
inspection at the network level,
generally those commercials were
readily accepted for spot buys as
well.

Griffin Bacal’s Heller is among
those who feel the stations are be-
coming more involved in clear-
ances. The reason, he says, is that
complaint letters tend to come to
them,” so they feel the responsibil-
ity and concern” for what they
broadcast. “I think they’ll be look-
ing more carefully” in the months
to come.

BBDO’s Wagner says his agency
has had a different experience.
“Very little clearance is done on the
spot level. Stations just don’t have
the sophisticated apparatus for
clearing commercials.”

Pearsall at Campbell-Mithun-

Now the world knows Playtex bras aren’t worn over sweaters.

Harvey Herman, Harvey
Herman Associates:

“No doubt we’ll wait
longer to get approvals,”
but “You can call the
continuity people and say
you need an okay as soon
as possible to get on the
air.

Esty was among those hoping sta-
tions would not step up their own
clearance efforts. “I'd hope not.
That’d present a logistical prob-
lem. Clearance is often subjective.
It’s easier to deal with three people
in New York and get the material
to them in the same day.” Dealing
with individual outlets would
translate into ‘““a mountain of
work” for the agencies, he feels.
Adman Herman, meanwhile,
does not share their concerns. Sta-
tions are “much more reasonable
and understanding” than the net-
works, In his view. He faults net-
work restrictions for making most

elevision/Radio Age, October 17, 1988
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Butterfield study sets the tone;
sales training to become more targeted

TvB’s new mission
places emphasis
on local/retail sales

By ALFRED J. JAFFE

he theme and graphics of the

I Television Bureau of Ad-

vertising’s upcoming annual

meeting in Las Vegas October 17—

19 suggest dramatic happenings in

the future. The theme is “Televi-
sion '89 and Beyond.”

This 1s a reflection of a unani-
mous feeling among the hundreds
of TV industry managers and exec-
utives queried by the Butterfield
Communication Group in its com-
prehensive study for the bureau,
which is now steering the TvB ship
of state, to the effect that “broad-
cast television is entering a decade
far more challenging than the last.”

Another related theme struck by
study is that general managers and
general sales managers of TV sta-
tions “often feel unable to shape or
control major aspects” of the ad en-
vironment.

However, the study went well be-
yond probing attitudes. It came up
with recommendations for action,
which will undoubtedly be the sub-
ject of corridor talk during the

William Moll

three-day meeting. And it ex-
pressed the opinion of station man-
agers that the most promising area
for holding on to and increasing
their business is the local/retail
field. And that’s where they want
the bureau to concentrate.

Significantly, however, despite
this expressed desire, there is al-
ready a surge in the bureau’s effort
to generate national/regional spot
business as a result of the rep mem-
bers doubling their dues. Conse-
quently, the bureau will almost
double the sales development team
devoted to generating more nation-
al spot dollars. And the key figure
in the recent restructuring of TvB
is the new senior vice president for
national sales, James A. Joyella.

On the local sales development
side, what the bureau’s board and
president William Moll did was
recognize the differences in station
needs in the smaller vs. the larger
markets. It split the local sales de-
velopment structure into two—ap-
pointing one man for the top 30
markets and another for the 31-
plus markets. John Krubski was
hired from a syndication job to
handle the larger markets, and a
marketing executive already at
TvB, Patrick Ryan, is taking care
of managing services to stations in
markets 31 downward as well as su-
pervising the activities of TvB ter-
ritory executives.

Explains Moll: “The top 30 mar-
ket stations have a special need for
service. They already have the
tools—such as Arbitron’s Target
AID and organizations like Leigh
Stowell and Marshall Marketing.
But the 31-plus markets need the
tools.” In addition to these moves,
the bureauis taking a new direction
in building stronger bends with ad
agencies. TvB hasn’t done much in
that area in the past, assuming,

says Moll, that the client, influ
enced bv TvB, would, in turn, in
fluence the agencies.

So the bureau has been creating
agency/station/advertiser events ir
various markets. The strategy ir
involving the agencies is to help the
ad shops foster new husiness devel-
opment. Stations who help put on
these events are asked to tie in cli-
ents not active in TV.

Typically, the stations set up &
breakfast for maybe 100 to 150 cli-
ents, says Moll. “The agencies ther
pitch TV to the advertisers, show-
ing examples of how it can work
Meanwhile the agencies get ¢
chance to pick up clients.” Among]
the markets where this has heer
pulled off, Moll cites Los Angeles
Sacramento and Houston.

Another major thrust of TvB un-
der Moll, who took over the presi-
dency about a year ago, is offering
more targeted sales training so se-
nior account executives at stations
can get more business out of adver-
tisers,

Regional conferences

One way this is being accom-
plished is via the restructuring o
the 10 regional sales conferences
being held this year into 38 sales
development workshops to be hele
next year in 35 markets. These one-
day sessions will be offered durin
the first four months of 1989.

The plan calls for two different
types of workshops. One is for ex-
perienced TV salespeople. These
will provide “practical, hands-or
sessions” for those calling on agen-
cies and larger clients. “Partici:
pants are trained in the differences
between marketing and selling.’
The schedule calls for sessions in 24
cities coast-to-coast from January
9 to April 14.

The other type of workshop cov:
ers training sessions for those per:
sonnel “interested in developing
fundamental sales skills.” These
will be held in 14 cities from Janu:
ary 11 to April 12.

Directing these workshops wil
be Robert H. Baker, president o:
Management Communication:
Consultants. Baker, who was exec |
utive vice president/operations foi
TvB, left the bureau in June to
form his own sales training compa:

ny. But he is continuing to work
' -
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as was the case in the 1950s, prior to
he NAB TV code authority. When
hat NAB department folded many
ears ago, he recalls, clearances
were left up to the networks and,
riven each one’s somewhat differ-
bnt criteria, “things got a little
more complicated.”

Some of the Big 3’s limitations
are “stupid,” Herman contends.
For instance, the Big 3 require a
we-second “island” at the end of
sach toy spot “to display the prod-
ct without any movement, with-
but any shadows and with none of
ts parts touching, and showing the
broper name of the product.” Con-
sequently, “There’s five seconds of

is static film, one-sixth of the 30
completely wasted.”

Network restrictions also ham-
ber the creative possibilities in
erms of commercial setting, he
tontinues, since “you can’'t put a
0y in any environment not replica-
ble by children.” Hence virtually
all toy spots are set in rooms or
someone’s backyard, he says.

Even those spots that get past
he Big 3’s censors may be chal-
enged through the National Ad-
vertising Division of the Council of
Better Business Bureaus. Most of
hese spots are challenged by com-
petitors for possible deceptive or

Bmisleading elements.

A Hasbro Maxie doll spot, for ex-
ample, was recently called poten-
ially misleading by NAD), since the

LifeStyles condoms keep Robin Hood’s men merry.

doll’s car was seemingly self-pro-
pelled. Hasbro modified the spot as
aresult. A Mattel spot exaggerated
the play value of its Boglins charac-
ter puppets, NAD said. In a rather
common response from the toy
field, Mattel told NAD the spot
had already run its course and thus
would not be altered, but that it
would take NAD's points into con-
sideration for future spots.

At least two marketers that have
undergone considerable past scru-
tiny from the censors do not foresee
any similar obstacles ahead.

At Jovan Inc., Chicago, a spokes-
woman says the fragrance company
did go through a lengthy clearance
process for its first “What is sexy?”
spot for Jovan musk about a year
ago. “It took a while” to get an okay
from the network censors, she re-
calls. “Some requests [for changes]
were very arbitrary, even funny,
but we did accede to their re-
quests.” Jovan doubts any similar
delays, as the five current 15s have
been airing since last summer and
will continue into 1989. A new cam-
paign for an unspecified new prod-
uct is “not controversial,” she adds,
“s0 we don't anticipate delays.”

Jack Salisbury, vice president of
intimate apparal at Playtex Appar-
el Inc., Stamford, Conn., says,
“We're not doing anything contro-
versial,” so “I can’t see why” there
would be lengthy discussions
ahead. That was not always the

case. Until December ’86—when
CBS became the first network to
give the go-ahead for a spot in
which a model wears a bra—the
NAB code had barred such com-
mercials, he recalls. ABC and NBC
soon followed the CBS lead.
“Playtex had lobbied at least five
years, maybe more” to change
NAB’s mind, he says, but change
did not come until after NAB dis-
banded its code office and left such
decisions up to the networks.
Changing times was the reason
for the change, Salisbury feels.
“Commercial programming being
what it is: Charlie’s Angels showed
attractive women scantily clad
about 10 years ago,” long before
commercials could, the exec notes.
In fact, the two Playtex spots
that have run since spring 1987—
for the Eighteen Hour bra in ’87
and Cross Your Heart since early
this year—showed “a relatively few
seconds with the woman in a bra,
and it was not a risque type shot,”
he points out, since the product “is
not sold on the basis of sex.”” A new
spot is due some time after Jan. 1,
featuring several pullouts from the
existing spots, Salisbury discloses.
The roughly five-month gap be-
tween CBS' go-ahead and Playtex’s
first spot in May '87, Salishury
notes, was not due to network revi-
sions but rather was “more on our
side, in developing new copy and a
new approach with our agency.” O
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ing and education plans include
three others, all for station man-
agement. The most ambitious is a
week-long seminar at Harvard for
general managers. Taught by the
faculty, the May 21-26 seminar “is
planned to help general managers
develop a better understanding of
business strategy and their role in
formulating and implementing
such strategy.” This succeeds the
Harvard seminars for general sales
managers held from 1986 to 1988.

Another session for general man-
agers, as well as general sales man-
agers preparing for general man-
agement, is scheduled to cover legal
and technology topics. The one-
day Washington seminar (Febru-
ary 13) will focus on three areas:
technology issues, regulation and
the FCC and Congress and legisla-
tion. Jointly conducting this ses-
sion will be people from the TvB
and National Assn. of Broadcast-
ers.

All-level education

Finally, there will be three new
workshops, three days each, “de-
signed for sophisticated station ex-
ecutives who need to develop stra-
tegic marketing skills.” The work-
shops are being offered in
Washington, February 14-16; St.
Louis, March 13-15, and San Fran-
cisco, April 10-12. William K. Fos-
ter, president of The Institute for
Innovation, developed and will
present the sessions. He has been a
member of TvB’s education team
for the past three years.

Barbara Zeiger, who was promot-
ed to senior vice president/training
and education in the restructuring
earlier this year, says, “Based on
current trends and changes in our
industry confirmed by the Butter-
field study. . .there is a great need
for TvB to offer additional educa-
tion and training for all levels of
general and sales management. Re-
sponding to these needs, TvB also
will offer training for account exec-
utives which is more focused,
hands-on, market specific in its ap-
proach.”

In addition to building stronger
bhonds with agencies and offering
more targeted training, Moll cites
the importance of “networking”
stations helping stations. “All sta-
tions have proprietary research,”

the TvB president points out.
“Let’s resurrect and pool this data.
It may be underused.” Moll also
points out that TvB is an impor-
tant aid to stations in smaller mar-
kets when it comes to doing low-
cost research.

Moll also stresses the importance
of utilizing TvB promotion materi-
al. “Utilization of our product is
the key to the success of TvB.” One

Butterfield study
1s expected to
have long-term
impact on TvB.

of the functions of TvB’s territory
representatives is to remind sta-
tions, particularly in the smaller
markets, of what's available in the
way of TvB materials. Now that the
field offices have been restructured
so the territory reps have fewer sta-
tions (one person has been added),
there is more time for this. Says
Moll, “They can call a meeting of
station sales managers and show
them how to use TvB material.” He
cites the case of Jimmie Phillips,
who is now assistant general man-
ager of WWL-TV New Orleans and
who, when she was local sales man-
ager, got regular reports from the
staff on the use of TvB material.

Butterfield study impact

The Butterfield study is expect-
ed to have a longterm impact on
TvB’s operations. Not only was it
comprehensive, but it was timed to
be released at the beginning of a
new administration, thus making it
easier to change things.

The emphasis station managers
placed on local sales, where they
feel they have several advantages,
fell into three areas: First, they nat-
urally feel they have more control
over revenues in their own markets
than they do over national busi-
ness, which comes through the
reps. Second, there is a greater po-
tential for growth in local vs. na-
tional sales. TV accounts for only
18% of all local ad expenditures,
while the figure for national expen-
ditures is more than 50%. Third,
station managers feel that compe-

'idea of more general managers on

|
tition at the local level is known
and is more predictable than at the
national level.

As might be expected, the desire!
for greater emphasis on local than}
national sales development is|
greater among the smaller stations.
The Butterfield study found that
73% of station managers in the 100-
plus markets felt that TvB should
direct most of its efforts toward lo-
cal market development. The com-|
parable figure for the top 100 mar- |

kets was 56%. :

|
Structural changes [

The Butterfield study also led to |
structural and personnel changes,
as noted. Besides the changes al-
ready mentioned, other appoint-|
ments included Richard Sever-
ance, who had been senior vice
president/national sales and was|{
named executive vice president|
and general manager; Diane Hea-
ley Linen, who was brought in from
the outside and made senior vice
president/development, responsi-
ble for membership; and Wallace
Westphal, appointed senior vice
president/retail marketing.

There were no disputatious as-
pects to the Butterfield study,
since it reflected opinions of TvB;
members. There was a stir created
a few months ago, however, when
Peter Desnoes, founder and man-
aging partner of Burnham Broad-
casting, resigned from the TvBfj
board, charging that the group is
unwilling to tackle the difficult is-
sues facing the T'V industry, What
made the resignation particularly
newsworthy was that Desnoes, sec-
retary of the board, was expected
become chairman.

It was never entirely clear what
issues were central to Desnoes'
charge. But the group head pointed
his finger at the board itself, main-
taining it should be reconstituted
with station general managers. The
current board, he said, was top-
heavy with group heads.

The current TvB chairman,
James Babb, executive vice presi
dent of Jefferson-Pilot Communi-
cations, said he was puzzled over
the “real reasons” for Desnoes’ res-
ignation, but, while supporting th

the board, said a radical reconstitu-
tion of the group was impractical.
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ere are three legs to the TvB’s
ail sales development efforts,
ich the Butterfield study calls
g bureau’s Job One. One leg is the
/B rep in the field, one is the
’s activities in helping stations
ange ideas about successful
development efforts and cam-
s, and the third is the work
by Wallace Westphal, recent-
appointed senior vice president/
bail marketing and soon to be
ned by another retail specialist.
d overlooking it all is the Sales
lvisory Committee and its Retail
velopment Board.

To take the last leg first, West-
1al’s job entails covering accounts
th a regional or national scope—
at 1s to say, retail chains. In par-
ar he is concerned with three
legories of chains: mass mer-
andisers, department stores and
ional apparel chains.

o quickies. He points out that his
ork involves an extended time-
fame. “It takes a long time to de-
glop a large retail account. You
’t do it in a month, or even in a
par sometimes.” Westphal cites,
I particular, the case of K mart.
le has been working on the chain
it five years and with somewhat
eater intensity during the past
o years since K mart got a new
airman/CEQ, Joseph E. Anton-

Under Antonini, K mart made a
sic switch in its promotion, says
estphal, cutting back on its insert
program in newspapers, run in-
use and putting about $40—45

ly TV. The TV part of it has
en particularly evident during
e winter and summer Olympics,
ith commercials emphasizing the
ge of shopping at K mart stores

and the variety of its goods.

Westphal worked with one of a
number of consultants assembled
by Antonini for the purpose of ex-
amining the basic underpinnings of
K mart operations. He does not
claim, of course, that he singlehan-
dedly changed K mart’s attitude
toward TV. “But we helped K mart
sell themselves on the need for a
change in their marketing ap-
proach.”

Grass-roots help. TvB’s territory
representative is considered a valu-
able resource by bureau members,
as attested by letters. These ex-
press gratitude for helping a sta-
tion land an account, for bringing
the station up-to-date on what'’s
happening elsewhere, or for inspir-
ing the troops.

One recent letter to TvB’s Pat-
rick Ryan passed on a pat on the
back for the bureau’s man in Atlan-
ta, Tom Conway. The letter, from
Ken Adkins, general sales manager
of WCIV(TYV) Charleston, S.C., an
NBC affiliate, told of the “tremen-
dous assist” Conway gave in con-
verting a new-to-television ac-
count. The account was Presson
and Stroman Realtors and the ac-
count executive, Peggy Douglas,
had just gotten a six-month com-
mitment from the company. Added
Akins, “They offer great potential
to be a steady, longterm account.”

Another recent letter went di-
rectly to Bob Fairbanks, TvB vice
president in Los Angeles. It came
from Wes Haugen, general sales
manager of Duhamel Broadcasting
Enterprises and it was in reference
to Fairbanks visiting KOTA-TYV in
Rapid City, S.D.

The letter expressed apprecia-
tion for “sharing with us the areas
of interest to other TV stations

legs to TvB sales development efforts

around the country, the update on
new and unusual advertisers and a
glimpse at what we missed by not
getting to the regional seminar in
Denver.” The letter also thanked
Fairbanks for attending the sta-
tion’s luncheon for real estate
agents, stating that the meeting
was important to the station in de-
veloping the real estate category in
the market.

Giving credit. Sources at TvB sug-
gested that letters indicating TvB’s
help in developing local accounts
are not sent out as often as they
might. Sometimes, it was said, a
station manager or account execu-
tive is unwilling to admit that the
bureau played an important role in
getting a local account on the sta-
tion.

The function of TvB as a center
for information exchange is basic,
and the dissemination of informa:
tion about successful sales develop-
ment ideas is one of the most im-
portant functions of the bureau.

One of the most successful ways
of disseminating this information
is through TvB’s Satellite Sales
News, a monthly half-hour of new
business development opportuni-
ties as well as creative ideas.

A bureau memo notes, for exam-
ple, that, thanks to KDKA-TV
Pittsburgh, TvB was able to share
the concept of a warehouse sale
with its members as far back as
1985. One airing of the concept in-
duced a number of stations, includ-
ing WXIX-TV Cincinnati, KENS-
TV San Antonio and WAND-TV
Springfield-Decatur-Champaign,
to adapt the idea to their markets.
“The latter first became aware of
KDKA'’s experience with the con-
cept when they saw it reported on
TvB’s satellite feed.”

~MNith the bureau developing the
#TvB Sales University,” which is
“leplacing the present regional sales
Jonferences.
" § The more experienced account
ecs will also have an opportunity
hone their performance in one of
e three-day sessions being held
der the TvB/Sterling Institute
JEries to improve sales perfor-
“fnance. This is labeled a “market-

ing management program” for ex-
perienced account executives and
will be held in St. Louis June 19—
21.

The Sterling Institute has been a
factor in TvB sales performance
training for years. In addition to
the above program, it will field four
others throughout next vear. Most
are for sales management, but
there is one session in Washington

(July 24-26) titled “Introduction
to Television Sales.” The other
three are for (1) general sales man-
agers, in New York, May 15-16; (2)
local sales managers, in Washing-
ton, June 5-7, and Los Angeles,
November 9-11, and (3) national
sales managers, in Chicago, July
10-12.

In addition to these two pro-
grams, T'vB’s comprehensive train-

elevision/Radio Age, October 17, 1988

43



www.americanradiohistory.com

as in late-night—it will have a less-
er priority. And unless the barter
show itself merits a primary posi-
tion on the station, it is more likely
to be put into a lesser time period
because there is less inventory to
sell.

“If this occurs, it will have less
priority on the local sales level in
terms of sales attention and pro-
motion. “If it runs past midnight,
the show will be sold as part of the
late-night rotation rather than as
an individual program sale. It's the
same with weekends.”

“But if the program runs in
prime access on Saturday, then it is
of immediate and important con-
cern. And whether it’s cash or bar-
ter, it would be given the same pri-
ority. So it’s more of a determina-
tion of what the value of the show is
in terms of how important the show
is to the station, and the time peri-
od, that most often determines the
importance to the station. Or, of
course, past performance. If the
show performed well, it would get a
better time period, and as such
would get greater attention.”

What's the value?

Carroll says the question these
days is what is the value of the
show. Then, to a degree, it becomes
a hookkeeping function whether
it’s a cash or a barter show. “Most
stations, on their books, have to ac-
count for the barter time in terms
of expense. As a result, there is ei-
ther an outlay of cash or of time
which has to be accounted for in
the books. So the real question is
‘Would I buy the show?”,

Carroll believes that among the
new fall barter entries getting a
good time period comparable with
Star Trek is War of the Worlds.
“War of the Worlds falls into the
same category. Stations place high
value on it and, as such, are giving
it a time period that is commensu-
rate with that value in terms of its
presumed ability to get audiences.
Whether it’s barter or cash is not
really the determination. How they
market it, and some other things,
such as fewer spots to sell, may
change the marketing plan. But
that’s more a nuance than the un-
derlying concern.”

But Stuart Swartz, general man-
ager/station manager at KMSP-

‘‘Friday the 13th: The Series”
TV, independent in the Minneapo-
lis-St. Paul market, has a variation
on the “importance of the time per-
iod” theme. He sees the reasons for
the time period being important as
stemming from the advertisers
themselves looking to sew up spe-
cific time slots. “There’s not as
much difference in our own sales
efforts as there is in the time slot
priorities set by our advertisers.

“I would hope that the people
who are selling the time—whether
they are our own sales people or the
rep—are trying to sell everything
on the station. But the reality isif a
show is in access or in early fringe
there is more demand for those
time periods and/or the program
that’s in that time period. The
pressure is self-imposed by the ad-
vertisers, not by the salespeople.
We want to sell everything, wheth-
er its barter or not and whether it's
for the morning or for 6 o’clock on
Saturday evening.”

Major investment

Clearly, to Swartz barter inven-
tory given to syndicators in ex-
change for the program is nothing
to sneeze at. “When I clear a barter
show, it’s a major investment, be-
cause all the time that is commit-
ted is worth a lot of money. In the
case of a Star Trek, I would have to
have given up half my inventory.”

Swartz is so adamant on how
much inventory the station should

R R i b =

yield in barter shows that KMSP |
left the Fox Broadcasting lineup a |
few weeks ago after a study of the ¢
amount of inventory it was giving ¢
to Fox for its product. “We left Fox §
after we analyzed the amount of |
inventory Fox was taking from us |
vs. the amount we could sell it for.” *

The market recently became ¢
part of the Nielsen meter lineup, he I
notes, and the station is shown as |
doing as strong with its own Sun- |
day night programs as it did as a -
Fox station. But, he says, all the |
inventory is the station’s. “There- |
fore, financially, we are better off.
There was an expense as a Fox sta- ©
ton in giving up the time that was
higher than what we thought we
were willing to pay.”

Swartz notes the station had ¢
been part of the Fox lineup for ¥
about two years, and actually be- &
gan phasing out of the Fox pro- !
gramming schedule in January by
preempting the shows with movies 1

on Saturdays. Of course, that the
numbers on the Fox shows were un-
satisfactory were also a contribut-
ing factor toward the station going
its own way. On Sundays, the &
present schedule on KMSP-TV
calls for a movie from 5-7 p.m., fol-
lowed by Natonal Geographic and |
Twilight Zone, up to 10 p.m. i
Swartz adds there’s a “real cost
to barter. There is no free lunch.”
Indeed, at WRAL-TV, CBS affili-
ate in Raleigh, John L. Greene, Jr.,
senior vice president, general man- |
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Barter: ad sales stepchild?

;' tations deny downplaying promotion, revenue potential

ROBERT SOBEL

any barter syndicators
continue to complain that
their product is being giv-
‘Bstepchild status in both adver-
ing sales and promotion at the
stions, but station executives are
mtending that it just isn’t so.
ey assert that giving up part of
Ak inventory to national advertis-
doesn’t make the program any
48 valuable where local sales are
cerned. What dictate ad sales
brt and promotional support,
By say, are the time period and
b program itself,
B[he concern of syndicators is
@it stations may be devaluating
& otherwise good product—not
king it count sufficiently in ei-
ir ratings or ad revenues—so
Lt it is naturally weakened come
“Mewal time—if there is a renewal
i3
\[heir feeling is that stations are
ging low promotion and sales pri-
ity to barter shows, and for that
ptter, to cash-plus-barter pro-
" #ms, because there is no or a min-
il cash investment in acquiring
show. But, as one stations sage
: it, there is no free lunch, and

ren Murphy, KYW-TV

giving up inventory for national
sales costs money because the lost
inventory has a certain value.

Also, according to the station
sources, barter is not treated differ-
ently from cash programs in terms
of pricing to the local advertisers.
Common practice is to charge rates
based on the show’s performance
and time period, whether the pro-
gram is barter or not.

Whether a program is cash or
barter matters very little in terms
of selling to local advertisers, says
LaRhe Vestal, program manager at
WTXF-TV, Philadelphia indie. On
the other hand, its performance
will reflect how it’s treated. “If the
show is a hit or gets a high rating, it
will be treated very well, as any
kind of hit show is treated. Obvi-
ously, if it doesn’t do well, the pro-
gram will be utilized in a different
sales manner.”

In the case of acquired first-run
shows that have no ratings history,
Vestal says a similar criterion ap-
plies. “Before we buy a program,
we analyze it in terms of something
similar that we or somebody else
has or that someone once had. An
example might be Freddie’s Night-
mares, which is brand-new. How-

“What they are
selling is the
audience delivery.
If the program is
barter or cash has
nothing to do,
ultimately, with
the audience
delivery.”

ever, we noticed the movie has a
great box-office draw.

“We have Friday the 13th, from
Paramount, which could be lump-
ed in with Nightmares in the first-
run category. We have certain ex-
pectations based on that kind of
background,” which in turn spurs
the sales effort.

But Vestal points out that the
sales emphasis is generally reflect-
ed as well by the time period the
program plays. “If I had a new bar-
ter show running at midnight, it
wouldn’t get the same attention as
if it would run at 6 p.m. The same is
true if the program was cash.”

Salespeople: all the same

The salespeople don’t get in-
volved in making any kind of dis-
tinction between barter and cash
syndication shows, says Allen Mur-
phy, general sales manager at
KYW.-TV, NBC affiliate in Phila-
delphia. “That’s really a function
of the program director, and some-
times I become involved in it. But
basically whether the program is
cash or barter is not the way the
salespeople approach the program
in the way they sell it.

“What they are selling is the au-
dience delivery. If the program is
barter or cash has nothing to do,
ultimately, with the audience deli-
very,”

A significant factor in selling the
program on a local level—not
whether it is cash or barter, says
Bill Carroll, Katz American Televi-
sion director of programming—is
the time period in which the pro-
gram is placed.

For example, he says, Star Trek:
The Next Generation, which is a
barter show, runs in primetime or
in access on many stations. “That’s
a key show. It’s doing very well in
ratings and is an important asset
for the stations. As such, because of
its performance and its time peri-
od, it is given a high priority in
terms of selling.

“If, on the other hand, a barter
show runs as a weekend rotater and
in a secondary time period-—such
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ager, says the station puts a specific
cash value on the barter spots re-
ained by the syndicator. “Our pol-
licy is that if a program has a barter
spot in it, such as in cash-plus-bar-
ter shows, we attach a cash value to
it, and that value is taken into ac-
count when we are negotiating for
he program.

“For example, when PM Maga-
ine added a 30-second spot a few
lyears ago, we renegotiated a con-
itract price to reflect the value of
e spot. A lot of stations I know
ididn’t do that. We don’t like barter,
tbut it’s almost a way of life. And,
unfortunately, a lot of stations un-
ildervalue their product without
hinking it through in terms of how
fmuch the given-up inventory is
worth. The inventory costs us more
fithan we think. Also, I've seen sta-
itions overcommit to barter which
lhas made the sales problem even
iworse.”

I Whenit comes to selling the local
ibarter elements, Greene says he be-
ieves that the station’s sales per-
#sonnel do not shy away from barter
lor approach the selling of the pro-
dgram differently from cash. And,
the says, he doubts that they even
know whether the programs are be-
ing offered via barter—except from
an inventory count.

out programming

Neal Sabin, program manager/
dpromotion director at Chicago in-
“dependent station WPWR-TV,
] notes that while there is a constant
.:langer of buying more barter pro-
#zrams than actually is needed,
some have to be bought because
Ithey are seen as being above the
irest of the pack. These, in turn, get
Hspecial attention in special time pe-
B:iods, even though a measure of in-
Jventory is given up to the syndica-
Acor,
“The thought is, if the program
loerforms to a high level, the inven-
Lory remaining in the show will be
sold for a higher price than an aver-
age cash show.” The station is so
#bullish on two programs it ac-
quired, War of the Worlds and Fri-
day the 13th, that it will run both
barter shows on Fridays in prime-
time.
The salespeople, he continues,
Mlare excited about the acquisitions.
War of the Worlds is being posi-
ioned as successor to Star Trek:

“Star Trek: The Next Generation”

The Next Generation. Worlds will
also run on Saturdays, in a block
with Trek, says Sabin. Barter ac-
quisitions are kept deliberately
tight at the station, continues Sa-
bin, and there have been few rejec-
tions at this point. But if the new
first-run programs don’t perform,
the station will have to be careful
about overloading and piling up
unwanted inventory.

However, shows that are cash-
plus-barter get more sales atten-
tion than do the all-barter shows,
says Paul LaCamera, vice presi-
dent/Station manager/program di-
rector at WCVB-TV, ABC affiliate
in Boston. In turn, “the shows that
are cash-plus-barter are the most
successful and most powerful pro-
grams because they are in good
time periods. The programs that
are pure barter are pure barter for a
reason. They are not as competitive
generally as the next level.

“If you look at Oprah Winfrey,
Donahue, Geraldo and Jeopardy,
they are all cash-plus-barter shows.
That’s because they are the top-
level shows, so any station will
place heavy promotion, advertising
and sales emphasis on those top
programs.” La Camera stresses
that he is referring to strip cash-
and-barter programs, which are the
bread-and-butter of a station’s
business.

Even Star Trek: The Next Gen-
eraton, which WCVB-TV airs in
primetime, is considered by La
Camera as a cash-and-barter pro-
gram for all intents and purposes.
“It’s the only barter show we have
where the barter falls in favor of
the syndicator—five minutes for
the station and seven minutes for
Paramount. Any time a syndicator
winds up with %sths of the inven-
tory, it may as well be considered a

cash-plus-barter program.”

Too, there appears to be little
difference between cash and barter
programs when it comes to station
promotion. Carroll at Katz says the
emphasis on promotion will vary
market by market, depending on
the program and the importance of
the time period to a particular sta-
tion, not whether the show is cash
or barter.

“It may be more important to an
independent station, while on an
affiliate station you are balancing
the importance of promoting the
news against promoting entertain-
ment programming. This is true to
some degree with some indepen-
dents as well.”

When it comes to prices charged
to local advertisers by stations,
barter, cash and cash-plus-barter
shows are also treated equally, ac-
cording to a consensus from the
sources. Swartz at KMSP-TV says
the station can’t artificially in-
crease the rate, because there is less
inventory to sell on the local level
in barter than in a cash situation.
“If the show is not getting the num-
ber in ratings, it’s not going to sell.”

Vestal at WTXF-TV notes that
rates to local advertisers depend on
the show. “Some of the more popu-
lar shows we have, such as Star
Trek: The Next Generation, which
is a barter show, is the jewel in our
crown of first-run. And because it
has limited inventory, there is great
demand to be in the show, and the
limited inventory will cause the
rate to be a little higher than it or-
dinarily would be if it weren’t bar-
ter. “But I guess that would be mit-
igated by paying a cash license fee
on the other end. If a show is not in
great demand, or if we can’t create
demand, the rates will be similar to
shows around it.” |
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What the partners bring to the table

Select Media
Communications

Vignettes

Today in Music History
Whodunit?

Quick Schtick

Fashion in a Flash
1-Across

Healthbreak

Ask Professor Nutrition
World Class Women

Series
World Class Women

The Maltese Companies

TV Movies
Caine Mutiny Court Martial
Escape from Sobibor

Specials

MTYV Awards Show (I & II)
America’s Heroes

Funny You Don’t Look 200

Stars

Hollywood’s Unsolved Mysteries
Centennial Celebration of Liberty

Feature Films

Matewan

Brother from Another Planet

The Coca-Cola Kid

Little Girl Lost

Hills Have Eyes 11

Pound Puppies & the Legend of
Big Paw

TV Series

Spiral Zone
Mapletown
First & Ten

Music Videos

Cyndi Lauper (Girls Just Want to
Have Fun, Time After Time, I've
Got a Hole in My Heart)

Huey Lewis (If This is It, Heart of
Rock 'n’ Roll)

Eddie Murphy

Sheena Easton

Vignettes

7th Inning Stretch
NFL Classics
Champions
Kick-off

Home Video
Magic Johnson
New York Rangers
Spiral Zone
Mapletown

Pound Puppies

Sports

The Skins Game (golf)

The Stakes Match (tennis)
NHL Russia Series

Willie, Mickey and the Duke
The Champions (tennis)

Select Media & Maltese

TV Series
Relatively Speaking
Insport

Vignettes

Intermission

Where in America
1-Across

I Love Lower Manhattan

Specials

Victor Awards

Mrs. World

50th Anniversary of the USO

with the new company, pretty
much handling the marketing side
of the operation as well as linking
advertisers to programs in the early
stages of development.
“Advertisers clearly need to ap-
proach their media expenditures in
more of a marketing vein than ever
hefore,” says Riesenberg. “Simply
huying time, might work for some
adverlisers, but a great many more
want to bring a more sophisticated
approach toward the development

of broadcast vehicles for their com-
mercial message.” And on that
score, Riesenberg adds, “We have
the expertise to know what's realis-
tic—where the opportunities lie.”

Riesenberg was senior vice presi-
dent of program development for
BBDO Worldwide, where he han-
dled the Chrysler Showcase Pre-
sentation Escape from Sobibor and
the GE Theater program To Heal a
Nation.

The final major player in the new

company is Mark Balsam, whose |
presence marks perhaps the most |
ambitious aspect of the Volpe-Gut- |
kowski alliance. His job is to devel- |
op feature films and movies for |
television. The former chief execu- |
tive of Film Gallery, he was respon-
sible for the production of such l
films as Matewan and Old Enough.
His company also distributed films
such as The Coca-Cola Kid, Broth-
er from Another Planet and Ange-
lo My Love. He cofounded Film
Gallery in 1977 and sold it to Vol-
pe’s Maltese Cos. last year.

Many companies, successful in
television, have crashed and
burned on the film track. CBS Pro-
ducticns, for example, wrote the |
book on that subject.

No deficit financing

But Volpe says Balsam’s no
stranger to feature films, knows the
business and will stick to films in
the $6-8 million range. Volpe also
makes it clear that the new compa-
ny isn’t in the deficit financing
business. “We get the money first,”
he says, usually by presales.

One of Volpe's top priorities is to
get a sports department up and go-
ing, and for that he’s searching fora
sports president.

Sports such as golf, tennis, vol-
leyball, ice & field hockey, track &
field, swimming & diving, and so
forth, need television in order to
survive, says Volpe. And with the
network schedules saturated, syn-
dication can offer more attractive |
packages than cable by delivering |
more viewers and more advertisers. ¥

“What we will be offering these &
sports,” says Volpe, “is frequency |
and exposure in different television &
dayparts.” i

He thinks, for example, that the i
vignette format—already a proven
success—can be adapted by sports
associations looking to draw bigger
audiences to a tournament or series
to be telecast later.

Of course, Volpe and Gutkowski
aren’t just content to syndicate
sports or MTV-like music specials,
they're also looking for a piece of
the event itself.

“Qur aim is to offer a better busi-
ness package than anyone else in
the business,” says Volpe, adding,
“and for the first time I'm really
having fun.” a
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public, acquire another compa-
y or expand the partnership.

The first project out of the gate,
hich they’ll unveil at the NATPE
nvention in Houston, is a weekly
If-hour show titled Insport, with
fiosts Ahamad Rashad and Robin
“Bwoboda. It will be a behind-the-
enes look into the world of sports
rsonalities.

'} Other shows in development
‘Eenter around the newly formed
“brofessional tennis players associa-
‘Rion and the PGA and the LPGA in
“kolf—and even volleyball, and soc-
er. “All sports need more broad-
‘Bast exposure,” says Volpe. “None
“Bf these sports can make it at the
“Rate, but there is a big market for
Bhem in the advertiser-supported
Byndication market.”

sychic experience

In a joint interview, Volpe and
utkowskirecall the first time they
et. Gutkowski, who had just
tarted Select Media—then a lit-
le-known company which in a few
ears would become one of the
ost successful and innovative
uppliers of short-form vignettes—
itched a half-hour series to Volpe,
ho was a partner at Ohlmeyer
ommunications. The project cen-
red around a Canadian psychic
Gutkowski billed her as a “futur-
t”), but Volpe didn’t even nibble.
he psychic has been lost in time,
ut Volpe and Gutkowski got to be
iends, and when Volpe formed
e Maltese Companies two years
0, he and Gutkowski teamed up
n a number of shows.

In addition to Relatively Speak-
ng, Select and Maltese coproduce
wo vignettes, Intermission and
here in America.

“We've been talking about this
ea of a merger for almost a year,”
ys Gutkowski. “I mean Ray’s of-
ce is right across the street, so in-
tead of yelling out the window to
e another, we decided, hey, why
ot merge.”

The new company (it won’t be
alled S&M) will be structured
ith Gutkowski and Volpe at the
op as cochairmen, plus two addi-
ional directors: Edd Griles, a part-
er and executive vice president of
ltese; and Claire Scully, a part-
er and executive vice president of
lect Media.

Mark Balsam

Robert Riesenberg

In 1981, at the ripe age of 27,
Gutkowski left the womb at
BBDO, where he headed the syndi-
cation division under Arnie
Semsky, and set out to make a liv-
ing in the syndication business. He
landed the barter business for Sat-
urday Night Live (Orion) and Tak-
ing Advantage (Paramount). But
Gutkowski knew “you gotta be dif-
ferent” in this business to make it
in this business, and that differ-
ence happened at the 1983 NATPE
convention when he teamed up
with Billy Miller and Geoff Minte
of Man in the Moon Productions
for a 30-second vignette spotlight-
ing outstanding contributions to
music history. They called it Today
in Music History, now in its fourth
year. Four years after that meeting
and a half dozen or more vignettes
later, Gutkowski has not only
found a niche in the syndicated wil-
derness but parlayed this advertis-
ing idea into a company that last
year grossed $20 million, saw its op-
erating profits rise to somewhere
between $2-6 million and net prof-
its increase 30% (TV/RADIO AGE,
January 25, 1988).

Volpe, a well-known figure in the
sports world, founded The Maltese
Cos. two years ago. He was one of
the partners of Ohlmeyer Commu-
nications, where he served as presi-
dent beginning in 1982. From
1975-81 he was commissioner of

Edd Griles

the LPGA, and during that time
brought to women’s golf 20 net-
work dates, 30 syndicated dates
and set up the group’s first interna-
tional tour schedule. For three
years before that he was executive
vice president for the NHL.

Claire Scully has been Gutkows-
ki’s partner since he founded the
company and is pretty much the
financial and administrative brains
behind the outfit. Scully, says Vol-
pe without the slightest hesitation,
will handle the financial and ad-
ministrative side of the new com-
pany. “Without her the thing just
wouldn’t work,” he says. “She’s the
one who keeps us on track and fo-
cused on one project at a time.”

Griles, the No. 2 person at Mal-
tese, was brought in as a partner
when Volpe set up the company.
Griles came up with the name, after
the Maltese falcon, though the con-
nection escapes Volpe. Volpe met
Griles at Ohlmeyer, where the lat-
ter was executive vice president in
charge of development and where
he ran the first two MTV Video
Awards shows, the MTV Summer
Concert Series and several spe-
cials.

Another key player in the new
company is Robert Riesenberg,
who joined Maltese just before the
merger as president of the TV pro-
duction and home video divisions.
He’ll have the same responsibilities

Television/Radio Age, October 17, 1988
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Worldvision plans major programming
expansion and unique ad-intensive show

Worldvision Enterprises is plan-
ning a major expansion in syndica-
tion that will entail practically all
areas of the programming spec-
trum.

This includes first-run children’s
shows, a game and a comedy/music
series, an all-theatrical film pack-
age and an advertiser-intensive
programming concept that may
turn out to be the forerunner for
similar projects by other syndica-
tors. In addition, there is a strong
possibility that WE will get more
heavily involved in off-network
distribution if the Aaron Spelling
merger comes through.

In children’s, WE is set to throw
its hat into the game-show ring and
to distribute new and original epi-
sodes of Huckleberry Hound. The
kids’ game show is called Skedad-
dle and is due to run for six weeks
in the fourth quarter (starting Oct.
23) as a replacement for one of the
half-hours in the two-hour Sunday
morning block, Funtastic World of
Hanna-Barbera, according to John
Ryan, president and chief operat-
ing officer at WE.

John Ryan

The host of the kids’ game show,
which will be produced by Jay Wol-
pert, is Ron Pearson, and if the
numhers go well in the World
block, 1Us likely the show will go
into production as a strip for the
fall ol 1989. Skedaddle consists of
questions and answers and zany
kid stunts. Gary Montanus, WE se-

nior vice president of marketing,
says Skedaddle will probably re-
place the last-half-hour of World,
and he sees the show getting older
demos than the age group that gen-
erally watches animation. From a
sales point of view, Montanus sees
the game show attracting advertis-
ers looking to reach this category of
viewers. ‘

New ‘Hound’ episodes. Also, Han-
na-Barbera will produce new half-
hour episodes of Huckleberry
Hound, which WE will distribute,
along with originals, as a barter
strip for next fall. Ryan says that
Hound was one of the most popular

Worlduision

1s expected to
launch its first
all-theatrical
package in 1989.

cartoon shows on television a num-
ber of years back, along with The
Jetsons, Yogi Bear and The Flint-
stones. By reviving Hound, WE is
looking to follow its successful pat-
tern of resurrecting other animated
shows that have since been placed
in syndication.

“We brought back The Jetsons
last season, and Yogi is back this
year with what we believe will be a
very successful show, and following
that line of thinking, we want to
bring back Huckleberry Hound.
Many of the station managers have
been brought up with Hound, along
with the Jetsons and Yogr Bear.

“They keep asking us about it,
and we thought we would oblige
them and, of course, all the other
people who have grown up with
Huckleberry Hound.”

In first-run, WE bas plans to
bring two strips to NATPE in Jan-
uary, says Ryan. The exact titles
for each are not yet set, but Ryan
says that one will be a celebrity

!

game show, tentatively called, It
Goes Without Saying, from Aaron
Spelling Productions, representing
WE’s initial first-run syndication
offering under the proposed Spell-
ing merger. The other show will be
for late-night and is tentatively

e 4
Gary Montanus
called After Hours.

Ryan says After Hours will be a
“hip and slickly produced half-
hour,” to be aimed at the 18-34 de-
mographics. The series will com-
bine comedy, music acts and inter-
views. A pilot of each show is set to
be produced by November, accord-
ing to Ryan.

While the marketing plans on
both shows are still being formulat-
ed, Montanus says the game show
will most likely be offered under a
cash-plus-barter license, and Afterf
Hours will go the straight barterf
route. Montanus notes the primary
reason for WE to distribute the
game show via cash-plus-barter is
that he believes stations will want
all the inventory for themselvesf
rather than giving up a portion tol
national sales, in light of its pre-§
dicted success. Montanus is look-
ing for an access time slot for the
game show.

Marketing of show. In the case of

marketing After Hours, Montanus
says he believes the cash market-
place is not strong enough to cover
a late-night show. Also, the series
will be offered on a straight barter
basis because he sees a large de-}.
mand from advertisers looking to
reach the 18-34 demographic. In
both situations, Montanus adds,
the marketing is a reflection ot
“what the stations want and can de
and what we think the advertisingfl|

community is looking for.” |
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| iewpoints

Jack Trout

Partner, Trout & Ries,ina
speech to be given before the
Television Bureau of Adver-
tising 34th annual meeting.
Trout and his partner, Al
Ries, have developed mar-
keting programs for such
companies as American Ex-
press, Burger King, Xerox
and Merck.

ong-term planning
thing of the past
in new marketing strategy

[t’s trouble out there in television land.

It’s not the runaway cost of production or the TV
station’s union problems or the growing competition
between the networks, the independents and cable.
#No, the biggest problem stations face is the large num-
tber of ineffective television commercials that are clut-
ering up the airwaves of America. You might say,
‘Hey, that’s not our concern. Take that message to the
fmarketers and their agencies.” If you look at the num-
Ibers, we say it is your concern. Take packaged goods,
or example. They spend $57 billion on marketing. But
as of last year, $38.2 billion of it, or 67%, went into
ade and consumer promotion.

And the trends are against you. Over the past de-
lcade, consumer promotions have risen by 17%. Trade
deals have climbed 13%. Media advertising has risen
bnly by 9%. This isn't a healthy number when you
‘Heonsider that the television industry has to share that
‘Wsmaller number with a lot of other more “results ori-
‘Mented” media like newspapers.

If you don’t get involved, the pie will continue to
shrink. More and more, television is under attack as a
medium for underperforming. As we see it, the prob-
em is that too many agencies and their clients are
hinking “top~down” when they should be thinking
“'bottom-up.” This is the subject of our new book,
‘Wtitled Bottom-Up Marketing, that is being published
ithis month by McGraw-Hill.

Bottom-Up Marketing will shake the world of busi-
“Miness right down to its roots. The book attacks some of
Mimanagement’s most cherished concepts, including
2oals, mission statements and long-term strategic
planning. Today’s competitive environment has made
the traditional “top-down” approach obsolete. What
good are long-term plans when you cannot predict
[uture competitive moves?

After years of strategic work for many of America’s
largest companies, the authors perfected their bot-

tom-up approach to marketing. Their advice: Forget
about “what you want to do.” Focus on “what you can
do.” Traditional top-down marketing seems so logical.
First you decide what you want to do (the strategy).
Then you figure how to do it (the tactics).

Step by step

There are key steps in the process of bottom-up mar-
keting.

1. Go down to the front. Marketing battles are
fought in the minds. The place to find the answer to
your marketing problem is in the mind of the prospect.
Traditional top-down thinkers believe you can do your
planning in the ivory tower or the conference room.
They first decide what they want to do, then they go
out and try to do it. That’s a mistake. Most marketing
goals are not achievable in any real sense of the word.
You start the bottom-up marketing process by finding
out what you can do and then setting up a program to
do it.

2. Narrow your focus. The most difficult part of the
bottom-up process is to narrow the focus. Most mar-
keting managers do just the opposite. They try to be
all things to all people. Line extension runs rampant in
corporate America. Yet most of the big marketing vic-
tories have come from narrowing the focus. Federal
Express didn’t try to become a full line supplier of air
freight services. They focused on small packages over-
night. Domino’s didn’t try to become a pizza restau-
rant, pizza take-out and pizza delivery service. They
focused on home delivery only. Big marketing vic-
tories are achieved by sharpening your mental knife,
not by extending the line.

3. Find your tactic. What single tactic can you find
that might be exploited to produce a marketing vic-
tory? The authors define a tactic as a “competitive
mental angle,” and you don’t find one in the board-
room. You find your tactic in the mind of the prospect.

4. Build your strategy. Once a tactic has been se-
lected, the next step in the bottom-up process is to
build your strategy. The authors define a strategy as a
‘““coherent marketing direction.” Most companies do
just the reverse. They start with the strategy first and
then look for the tactics to execute the strategy. Top-
down thinking often leads to disaster. Xerox decided
to get into the computer business. Twenty years and
$2 billion dollars later, they still haven’t found a tactic
to execute the strategy.

5. Make the changes. You can’t change the market-
place. Once a mind is made up, it’s almost impossible
to change it. Xerox means copiers, not computers. No
amount of marketing effort will overcome this simple
fact. To develop an effective strategy a company has to
be willing to make changes inside the company.
Changes in the name, the product, the price. You can’t
force your way into the mind.

6. Launch a big program. Nothing ventured, noth-
ing gained. The key word in the last step of the bot-
tom-up process is hig. You have to launch your pro-
gram in a big way. And when programs start to work,
you'll find more and more marketers taking dollars out
of promotion and putting them into media advertis-
ing.

lelevision/Radio Age, October 17, 1988
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Down the line, it’s conceivable
that WE may have a block of maga-
zine shows, each with specific sub-
ject matter. At this point, talks are
underway with a magazine to link
up with the WE project, says Ryan.

Alliance with Orion. In another
programming-related area, WE
formed an alliance with Orion back
in the summer, whereby Orion will
clear stations on its film package,
which premieres in February, while
WE handles the barter sales. First
title is the movie version of Cagney
& Lacey, and Montanus says WE is
in a good sales position on the
films. “They’re the kind of movies

Advertiser-intensive
shows are planned

advertisers want. They run the first
15 days of the month and have a
primetime and a secondary window
and strong titles, including No
Way Out, The Three Amigos and
Johnny Be Good.”

Under the agreement with Orion,
WE will handle the barter sales of
all the company’s television pro-
jects. Montanus notes that WE has
a rather small advertising sales
group and therefore is not center-
ing its barter efforts at this time on
expanding its alliance tie-ins. “We
are not attempting to be an Inter-
national Advertiser Sales or Tele-
Trib. We will take projects on a se-
lect basis.

“Our primary goal is to have the
producers get a full accounting of
the shows so that the producers are
not being taken on just to package
other programs. One of the reasons
we aligned with Orion is that there
were no conflicts in shows, basical-
ly. We don’t have a movie package
in harter, and they don't have a
kids® show at this point. If we do
down the line, that’s fine; we can
always relate the two together.”

While WE has not been a major
player in off-network product since
the days of Eight Is Enough, it sees
itzelf getling more involved in dis-
tributing shows coming off the net-
works. This is a distincl possibility
in the wake of WH being merged
with Spelling, it’s pointed out by
Ryan. -Robert Sobel

54

to its goals despite new rulings

While there may be ongoing conflicts with the newly revamped stan-
dards and practices department at NBC, Lorne Michaels, Saturday
Night Live’s executive producer, feels unrestricted about his late-night
comedy show.

‘Saturday Night Live’ expects to stick ]
|

“I'don’t think there are any topics out of bounds for us,” he says. At |

the same time, he notes, his goal is to be funny, “not just to be shock-
ing,” since “cable does that.”

NBC lately has reorganized its so-called TV censors’ staff and put
programming responsibilities under a new program marketing and
administration department that includes seven people based in New
York.

ldeas for SNL have always been discussed with the censors, Mi-
chaels says, “sometimes heatedly, almost always after a piece is writ-
ten” so as to guard against a prior censorship. These censorship duties
are being shifted, he says, so “it’s not as if they’re being abandoned.”

Now there will simply be different people to meet with and, he notes
wryly, those meetings will likely be “just as exciting and just as infor-
mative” as before.

SNL “seemed natural” to its young audience when it began in 1975, i

Michaels recalls, but it struck others as “outrageous” since the things it
did were unusual for TV at that time. “Idon’t think our intent was ever
to be shocking,” he adds.

Because it is live, he says SNL “will always be described as uneven.”
Skits that worked in rehearsal may fall flat on the air, he notes. Adding
to the uncertainty is that sometimes “you don’t know you’ll have a host
until Wednesday” before airdate.

Lome Michaels, producer,
NBC’s “Saturday Night
Live,” says the show will
again emphasize political
humeor this fall. No topics
are seen as “‘out of

bounds for us.” |

The series, which returned Oct. 8 for its 14th season, seems likely to
continue to offend some, since the producer plans to have its first four
programs concentrate on presidential politicking. Unlike the 1970s,
when SNL was the only show dealing with political humor, today there
are many others that do so, which he says forces SNL to “deal with itin
a fresh way.” _

The *70s was a “more polarized’ period, he continues, when SNL was

identified more “by who wasn’t on the show than who was.” The initial |

cast members came out of the turbulent Watergate era, but the '80s isa
“calmer” time and the cast reflects that, he feels.

Still SNL has just been turned down by Moscow for a taping in the
Soviet Union. For one thing, the Russians seem to fear that SNL's
sketches poking fun at President Reagan might be more offensive to
Americans if done from inside Russia, Michaels observes. In any case,
although that trip is “still being talked about,” Michaels now is of the
opinion that it is “of less interest because it’s a beaten path at the

moment.”—Jim Forkan
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Montanus sees After Hours run-
hing in very late-night or post-news
in affiliates and in the 9 p.m. or 10

p.m. time period on independents.
It could play after Nightline, on
ABC,” says Ryan. “We think we
have a niche, in that there’s noth-
ng available like this show in late-
ight, so that’s certainly a plus. It
tould work for the Fox stations as

ierable after their late show.”

Also in 1989, WE expects to
aunch its initial major all-theatri-
al feature package (previous pack-
iges contained MOWSs or mixes of
OWs and theatricals). “This is an
ea we haven't really been in in
he past, but we plan to become a
lnajor supplier of theatrical fea-
ures,” says Ryan.

Montanus says WE
is not looking

to be another
TeleTrib or IAS.

. Some of the features had been
Mroduced by the Taft-Barash part-
hership, including Light of Day,
Mronweed and Running Man, and
vill be part of the package. Some
5-20 titles will be involved, Ryan
lays, and an ad-hoc network will be
et up for the initial run. Rollout of
the films will probably be on a
Mnonthly basis, depending on the
Melease date and the specific titles
nvolved. WE expects to offer one
{Imajor theatrical package per year,
ilepending on the marketplace and
wailability of titles that WE is
Minterested in.

er theatricals. In addition to
the Taft-Barash films, the package
will consist of other theatricals
JBeither already acquired or being
bought by WE, says Ryan. The ti-
tles in the package have not been
ieen on the networks.
At this point, WE has not yet
decided on an umbrella name for
ithe new releases. Its other packages
have been using “Prime” as the key
word along with numbers in chro-
nological order of release. Prime
IIT is the latest.
For this fall, WE is distributing

r/%

“‘Huckleberry Hound,” one of the golden oldies, will go into syn-
dication when it is combined with new episodes from Hanna-
Barbera. Distribution is by Worldvision.

Starting From Scratch, which has
a lineup of “some of the best clear-
ances anyone can get,”” notes Ryan.
Scratch has more than 100 sta-
tions, representing close to 90% of
the U.S. households. The series
premiered in September and is be-
ing cleared mainly on Saturdays in
access.

One of the unusual concepts be-
ing developed by WE in first-run is
an advertiser-intensive series of
weekly programs that are being de-
veloped to establish a relationship
between the station and the local
advertiser. Montanus explains the
shows will be thematic in nature.
He says he is reluctant to release
too much information on the con-
cept for competitive reasons: “I
don’t want anyone to get the idea,
and we don’t want to be copied.”

However, continues Montanus,
the planis totie in a program with a
magazine on a per-show basis. “We
would start one association this
year, and if we have success, we will
go with another the following vear.
Each show will have the ability to
become a home video as well.”

The shows will be based on a sec-
tion of the Sunday newspaper and
a TV series will be created from it
so that stations can compete for
those advertisers that buy special
sections of the newspaper. For ex-

ample, he continues, advertisers in
the travel section can be pitched to
buy advertising in a program that
focuses on travel.

Ratings not important. “If the pro-
gram does a one rating or a five
rating is not as important as that
whoever watches the show is a po-
tential customer for the product,”
says Montanus.

WE is working with Television
Bureau of Advertising in develop-
ing specific sales techniques for
each of the shows. Each show will
have its own producer, whose ex-
pertise is in a specific area, such as
business or real-estate planning.
Plans call for 26 episodes, with the
first ready for a spring launch.

Ryan explains the project is be-
ing designed to give stations an
opportunity to get incremental rev-
enue locally that they have not
been receiving. “The show will
really be pitched to the sales man-
ager to show how he can bring extra
dollars to the station with a show
that is tailor-made to a specific
advertiser.”

The shows will probably be of-
fered to stations on a barter basis,
and Montanus says he expects the
national advertisers to help sup-
port the production costs of the
shows.
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sataiiite yplimk and space segment service to brasdcasting and industry.
IN PENNSYLVANIA: '
{412) 747-4700 / 1-800-245-4453 / Fax: (412} 747-4726
IN CALIFORNIA:
(213} 850-3877 / 1-800-232-8872 / Fex: (213) 850-3883

TVSC
PA. (412) 747-4700/(800) 245-4463
CA. (213) 850-3877/(800) 232-8872

PHENOMENAL
FOOTAGE.

Dept TVRA, 20E620-143

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

ms Int’l Video, Ltd.

eDyplication
All Foermots.
UP TO 3000 COPIES A DAY

All Stondords

eDigital Standards Conversion
PAL-SECAM-NTSC

®Production—Post Production
New Betacom to 1" Suite with DVE

A.N.S. INTERNATIONAL VIDEO
396 Fifth Avenue NY 10018
Phone: (212) 736-1007
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Multimedia Entertainment has
acquired the international rights to
The Canterville Ghost, half-hour
animated special. It premieres in
the [1.S. this month on the CBS-
owned stations and in national syn-
dication.

Orbis Communications has
cleared a package of specials in 115
markets, including the top 30, rep-
resenting 85% of the U.S. The four
two-hour specials are Who Mur-
dered JFK? A Matter of Life and
Death, The United States vs. Jef-
frey McDonald and Terrorism
USA.

Also at Orbis, Unauthorized Bi-
ography, series of two-hour spe-
cials, has been cleared in 122 mar-
kets, including 19 of the top 20. The
first special is on Jane Fonda.

Muller Media Inc. will distribute
a second feature film package for
Heritage Entertainment. The
package includes some of Heri-
tage’s in-house production, such as
Stage Coach and Mr. North.

All American Television has
signed more than 120 stations to air
a two-hour special, McDonald’s
Charity Christmas Parade. Among
committed stations are WLS-TV
Chicago, WCVB-TV Boston,
WJILA-TV Washington, WFAA-
TV Dallas and WATL-TV Atlanta.
The show is available from Nov. 26
live or on tape through Dec. 23.

HMS Communications has
cleared 77 markets, including all
the top 25 stations, representing
85% of the U.S., for Elm Street: A
Halloween Nightmare. Program
Syndication Services is handling
the barter sales for the one-hour
special. Elm Street is a behind-the-
scenes look at the making of the
movie A Nightmare on Elm Street.
The broadcast also features inter-
views with the cast.

MG/Perin’s Gorgeous Ladies of
Wrestling marks its third year in
syndication with clearances on 85
stations, including nine of the top
10 markets and 16 of the top 20.
Among clearances are WPIX(TV)
New York, WXYZ-TV Detroit,
WPWR-TV Chicago, WGBS-TV
Philadelphia, and KDAF-TV Dal-
las-F't. Worth.

é a?

Ali’ release
in spring 1989
Muhammad Ali will be the center-
piece of a six-hour documentary se.
ries to be produced by Directors In-

ternational Productions for release
in spring 1990. Shooting on the se-

| ries, The Muhammad Ali Story,

will begin in January or February,
according to producer/director
Lindsey Clennell. The series has a
budget of some $7 million, he notes,
with most of the production dollars
being put up by British business-
men.

DIP has exclusive world rights to
produce the package for television,
video and Lheatrical release. The
series is being aimed mainly at do-
mestic audiences, according to
Clennell, who expects to line up a
syndicator within a few months.

(lennell says he has heen talking
to Home Box Office about possible
release of All on the pay-cable ser-
vice, although no deal has yet been
made. He notes that talks with Mi-
chael Fuchs, chairman of HBO,
were held a few months back and
represented the early stages of ex-
ploratory discussions.

As to a distributor, Clennell says
he’s looking for a major syndicator
that has a large presence in the
overseas market, where he sees Ali
doing expectionally well. “All is a
very special product. It’s really
event programming,” says Clen-
nell, “and Ali is regarded very high-
ly abroad.”

Domestically, the series will be
offered to stations and/or to cable
as six one-hour episodes or to be
run as three two-hour programs.
Each episode will include an im-
portant boxing segment such as
Ali’s Manila fight with Joe Frazier.

Ali will examine the fighter’s §,

personal life, business activities,
media involvement, political infiu-
ence and his religious beliefs in ad-
dition to Ali’s important fights. Be-
sides Ali's revelations, the series
will include major names in sports,
entertainment and world politics.
DIP’s executive producer, John
Cairns, is a partner with Clennell,
in the company, which was formed
in 1984. Clennell worked on a vari-
ety of shows for U.K. Independent
Television from 1973-74 and later
produced a number of music videos
and concerts.
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Samuel Goldwyn has added 15
imarkets as licensees of Body By
\Jake, bringing the total to 105 and
fmore than 80% of the country.
[Eighty-one are network affiliates.
ln some cases, Jake, perceived
loriginally as an early-morning
Ishow, has been upgraded to a9 a.m.
|slot.

| Republic Pictures Domestic
iTelevision has sold its color-en-
ihanced feature film package in six
dadditional markets: WUAB-TV
[Cleveland, WPGH-TV Pittsburgh,
IKSCH-TV Sacramento, WTNH-
UTV New Haven, KATU-TV Port-
i .and, Ore., and WOFL-TV Orlan-
! 0. Films include Rio Grande, In-
Muasion of the Body Snatchers and
he Miracle of the Bells.

Action Media Group has added
‘.L8 markets to its Learning the
Ropes lineup. New clearances in-
tlude WBFF-TV Baltimore and
WX{PDX-TV Portland, Ore., and
lorings clearances to 101 markets
l:overing 77% of the U.S. AMG also
ihas contracts pending with 27 more
fstations, covering 10.5% of U.S.
l1ouseholds.

Bohbot & Cohn Advertising has
leared Pillow People, animated
Whildren’s special, in more than
'5% of the country. Stations in the
dop 10 markets are WNYW-TV
iNew York, KCOP-TV Los Angeles,
WWPWR-TV Chicago, WPHL-TV
’hiladelphia, KTVU-TV San
'rancisco, WLVI-TV Boston,
IWWKBD-TV Detroit, KTVT-TV
1Dallas, WDCA-TV Washington
ind KTXH-TV Houston.

!l Multimedia Entertainment will
offer a new half-hour strip game
Mthow on a cash-plus-barter basis,
lor airing next fall. The new show,
umble, is a production of Hillier &
#°0. in association with Procter &
M 3amble Productions and ME. Host
N8 Richard Kline, and a pilot has
Hecently been completed. Jumble is
sased on the newspaper puzzle of

3 he same name.

Qintex Entertainment, Susan
Ninston Productions and Earl
reenburg are combining produc-

tion efforts on a new weekly series,

"The National Lost and Found.
The new venture is the second be-
tween Greenburg and Qintex. The
firstis Flip, teen magazine show on
CBS on Saturday mornings.

A two-hour T and T made-for-
TV movie, Stratght Line, will be
the season opener for the second
season of T and T, during the week
of Oct. 24. Date varies per market.
Clearances for the series are 100-
plus.

Wall Street Journal Television
has expanded its news services in
the U.S. and overseas. The daily
broadcasts are The Morning Min-
ute, one-minute report on business
news and information designed for
morning news shows domestically,
and a three-minute report to be fed
to the European Channel begin-
ning Nov. 3. Conus Communica-
tions will syndicate Minute domes-
tically. The Armed Forces Network
has signed to air the three-minute
report.

[m———m e —— — —

THE MAGAZINE OF
BROADCAST MANAGEMENT

26 ISSUES A YEAR

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.)

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

01 Nat'l, Reg'l, Local
Advertising Agency

04 Time Rep

12 Independent CATV
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Moira Dunlevy has been promoted
to senior vice president of corpo-
rate research and sales marketing
at King World Productions. She
has been vice president, research at
KWP. Dunlevy joined the compa-
ny in 1983 as research director and
was promoted to v.p. in 1984. Prior

Moira Dunlevy

to joining KW, she was research
manager at Katz Television.

Deborah Curtan has been named
senior vice president, current pro-
grams, comedy, at Columbia Pic-
tures Television. Formerly vice
president of current programs at
Embassy Communications, Co-
lumbia’s predecessor company,
Curtan has been with the studio
since 1986.

Gary Levinsohn, former interna-
tional sales executive at the De
Laurentiis Entertainment Group,
has joined Rich International as
vice president. Prior to DEG, Le-
vinsohn was an executive at the fi-
nancial services industry.

Janet Brownell has been named
director of TV development at Re-
public Pictures Productions. Be-
fore joining Republic, Brownell
spent three years at Columbia Pic-
tures Television, initially as story
analyst, then as manager, movies
and miniseries,

Tom Fries has been appointed
vice president of production at
Fries Entertainment. In his new ca-
pacity, he will supervise the com-
pany’s theatrical negative pickup
operations. Prior to his appoint-
ment, Fries produced Flowers in

the Attic, Starcrossed and The
Right of the People.

Thomas Mazza has been pro-
moted to executive director, pro-
gramming, network television divi-
sion, at Paramount Pictures. Previ-
ously, Mazza was vice president,
research, for the television group
for two years. He joined Para-
mount in 1983 as manager of re-
search.

Ron Von Schimmelmann has
been named vice president, televi-
sion production at MGM/UA Tele-
vision. Von Schimmelmann joins
MGM/UA from the Vista Organi-
zation where he was senior vice
president of production.

Michael Healy has joined Warner
Bros. Television as director, movies
and miniseries. Healy was a film
critic for the Los Angeles Daily
Neuws.

MCA TV cable sets
initial projects

MCA’s new cable programming di-
vision, MCA TV Entertainment,
will produce 10 two-hour movies
for the USA Network’s 1989-90
season and supervise production of
the The New Leave It to Beaver
series for WTBS, the Turner su-
perstation.

The new operation, MCA’s first
major commitment to creating
original programs for basic cable,
pay and home video, is also work-
ing on the revival of Lassie, which
has not yet found a home on cable
or over-the-air broadcast TV.

The new division additionally
will be working with four compa-
nies already affiliated with MCA in
developing shows. They include
MCA’s joint venture with King
World, Quantum Media, Imagine
Films Entertainment and The Ar-
thur Co. Product for cable was for-
merly handled by the Universal TV
network division.

Operating the new division are
four veteran MCA TV officials.
Tom Thayer is the president; he
was formerly senior vice president
of films and miniseries at Universal
TV. Ned Nalle is the creative af-
fairs vice president; he had been
executive vice president at Univer-
sal Pay TV.

Jim Watters is the production
executive vice president; he had
been senior VP of post-production
for Universal Pictures. And Boh
Kelley is senior VP for business af-
fairs; he had held the same title at

Universal TV.

Financial News Network, which
will extend its FNN: Business into
primetime, will add FNN's Busi-
ness Tonight as an hour recap pro-
gram of the day’s business news:
from 8-9 p.m. Monday throught
Thursday. The new show, which:
will debut as part of an expanded ¥
primetime schedule beginning Oct. |
31, will be hosted by Bill Griffeth, |
The show will also consist of a mu-
tual fund report and segments on
personal finance and business peo-
ple. FNN: Business currently airs |
from 6 am. to 8 p.m., Monday .
through Friday.

Additionally, FNN: Score,[
sports information and event ser- ©
vice, will have extended hours on '
the weekends, and FNN: TelShop, |
will air from midnight to 6 a.m., !
Monday through Thursday, andi
from 3 a.m. to 5 p.m. on weekends. |

Showtime will air It’s Garry
Shandling's Show live on Nov. 8,
Election Day, direct from produc-#
tion studios, at 11 p.m. EDT. Other
series episodes will feature an origi- |
nal musical program and a visit to!
the set of Frank’s Place. Guest '
stars to be featured in other epi- |
sodes include Kurt Rambis and’
Tom Petty.

William L. Wallace has joined
Black Entertainment Television as
vice president of programming.
Wallace had been director of busi-
ness affairs for WonderWorks, ¥
Public Television children’s and!
family consortium. He plans to
launch a variety of original pro-
gramming for 1989, including a
late-night talk show, a weekend |
children’s series, and a package of
program specials.

Production has begun on the
HBO Pictures Third Degree Burm,
which will debut on HBO in 1989.
The mystery thriller movie stars:
Treat Williams and Virgina Madsen. -
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Videotape
and Film
Post Production
Services

PROGRAMMING

VIDEO DUB INC.

Videotape duplications in all formats,
ndication and trafficking, satellite uplinking
and unsupervised film-to-tape transfers.

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

EO DUB INC.
West 55th Street, NY 10019
p: (212) 757-3300

nIBRARY.,

PECIAL EFFECTS

ON TAPE READY TO USE
1500 EFFECTS $1500

PLUS 10 SECOND ID LOGO FREE

‘ORPORATE & STATION IDS

RINO FILMS
2 Park Ave So. NYC 10003
2) 228-4024 TX: 494-0255

rogram Formatting
1 ime Compression

IATIONAL VIDEO CENTER
B0 West 42nd Street, NY 10036

-®hotne: (212) 279-2000

POST-PRODUCTION
COMPANIES—your tele-
vision prospects read
Television/Radio Age.
Reach them effectively in
these columns. For infor-
‘8l mation call in New York,
$ (212) 757-8400.

13 initial sponsors
for ‘Sajak Show’

CBS-TV’s The Pat Sajak Show is
the latest entry in late night, which
has become a rather busy daypart.

Set for a Jan. 9 debut, Sajak, a
90-minute strip program scheduled
to run 11:30 p.m. to 1:00 a.m,, al-
ready is on solid ground, with Tony
Malara, president of CBS affiliate
relations, noting that the talk show
has 13 charter sponsors and has
topped 85% affiliate coverage to at-
tain “the highest clearance of any
late-night program in the history of
CBS.”

Malara has, since the June affi-
liates’ convention, been exhorting
CBS stations to clear Sajak, and
his efforts paid off, with outlets in
Houston, New Orleans, Seattle,
Minneapolis and Albany, N.Y.,
among those aboard. These had re-
jected previous CBS late-night
fare. The only majors among the
missing are Gillet-owned stations
in Detroit, Atlanta and Cleveland,
which instead chose the Para-
mount-syndicated Arsenio Hall
Show.

Among the Sajak sponsors, Ma-
lara says, are AT&T, Bristol-My-
ers, Burger King, Kraft, Eastman
Kodak, Quaker Oats Co., Ralston
Purina and Nabisco Brands.

WB taps adman
for ‘Hawk’ series

Warner Bros. Television, having
secured a 13-week midseason order
from ABC for Hawk, a spinoff from
Spenser: For Hire, has chosen its
producer from an unusual quarter:
commercials production veteran
Jerry Bernstein.

The Los Angeles-based Bern-
stein, who has resigned as presi-
dent of the Assn. of Independent
Commercial Producers and vice
president of Wright Banks Films, is
relocating to Washington for
Huauwk, starring Avery Brooks. (The
Spenser series had been based in
Boston.)

Spenser, which was bumped
around the schedule, averaged a
lackluster 10.8 Nielsen rating and
18 share; it ranked No. 72 out of 105
programs aired during the entire
1987-88 primetime season.
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Now airing
in broadcast
markets
around the

world

R DECADE OF VIDEQTAPE STANDARDS
CONVERSION EXPERIENCE

NTSC/PAL/PAL-M/SECAM

INTERCONTINENTAL TELEVIDEO, INC.

29 West 38th Street, N.Y., N.Y. 10018
Phone: (212) 719-0202

IITH

E
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 Diskribulion Service

(412) 741-4000

CHANNEL ONE, LTD.
Production Plaza, Sewickley, PA 15143

Phone: (412) 741-4000

X _Tre 3

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

DJM
4 East 46 St. NY 10017
Phone: (212) 687-0111
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KELO-LAND TV powers your message
throughout some 100 counties in 4 states.
And it magnifies your product’s
importance all the more because

of our viewer's respect for
KELO-LAND TV.

In fact, they've named the

market after us. KELO-LAND.
It's a market with
CLOUT! And you're at bat!

e Lkelo-Jand ©y

KELO-TV Sioux Falls, S.D. and satellites KODLO-TV, KPLO-TV
plus Channel 15, Rapid City
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DBS feeds agricultural report to farmers

When WDAF-TV’s sister compa-
ny, Kansas City Teleport, started
uplinking The Helming agricultur-
al commodity and economic report
to RFD-TV for redistribution to
thousands of farm managers via di-
rect broadcast satellite in late Au-
gust, it was one more piece of new
business for the Great American
Television & Radio Co. subsidiary
that got its start eight years ago
uplinking Kansas City Royals
baseball games for WDAF.

“All the major
chemical & animal
health suppliers
are advertisers.”

The Helming Group is a Kansas
based economic and agricultural
consulting firm headed by Bill
Helming. His director of broadcast
services, Mark Oppold, anchors
most of the daily satellite feeds.

REFD-TV (for Rural Free Deliv-
ery) is a DBS transmission opera-
tion “designed to bring farmers so-
lutions to their problems,” accord-
ing to its chairman, Patrick
Gottsch. He adds that while his na-
tionwide farm network broadcasts
will reach only DBS dish owners
initially, they may eventually be
extended to rural cable systems
and some low-power TV outlets.

Mark Oppold

He also has “‘all of the major ag
chemical and animal health prod-
uct suppliers lined up as adverti-
sers.” And while RFD’s signal will
reach what Gottsch says is ‘an in-
dustry accepted dish owner figure”
of 2.8 million homes, he describes
60% of these as located in rural
America—outside areas served by
existing cable systems.

How many of that 60% are farm-
ers and ranchers? Which ones grow
corn and which grow cotton? Or
raise cattle, or raise turkeys? Says
Gottsch: “We’ll have to find that
out for ourselves. This is the first
time there's ever been a DBS net-
work for farmers. There's no Niel-
sen or Doane numbers for dish
owners. We'll be developing it our-

KCET leads consortium for Hispanic TV

(Continued from page 61)

To enable both the Spanish ver-
'sion on Univision’s affiliates and
the English version on the PBS sta-
tions to air simultaneously (7 p.m.
eastern time), former Univision
news anchor Teresa Rodriguez pre-
taped the English version for the
participating PBS stations. Fund-
ing for the dual-network effort
comes from the U.S. Department of
Health and Human Services.

Executive producer David L.
Crippens, KCET vice president of
educational enterprises, says that
although Hispanics comprise 7% of
the U.S. population, they represent

14% of AIDS cases reported in the
last five years. “This joint Univi-
sion-Latino Consortium project
will reach out to Hispanic families
with the message that they can take
control and become a vital compo-
nent in halting the devastation of
AIDS,” he said.

The documentary was taped on
location in Los Angeles, Miami and
New Jersey, selected both because
they typify the ethnic diversity
within the Hispanic community
and also reflect the highest inci-
dence rate of AIDS among Hispan-
ics.

selves through our own interactive |
programs.”

For instance, he says RFD’s first |
broadcasts will offer an “almost-
free’’ program guide. “*Almost-
free” means it “won’t cost our view- |
ers any money," says Gottsch. “But
it will cost them the time it takes to |
fill out our form which asks about
crops, number of acres, general de- |
mographics and the like.”

Two feeds a day. In Kansas City, |
Bud Turner, manager of Kansas
City Teleport, says RFD will be |
paying his operation for two feedsa
day, morning and afternoon. The |
charge to users starts at $250 an:|
hour for uplink to a satellite but
varies by time, day of the week, sat- |
ellite and frequency (there are fre- |
quency discounts for frequent use).
“It’s a lot less than using telephone
lines to keep your reports current.
and frequent,” says Turner. “It’s
the same system and charges we
use for a reporter who's shooting a
story here in Kansas City and
wants to get it back to his stationin |
Topeka or Omaha for his 6 o'clock
news.”’

This the first

time there’s ever
been a DBS network
for farmers.”

Turner’s operation got started in|
the teleport business eight yearsjl
ago because WDAF owned the|!
broadcast rights to Rovals base-|*
ball, “so we started downlinkingj
their road games. Later we becameft
a member station of Group W’s[¥
Satellite News Network, and whenft
that folded we started looking forf}
outside business to fill the down-{§
time when we weren’t transmittingfd
Royals-Yankees games to WPIXJI
New York or Royals-Blue Jays|
games to the CBC in Toronto.

“And the business kept growing}
from there. Now we also feed Kan-
sas City Chiefs football, we do twa
CBS News feeds a day, teleconfer-
encing for government agencies,
and one-shot news feeds for anyjs
out-of-town station that has a visit-
ing camera crew in town.”
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New CBS affiliate WNHT-TV hopes to
]hcash in on New Hampshire ‘miracle’

independent WNHT-TV Concord-
. Manchester, N.H., as its first new
¥ affiliate in over six years. Then on
il May 30 the station kicked off its
| first local 6 and 11 p.m. newscasts.
"I These combined to bring WNHT a
© boost in national business, so now
! it’s just appointed its first national
| sales representative, MMT Sales.
=~ Onereason CBS saw good poten-
| tial in the station, even before it
§ started up its own news operation,
I is that southern New Hampshire is
§ one of the fastest growth markets
| inthe U.S.

F Last February CBS picked former

“Only part of our
growth is due to
. the Massachusetts
. economical miracle.
I\ The major element
! has been New Hampshire
| standing on its
L own two feet.”

WNHT general manager Ron
1 Pulera says that while a lot of local
! residents commute to jobs in Bos-
! ton, “Only part of our growth is due
!to the ‘Massachusetts economic
§ miracle’ And that’s the smaller
¢ part. The major element has been
il New Hampshire standing on its
I own two feet with its own ‘econom-
| ic miracle.’ This state did it with its
i favorable business climate and the
better small town and semirural
lifestyle we offer.”

Pulera explains, “New Hamp-
shire is run efficiently, so we have
the lowest corporate tax, no per-
gonal income tax and no state sales
tax. And we still offer a better
school system.”

He says this has added up to at-
tract “clean, high tech industry and
the people high tech employs—en-
gineers and white collar techni-
cians. That means our pay levels
have to be higher than either
smokestack industry or retailing,
and that’s what accounts for our
higher household expenditure for
groceries and general retail sales
and so on, compared to Massachu-
setts—though it’s true that thou-

sands of our Southern New Hamp-
shire residents are commuters to
jobs in Massachusetts.”

Money talks. Pulera says his mar-
ket earned about $2.4 million in na-
tional television ad revenue and $5
million local in 1987. This year he
expects the market to see $6 mil-
lion in local business and $3 million
in national revenue, adding, “We
should get a good piece of the in-
creased national business now that
we have our CBS affiliation, our
own local news, which the local
newspaper critics gave a good sen-
doff, and now MMT, our own na-
tional rep for the first time.”

Pulera’s not sure yet how much
his new news has contributed to the
station’s overall audience growth.
But he does report that WMUR-
TV, ABC’s Manchester affiliate,
“recently raised rates. And the
main change for them is the same
continuing market growth that
benefits both of us.”

He says that based on the 1986
Survey of Buying Power, New
Hampshire could report $20,136 in
total retail sales per household,
against $19,436 for Massachusetts,
and $4,380 in auto dealer sales per
household versus $3,768 for Massa-
chusetts. And as low as Massachu-
setts’ unemployment rate is, at
3.9%, he says New Hampshire is
even better, standing at 2.4%.

Manchester alone grew from
41,487 households in 1970 t0 69,419
today. Manchester’s median family
income stands at $37,000.

AIDS special first

KCET leads
consortium for
Hispanic TV

Los Angeles public broadcaster
KCET(TV) is spearheading a 114-
station consortium of PBS stations
located in markets with large His-
panic populations to produce or ac-
quire Hispanic-themed television
programs.

Teresa Rodriguez

But on Oct. 30 the consortium
will be going a step beyond that to
join forces with Univision’s 466 af-
filiated TV stations and cable sys-
tems to present simultaneous
Spanish and English language ver-
sions of SIDA Is AIDS. It's a one-
hour documentary produced by
KCET and Sylvan Productions.

(Continued on page 62)

Broadcast spots on AIDS

There are two more broadcast public service campaigns that aim to

educate viewers about AIDS.

Will Rogers Institute, White Plains, N.Y., has shipped a 60- and 30-
second PSA entitled AIDS in the Workplace to more than 700 sta-

tions.

Actress Morgan Fairchild says in the spots, “Any normal activity in
the workplace is safe to do with someone who has AIDS," from working
on the same computer terminal or typewriter to riding in the same
elevator. The PSA also offers a free booklet, About Protecting Yourself

from AIDS.

A new radio PSA campaign, themed “Take the time,” has been
developed by the National Assn. of Broadcasters, Washington, and
Media General Broadcast Services, Memphis. The package’s spots
range in length from 30 seconds to three minutes.

elevision/Radio Age, October 17, 1988
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base, which, in a major market, can
reach about 200,000 names.

He also pointed out that his com-
pany has a legal opinion to the ef-
fect that the company is doing
nothing unlawful. As to the ele-
ment of fair business practice, Dur-
ney argues that what his company
is doing is merely another form of
advertising. “All radio station ad-
vertising is trying to affect the dia-
ry keeper. If you don’t reach diary
keepers you're wasting your time.”

Does the technique work? Dur-
ney says that one quick measure of
effectiveness is the degree of coop-
eration. “The people who cooper-
ate are the same kind of people who
will accept a diary or answer a rat-
ing service's questions on the
phone.” As for the rating books, if
enough people switch, it will show
up, Durney believes.

Durney acknowledges that the
telephone is more expensive than
the mass media and that his tele-
marketing technique is not cheap.
At a$1.35a call, aradio station has
to spend from $50,000 to $100,000,
depending on market size, to reach
enough people to make an impact
on the ratings.

Having had some success with
radio TTI took on consultant Ron-
ald E. Steiner, who operates The
Marketing Communications
Group out of Albuquerque, to sell a
TV version. Steiner has ap-
proached about 20 stations, but
hasn’t had a nibble yet. “The main
reason is money,” says Steiner, The
cost would run from about $80,000
up to $200,000 for, say, Los Angeles.

Why would a station spend that
kind of money for a telemarketing
campaign? One Steiner presenta-
tion, which calls for a nut of over
$90,000, estimates that with an in-
crease of one rating point in the
early and late evening news the sta-
tion could increase its annual reve-
nue nearly $500,000.

The proposal says flat out that
the objective of the campaign is to
“Affect diary keepers (and metered
households) who do a lot of news
viewing,” a goal that gives EMRC
members the shudders.

How come radio stations will
spend the money when TV stations
won’t? Durney says radio stations
have bigger cash promotion bud-
gets than TV stations, “who use
their own air.”

Stations

Randall D. Bongarten, formerly
president of NBC Radio, has been
appointed regional vice president/
operaticns for Emmis Breadcast-
ing. As such, he’ll be overseeing op-
erations at WFAN New York and
at WKQX(FM) Chicago. Before
heading NBC Radio Bongarten
had been vice president, general
manager at WNBC New York and
before that vice president/Radio
Division of General Electric Broad-
casting Co.

Donna Zapata has been named vice
president, general manager of King
Broadcasting’s KREM-TV Spo-
kane, Wash. She moves in from Los
Angeles where she had been vice
president and station manager of
Fox Broadcasting’s KTTV(TV),
and before that she had been vice
president, station manager at
WHAS-TV Louisville.

Jay A. Rabin has been appointed
general sales manager of
KTVD(TV) Denver, owned by In-
ternational Broadcast Systems,
Ltd. He moves in from Kansas City
where he had been general sales
manager for KZKC-TV.

David C. Logan has been appointed
director of business development
for D.I.LR. Broadcasting Corp. The

onetime Grey media executive was
most recently vice president of
marketing for the ABC Radio Net-
works.

W. Gary McBride has been pro-
moted to senior vice president,
marketing and sales, with addition- |
al new responsibilities for manag-

ing affiliate stations of Telemundo
and Leonard P Forman has heen
named senior vice president, oper- |
ations and owned and operated Te- |
lemunde Group stations. Forman&
continues to be responsible for Te-

lemundo Network operations and
production facilities in Hialeah,
Fla.

Phil Newmark, vice president, gen-
eral manager of Emmis Broadcast-
ing Corp.’s KPWR(FM) Los Ange-
les, has assumed the additional
post of vice president, regional op-
erations for KYUU(FM), in thei
process of being acquired from
NBC.

Edward H. Hewson Jr. has been
elected president of King Videoca-
ble Co. of Seattle. He joined King
Broadcasting in 1963 and in 1965
was named manager of the then-
new cable operation.

Thomas A. Rocco has joined Fox
Broadcasting’s WNYW(TV) New
York as manager of sales develop-
ment, reporting to Rudy Taylot,
vice president and general sales
manager. Rocco was formerly New
York sales manager of the ABC Ra-
dio Networks.,

64

Televiston/Radio Age, October 17, 1988

www americanradiohistorv . com =,


www.americanradiohistory.com

Hypoing by
{phone questioned
by researchers

Telemarketing—that is, selling by
telephone—has become an issue in
the constant quest of broadcast
stations for ways to boost audi-
ences. One particular company has
come to the attention of members
of the Electronic Media Rating
Council, who are concerned that
the telemarketing techniques em-
ployed may “distort” broadcast
P ratings.
I The company, TransAmerica
Telemarketing Inc., based in
Washington, has set up a broadcast
service and says that over a year’s
time, it has attempted to boost rat-
ings of 28 programs on 18 radio sta-
tions. The company is trying to ex-
tend its customer base to TV sta-
tions, but has not been successful
50 far.
The technique essentially seeks
to reach large numbers of people by
Vtelephone and persuade them to
listen to or watch a particular pro-

Fgram. The numbers are large

“enough so that significant amounts
‘of diary (or meter) sample house-
'holds may be influenced. If the re-
sult is that the ratings are not rep-
fresentative of day-to-day listening
or viewing behavior, that is consid-
tered ratings distortion under the
YEMRC guidelines.
*  Thomas J. Durney, who is presi-
tdent of TransAmerica Telemarket-
ling Broadcast Service, describes
Lone aspect of the service as follows:
JiLarge numbers of small businesses
(under 50 employees) are called in
order to pinpoint the person who
lcontrols the workplace radio. They
are asked to switch to a particular
program for a week (if they don’t
‘already listen, of course) with the
' ncentive that they may win a trip
to Hawaii. Listeners get a letter
Mifrom the station general manager
ithanking them and an entry card

"8 or the vacation contest. In a sec-

Yond phase of the technique, the co-
loperator is asked for names of his
‘or her co-workers.

Durney, who has been vice presi-
ident and general manager of
WASH-FM Washington and has
nanaged five other stations, point-
ed out that one fallout from this
itechnique is to build a large data

|
One Seller’s Opinion

Inside co-op,
looking out at
the broadcasters

David

Is co-op advertising a source of big revenue that broadcasters have failed to
tap? The answer is: it all depends. [t depends on whether broadcasters
really want the business.

One of my many co-op administrative functions here at Pinpoint Mar-
keting is to determine whether claims against manufacturer co-op pro-
grams are valid: and, if not, to give the claimee, including media, a hard
time when deserved. That hard time can include: a) not paying the claim;
b) cutting it back to a lower level; ¢} requiring more verification.

For media it can add up to extra time spent at the back end of the sale do-
ing paper work. That’s the reality. So you have to want the business encugh
to be willing to take solid steps in advance to avoid grief when you or your
retaller file the co-op claim. You must invest in acquiring the knowhow to
be able to develop enough co-op revenue to make it all worth doing.

From inside co-op, locking out at media, these six suggestions seem most
likely to add meaningful dollars:

« Stop the soul searching about whether to make the investment to devel-
op co-op. How can broadcast media abdicate a share of what must be a $10
billion revenue stream in 19897 Right now, TV and radio combined get
about 18% of co-op against 65% for newspapers, Pinpoint estimates.

¢ Study what the newspapers do and then do it. They get 65% of co-op
dollars because they are deeply involved with retailers and because they
invest in specialists to develop co-op advertising. (Of course some stations
do that. But where newspapers look at co-op development long term many
stations give a new co-op department only six months to live.)

¢ Do more to build the confidence of manufacturers in broadcasting as a
good co-op medium. In my days at the Radio Advertising Bureau, I thought
we had done enough. Not so. Lingering doubts remain. Some manufactur-
ers worry about broadcast and don’t encourage its use. More promotion
and education are needed and will pay a good return.

¢ Make sure your co-op sales development effort includes the same funda-
mentals that work in every other area of sales. Strangely, co-op is often
treated as a field apart from real life. Not enough effort goes into a) selling
with ideas; b) building relationships with key influentials like regional sales
managers; ¢) building station stature with literature.

« Look for ways to provide a service to the manufacturer. Sales staffs have
been down-sized. Most manufacturers know this means they are overlook-
ing business. Can your station organize a multi-dealer promotion to save
the time of manufacturer reps? The stations that provide this or other
useful services will win large orders.

o Call on the industry associations to do more with co-op. At Pinpoint we
often ask media organizations to notify members about a new co-op pro-
gram. Some manufacturers want media calling on retailers to stimulate co-
op spending. I hate to say this but: those guys in the newspaper business do
it best. Radio does a lot, and is very responsive. But so far, in our experi-
ence, TV seems to give that kind of thing low priority—as if they were still
back in T'V’s lusher days gone by.

Six suggestions. Very basic. Good luck, and if we can help you unravel a
co-op problem, pick up the phone.—Miles David, vice chairman, Pinpoint

Marketing, Inc.

Television/Radio Age, October 17, 1988
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Murray Green has been promoted
to senior vice president, Television
Division, Malrite Communications
Group. He came to Malrite in 1977
as general manager of WNYR/
WEZO(FM) Rochester and now
moves up from vice president, gen-
eral manager of WFLX-TV West
Palm Beach, Fla.

Mike Prater is now Western re-
gional manager for the Transtar
Radio Network. He was formerly
general manager of KJKC(FM)
Corpus Christi and before that was
with KEYS, also Corpus Christi.

Jose C. Cancela has been named
vice president general manager of
Spanish-language WLTV-TV Mi-
ami, succeeding Joaquin Blaya, re-
cently promoted to president of the
Univision Network. Cancela had
been general manager of Univi-
sion’s KWEX-TV San Antonio,
and before that headed KTVW-
TV, the Univision affiliate in Phoe-
nix.

Robert D. Shields has been named
president and general manager of
Heritage Media Corp.’s WPTZ-TV
Plattsburgh, N.Y. He succeeds Carl
Leahy, now president and general
manager of Heritage’s WEAR-TV
Pensacola, Fla., where Shields had
been general sales manager.

Otis Dunnagan is the new vice pres-
ident, general manager of
KEYI(FM) Austin, recently ac-

quired by Kent Burkhart’s Degree

Communications. Dunnagan was
formerly general sales manager at
KASE(FM), also Austin,

Richard Harker has been appoint-
ed general manager of WAQX(FM)
Syracuse, effective with the sta-
tion’s acquisition by Atlantic Ven-
tures from AGK Communications.
The veteran of Duffy Broadcasting
and King Broadcasting has most
recently been vice president and
general manager of Coleman Re-
search.

LinaJean Armstrong has been pro-
moted to general sales manager for
Shamrock Broadcasting’s
WFOX(FM) Atlanta. She came to
the station in 1987 from a post as
sales manager for RKO/Republic
Radio in Atlanta.

John W. DuBois has been named
general sales manager of KICU-TV
San Jose-San Francisco-Oakland.
He has been with the station’s par-
ent company, the Ralph C. Wilson,
Jr. TV Station Group, for 18 years
and now moves up from local sales
manager at KICU.

Representatives

Ed Pearson has been promoted to
general sales manager, New York,
for National Television Sales, Cap-
ital Cities/ABC, Inc. Pearson, who

reports to John B. Watkins, presi- |

dent, National Television Sales,

transfers from Detroit where he |

had been sales manager of the NTS
office there.

Chickie Bucco has been appointed
vice president, director of Katz Te-
levision’s Direct Response Adver-
tising Sales Department. She
joined Katz in 1979 and has most
recently been vice president, man-
ager of the Stars sales team at Katz
American Television. In her new

post she replaces Bud Bowlin who §

plans to retire at year’s end follow-
ing 25 years with Katz.

Gary Harbison and Marylou
Goyette have been named to new
posts at TeleRep in Detroit. Harbi-
son becomes group sales manager
of the T sales team and is replaced
as manager of the R team by
Goyette who had been an account
executive on the R aggregation.

P&G’s a leader in cable spending

Procter & Gamble jumped into the lead again in June in ad expenditures

on the six major cable networks, according to estimates by Arbitron’s
BAR subsidiary. The big package goods company has been second to
Philip Morris in May. P&G continues its year-to-date lead in cable ad
expenditures with an estimated total of $14.1 million, up 30%.

Total ad expenditures on the cable webs were up 13% for the first six
months of this year over the same period last year. This year’s half-year
total came to $334,815,563. Last year the comparable figure was
$266,428,242.

Among those in the top 10 for year-to date are Eastman Kodak, up
489% to $6,076,831. However, the latest Eastman total includes Sterling
Drug. Likewise, Chrysler is up 292% to $5,695,750, but '88 figures include
the Jeep Dealers Association. Mars was down 46% to $5,021,601.

The other six top 10 cable clients and their percentage changes for the
January-to-June period are Philip Morris, up 3%; General Mills, up 21%;
Anheuser-Busch, down 18%; Time Inc., up 5%; RJR Nabisco, down 14%,
and Gillette, down 17%,
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Cheryl W. Gardiner

Vice pri sicdent,
Media director
Wyse Advertising
{leveland

, yse Advertising is the Cleveland member of the

WI.eading Independent Agency Network and
Chervl Gardiner, a media director at Wyse, (s a mem-
Lher of LIAN's hoard of directors. She says a major
advantage of belonging to LIAN s that “The most
current information on any market a member agency
is in is just a phone call away.”

She says membership is particularly useful in the
case of new business: “The new client or prospective
¢lient may have distribution in some markets that
faren’t of major importance to our existing clients. We
can call the LIAN member agencies in these markets
tand catch up quickly on recent developments in mar-
ket growth and new industry. In the case of broadcast,

STATION REPORT

we can catch up with the latest station changes: a new
sports personality or weatherman at one of the TV
stations, new formats or air personalities at one or
more of the radio stations, particularly following a
recent ownership change. And we can find out the
extent of the station’s promotion to support the new
tormat. We can also find out about expansion of local
cable systems into new neighborhoods, We can get a
fquick track on the latest supply-demand situation in
respect to broadeast time inventory.”

Gardiner cautions, though, that there 1s one proviso
in all this: "“'The exception to all of the above is that our
own clients come first, and we are all very cognizant of
chient contidentiality. That means that while LIAN
member personnel can ask all the questions we want of
our opposite numbers at other member agencies in
other markets, we don't always get every question an
swered: only the ones that don’t involve any competi
tive information that our own clients consider propri
etary

“Outside of that, though, our relationships with the
other 18 LIAN member agencies is mutually beneficial
to all. From the standpoint of our media operations,
membership opens up a gold mine of information.”

She adds, “The people we call are consumers in their
markets as well as marketing professionals. Because
we're consumers too, each of us is also tuned in to
changes in the local retail picture in our own market.
We see what's going on in our own local food and drug
chains. And we follow the advertising of the local de
partment stores and auto dealers and know when they
have special promotions or a rebate offer going on.”

Inaword...
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 . KMEO-AM-FM, Phocnix

KAER and KFBK (AM), Sacramento

KFWB, Los Angeles  KJQY, San Dicgo

Westinghouse Broadcasting Company
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FEEDBACK |

Do you think the Olympic Games
are too hig for any one network
to cover exclusively? What about
permitting networks and cable
services to make joint bids for
the 1992 summer games in

Barcelona?

“] don’t think the Games are

“With NBC reportedly losing
money, the winning
commercial bidder won’t
want to share the
Barcelona Summer
Olympics. | think the three
‘locomotives’ will be the
bidding entities at the
meeting some time in
November. | don’t look for
any of us to bid against
them. But | believe there
will be a cable package in

Barcelona. | think you’ll see

just one commercial
network, one cable
network. Otherwise,
everyone would be tripping
over each other’s wires.
The Olympics is the only
sports event not on cable.
It'll be the last virgin to
go_n

Seth Abraham

Sentor vice president of sports
and program operattons
Home Box Office

“The Olympics remain a

terrific property and we
intend to pursue Barcelona
aggressively. We continue
to lock at cable as a
partner, but there is no
decision yet. Our feeling is
we need to be able to
control the process and to
acquire the TV and cable
rights so we can then
decide ourselves how
much, if any, cable should
be apportioned. .. We will
bid aggressively although
the Barcelona Games will
be six hours ahead and
therefore pretaped for
primetime. We think we
will be able to put on the
best events and the most
dramatic moments in
primetime.”’

Jay Rosenstein

Vice president of programming
CBS Sports

New York

too hig for one network to
cover. Part of the problem
is with the rights, which
have gotten out of control.
It’s forced the networks to
program more hours and
show more things than the
public is prepared to view. |
absolutely feel as a country
we should figure out a way |
to cover the Games and
stop subsidizing the
Olympic movement with
U.S. television. We are
paying an absurd amount |
for the rights, and it’s time
for the three networks or a |
consortium to be formed to
decide how the Games
could be divided up. There
should be one bid. If divided
up and instead of 180
hours on one network it
was spread over five |
networks with 600 hours,
would the total ratingsbe |
bigger and the money
generated for advertising
be greater than what one
network is getting now? |
think it would. The 10C has ‘
a regulation that only |
recognized networks can
bid, and that has been
interpreted to mean ABC,
CBS and NBC, not cable
services.”

_— _—

R e ST

Don Ohlmeyer

Chairman

Ohimeyer Communications,
Los Angeles
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all Street Report

Broadcast stocks
leaning on low side
in investment firm view

More negative evaluations than positive on broadcast
stocks seem to be coming out of Wall Street lately.
[Nevertheless, this doesn’t represent an evaluation of
Mthe total industry but merely individual conditions.
On the network scene, Mabon, Nugent & Co. at least
is recommending accumulation of Capital Cities/ABC
stock, while it's taking a neutral position on CBS.
MAnalyst Raymond L. Katz says, “While both compa-
inies trade at a market premium, CCB’s is lower de-

Capital Cities/ABC outlook

1988E 1989
Reported earnings $22.05 $24.80
o Change +12.5%
Multiple 15.2X 13.5X
Premium 21% 18%
Adjusted for PPA $19.55 $24.90
% Change +27.4%
Multiple 17.2X 13.5X
Premium 37 % 17 %

= Mabon, Nugent estimates. PPA = Purchase price accounting.

Mspite its projected higher growth, estimated at 27%
Mand 15% for earnings and cash flow versus CBS’ 1.4%
‘Mand 2.5%, respectively.
For CapCities/ABC, the analyst sees a turnaround
for the TV network and thinks it can improve its
“Mprofitability by $89 million in 1989. He also expects
improvement at the ABC-owned TV stations.
As for CBS, he says it appears fully valued within a
Mtrading range of 155-180. He notes the stock is selling
at 15.8 times Mabon, Nugent’s 1988 earnings estimate
-Mland 15.5 times its '89% stock projection, or at a 25-35%
ipremium to the market. He comments only the unlike-
ly scenario of top-line momentum at the network
would move the stock upward: “We are estimating a
‘W3% sales increase in 1989. Should the results be at least
iLwo percentage points better, however, we would begin
reexamine our neutral ranking.”

hat’s hurting Gannett

eanwhile, Gannett’s prospects are being downgrad-
Med at Shearson Lehman Hutton, based heavily on the
ratings disappointment for the USA Today syndicat-
2d TV show. Comments analyst Alan Kassan, “As a
result, GCI may be faced with either a writeoff if it
decides to cut its losses quickly, or sustaining fairly
Hhigh losses while trying to find a new format.

“Also, the basic newspaper and television station
businesses remain soft. Thus, we are lowering our 1988
LPS estimate to $2.20 from $2.25. For 1989, we are
educing our estimate to $2.35 from $2.55.”

Belo lowballed

Shearson is also reducing its estimates for A. H. Belo,
which announced third quarter 1988 EPS would be
substantially less than the 30 cents earned in the third
quarter of 87, which included 15 cents from gains on
asset sales. The investment firm is lowering its third
quarter estimate to 5 cents a share from 20 and reduc-
ing its full-year estimate to 90 cents from $1.

Kassan says the major shortfall in the third quarter
will be the TV station group, where September reve-
nue is off sharply. Belo has three CBS and two ABC
affiliates.

Warner warming up

Shearson’s worst news on Warner Communications is
only short-term, but Oppenheimer & Co. provides a
yet stronger view of its prospects. Because of Warner’s
weak summer box office results, Shearson is reducing
its third quarter EPS estimate to 65 cents from 71.
Kassan notes this would still represent a good gain
from last year’s 41 cents, because of higher T'V syndi-
cation income and strong gains in records and music
publishing.

For all of 1988, Shearson is lowering its estimate to
$2.45 from $2.50, but its 1989 estimate remains at
$2.85. The stock is still one of the firm’s 10 uncom-
mon value recommendations for 1988-89.”

Oppenheimer analyst Dennis B. McAlpine regards
Warner even more favorably. His firm has added the
stock to its recommended list and estimates EPS will
grow from $2.02 in '87 to $2.70 in '88 and $2.95 in '89.
McAlpine says the proposed merger with Lorimar-
Telepictures would expand Warner'’s already strong
base of television program production and would also
make it a major factor in the first-run syndication
market. Meanwhile, Shearson recently lowered its rat-
ing of Lorimar to a “neutral” for the long term because
of the Chris-Craft suit to block the merger.

Time ripe for Time?

Kassan thinks Time In¢. is a good buy on both a short-
and long-term basis. Time recently denied reports
that Wasserstein, Perella & Co., along with Time’s top
management, was planning a leveraged buyout, and
this led to a sharp sellout of shares that had moved
quickly when the reports first surfaced.

Kassan speculates, “On an LBO basis, we believe
Time would be worth $150-$180 per share [the range
has been 66-118 in the past year]. Although this is an
option TL could be considering, such a strategy could
backfire if a third party enters the bidding "

Opportunities in cable

In cable TV, Kassan observes stocks have been under-
performing because of concerns over reregulation and
telephone companies entering the business. He says
this creates some good investment opportunities, with
the average cable stock trading at 60—65% of its private
market value and at six to seven times projected 1989
operating cash flow.

lelevision/Radio Age, October 17, 1988

67



www.americanradiohistory.com

How about a little more restraint?
Teamsters strike drives 4 to court

Writers picket, but teamsters tend
to turn to violence. That seems to
be the contrasting pattern in the
latest strike which prompted four
companies to seek and obtain a
court injunction prohibiting Team-
sters Local 399 from using vio-
lence against film and TV produc-
tion companies and limiting the

number of pickets during its strike
which began Oct. 4.

CBS, Cannell, Lorimar and MTM
filed for the temporary restraining
order after there were reports of
bomb threats and assaults on work-
ers outside Cannell’s offices, nails
were reportedly thrown at Fox Pla-
za and tires were allegedly punc-

tured and slashed at the Disney
and the Burbank Studios. The
2,000 member Teamsters union is
joined in the strike by Laborers Lo-
cal 724 and Electrical Workers Lo-|
cal 40 for a total of 3,200 workers on'
picket lines. The dispute is over
rolling back hourly wages and elim-}
inating overtime for working week-
ends, ]

Hopeful happening: Fox Broad-
casting fed its 122 affiliates an offi-}
cial message of hope via a closed-
circuit teleconference in which the/

Help Wanted

General Manager _

Programming

Baker Scott
& Co.

CABLE PLACEMENT

ZB‘ PEOPLE

Positions available with MSO's
Networks. Regional & Independent
Operators, Coast to Coast.

All Levels of Management
FEE PAID
Call or write iIn CONFIDENCE
DAVID ALLEN & JUDY BOUER

Principals
L]

WE KNOW CABLE

L]
1259 Route 46 — Parsippany. NJ 07054

201,263-3R55

THE PROFESSIONAL

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, Sales. Money Back
Guaranlee- One week $7.00 Speclal:

Six weeks $15.95. You save over $20. g
AWMERICAN RADIO TV JOB MARKET R
1553 N. EASTERN Dept F

ASVEGAS, NEVADA 89101

GENERAL MANAGERS seeking
administrative, operations, sales or
talent personnel—whoever you're
looking for at your television or radio
station—you'll fine that classified
advertising in TELEVISION/RADIO
AGE is the most cost-effective way
to reach the best qualified pros-
pects for your key positions.

Find out more about how TELEVI-
SION/RADIO AGE classifieds can
work for you. Call Marguerite Blaise
at 212/757-8400, or write to
TELEVISION/RADIO AGE, Classi-
fieds Dept., 1270 Avenue of the
Americas, New York, NY 10020.

ADD VERVE
ZEST, & REVENUES
to your
WEATHERCASTS

!
To personalize your weather i
programming with a unique |
service, please write to: Dr.
Stephen Rosen, Box WS, '
TV/Radio Age, Suite 502, -
1270 Ave. of Americas, New
York, NY 10020. '

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.

ﬁ

SALESMAN/MANAGER
STATION REP

Experienced Salesman/Man-
ager, Radio/TV Station Rep.
available. Intimate knowledge
New York area buying commu-
nity. Seeks New York based
selling position. Write: Box
598A, Television/Radioc Age, |
1270 Avenue of the Americas,
New York, NY 10020.

CLASSIFIED ACTION

call Marguerite Blaise at 212/757-8400, or send your ad copy to TV/RADIO AGE,
1270 Avenue of the Americas, New York, NY 10020.
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“‘No. But | do believe that the
rights fees should be
reduced in order to have
them more accurately
reflect the marketplace. It
isn’t appropriate for the
networks—broadcast or
pay—to be losing vast
amounts of money on the
product.”

Kay Koplovitz
President/CEQ
USA Network

‘NBC did a magnificent job
and I'd do it exactly the
same way in 1992. The
Games are not too big for
one network. In my position
as an affiliate I'd like to see
exclusivity remain with one

- network. It’s very

 valuable.”

Bob Davis
President/general manager
KMTR(TV) Eugene, Ore.

. (NBC)

AN . y
“As long as the International
Olympics Committee
demands an ever-growing
commitment for U.S. TV
rights, the networks are
going to be forced to cover
more than they should. If
this continues, other
solutions will be required;
$400 million may be too
much for any one network
to pay. It would have to be
carefully done, but
providing preferred events
to the networks could be
worked out. Cable doesn’t
cover enough of the U.S. to
get equal treatment with
the networks, but their
needs could be satisfied.”

Michael Moore

Sentor vice president,
Corporate media director
DMB&B, New York

““No. ABC Sports has
traditionally done a superb
job of covering the entire
spectrum of Olympic events
and personalities. The 10C
may permit bidding under
any structures it pleases. It
is also likely that cable
network distribution will be
a consideration in any
party’s bid for Barcelona’s
rights.”

Roger L. Werner
ESPN president and CEO

“1 think it’s inevitable that
there will be participation
by cable in future
Olympics. Whether it’s
1992 or 1996, there’s no
question but that it will

happen.”

Michael Drexler

Executive vice president media
Bozell, Jacobs, Kenyon &
Eckhardt, New York

elevision/Radio Age, October 17, 1988
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In the Picture

Seth Zarkin

New vice president, TV pro-
gramming at Campbell-
Mithun-Esty, New York,
talks about some of the
many aspects of the
networks’ new marketing
thrust and offers his analysis
of NBC’s Olympics coverage
from Seoul.

Says clients need cable,
syndication, but adds,
webs still the place to be

Seth Zarkin, just promoted to vice president, TV pro-
gramming at Campbell-Mithun-Esty, New York, fig-
ures that though there will be no political conventions,
debates, elections or Olympics next year, making it “a
little more of a buyer’s market” than 1988, “The net-
works will still be the place to be.”

Zarkin points out, ‘“‘Because today’s viewers have so
many choices, a client who wants to reach everyone
still needs the networks. But he also needs to add cable
and add syndication. Nevertheless, for the greatest
reach and impact, it’s still the networks that do the
job. That’s why they were able to maintain such a
strong upfront position in spite of the strike-delayed
start of the new season.”

He describes fourth quarter as tight on the networks
and says the clips he’s seen from ABC-TV’s War and
Remembrance “look terrific. Plenty of other people
must think so, too, because it’s been selling well. Ad-
vertisers want to be part of what looks like a real
success. Syndication also continues to do well, espe-
cially among those younger demos. Wheel of Fortune
and Jeopardy are still going through the roof.”

But he¢ adds that not every client can afford to put
everything on the networks. So they “extend their
reach by adding syndication or cable or radio to their
network buy. Radio can be particularly useful for cli-
enls with a great 60-second message or clients with
terrific music on their TV track that reinforces the
recall every time people hear it again.”

Cable’s on its way

Though Zarkin figures the dip in network audiences
“has probably bottomed oul,” he says the growth of
cable penelration “hasn’t peaked yel. Cable’s on its

way Lo getting still bigger and stronger.”

Asked about the networks’ new emphasis on mar-
keting, Zarkin says it “con be a lot of different things.
The networks are making more presentations to cli-
ents and apencies, They're telling clients that they
better buy this show or thal show ‘on our network’
72

because here’s what your competitors are doing.

“And on top of a client’s national commercial expo-
sure, marketing means the merchandising extras are
getting bigger. And there are more of them. It can
include getting clients tickets to the new President’s
Inaugural Ball. It can be more direct, more product
related, tying the merchandising into the buy: like
arranging to get the product prominently placed on
the set so it will show up on camera. Or getting client
signage in the background.”

He observes, “Anheuser-Busch is a master of this.
Its signs dominate stadiums and ballparks to the point §
that cameras covering the games could hardly miss
them if they tried. There’s no way to measure and put
a dollar value on extra product exposure like this, but §
it has to be worth plenty. People walk out and go to the
kitchen during the commercials. They’re far less likely §
to leave the set while the game’s going on. And there’s I
your product, in neon lights, right over the score-
board!”

All this, says Zarkin, “builds a friendlier atmo-
sphere. It makes the clients feel better. That makes |
the agencies feel better. And the networks’ sales peo- [
ple feel better, too.”

Diagnosing the Olympics
Although the Olympics ratings were disappointing, |
Zarkin says none of NBC’s advertisers were hurt be- |
cause, first, the ratings were guaranteed and “NBC is {
doing a good job making it up to them.” Second, he
says, advertisers in the Olympics “were able to reach
those fourth and fifth quintile people who watch the §°
Olympics, but outside of that, very little other com- |
mercial television.”

He offers several reasons for the ratings dip: “From
my own standpoint as a viewer, there was too much {.
sw1tchmg, too soon, from one event to the next. If}'
you're a basketball fan and they suddenly cut from- the
middle of a game to synchromzed swimming, NBC is "

going to lose viewers.’

He also observes that when previous summer games | ’

“were actually held during summer, when school was |
out, the kids could stay up late and watch. They could |
sleep the next morning. But when it’s September, the Il
parents yell at the kids to do their homework and getj
to bed early so they can roll out early the next morn-#
ing.” Zarkin points out that in September, the Olym- i,
pics are competing for attention among sports fansi
“against professional football, Monday Night Foot- b
ball, college football, and baseball that was gettmgil
close to the playoffs. So now the question is, ‘Who's |
going to pay how much for the next summer games in |
Barcelona?' ” |

In his new post, Zarkin supervises buys for all New &,
York clients. He says every one of the agency’s New |
York clients is on network television, all of them buy |,
cable, some are in syndication, some do local sponsor- -,
ships, and about a quarter of them are on radio. He ||
adds that most of the agency’s Detroit clients are also &,
on the TV networks: Automobiles and the beers are .
two of television’s hotlest categories.”

Zarkin joined Campbell-Mithun-Esty in 1983 and |
was promoted from account supervisor, TV pregram- ©
ming.

Television/Radio Age, October 17, 1988 |,
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iplanned to increase its ratings and
strengthen its series.

Print connection: NBC has com-
mitted more than $1 million in ad-
ertising to the new TV Week Net-
ork, national ad service linking
3 Sunday TV newspaper supple-

#ments. The company is owned by

ribune Media Services, with
estern States Associates han-
dling all marketing and sales.

Century mark: Two series,

I Brothers on Showtime and Who's

the Boss on NBC have taped their

100th episodes. Brothers, in its
fifth season, is the first cable series
to hit the century mark. Boss is also
into its fifth go-around. Heading
toward its 100th episode next
spring is The New Leave It to Bea-
ver,inits fourth season on Turner’s
WTBS superstation.

Production notes: Jake and the
Fatman is filming its second series
for CBS in Hawaii . . . Dallas, going
into its 11th season on CBS, has
George Kennedy joining the cast
... The Van Dyke Show, new ven-
ture with Dick Van Dyke and his

son, has begun taping for CBS . ..
Newhart’s seventh season is under-
way for CBS ... Life After Gold,
one-hour syndicated special exam-
ining how Olympics athletes are af-
fected by winning in the games, is
being produced by Golden Gaters
Productions, sports program spe-
cialist ... Cheers has begun pro-
duction for its seventh season on
NBC ... Hee Haw enters its 21st
season of syndication on 200 sta-
tions ... Falcon Crest returns for
its eighth CBS season, with Philip
Parslow as producer and Camille
Marchetta excecutive producer.

the marketplace

Programmers

1
§
|

.\.

#
J

PROGRAMMERS

Published novel, ““It Could
Happen To You,’’ a television
must for a scap or mini-
series. Call Camey, 617-
933-1474 or write publisher,
Frank Paul Enterprises, P.O.
Box 113, Woburn, MA
10801.

Help Wanted

Maintenance Tech.

SCETV is seeking an experienced
Broadcast Maintenance Technician at
WSCI-FM in Charleston, SC to be re-
sponsible for all technical aspects of
station operation. Installs, maintains
and oversees operation of all equip-
ment. Trains staff in proper operation
of equipment. Acts as liaison with
transmitter supervisor, NPR engineer-
ing and other protessional organiza-
tions. Technical Director of all field
projects. Associate degree in elec-
tronics technology and one year expe-
rience in the repair and maintenance
of electronic equipment used in the
area of radio and/or television broad-
casting and production. Please send
request for application to FM Station
Manager, WSCI-FM, P.O. Box 801, Mt.
Pleasant, SC 29464, EOE.

ARE YOU OWNERSHIP
READY? Passive investors
seeking top quality, proven ra-
dio GMs and/or properties for
acquisition; substantial man-
agement equity, incentives as-
sured. Box 1017, Television/
Radio Age, 1270 Ave. of
Americas, NYC 10020,

TV GENERAL SALES
MANAGER (AVAILABLE)

professional . . . innovative . . .
aggressive goal-oriented . .

motivated . . . self-starter . . .
extensive experience with
group-owned stations in local
sales/sales management and
on-job experience with national
at both rep/station level . . .
knowledgeable with all areas of
“station operations . . . currently
employed-but unchallenged —
attending TvB. Write Box 1088,
Television/Radio Age . .. 1270
Avenue of the Americas . . .
New York, New York 10020.

HOW GOOD IS YOUR
SALES STAFF?

Your sales people are only as
good as your commitment
to their training.

1989 will be the most competitive
year in broadcasting history. Now
there is comprehensive, 0n-going
and effective sales training avail-

able to your station,
Coniaci:

Broadcast Sales Training
1057 Red Oaks N.E.
Albuquerque. NM 87122
(505) 293-4323

The Marketplace Rates

Situations Wanted: $30.00 per
column inch. All other classifica-
tions: $42.00 per column inch.
Frequency rates apply. Minimum
space one inch. Maximum space
four inches. Add $1.50 handling
charge for box numbers. Copy must
be submitted in writing and is due
two weeks preceding date of issue.
Payable in advance, check or
money order only.

All ads accepted at discretion of
publisher. Address:

The Marketplace
TELEVISION/RADIO AGE
1270 Ave. of the Americas

New York, N.Y. 10020

If you are looking for executive personnel, 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.

NEED HELP?

Felevision/Radio Age, October 17, 1988
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Sky high

The international ad agency
Foote, Cone & Belding is so
high on the potential for the
European medium-powered
DBS satellite ASTRA, that
it now predicts in its report
to European clients that
“with 130 companies build-
ing receiving equipment
around Europe, it is our be-
lief that as many as 40% of
Europe’s homes will be re-
ceiving satellite delivered
channels (by cable or DBS)
by the end of 1992.”

That’s a much higher esti-
mate than what’s been pre-
viously suggested, but FCB
bases its bullish prediction
on ‘“three key dynamics:”
The low cost of individual
receiving equipment, faster
than anticipated cable
growth and rapidly changing
wealth and lifestyles.

Mr. Fussy

Fussy, a bit quirky, very
fashion conscious, certainly
rich, but most importantly,
he’s good, very good. That’s
the short version of a pretty
even-handed feature about
NBC Today host Bryant
Gumbel in the October issue
of Manhattan, inc.

It’s all second-hand stuff,
though, as the buttoned-
down and buttoned-up $2.5
million-a-year man posed
for a photograph or two for
the magazine, but didn’t do
much, if any, talking to writ-
er Richard Zacks.

The article sheds no new
light on Gumbhel’s estranged
relationship with Today co-
host Jane Pauley or his
bhrother Greg. Too bad.

Bryant Gumbel

S

Ted Koplar: In cotro

lat KPLR-T

Vv

Betrayed or misunderstood?

Ted Koplar's ambitious
plans for building a commu-
nications empire, especially
by expanding his TV station
ownership, got an unexpect-
ed jolt when his broadcast
division president Barry
Baker and business affairs
chief Larry Marcus walked
the plank.

Baker and Marcus at-
tempted an in-house coup,
failed and were immediately
fired by Koplar.

Baker, who also was vice
president/general manager
of KPLR-TV, Koplar's big
independent in St. Louis,
walked up to Koplar while
the two were in New York
recently and handed him a
sheet of paper with some
numbers on it. “What’s
this?” Koplar asked. Baker
said 1l was an offer for
KPLR and the Sacramento
independent, KRBK-TV.

“It hit Ted like a holt right
oul of the blue,” said one
of Koplar's friends. ““He
was shocked . . . totally sur-
prised.”

Koplar hired Baker five
years ago and made him gen-
eral manager of KIPLR de-
spite his total lnck of TV ex-
pertence. Baker was part of
the Koplar team, leading the
alation development/acqui-
sition planning, while the
other major player, Brian
Lacey, headed Koplar's pro-
duction/distribution busi

ness, called World Events
Productions.

Baker formed a new com-
pany with Marcus, Better
Communications Inc., and
hit Koplar with it right be-
tween the eyes,

“I made a bid in good
faith,” Baker told the St.
Louis Post-Dispatch. ‘I
thought it was possible. If I
didn’t think there was a
chance in hell, I wouldn’t
have bothered.”

Replied Koplar: “I feel be-
trayed from a personal point
of view. I personally felt very
close to Barry.”

Round 2

Washington Post TV critic
Tom Shales and The Wash-
ington Journalism Review
continue to slug it out. In
round one, fought in the
September issue, WJR let

loose a murderous barrage
against the Pulitzer Prize
winning critic by accusing
him of playing it a bit ton
cozy with CBS (TV/RADIO
AGE, Sept. 19).

Round 2 is fought in the
October issue, with Shales

replying: “This is the kind of .

sleazy, degenerate journal-
ism WJR ought to be deplor-
ing rather than practicing.”

But wait, the round’s not
over. Suddenly, Bud Ru-
keyser jumps into the ring,
calling the WJR story a case
of “journalistic mugging” by
using “a string of unidenti-
fied sources to puff up a
shaky premise into a four
page trashing of Tom Sha-
les.”

Rukeyser, formerly head

of NBC’'s PR machine, and |

‘now doing the same thing for

his former NBC boss, Grant
Tinker at GTG Entertain-
ment, makes a good point;

but coming from one about

whose company and TV
shows Shales frequently
writes, it’s a bit unsettling.

“They’re going to have to
earn their way onto the air.”
—CBS News producer Bri-
an Healy commenting of on
the lack of substance from
the Bush/Dukakis cam-
paigns.

“We've bred a group of po-
litical writers who can’t
write a story without a poll.”
—From an article “Are the
Polls Out of Control?” in the
October issue of “‘The
Washington Journalism
Review.”

Witch hunt?

The Caucus for Producers, Writers and Directors is trying b
{ind out. which network executives have been responsible for
‘“unreasonable creative interference” with the Hollywood

creative types.

A hit list of 57 network executives is being put together by

the caucus.

The caucus says its “research” is aimed at turning
“clues to some of the vexing production problems resulti
from too much creative interference.”

At the same time, the caucus says it wants to identify tho
network executives with whom caucus members have had ¢

unique positive experience.”

Television/Radio Age, October 17, 1988
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ashington Report

inority ownership
ontinues to surface
s broadcast license issue

s another congressional term comes to a close with
he usual last-minute confusion and shenanigans, a
ourt case to be argued just before Thanksgiving cen-
ers on one of the results of those 13th-hour activities.
nd it shows again the irony often present in govern-
nent acts.

Last year, when the Congress was attempting to end
ts first session and get out of the capital for the holi-
ays, it passed with almost no discussion a paragraph
f words that had the effect of nullifying a court case
nd overturning FCC policy. i

The language, attached to a measure appropriating
unds for the FCC for the fiscal year that has just
nded, had the effect of saying the FCC would just
ave to ignore a court order that it review its policies
oncerning minority ownership in broadcast stations.

Congress said it was mooting the case because it was
hanging the law to embody FCC rules as they read
efore Sept. 12, 1986, when the commission discarded
inority ownership as a criterion in comparative re-
ewal cases.

Congress had become incensed with the FCC for
ighting the efforts of a minority female to be given
referential consideration for a broadcasting license.
he FCC then asked for the case, Steele vs, FCC, back

s0 it could “consider questions concerning its constitu-
ional and statutory authority for awarding compara-
ive preferences based on race and gender.”

Two months later, when the matter still had not
een resolved, Congress returned the minority-prefer-
nce ownership rules to their pre-Sept. 12, 1986 state.
he issue was over, at least the Congress felt.

atter still not closed

ut the matter is not yet closed. The U.S. Court of
ppeals in Washington, D.C., gets another look at the

atter when it hears oral arguments Nov. 21 in the
ase of Winter Park Communications vs. FCC.

Before dropping its preference rules, the FCC’s re-
iew board had overturned an administrative law jud-
e’s ruling in granting a license to one of three compet-
ng applicants for a new.UHF station in the Orlando,

la., area. Winter Park Communications, Inc. already
ad lost its bid for a diversity preference on grounds

Wllits city of license was to be Winter Park and not Orlan-
0. That preference was discarded because all three

listations were going to serve the Orlando metropolitan
rea.

Everything then came down to minority preference
triteria. Winter Park received only a 10% part-time
integration credit, while Rainbow Broadcasting Co.
nd Metro Broadcasting, Inc., received integration

oints. Rainbow got 90% for fulltime participation of
inorities and Metro 79.2% fulltime and 19.8% part-
me.

The ALJ had judged Rainbow to be qualitatively
inferior to Metro and awarded the latter the license.
The FCC review board rejected the award, however,
and offered the license to Rainbow, because of “Rain-
bow’s substantial minority preference.”

Winter Park went to court, and while it was there,
the FCC changed its policy, leading to the Steele case,
then asked for the Steele case back and then dropped
everything because of the congressional mandate.
That put the Orlando dispute back on the Mass Media
Bureau docket again, and the FCC stood by its earlier
order.

Ironically, one of the arguments the FCC, forced to
adhere once again to minority-preference criteria,
made in its brief before the Appeals Court, is at vari-
ance with the position the FCC had taken in throwing
out the preference in the first place.

The brief states, “the fact that Congress has enacted
legislation which requires the FCC to continue this
policy supports the constitutionality of the minority
enhancement policy.” It then offers a lengthy support-
ive case for awarding the license to Rainbow based on
minority preference in the first place.

Question of constitutionality

The FCC even bypasses the question of the constitu-
tionality of the latest congressional action and sup-
ports its action by referring to past court decisions,
including one in the same court that “expressly held
the minority preference ‘easily passes constitutional
muster.”” The agency also offered that the U.S. Su-
preme Court “has held that ‘the widest possible dis-
semination of information from diverse and antago-
nistic sources is essential to the public interest.””

The commission’s brief goes on to explain that the
Congressional mandate caused a reversion to the
FCC'’s previous policy as it stood in its entirety before
September of 1986.

It says, ‘““The commission has also tried to narrow
the scope of the preference policy by using structural
methods—I.e., ownership diversity—to increase view-
point diversity, thereby avoiding government intru-
sion into the regulation of program content. . .

“The FCC policy of limited consideration of race as
one factor in the competitive analysis of broadcast
applications strikes a reasoned balance between the
important First Amendment considerations of diver-
sity and minimizing government intrusion into broad-
cast program content and the Fifth Amendment’s
equal protection component.

“Further evidence of the narrow tailoring of the
minority preference is found in the fact that no credit
is awarded unless the owner will ‘devote substantial
amounts of time on a daily basis’ to the management of
the station. Thus, the weight given to minority owner-
ship in a comparative proceeding bears a direct rela-
tionship to the extent to which those owners are in-
volved in management of the station and can be ex-
pected, as a result, to have an impact on the station’s
programming.”

The federal courts now have a chance to say whether
the FCC is correct in the stance it has taken.—
Howard Fields

elevision/Radio Age, October 17, 1988
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[PROGRAM DIRECTOR|

“T'he Life Of Riley,” featuring William Bendix and
Jackie Gleason as Chester A. Riley is a classic family
comedy with just the right appeal that delivers to voung
adults in daytime, early and late fringe. With 120 epi-
sodes for Fall ‘88, this proven winner offers sohd value.

i

. RLD TELEVISION GROUP
NE 'h rﬁfWTE]c‘:ﬁl Group. All rights reserved.
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HISPANIC

®
A hot market that's 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 dates, 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
. . of Hispanic Media and Markets, available in
One Source For Multiple 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, L= L™= 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, HISPAN:E first issue within 20 days.

*  consumer magazines, direct mail MEDND O Enclosed is my payment of $145

lists and outdoor advertising. T3l O Bill my company O Send me more information

- . LPAAAE AT NS TS Name
More Than Media

Company.

7FJTR

Title

Hispanic Media and Markets
includes comprehensive market -
data estimates for population, R C/1yState’ Zip
households, and other media/

market indicators for the top 30
Hispanic ADI.

Address

Type of Business

Telephone Number.

Srds SRDS Circulation Department
=¥l SF ¥ 3004 Glenview Road, Wilmette, [L 60091
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KITN5Gail !

she joined ;

“ALF epitomizes the
type of programming that
we look for at KITN-TV.
He'’s an American original. The show is warm, funny
and well written. It’s not a copy, or new/improved
version of some show from the 60's.

With ALE KITN-TV has the right vehicle to deliver
the key male, teen and kid demographics that are the
strength of our station.

And best of all, he'll fit right in next to our most
popular male-oriented programming: Minnesota

Gopher sports, NBA Timberwolves and the Fox
Network.

19907 With ALF on our side, it's no problem for

Minnesota’s Super Station!”

Gail L. Brekke
General Manager

KITN-TV, Minneapolis
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